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1. [bookmark: _Toc232269774]Identification of a Business Problem
This proposal aims to analyse how social media engagement affects customer loyalty in the online fashion brand ASOS within the United Kingdom. The business problem stated is current and specific. Despite this investment in social engagement, customer loyalty initiatives, brand partnerships, and digital shopping experiences (Embryo, 2025), the share price of ASOS has been falling, and its traffic is declining (Aripaka and Nithyashree, 2025). In FY25, ASOS Plc (2025) disclosed falling active customers by 14% from 19.7 million in FY24 to 17.0 million in FY25. It also recorded a 15% drop in total visits, declining from 2,252.4 million in the previous year to 1,912.9 million (ASOS Plc, 2025a). In the UK market, active customers declined by 8% to 6.5 million, while visits and orders both declined by 12% (ASOS Plc, 2025b). These statistics prove that customer retention and repeat business are serious issues, not just marketing campaigns.
Customer retention is significant because it impacts repeat revenue and customer lifetime value, marketing efficiency, and profitability (Ali and Shabn, 2024). ASOS is not only facing lower traffic. It is also seeking to restore growth that is profitable, as it’s been cutting back on heavy promotions and boosting order quality. ASOS Plc (2025b) said improved customer retention is being driven by a more relevant trend-led assortment, collaborations, and new brand launches (ASOS Plc, 2025b). However, the same report also shows a decline in active customers and visits (ASOS Plc, 2025b). This presents a practical management problem, i.e., ASOS must have better data on what kinds of social media engagement work best to retain customers.
Business research is appropriate as ASOS is already carrying out engagement-based activities (Huang et al., 2022). ASOS is appropriate for this study as social media account sees social engagement, which makes it applicable to the customer retention aspect of ASOS e-commerce. Statista (2026) Share of traffic to asos.com from social media websites worldwide, by platform. 
[image: ]
Figure 1: Share of social media referral traffic to ASOS.com by platform (Statista, 2026)
ASOS Plc (2025b) reported that ASOS reached more than 1 million UK members within six months, with around 20% of members being new or reactivated customers (ASOS Plc, 2025b). The adidas x ASOS effort also resulted in approximately 58 million social media impressions and 1 million product views (ASOS Plc, 2025b). These figures show strong engagement activity, but they do not prove that engagement leads to repeat purchase intention. Thus, this proposal explores the relationship between social media engagement and the retention of customers from ASOS in the UK.
2. [bookmark: _Toc232269775]Research Aim, Objectives and Re	search Questions
2.1. [bookmark: _Toc232269776] Research Aim
The study aims to analyse the extent to which social media engagement can result in customer retention in the ASOS customer base in the United Kingdom and determine the social media engagement practices that can lead to the intention of repeat purchase.
2.2. [bookmark: _Toc232269777] Research Objectives
· To evaluate the impact of ASOS social media interactions on customer retention in the UK online fashion market.
· To assess the role of trust, satisfaction, and commitment as mediators between social media involvement and customer retention.
· To provide ASOS with actionable insights on how to retain customers with social media, community, and loyal engagement.
2.3. [bookmark: _Toc232269778] Research Questions
1. What is the relationship between ASOS social media engagement and customer retention for customers of online fashion purchases in the UK?
2. To what extent do trust, satisfaction, and commitment mediate the relationship between social media engagement and customer retention?
3. What are the social media engagement activities that can help ASOS in repeat purchase intention and customer profitability?
3. [bookmark: _Toc232269779]Critical Literature Review
The proposal uses the Commitment Trust Theory of Relationship Marketing as the main theoretical base. Morgan and Hunt (1994) argued that successful relationship marketing depends on commitment and trust, and they tested both as central mediating variables in relational exchange (Morgan and Hunt, 1994). This theory can be applied to ASOS because social media engagement does not automatically lead to retention. Users can follow, like, comment, and watch content without making a repeat purchase. The theory proposes that engagement turns into commercially helpful whenever it boosts brand trust, interaction satisfaction, and commitment to additional change (Morgan and Hunt, 1994). 
The theory of customer engagement reinforces this framework. Brodie et al. (2011) created a multi-dimensional construct of customer engagement based on the dynamic nature of service encounters between customers and service providers (Brodie et al., 2011). Their framework has cognitive, emotional and behavioural dimensions. Cognitive engagement is defined as focusing on posts, product information, and styling ideas (Barreto and Ramalho, 2019) in the ASOS context. Emotional engagement refers to the interest, enjoyment, and attachment (Li and Han, 2021) to ASOS content. Behavioural engagement is defined as comments made, likes, saves, product clicks and repeated visits (Khobzi et al., 2019). This theory enables the proposal to view engagement as a process in a relationship, not just by counting visible reactions.
The theoretical underpinning thus connects social media involvement with client dedication, satisfaction, and trust. ASOS social media engagement is the independent variable. Customer retention intention is the dependent variable. Trust, satisfaction, and commitment serve as intervening variables.
Recent literature confirms that social media engagement can impact loyalty, but it is not always direct. Alalwan et al. (2017) examined 144 social media marketing studies. They concluded the literature has shifted from promotion to electronic word of mouth, customer relationship management, brand outcomes, and performance (Alalwan et al., 2017). This fits in well with the proposal as social media should be examined as a relationship-building tool for ASOS. Godey et al. (2016) concluded that social media marketing has an impact on brand equity and consumer behaviour for luxury brands in fashion (Godey et al., 2016). This is relevant to their findings, since ASOS is in the fashion e-commerce industry; the visual content, trend relevance, and social sharing can influence customer perceptions.
However, loyalty is more than content exposure. The study by Ismail (2017) discovered that perceived social media marketing activities have a positive and significant impact on brand loyalty, with brand consciousness and value consciousness standing as the mediator between the two variables (Ismail, 2017). This indicates that loyalty is related to the customer’s perception of brand value influenced by social media activity. Algharabat et al. (2020) also determined that the customer’s brand engagement on social media is related to the cognitive process, affection, and activation, which are related to the brand equity (Algharabat et al., 2020). These studies reinforce the notion of measuring the engagement quality and not just reach or impressions.
The literature also indicates that online communities and brand pages can have an impact on future purchase behaviour. Wang (2021) has determined that brand post characteristics impact brand page engagement, attitude, future purchase, and brand evaluation (Wang, 2021). This supports the ASOS study, as the platform heavily depends on visual posts, product drops, collaborations, content from influencers, and styling videos. Matute et al. (2020) discovered that online brand community identification impacts brand engagement; brand engagement impacts positive intentions through affective commitment (Matute et al., 2020). This helps in the use of commitment as a mediator in the ASOS framework.
A stronger critical point emerges from studies that challenge direct effects. According to Banerji and Singh (2024), social media marketing activities such as interaction, entertainment, customisation, trendiness, and word of mouth affect the loyalty of customers in e-commerce in the sense of customer relationship quality (Banerji and Singh, 2024). As such, their findings directly contribute to this proposal in terms of including trust, satisfaction, and commitment. However, Fetais et al. (2023) found that social media marketing activities did not always directly improve brand loyalty in luxury fashion. However, community engagement and lovemark strengthened the relationship (Fetais et al., 2023). This indicates that ASOS can not take for granted that impressions or likes will lead to retention. The engagement needs to be valuable to the relationship.
This focus is supported by e-commerce research. Taheri et al. (2024) concluded that customer engagement and customer trust influence customer loyalty and satisfaction in e commerce website (Taheri et al., 2024). Their study confirms the importance of trust and engagement; however, it is regarding website engagement and not ASOS social media engagement in the UK. This leaves a clear research gap. Existing research covers the general areas of social media marketing, social media engagement, and social media loyalty for e-commerce, luxury fashion, and online communities. ASOS in the UK is not widely studied, and social media interaction with customers is not extensively researched in the context of customer retention in a period of declining active customers and visits. This is a proposal to bridge that gap by linking engagement to trust and satisfaction, and subsequently to commitment and repeat purchase intention.
4. [bookmark: _Toc232269780] Methodology and Design
This study will use a quantitative cross-sectional survey. Malhotra et al. (2020) state that marketing surveys are useful when consumer attitudes and behavioural intentions need to be assessed with standardised questions (Malhotra et al., 2020). This aligns with the ASOS study as engagement, trust, satisfaction, commitment, and intention to retain can be translated into associated Likert scale items. Regmi et al. (2016) discovered that online questionnaires have the advantage of a low cost of data collection and the quickness of processing responses; however, it also demands awareness of the design and ethical issues (Regmi et al., 2016). Therefore, data will be collected through an online questionnaire targeting UK ASOS customers who are aged 18 or above, have purchased from ASOS in the last 12 months, and have interacted with ASOS social media content.
The study will be done by using Purposive Sampling. According to Taherdoost (2016), the selection of the sample should be related to the research question and the nature of the information that the researcher wants from the respondents (Taherdoost, 2016). This will help with purposive sampling, as the general consumers may not be aware of ASOS social content. Data will be analysed using descriptive statistics, Cronbach’s alpha, correlation, and regression. Knekta et al. (2019) argue that survey results need validity evidence in the research context (Knekta et al., 2019). Thus, the reliability will be tested by Cronbach’s alpha, while validity will be enhanced by adapted scale items, pilot testing, informed consent, anonymity, and the secure data storage system.
5. [bookmark: _Toc232269781]Business Relevance and Practical Implications
This research can assist ASOS in determining what practices would be more beneficial to invest in within Social Media. According to Lemon and Verhoef (2016), customers’ experience can be traced through various customer touchpoints prior, during and after the purchase (Lemon and Verhoef, 2016). This contributes to the study as ASOS social media is an emerging and ongoing touchpoint, which could potentially influence the intention to repurchase. According to Kumar and Reinartz (2016), businesses generate profit by developing and communicating customer value (Kumar and Reinartz, 2016). This supports the idea that engagement practices should be evaluated based on retention and not just likes, views or impressions.
The results can inform three practical recommendations. 
Firstly, ASOS can build on social CRM by leveraging the comments, direct responses and complaints to assess the threat to retention. According to Li et al. (2021), there are four types of mature social media strategy: social content, social monitoring, social commerce, and social CRM (Li et al., 2021). This helps to shift from content posting to relationship management. 
Secondly, ASOS could create more user-generated content in the form of styling. Malthouse et al. (2016) found that user-generated content that creates engagement increases purchase behaviours (Malthouse et al., 2016). This facilitates the incorporation of customer outfit posts, reviews, and creator-led product demonstrations. 
Thirdly, ASOS might link loyalty rewards with interactive content. According to Pansari and Kumar (2017), engagement can be direct, that is, through purchases; or indirect, for example, through referrals and influence (Pansari and Kumar, 2017). Moreover, Harmeling et al. (2017) also argue that customer engagement marketing encourages voluntary customer contributions beyond transactions (Harmeling et al., 2017).
These findings will support recommendations that link ASOS benefits, social interaction, referrals, and repeat purchase campaigns. This project also builds applied business research skills, since it transforms a genuine retention problem into measurable outcomes, gathers customer evidence and translates the statistics into marketing actions.
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