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[bookmark: _Toc210391592]1. Introduction 
[bookmark: _Toc210391593]1.1. Background
In the current digital marketing era, user generated content or UGC has emerged as the most powerful driver of brand communication and consumer engagement. UGC that includes testimonials, reviews, videos and images created by the customers has transformed the way that audiences perceive and also interact with the brands. Instead of the traditional marketing where organizations control the narrative, UGC provides proper and peer-based information which improves credibility and trust. Various social media platforms including Twitter, Instagram and Facebook have enhanced this trend that allows customers to create some brand identity through their expressions and experiences (Robson and Banerjee, 2023, p.492). For the fashion retailers, where perception of the brand is hugely tied to the aesthetics and lifestyles, UGC has become indispensable. In terms of ASOS, a large and leading online fashion retailer has leveraged UGC to develop community, improve brand loyalty as well as attract new customers.
ASOS was established in 2000 and now it has become one of the most consistent online fashion retail brands in the United Kingdom (ASOS Plc, 2024). UGC mostly forms an important part of this strategy that reinforces ASOS’s image as a customer-based and inclusive company. With the fashion industry currently shaped by some social proof, customer-generated narratives and visuals mostly resonate more effectively than the paid advertising. Recent data shows that the UGC already improves perceived trust, authenticity and community belonging and all of these influences’ loyalty and perception of the brand (Lariba, 2023, p.34). ASOS has represented an ideal case to examine the way that UFC contributes to shape customers' attitudes and brand identity with the fast moving and competitive fashion (Huang et al. 2022, p.280). 
[bookmark: _Toc210391594]1.2. Research Problem 
Instead of the growing emphasis on the user-based content in digital marketing, there is some lack of clarity visible on its accurate impact on the brand perception within the online retail fashion industry. While UGC is mostly celebrated to improve authenticity and engagement, its impact may vary across audiences, contexts and platforms (Lariba, 2023, p.32). Even though the literature emphasizes the advantages of UGC in promoting brand authenticity and trust. No studies analyze the impact of UGC on the overall brand image in fast fashion retailers such as ASOS, especially when compared to brand-generated content (BGC). The available existing studies address most of the authenticity or engagement, yet only a handful of research works combine both customer perceptions and brands equity models such as CBBE, BAV to evaluate multidimensional impacts of UGC. These areas of deficiency create the necessity to examine how ASOS can utilise UGC to its advantage and eliminate the risk areas to offer practical insights into fast-fashion social media marketing strategies.
[bookmark: _Toc210391595]2. Research Aim, Objectives, and Questions 
[bookmark: _Toc210391596]2.1. Aim
The aim of this study is to assess how user-generated content (UGC) such as pictures, videos, reviews, and testimonials affects the consumer perception of social media marketing of ASOS.
[bookmark: _Toc210391597]2.2. Objectives
· To examine how UGC influences consumer perceptions of authenticity.
· To compare the impact of UGC and brand-generated content on ASOS’s brand image.
· To identify strategies for maximizing UGC benefits and minimizing risks to brand perception.
[bookmark: _Toc210391598]2.3. Questions
· How does UGC on ASOS’s social media influence consumer perceptions of authenticity?
· How does UGC shape ASOS’s brand image compared to brand-generated content?
· What steps can ASOS use to enhance positive impact of UGC to reducing risks to brand perception?
[bookmark: _Toc210391599]3. Preliminary Literature Search / Context
[bookmark: _Toc210391600]3.1 The impact of ASOS’s user-generated content on consumer perceptions of brand authenticity and trust.
According to research by Alabi (2024, p.2), user-generated content (UGC) enhances the perception of authenticity and credibility in digital branding. UGC is rooted in the lived experiences of consumers, and it is often perceived as more genuine and trustworthy by audiences. Consumers view peer experiences as unbiased, and it increases the credibility of brand building. In the case of ASOS, the brand's campaign reflects this dynamic, encouraging customers to share their personal styling of ASOS products and fostering consumer-to-consumer influence. The wide circulation of customer-generated outfits has diversified brand representation as well as reinforced consumer trust in brand relatability and inclusivity. Transparency in digital marketing is closely related to the trust of the customer, and an open feedback and review platform increases the perception of accountability.
As per the study of Ziginov (2021, p.30), ASOS exemplifies the brand loyalty strategy by maintaining strong customer relationships through continuous website updates and innovative technologies. Such practices are consistent with the literature indicating that active engagement and responsiveness foster perceived brand authenticity and trustworthiness. As a global fashion brand, ASOS leverages social media as a primary marketing channel. Studies show that social media campaigns significantly influence the perception and purchasing behavior of the consumer. Another key aspect of ASOS is its organic approach towards user engagement.
[bookmark: _Toc210391601]3.2 Reaction of Consumer to ASOS’s user-generated content compared with brand-created content.
According to Çınar (2020, p.284), Keller’s Customer-Based Brand Equity (CBBE) model builds on Aaker’s concept of brand equity by focusing on the consumer perspective. As per this model, brand equity exists when a consumer reacts differently to a brand based on their perceptions. In case of ASOS, customer-based brand equity occurs when consumers are highly aware of brand and recognize the social media presence. As per the study of Kono et al. (2022, p.16568), brand equity can be measured using Brand Asset Valuator (BAV) model developed by Young and Rubicam. It has been applied over two decades to examine 50000 brands across 51 countries. This model measures brand equity across four important dimensions which are relevance, differentiation, esteem, and knowledge. ASOS can strengthens its brand equity across all BAV dimensions. Consumers tend to perceive UGC as more authentic and credible than content created by the brand itself. 
As per the study of Karadağ et al. (2024, p.3), another important determinant of consumer response to UGC and BGC is brand personality. Among the characteristics of brand personality, there are sincerity, excitement, competence, sophistication and ruggedness. At ASOS, user interaction and professional campaign facilitate communication of brand personality. UGC confirms this personality by showing practical use of ASOS products and offers relevant and authentic viewpoint. The research also established that peer-created content is more influential than brand-created content. These dynamics allow ASOS to maximise its marketing approach by creating content in a professional manner that utilises real user posts and is consumed by its target market.
[bookmark: _Toc210391602]3.3 The challenges and benefits of using UGC on ASOS’s social media
As per the research of Mishra and Kumar (2024, p.267), the content generated by user offers an excellent prospect to fashion brands such as ASOS. It comes to higher rates of engagement and brand recognition. This could assist ASOS in leveraging the actual customer experience and first-hand content that could somewhat help in developing that trust in customers. Apart from these advantages UGC is also bring some problems. Firstly, ASOS ought to abide by any privacy laws and data protection regulations in operation in applicable jurisdictions. This is the step that will be needed in case UGC includes some personal details. Failure to meet these standards can cause legal repercussions and tarnishing of the brand image. Secondly, content moderation is a key necessity, and ASOS should pay close attention to the quality of UGC and filter it appropriately. Thirdly, the issue of intellectual property concerns does exist when the content, created by the customer, is used outside of the copyright materials procedure. To prevent legal battles, the organization must make sure that it shares copyrighted contents without authorization. Finally, brand image can also be destroyed by malicious content like fake reviews. The organization such as ASOS needs mechanisms to verify, detect, and remove such content appropriately to protect its reputation. To successfully leverage UGC, ASOS requires vigilant moderation and proactive management to maximize benefits with minimal risks.
3.4 Literature Gap
Although previous research has shown that user-generated content (UGC) significantly influences brand authenticity, brand trust, and brand engagement (Alabi, 2024, p.2). But there is a dearth of research examining the effects of UGC on overall brand image in fast fashion brands such as ASOS in comparison with brand-generated content (BGC). Majority of the studies examine consumer perceptions of authenticity and trust or overall engagement measures. However, few studies combine both CBBE and BAV models to examine the multidimensional impact of UGC on brand equity in a systematic manner. Moreover, there is a noticeable gap in practical frameworks and strategies that can be implemented by ASOS to enhance the benefits of UGC as much as possible and reduce the risks significantly (Mishra and Kumar, 2024, p.267). The moderating effect of brand personality traits in predicting consumer responses to UGC compared to BGC has not been adequately studied, particularly in relation to online fashion retailing using social media marketing.
[bookmark: _Toc210391603]4. Research Methodology
[bookmark: _Toc210391604]4.1. Research Design 
This study will take a descriptive research design in order to investigate the impact of user-generated contents on ASOS’s brand perception. A descriptive research design is effective as it helps for a systematic examination of previous social media content, consumer behaviors, and brand communication strategies (Muzari et al. 2022, p.16). 
[bookmark: _Toc210391605]4.2. Research Philosophy
The research philosophy of this study is an interpretivist due to its interest in knowing the subjective perception, experience, and attitude of customers on ASOS towards its user-generated content. In contrast to positivism, which focuses on objective measurement and generalizable laws, interpretivism acknowledges that the brand perception is social construction and the interaction influenced by personal experiences, emotions, and their exposure to the content on social media.
[bookmark: _Toc210391606]4.3. Data collection method 
Data collection method refers to the way to gather important data and information from valid resources (Taherdoost, 2021, p.15). The current study utilizes the secondary qualitative data to interpret consumer attitudes, perception, and interpretation of ASOS. Not like quantitative secondary data, the qualitative sources, including reviews, and social media posts can document the context-specific definitions of authenticity. This helps in identifying themes and patterns applicable to CBBE and BAV frameworks.
[bookmark: _Toc210391607]4.4. Data analysis method
Thematic analysis will be undertaken in this study to analyze qualitative data that is collected from the secondary resources. This method includes determining, coding as well as categorizing themes that are related to the UGC including authenticity, trust, consumer engagement, and reputational risks. By grouping some insights into themes, this analysis will reveal the way that customer-developed content influences the brand reputation of ASOS. The overall flexibility of thematic analysis makes it perfectly suited to apply various data resources from journals, articles, books, newspapers and websites. 
[bookmark: _Toc210391608]4.5. Ethical Consideration  
This study will maintain the ethical guidelines effectively as it will collect all the required data and information from valid and trusted resources. In addition, this study will use peer-reviewed journals and articles to avoid any ethical dilemmas and maintain better integrity throughout the research.
[bookmark: _Toc210391609]5. Risks
The rise of UGC on digital platforms offers ASOS significant opportunities for engagement and brand authenticity. Yet it also introduces multiple risks that can negatively impact the company. One of the primary concerns is misinformation and inaccurate content. There are several false contents spread on social media. ASOS can face similar challenges if customers post misleading information. Another important risk is harmful or inappropriate content. UGC may include offensive language, discriminatory messages, or sensitive material that conflicts with ASOS. Failure to detect such content could result in public backlash, negative press coverage, and reputational harm. The sheer volume of content further complicates risk management. With millions of posts and comments being generated every day, manually processing and moderating every submission is difficult. AI-based moderation is scalable but has a few caveats, which include misinterpretation due to the lack of context to make decisions, biased decisions by the algorithm, and ethical dilemmas regarding censorship or over-moderation of the content. There are operational risks when it comes to moderation teams, such as the emotional burden of evaluating harmful content and the inconsistency with which these decisions could be implemented (Mediamint.com, 2024). While UGC does have proven ability to enhance ASOS engagement and authenticity, the brand must implement moderation frameworks, legal compliance measures, and strategic oversight to mitigate the possible risks of damaging its reputation in the crowded spheres of the digital marketplace.
[bookmark: _Toc210391610]6. Timeline (Ghantt chart)
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Figure 1: Ghantt Chart
(Source: self-developed)
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