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Chapter 1: Introduction 

1.1 Background of the study

The use of social media for brand communication and consumer engagement has been instrumental in facilitating the communication of brand identity and influencing purchase intentions in UK fashion retailers. The development of social commerce has transformed social media platforms such as Instagram, TikTok and Facebook from marketing channels to retailing platforms that facilitate discovery, evaluation and purchasing of fashion products. According to recent studies, there has been a 32% increase in social media shopping in the UK (TheIndustry.fashion, 2024). Since 2022, reflecting the growing significance of social media as a marketing tool in retailing. Amongst UK fashion shoppers, 25.7% of them shopped using social media within one year (Searles, 2024).

In this context, influencer marketing, UGC and TikTok-style videos have gained increasing relevance due to the visual and trend-driven nature of fashion consumption (Cao and Nguyen, 2025). However, the connection between engagement and purchase intention is a complicated one. The use of influencer marketing and TikTok videos can engender immediacy, aspiration and authenticity; conversely, too much promotion can engender scepticism, advertising fatigue and reduced brand trust. ASOS is a pertinent example, due to its role as an online-first fashion retailer, and because it has tried recently to recalibrate its marketing strategy using social media, influencer and digital product marketing in order to reconnect with consumers. Thus, by looking at ASOS, this paper will be able to examine whether social media marketing has any real effect on consumer purchase intention or whether it is just making consumers more visible online.

1.2 Research Problem

The role of social media in determining consumer purchase intention in UK fashion retailing is currently growing, especially since more consumers are using various platforms such as Instagram, TikTok, and Facebook for discovering brands (Haque, Khan and Mubarik, 2023). Furthermore, for evaluating products in response to their peers’ or influencers’ posts. However, the core problem is that the high amounts of digital exposure, likes, shares, and engagements do not always lead to higher purchase intentions or sales. The problem is highly applicable to ASOS. While ASOS has improved its social media and influencer marketing strategy in order to connect with its target market of fast-moving consumers, ASOS was also subject to the pressure of the business environment, which included poor demand, stiff competition, and restoring consumer engagement amidst tough trading conditions. 

In addition, ASOS stated that it had increased the efficiency of its marketing strategy by diverting its saved funds into social media and influencer marketing, proving once again that ASOS considers digital interaction as an important strategic area. Nonetheless, other sources suggest that ASOS has witnessed a decrease in sales and competition from Shein, H&M and Zara. Prior literature largely investigates social media marketing and consumer behaviour in relation to retailing or fashion in general, without a specific focus on ASOS in the UK market. The gap is the lack of analysis of the role of ASOS social media marketing activities in consumer purchase intention and not only consumer interaction. This research will try to fill the gap by investigating the effect of social media marketing on purchase intention in ASOS.

1.3 Research Aim 

The study aims to examine the impact of social media marketing on the purchasing intentions of consumers within the fashion sector of the UK, focusing on ASOS.
1.4 Research Objectives 

· To understand the concept of social media marketing and consumer purchasing intentions within the context of the fashion sector.

· To analyse the social media strategies that ASOS have employed to influence the consumer’s purchase intentions.

· To examine the challenges that were faced by ASOS while implementing social media marketing practices.

· To evaluate the social media impact on consumer purchasing intentions within ASOS.

1.5 Research Questions

· What is the concept of social media marketing and consumer purchasing intentions within the context of the fashion sector?

· What are the social media strategies that ASOS have employed to influence the consumer’s purchase intentions?

· What are the challenges that were faced by ASOS while implementing social media marketing practices?

· What is the social media impact on consumer purchasing intentions within ASOS?

1.6 Research Rationale
The existing literature admits the existence of a correlation between social media marketing and consumer behaviour. There exists a lack of findings on how social media marketing influences the purchasing intentions of consumers, especially in the fashion retail sector of the UK. This research seeks to analyse the impact of social media marketing on the purchasing intentions of consumers within the fashion sector of the UK by analysing triggers such as trust, authenticity and interactive content present on social media platforms as part of brand campaigns in order to influence consumer-purchasing decisions positively.
1.7 Research Significance
The study seeks to provide insights on consumer behaviour in the Fashion retail sector of the UK. Academically, the findings add to the existing literature on how social media marketing influences consumer purchase intention, reduces uncertainty, and affects decision-making. Practically, the research explored strategies and challenges in the context of the implementation of social media marketing, and its influence on the purchasing intention of consumers. The research findings might be beneficial for stakeholders of fashion retail firms as it provides recommendations for existing marketing frameworks on fashion retail. 

1.8 Structure of the Dissertation
The dissertation consists of 5 sections and multiple subsections to present, discuss, and analyse the research topic. Introduction to the research topic, background of research, aim, objectives, research questions, significance of research and dissertation structure have been provided in section one of the dissertation. Section two critically presents the viewpoints and opinions of different authors on the research topic by means of appropriate theories and concepts, along with a brief introduction to the theories and conceptual framework. Section three presents the research methodology adopted to realise the objectives of this study, including the philosophies, approaches, and methods of analysis and data collection used. Section four interprets the results by means of theoretical insights and compares results with the findings of existing literature. Finally, section five concludes the dissertation by summarising the research, and providing evidence-based recommendations while acknowledging the limitations and future research opportunities in the research topic.
Chapter 2: Literature Review 

2.1 Introduction to the Chapter
This section of the literature review examines the impact of social media marketing on the purchasing intentions of consumers within the fashion sector of the UK. This research explored the variable of social media marketing and its impact on consumer purchasing intentions by critically evaluating different authors’ viewpoints and opinions. This includes relevant theories and studies related to the research topic, as it helps discuss accurate findings and drawbacks of previous studies. This segment relied on various research papers, journals, PDFs, and articles to examine and improve existing findings on the topic.
2.2 Concept 
The development of social media provides opportunities for firms as an impressive marketing tool. Social media marketing is defined as marketing that uses social networking websites as a marketing channel. Manzoor et al. (2020) state that social media marketing plays a crucial role in today’s digital era and significantly impacts consumers’ purchasing intention. The author also states that the rise of social media has transformed the way consumers interact with brands. According to Hanaysha and Alhyasat (2025), through means such as advertisements on social platforms, brand image shaping, and user-generated content, social media marketing effectively disseminates brand information and enhances brand awareness and favourability. Moreover, this exerts a positive influence on consumers’ purchasing intention.

Social media marketing aims to help companies to increase their market share and purchase intentions of their customers. Existing literature indicates that social media marketing significantly affects both brand loyalty and customer purchase intention. Similarly, another author emphasised that social media marketing and customer relationships significantly and positively affect customers’ purchase intention (Ismael et al., 2025; Tarabieh, 2022). According to Mu (2023), social media can help consumers understand and recognise various products, brands, and services. The author also states that through social media platforms, users can obtain user experience, product reviews, and expert opinions from other consumers, thereby forming their perception and cognition of the product. Thus, user interaction and opinion exchange on social media might influence consumers' purchasing decisions.

2.3 Theories 

2.3.1 Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour has described consumer purchase intent, based on attitudes, subjective norms and perceived behavioural control, assuming that behaviour intentions have predated actual buying decisions. The positive assessment and social factors, as defined by the Theory of Planned Behaviour, have reinforced intentions, and Magwegwe and Shaik (2024) have also stated that perceived behavioural control has gained equal importance in digital fashion consumption. Nevertheless, Phuong (2026) has argued that TPB has undervalued emotional urges and quick-shifting internet exchanges in which social media set-ups exist. Thus, despite TPB offering a strong behavioural background, its explanatory strength has not been full without the technology-mediated consumer engagement.
2.3.2 Technology Acceptance Model (TAM)
Technology Acceptance Model has explained the adoption of technology in terms of perceived usefulness and perceived ease of use, implying that the two factors have affected how consumers embrace digital platforms. Asanprakit and Kraiwanit (2023) have upheld that the adoption of social commerce has been contingent on consumers believing that online platforms are efficient and accessible. On the other hand, Martin (2022) has expressed criticism that TAM has focused more on technological acceptance and not the overall psychological and social forces that motivate purchase intention. As a result, TAM has comprehensibly elaborated the willingness of consumers to participate in social media platforms. The study has necessitated the use of complementary behavioural theories as a means of generating comprehensive purchasing effects.
2.3.3 Theoretical Framework 
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Figure 1: Theoretical Framework
Source: Self–made
This study has incorporated TPB and TAM to develop a holistic theoretical framework describing consumer purchase intention. TPB has defined how attitudes, subjective norms and behavioural control have contributed to purchasing intentions, and TAM has defined how technology acceptance has contributed to engagement with social media marketing. The combination of the two theories has taken care of behavioural and technological aspects at the same level, thereby offering enhanced explanatory power over either theory in isolation. However, the overall model suggests that the consumer reaction is influenced by certain external factors such as the credibility of influencers, user-generated content, and the algorithm used by the platform.
2.4 Social media Strategies Fashion Sector have Employed 
Visuals are one of the marketing strategies used by fashion brands through social media platforms to manipulate the expectations of consumers and thus influence purchase intentions. According to Adaba, Frimpong, and Mwainyekule (2025), the use of high quality and well-designed grid can create the perception of luxurious lifestyle that inspires a lot of emotion and desires for luxury products worldwide. On the other hand, Afzal et al. (2024) indicate that focusing too much on perfect aesthetics can push away the current consumers who are looking for raw and authentic digital contents. The above conflict requires the fashion brands to strike a balance between corporate marketing campaigns and raw digital content production. Through these visual strategies, many consumers have transformed from browsing online to actually making purchases due to the highly engaging and immersive stories.

Influence marketing is another effective marketing approach that is widely adopted by the global fashion industry in order to influence consumers' buying behavior. Ahmed et al. (2025) claim that social media influencers play the role of highly relatable coordinators whose product suggestions are highly weighted and trusted by consumers. However, Ahn and Lee (2024) suggest that the commercialisation of influence marketing has created consumer skepticism on sponsored marketing posts. The consumers tend to see the product suggestions as nothing more than a business transaction. It means that the desired psychological connection breaks very quickly. As such, competing fashion firms need to choose genuine digital partners whose values match the ones of the consumers.

According to Ao et al. (2023), minimising the mechanical actions of shopping online will result in fewer abandoned carts. However, Bin (2024) claims that making the shopping process easy can increase impulsive buying. As a result, there are going to be more products returned by the consumers because of post-purchase remorse. This can decrease customer satisfaction and customer loyalty over time.
2.5 Challenges faced by the Fashion Sector while Implementing Social Media Marketing Practices
The integration of modern social media marketing strategies creates a wide range of obstacles for fashion companies in controlling their core narratives. Moreover, Gonçalves et al. (2024) noted that negative reviews from consumers regularly cause rapid public relations disasters as their comments drown out the brand's public messaging initiatives. Plus, creatives are also facing the pressure from constant demand for visuals, which has been putting brands on an alienation-plagued effort to sacrifice brand identity for viral responses. As noted by Hamarat et al. (2026), luxury brands can become affected by the speed of digital platforms since high-end offerings are becoming too easily accessible to global audiences. Furthermore, it has been difficult for the fashion sector to successfully coordinate genuine consumer interaction through traditional business storytelling models.

The economic and technological dimensions of digital promotion have given rise to strategic challenges to the fashion industry nowadays. Customer journeys are divided into several online channels, which make the direct return on financial investment from social projects difficult, as per the view of Hu, Chao and Lin (2024). As Islam and Sheikh (2024) have said before, algorithm changes across the major platforms prevent organic reach, which has left fashion houses at the mercy of high-cost paid advertising campaigns. Independent boutique designers have been hit especially hard by this changing virtual frontier due to the lack of massive capital to stand up against the global fast-fashion enterprises. This has hindered regular engagement and made long-range budget planning difficult for modern corporate marketers.

The last significant barrier in the road to fashion implementation of social media practices has been ethical uncertainty and unsettled influencers. As per the view of Leite et al. (2024), partnering with prominent internet influencers frequently backfires because public offence can instantly stain a fashion house's carefully built reputation. Furthermore, Samaniego-Arias et al. (2025) have argued that significant digital activeness has forced brands to take sensitive methods which heavily risk large segments of their global consumer base business. Navigating these highly complex social landscapes has required continuous digital monitoring and crisis management capabilities that many traditional labels simply fail to execute properly. Ultimately, weak digital strategies can easily destroy valuable consumer trust and permanently damage long-term brand equity within a hyper-connected global marketplace.
2.6 Social Media Impact on Consumer Purchasing Intentions within Fashion Sector 

Social media marketing has reinvented consumer purchase intention through interactive communication, personalised content and on-the-fly access to product information. Manzoor et al. (2020) argue that social media marketing has enhanced consumer trust, which results in a rise in purchase intention due to sustained interaction and relationship development. Likewise, Hanaysha and Alhyasat (2025) have suggested that advertising characteristics, brand image and user-generated content have amplified perceived value and favourably impact the purchasing choices. However, as argued by Morshed and Hoque (2025), social media has affected the purchase intention by enhancing product knowledge among consumers instead of directly promoting purchasing behaviour. These viewpoints have largely shown that the purchase intention has relied on the informational value and the emotional involvement, though scholars have argued about their relative significance.

On the other hand, some researchers have raised the question of whether social media marketing has always translated into actual purchase intention. Gökerik (2024) has also suggested that too many promotional messages and near-carbon monotony of influencer reactions have encouraged a spirit of cynicism in the consumer market, hence diminishing brand trust and undermining the desire to buy. Similarly, Ahn and Lee (2024) have argued that consumers have been more critical of online information due to the decreased perceived authenticity caused by commercial sponsorship. Nevertheless, Sachu, S and R (2025) have proposed that believable influencers and substantial consumer interaction have remained to bolster purchase intention in the face of mounting promotional density. These opposing positions have implied that the effectiveness of social media marketing has been fluctuating based on perceived credibility, content validity and consumer psychosomatic reactions as opposed to marketing exposure.

On the whole, it has been established that social media marketing has moderated consumer purchase intention via various behavioural, technological and relational processes. The positive influence it asserts on getting consumer attention and purchase decisions has been emphasised by several scholars, but concerns of credibility, advertising fatigue and information overload abound. The available evidence has, therefore, been partial since the literature has shown unequal findings in various digital settings and cohorts of consumers. Thus, the need to explore the topic further has arisen to critically assess the effects of social media marketing on consumer purchase intention in the modern UK fashion retail market.
2.7 Conceptual framework 
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Figure 2: Conceptual Framework

Source: Self-made
The conceptual framework shows that social media marketing activities are the independent variable that affects consumer purchase intention by influencing their engagement with social media as the mediating variable. Purchase intention is reinforced with effective content, influencer marketing, user-generated content and personalisation, which increase engagement, trust and perceived value. Moreover, mediating variables, such as perceived credibility, trust in influencers, the intensity of social media use and demographics, have had effects on the intensity of these relationships, which impact consumer behavioural responses and buying behaviour.
2.8 Literature Gap 

The literature on social media marketing and consumer purchase intention has been reviewed widely, but some essential gaps have also persisted. The majority of the studies have focused on general retail settings but offer few examples of the UK fashion industry. Furthermore, previous research has predominantly adopted quantitative approaches, offering insufficient understanding of behavioural mechanisms underpinning purchasing intentions. Current studies have also failed to consider combined uses of the Theory of Planned Behaviour and Technology Acceptance Model to explain social media effects. Moreover, the evidence of companies has continued to be scant depending on the specific company, thereby limiting any contextual insights into the effectiveness of digital marketing. Therefore, this study has addressed conceptual, methodological, contextual and geographical deficiencies through a qualitative secondary investigation that has critically synthesised contemporary evidence to strengthen.
2.9 Summary of the Chapter

This chapter has critically analysed the literature on social media marketing and consumer purchase intention in the UK fashion market. It has evaluated key concepts, theoretical perspectives, marketing strategies, implementation challenges, behavioural impacts and the proposed conceptual framework through comparison of diverse scholarly viewpoints. The review has identified important conceptual and contextual gaps that have justified the present research. Therefore, the chapter has provided a strong theoretical framework for the following methodology and empirical analysis, which drive the rest of the dissertation chapters.
Chapter 3: Research Methodology
3.1 Introduction to the Chapter
This section seeks to establish an understanding of the usage and benefits of employing various methodologies, tools, and techniques used for achieving the aims of the research. The following subsections define the approach and methods that has been adopted to explore the research questions and realise the aim and objectives of this study by the means of proposed research strategy and its subsequent structure, data collection and analysis methods (Saunders, Lewis and Thornhill, 2023). The study used Saunders Research Onion framework to analyse the impact of social media on consumer purchase intention in the fashion retail sector of UK.
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Figure: Saunders Research Onion Framework
(Saunders, Lewis and Thornhill, 2023)
3.2 Research Philosophy:
Research philosophy is the set of beliefs about how knowledge is generated and the manner in which reality is considered in a study (Mauthner, 2020). The study has used interpretivism as its philosophy which emphasises understanding meanings, experiences and social realities rather than objective measurements (Junjie and Yingxin, 2022). This philosophy has been employed as it aids in exploring the questioning and reasoning behind human behaviour in context of variables such as social media and purchase intention.
3.3 Research Approach:
The research approach refers to the specific plans and process implemented in the study that involves certain steps from wide assumptions towards the detailed methods including collection and analysis of the information (Taherdoost, 2022). The research has followed the inductive approach for the purpose of this research as it starts with proper observations and builds towards relevant theories.  This approach is suitable since it starts with proper observations and builds relevant theories regarding the influence of variables such as social media marketing and consumer purchasing intention on one another.
3.4 Research Strategy:
This study has defines strategy as the process of defining the appropriate means to achieve a previously defined end, which in the context of this research is to fulfil the research objectives (Kühl, 2023). This research has utilised the strategy of case study on ASOS to study the variables of social media marketing and consumer purchase intention. The use of this strategy has been justified as it helps reach context specific insights on the variables and their relationship with one another specifically within the sector of fashion retail in UK.
3.5 Research Method:
This study has used qualitative analysis on secondary data to gather theoretical knowledge on the subject of the impact of social media on consumer purchase intention. Qualitative secondary analysis is the use of qualitative data collected by someone else or to answer a different research question. Secondary analysis of qualitative data provides an opportunity to maximize data utility particularly with difficult to reach patient populations (Cheong et al., 2023). Qualitative secondary analysis is adopted for this research as it provides a contextual depth to the analysis and its findings while conveniently bridging the logistic difficulties of collecting primary data.
3.6 Sampling:
This study used purposive sampling to study the variables and their effect on one another by means of existing literature, the datasets, theories, and research topics of which align with the research objectives of this research. In purposive sampling, the sample selection is based on the researcher’s rationale in terms of being the most informative (Oranga and Matere, 2023). This sampling method has been utilised since it helps gather and study parts of existing literature that are relevant to the research topic and the findings of which provide insight on the relationship of variables such as social media marketing and consumer purchase intention.
3.7 Data Collection:
The study has been based only on secondary qualitative data consisting of relevant pre-existing information from legitimate sources such as published books, academic journals, government publications, industry reports as well as company documents available in public domain. The qualitative design enables the analysis of meanings, views and trends that could be elusive due to numerical data. The reason why secondary information has been used in this research is that secondary data is reliable and publicly available information that would help in doing a thorough analysis without the logistical and ethical issues seen in firsthand collection of primary data (Phillips, Tichavakunda and Sedaghat, 2023). 
3.8 Data Analysis:
Data analysis is the process of interpreting and making sense of the collected data. To determine the common themes regarding social media marketing and consumer purchase intention, this research uses the method of thematic analysis to study the impact of social media on consumer purchase intention in the fashion retail sector of UK. Thematic analysis has been employed for the research as it is designed to study and draw conclusions from descriptive, non-numerical data (Ahmed et al., 2025). This research relied on the case study of ASOS to study the variables of social media marketing and consumer purchase intention in context of fashion retail sector of UK.
3.9 Ethical Consideration:
Ethical consideration is a process of ensuring fairness, integrity, and respect in dealing with participants' rights within any research. The study has relied upon certain ethical and real practices in order to maintain authenticity and credibility. The method of qualitative analysis has been used to outline relevant case studies using accurate means to conclude study findings. The data has been collected from authentic sources and presented in its original form without any manipulation. The research used secondary qualitative data, thus, no interactions with human participants took place, and there were no risks associated with consent, privacy, or psychological harm (Sibbald, Jiwani and Martin, 2022). Nevertheless, data privacy was valued, and unethical practices were avoided in order to perform this research objectively.

Chapter 4: Results and Discussion
4.1 Introduction 
The chapter focuses on the findings obtained using thematic analysis in order to examine the influence of social media marketing on the consumer purchase intention in ASOS. Thematic analysis has been employed as it allows recognising the common patterns, connections and themes in relation to social media marketing strategies and consumer purchase intention. This method also enables the discovery of the common patterns, connections and themes associated with the use of social media, consumer involvement and purchase intention. The findings obtained using thematic analysis have been presented in three themes according based on the research questions.

4.2 Thematic Table

	Research Objective
	Initial Codes
	Sub-themes
	Main Theme
	Key Authors

	To analyse the social media strategies that ASOS has employed to influence consumer purchase intention.
	Influencer collaborations, visual storytelling, personalised content, user-generated content, social commerce, digital campaigns
	Influencer credibility, engaging fashion content, personalised customer experience, product discovery
	Effectiveness of ASOS Social Media Marketing Strategies in Influencing Consumer Purchase Intention
	Mofizur and Ekereuke (2022); Huang, You and Zhou (2022); Sardar, Tata and Sarkar (2024); ASOS (2025)

	To examine the challenges faced by ASOS while implementing social media marketing practices.
	Algorithm changes, paid advertising dependency, influencer risks, privacy concerns, content pressure, competition
	Maintaining authenticity, managing platform dependency, protecting consumer trust, adapting to changing digital environments
	Challenges and Limitations of Social Media Marketing Implementation at ASOS
	Lim et al. (2022); Farahani, et al., (2022); Bornschein, et al., (2020)

	To evaluate the social media impact on consumer purchasing intentions within ASOS.
	Consumer engagement, online reviews, social identity, perceived value, brand trust, purchase conversion
	Engagement-driven awareness, credibility and social influence, transition from interaction to purchase behaviour
	Relationship between Social Media Engagement and Consumer Purchase Intention in ASOS
	Statista (2023)

; Luo (2025); Khandelwal and Kaur (2026); Kumi et al. (2026)


4.3 Thematic Analysis

4.3.1 Effectiveness of ASOS Social Media Marketing Strategies in Influencing Consumer Purchase Intention

Influencer Marketing and Digital Brand Advocacy.

Over time, ASOS has adopted influencer marketing as a strategic tool to enhance interactions with customers and drive intent to purchase in the competitive UK fashion retail market. The company's Annual Report emphasises digital customer engagement, providing brands with targeted content to boost awareness, engagement and conversion (ASOS, 2025). Authentic digital advocacy has also been integral to fashion marketing, as ASOS has revamped its influencer program to build ties with creators and connect with younger audiences, according to Searles (2024).

The impact of influencer marketing can be understood by how influencers help to improve the uncertainty of consumers and offer social proof during the purchasing process. According to Sardar, Tata and Sarkar (2024), the source credibility of influencers and content features play a crucial role in consumer engagement and purchase intent. This indicates that ASOS' influencer approach is successful when customers feel that the influencers are trustworthy, relatable, and on trend with their fashion sense. Likewise, Wijayanto et al. (2025) report that the use of marketing strategies in social media positively affects customer engagement that increases purchase intention.

The power of influencer marketing should not be taken for granted, though. Partnering with influencers can be a good way to boost your brand's visibility, but over-commercialisation can diminish the perceived authenticity. As consumers become more adept at recognising ads, it is no longer enough to be popular; it's important to be credible. Hence, the ASOS should carefully choose creators who have true relationships with the target audience, not just a large number of followers. This means that when an influencer marketing campaign builds trust-based relationships, it will create value.

Visual Content, Personalisation and Social Commerce Experiences

The second significant strategy that affects consumer purchase intention is the use of visual content, personalised communication and social commerce features. Platforms like Instagram and TikTok can be used to convey ASOS products in visually appealing ways, which influences fashion consumption. For younger consumers, Sheridan (2024) points out that ASOS' digital marketing strategy targets social platforms, data-based personalisation and customer-centric experiences to keep them engaged.

ASOS's strategy has evolved from products to interactive digital experiences that complement the process of discovering products. ASOS Media Group is recognised as a platform which allows for custom content delivery and assists with brand positioning, awareness and conversion as per ASOS (2025). This highlights that ASOS understand social media as not just a communications platform, but as an integral part of a consumer's purchase journey.

Mofizur and Ekereuke (2022) identified that the effectiveness of visual content in social media marketing activities is evident in improving customer interaction and product awareness, which affects consumer purchase decisions in the UK retail industry. Similarly, Wijayanto et al. (2025) emphasise that engaging social media content strengthens customer relationships and increases purchase intention in online businesses.

However, this is also problematic in terms of the limitations of visual and personalised marketing for ASOS. Consumer engagement, views, likes and shares, does not always equate to purchase behaviour, but it is a measure of interest and browsing appeal. Fashion content may be accessed by consumers for entertainment without them transacting. As a result, ASOS needs to make sure that their social media interactions are integrated into an effective conversion process, such as easy shopping experience, relevant product suggestions, and so on.

User Engagement, Customer Relationships and Conversion from Interaction to Purchase

The analysis has revealed how effective ASOS is on social media has been based on the ability of the company to convert engagement into purchase intent from its customers. Social media offers customers opportunities to communicate with the brand, share their views, and become members of fashion communities. ASOS utilises an online marketing strategy targeting young consumers that requires building relations with the customers and timely communication (Huang, You, and Zhou, 2022). Consumer engagement is one of the key links between the social media usage and purchase intention. According to Wijayanto et al. (2025), social media marketing strategies facilitate consumer engagement which results in consumers' intentions to purchase. Thus, in the case of ASOS, interaction, feedback, and communities can be used to enhance brand familiarity and trust and, hence, to lower the risk of online purchases of fashion items.
The link between engagement and purchase intention is more complicated than that because besides social media strategies, price, product quality, competition, and economic situation affect consumers' intentions to buy fashion products. Social media marketing and other consumers' perceptions and conditions affect purchase decisions of consumers as reported by Mofizur and Ekereuke (2022).
In general, ASOS uses the potential of social media marketing to form consumers' intentions to make a purchase through influencer marketing, personalised contents, and consumer engagement tools. However, the efficiency of such strategies depends on their credibility, legitimacy, and purchase conversion rate. Thus, building a strong social media following is not sufficient for ASOS to succeed on the market; ASOS should create a digital journey to engage consumers and make them purchase fashion items.
4.3.2 Challenges and Limitations of Social Media Marketing Implementation at ASOS

In e-commerce companies, execution of social networking marketing was considered the required skill for the management of global fashion brands. The surge in online retail and rapid digitalisation make social media a requirement for mitigating the marketing challenges, yet obstacles were faced by companies such as return logistics, content lifespan, influencer tracking, data privacy, and algorithm shifts as per Ziginov, (2021). 
Change in System and Costs of Paid Advertising

Managing unbalanced app rules within the channel of marketing at ASOS was considered important for controlling the changing customer markets. Digital platforms must be used by the brand, such as Snapchat, TikTok, and Instagram, for building visibility and consumer engagement among different locations. 

As per Gilroy (2023), with the help of technical skills, permission has been given to the companies for making the smart choices of budgets and monitoring the difficulties of digital marketing. This problem is considered relevant to e-commerce companies, which operate among various international marketplaces with various search visibility levels. As per Farahani, et al., (2022), digital marketers among global companies must address the gap within traditional reach strategies and paid performance strategies.
Rules of Privacy and Influencer Monitoring Issues

According to Bornschein, et al., (2020), regular data privacy, which was considered another limitation, plays an important role in managing the targeted campaigns of advertising. In online markets with limited customer interaction, data tools are considered helpful for collecting consumer insights, customising style recommendations, and improving retargeting. Although the changes in data protection might create issues for ASOS, it is because permission is being given to users by privacy rules for blocking the monitoring among the apps. 

Due to tracking blocks, the relationship is being damaged with the customer and thereby lowers the performance of delivery. In fashion retail, the importance of monitoring tools matches the insights given by Adshead et al. (2020), who says that the dependency of companies must be upon data intelligence for making connections with the shoppers and forming the unified environment of shopping. Since blocks of app tracking are considered common among the modern digital world, help is being provided by friction and privacy rules to the competitors for controlling the customer reach, assuring that a drop is not being faced within campaign sales.

 Influencer monitoring issues were considered another significant challenge in the implementation of social media. Among the virtual spaces, digital partnerships need not only to share the visual media but also to customise content styles for diverse subcultures of fashion and ensure the precise monitoring, given specifically by the diverse customer base of ASOS. As per Dulabh et al. (2023), digital marketers for measuring and monitoring conversion within the social platforms of e-commerce must acquire skills. 
Digital transformation across the fashion requires the company to use the direct links effectively and associates the credit with the returns of project marketing. In addition to this, Lim et al. (2022), notes that strong analytical abilities were required for minimising the errors in measurement and improving the channel collaboration, specifically within multiple digital consumer journeys.
Rapid Expiration of Content and Logistics Challenges

Rapid expiration of content is considered the significant challenge, specifically since short video algorithms need regular new videos for matching the transforming fashion trends. As per Camargo, et al., (2020), strong setups of production were being required for keeping up with the launches done weekly, through which visibility was being maintained and targeted buyers were attracted. It is because the ongoing trends stay for only a short time period within e-commerce, so the visual style of storytelling must be changed by the creators. Reinhart et al. (2023), who found out that creative flexibility was found to be important for running the campaign successfully, are providing the support to this statement.
At ASOS, digital marketers are required to be workable because of increased functional return rates and online habits of ordering. The adaptation should be implemented via the managers, in addition to the modification of return policies based upon supply chain requirements, shifts in technological purchases, and external logistics pressure as per Bartosik (2025). This pressure is lately worsened by surging fuel and shipping costs across the border, pushing ASOS to re-evaluate the logistics network globally. 
According to Biemans (2024), when smooth tools of purchasing are being introduced by apps of social media, then unexpected investment risk was being created. Rapid purchases on social media cause a rise in orders, creating supply chain and warehouse obstacles. In addition to this, multiple colours and sizes are brought by customers only for returns, due to which a decrement is being seen within the profit margins of the company.
For mitigating these pressures, working should be done together by the managers of the supply chain and digital marketers for integrating data intelligence and predictive analytics in the campaigns of social media. As per Naderi, et al., (2024), the usage of recommended tools within the ad layouts, it reduces the return rates significantly prior to the process of checkout. Although implementation of technology-driven solutions needs, system updates constantly in addition to the capital investment. The marketing necessity should be balanced by ASOS for providing an effortless, fast buying experience on the platforms of social media.
Fashion companies are requiring an overall, comprehensive adjustment of strategy for leading the implementation of social media. The required digital framework at ASOS is found out to be flexible and acquires the capability of tracking the performance of influencers with the work of Ghannam (2020). 
4.3.3 Relationship between Social Media Engagement and Consumer Purchase Intention in ASOS

Social Media Engagement as a Driver of Consumer Awareness and Purchase Intention

Social media engagement has become one of the mechanisms used by ASOS to nurture consumer relationships and purchase intention. Contrary to traditional marketing communication, social media makes it possible to interact with consumers using comments, reviews, sharing, and users' involvement and, thus, facilitates the transition from product awareness to product consideration stage of the consumer journey. According to Seth, Keshari, and Jha (2023), social media marketing affects purchase intention using online consumer engagement as an intermediate variable. Similarly, Kumi et al. (2026) view perceived value as one of the mechanisms by which social media use affects purchase intention as consumers' engagement is effective only if it contributes to their better understanding of the product and its value.

This is especially important for ASOS as it applies the digital business model in which consumers discover, examine, and purchase fashion products online. Luo (2025) observes that UK fashion retailers have begun using integrated digital experience to engage Generation Z using personalised content and interaction platforms. Thus, ASOS's social media is not limited to advertising; it allows for trend discovery, product evaluation, and consumer-brand interactions.

The importance of social platforms in helping ASOS with its customer journey is confirmed by referral traffic statistics. According to Statista (2023), YouTube was responsible for 27.11%, Facebook for 13.63%, Pinterest for 5.58%, Twitter for 2.91%, and WhatsApp for 2.12% of social media traffic referrals to asos.com. Social media usage aids in the movement of consumers through stages of being exposed to the product and visiting the website and considering buying. Nevertheless, the indicators of engagement may not be an indicator of the sales performance of the organisation as consumers can be interested without purchasing any products. Thus, ASOS needs to include engagement together with trust, value, and convenience.

The Influence of Social Identity, Credibility and Online Communities on Purchase Decisions

The study highlights social identity and perceived credibility as key mechanisms that mediate the relationship between engagement and purchase intention. In general, clothing choices depend greatly on social belonging, fashion, and opinions of peers. As a result, consumers tend to evaluate products based on online social communities before making any purchase decisions. According to Al-Abdallah et al. (2026), followers' social identity influences fashion purchase intention mediated through source credibility. In other words, consumers react favorably to fashion products advertised in digital channels when the source is credible and socially significant.
For ASOS, these results point out the necessity to build sincere relationships with influencers, creators, and consumers' communities. Engagement in social media does not come from the side of brand, but it also includes customers' testimonials, styling advice, and sharing experiences. According to Khandelwal and Kaur (2026), social media marketing in the apparel industry increases consumer engagement, brand awareness, and emotional connection. Digital communities may contribute to consumers' purchase confidence.
However, credibility is another important limitation. Too much advertising communication makes the message less believable and decreases consumers' trust towards brands' messages. This means that ASOS should be careful about its partnerships with influencers as well as in dealing with its customers. The above measures need to be viewed as actual steps as opposed to marketing initiatives. This view is further supported by Wardana (2025), who indicates that social media interaction has a significant impact on purchase intention among Generation Z customers. With this in mind, ASOS should adopt community engagement and effective communication approaches as its strategies considering that its customers are young digital ones. However, engagement becomes purchase intention when there are perceived benefits.
Converting Social Media Interaction into Actual Purchase Behaviour

The current research focuses on how social media engagement leads to buying. Although social media is an effective tool to change people’s attitudes, it does not always lead to buying behavior. Dawi et al. (2024) suggest that the online purchasing behaviour of consumers depends on their motivation, the risks associated with it, and confidence in digital space. Thus, social media engagement is just one part of the buying process, as other factors such as price, quality of products, and the competition affect customers' decisions.

Social media platforms help ASOS in directing people to its online store. The information provided by Statista (2023) indicates that YouTube and Facebook contribute to website traffic considerably and thus play an important role in the digital journey of customers. Nevertheless, the website visits and the level of engagement do not mean any purchases because customers can consume the fashion-related content without making any transactions.

As stated by Kumi et al. (2026), the perceived value mediates the relation between the social media use and purchase intention, meaning that ASOS should demonstrate its value through the social channels, providing customers with the advantages such as low prices, convenience, and suitability of the products. Moreover, Seth, Keshari, and Jha (2023) claim that online consumer engagement is an essential channel for influencing consumer purchase intention via social media marketing. Consequently, the success of ASOS depends on its ability to translate digital interactions into meaningful customer relationships.

To conclude, social media engagement positively affects the purchase intention of ASOS consumers through increasing awareness, strengthening credibility and digital experience. However, this link is complicated in its nature, as engagement should be complemented with authenticity, perceived value, and successful conversion techniques.
4.4 Discussion

The results have highlighted that social media marketing has an impact on ASOS consumers purchase intention through behavioural, technological and relational factors rather than being seen online. The analysis reveals that the influencer marketing, personalised content, consumer engagement and digital experiences all lead to purchase intention through awareness, trust and perceived value. The results also underscore that while engagement can lead to purchase, it was not a direct correlation due to the complexity of the decision-making process in digital fashion retail.
Findings on the social media strategies of ASOS align with Hanaysha and Alhyasat (2025) who claimed that characteristics of social media ads, brand image and user-generated content increase the perceived value and positively affect consumer purchasing decision. Likewise, Manzoor et al. (2020) discovered that sustained communication and building relationships helps boost consumer confidence through social media marketing. Hence, the results showed that social media has a positive effect on ASOS as consumers can find products and compare them and connect more with the brand. This proves that social media has not only become a tool for promotion, but an integral part of the consumer's decision making process as well.
The results also validate the application of the Theory of Planned Behaviour (TPB). Magwegwe and Shaik (2024) stated that attitudes, subjective norms and perceived behavioural control affect fast-fashion purchases. Subjective norms in ASOS were manifested through influencer recommendations, online reviews, and fashion communities, which influence consumer perception of desirable styles and trends. Therefore, positive relationships with social media content can enhance consumers' attitudes towards ASOS products and improve purchase intention. The results also indicate the limitation of the TPB, as stated by Phuong (2026) that it is not fully able to explain the emotional and quick decision-making process in a social media setting. People can interact with fashion content because of emotional reactions, trends or fear of missing out, not for rational evaluation. Thus, TPB offers some behavioural knowledge, but necessitates the inclusion of digital and emotional aspects.
The results also suggest that social media engagement is important for reinforcing consumer awareness, trust and perceived value. This aligns with Tarabieh (2022) that social media marketing activities affect consumer loyalty through the creation of brand awareness, engagement, and brand image. Likewise, Mu (2023) points out that social media offers consumers information about products, customer reviews, and peers' opinions, influencing buying choices. These results indicate that ASOS has strategic value due to its capacity to stimulate consumer interaction as they become active consumers rather than passive receivers of advertising.
However, the results also show that it was not possible to say that engagement will lead to purchase behaviour. This reinforces the findings by Morshed and Hoque (2025) that social media mainly affects consumer knowledge and awareness rather than influencing the actual buying decisions. Consumers can see ASOS content, like and share it, but not buy it because of things like price, product quality, alternative offerings from competitors and changing economic factors. So in the case of ASOS, the relevant takeaway is that social media success should be considered beyond engagement metrics and include conversion rates, customer retention and the long term relationship.
Another key takeaway from the findings was the need for credibility and authenticity in influencer marketing. The findings align with Ao et al. (2023) who argue that influencer marketing has a strong impact on customer engagement and purchase intention, both through credibility and relationship building. Likewise, Sachu, S and R (2025) state that the credibility of influencers play a crucial role in consumer buying decision. The results, however, also support the findings of Gökerik (2024), who states that over promoting by influencers can lead to consumer suspicion and lower their trust in the brand. This means that ASOS will need to prioritise influencer partnerships that are based on trust, relevance and a genuine connection with the audience, and not just popularity.
The results also validate the Technology Acceptance Model (TAM) that illuminates the effects of perceived usefulness and ease of use on technology adoption. Consumer acceptance of social commerce depends on the platform's accessibility and efficiency, according to Asanprakit and Kraiwanit (2023). Personalised recommendations and the ease of buying, along with integrated digital experiences, inspire consumers to shop online for ASOS. Though Martin (2022) questions TAM because it mainly concentrates on technological acceptance, and neglects the social and psychological motivations. This is important because customers on ASOS might use social media for identity expression or fashion trends and peer influence rather than convenience. Thus, the combination of TAM and TPB gives a more comprehensive understanding of the purchase intention.

The results have significant implications for ASOS and the fashion industry in general. ASOS must remain investing in the personalised, interactive, and genuine social media experience to take communication forward. The most important criterion for a successful influencer partnership is not necessarily the number of followers but the credibility and the alignment of the influencer with the target audience. In addition, ASOS recognises the fact that engaging customers on social media platforms forms just a single stage of the customer journey process and needs good conversion strategies for making actual sales.

However, despite these contributions, there are some limitations of the research that need to be recognised. The secondary and qualitative nature of the research enables the researcher to get a general view of the existing literature; however, it fails to measure the personal experience of the ASOS customers. Secondly, the social media environment is very dynamic in nature. Primary consumer research could then be used in the future to explore the impact of certain ASOS social media practices on various consumer groups.
To conclude, the results show social media marketing as an effect on ASOS purchase intention via interconnected behavioural, technological and relational mechanisms. Social media offers possibilities to engage and build brands, but it requires a balance of authenticity, consumer trust and the ability to translate digital interactions into profitable purchase relationships.

4.5 Summary of the chapter

The results generated through the thematic analysis of secondary data regarding social media marketing and ASOS consumer purchase intention are presented in this chapter. Three main themes were identified, marketing strategy, challenges in implementation, and relationship between engagement and purchase behaviour. The results have been discussed against the context of the current literature, along with the concepts of TPB and TAM models.
Chapter 5: Conclusion, Recommendations and Limitations of the Research

5.1 Conclusion

Social Media Strategies Employed by ASOS to Influence Consumer Purchase Intention
This research has examined the impact of social media marketing on purchase intention for the consumer in the fashion retail sector of the United Kingdom with special consideration of ASOS. It is clear from the research that ASOS has employed various social media marketing tactics such as influencer marketing, visual storytelling, personalised content, and social commerce in order to affect consumer behavior. These tactics have helped consumers discover new products, increase brand awareness and engage customers through interactive digital marketing efforts. Influencer partnerships and user-generated content have helped build consumer trust through social proof when making purchasing decisions.

Challenges Faced by ASOS in Implementing Social Media Marketing Practices

Several issues were identified by the study as being associated with ASOS’s social media marketing process. They include algorithm changes, dependence on paid promotion, limitations on privacy, problems with managing influencers, and constant need for engaging content. These issues prove that social media marketing is something which needs constant adjustment and management. Thus, ASOS needs to be able to adapt to the situation.

Social Media Impact on Consumer Purchasing Intentions within ASOS

The study proved the positive impact of social media on consumer purchase intentions through ASOS as it increases brand awareness, trust, value, and engagement. Social media gives the opportunity for consumers to look at products, find reviews and connect with brands even before making a purchase. However, engagement is not always followed by purchase as it depends on various factors such as price, quality of the product, presence of competition and economic situation. That means social media can be viewed as one of the most significant factors in this journey but not the only one which drives consumers’ actions.
5.2 Recommendations
The results of this research indicate that social media marketing has emerged as an important strategy through which ASOS influences consumer purchase intention in the UK fashion retail industry. The success of these strategies is conditional on the ability of ASOS to turn the digital interaction into a relationship with the customers and actual purchases. There are some suggestions made based on the results obtained.

First of all, the company should enhance its strategy of influencer marketing by putting emphasis on the principles of authenticity and relevance instead of concentrating solely on popularity of influencers. It was discovered that influencer credibility plays a major role in terms of consumer trust and intentions to purchase; nevertheless, the excessive commercialisation can undermine the level of authenticity. For that reason, ASOS is supposed to cooperate with fashion niche whose values and styles are consistent with the target consumer.

Secondly, ASOS should enhance the link between social media interactions and purchasing. While social media channels like Instagram, TikTok, and YouTube enhance brand visibility and product recognition, interactions in the form of likes, views, and shares may not necessarily translate into purchases. Hence, ASOS should be concerned about offering smooth social commerce opportunities through personalisation of products, purchase options and better product information.

Thirdly, there is need for ASOS to invest heavily in data analytics and predictive technology in order to cope with difficulties caused by the changes in algorithm and measuring marketing effectiveness. With the help of advanced analytics, it will be easier to detect customer trends, measure performance of campaigns, and personalise marketing.

Furthermore, it is necessary to note that ASOS should find the balance between creative promotion content and user-generated content. While brand communication helps to enhance brand recognition, user-generated content may help to create trust and reduce uncertainties in purchase decisions. Therefore, it is vital for ASOS to motivate its customers to provide product reviews and styling stories.

The above recommendations reveal that ASOS should not only focus on assessing the success of social media presence in terms of engagement but also develop trust-driven, personalised, and conversion-focused digital marketing approaches.
5.3 Limitation of the Research

There are a number of limitations of this research, despite the fact that this research has given important information about the influence of social media marketing on purchase intention of the consumers in ASOS.

Firstly, the limitation is associated with the use of the secondary qualitative data. The study utilised secondary data in the form of academic literature, industry reports, company reports and other sources, but not primary data of the consumers of ASOS. While secondary data helped identify some general patterns, it prevented us from knowing about the individual experiences, motivations and perceptions of consumers related to ASOS’ social media marketing. Moreover, the research made use of single case study method where the company studied was ASOS alone. Although the research gave in-depth information about one particular fashion retailer in the UK, it might not be totally generalised to other fashion firms with different ways of doing business. Comparative studies including other firms such as Zara, H&M, or Shein would shed light on the matter more broadly.

Thirdly, the dynamic character of the social media platforms is yet another limitation. This is because TikTok, Instagram and YouTube constantly update their algorithms, advertisements and user behaviors. Consequently, the strategies that prove successful today may turn out to be less successful in the digital environment. Furthermore, the qualitative thematic analysis method relies on the researcher’s interpretation process, which can result in researcher bias. Despite the attempt to make an objective interpretation and use reliable sources of information, another researcher may find other themes or interpretations in the same information.

These are some limitations that affect the research but still give important insight about the correlation between social media marketing and consumers’ purchase intentions at ASOS. Further researches can solve these limitations by collecting primary data from consumers and comparative studies of various fashion stores.
Reflection using Gibbs Reflective Cycle
1. Description

This study looked at the effects that social media marketing can have on the intention to purchase of consumers in the fashion retail industry in the UK, using ASOS as the business case. The process for carrying out the research included defining the problem area, literature review, developing theory and analysing secondary qualitative data using thematic analysis. The research philosophy, approach and methodology adopted for this study include interpretivism, inductive method and case study approach respectively.

2. Feelings

At first in the process of conducting my research, I faced some confusion about the choice of suitable sources, methodology, and the analysis of consumer behaviour using the secondary data approach. The abundance of information related to the topic of social media marketing was another obstacle in finding appropriate material. Yet, as the research went further, I felt more confident in the analysis of theoretical approaches.

3. Evaluation 

It was essential for me to gain knowledge about digital marketing and consumer decision making through research process. Thematic analysis was one of the most useful approaches during this process because it allowed identifying patterns concerning the social media tactics used by ASOS, problems connected with their implementation and the link between engagement and purchase intentions. It was possible to improve the credibility of the research by means of using academic literature and industry reports. At the same time, the lack of primary data made it difficult to know more about consumers' opinions and experiences.
4. Analysis

Through this research, a number of skills have been developed, especially related to academic and professional competences such as literature search and critical analysis and evaluation of data. Literature analysis made me understand that the process of analysing literature involves the comparison of opinions of various authors instead of the description of results already presented by someone else. Through this, I was able to enhance my skills in finding the research gaps and justifying the relevance of conducting the study on ASOS in the UK fashion industry.

Thematic analysis is an effective way of developing my problem-solving skills because it requires me to find out patterns from various materials. By doing thematic analysis of such issues as influencer marketing, consumer engagement and digital issues, I was able to comprehend the complexities associated with the connection between social media activities and purchases. Moreover, conducting this research has also helped me develop my time management skills.
5. Action Plan 

In terms of future research initiatives, I am going to enhance my approach to planning in that I will create a comprehensive schedule for conducting the research from the very beginning of the project in order to ensure adequate time devoted to every aspect of the research process. Furthermore, I will enhance my capacity to gather primary data, since the involvement of consumers directly in research can help to reveal additional information about their attitudes and experiences. Moreover, I am going to work on developing my skills of data analysis, examining more sophisticated methods of qualitative and quantitative research.
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Background of the Research

Theme 2: Challenges and Limitations of Social

Social media has transformed fashion retail marketing, turning platforms Media Mal‘keting at ASOS

such as Instagram, TikTok, YouTube and Facebook from communication
tools into virtual shopping spaces (Cao and Nguyen, 2025). ASOS benefits
from online reviews and visibility, but engagement does not always lead to
purchases, making consumer behaviour hard to predict.

Research Aim
This study examines how social media marketing influences consumer
purchase intention in the UK fashion retail sector, using ASOS as a case

study.

Research Objectives

To understand social media marketing and consumer purchasing behaviour.
To analyse the social media strategies ASOS has used.

To examine the challenges ASOS has faced in social media marketing.

To evaluate the impact of social media on consumer purchase intention.

Research Methodology

—— Interpretivism, to understand consumer perceptions
phy and behaviour (Jui and Yingxin, 2022).
Approach Inductive, identifying patterns from existing evidence.
Design Qualitative case study of ASOS in UK fashion retail.
Secondary research: academic studies, industry reports,
Method h
company documents, online sources.
samplin Purposive, based on relevance to social media
ping marketing and purchase intention.
Analysis Thematic analysis of recurring patterns and themes.
Ethics Publicly available, credible sources only; no data

manipulation.

Theme 1: Effectiveness of ASOS Social Media
Marketing Strategies

AASOS combines influencer marketing, storytelling, personalisation and social
commerce. Influencers add credibility and social proof to purchase
decisions. This has strengthened consumer awareness and purchase intent,
though trust still depends on credibility.

Independent Variable Mediating Variable Dependent Variable

Consumer Eagagement
with Social Media

Moderating Factors
o Soxia Mcia U

ASOS combines influencer marketing, storytelling, personalisation and social
commerce. Influencers add credibility and social proof to purchase
decisions. This has strengthened consumer awareness and purchase intent,
though trust still depends on credibility.

Challenge Impact on ASOS

Algorithm Reduces organic reach; increases reliance on paid
changes ads.

Irl1fluencer Can damage brand credibility.

risks

Privacy P g A .

S TS, Limits tracking and personalised marketing.

Theme 3: Relationship Between Social Media
Engagement and Purchase Intention

« Social media builds brand awareness, engagement and perceived
value.

* Online review communities strengthen consumer confidence.

« ASOS uses social media across the awareness and consideration stages
of the customer journey (Ahmed et al., 2025).

* Purchases still depend on price, product quality and competition, not
engagement alone.

Social Media Referral Traffic to ASOS

YouTube leads referral traffic (27.1%), followed by Facebook (13.6%).
Pinterest (5.6%), Twitter (2.9%) and WhatsApp (2.1%) contribute smaller
shares. Keep the existing chart as is; this one line is enough as a caption.

Recommendation

« Build long-term relationships with influencers who fit the brand, not
just those with large followings.

* Make social commerce more personal with tailored product
suggestions at the point of purchase.

* Use analytics to track consumer behaviour, campaign performance and
emerging trends.

Research Contribution

This research shows social media marketing has a significant influence on
ASOS consumers' purchase intention, though success depends on
balancing multiple factors together.
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	N/A

(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

Personal health and safety in doing research 

(this box should expand as you type)
	How you will mitigate the risk to the investigator:

 I will manage this by maintaining a balanced schedule and seeking supervision if needed. 

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

1. Reputational Damage

2. Face legal implications 


	How you will mitigate the risk to the University:

To mitigate risks to the University, I will ensure that all research follows ethical guidelines and university protocols to prevent any reputational damage. I will obtain ethical approval before data collection and handle all data with strict confidentiality to safeguard the University's credibility. 



	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

N/A

(this box should expand as you type)
	How you will mitigate the risk to environment:

N/A

(this box should expand as you type)


	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES


	NO


	N/A



	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	


SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	n/a

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	n/a

(this box should expand as you type)

	3
	Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	1. No actual names will be used anywhere 

2. I will keep identities anonymous by using pseudonyms and removing any identifying information, if encountered in secondary data collection. 

(this box should expand as you type)


SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	Yes, my research involves personal data, including participants' names, roles, and any responses provided during interviews. If audio or video recordings are made, these will also be considered personal data. I need to collect this data to gather insights into participants' views on sustainability in business success. All personal identifiers will be removed or anonymized to ensure participants' privacy, and the data will be used solely for academic purposes.

)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	☒

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	(this box should expand as you type)



	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO
	

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:


	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	1. Anonymization: I will use pseudonyms and remove identifying details from all data.

2. Secure Storage: I will store data on encrypted devices, with access limited to me.

3. Confidentiality: Any third parties will sign confidentiality agreements.

4. Data Sharing: I will only share data with authorized individuals, like my supervisor.

5. Data Disposal: After the study, I will securely delete or destroy all personal data.

(this box should expand as you type)


	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	Electronic Transfer of Data:
I will use secure, encrypted methods for transferring data


I will store data securely, using passwords

	22
	List all who will have access to the data generated by the research activity:

	
	The researcher and the supervisor 



	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	The researcher 

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	I will securely store data using encryption to protect it. Access will be restricted to authorized users through strong authentication. I will store the data on both on-site servers and cloud services like AWS or Google Cloud. I will keep the data for as long as needed, based on legal requirements, and securely delete or anonymize it once it's no longer required.

(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	No

(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒


SECTION K: Declaration

	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	AJAH KOBOR GODA
	Date: 8 July 2026




For STUDENT Submissions:

	2
	Director of Studies/Supervisor:
	Rameses Manalang


	Date: 19 July 2026



	3
	Signature:
	Rameses Manalang

	


For STAFF Submissions:

	4
	Academic Director/ Assistant Dean:
	
	Date: 



	5
	Signature:
	
	


Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.


	RESEARCH STUDENTS ONLY

Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk).



	RESEARCH STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.



	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.


4

