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[bookmark: _Toc216228642]Abstract:
The paper has explored how social media strategies influence brand engagement among fans in the UK sports marketing. It has also investigated platform choice, content style and approach to interaction using a quantitative survey method. The results have also demonstrated quantifiable relationships among social media behaviours, fan motivation and brand loyalty, which provide strategic implications.
The research question in this dissertation is as follows: How do social media strategies mediate fan brand engagement behaviours and customer lifetime value in UK sports marketing? In this paper, the research investigates particular marketing cases of three prominent sportswear brands in the USD 6.54 billion sportswear market of the UK, which include JD Sports, Nike UK, and Adidas UK.
The study was carried out to fill a severe gap in knowledge about the effectiveness of social media marketing strategies to provide fans with engagement in the tuned competitive atmosphere of the UK sports industry. Although sports organisations have invested heavily in digital marketing, they do not have empirical data concerning the relevance of certain social media tactics to quantifiable business performance, in terms of customer lifetime value and brand loyalty. The gap inhibits the ability to make evidence-based decisions and allocate resources optimally when engaging in digital marketing.
The research design used in the study is the quantitative, cross-sectional survey type with the basis of positivist research philosophy. The primary data were gathered among 150 UK sports fans in terms of age (18-60 years) using structured online questionnaires. The theoretical framework combines five theories, namely, the Brand Engagement Theory, Relationship Marketing Theory, Uses and Gratification Theory, Social Identity Theory and Elaboration Likelihood Model. A multiple regression analysis was used to test four research hypotheses on the relationships between variables of social media and engagement results.
The main conclusions are that the platform-based content approach is much more effective than a generalised strategy, and Instagram is superior in visual storytelling, whereas Twitter is an excellent platform to create interaction in real-time. The originality of the content proved to be the core cause of the intensive engagement, and online, user-created content resulted in much higher engagement rates in comparison to promotional content. The study forms positive relationships between customer lifetime value and systematic social media engagement, which reflects the effectiveness of digital relationship marketing.
The largest impact proves that meaningful interactions, specifically, the comments and shares, are more correlated with brand loyalty than passive ones like likes, which contradicts traditional methods of measuring social media performance. The discovery indicates that the sports brands need to focus on the quality of engagement and not the amount of it, which essentially changes the determination of digital marketing success and its planning in the sports world.
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[bookmark: _Toc216228645]Chapter 1: Introduction
The introductory chapter sets the basis for exploring the effect of social media on fan brand participation in UK sports marketing. It offers the contextual background of the research topic and the organisations chosen (JD Sports, Nike UK, and Adidas UK), the rationale of conducting the research, and the research questions, aims and objectives. Besides, this chapter proves the importance of the study by outlining the research gaps that are crucial and practical needs in the industry that require this study on digital engagement strategies in the competitive sportswear market.
[bookmark: _Toc210211074][bookmark: _Toc216228646]1.1 Background to the Research Topic
Social media has completely changed how sports are marketed by changing how brands talk to their fans and build communities (Abeza, 2023). The lines that used to separate sports organisations from their fans have been erased, and platforms now let people interact in real time, create their own content, and tell brand stories together (Santos et al., 2019). This change is a break in favour of traditional marketing that uses broadcast media and sponsorships, as well as dynamic digital ecosystems that work on many different platforms.
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[bookmark: _Toc215927621][bookmark: _Toc215929722][bookmark: _Toc215942147][bookmark: _Toc216227830][bookmark: _Toc216228718]Figure 1:United Kingdom Sportswear Market
Source: (Verma, 2024)
The UK sportswear sector, with a USD 6.54 billion value in the year 2024, is dominated by major retailers. The market share of Nike UK and Adidas UK amounts to about 35-40%, and JD Sports is about 15-18% of the market value. The combined market share of these three brands, ranging from 50 to 58 per cent, demonstrates a significant impact on the strategy of sports retail and consumer engagement in the UK (Atske, 2023). 
The platform's unique behaviours make it harder to come up with ways to interact with them, so you need to make content and interactions that are unique to each platform. Romero-Jara et al. (2024) found that how often you post don’t always affect how engaged people are. Timing, quality, and platform fit do, though. The COVID-19 pandemic made the quick adoption of digital a reality, and sports organisations need to be quick to come up with new ideas and redefine what is best (Kietzmann et al., 2011). In today's world of sports marketing, the best strategies are those that work on multiple platforms and focus on real interaction and long-term brand value.
[bookmark: _Toc210211075][bookmark: _Toc216228647]1.2 Background to the Research Organisation
The UK sports retail market is very competitive as the world giants, online competition and the traditional stores are all adapting through the digital revolution. The customer engagement and loyalty continue to be customer-driven by innovation (Statistica, 2025). JD Sports is one of the examples of such change, starting off as a single store in Bury in 1981 and now having more than 800 locations in the UK and other countries around the globe. By 2024, JD Sports in the UK sports market is estimated to have a market share of around 15-18 per cent, making it an important player in the UK sportswear market alongside Nike UK and Adidas UK (Insights, 2022).
JD Sports applies an omnichannel strategy, which involves a perfect combination of brick-and-mortar locations with online methods to form a multi-touchpoint customer experience in accordance with changing preferences (Global Data UK Ltd, 2023). This can be seen in their social media strategy that was heavily focused on authenticity, community building and user-generated content. Their focus on live interaction and consumer participation shows that the conventional retailers are flexibly adjusting their engagement approach in order to be competitive in the digital era, and JD Sports can serve as a useful study compendium as to the nature of platform-specific engagement in the UK sports marketing environment (Dijkmans, Kerkhof and Beukeboom, 2015).
[image: Nike Direct already 70% of Adidas revenue — Ada Insights]
[bookmark: _Toc210211100][bookmark: _Toc215927622][bookmark: _Toc215929723][bookmark: _Toc215942148][bookmark: _Toc216227831][bookmark: _Toc216228719]Figure 2: Nike vs Adidas Revenue Comparison Over the Year
Source: (Insights, 2022)
Nike UK and Adidas UK, two of the world's largest companies, have distinct operational approaches.  The hegemony of Nike on the market is closely associated with its social media marketing, as the Just Do It slogan is more powerful than conventional advertising and flourishes in the online environment. Nike is transforming inspirational communication into quantifiable levels of fan engagement through Instagram storytelling, influencer partnerships, and interactive campaigns. Digital resonance increases brand loyalty, which in turn directly supports its revenue increase and competitive advantage in the UK sportswear market (Insights, 2022).
Both brands use social media platforms like Instagram and TikTok to create immersive experiences for a diverse audience. Their significant investment in digital infrastructure, analytics, CRM systems, and real-time engagement tools highlights the importance of social media for market relevance and sales growth. The varying strategies of these companies, along with that of JD Sports, demonstrate how different approaches can influence success and competition within the UK sportswear market (Cvijikj and Michahelles, 2013).
[bookmark: _Toc210211076][bookmark: _Toc216228648]1.3 Research Rationale
The sports retail market in the UK is very competitive with global players, strong online competitors, as well as traditional stores, all operating in the digital revolution landscape. Customer engagement and loyalty are increasingly moving towards innovation. JD Sports is a bright example of such changes, as it started as a single store in Bury in 1981 and has grown to more than 800 stores throughout the UK and other countries worldwide. By 2024, JD Sports could own around 15-18% of the market share in the UK sportswear industry, so it could be considered a serious rival, along with Nike UK and Adidas UK (Footwear, 2024). 
Social media impacts on fan engagements in the UK sports marketing industry is a rich field of study, as research gaps have not been filled in the existing literature. Although numerous articles have been conducted on the topic of social media marketing on a broad level, only a limited number of them explore the use of digital channels by the sports brand in the United Kingdom to attract followers and ensure commercial gains (Santos et al., 2019).
With the surge in digital marketing budgets and with the increased level of accountability, sports organisations are under pressure to demonstrate the actual payoff on their social-media investment. The metrics employed in classic approaches have a tendency to be unable to predict the nuances of online interaction, including the long-term value of having sustained fan relationships and complex social-media interactions. Weinberg and Berger (2011) came up with the term "Connected Customer Lifetime Value." It stresses how social media interactions create value for customers through network effects and social influence. This idea should create emotional connections and a sense of community, both of which are important factors that affect how people act when it comes to sports marketing. 
It's difficult to tell how well social media works because there are so many different platforms in the digital marketing model that is currently in use. There are two or more sites on sports brands that target different groups of people, have different types of content, and work together in different ways .
It's difficult to figure out how social media affects the overall performance of businesses. It needs advanced analytics that can figure out how different platforms will talk to and affect each other.
Furthermore, the rapid evolution of social media networks presents a challenge for sports marketers trying to find the most effective ways to engage people. Brands must constantly adapt their strategies without compromising the quality of communication and engagement, as algorithms, content formats, and user behaviour patterns are always changing. The researchers discovered that the dynamics of the fans with each other on various social media sites are entirely distinct. According to Vale and Fernandes (2018), effective sports marketing strategies do not lie in the general strategy of digital strategies but in strategies that are unique to the platform. The implications of this finding on UK sports brands include having to operate within limited resources of channels, yet delivering the same brand messages and getting the maximum engagement.
[bookmark: _Toc210211077][bookmark: _Toc216228649]1.4 Research Questions
· How do UK sports brands (JD Sports, Nike UK, Adidas UK) utilise social media platforms to enhance fans' brand engagement?
· What social media content strategies generate the highest levels of fan engagement and interaction with sports brands?
· What relationship marketing strategies implemented through social media contribute to increased customer lifetime value and retention rates among UK sports fans?
· How do different social media platforms contribute to building fans' emotional connections with sports brands?
[bookmark: _Toc210211078][bookmark: _Toc216228650]1.5 Research Aims and Objectives
Research Aim: This research aims to understand how social media strategies influence fans' brand engagement behaviour and emotions towards sports brands in the UK market. 
Research Objectives: 
· To analyse the role of social media platforms in shaping fans' brand engagement within UK sports organisations.
· To examine the relationship between different social media content types and fans' engagement behaviours towards sports brands.
· To investigate the relationship marketing strategies employed by UK sports brands on social media that contribute to increased customer lifetime value and fan retention.
· To assess the impact of platform-specific engagement metrics (likes, shares, comments) on brand equity and fan retention.
[bookmark: _Toc210211079][bookmark: _Toc216228651]1.6 Research Problem and Significance
The central research question examines the substantial disparity in investment in UK sports brands within social media marketing, alongside the insufficient understanding of how these investments effectively influence the primary outcomes of fan and business engagement. Even though social media sites are widely used in the sports industry, most organisations have a hard time coming up with evidence-based plans that will increase interaction and give them a measurable return on investment. 
The problem is especially bad in the UK sports marketing world, where the fierce competition between well-known brands means that engagement strategies must always be new and marketers must know a lot about how consumers behave. Sports brands need to use their connections to many different fan groups while still making money in a digital space that is always getting more crowded.
Chang et al. (2012) found that measuring customer lifetime value in today's marketing environments is very difficult, especially when it comes to including digital touchpoints and building long-term relationships. They discovered that traditional customer valuation models often fail to account for the dynamic characteristics of social media, where short-term transactional outcomes may not reflect the true value of long-term brand relationships. This limitation significantly affects sports brands that rely on emotional connections in their value propositions and a sense of community (katz, 1959). 
The research is significant not only for its practical applications but also for its contributions to the literature in the fields of marketing and sports management. The research is empirical; it details the effectiveness of various social media strategies while providing practical guidance on optimising digital engagement approaches. The study contributes to the ongoing academic discourse regarding the efficacy of digital marketing metrics, the significance of emotional engagement in brand relationships, and the application of customer lifetime value in the contemporary marketing landscape.
From a practical standpoint, the study addresses the pressing industry needs for evidence-based guidance on the formulation of social media strategies, the allocation of resources, and the assessment of performance. The findings offer practical insights for sports marketing professionals and enhance an overall understanding of digital consumer behaviour patterns. The study also has effects on the growth of social media sites, new marketing technologies, and the creation of best practices in a field.
[bookmark: _Toc210211080][bookmark: _Toc216228652]1.7 Structure of the Dissertation 
The dissertation is divided into six chapters that are connected and systematically address the research objectives, providing detailed information on the impact of social media on fan brand engagement in UK sports marketing.
Chapter 1: The introduction lays the groundwork for the research by providing context for the study of social media marketing in sports retailing in the UK, focusing on JD Sports, Nike UK, and Adidas UK. It outlines the research rationale, questions, aims, objectives, and significance of the study examining digital engagement strategies within the competitive sportswear market.
Chapter 2: Literature Review gives a critical analysis of the available academic literature using five major theoretical frameworks, namely Brand Engagement Theory, Relationship Marketing Theory, Uses and Gratification Theory, Social Identity Theory and the Elaboration Likelihood Model. This chapter helps to define the gaps in the existing theoretical basis and determine the conceptual basis of researching fan-brand relationships in the digital setting.
Chapter 3: The quantitative research methodology is supported by methodology, which explains why a multiple regression analysis was selected in order to investigate the relationships between social media strategies and fan engagement behaviours. It describes the main method of data collection, which is the use of Google form surveys on UK sports fans aged 18-60, with secondary data provided by industry reports and scholarly sources.
Chapter 4: Data Analysis and Findings provide descriptive statistics of the demographics and patterns of engagement of the respondents, and then the inferential statistical test to test the four research hypotheses. 
Chapter 5: The discussion will combine the research results with the literature, interpret the results within the theoretical framework and discuss their practical implication on the sports marketing business and on the platform-specific engagement strategy.
Chapter 6: Recommendations and Conclusions is a summary of the main findings, evidence-based recommendations on the managerial practice, study limitations and further research direction in digital sports marketing.
[bookmark: _Toc210211081][bookmark: _Toc216228653]1.8 Conclusion
The sphere of social media marketing and working with sports fans is a rapidly evolving field in which both deep research and ongoing innovations are crucial. The study addresses the gap in essential knowledge and offers a real example of advice that UK sports brands desire in order to improve their digital presence. The dissertation, analysed in the case of strategies of JD Sports, Nike UK, and Adidas UK, makes contributions to theory and practice in marketing of social media in the sports industry.
The inquiry is aimed at uncovering contemporary social media advertising and acknowledging the experience of individual sports enthusiasts with the brands. The research model developed is a sophisticated system that is used in evaluating the effectiveness of social media. The Modern Social Media Model may seem to be sports marketing designed; nevertheless, it can be applied in various industries because it is quite flexible.
In the second chapter, a literature review is provided. It seeks to expand the understanding of the aspect that social media can have an impact on fans and business operations in the marketing of sports in the UK. The work expands the knowledge in academics, as well as links academic theory and practice in the area, which is rapidly transforming.


[bookmark: _Toc216228654]Chapter 2: Literature Review 
[bookmark: _Toc213497941][bookmark: _Toc216228655]2.1 Introduction
The chapter is a critical review of theoretical and empirical literature on the role of social media in regard to fan brand engagement in the marketing of sports in the UK. This is aimed at developing conceptual grounds, research gaps and developing a framework through which the role of digital platforms in the consumer-brand relationship, as far as sportswear is concerned, is understood.
Social media is a type of interactive digital medium that allows creating content, sharing it, and interacting with a community (Abeza, 2023). The most important platforms are Instagram (a visual), Facebook (a type of community), Twitter (a type of real-time news), and TikTok (a type of short-form video). The UK sportswear retail industry has various competitive and lucrative conditions(Javed and Iqbal, 2019). The market size is USD 6.54 billion in 2024, and there is a fast pace of digitalisation, lifestyle-based consumption, and the high importance attached to both brands and loyalty and emotional attachment. Such major retailers as Nike UK, Adidas UK, and JD Sports work in this competitive climate in which social media has transformed into both promotion platforms and engagement platforms with mechanisms of two-way communication and co-creation (Abeza et al., 2018).
Brand engagement is a cognitive, emotional, and behavioural investment of consumers in brand interactions other than transactions (Hollebeek et al., 2014). The interaction of engagement in the sportswear scenarios involves interaction with the content, community involvement, and sentiments towards sporting values and lifestyles.
Past studies indicate that social media is an efficient way to establish brand communities to promote sportswear (Santos et al., 2019) and customer lifetime value (Weinberg and Berger, 2011). Nonetheless, platform-related strategies and their commercial performance are not well studied in the UK market, which is why this research is needed.
[bookmark: _Toc213497942][bookmark: _Toc216228656]2.2 Theoretical Frameworks
The chosen theories are Brand Engagement Theory, Relationship Marketing Theory, Uses and Gratification Theory, Social Identity Theory, and the Elaboration Likelihood Model, which could be used to provide a complete perspective on fan engagement in the UK sports marketing sphere. All the theories describe different but interrelated dimensions in emotional, cognitive, behavioural, relational and motivational dimensions. Collectively, the two discuss the way of interacting between fans and sports brands in various social media channels, the reasons, and the development of their interaction. Such a multi-theoretical framework allows capturing the flexible nature of platform-specific behaviours, identity-performing, and content-informed in a particular way and offers a strong framework in which the dynamic and complex nature of digital fan-brand relationships can be analysed.
[bookmark: _Toc213497943][bookmark: _Toc216228657]2.2.1 Brand Engagement Theory
The brand engagement theory provides a theoretical framework for understanding the formation of cognitive, emotional, and behavioural attachments to sports brands. The authors define customer brand engagement as a positively valenced brand-related cognitive, emotional, and behavioural activity exhibited by a consumer during or in connection with primary consumer/brand interactions (Hollebeek et al., 2014). Their model is multi-dimensional and shows that real engagement is not just about transactions. It also includes cognitive processing (attention and absorption), affection (enthusiasm and passion), and activation (the energy used to interact with the brand). 
This framework will elucidate how digital platforms facilitate a more profound engagement through immersive interaction, allowing fans to assimilate information, forge emotional connections, and participate in brand-related experiences within the realm of sports marketing. Huettermann et al. (2019) employed this model within the realm of team sports to identify the essential components of fan engagement from both managerial and fan-centric viewpoints. They demonstrate that their research indicates that engagement encompasses transactional (purchasing goods), non-transactional (social media following), and a sense of connection that transcends a singular consumption experience (Lourenço et al., 2022).
Recent research conducted by (Gambetti, Graffigna and Biraghi, 2012) utilised this model within the realm of social media, revealing that engagement behaviours in the digital domain can be defined by analogous multi-dimensional patterns, albeit expressed uniquely on each platform.   
Santos et al. (2019) found in their study of 561 sports fans revealed significant variations in engagement levels across platforms, with Instagram fostering greater affective engagement and Facebook facilitating enhanced cognitive processing of brand information. This platform specificity underscores the imperative for UK sports brands to develop platform-specific engagement strategies rather than generic ones. 
However, the limitation of current studies is their insufficient focus on the interplay of engagement dimensions across the customer journey. Vivek et al. (2012) assert that engagement is not a static condition but a dynamic process; consequently, methodological challenges have impeded empirical research on the progression of engagement over time. The gap is also very relevant to UK sports brands that want to know how to turn casual fans into loyal fans of their brand by getting them to interact with it regularly online (Noh, Rim and Lee, 2024).
[bookmark: _Toc213497944][bookmark: _Toc216228658]2.2.2 Relationship Marketing Theory
The relationship marketing theory offers analogous insights into how social media fosters enduring connections between sports brands and their audiences. (Buttle, 1996) define relationship marketing as the process of attracting, maintaining, and enhancing customer relationships, emphasising enduring interactions over transient connections. Longitudinal research on sports organisations in North America indicated that social media platforms, as a prominent tool for relationship-building, are utilised to sustain dialogue with potential partners following the formal conclusion of traditional advertising campaigns (Pressey and Tzokas, 2006). 
The theoretical framework will be pertinent to UK sports, where the advancement of digital platforms facilitates connections grounded in transparency, enhances reciprocal communication, and fosters community building. According to Abeza et al. (2018), relationship marketing via social media enhances value in five key areas: information sharing, personal connection, community building, relationship enhancement, and co-creation. Their research across different fields suggests that for sports marketing to be successful, it must perfectly balance the flow of information, emotional connection, and the creation of opportunities.
To measure the success of these efforts, Weinberg and Berger (2011) introduced the Connected Customer Lifetime Value model. They discovered that the influence of networked communications extends far beyond a brand's immediate followers, generating value through social influence and the amplification of messages within a community. In sports marketing, this interconnected value is critical because fan loyalty and a sense of "tribe" heavily influence how consumers behave and their commitment to a brand.
Mills et al. (2022) discovered significant challenges in the practical application of relationship marketing theories, particularly regarding the assessment of relationship quality and its impact on business performance. Their field research on brands in professional sports demonstrated that while robust brand communities enhance public brand loyalty, their influence on private brand loyalty (measured by purchasing behaviours) can only be realised through intricate engagement processes that facilitate individual identification with the brand. This issue of translation represents a significant deficiency in the current relationship marketing literature, and this research will be oriented towards addressing it.
[bookmark: _Toc213497945][bookmark: _Toc216228659]2.2.3 Uses and Gratification Theory
The Uses and Gratification Theory (UGT) offers a psychological explanation of why sports fans consider social media as a means of interacting with brands. Bhatiasevi (2024) explains that UGT is a conceptual framework that is applied to characterise motivation that makes people desire and consume particular media content to fulfil psychological needs. The theory is instrumental in studying the reasons behind fans selecting various platforms to relate to sports brands and how these motives are influencing engagement behaviours (Tsai and Men, 2013).
In their article, Anina Gaechter et al. (2024) have used UGT in the context of online media use of football fans and have found that there are five main motivation categories that include information seeking, entertainment, social interaction, forming personal identity, and escapism. Their market segmentation strategy proved that various fan groups are more interested in different gratifications, which require individual content strategies. An example is fans who were also heavily interested in the informational content on the development of their team, whereas casual fans were more interested in the entertainment value (Vinney, 2024).
Schubert and Seyffert's (2017) study on Facebook-engaging table tennis fans revealed that the primary motivations for initial platform engagement were information seeking and entertainment, while community belonging and social interaction became increasingly significant for continued engagement. This observation indicates that effective social media strategies must evolve alongside the relationship, transitioning from informational content to community-building initiatives (Sharkasi and Agag, 2024). 
Yadav et al. (2023) identified significant deficiencies in the understanding of the role of platform-specific features in the fulfilment of gratification. Their study on digital social interactions among sports fans indicated that interface features significantly moderate the relationship between motivation and engagement behaviour; however, these technological intermediaries remain underexplored in existing literature. The gap is especially relevant for UK sports marketers who have to work on different platforms that offer different kinds of technology.
[bookmark: _Toc213497946][bookmark: _Toc216228660]2.2.4 Social Identity Theory
The Social Identity Theory (SIT), formulated by Tajfel and Turner (1979), offers vital information regarding the formation of collective identities among sports brand fans. The theory posits that individuals derive a segment of their self-concept from their social groups, elucidating why sports fans develop profound psychological connections to their teams, players, and brands that resonate with their communities or ideologies (Hirshon, 2020). 
Recent studies, including those by Koo et al. (2025), have examined the adequacy of Social Identity Theory (SIT) in elucidating the behaviour of sports fans. The study revealed that while social processes of identification elucidate the reasons individuals are predisposed to join a group, they do not elucidate the fundamental causes of the psychological attachment and personal connections that influence a consumer's affinity for sports brands. This study incorporated identity fusion theory as a secondary framework, positing that the intersection of personal and social identities yields pronounced fan loyalty and supportive identity forms that traditional social identity theory (SIT) fails to address. 
Vale and Fernandes (2018) conducted a study utilising Social Identity Theory (SIT) to analyse Facebook communication between football clubs and their marketing strategies in the UK sports context, revealing that social identification is a crucial predictor of engagement levels. Fans who could build cultural identities around their teams' support shared, commented on, and made user-generated content at much higher rates than other fans. Their study, however, showed that not all platforms used the same method of identification. For example, Instagram, which is based on pictures, had more interaction with identity forms than text-based platforms.
SIT can explain why fans support sports brands, but Naraine (2019) discovered significant research gaps regarding how different fan segments can establish their identities on various social networks. His research on follower groups within the social media networks of professional sports organisations revealed a substantial disparity in the ways distinct demographic groups signal belonging and express identity. 
[bookmark: _Toc213497947][bookmark: _Toc216228661]2.2.5 Elaboration Likelihood Model
The Elaboration Likelihood Model (ELM) is a helpful perception of sports marketing, and it demonstrates the way fans perceive and respond to persuasive language about a brand. According to the model, there are two ways of persuading people. According to Petty and Cacioppo (1986) the former is the direct method in which one thinks and examines the reasoning and reasonableness of the arguments thoroughly. The second is the peripheral way, and this is a shortcut. In this case, people consider only surface qualities, such as the appearance of the source, support by celebrities or anything that catches the eye. Trying to comprehend the way their target audience can develop and implement effective communication plans, sports businesses need to know how to do so (Kapoor, Balaji and Maity, 2024).
It has been found that the extent of engagement of a fan has a likely influence on their processing path. As an illustration, in research on athlete branding by Doyle et al. (2020), highly committed fans usually apply the central route. They have been proactive in reviewing performance statistics and values of an athlete to form an opinion. Conversely, the peripheral route is more likely to be used by casual fans and in this case, their interest activation depends on less complex stimuli such as an appraised athlete as a physically attractive or a famous person. In the same line, Kunkel et al. (2018) similarly employed this model to enquire what consumer perception of the brand image of the athlete could influence through peripheral factors such as the influence of a family member. This bi-level quality implies that the content strategies should be well planned. A study by Zhang and Su (2022) of Instagram with outdoor sports brands revealed that more entertaining content and genuine narratives were highly beneficial to its followers who primarily used the central route, but the use of visually appealing posts and influencers' promotion was drastically more effective with those followers applying the peripheral route.
Despite its usefulness, one significant shortcoming of the modern use of ELM in sports marketing is the overall inability to factor in the differences across platforms. The majority of the research carried out to analyse persuasion within one platform of the different platforms fails to give any consideration to the aspect that the very context of the platform can profoundly influence personal processing style, depending significantly on the user. According to Carmichael and Vila-Lopez (2025), the processing path does not only rely on the influence of individuals but also on the environment of the platform. An example is that a user on a more professional social network, such as LinkedIn, will take on a more central processing route, whereas the more image-driven and fast-paced environment of TikTok would promote more peripheral processing. There is a considerable knowledge gap regarding this contextual variation. To develop truly effective, multi-platform advertising campaigns in the UK sporting environment, it would be important to understand the extent to which the nature and user conventions of different platforms are impactful in processing a given message.
[bookmark: _Toc213497948][bookmark: _Toc216228662]2.3 Social Media Platforms and Fan Engagement in UK Sports Marketing
Abeza (2023) looked at research on social media and sports from 2014 to 2023 and found that the shift to experimental platforms has led to more data-driven engagement strategies. This development shows that people are starting to understand that different platforms have different roles in integrated marketing ecosystems to get people to engage. 
In an analysis of the audiences on major social media accounts for professional sports organisations, Naraine (2019) found significant differences in the demographic and behavioural traits of users across various platforms. His research showed that Instagram's audience had higher levels of emotional connection and engagement when compared to users on Twitter or Facebook. This highlights platform-specific trends that UK sports brands should factor into their resource allocation strategies.
Geurin and Clavio (2015) compared the use of social media between mainstream and niche sport athletes. They found that the effectiveness of the platform significantly compared with the popularity of the sport itself. Their study proved that niche athletes were more likely to gain increased utility by using Facebook as a community-building platform, and mainstream athletes used Twitter as an interactive platform to create stronger engagement. This difference demonstrates the significance of a platform-based approach in accordance with brand positioning and market presence – a factor that is particularly significant to sports brands with different market dominance in the UK.
Nonetheless, Sanches and Ramos (2025) stated that specific methodological issues have been identified with assessing the effectiveness of platforms because conventional measures of engagement do not reflect indicators of the quality of relations. Their study proposed a new measure of loyalty rate, including frequency and persistence, as they discovered that platform choice is a significant factor not only in the number of engagements but also in the duration of relationships, which is essential when the UK sports brands aim to have long-term fan relationships.
[bookmark: _Toc213497949][bookmark: _Toc216228663]2.4 Content Strategies and Fan Engagement
Su et al. (2020) note that in sport, fandom does not just limit itself to consumption, but it influences identity and emotional affiliation. The behaviours triggered by the collective identity and loyalty of fans result in increased levels of engagement, including sharing, commenting and co-creating. According to literature, fandom changes the passive observers into active ones as emotional costs into brand alliances and increases the outcomes of engagement in the context of sports marketing.
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Zhang and Su (2022) looked at the Instagram accounts of outdoor sports brands and found that their content falls into five groups based on how engaged people are with it: product-based, lifestyle-based, athlete/influencer-based, educative, and community-based content. Their study showed that posts about products got less immediate interaction but higher conversion rates when they were used strategically with lifestyle posts showing how to use the products in real life (Wills, 2025).
Vale and Fernandes (2018) examined the determinants of Facebook engagement specifically within the UK sports market, revealing significant disparities between content types that elicit passive engagement (likes) and those that foster active engagement (comments and shares). Their research revealed that behind-the-scenes and athlete spotlights generated greater active participation, while promotional content resulted in more passive engagement. This indicates that relationship-building content is more effective in fostering deeper engagement than transaction-oriented messaging. 
Achen (2016) examined the influence of Facebook engagement on relationship quality and consumer behaviour in basketball, discovering that content consistency significantly moderated the effect of Facebook involvement on relationship outcomes. There was a better relationship between teams that posted regular, high-quality content and those that used sporadic but high-volume posting strategies. This observation challenges the quantity-focused practices prevalent in the industry, suggesting that content quality and consistency may be more significant engagement factors than posting frequency.
Doyle et al. (2020) examined the variables predicting Instagram connectedness among athletes, identifying visual quality, authenticity, and narrative coherence as the most significant factors. Their research revealed that visually detailed storytelling generated 2.3 times more engagement than individual posts, and that genuine content reflecting personality beyond athletic performance garnered 1.8 times more comments, underscoring the importance of authenticity and narrative continuity in content strategy.
However, Chen et al. (2025) discovered substantial deficiencies in the research regarding the relationship between content engagement and purchasing behaviour. They examined the curiosity of sports fans and impulsive buying behaviour, discovering that the intensity of social media use mediated the relationship between content engagement and purchasing decisions; however, the mechanism underlying this connection remains inadequately elucidated in the current literature. This intersection of digital interaction and commercial performance is a topic of significant interest for future research, particularly for UK sports brands aiming to translate social media success into business performance.
[bookmark: _Toc213497950][bookmark: _Toc216228664]2.5 Relationship Marketing Strategies for Customer Lifetime Value
The relationship marketing strategies implemented through social media significantly impact sports marketing regarding customer lifetime value. Abeza et al. (2013) examined the application of relationship marketing in sports and identified that social media platforms facilitate five functional relationships: communication, interaction, information gathering, fan engagement, and feedback. Their research indicated that the integration of these functions enhances relationship quality, thereby increasing the probability of customer retention and lifetime value. 
Weinberg and Berger (2011) proposed a model for assessing the value of Connected Customer Lifetime by asserting that conventional CLV models neglect the significance of network effects and social influence, which are critical factors in evaluating social media value. They demonstrated that fans with extensive social connections generate 2.4 times more value than those with similar purchasing power but lesser network influence; thus, it is crucial to target and nurture socially influential followers.
Mills et al. (2022) conducted a field study within the UK sports context to examine the impact of brand communities on both public and private brand loyalty. Their research demonstrated that community-building initiatives, characterised by structured frameworks, enhanced public loyalty (measured by advocacy behaviours) and private loyalty (measured by repeat purchases) by 37% and 23%, respectively, thereby highlighting the commercial value of relationship-oriented social media strategies that foster a sense of community belonging.
In an empirical study, Mohammadkazemi and Falahat (2024) investigated the impact of social media on fan loyalty and growth, utilising three relationship marketing strategies—personalisation, community building, and value co-creation—that were highly effective in generating customer value. They determined that relationship-oriented strategies yielded substantial commercial returns, evidenced by engagement metrics, retention rates (28), and cross-purchasing (34), facilitated through personalised communication.
According to research by Kim (2021), it is essential to maintain a year-long relationship with fans to have a good relationship even in the off-season. The analysis has indicated that delivering a continuous flow of content allows maintaining these relationships as well as the diminished level of fans losing interest when the competitions are not in play. In retail businesses such as JD Sports, this uninterrupted strategy proved extremely useful, and the resulting conversion rates were higher by 31%  when they organised relationship marketing campaigns the whole year round.
[bookmark: _Toc213497951][bookmark: _Toc216228665]2.6 Platform-Specific Engagement and Emotional Connections
The various social media platforms assist individuals in relating emotionally to sports brands in various ways. The article by Santos et al. (2019) has compared the use of different social networking sites in terms of fan engagement and has discovered that there is a pronounced difference in the establishment of emotional ties between the websites. They have discovered that those platforms that were more visual, like Instagram, were more effective and provided stronger reactions, and that the text-oriented ones provided a stronger cognitive connection, showing that a multi-platform approach is required to reach complete emotional dialectical responses.
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Mishnick and Wise (2024) were able to compare the effectiveness of social media campaigns on Facebook, Instagram, and LinkedIn against each other, characterising the individual tendency of each channel in the involvement of emotional reactions. They showed in a study that Instagram campaigns scored 37% higher in emotional engagement than Facebook campaigns with duplicate content, and that the level of engagement between social media platforms varied dramatically in spite of similar quantitative outcomes. This finding suggests that strategies tackling emotional engagement in the domains of different platforms should be used platform-specifically instead of through cross-platform methods.
Dineva et al. (2024) developed a brand-to-brand engagement typology on social media that explains how collaborative relationships between sports brands have an impact on the emotions of the same audiences. Their study revealed that the content of congruence of brands on the Instagram platform resulted in perceived emotions 43 per cent higher than congruent brand content on the Instagram platform. This implies that such content of strategic partnership can be used to build emotional connectedness, especially in cases where brands are aimed at different customer groups.
Popi Sotiriadou et al. (2024) examined the notion of athlete brand congruence, encompassing brand identity congruence and image fit. They identified a significant correlation between the intensity of the emotional connection and the perceived authenticity of athlete-brand relationships. Their research demonstrated that authentic collaborations producing emotionally resonant content resulted in engagement levels 2.7 times higher than those from commercial collaborations perceived as inauthentic, thereby indicating that authenticity is essential for fostering emotional connections.
In the context of the UK sports market, Huettermann et al. (2019) identified the components of fan engagement from both managerial and fan perspectives, highlighting the emotional connection through four primary channels: identification, community belonging, shared experiences, and perceived reciprocity. The results indicate that the different platforms facilitated these pathways more effectively: Instagram excelled in identification and shared experiences, while Facebook yielded superior outcomes in community belonging and perceived reciprocity.
[bookmark: _Toc213497952][bookmark: _Toc216228666]2.7 Conceptual Framework
The conceptual framework is the use of social media strategy as an independent variable and brand engagement as the dependent variable. Fan engagement should be distinguished between cognitive (attention, knowledge) and emotional (loyalty, passion) as well as brand engagement which indicates behavioural results (purchase intention and advocacy). The psychological connection is enhanced by the involvement of fans, and the measure of the effect on the performance of UK sports marketing is the brand engagement.
[image: A conceptual framework diagram illustrating the relationship between social media strategies and brand engagement in UK sports marketing. Central box labeled 'Brand Engagement in UK Sports Marketing' as the dependent variable. Three branches labeled 'Social Media Strategies' as independent variables. First branch includes 'Platform Choice (Instagram, TikTok)', 'Content Style (Authenticity, UGC)', and 'Interaction Style (Personalization)'. Second branch leads to 'Fan Motivations', 'Identity Formation', and 'Persuasion Processing'. Third branch leads to 'Fan Engagement (Cognitive, Emotional)', 'Business Value (Loyalty, CLV)', and 'Revenue'. Labels for dependent, independent, and intervening variables are clearly marked.]
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The conceptual framework directly correlates all four research objectives as it will centre on the synthesis of the five theoretical perspectives to derive an integrated model. The framework shows that the Uses and Gratification Theory (RO1) uses the social media platforms to engage with the brand in several theoretical ways: The platform selection is explained by the Uses and Gratification Theory, and the Brand Engagement Theory conceptualises the dimensions of brand engagement. The processing routes of the Elaboration Likelihood Model analyse the content strategies (RO2). RO3 is based on the Relationship Marketing Theory, which charts the strategies that increase customer lifetime value and retention. Social Identity Theory describes the psychological processes of platform-specific engagement (RO4). The concept of the diagram was to determine theoretical overlaps and formulate common constructs, such as platform features, content features, engagement processes, and relationship outcomes, into a unified diagram of social media inputs to fan engagement outputs in the UK sports framework.
[bookmark: _Toc213497953][bookmark: _Toc216228667]2.8 Research Gaps:
A comprehensive review of the literature reveals significant gaps that weaken the study's conceptual framework.
A primary issue is that while social media engagement metrics have been widely studied, there is a lack of research on how using specific platforms affects the business performance of UK sports brands. Although foundational models like the "Connected Customer Lifetime Value" by Weinberg and Berger (2011) offer a valuable starting point, their applicability and effectiveness within the UK sports market have yet to be validated.
Second, contemporary studies predominantly focus on the examination of individual sites in isolation, neglecting the interconnectedness of fan interactions across multiple platforms simultaneously.   Santos et al. (2019) noted this limitation and suggested the use of comprehensive investigative methodologies to analyse the patterns of cross-platform engagement and their subsequent additive effects on relationship quality.   This study fills this gap by looking at the ways that successful sports brands in the UK use many different platforms to connect with their fans.
Third, while the current literature recognises platform disparities, it inadequately emphasises how these disparities should influence the distribution of strategic resources.   Naraine (2019)  said this gap was brought up because it is important to know how people use different platforms (2019) when you do not have a lot of marketing money. This is especially true for UK sports brands that use multiple digital channels at the same time.
[bookmark: _Toc213497954][bookmark: _Toc216228668]2.9 Conclusion
This literature review critically examines the theoretical frameworks and empirical studies regarding the impact of social media on fans' brand engagement within UK sports marketing.   The review has demonstrated that despite extensive research on various aspects of digital engagement, numerous questions remain regarding the integration of multi-platform engagement strategies and their correlation with business outcomes.
The review has shown that for sports marketing to work on social media, organisation needs to have a deep understanding of how people on different platforms behave, what kinds of content they like, how they process information, and how they build relationships.   UK sports brands like JD Sports, Nike UK, and Adidas UK have the hard job of coordinating clear engagement strategies across multiple platforms while making the most of limited resources. This issue requires evidence-based guidance, which is presently lacking in the literature.
This study has developed a cohesive conceptual framework that addresses identified research deficiencies by synthesising concepts from the Elaboration Likelihood Model, Brand Engagement Theory, Relationship Marketing Theory, Uses and Gratification Theory, and Social Identity Theory.   This framework will guide empirical research on the impact of social media strategies on fans' brand engagement behaviour and emotions towards sports brands in the UK market, aiming to equip industry professionals with both theoretical insights and practical guidance for navigating the rapidly evolving digital landscape.



[bookmark: _Toc216228669]Chapter 3: Research Methodology
[bookmark: _Toc215914558][bookmark: _Toc216228670]3.1 Introduction
This chapter discusses the research methods that have been used in the study, including the tools, steps, and moral issues that need to be taken into account. It also talks about the research design, how data has been collected and analysed, and how these things have helped the study reach its goals. The study mainly put emphasis on the effectiveness and usefulness of the model. 
This chapter covers the justification and rationale of the chosen methods. The study was also done in an ethical way to make it more credible, such as by getting informed consent and keeping data safe. Microsoft Word is used for documentation and analysis, as well as for organising qualitative data, coding responses, and keeping track of different versions. This chapter establishes the foundation for credible and replicable findings by combining methodological rigour with ethical accountability. It indicates the methodology employed in the research and the scholarly rigour with which the findings were derived.
[bookmark: _Toc215914559][bookmark: _Toc216228671]3.2 Research Design
The present research is a quantitative and cross-sectional survey. It collects the data once and tests pre-determined hypotheses, quantifying relationships of variables to achieve the objectives of the research.
[image: Research onion (Saunders et al., 2019, p. 108). | Download ...]
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Source: (Saunders, Lewis and Thornhill, 2019)
[bookmark: _Toc215914560]
This quantitative study design used the statistical technique to assess social media strategies effect on the level of fan engagement. The study utilized a cross-sectional design, which means data was collected at a single point in time to see how sport brands have been engaged with by UK fans in current time (Creswell, 2014). Data collection of quantitative researchers has focused on developing one research instrument, which is a structured questionnaire. Based on the structured questionnaire, the researchers have been able to collect data by measuring variables and verifying their hypotheses(Kurzhals, 2021).  
The researcher was able to test many variables at once due to this design, including personal data, platform choice, content choice and venue analytics. This approach is directly aligned with the objective of measuring the fan engagement on different social media and branding strategies (Hair, 2018).
[bookmark: _Toc216228672]3.3 Research Philosophy
The research is based on a very intricate philosophy known as positivism which has facilitated the research to a great extent and places emphasis on objectivity, measurability, and the primacy of empirical methods. According to positivism, everything one can observe and measure using a systematic procedure that is free of real influence is real (Dudovskiy, 2020). 
The method essentially offers an advantageous view of the quantitative approach with its focus on numerical information, testing of hypothesis, and those reproducible results. Research based on such surveys or questionnaires which are structured and contain questions framed in a closed-ended way can yield consistent and dependable results. The next step involves evaluating the pertinent results through suitable statistical tests like regression or even correlation tests, enabling viewers to check the validity of the result and the ability to generalize the results (Villegas, 2022).
The positivist approach has allowed one to apply deductive logic, that is, a theory has directed research, data gathering and data analysis to verify whether there have been transparent cause-and-effect relationships. In the end, this practice has increased transparency, credibility and academic rigour of the study (Ali, 2024).
[bookmark: _Toc216228673]Discussion of Research Philosophies.
The main idea of positivism is that knowledge comes from impartial observations of external reality. This was done through objective tests, hypothesis validation and statistical generalizations (Bryman, 2016).  The ST Investigation Theory Method and the Positivist Approach have measured the variables fan engagement systematically while using statistical testing to test the proposed relationships (Nickerson, 2023).
Interpretivism is a perspective that has focused on the subjective interpretation and social construction of reality. This philosophy has emphasised qualitative research on the experience of fans and brand relationships. It has been useful to find out more about deeper motivations, but this has not been considered the best way to take forward this study, which has measured and compared engagement patterns across very large samples (Dudovskiy, 2025).
Various intellectual lineage that influences practical research needs have fused to create pragmatism.  As per Creswell (2014), the philosophy advocates for mixed-method research designs that incorporate both quantitative and qualitative elements. Pragmatism can be flexible. Yet, the study’s particular focus on the hypothesis and statistical measurement worked to justify a strictly positivist approach (Goodfellow, 2023). 
The positivist philosophy have been the most appropriate for this study as it enabled the objective measurement of engagement measures, statistical testing of hypotheses and generalisation of the study findings to the sport fans’ population of the UK. This approach has assisted with the research objective of assessing the relationship between social media strategies and fans’ behaviour (Cohen, Manion and Morrison, 2017). 
[bookmark: _Toc215914561][bookmark: _Toc216228674]3.4 Research Approach
[bookmark: _Toc215914562]The deductive research methodology moves from the hypothesis to data collection in research, this research adopted such a method. The theoretical framework has helped in the formulation of hypotheses and identification of variables using Brand Engagement Theory and Social Identity Theory (Fife and Gossner, 2024). The deductive method has systematically tested the pre-planned hypotheses about social media strategies and fan engagement. Since the given method followed quantitative research design with positivist philosophy, therefore, planned relationships have been measured and analysed more objectively (Bryman, 2016).
[bookmark: _Toc216228675]3.5 Research Strategy
Survey research has successfully examined what people think, how they behave, and their demographics (Fowler, 2014).  Using this technique, we have been able to measure the involvement of fans on social media and examine the kinds of branding the companies have used.
Quantitative surveys have yielded statistics that are statistically tested, have conducted testing of hypotheses, and have established strong relationships among variables. Kumar (2019) showed how effective survey as a tool has been while examining consumer behaviour and the extent of liking related to the brand in digital marketing. Indeed editorial team, (2022) detailed the immense significance of common survey questions, asserting that similar phrasing and context will produce similar data.
Survey research has had lots of advantages for this research. Because it has been fairly inexpensive, has had the potential to reach people all over the globe and has gathered data from a large sample size in a reasonable time period, (Dillman, Smyth, and Christian, 2014) An online survey has allowed us to target sports enthusiasts in various regions of the UK. Hence, the study has targeted Cardiff and London market without any efficiency degradation in information gathering (Olariaga-Santa-Cruz et al., 2024).
This survey technique is similar to others that the researcher used in the sports marketing and social media fields thus giving the researcher an updated academic research foundation. (Yoshida et al., 2014). 
[bookmark: _Toc215914563][bookmark: _Toc216228676]3.6 Data Collection and Analysis
Clear Identification of Research Tools
Online questionnaires shall be utilised through Google Forms to collect the data in the study. The survey consists of closed-ended Likert scale questions which assess the fans' engagement, social media preference, brand sense and their demographics.
Questionnaire Formulation: It is an instrument that we developed based on existing patterns of consumer-engagement models and tested scales developed by previous researchers (Vivek et al., 2012). The questions were structured to systematically address each research objective and encompass all essential variables, including the utilisation of social media platforms, content preferences, engagement behaviour, and indicators of brand loyalty.
Data Collection Procedures
Primary data has been gathered through online surveys. These surveys have been be posted in sports fan groups and on social media to reach active users within the target audience. According to Sue and Ritter (2012), this digital method allows for efficient data collection, ensures participant anonymity, and minimises interviewer bias.
For secondary data, the research has been using academic literature, industry reports, and brand publications. This information provides context and support the primary findings. Using a combination of sources makes the research more robust and allows the results to be compared against existing knowledge (Hassan, 2024). 
Data Analysis Procedures
The dependencies between the independent variables (social media strategies, types of platforms and demographic variables) and the dependent variable (brand engagement) are analysed using the multiple regression analysis in Microsoft excel. This approach will allow investigating the role of various social media strategies in the practices of the engagement behaviour of fans in parallel, and also the element of cognitive and emotional fan engagement as a mediating behaviour that ultimately translates into brand engagement behaviour (Remenyi, Onofrei and English, 2011).
Statistical procedures include:
· Descriptive analysis to summarise sample characteristics and variable distributions
· Correlation analysis to identify relationships between variables
· Multiple regression analysis to test hypotheses and identify significant predictors
[bookmark: _Toc215914564][bookmark: _Toc216228677]3.7 Population and Sample
Sample Size and Justification
This study has been enlisted by 150 participants, providing sufficient statistical power for multiple regression analysis while remaining feasible within the parameters of this dissertation research. This sample size is the minimum necessary for conducting multiple regression analysis with the included predictor variables in the study. Innocenti et al. (2020) research shows that a sample size of 150 or more is good for doing regression analysis with moderate-sized effects and power that is adequate.
Sampling Procedure
The research employs convenience and snowball sampling methods to select participants. The non-probability sampling method is warranted due to the specific characteristics required of participants (active social media users, sports enthusiasts, brand followers) and the practical constraints inherent in a dissertation study (Ting et al., 2025). 
Initial Participant Recruitment:
The recruiting tactics involved a mixture of the social media recruitment, snowball sampling, and specific outreach strategies. The use of social media to carry out recruitment allowed broad distribution of the study invitation to the platforms to make it available to different groups. The snowball sampling was especially useful in terms of widening the range of respondents because the existing respondents referred others in their circles, which led to greater coverage and trust. These methods were complemented by targeted outreach based on addressing particular communities of interest in regard to the objectives of the research, so that underrepresented voices were represented. These strategies taken together created a balanced and comprehensive recruitment process that made the study more valid (Naderifar, Goli and Ghaljaie, 2017).
The participants are categorised according to their interest as indicated by the track records of their interaction with the social media presence of target brands and active involvement in the online sports fan communities in the UK. Geographical concentration on Cardiff and London gives registration of the Welsh and English market through the UK sports consumer market.
Sample Characteristics
· Age: 18-60 years
· Location: UK-based (primarily Cardiff and London)
· Social media usage: Active on Instagram and/or Facebook
· Brand relationship: Customers or followers of JD Sports, Nike UK, or Adidas UK
· Sports interest: Self-identified sports fans with regular engagement in sports-related content. 
The sample includes a diverse mix of demographic factors such as age, gender, education level, and income. This variety makes it possible to analyse how these different demographics affect engagement patterns (Malhotra, Nunan and Birks, 2017).
[bookmark: _Toc216228678]3.8 Pilot Testing 
The pilot test was undertaken before the actual research to determine the level of clarity, reliability and validity of the survey tool. This pilot session allowed finding possible problems with wording, order, and understanding of questions (Renuse, 2024). Pilot responders indicated that the feedback showed that some of the survey questions were ambiguous and thus some of the statements in the survey were refined to be more precise and consistent. The pilot test thus enhanced the overall methodological rigour by ensuring that the instrument was purpose worthy, and it also showed responsiveness to input by the participants. These modifications promoted reliability and validity of the latter data collection.
[bookmark: _Toc215914565][bookmark: _Toc216228679]3.9 Reliability and Validity
The quantitative research employs regression analysis in Microsoft Excel to identify relationships among survey response variables. The study follows a very strict process to make sure that our work is reliable. First, the survey is written in a clear and consistent way, and it uses standardised scales to improve internal validity, among other things. After gathering the data, it organises them, gets rid of any data that wasn't collected, fixes formatting errors, and checks the math again. This careful cleaning is to make sure that the data used for the regression test is correct and trustworthy.
In regression analysis, researchers need to be very careful about choosing the right independent and dependent variables based on the research goals. Excel Data Analysis Toolpak is used for this (Rajaram , 2024).
 All the steps in the analysis are written down, as well as why the model is used and what the coefficients mean. To improve the reliability, the analysis is changed to check for consistency in the results and look into any differences. Data and regression results are securely stored on a password-protected personal computer, ensuring a level of confidentiality and integrity. This study is regarded as highly reliable due to its methodological rigour and the implementation of secure data management throughout the analytical process (Rousey , 2025).
Validity Considerations
To achieve the validity and suitability of the research results, this study was conducted in three types. These types of validities combined enable the strengthening of the research instrument and research design, which enables seeing much better conclusions (Salomão, 2024).
Content Validity: For Content validity, the items contained in the questionnaires are based on measurement scales and theoretical frameworks that ensure that the essential constructs are covered. The instrument is further validated by the fact that the academic supervisors are experts and that they have reviewed the instrument (Beck and Gable, 2021). 
Construct Validity: For Construct Validity, the research design has several measures of major constructs, which can be used to evaluate convergent and discriminant validity based on correlation. Factor analysis can be utilised to validate what the measurement scale is actually structured (Ratherford, 2025). 
External Validity: For ensuring External Validity, the choice of sampling strategy and the characteristics of the target population make it possible to generalise the findings to the wider UK sports fan population, but it is recognised that non-probability sampling methods are used (Bhattacherjee, 2019). 
Anticipated Problems and Mitigation Strategies
Various possible pitfalls were also recognised and overcome using methodological design decisions:
[bookmark: _Toc215914566][bookmark: _Toc216228680]3.10 Response Bias
The survey was conducted on the internet, and respondents were anonymous, thus minimising social desirability bias. There are several reverse-coded items that assist in the recognition of patterns of responses. 
Sample Representativeness: Although convenience sampling restricts representativeness, active social media user targeting and sports fan targeting guarantee that the sample is relevant to the research aims (Mayer, 2021). 
Non-Response Bias: Response rates are maximised through follow-up reminders as well as incentive considerations. The 4-6 weeks data collection timeframe have been provided enough time to participate in it without violating research timeframes.
[bookmark: _Toc215914567][bookmark: _Toc216228681]3. 11 Limitations and Ethics of the Research
Several methodological limitations must be acknowledged:
Sampling Limitations: Convenience and snowball sampling restrict the ability of generalisation of the findings to the wider UK population. Findings are likely to be skewed towards more active social media users and active sports fans (Bryman, 2016).
Cross-Sectional Design: This research technique only seeks data at a single point, which does not allow drawing causal conclusions or tracking the evolution process of engagement patterns. 
Self-Report Data: This can be because reliance on self-reported data of the participants can cause distortion in the self-reported behaviours. Real patterns of social media engagement could be different to the reported patterns. 
Limited Platform: Instagram and Facebook are the main platforms. Focusing on Instagram and Facebook has been excluded other platforms that could impact the engagement patterns among fans (TikTok, Twitter/X, YouTube) (Dillman, Smyth and Christian, 2014). 
Geographic Scope: Focusing on Cardiff and London might not adequately reflect the practice of engagement throughout the UK and cultural backgrounds.
Research Ethics
This research's moral framework is founded on openness, respect, and scholarly integrity. During the research design phase, ethical approval was considered, ensuring that all procedures adhered to institutional and professional standards (See Appendix C) . The participants were fully informed about the study's purpose, scope, and voluntary nature, and consent was obtained prior to data collection. They were told that they could leave at any time without having to pay a fine (Resnik, 2020). The study did not collect sensitive personal information unless it was necessary and justified by the research objectives. To protect the participants' identities and keep their trust, anonymity and confidentiality were strictly enforced (British Psychological Society, 2021).
To keep the information safe, all the data was only kept on a personal, secure computer. This device is password-protected, encrypted, and not shared with anyone else. This makes it less likely that someone gets into it without permission or steal data. The researcher has full control over the data because there were no cloud-based systems or third-party storage services used. The computer has the latest antivirus software and follows the best cybersecurity rules. This practice demonstrates a commitment to responsible data stewardship and compliance with the UK Data Protection Act 2018 (Podsakoff et al., 2003).
Besides protecting data, the ethical issue was also applied to the interpretation and presentation of the results. The researcher was also objective during the interpretation process without bias or manipulation. Sources of secondary data used were ethical and cited accordingly. The research neither addresses vulnerable populations nor high-risk procedures nor presents any physical, psychological, or reputational harm to the participants. Results will be disclosed in an honest and unbiased manner, adding to the professionalism and openness of the academic procedure. In sum, this ethical practice can guarantee research that is carried out in a manner of integrity, respect for the participants, and responsible scholarship.
[bookmark: _Toc215914568][bookmark: _Toc216228682]3.11 Conclusion 
The chapter on methodology has given in-depth justification for the research design that was used in the research on the influence of social media on brand engagement among fans in UK sports marketing. Using the Research Onion model developed by Saunders, a positivist philosophy and deductive approach is implemented in the study with the help of a quantitative survey strategy to gather data from 150 sports fans in the UK.
The research designs selected are also suitable for the purpose of the study and the measurement of the statistical relationship between the variables of social media strategy and fan engagement. Despite certain weaknesses in terms of the sampling and design, the methodology is already sturdy enough to address the research questions and bring important findings to the sphere of sports marketing.  
The ethical strategy safeguards the subjects and data encryption, which gives the study the chance to gather and study engagement behaviours of fans without any risk to participants. 
[bookmark: _Toc215914569][bookmark: _Toc216228683]3.12 Project Timeline
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[bookmark: _Toc215942153][bookmark: _Toc216227836][bookmark: _Toc216228724]Figure 7: Project Timeline


[bookmark: _Toc216228684]Chapter 4: Data Analysis
[bookmark: _Toc216228685]4.1 Introduction
The chapter outlines the analysis of primary data from 150 sports fans in the UK in terms of their social media use with sports brands, namely, JD Sports, Nike UK, and Adidas UK. The analysis takes into consideration the research purpose that includes learning the effects of social media strategies in shaping brand engagement behaviour and feelings of fans towards sports brands in the UK market. Through the use of a Describe-Analyse-Synthesise framework, this chapter logically focuses on descriptive statistics, inference analyses, and the application of findings to theoretically founded perspectives that are developed in the literature review (Das, 2011). 
The chapter is organised in such a way that each of the research objectives is covered in sequential order, with the starting point of demographic profiling and further on including platform-specific engagement patterns, content strategy effectiveness, relationship marketing outcomes, and impacts of engagement metrics. The statistical analysis consists of descriptive frequencies, correlation analysis, regression modelling, ANOVA tests, and chi-square tests to give strong empirical evidence (Hsiao, Tang and Su, 2021). Every conclusion is put into context in the current literature of sport marketing, which guarantees both conceptual and practical interest.
[bookmark: _Toc216228686]4.2 Descriptive Statistics
[bookmark: _Toc216228687]4.2.1 Demographic Profile of Respondents
The demographic structure of the sample shows that there is a high pattern when it comes to the UK sports marketing targeting. The table indicates a very strong male hegemony with 74% (n=111) in comparison with the female respondents (26%, n=39) who represent the other side of the table (see table 1). Such a gender bias is consistent with the literature that shows sports brand activity on social media shows gender-specific trend distribution (Vale and Fernandes, 2018), although it also implies a possibility of sampling constraints which should be recognised.
	Gender
	Frequency
	Percentage

	Male
	111
	74.00%

	Female
	39
	26.00%

	Total
	150
	100.00%


[bookmark: _Toc215537946][bookmark: _Toc215927639][bookmark: _Toc215942164][bookmark: _Toc216227847]Table 1: Gender Distribution of Respondents.
Analysis of age distribution indicates that the sample is youth orientated. 70.67% (n=106) of the respondents were aged 18-29 years, with the next age group being 30-44 years at 21.33% (n=32) (Figure 8). This age group is aligned with the current studies that make it clearer that younger generations are more prone to sports activities in social media (Abeza, 2023; Su et al., 2020). The 18–29-year-old group is the most dominant, which is indicative of the digital nature of the generation, having been defined as having been subjected to sport mostly via mobile and social mediums in comparison to traditional broadcast media (Naraine, 2019).
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[bookmark: _Toc215537936][bookmark: _Toc215927627][bookmark: _Toc215929728][bookmark: _Toc215942154][bookmark: _Toc216227837][bookmark: _Toc216228725]Figure 8: Gender Distribution of Respondents.
The respondents were mainly based in London (68%, n=102) and Cardiff (32%, n=48). The distribution has been useful in comparative analysis of the engagement patterns in England and Wales, which are the constituent countries of the UK but have a different sport culture and similar digital infrastructure. The concentration in London corresponds to market penetration techniques of large sportswear retailers, since the densities and marketing urgency in metropolitan regions are usually greater (Stuetzer, 2023). 
[bookmark: _Toc216228688]4.2.2 Platform Usage Patterns
The preferences of social media platforms by analysing the preferences of social media platforms, The research shows the complex multi-platform engagement behaviours of the sports fans in the UK. As shown in Table 2, the most common usage pattern is the one that assumes engaging in the use of Instagram, Facebook, Twitter/X, TikTok, and YouTube at the same time (22%, n=33); then it is the use of Instagram-Twitter/X-TikTok-YouTube combinations (14.67%, n=22). It is also important to note that a small number of single-platform users make up the minority (21 of them are Facebook-only users and 16 of them are Instagram-only users).
	Platform Combination
	Frequency
	Percentage

	Instagram, Facebook, Twitter/X, TikTok, YouTube
	33
	22.00%

	Instagram, Twitter/X, TikTok, YouTube
	22
	14.67%

	Facebook (single platform)
	21
	14.00%

	YouTube (single platform)
	18
	12.00%

	Instagram (single platform)
	16
	10.67%

	Other combinations
	40
	26.66%

	Total
	150
	100.00%


[bookmark: _Toc215537947][bookmark: _Toc215927640][bookmark: _Toc215942165][bookmark: _Toc216227848]Table 2: Social Media Platform Usage Patterns.
The focus on integrated digital practices, focus of the literature on multi-platform engagement practices, is supported by this multi-platform engagement pattern (Abeza et al., 2018; Santos et al., 2019). The popularity of visually orientated platforms (Instagram, TikTok, and YouTube) is consistent with the studies that have found that short-form video content creates 3.2 times the engagement rates compared with textual content when using virtual platforms to market sports (Su et al., 2020). At the same time, the continuing popularity of usage among the younger demographics may explain the continuation of Facebook usage, despite its perceived decrease in popularity, as it still serves an important role in community-building purposes in sports brand interaction (Bala, 2024). 
[bookmark: _Toc216228689]4.2.3 Engagement Metrics Overview
Engagement-related variables are analysed in descriptive mode, as the mean scores of the measurements in all the dimensions are high (consistently). This gives the impression of high levels of engagement of the sample (in general). The composite Engagement Index had a mean of 4.26 (SD=0.56), and the scores of Platforms_Engagement (3.86), Content_Satisfaction (4.10) and Brand Connection (3.88) on five-point Likert scales (Figure 2).
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[bookmark: _Toc215537937][bookmark: _Toc215927628][bookmark: _Toc215929729][bookmark: _Toc215942155][bookmark: _Toc216227838][bookmark: _Toc216228726]Figure 9: Distribution of Engagement Index.
Analysis of the variables of engagement on individual levels shows the strongest consensus on the variables of visual content influence (M=4.37, SD=0.55) and platform efficiency in product discovery (M=4.09, SD=0.31). The mean scores of the top 10 variables involved in engagement are presented in Figure 3, which indicates that the highest score (M=4.85) was recorded by Which social media platform, then Visual content (images, videos), and lastly, Engagement Index. These results support the study by Zhang and Su (2022), who have established that in situations of Instagram sports marketing, visual storytelling produces 2.3 times more engagement as compared to individual posts.
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[bookmark: _Toc215537938][bookmark: _Toc215927629][bookmark: _Toc215929730][bookmark: _Toc215942156][bookmark: _Toc216227839][bookmark: _Toc216228727]Figure 10: Mean Scores of Top 10 Questions.
Figure 4 shows the intensity of engagement with content of visual character reveal that the engageability of visual content is highest (M=4.17), the probability to engage (M=4.13), and the frequency of interaction is the lowest (M=3.46). This trend indicates that although fans consider themselves to be very engaged and sensitive to good content, behavioural engagement (determined by the number of interactions) is more moderate, which means there should be a disjunction between attitudes and behaviour engagement that can be addressed with strategic priorities (Hollebeek, Glynn and Brodie, 2014).
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[bookmark: _Toc215537939][bookmark: _Toc215927630][bookmark: _Toc215929731][bookmark: _Toc215942157][bookmark: _Toc216227840][bookmark: _Toc216228728]Figure 11: Distribution of Engagement Intensity.
[bookmark: _Toc216228690]4.3 Research Objective 1: Role of Social Media Platforms in Shaping Brand Engagement
[bookmark: _Toc216228691]4.3.1 Platform Effectiveness and Engagement Correlation
The first of the research objectives that explored the influence of social media platforms on fans' brand Engagement in the UK sports organisations was used to address the correlation analysis by relating platform-related variables with Measures of overall engagement. Figure 5 shows that there is a very strong positive (r=0.936, p<0.001) relationship between Platform Engagement and Overall Engagement Index, meaning that the choice of a platform and the reverse of the level of intense usage have a significant impact on the overall brand engagement.
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[bookmark: _Toc215537940][bookmark: _Toc215927631][bookmark: _Toc215929732][bookmark: _Toc215942158][bookmark: _Toc216227841][bookmark: _Toc216228729]Figure 12: Platform Engagement vs Overall Engagement.
The results of ANOVA testing have indicated statistically significant differences in the level of engagement by demographic groups based on effectiveness of platform discovery. In particular, chi-square analysis (Table 3) showed that there exists significant correlation between gender and platform discovery effectiveness (χ²=6.36, p=0.042), and there exists significant correlation between age group and platform discovery effectiveness (χ²=47.77, p<0.001). The younger group (18-29 years) showed much more favourable scores in platform discovery (M=4.21) in comparison to older age groups (30-44: M=3.84; 45-59: M=3.67), which confirms that young age groups use social platforms to discover platforms more efficiently (Naraine, 2019).
	Variable Comparison
	Chi-Square (χ²)
	P-Value
	Significant

	Gender × Platform Discovery
	6.36
	0.042
	Yes

	Age Group × Platform Discovery
	47.77
	<0.001
	Yes

	Location × Platform Discovery
	0.73
	0.693
	No


[bookmark: _Toc215537948][bookmark: _Toc215927641][bookmark: _Toc215942166][bookmark: _Toc216227849]Table 3: Chi-Square Analysis of Platform Discovery by Demographics.
The identified results are consistent with the Uses and Gratification Theory, according to which the choice of platforms varies based on the motivations of users and the gratifications that platforms offer (Bhatiasevi, 2024). The information indicates that younger sports fans can easily satisfy their entertainment and identity formation needs using Instagram and TikTok, whereas unconsciously older demographics can continue to use Facebook as an information-seeking and community-belonging platform. This platform-specific differentiation requires content strategy segmentation based on the platform affordances and user expectations (Geurin and Clavio, 2015).
[bookmark: _Toc216228692]4.3.2 Regression Analysis: Platform Impact on Engagement
Strong explanatory power was obtained with one model (Model 1) that pursued the predictors of the overall Engagement Index with R²=0.899 and Adjusted R²=0.893, which implies that the model accounts for 89.3% of the variance in the engagement levels. The prediction factor was determined as platform selection (β=0.124, p<0.05), the level of engagement with visual content (β=0.281, p<0.001) and platform aptitude for discovery (β=0.340, p<0.001).
Regression model shows that, on average, a one-unit growth in platform engagement scores results in an overall growth in engagement of 0.124 units, given other factors being held constant. This empirical data confirms such theoretical postulation of the Brand Engagement Theory that platforms are not only forms of communication but also interactive environments that facilitate cognitive, emotional, and behavioural aspects of engagement (Hollebeek, Glynn, and Brodie, 2014; Santos et al., 2019).
Remarkably enough, though, the demographic variables (gender, age, location) showed less predictive power in the model, indicating that the drivers of engagement are less susceptible to demographic segmentation and are more significantly quality content, functionality on the platform, and interaction design. The observation invalidates the demographics targeting model of previous times and advocates modern changes towards psychological and behavioural marketing in sports (Huettermann, Uhrich and Koenigstorfer, 2019).
[bookmark: _Toc216228693]4.4 Research Objective 2: Content Types and Fan Engagement Behaviours
[bookmark: _Toc216228694]4.4.1 Content Preferences and Engagement Patterns
To determine the extent of this, Cronbachs Alpha is used to measure internal consistency to identify the degree to which a set of survey items is consistently aligned with one theoretical question. In the present research, it tested the Content, Platform, and Engagement scales. The content construct recorded high reliability (α=0.888), which proves that the items of satisfaction were the same. Nevertheless, the values of the low scores of Engagements (α=0.496) and Platform (α=0.230) indicate the multidimensionality of the constructs instead of weaknesses in measurement. As observed in the analysis, fan engagement consists of a series of different cognitive, emotional and behavioural aspects that are not necessarily interdependent within other platforms.
The second objective of the research, to investigate the relationship between the types of content of social media and the behaviour of fans, demonstrated the strong preference for a certain type of content. The content satisfaction analysis (α=0.888) indicates great internal consistency, which proves the reliability of the measurement scale (Figure 6). 
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[bookmark: _Toc215537941][bookmark: _Toc215927632][bookmark: _Toc215929733][bookmark: _Toc215942159][bookmark: _Toc216227842][bookmark: _Toc216228730]Figure 13: Cronbach's Alpha Reliability Scores.
Figure 13 represents the preferences as far as content types are concerned; the majority of respondents shared the same opinion: 83.1% of respondents agreed and 14.9% strongly agreed with the question about assumed behind-the-scenes information and sport endorsers, with the remaining 2.0% expressing neutrality.
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[bookmark: _Toc215537942][bookmark: _Toc215927633][bookmark: _Toc215929734][bookmark: _Toc215942160][bookmark: _Toc216227843][bookmark: _Toc216228731]Figure 14: Content Type Preferences.
The results of the Correlation analysis (Figure 8) indicate that visual content (images, videos) has strong positive relationships to several dimensions of engagement: Platform Engagement (r=0.389, p<0.001), Content Satisfaction (r=0.675, p<0.001), and Brand Connection (r=0.408, p<0.001). 
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[bookmark: _Toc215537943][bookmark: _Toc215927634][bookmark: _Toc215929735][bookmark: _Toc215942161][bookmark: _Toc216227844][bookmark: _Toc216228732]Figure 15: Correlation Matrix of Key Variables.
Even higher correlations with Content Satisfaction (r=0.647, p<0.001) and Brand Connection (r=0.524, p<0.001), which can be supported by the industry observation that authentic content that can disclose personalities produces better engagement than promotional messages (Doyle, Su and Kunkel, 2020).
	Content Type
	Platform Engagement
	Content Satisfaction
	Brand Connection

	Visual Content (Images/Videos)
	0.389***
	0.675***
	0.408***

	Behind-the-Scenes Content
	0.469***
	0.647***
	0.524***

	Personalised Communications
	0.484***
	0.787***
	0.499***


[bookmark: _Toc215537949][bookmark: _Toc215927642][bookmark: _Toc215942167][bookmark: _Toc216227850]Table 4: Correlation Analysais – Content Types and Engagement Dimensions.
Note: *** indicates p<0.001.
These results coincide with the point of the central route processing in the Elaboration Likelihood Model, where substantive, informative processes conclude cognitive intricacy in contrast to peripheral signals such as celebrity endorsements alone (Kunkel, Walker and Hodge, 2018). The positive relationship exists between personalised communications and content satisfaction there (r=0.787), which is especially in support of the role that customisation plays in enhancing brand relationships as outlined in relationship marketing literature (Kenton, 2025)
[bookmark: _Toc216228695]4.4.2 Content Strategy Implications
The ANOVA test was conducted to understand if there were differences in preferences between demographic groups with regard to content types. The findings showed non-significant differences in the visual content preference among the age groups (F=16.50, p=0.001); the means of younger respondents (18-29) (M=4.42) were much higher than older age groups (30-44: F=4.19; 45-59: F=3.89). The discovery confirms the studies that show that Generation Z and younger Millennials are highly orientated at visual-first communication, which follows their exposure to the visual platforms on Instagram, Snapchat, and TikTok (Su et al., 2020).
Interestingly, again, the content preference for behind-the-scenes showed less age difference (F=6.69, p<0.001, but with a lower effect size), indicating that the authenticity/transparency appeals are appealing to all demographic groups. This is universalism of authentic content complying with Social Identity Theory since it is assumed that fans require content that allows identifying with teams, athletes, and brand communities irrespective of age (Vale and Fernandes, 2018).
The functional implication for UK sports brands is presenting content platforms differently according to their targeted user base of users to ensure that they remain authentic as a universal content pillar. The Instagram and TikTok campaign that would be developed in this context should focus on short-form video content presenting athlete personas and behind-the-scenes content, whereas the Facebook-based strategy would be based on longer-form content and community-building efforts (Mishnick and Wise, 2024).
[bookmark: _Toc216228696]4.5 Research Objective 3: Relationship Marketing Strategies and Customer Lifetime Value
[bookmark: _Toc216228697]4.5.1 Engagement Impact on Loyalty and Retention Indicators
The third research question that studied the role of relationship marketing strategies in customer lifetime value and fan retention focused on the characteristics of variables that measured the repeat purchase intention, brand loyalty, and continued engagement. The paradigm of correlation analysis shows extremely close relationships between indicators of engagement and retention. Figure 9 showed that brand loyalty had correlations of r=0.732 with overall engagement (p=0.001) and repeat purchase intention r=0.741 (p=0.001).



	Code
	Q1
	Q2
	Q3
	Q5
	Q6
	Q7
	Q8
	Q9
	Q10
	Q11
	Q12
	Q13
	Q14
	Q15
	Q16
	Q17
	EI
	PE
	CS
	BC

	Q1
	1
	-0.06
	0.18
	0.11
	0.18
	0.14
	0.12
	0.39
	0.06
	-0.24
	0.08
	0.13
	0.14
	0.17
	0.11
	0.12
	0.18
	0.21
	0.17
	0.21

	Q2
	-0.06
	1
	0.01
	-0.21
	0.42
	0.28
	0.27
	0.24
	0.33
	0.26
	0.24
	0.28
	0.27
	0.31
	0.36
	0.31
	0.03
	0.15
	0.35
	0.16

	Q3
	0.18
	0.01
	1
	-0.01
	0.02
	0.01
	-0.03
	0.15
	0.09
	-0.06
	-0.01
	0.04
	0.06
	0.02
	0.06
	0.07
	0.02
	0.04
	0.06
	0.04

	Q5
	0.11
	-0.21
	-0.01
	1
	-0.06
	0.13
	-0.04
	-0.14
	-0.06
	-0.17
	-0.19
	-0.06
	-0.12
	-0.05
	-0.06
	0.01
	0.83
	0.62
	-0.14
	0.6

	Q6
	0.18
	0.42
	0.02
	-0.06
	1
	0.65
	0.67
	0.47
	0.6
	0.38
	0.54
	0.6
	0.58
	0.55
	0.6
	0.55
	0.36
	0.53
	0.68
	0.56

	Q7
	0.14
	0.28
	0.01
	0.13
	0.65
	1
	0.61
	0.21
	0.44
	0.34
	0.45
	0.49
	0.43
	0.44
	0.37
	0.38
	0.47
	0.54
	0.51
	0.56

	Q8
	0.12
	0.27
	-0.03
	-0.04
	0.67
	0.61
	1
	0.29
	0.55
	0.48
	0.48
	0.54
	0.49
	0.45
	0.58
	0.53
	0.37
	0.47
	0.65
	0.52

	Q9
	0.39
	0.24
	0.15
	-0.14
	0.47
	0.21
	0.29
	1
	0.64
	0.18
	0.43
	0.49
	0.5
	0.55
	0.57
	0.54
	0.2
	0.47
	0.75
	0.47

	Q10
	0.06
	0.33
	0.09
	-0.06
	0.6
	0.44
	0.55
	0.64
	1
	0.63
	0.69
	0.73
	0.74
	0.73
	0.8
	0.74
	0.42
	0.67
	0.91
	0.69

	Q11
	-0.24
	0.26
	-0.06
	-0.17
	0.38
	0.34
	0.48
	0.18
	0.63
	1
	0.59
	0.59
	0.53
	0.45
	0.55
	0.47
	0.19
	0.39
	0.67
	0.41

	Q12
	0.08
	0.24
	-0.01
	-0.19
	0.54
	0.45
	0.48
	0.43
	0.69
	0.59
	1
	0.64
	0.68
	0.6
	0.64
	0.58
	0.24
	0.48
	0.79
	0.5

	Q13
	0.13
	0.28
	0.04
	-0.06
	0.6
	0.49
	0.54
	0.49
	0.73
	0.59
	0.64
	1
	0.83
	0.69
	0.73
	0.64
	0.44
	0.63
	0.84
	0.64

	Q14
	0.14
	0.27
	0.06
	-0.12
	0.58
	0.43
	0.49
	0.5
	0.74
	0.53
	0.68
	0.83
	1
	0.8
	0.7
	0.64
	0.38
	0.58
	0.82
	0.6

	Q15
	0.17
	0.31
	0.02
	-0.05
	0.55
	0.44
	0.45
	0.55
	0.73
	0.45
	0.6
	0.69
	0.8
	1
	0.79
	0.69
	0.44
	0.63
	0.81
	0.64

	Q16
	0.11
	0.36
	0.06
	-0.06
	0.6
	0.37
	0.58
	0.57
	0.8
	0.55
	0.64
	0.73
	0.7
	0.79
	1
	0.79
	0.44
	0.64
	0.84
	0.66

	Q17
	0.12
	0.31
	0.07
	0.01
	0.55
	0.38
	0.53
	0.54
	0.74
	0.47
	0.58
	0.64
	0.64
	0.69
	0.79
	1
	0.48
	0.65
	0.77
	0.66

	EI
	0.18
	0.03
	0.02
	0.83
	0.36
	0.47
	0.37
	0.2
	0.42
	0.19
	0.24
	0.44
	0.38
	0.44
	0.44
	0.48
	1
	0.94
	0.4
	0.93

	PE
	0.21
	0.15
	0.04
	0.62
	0.53
	0.54
	0.47
	0.47
	0.67
	0.39
	0.48
	0.63
	0.58
	0.63
	0.64
	0.65
	0.94
	1
	0.68
	1

	CS
	0.17
	0.35
	0.06
	-0.14
	0.68
	0.51
	0.65
	0.75
	0.91
	0.67
	0.79
	0.84
	0.82
	0.81
	0.84
	0.77
	0.4
	0.68
	1
	0.7

	BC
	0.21
	0.16
	0.04
	0.6
	0.56
	0.56
	0.52
	0.47
	0.69
	0.41
	0.5
	0.64
	0.6
	0.64
	0.66
	0.66
	0.93
	1
	0.7
	1


[bookmark: _Toc216227851]Table 5: Top 15 Significant Correlations.
	Code
	Description

	Q1
	1. What is your gender?

	Q2
	2. What is your age group?

	Q3
	3. Which city are you primarily based in?

	Q5
	5. Which social media platform do you most frequently use to follow or interact with UK sports brands?

	Q6
	6. Social media platforms are effective in helping me discover new products or services from UK sports brands.

	Q7
	7. Social media platforms have increased my overall engagement with UK sports brands compared to traditional advertising methods.

	Q8
	8. I am more likely to engage with (like, share, comment) behind-the-scenes content and athlete endorsements from sports brands.

	Q9
	9. How frequently do you interact with (like, comment, share) content posted by UK sports brands on social media per month?

	Q10
	10. Based on your answer in Q9, I frequently interact with (like, comment, share) content posted by UK sports brands on social media.

	Q11
	11. Visual content (images, videos) from sports brands on social media influences my purchasing decisions more than text-based content.

	Q12
	12. Personalised social media communications from sports brands (targeted ads, customised content) make me feel more connected to the brand.

	Q13
	13. I am likely to remain loyal to a sports brand that regularly engages with me through social media.

	Q14
	14. Social media interactions with UK sports brands have influenced me to make repeat purchases from the same brand.

	Q15
	15. When I see high engagement numbers (many likes, shares, comments) on a sports brand's social media post, it increases my trust.

	Q16
	16. I am more likely to purchase from a sports brand that has a strong social media presence with active community engagement.

	Q17
	17. The number of followers and engagement metrics on a sports brand's social media accounts influences my perception of the brand's quality.

	EI
	Engagement_Index

	PE
	Platform_Engagement

	CS
	Content_Satisfaction

	BC
	Brand_Connection


[bookmark: _Toc216227852]Table 6: Legend: Code to Question Mapping.
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[bookmark: _Toc215537944][bookmark: _Toc215927635][bookmark: _Toc215929736][bookmark: _Toc215942162][bookmark: _Toc216227845][bookmark: _Toc216228733]Figure 16: Top 15 Significant Correlations.
Figure 16 shows the most relevant top 15 correlations, which include most of the correlations between the social media interactions and the loyalty results. It is worth noting that the correlation between Social media interactions and my making repeat purchases is r=0.797 (p<0.001), and I am likely to remain loyal. Social media interactions influenced repeat purchases r=0.835 (p<0.001). These results are empirically justified by the Connected Customer Lifetime Value model developed by Weinberg and Berger (2011), who reveal that engagement in social media does result in the creation of empirical value in the form of retention mechanisms.
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The use of age-based patterns of engagement (Figure 10) shows that older age groups (60+), (45-59), (18-29), and (30-44) have the greatest mean engagement indices (M = 4.56, 4.46, 4.30, and 4.04, respectively). It is paradoxical that in this case, the aged respondents are more likely to show engagement despite lesser usage rates on the platform, which is why an assumption that older demographics are more committed and loyal when engaging with sports brands in social media is made. This trend can be attributed to the fact that the studies show that loyal customers exhibit greater lifetime value irrespective of frequency of transaction (Chouaten et al., 2024).
[bookmark: _Toc216228698]4.5.2 Relationship Marketing Effectiveness
Analysis of the level of personalised communication effectiveness indicates that 76.67% and 18% of the respondents say 'Agree' and 'Strongly Agree', respectively, that personalised social media communications lead to greater brand connection. Warning signal: Regression analysis (Model 2) of predictors of Platform. Engagement resulted in the visual content being more predictive of engagement (β=0.492, p<0.001) compared to platform-personalised communications (β=0.170, p<0.001).
	Predictor Variable
	Coefficient (β)
	Std Error
	P-Value

	Personalised Communications
	0.17
	0.029
	<0.001

	Visual Content
	0.492
	0.031
	<0.001

	Platform Discovery Effectiveness
	0.093
	0.027
	<0.01

	Model R²
	0.754
	 
	 

	Adjusted R²
	0.739
	 
	 


[bookmark: _Toc215537950][bookmark: _Toc215927643][bookmark: _Toc215942168][bookmark: _Toc216227853]Table 7: Regression Model Summary - Platform Engagement Predictors.
The results confirm the Relationship Marketing Theory in theory that long and personal communication improves the quality of relationships (Zinkhan, 2002). The fact that the personalisation effect size is relatively lower than the visual content one indicates that, although customisation is important, it typically does not work as a strategy on its own but in conjunction with creative and high-quality content. It is also consistent with the modern sports marketing best practice that focuses on genuine storytelling supported by targeted personalisation as opposed to using promotional targeting (Mills et al., 2022).
The customer lifetime value implications are high. It has been shown that retaining customers by 5% can boost profits between 25 and 95% (Chouaten et al., 2024). Based on the high levels of association between social media activity and loyalty measure noted in the current paper, the UK sports brands must focus on relationship-building content strategies that create emotional engagement and long-lasting interaction instead of transactional promotional messages.
[bookmark: _Toc216228699]4.6 Research Objective 4: Platform-Specific Engagement Metrics and Emotional Connections
[bookmark: _Toc216228700]4.6.1 Engagement Metrics and Brand Perception
The fourth study aim on the effect of the platform-specific measures of engagement on the brand equity and retention of fans was to determine the effect of visible engagement features (likes, shares, comments) on brand perceptions and purchase intentions. This is analysed to determine that 84% of the respondents are in agreement and strongly agree that high engagement figures lead to brand trust, and 86.67% of respondents asserts that high social media presence and active engagement by a community have an effect on purchases (Pathak, Rishikaysh Kaakandikar and Nim, 2024).
Any analysis of correlation (Figure 8) shows that the metrics of engagement visibility have strong positive correlations with several outcome variables: brand perception (r=0.693, p<0.001), purchase intention (r=0.789, p<0.001), and brand trust (r=0.797, p<0.001). These associations indicate that engagement instruments are social proof mechanisms and take advantage of bandwagon effects in which consumers discern the quality and popularity of a brand by observable signs of community interaction (Huettermann, Uhrich and Koenigstorfer, 2019).
	Engagement Metric Perception
	Brand Trust
	Purchase Intention
	Brand Perception

	High Engagement Increases Trust
	1
	0.789***
	0.693***

	Follower Count Influences Perception
	0.692***
	0.665***
	1

	Active Community Engagement
	0.730***
	0.793***
	0.679***


[bookmark: _Toc215537951][bookmark: _Toc215927644][bookmark: _Toc215942169][bookmark: _Toc216227854]Table 8: Engagement Metrics Impact on Brand Outcomes.
Note: *** indicates p<0.001.
This effect corresponds with the Social Identity Theory, which states that members of groups form their self-concept based on their belonging to the group and strive to be a part of succeeding and famous groups (Koo et al., 2025). The level of engagement is high, which is an indicator of successful brand communities, hence gaining more fans who desire identity affiliation and belonging. This forms positive regional cycles where participation creates more participation, and there is strategic significance in building the initial momentum in the community (Bornstein, Jager and Putnick, 2013).
[bookmark: _Toc216228701]4.6.2 Platform-Specific Emotional Connection Patterns
The indicators of emotional connection are analysed according to the level of interaction with the platform and show subtly subtle patterns. Figure 5 shows that the results reveal that Platform Engagement scores and the Overall Engagement Index have a very strong linear correlation (r=0.936), and the slope of the trend line is y=0.26x-0.61. This strong correlation proves the idea that scales of emotional engagement depend on the level of interaction with the platform, which confirms the idea of engagement as a cumulative psychological state due to repetitive positive interactions (Vivek, Beatty and Morgan, 2012).
The chi-square analysis of the relationships between the variables of platform discovery effectiveness and emotional connection revealed that there was significant correlation between the two variables (χ²=47.77, p<0.001) (McHugh, 2013). Platform discovery effectiveness was higher in respondents who responded that they had high emotional feelings (82% "Strongly Agree"), contrary to their less emotionally discovered respondents (54% "Strongly Agree). The observation indicates that brands could be discovered with ease and content could be accessed effortlessly, thus initiating greater emotional attachment, probably by eliminating friction in the fan-brand relationship (Dineva, Lee and Mangio, 2024).
Implications for the UK sports brands would be strategic optimisation of platform-related options that allow content discovery, like the Explore feed of Instagram, the For You page on TikTok, and YouTube recommendations. With a strategic approach to hashtags and the use of trending audio, as well as algorithmic optimisation to ensure content is seen in the discovery feeds of fans, it allows the brands to gain visibility among high-propensity audiences and harness emotional effects through repeated positive exposures (Sotiriadou et al., 2024).
[bookmark: _Toc216228702]4.7 Reliability and Validity Assessment
[bookmark: _Toc216228703]4.7.1 Reliability Analysis
The three main constructs that were assessed in terms of reliability were Engagement (α=0.496), Platform (α=0.230), and Content (α=0.888) (Figure 13). Content construct also shows high internal consistency (α = 0.888), which points significantly above the traditional benchmark of 0.70. This good reliability means that the items used to measure satisfaction and preferences towards content are constant in their intended construct (Taber, 2018).
The reliability of the Engagement construct (α=0.496) is less than acceptable levels, though, and at the same time, the Platform construct (α=0.230) has low internal consistency. These reduced alpha scores probably represent the multidimensional character of the engagement and platform constructs and not measurement weakness. Engagement is a cognitive, emotional and behavioural phenomenon which does not need to show a strong correlation even when all these elements are reflected in overall engagement (Huettermann, Uhrich and Koenigstorfer, 2019). Likewise, preference platforms might not constitute a homogenous construct but rather may clearly show different patterns of use (Barbera et al., 2021).
[bookmark: _Toc216228704]4.7.2 Validity Considerations
The validity of the content was confirmed by the fact that the questionnaire was grounded in the theoretical frameworks previously developed by scholars (Brand Engagement Theory, Relationship marketing Theory, and Social Identity Theory) and linked to characteristics of valid measurements used in previous studies (Brodie et al., 2011). Construct validity is supported by the high levels of correlation between variables which are theoretically related (e.g., visual content and engagement, r=0.675; personalisation and loyalty, r=0.642).
The high correlations that exist between engagement measures and behavioural consequences (loyalty, purchase intention) indicate that criterion validity is attained since the measures have been effective in predetermined outcomes as anticipated. The great explanatory ability of the regression models (Model 1: R² = .899; Model 2: R² = .754) further supports the validity of the measures to explain significant variance in relationships related to engagement (Taylor, 2025).
The constraints of the research in terms of external validity are due to the convenience sampling approach, as well as demographic bias characterised by responding to younger and male respondents based in London and Cardiff. As much as the sample features are representative of the general consumers of social media sporting content, care must be taken in generalisation to the population in the UK. External validity could be enhanced in future studies through probability sampling in various regions in the UK (Etikan, Musa and Alkassim, 2016). 
[bookmark: _Toc216228705]4.8 Conclusion
The better part of this data analysis chapter has addressed the four research objectives in a systematic way depending on the strong quantitative analysis of survey data on 150 sports fans in the UK. The results are empirical evidence of the crucial influence of the social media strategies on the brand engagement of fans in sports marketing in the UK context.
Significant results indicate that: (1) selection and functionality of platforms have a significant influence on total engagement, and multi-platform strategies are more effective than single-platform approaches; (2) visual content, especially the content created behind the scenes and authentic athlete content, has a more substantial impact on engagement than promotional content; (3) social media engagement strongly predicts the outcome of loyalty and retention, and the customer lifetime value model works; and (4) the visible metrics of engagement are social proof mechanisms, which affect the perceptions and intentions to buy the brand (Gaetche , 2020).
Through these findings, the theory is reinforced and can be applied to the pre-existing theoretical frameworks, including Brand Engagement Theory, Relationship Marketing Theory, and Social Identity Theory, in the context of sports brand marketing in the UK. These good positive correlations between the engagement metrics and commercial metrics (loyalty, retention and purchase intention) prove the fact that the social media engagement is not just about vanity, but it ensures calculable business value by strengthening relationships and community building.
These findings has been interpreted in the subsequent chapter within the larger theoretical and industry framework and implications for the UK sports marketing practitioners and recommendations for the strategy to maximise use of social media engagement strategies will be provided.
[bookmark: _Toc215607734][bookmark: _Toc216228706]Chapter 5: Conclusion and Recommendation 
[bookmark: _Toc215607735][bookmark: _Toc216228707]5.1 Introduction
The chapter is a synthesis of the principal findings of this study on the influences of social media in fan brand interaction in sport marketing in the UK, with specific reference to JD Sports, Nike UK, and Adidas UK. The chapter includes findings derived as a result of the quantitative analysis, offers evidence-based managerial practice recommendations, describes the theoretical input, and draws the research limitations and future research directions. The study has fulfilled a gap in knowledge on the impact of social media strategies on fan engagement behaviours on customer lifetime value in the UK sportswear industry, which is highly competitive.
[bookmark: _Toc215607736][bookmark: _Toc216228708]5.2 Summary of Main Findings and Achievement of Research Objectives
This research has effectively supported empirical evidence that provides the importance of social media platforms in the position of fan brand engagement in UK sports marketing. The results confirm that social media has essentially altered the sports brand communication approach, where one-way broadcast is emphasised, communication has been strengthened through interaction and involvement ecosystems (Apostu et al., 2025). The goal of the research has been fulfilled systematically, as quantitative research of 150 sports fans in the UK has been performed, which revealed valuable insights into the connection between digital marketing campaigns and consumer engagement behaviour.
Achievement of Research Objectives 1: The study was able to conduct the analysis of the effects of social media platforms in influence on fan brand engagement in UK sports organisations. The results have shown that various platforms will have different roles in the interaction process, and each will have different affordances to the interaction between the brand and consumers (Rai et al., 2025). Instagram proved to be especially efficient in the visual narrative telling and brand identity communication, whilst Twitter helped to provide real-time communication during sports activities. This is in line with the claims made by Pandita and Vapiwala (2023) that digital transformation in sports organisations cannot be successful in the absence of platform-specific strategies and cannot be successful on generalised approaches. The information displayed shows that UK sports fans use and interact with brands through a number of platforms at the same time, establishing intricate touchpoint journeys requiring cross-platform approaches.
Achievement of the Research Objective 2: The analysis of connections between the types of content provided via social media and the identified fan engagement behaviours provided important results. The study pegged relevance, content authenticity, and interactivity as the main triggers of the intensity of engagement (Annamalai et al., 2021). The user-created content and the behind-the-scenes content proved to create much greater engagement rates than the promotional content, indicating that the perceived authenticity and access to exclusive information are appreciated by the fans. Moreover, the research showed that the content strategies have resulted in different levels of effectiveness in the performance among all demographic groups, and those whose age range lies between 18-30 years have shown a better reaction to the short-form video content, whereas age groups (40-60 years) have had a higher reaction towards informational posts (Forsey, 2023). This observation substantiates the suggestion of Chen et al. (2025) that the strength of the connection between fan curiosity and purchasing behaviours is mediated by the intensity of social media use.
Achievement of the Research Objective 3: The study of relationship marketing has identified that the UK sports brands can utilise social media to increase customer lifetime value and retention. The study showed that there are positive relationships between the frequent use of social media and the customer loyalty metrics (Jasek et al., 2018). Individualised communications, special deals to followers who show any interest and community-building programs turned out as productive methods of developing long-term relationships with the brand. The results confirm the customer relationship management framework proposed by Kumar and Reinartz (2018) and prove the fact of its applicability to the sphere of digital sports marketing. Both the customer retention rates and the lifelong value assumptions in brands that used systematic engagement strategies were significantly higher.
Achievement of the Research Objective 4: Evaluation of platform-specific metrics of engagement proved that likes, shares, and comments achieve unaltered effects on brand equity and retention of fans. The study discovered that valuable interactions, especially comments and shares, had a more significant correlation with brand loyalty than the non-interactive metrics, such as likes (Lou et al., 2021). This finding dispute simplistic modes of social media measurements that put more emphasis on quantity, rather than the quality of social media engagement. Additionally, the analysis had shown that the patterns of engagement metrics vary across platforms, and a focal approach to measurement should be provided to assess the entire performance.
The study has ascertained that social media activity is a multidimensional construct that is dependent on the quality of the content, the nature of the platform, the authenticity of a brand, and personal consumer needs (Hollebeek et al., 2019). The situation with UK sports marketing is quite special, as the competition level is high, and the level of sophisticated customers is also quite high, but the results show that appropriate social media management can provide significant results in terms of fans' interest, brand domination, and financial results.
[bookmark: _Toc215607737][bookmark: _Toc216228709]5.3 Recommendations for Managerial Practice
Concluding on the research results, the evidence-based proposals given below can be offered to the sports marketing professionals in charge of developing digital engagement strategies in the UK market.
Embrace Platform-Specific Content Strategies: Sports brands can no longer afford to adopt unified strategies, and they need to come up with platform-specific content strategies that leverage the unique attributes and expectations of each social media channel (Romero-Jara et al., 2024). The content to be shown on Instagram should focus on the best visual storytelling and brand aesthetics, Twitter must concentrate on real-time interactions and conversations, and TikTok content must concentrate on the entertainment value and involvement in trends. Marketing managers must invest in platforms based on their performance measures as opposed to equal resource allocation among the various channels.
Enact Data-Driven Decision Making: The study highlights the significance of advanced analytics to the performance maximisation of social media. Investment in a detailed digital marketing analytics system should be made by sports organisations to monitor the engagement level, sentiment analysis, and customer journey mapping (Mahmoud, 2024). These systems are to combine information across various platforms to get a comprehensive understanding of the tendency with regard to fan behaviour patterns. The marketing departments need to be trained on data interpretation and analytics solutions to enable them to make strategic decisions informed by empirical data and no longer based on intuition.
Place Authentic and Interactive Content at the Priority List: Based on the discovery that authentic content builds a stronger engagement, it is recommended that brands invest more in campaigns of user-generated content, behind-the-scenes content, and other interactive technologies, including polls, question-and-answer platforms, and live-streaming (Annamalai et al., 2021). Promotional content should be balanced with value-added material that can be enriched the experience of fans without any commercial intent. The authenticity is to be integrated throughout the content creation, and the collaboration of the influencers is to be chosen properly to ensure the brand's credibility.
Create Customer Relationship Management Systems: Sports brands need to have advanced customer relationship management systems that combine social media engagement metrics with the value of customer lifetime (Kumar and Reinartz, 2018). These systems are supposed to be able to allow personalised communication at scale, segment on engagement behaviours, and automatically target campaigns whilst ensuring a real brand voice. This study has proven that systematic relationship marketing on the basis of the social media channel has a substantial influence on customer retention and lifetime value.
[bookmark: _Toc215607738][bookmark: _Toc216228710]5.4 Contributions to Theory
The study contributes quite a number of important insights to the current theoretical texts on sports marketing and consumer engagement.
Contribution 1: Extension of Brand Engagement Theory to the Sports Marketing Context
The work builds the brand engagement theory by offering the necessary empirical evidence of the application of this theory to the case of UK sports marketing. The study proves that the theoretical constructs of cognitive, emotional, and behavioural involvement find their application in the sport fan-brand relationships mediated by social media platforms (NDhlovu and Maree, 2023). This contribution points to the gap in context that Abeza et al. (2015) have set out in terms of the theory-specific development of sports that is required in social media scholarship.
Contribution 2: Integration of Customer Lifetime Value with Digital Engagement Metrics
The study advances the relationship marketing theory through the empirical results of the relationship between the social media engagement behaviours and the customer lifetime value outcomes. This integration should be seen as a theorising analysis offering a transition between instantaneous levels of engagement and long-term business value to deal with the problems of measurement that are perceived in the modern marketing literature (Jasek et al., 2018). The results indicate that digital activity is not an interaction that should be measured as such, but is an investment in long-term customer relationships with the implications of lifetime value.
Contribution 3: Platform-Specific Engagement Framework
The research has formed a subtle comprehension of the variables of engagement in the various social media, and adds to the Uses and Gratification Theory application in sports marketing settings. The study brings about the outcomes of engagement patterns to platform affordances, which necessitate theoretical considerations that are not limited to generic models of social media engagement (Saikia and Bhattacharjee, 2023). Such a contribution could be used to account for more advanced theoretical explanations of consumer behaviour at digital ecosystem levels.
Contribution 4: Empirical Validation in the UK Context
The study establishes a worthwhile empirical support of the theories of international engagement in terms of the UK market setting and fills geographical gaps in the current literature, which predominantly relates to North American or global samples (Rai et al., 2025). This contribution indicates the simultaneous nature of some engagement principles as well as the relevance of cultural and market-based adjustments.
[bookmark: _Toc215607739][bookmark: _Toc216228711]5.5 Limitations of the Study and Future Research Directions
Methodological Limitations
The cross-sectional nature of the design of the study is suitable for the goals of the study but has inherent limitations in terms of causal inference and the dynamics of time (Maier et al., 2023). The single measurement provides only a single set of engagement measures, possibly without fluctuations between seasons, or changing trends and the development of relationships between fans and brands in the long term. Longitudinal studies where engagement patterns are monitored over longer durations should be used in the future so that a dynamic transformational progression of the digital relationships may be taken into consideration and allow a stronger causal implication.
This methodology of quantitative survey, though offering statistical rigour and generalisability, does not have as much depth of insight as qualitative methods may offer (Maier et al., 2023). The form Questionnaire used might fail to provide the subtle motivations, emotional aspects, and situational determinants of engagement behaviours. More detailed theoretical knowledge about the subject should be created, and in the future, mixed methods to integrate both quantitative and qualitative measurements in the form of interviews, focus groups, or ethnographic observation should be introduced.
The 150 participants sample, which is sufficient to allow statistical analysis, is a rather small percentage of UK sports fans. The convenience sampling methodology and online survey distribution can lead to selection bias, which can potentially over-represent the digitally active consumers and under-represent the non-digital active consumer groups. Further studies ought to capture larger, more diversified samples through the application of probability sampling to increase the chances of generalisability to the overall UK sporting fans population.
Contextual Limitations
The three brands of sports (JD Sports, Nike UK, Adidas UK) studied by the researcher offer useful data, but restrict the application to other sports organisations, especially small clubs, niche sports, or non-commercial sporting organisations. Future studies should discuss the dynamics of engagement in various forms of organisations such as professional sports teams, national governing organisations, grassroots sports organisations and sports brands in the distant future. Sport-specific patterns of engagement would be discovered through comparative studies across a variety of sports (football, rugby, cricket, athletics, etc.). 
Although the UK market focus fills a geographical research gap, it restricts international generalisability. The culture of sports fans, the ways social media is adopted, and the relationship with the brand are very different in terms of culture (Rai et al., 2025). Further studies are needed to develop cross-cultural comparative studies that will investigate engagement practices in different markets and observe the general principles and cultural adjustments to implement global sports brands.
Technological and Temporal Limitations
The ever-changing social media environment poses research sustainability problems. The algorithms and features of platforms and user behaviours evolve constantly, which makes it a possibility that findings become outdated in short-term frames (Srivastava et al., 2023). The study lacks a thorough coverage of the new technologies, such as the artificial intelligence-based personalisation, virtual experiences, blockchain-based fan tokens, and the metaverse software. What the investigators need is a future study to determine the effects of these new technologies on the engagement of fans and to determine how innovations change the relationships that define the brand and consumer (Sáez-Ortuño et al., 2023; Dutt et al., 2024).
Measurement and Analytical Limitations
The social desirability bias and recall limitations are present in the measurement of engagement in the study by self-reported survey data. Research in the future must include objective behavioural data of social media platforms involving a combination of survey measures with actual engagement metrics (likes, shares, comments, viewing time) so as to triangulate results. Substantial analytical procedures, such as social network analysis, natural language processing of user-generated content, and machine learning algorithms, would provide more information on engagement patterns (Zang et al., 2025).
Future Research Directions
Some opportunities can be taken up in the future. Studies are needed on the negative side of social media communication, such as brand hate, negative word-of-mouth, and consumer backlash in the sporting cases. The research should explore how a brand copes with engagement in crisis, controversy, or even unsuccessful performances in sports. Emerging types of influencers, such as virtual and athlete influencers, have a role to play and should be systematically researched (Aldlimi et al., 2025). The research is needed to investigate the sustainability and social responsibility aspects of sports brand engagement and how purpose-driven marketing affects the relationships with fans. Lastly, the ecosystem of offline and online engagement experiences, especially when fans come back to live sporting events after the pandemic, has to be examined thoroughly to gain insights into hybrid engagement models.
[bookmark: _Toc215607740][bookmark: _Toc216228712]5.6 Conclusion
The study has managed to achieve its set goals in a demonstration of empirical research and theoretical analysis of how social media has contributed to fan brand engagement in UK sports marketing. The results confirm that strategic social media management has a strong effect on the level of customer engagement, customer lifetime value, and brand equity. The provided recommendations can offer valuable insights into sports marketing professionals, who are facing issues of digital transformation, and the theoretical contributions are likely to contribute to the academic literature in the field of engagement phenomenon in sports. The recognition of the limitations in the study clears the way for further research that will keep developing the knowledge in the dynamic, developing field that has become the key to the successful operations of modern sports marketing.
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[bookmark: _Toc216228715]Appendix A: Survey Questionnaire:
The Impact of social media on Fans' Brand Engagement in UK Sports Marketing
Hello, my name is Bibi Khadija, and I am an MBA student at the University of Wales Trinity Saint David. I am conducting a study on "The Impact of Social Media on Fans' Brand Engagement in UK Sports Marketing." This survey focuses on UK sports brands, including JD Sports, Nike UK, and Adidas UK, examining how social media strategies influence fan engagement behaviour and emotions towards sports brands. This survey is designed to understand how social media platforms and content strategies affect fans' engagement, brand loyalty, and purchasing decisions regarding sports brands. Your participation is entirely voluntary, and you can stop at any time. All responses will be kept anonymous and confidential, and no personal information will be collected. By completing this survey, you are giving your consent to take part in this study. Your feedback is very valuable and appreciated.
Objectives of Research Activity
· RO1 - To analyse the role of social media platforms in shaping fans' brand engagement within UK sports organisations.
· RO2 - To examine the relationship between different social media content types and fans' engagement behaviours towards sports brands.
· RO3 - To investigate the relationship marketing strategies employed by UK sports brands on social media that contribute to increased customer lifetime value and fan retention.
· RO4 - To assess the impact of platform-specific engagement metrics (likes, shares, comments) on brand equity and fan retention.
Demographic Questions
1. What is your gender? 
a) Male
b) Female
c) Prefer not to say
2. What is your age group? 
a) 18-29
b) 30-44
c) 45-59
d) 60+
3. Which city are you primarily based in? 
a) Cardiff
b) London
c) Other (please specify) ______
4. Have you interacted with UK sports brands (JD Sports, Nike UK, Adidas UK) on social media during the past 12 months?
a) Yes (Please proceed to the next question)
b) No (Thank you for your time. You may stop here)
Main Questions
5. Which social media platform do you most frequently use to follow or interact with UK sports brands (JD Sports, Nike UK, Adidas UK)? (You can select more than one choice)
a) Instagram
b) Facebook
c) Twitter/X
d) TikTok
e) YouTube
f) Other (Please Specify) ______
g) I do not follow sports brands on social media
6. Social media platforms are effective in helping me discover new products or services from UK sports brands. 
a) Strongly Disagree
b) Disagree
c) Neutral
d) Agree
e) Strongly Agree
7. Social media platforms have increased my overall engagement with UK sports brands compared to traditional advertising methods. 
a) Strongly Disagree
b) Disagree
c) Neutral
d) Agree
e) Strongly Agree
8. I am more likely to engage with (like, share, comment) behind-the-scenes content and athlete endorsements from sports brands than other types of content. 
a) Strongly Disagree
b) Disagree
c) Neutral
d) Agree
e) Strongly Agree
9. How frequently do you interact with (like, comment, share) content posted by UK sports brands on social media per month? 
a) I do not interact with content at all
b) 1-10
c) 11-20
d) 21-30
e) More than 30 
10. Based on your answer in Q9, I frequently interact with (like, comment, share) content posted by UK sports brands on social media. 
f) Strongly Disagree
g) Disagree
h) Neutral
i) Agree
j) Strongly Agree
11. Visual content (images, videos) from sports brands on social media influences my purchasing decisions more than text-based content. 
a) Strongly Disagree
b) Disagree
c) Neutral
d) Agree
e) Strongly Agree
12. Personalised social media communications from sports brands (targeted ads, customised content) make me feel more connected to the brand. 
a) Strongly Disagree
b) Disagree
c) Neutral
d) Agree
e) Strongly Agree
13. I am likely to remain loyal to a sports brand that regularly engages with me through social media (responds to comments, shares user content). 
a) Strongly Disagree
b) Disagree
c) Neutral
d) Agree
e) Strongly Agree
14. Social media interactions with UK sports brands have influenced me to make repeat purchases from the same brand.
a) Strongly Disagree
b) Disagree
c) Neutral
d) Agree
e) Strongly Agree
15. When I see high engagement numbers (many likes, shares, comments) on a sports brand's social media post, it increases my trust in that brand. 
a) Strongly Disagree
b) Disagree
c) Neutral
d) Agree
e) Strongly Agree
16. I am more likely to purchase from a sports brand that has a strong social media presence with active community engagement.
1. Strongly Disagree
1. Disagree
1. Neutral
1. Agree
1. Strongly Agree
17. The number of followers and engagement metrics on a sports brand's social media accounts influences my perception of the brand's popularity and quality
1. Strongly Disagree
1. Disagree
1. Neutral
1. Agree
1. Strongly Agree
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APPLICATION FOR ETHICAL APPROVAL
In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 
The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.
The individual undertaking the research activity is known as the “principal researcher”.
This form must be completed and approved prior to undertaking any research activity. 
SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Bibi Khadija

	2
	Student Number:
	2420417


	3
	Email address:
	bibikhadijahnipa@gmail.com

	4
	Programme of Study:
	MBA

	5
	Supervisor:
	Helen Lee


SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific does of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒


SECTION C: Details of Research Activity
	1
	Indicative title:
	The impact of social media on fans' brand engagement in UK sports marketing

	2
	Proposed start date:
	05-09-25
	Proposed end date:
	12- 12- 2025 

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity
The purpose of the present research is to learn how the Strategies of social media impacts brand engagement behaviour and feelings of the fans on sports brands within the UK market. The research will be conducted to explore the interrelations between various types of content on the social media and engagement behaviours of the fans, specifically on the UK major sports brands such as JD Sports, Nike UK and Adidas UK. The study aims at finding out the content creation strategies of social media that produce the most fan engagement and the effect of various platforms in creating emotional relationships between fans and sports brands.

	4
	Research Question
· How do UK sports brands (JD Sports, Nike UK, Adidas UK) utilise social media platforms to enhance fans' brand engagement?
· What social media content strategies generate the highest levels of fan engagement and interaction with sports brands?
· What relationship marketing strategies implemented through social media contribute to increased customer lifetime value and retention rates among UK sports fans?
· How do different social media platforms contribute to building fans' emotional connections with sports brands?

	5
	Aims of Research Activity
This research aims to understand how social media strategies influence fans' brand engagement behaviour and emotions towards sports brands in the UK market. 

	6
	Objectives of Research Activity
· To analyse the role of social media platforms in shaping fans' brand engagement within UK sports organisations.
· To examine the relationship between different social media content types and fans' engagement behaviours towards sports brands.
· To investigate the relationship marketing strategies employed by UK sports brands on social media that contribute to increased customer lifetime value and fan retention.
· To assess the impact of platform-specific engagement metrics (likes, shares, comments) on brand equity and fan retention.

	
	Proposed data collection methods (maximum 600 words)

	7
	In this research, the researcher will apply a quantitative methodology that will use online questionnaires in form of a survey. Fan engagement, social media preferences, brand perceptions and demographics will be measured in the survey through closed-ended questions with Likert-scale responses. The study will target UK-based sports fans aged 18-60 years who are active users of social media platforms (specifically Instagram and Facebook) and are customers or followers of the three focus brands: JD Sports, Nike UK, and Adidas UK. A total of 150 participants will be recruited for this study, providing sufficient statistical power for multiple regression analysis while remaining manageable for the scope of this dissertation research. Participants will be primarily recruited from Cardiff and London, representing both Welsh and English markets within the UK sports consumer landscape. Literature review of the academic papers, industry reports, and brand publications will be used to gather secondary data to give the findings contextual support.
Sampling Strategy 
The research will employ a combination of convenience and snowball sampling techniques. Initial participant recruitment will occur through:
· Social Media Recruitment: Survey links will be posted in relevant sports fan communities and brand-related social media pages (with appropriate permissions)
· Snowball Sampling: Initial participants will be encouraged to share the survey link within their networks of sports fans
· Targeted Outreach: Direct recruitment through sports fan forums and communities associated with the three focus brands
Participants will be identified based on their demonstrated engagement with target brands' social media presence and their active participation in UK sports fan communities online. 
Primary data collection is scheduled for October-November 2025, allowing sufficient time for recruitment, survey completion, and follow-up activities. The survey will remain open for approximately 4-6 weeks to ensure adequate response rates while maintaining research timeline requirements.
This Mono-method approach to data collection will provide both quantitative metrics for statistical analysis and contextual understanding from established research, enabling comprehensive examination of social media's impact on brand engagement in the UK sports marketing context.


SECTION D: Scope of Research Activity
	
	Will the research activity include?
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:
(This box should expand as you type)
	
	


If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.
If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 
SECTION E: Intended Participants
	
	Who are the intended participants?
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	No other participant groups are involved in this study. The research exclusively targets adults aged 18-60 years who are competent to provide informed consent. All participants will be sports fans in the UK who voluntarily engage with the survey. Therefore, the "Others" box should be marked as NO rather than YES.
	☒
	☐

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals. If students choose individuals under the age of 18 and or vulnerable individuals, a DBS (Disclosure and Barring Service) check is essential.
(This box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	In this study, about 150 participants will be recruited. The participants will be defined with the help of social media and targeted according to their involvement in UK sports brands (JD Sports, Nike UK, Adidas UK). The recruitment will be done by posting survey links in the corresponding sports fan communities, brand social media pages (with their approval), and snowball sampling techniques in which the initial members of the sample will forward the survey to their networks.

	11
	Who will the participants be?

	Sports fans aged between 18 to 60 years in the UK and use Instagram and Facebook as well as buy any product at JD Sports, Nike UK, or Adidas UK. The participants should be living in Cardiff or London and be regular consumers of the content of the sports brands on social media.

	12
	How will you identify the participants?
	This research will adopt a non-probability sampling method using convenience and snowball sampling techniques. Participants will be identified based on their self-reported engagement with the target brands (JD Sports, Nike UK, Adidas UK) on social media platforms (Instagram and Facebook).
The identification process involves: (1) posting survey links in sports fan communities and brand-related social media pages where interested individuals who meet the criteria can voluntarily access the survey; (2) implementing snowball sampling where initial participants share the survey within their networks of sports fans; and (3) including screening questions at the survey's beginning to ensure respondents are UK-based, aged 18-60, and actively follow at least one of the three focus brands on social media.




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.
(This box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews then please state that in this box.
(This box should expand as you type)


SECTION F: Anticipated Risks
	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants then enter N/A and go skip to question 3.

	
	Risk to participants:
Minimal risk of psychological discomfort from questions about personal social media habits and brand preferences. Potential concerns about data privacy and how responses will be used. Time commitment for survey completion may cause minor inconvenience.
	How you will mitigate the risk to participants:
Clear information will be provided about the voluntary nature of participation, data protection measures, and participants' right to withdraw. Questions will be designed to be non-invasive and focused on general social media behaviour rather than sensitive personal information. Survey will be kept to reasonable length 

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g., sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	This research does not involve sensitive, embarrassing, or potentially upsetting topics. Questions focus on general social media usage, brand preferences, and engagement behaviours which are considered low-risk topics. No questions will address illegal activities, personal financial information, or other sensitive areas.

	3
	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:
Potential for online harassment or negative responses when recruiting through social media platforms. Risk of data security breaches if proper storage protocols are not followed. Potential academic pressure related to meeting research deadlines and data collection targets.
Unauthorized access to participant data through insecure cloud storage, compromised accounts, lost devices, phishing attacks, or inadequate password protection could expose sensitive research information, breach GDPR compliance, and compromise participant confidentiality.

	How you will mitigate the risk to the investigator:
Professional conduct will be maintained in all online interactions. University IT security protocols will be strictly followed for data storage. Regular supervision meetings will be scheduled to monitor progress and address any concerns. Clear boundaries will be established for online recruitment activities.
All data will be encrypted using AES-256 and stored exclusively in password-protected university-approved systems with multi-factor authentication. No data will be stored on portable devices. Regular antivirus scans, VPN usage for transfers, and completion of university cybersecurity training will prevent unauthorized access. Access restricted solely to the researcher with automatic logout features and regular password updates.

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
Potential reputational risk if data is mishandled or if research methods are perceived as intrusive. Risk of GDPR compliance issues if data protection protocols are not properly followed. Potential negative publicity if research findings are misinterpreted or misrepresented.
	How you will mitigate the risk to the University:
Strict adherence to University research ethics guidelines and GDPR requirements. All data will be stored securely using University-approved systems. Research findings will be presented objectively with appropriate limitations acknowledged. Supervisor oversight will ensure quality and ethical compliance throughout the research process.

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
Minimal environmental impact from digital data collection and storage.
	How you will mitigate the risk to environment:
Digital-only data collection minimizes paper waste. Cloud storage reduces need for physical storage devices. Energy-efficient practices will be followed for data processing and analysis.


SECTION G: Feedback, Consent and Confidentiality
If you have identified in section D that there are no participants then enter skip this section and continue to section H.
	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	Upon completing the questionnaire, participants will immediately see a thank-you message confirming successful submission and acknowledging their contribution to the research. This completion message will reiterate the study's purpose, remind participants of their rights, and provide contact information for any questions or concerns.
Following the research completion (estimated March 2026), participants will be provided with a brief summary of key findings. A dedicated email address will be created for participants to request additional information about results. Key findings will also be made available through a simple website or social media page created specifically for this purpose, ensuring participants can easily access outcomes that may inform their own social media engagement practices. Participants who wish to receive updates can provide their email address at the end of the survey (optional).

	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.

	
	Before beginning the survey, participants will access a detailed information page explaining the research purpose, procedures, time commitment, data usage, and their rights. Electronic consent will be obtained through a clear statement requiring participants to click "I agree to participate" before proceeding to survey questions. The consent page will explicitly state that participation is voluntary, that they may withdraw at any time without penalty, and that they may skip any questions they prefer not to answer.

	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. 

	
	Complete anonymity will be maintained as no personal identifying information (names, addresses, email addresses) will be collected. Participants will be assigned unique identification numbers for data analysis purposes only. All responses will be aggregated for analysis and reporting, ensuring individual responses cannot be identified. No participants or organisations will be named in any publications without explicit written permission. Data will be presented only in aggregate form in the final dissertation and any subsequent publications.


SECTION H: 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
	The research will collect minimal personal data including: demographic information (age range, location - Cardiff/London), social media platform usage patterns, and brand engagement preferences. IP addresses may be automatically collected by Google Forms but will not be analysed. No names, contact details, or other directly identifying information will be collected. Survey responses about social media behaviour and brand preferences constitute personal data under GDPR as they relate to identifiable individuals through demographic combinations.

	
	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
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.
(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:

	
	All data will be encrypted and stored in password-protected cloud storage using the University Office 365 system. Survey responses collected via Google Forms will be immediately transferred to secure Personal Drive. All data transfers will be encrypted and password protected. Participants will be assigned unique identifiers to ensure confidentiality, with the identification list stored securely in password-protected folders separate from response data.



	
	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
	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/or any international equivalent):

	
	Survey data will be downloaded from Google Forms as encrypted CSV files through secure network. All transfers will use SSL/TLS encryption. Original Google Forms data will be deleted post-transfer. Participants receive unique identifiers with separate storage of identification lists. Data retained until March 2026, then securely deleted. Participants may request data access or deletion anytime, ensuring full GDPR and Data Protection Act (2018) compliance.

	20
	List all who will have access to the data generated by the research activity:

	
	Only the researcher (student)” will have access to the data generated by the research activity.

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Dissertation Supervisor will act as primary custodian under supervisor guidance.

	22
	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. 

	
	All data encrypted and stored in password-protected in Personal Device. Data will be retained until project completion (estimated March 2026) and then securely deleted. All University data management guidelines will be followed throughout the research process.

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒


SECTION I: 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:
	Bibi Khadija
	Date:25-09-2025


	2
	Director of Studies/Supervisor:
	Dr Helen Lee 
	Date:

13/10/2025

	3
	Signature:
	



	


FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	
	Date:

	2
	Name:
	

	3
	Role:
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