
[image: Discover University of Wales Trinity Saint David]
Programme of Study: Master of Business Administration
Module Code and Title: LCMB7035 DISSERTATION
Research Title: A SYSTEMATIC REVIEW OF THE IMPACT OF SOCIAL MEDIA MARKETING STRATEGIES ON BRAND IMAGE OF ASOS UK
Student Name: Kamiyabali Zulfikarali Sunasara
Student ID: 2426753
Supervisor Name: Ibrahim Rufai
Words: 15262
Submission Date: 6 May 2026


DECLARATION
I can state that this dissertation is my original work which is based on the strategies of social media marketing and its influence on the brand image and it was done in accordance with the academic requirements and guidelines of the company.
This research has not been presented in full or part to award any other degree, diploma or qualification at this or any other institution. Sources of information such as books, journal articles and online sources and other references have been properly referenced and cited according to the required style of reference.
I attest that I have not plagiarized and this has been the result of my own research, analysis and interpretation. Any help that was given in the preparation of this dissertation has been duly credited.
Signature: KAMIYABALI ZULFIKARALI SUNASARA
Date: 06/05/2026


ACKNOWLEDGEMENT
I am very grateful to my supervisor, who helped me, given me great feedback and supported me throughout this research. I am also grateful to my institution to be given the resources needed to accomplish this study. I would also like to thank my family and friends who have been with me all this time encouragement and support all the way. Lastly, I would like to recognize all the authors and researchers who have been involved in this research.


Abstract
This paper investigates how social media marketing strategies affect the brand image of ASOS in the UK fashion retail market. As digital platforms grow at a high rate, social media has emerged as a key instrument in creating consumer perceptions and creating brand positioning. For drawing major patterns and insights, the research is based on a systematic literature review (SLR) methodology with the focus on around 50 peer-reviewed works. The data were systematically coded and grouped into themes with the help of thematic analysis method. The results indicate that social media marketing can contribute greatly to the exposure of a brand, consumer trust and interaction. The primary tactics that have been identified are influencer marketing, visual content development and user-generated content (UGC) and interactivity. It was found that influencer partnerships enhanced brand credibility and relatability, especially among the younger audience. Equally, content that is interesting and that is visually appealing coupled with trend-based content is instrumental in capturing attention and developing brand identity.
Other consumer-based factors that are pointed out as significant to the study include engagement and electronic word-of-mouth (e-WOM). Positive feedback and reviews help to build and cement brand loyalty and trust whereas negative feedback can quickly hurt brand reputation. The findings also indicate that authenticity, transparency and meaningful interaction play a very big role in defining the effectiveness of such social media strategies. Overall, this study finds out that social media marketing is one of the major brand image drivers in the digital age. The research offers practical and theoretical implications where strategic, authentic and consumer-oriented marketing strategies are important. It is advisable to use primary data in future studies and investigate new technologies to know more about changing dynamics of digital marketing.
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[bookmark: _Toc2]1.1.1 Background 
In recent times, social media has become one of the most influential marketing strategies which is used by organisations within the UK retail fashion industry to enhance brand image. The increase in the use of social networking sites such as Instagram, Facebook and Twitter by consumers has compelled the organisations such as ASOS UK to switch to social media for promotional purposes. Huang et al., (2022, p. 277) states that the number of people who purchase from online platforms increases by 2.14 billion yearly which represents a significant proportion of consumers (Figure 1).  ASOS is a British online fashion and cosmetics brand which sells over 850 brands and is one of largest online retailers within the UK fashion industry. The maximum revenue of the company comes from the digital platforms and therefore social media marketing is a key promotional tool. 
The target consumers of ASOS UK belong to the younger population who spend most of their time on the social media platforms. This is one of the reasons for which the company has enjoyed a massive profit growth of 275% in the post pandemic times (Parker and Alexander, 2022, p. 1). Hence the company relies on the digital promotional tools to earn huge amounts of profit and enhance brand image within the UK retail fashion industry. Social media marketing strategies allow ASOS UK to directly engage with the consumers and this improves the brand visibility and brand image. The fast fashion brands in the United Kingdom depend heavily on visual content, influencer collaborations, user generated content and interactive sessions to attract the target consumers. 
Social media marketing also helps ASOS UK to boost credibility and generate a sense of belonging through interaction with a wide range of audience. Moreover, the company is able to gain competitive advantage as influencer collaborations and interactive campaigns enhance brand trust and loyalty (Balabanova et al., 2025, p. 491). Many consumers depend on the online trends, reviews, and recommendations available on the social networking sites to make purchases. ASOS UK frequently uses Instagram, Facebook, Twitter and Youtube to promote the new collections and trendy wear so as to attract a large number of consumers within a small amount of time. 
The influence of social media marketing on the brand image of online fashion retailers such as ASOS UK holds immense significance as they do not operate through traditional physical stores. The social media channels shape the perceptions of the consumers regarding the identity, credibility and values of the brand (Ologunebi, 2023, p. 3). Therefore, the implementation of effective social media marketing strategies is essential for ASOS to strengthen its brand image and sustain its competitive position in the UK retail fashion industry.  
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Figure 1: Number of people who shop from online platforms
(Source: Huang et al., 2022, p. 278)
[bookmark: _Toc3]1.1.2 Problem Statement 
Social media marketing has become a widely adopted strategy for the fashion retailers in the United Kingdom, but the actual impact of this promotional tool is yet not discussed in most of the existing literature. Many organisations such as ASOS UK make huge investment on the social media campaigns and influencer collaborations to attract customers but the effectiveness of such strategies in improving brand image is not consistent.  ASOS UK relies heavily on the social media marketing strategies to promote their products, showcase the fashion trends and engage with the target consumers. Marroncelli and Braithwaite, (2022, p. 124) states that the increase in the saturation of digital content and rapid evolution of social media has created many challenges for the online fashion brands to remain relevant. Consumers are exposed to a wide range of fashion brands on the social media platforms which reduces the effectiveness of the traditional social media marketing strategies. 
Most of the previous research focuses on the brand equity rather than brand image of the UK fashion brands as the former is related to consumer loyalty (Kencebay and Ertugan, 2025, p. 1878). Many consumers purchase directly from the social media platforms and that leads to the question of credibility and authenticity of brand communication on the online platforms (Figure 2). There is limited research on the relationship between the different factors such as brand loyalty, brand image and equity with the social media marketing strategies of ASOS UK. Hence this study aims to investigate the impact of the social media marketing strategies on the brand image of ASOS UK. 
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Figure 2: Purchased Products from Different Social Media Platforms
(Source: Huang et al., 2022, p. 278)
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[bookmark: _Toc5]1.2.1 Research Aim
To examine the impact of social media marketing strategies on brand image of ASOS in the UK retail fashion market.

[bookmark: _Toc6]1.2.2 Research Objectives
To identify the key social media marketing strategies used by ASOS across major platforms such as Instagram, TikTok, and Facebook.
To analyse how ASOS’s social media marketing strategies influence consumers’ perception of the brand image.
To evaluate the relationship between social media engagement and brand image of ASOS.
[bookmark: _Toc7]1.2.3 Research Questions
What key social media marketing strategies does ASOS use across major platforms such as Instagram, TikTok and Facebook?
How do ASOS’s social media marketing strategies influence consumers’ perceptions of the brand image in the UK fashion retail market?
What is the relationship between social media engagement and the brand image of ASOS?
[bookmark: _Toc8]1.3 Rationale 
The theoretical basis of the research is based on the rising value of social media marketing in influencing the consumer perception in the online fashion retail sector. As the popularity of such platforms as Instagram, TikTok or Facebook grows, fashion brands are turning to them as a means of conveying their identity and communicating with customers (Bhonsle et al., 2024). In the case of a digitally native brand such as ASOS UK, whose operations are predominantly online, social media is not just a tool to promote its brand but is one of the key elements of brand-building.
Although social media marketing is now commonly used, it is not completely clear how certain tactics including influencer partnerships, user-created content and interactive campaigns, impact the brand image directly. A lot of the current studies concentrate on brand awareness or engagement measure without looking into the in-depth areas of consumer perception, emotional attachment and brand meaning. This leaves a void in comprehending the translation of these strategies into positive or negative brand perception in a very competitive and dynamic fashion industry. As such, the proposed study is needed to critically review and synthesise the literature to provide a better insight into the effects of the social media marketing strategies on the brand image of ASOS UK, both academically and practically, concerning making a decision in digital marketing.
[bookmark: _Toc9]1.4 Significance of Study 
The increasing power of social media has changed how fashion brands interact with customers and create brand identity in the online market. Instagram, Tik Tok and Facebook have turned into the key marketing platforms that allow fashion retailers to promote the product, interact with the audience and build their brand image. Being a large online fashion retailer, ASOS is dependent on the social media marketing strategies to sustain the competitive status within the fashion retail market in the United Kingdom (Huang et al., 2022). It is hence significant both to study the impact of these strategies on the brand image as a part of academic research and marketing decision-making. Academically, the study is an addition to the body of literature on digital marketing and brand management as it explores the ways in which the social media marketing strategies are used to develop consumer perceptions about brand image in the fashion retail sector. 
Despite the fact that the existing literature has examined the overall connection between social media marketing and brand awareness, there is limited knowledge about the specific influence of the strategies on the brand image of specific fashion brands within the UK market. This study offers designate and exhaustive information on how various social media platforms affect brand perception and consumer involvement through a systematic review of available academic literature. Practically, the results of study will be significant to the marketing managers and the digital strategies in the field of fashion retail. The best social media marketing strategies that enhance brand image and consumer involvement will be realised through the study. Such lessons can help fashion-based companies such as ASOS to make their digital marketing approaches more effective, develop brand image and retain good relationships with their customer base within the progressively competitive and digitally driven retailing landscape (Wu, 2024).    
The study also reviews the available literature that is done on social media marketing and its impact on brand image in the fashion retail industry. It focuses on strategies such as influencer marketing and consumer engagement, especially for brands such as ASOS UK. The topic is personally relevant as the influence of social media is continuously growing on perceptions of young consumers and their behaviour.
[bookmark: _Toc10]1.5 Customer Journey
The customer journey in regard to social media marketing explains how consumers shift from initial awareness about the brand to final purchase decisions. The customer journey consists of five stages which are as follows: 
Stage 1: Online customer Awareness
During this stage, consumers become aware of the brand through the information available on the social media platforms such as Instagram, TikTok and Facebook. The contents such as advertisements, posts of influencers and trending videos help to attract attention of the consumers and build recognition of ASOS UK. 
Stage 2: Developing interest of customer 
After the awareness of the consumers is created, the brand focuses on the development of interest through engaging contents such as reels, styling video, interactive campaigns and user generated contents. These activities enhance the encouragement of the consumers to explore the brand. 
Stage 3: Percentage of Awareness and developing interest 
In this phase, a significant portion of the consumers who are aware of the brand, develops a strong interest about the products of the brands which turns into desire. The various factors such as positive reviews, credibility of the influencers and emotional connection helps to strengthen this transition from awareness to desire. 
Stage 4: Strategies and benefits
Brands such as ASOS UK implement strategies such as personalised recommendations, discounts, targeted advertisements and loyalty programmes. These strategies highlight benefits such as affordability, style, convenience and ultimately influence decision making of the customers. 
Stage 5: Act to buy 
In this stage, the consumers finally make a purchase decision as they get influenced by the social media marketing strategies adopted by ASOS UK. Moreover, a user-friendly website, secured payment methods and easy navigation ensure a smooth buying experience of the consumers.
[bookmark: _Toc11]1.6 Customer Profile
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Figure 3: Customer Profile
(Source: Self-developed)
Emily Cater is a digitally active university student who actively engages with social media platforms to explore the fashion trends. She is influenced by social media marketing strategies, influencer marketing, user-generated contents and online reviews. Her purchase decisions are also influenced by affordability, visual appeal, brand engagement and this aligns with the social media strategies that enhance brand image and consumer interaction. 
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Figure 4: Age distribution of customers
(Source: Self-developed)
The age distribution indicates that most of the consumers fall within the age group of 18-25 years which indicates a strong presence of young consumers for ASOS UK. This reflects that the company focuses on the digitally active users who engage with social media marketing strategies. On the other hand, the older age groups represent a small proportion of consumers which highlight the appeal of the brand among the young consumers. 

Figure 5: Gender Distribution
(Source: Self-developed)
The distribution of gender indicates that the majority of the consumers are females followed by male and a small percentage of others. This suggests that ASOS UK primarily targets female consumers in the fashion market. The presence of male customers however highlights the growing inclusivity and expanding product demands across different gender segments. 

Figure 6: Income Status of Consumers
(Source: Self-developed)
The income status graph shows that most customers belong to low- and medium-income groups, including students and early-career professionals. This aligns with ASOS’s affordable pricing strategy. A smaller proportion of high-income consumers indicates that the brand focuses more on value-driven and budget-conscious shoppers within the online fashion market.


Figure 7: Buying Behaviour of Consumers
(Source: Self-developed)
The buying behaviour graph reveals that most customers are influenced by social media and discounts, highlighting the importance of digital marketing strategies. Quality-conscious buyers form a moderate segment, while impulse purchases are lower. This demonstrates that ASOS’s success depends largely on influencer marketing, promotional offers, and engaging online content.
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Figure 8: Structure of the rest of the study
(Source: Self-developed)
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The chapter is a critical review of literature on social media marketing and its impact on brand image in the fashion retailing industry. It is concerned with such major directions as content marketing, influencer partnerships, and consumer interaction on different platforms including Instagram and TikTok. The review is systematic in its approach to analyse the influence of these strategies on consumer perceptions, especially, the case of ASOS UK. It also establishes major theoretical viewpoints, debates and gaps in the existing research which will be the basis of the study.
[bookmark: _Toc16]2.2 Social Media Marketing and their strategies in Fashion Retail Industry 
The dynamism of the digital technologies has drastically changed the fashion retail sphere and social media became the main instrument of marketing and interaction. Fashion brands are increasingly turning to Instagram, TikTok and Facebook as tools to market products and engage with their consumers as well as creating a unique brand image. Social media allows two-way communication unlike the conventional mode of marketing where a brand can only pass the information but not interact with its audience (Rehman et al., 2022, p.223). This has been most significant in the fashion industry where styles change within such a short period and consumer tastes are very dynamic. Visual content marketing is one of the most notable strategies applied in social media marketing in fashion retail. In turn, fashion is a presentable business and the Instagram community and TikTok are the most suitable places to demonstrate products in the form of images, videos and styling inspiration. 
According to Digital Online Identifier-Database System (2025), good-quality images, logbooks as well as short-videos are important nowadays to attract the attention of consumers and increase brand recall. It is proposed that the content that has a visual appeal has a significant effect on consumer attitudes and purchasing behavior because it enables the consumer to visualize the ways the products can be integrated into their lifestyle. Nevertheless, although a visual content makes it more visible, it also makes the competition acute because brands have to constantly create creative and captivating content in order to stay topical. 
The other key approach is the employment of short-video content through the features of Instagram Reels and TikTok videos in this case. The formats have become popular because they provide fast, interactive and trending content. The short videos allow fashion brands to showcase outfit ideas, styling strategies and behind-the-scenes content making the brand look more relatable and authentic (Dilles, 2025). Such content has the ability of creating substantial brand exposure in a very brief time due to its viral nature. However, platform algorithms significantly affect this strategy and it is impossible to predict which platforms will become visible and which ones will remain unnoticed as the trends change rapidly. This means that brands are under pressure to change fast and this can at times affect brand consistency. 
The social media fashion retail industry has also embraced influencer marketing as a major part of the marketing strategy. Influencers have the privilege of having partnership with brands and advertising their products in a more natural and approachable way (Okonkwo and Namkoisse, 2023, p.84). They are the opinion leaders who usually appear more efficient as they seem to be more authentic and closer to their followers. Influencers use lifestyle-driven content to use fashion products in real-life situations, which makes promotions less obtrusive and more interactive. Nevertheless, influencer marketing does not have its limitations when it comes to effectiveness. Problems associated with fake followers, insufficient transparency in sponsored content and excessive commercialisation may decrease credibility and have a negative effect on brand image (Sarwar et al., 2025, p.679). 
Another effective strategy that helps to increase brand visibility and interaction is user-generated content (UGC). This content is created by encouraging customers to produce and post brand-related content usually in the form of hashtag challenges. UGC does not only boost organic coverage but also builds brand credibility since consumers would find peer-generated content more credible than conventional advertising (Trivedi and Chitraju, 2025). The use of real customers on the products in a campaign in the fashion industry can make it seem as a community and inclusiveness. Although these are the advantages, there are numerous difficulties in the management of UGC because the control over the contents are left to the brands and the possible negative posts can damage the brand reputation. Another strategy that leads to the use of social media in marketing is the interactive campaigns. 
Polls, live streams, quizzes and comment-based interactions are some of the features that allow brands to engage with consumers actively in the marketing processes (Rehman et al., 2025). This communication gives rise to a feeling of involvement and emotional attachment, which is crucial in the development of long-term relationships. Moreover, live interaction will enable brands to act on customer feedback and change the strategies (Rane et al., 2023). Nonetheless, regular communication will take a lot of resources and time and inability to react appropriately can result in customer dissatisfaction.
Overall, the marketing strategies in social media have become a necessity to fashion retailers who want to compete in a digitalized world that is rapidly evolving. The strategies provide the chances to achieve increased visibility, consumer interaction and brand distinction. Meanwhile, they pose some threats associated with content saturation, dependence on algorithms and authenticity. The combination of the mentioned strategies is of great importance in the framework of ASOS UK where digital interaction and online engagement are also the main focus of the business model. As such, appreciation of these strategies is a very important basis in studying how they affect brand image in the following sections. 
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The use of social media marketing in brand image development is crucial, especially in the fashion retailing market where the online presence engages the consumer perception at a very high level. Brand image is the perception, association and emotion that a consumer develops about a brand in relation to their experiences and exposure (Tahir et al, 2024). With social media, these perceptions are not only created based on brand-created content but also when interacting with the user in terms of reviews and experience. Among the key impacts of social media marketing on brand image, there is the increase in brand awareness and visibility. Repetitive exposure to visually pleasing material, advertising campaigns and influencer collaboration will assist the consumers to remember and identify a brand more readily. Aesthetics and trends are the main pillars of fashion retail and in that regard, Instagram and TikTok allow the brands to build a powerful visual image that supports their positioning (Nguyen, 2024). Due to this fact, steady and entertaining content may lead to an overall good and enjoyable brand image. 
Besides awareness, social media enhances brand personality building. Brands can convey certain attributes through tone of communication, storytelling, content style which includes trendy, inclusive, innovative or customer-centered. This applies especially to digitally-led companies such as ASOS UK, which employs social media to deliver such values of diversity, inclusivity, and youth culture. This type of positioning can be used to establish emotional contact with the consumer and thus the brand becomes more relatable and attractive. Furthermore, consumer trust and loyalty are promoted through social media marketing because it allows the interaction between the brands and the customers directly. All these characteristics such as comments, direct messages and live sessions enable consumers to interact with brands in real-time which increases transparency and responsiveness (Bharti et al., 2024, p.195). Trust can be enhanced by positive interactions, quick response, user-created content and peer reviews can also have an additional impact on the perceptions by giving genuine information about the brand experience (Hanaysha et al., 2025, p.100236).
Nevertheless, the effect of social media on brand image does not always have a positive effect. The reputation of a brand can be ruined in a short period of time by negative comments, unfavourable reviews or ill-managed campaigns (Dahl et al., 2022). The social media is open and thus the consumers can raise a voice publicly where dissatisfaction can be noted and this can affect the minds of a larger group of people. Also, over promotional material or lack of genuineness may result in scepticism and lack of brand credibility. The second important problem is that most of the existing research is more likely to concentrate on the awareness and engagement metrics of the brand which often overlooks other, deeper elements of the brand image including emotional attachments and perception over the long term. This is a sign of lack of knowledge on how certain social media tactics can be converted into an effective brand association.
[bookmark: _Toc18]2.4 Role of Influencer Marketing in Shaping Brand Image of ASOS UK 
Influencer marketing is now a key aspect of the social media in the fashion retail sector that is instrumental in the creation of brand image. It entails partnerships between brands and social media influencers who advertise by using the content that their followers can relate to. The significance of influencer marketing is especially high in the context of ASOS UK where the target audience is digitally active people who appreciate authenticity, diversity and relatability in the communication of a brand (Huang et al., 2022, p.279). Enhanced credibility and trust are one of the primary means of influencer marketing that creates brand image. Because there is a perception of relatability and trustworthiness. In most cases, influencers are viewed as more credible than conventional advertising since they give the presentation of a product in the actual setting. Sharing style suggestions, outfit inspirations or personal experiences with ASOS products, the influencers establish a sense of authenticity that builds consumer confidence in the brand (Team TBH, 2024). This is particularly successful when the influencers are relevant to the brand image and aesthetics which strengthen the brand image.
As a company, ASOS UK is strategic in the number of influencers it is involved with, both macro and micro-influencers to target different audiences. Specifically, micro-influencers are more likely to engage the audience and have closer relationships with their followers to make their recommendations look more authentic. According to ASOS (2023), the company focuses on diversity and inclusivity through collaboration with influencers of various cultural backgrounds, body shapes and fashion. This would not only make the brand more appealing but also enhance its image as a welcoming and customer-oriented fashion retailer. The other notable feature of influencer marketing is that it helps to get emotional bonds with the consumers. Influencers incorporate the ASOS products into their daily lives through lifestyle content, which enables the followers to imagine how the products can be incorporated into their lives. Such a type of storytelling increases brand personality and makes the brand more accessible and desirable simultaneously. The long-term partnerships and ambassador-like relationships further cement this relationship by being consistent and familiar with the brand representation.
Nevertheless, there are also some challenges influencer marketing may bring in when it comes to brand image. The perceived authenticity of influencers may decrease with problems such as fraudulent followers, insufficient transparency in sponsored content and excessive commercialisation (Qureshi et al., 2024, p.34). When consumers view collaborations as mere promotional and not real, they may produce scepticism and have a bad impact on brand trust. This means that the influencers should be carefully chosen and managed in order to keep the brand image positive. Altogether, influencer marketing is a critical tool that can be utilized to construct the brand image of ASOS UK through an increase in credibility, inclusiveness and the establishment of emotional appeal. It enables the brand to engage consumers in a more personalized and authentic way which enhances its competitiveness in the competitive fashion retail market.
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The increase in the promotion through the emerging platforms such as TikTok or Instagram Reels has made consumer engagement one of the most important determinants of brand image in the context of social media marketing. Engagement is defined as the degree of interaction and engagement that is exhibited by consumers to brand content in terms of likes, comments, shares, saves and direct communication (Tenenboim, 2022). Contrary to traditional marketing, where the consumer is a passive consumer, social media allows active participation, thus making the engagement aspect a significant element in forming the perception of a brand. The ability to create emotional and psychological associations between customers and brand has been identified as one of the main means by which engagement affects the brand image. Users can feel a sense of involvement and attachment when they engage with content through likes of posts, commenting or sharing. The repetitive communication can reinforce good attitudes towards the brand making it relevant, responsive and customer-focused. In the case of fashion retailers where identity and self-expressions are significant attributes, this engagement would assist the consumer to relate the brand to their individual style and values. 
The rise of new platforms such as TikTok has made the role of engagement even more significant since it emphasizes interactive and trendy content. The ability to post short videos, participate in challenges, duets and live streaming will motivate the users to engage instead of passively receiving information. The platforms are driven by algorithm-based systems which promote super engaging content enabling the brands to reach more audiences within a short period of time (Zhou, 2024, p.203). As an example, a trending challenge or a fashion can greatly increase the visibility and cement a brand image as fashionable and revolutionary. The application of interactive campaigns and relatable content, as is the case of ASOS UK, assists in positioning the brand as an expert in digital progress and relating well with the youth culture. Relationship between engagement and brand image is however not always direct. The fact that there is a high level of engagement does not mean that there is a good brand image. As an example, scandalous material or unpleasant experiences with customers can also attract high interaction, which is detrimental to the brand image. Relevantly, shallow interaction such as passive likes without any interaction with a brand might not turn into strong emotional reactions and loyalty to a brand. This emphasizes the significance of analyzing the engagement on a qualitative level as opposed to using numerical measures.
The other issue to consider is the impact of user generated content and participative communities in increasing the engagement. Authenticity and trust are enhanced when the consumers produce and distribute their own content associated with a brand, as peer recommendations are often viewed as more credible than those produced by the brand. Such a participatory culture reinforces the feeling of brand community and this may have a positive impact on brand image. It is however also a challenge as brands have little control over the content shared and negative experiences are easily propagated over sites. Moreover, the emerging social media platforms are fast and trendy, which means that the brands must keep changing their content strategies. As much as this presents new avenues of innovation and enhanced involvement, it poses a challenge of keeping things consistent in the brand messaging. The inability to balance between brand identity and creativity can result in confusion in the perception of consumers. In the case of ASOS UK, an appropriate management of engagement on various platforms is the key to a high, positive and consistent brand image in a competitive online environment.
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The theoretical basis of this research offers an intellectual basis on which one can perceive the impact of the social media marketing strategies on brand image, especially in the case of fashion retail and ASOS UK. The theories are useful in explicating the interconnection between online interactions, consumer beliefs and brand positioning. Brand Image Theory is one of the major theories that will be used to support the current research because it implies that the formation of brand image happens when the perception, experiences and associations of consumers with a brand are combined (Zou, 2023, p.28). These associations can be functional, emotional or symbolic. The brand image is constantly formed in a social media setting, both in the content created by the brand and in interactions among the users. This underlines the need to be steady and positive in the communication channel used to shape the perception of a consumer to a brand such as ASOS UK.
The other relevant theory is Consumer Engagement Theory that deals with the level of interaction between consumers and brands. Engagement is generally interpreted in three dimensions such as cognitive (thinking), emotional (feeling) and behavioural (action) (McDowell, 2024). The three dimensions are made possible through social media platforms usually mean increased bonding with the brand which may be a boost to brand image. Nonetheless, the theory also implies that the engagement has to be fruitful since superficial interactions may not result in long-term perceptions and loyalty. The study also relies on the Source Credibility Theory that is especially applicable to the situation of influencer marketing. According to this theory, the effectiveness of a message relies on the credibility of the source of the message and the credibility of the source taken into consideration is the trustworthiness, expertise and even attractiveness (Kong and Fang, 2024, p.1761). Persuasers who are felt to be genuine and learned are likely to induce positive consumer attitudes towards a brand. Within the example of ASOS UK, partnerships with various and relatable influencers increase the credibility of the brand messages and reinforce brand image of the intended audiences.
Also, the Relationship Marketing Theory promotes the concept that durable relationships between the brands and consumers are more beneficial as compared to temporary exchanges. The social media platforms allow the brand to have constant interaction which builds trust, loyalty and emotional bond as time goes by (Nuraeni, 2025, p.67). Brands such as ASOS UK can build stronger relationships by means of personalised communication, interactive content and community engagement that results in a positive and sustainable brand image. Overall, these theoretical interpretations result in the whole explanation of how the combination of social media marketing strategies, the credibility of the influencers and the interaction between consumers can form the brand image. They give a good base on the analysis of the effect of digital marketing strategies on the customer perceptions in the fashion retail sector. 
[bookmark: _Toc21]2.7 Critical Evaluation 
Existing literature strongly supports the idea that social media marketing is a powerful tool for increasing brand visibility, engagement and consumer interaction in the fashion retail sector. Research consistently points out that visual content, influencer marketing and interactive tactics are the most effective ways of both gaining and holding consumer attention. The problem is that a lot of the studies are too broad and do not really concentrate on single fashion brands such as ASOS UK. Besides, researchers have been mainly focusing on quantitative indicators such as likes, shares and follower counts, indicators which may not necessarily reflect other important elements of brand image such as emotional attachment and perception. Moreover, the qualitative interpretation of consumer engagement along with the identification of contextual differences in the UK fashion market has hardly been addressed in the literature so far (Zhan and Sheldrick 2024 p.4). In light of these limitations, it can be inferred that existing research fails to offer a full understanding of the role social media strategies play in shaping brand image in a sophisticated and context-dependent manner.
[bookmark: _Toc22]2.8 Research Gap 
Research gaps can be drawn up as a result of a deeper critique of the research direction taken so far. First of all, there are very few brand-specific research papers on ASOS UK although it is a very digitally strong brand and hugely relies on social media marketing. Also, in most research on this topic, the main focus has been on brand awareness and engagement metrics to the neglect of how these metrics actually affect consumer perceptions of the brand image. In addition, the fashion retail sector in the UK has hardly been researched when it comes to the use of emerging platforms such as TikTok and the most focused areas have been engagement and brand positioning. Finally, there is a lack of qualitative and systematic literature reviews that combine the results of several studies. This paper attempts to fill in these gaps by employing a methodical literature review that not only critically investigates social media marketing strategies and their effect on brand image but also uses the case of ASOS UK's changing digital landscape as a reference point.
[bookmark: _Toc23]2.9 Chapter summary 
This chapter reviewed the literature around social media marketing and its impact on brand image, especially within the fashion retail industry. It considered the main strategies, such as influencer marketing and consumer engagement, mainly on emerging social media platforms. The chapter also looked at the relevant theories and critically assessed previous studies, spotting their major weaknesses and gaps. These points support the necessity for research centred on ASOS UK. The next chapter describes the research methodology that was used to fill these gaps.



[bookmark: _Toc24]CHAPTER 3: RESEARCH METHODOLOGY 
[bookmark: _Toc25]3.1 Introduction 
In this chapter, a methodological approach was employed in the study to explore how social media marketing strategies affect the brand image of ASOS UK. It defines the philosophical premises and suppositions that would be taken into consideration in the research to ensure consistency between the research purpose, design and analysis (Thomas and Thomas, 2021). Since the research is aimed at comprehending consumer perceptions, brand meaning and online interactions, a qualitative orientation is regarded as the best. The study follows a secondary qualitative research design that is a systematic literature review (SLR). The methodology allows the researcher to critically analyze the existing academic research, reports in the industry, and any company-related information to come up with meaningful insights without collecting primary data (Sauer and Seuring, 2023). In order to guarantee transparency and methodological rigour, the study will make use of the PRISMA (Preferred Reporting Items to Systematic Reviews and Meta-Analyses) model, which organizes the identification, screening and selection of the relevant literature. 
This chapter starts with the research philosophy and assumptions on which the study is based. Such philosophical underpinnings are critical in ascertaining the process of constructing and interpreting knowledge, especially in undertaking research that involves subjective constructs such as brand image and perceptions of consumers in the dynamic environment of social media marketing. 
[bookmark: _Toc26]3.2 Overview of  Research Methodology 
The study will follow a secondary qualitative research design that employs a systematic review (SLR) method which will be used to analyze how social media marketing strategies affect brand image of ASOS in the UK fashion retail market. The systematic review approach will be suitable in the present study as it allows the research to gather, appraise and compile the findings of the available academic literature in a coherent and transparent way (Shaheen et al., 2023). The interpretivist research philosophy will be used to direct the research by concentrating on the meanings, perceptions and interpretation of social phenomena. Because social interaction and digital communication determine the brand image and consumer perceptions, the interpretivist approach is appropriate when examining the effects of the social media marketing strategies on consumer attitudes towards fashion brands. A research strategy of inductive will be used as well. The study will not be based on a set of hypotheses, but will examine the existing literature to discover patterns, themes and relationships between the strategies of marketing a product or service through social media and brand image. The strategy will enable the researcher to formulate insights according to the interpretation of research findings published earlier.
The data will be collected through secondary data such as peer-reviewed academic journals, articles, books, industry reports and credible online databases such as Google Scholar, Scopus, and ScienceDirect (Ayan et al., 2025). The PRISMA (Preferred Reporting Items to Systematic Reviews and Meta-Analyses) framework will be used to guarantee transparency and methodological rigour in the systematic review (Parums, 2021). Research studies will be identified using well-specified inclusion and exclusion criteria by referring to studies that are related to the marketing of social media, brand image and the fashion retail business. Around 50 peer-reviewed journal articles which were published in the last several years, will be analysed. The chosen articles will be analyzed through the thematic analysis process, during which the following themes (influencer marketing, consumer engagement, visual content strategies and platform-based marketing practices) will be identified and compared. This analytical procedure will aid in the creation of a holistic view of the extent to which social media marketing strategies determine the brand image in the online fashion retail setting.
[bookmark: _Toc27]3.3 Research Philosophies and Assumptions 
Research philosophy is defined as the beliefs about the nature of reality, the nature of knowledge and the means by which the knowledge is to be obtained (Baruwa and Shutaleva, 2022). These philosophical assumptions play a crucial role in the design of the study, interpretation of data and inferences. When conducting this research, the connection between the marketing strategies of social media and brand image is examined. It is necessary to choose the right philosophical perspective since the research problem is concerned with subjective consumer perception and socially constructed meanings. The research is informed by the philosophy of interpretivism that is best suited to investigate complex social phenomena. Interpretivism presupposes that reality is not predetermined or objective, but it is created by human experiences, interactions and interpretations (Pervin and Mokhtar, 2022). The consumers do not passively receive brand content but interpret it actively with social media marketing. Consequently, brand image is not a one-dimensional construct that can be quantified but rather a dynamic impression that is formed in the process of continuous interaction between the brand and its consumers.
Ontologically, the study has a subjective position which implies that reality is multiple and constructed. The brand image of ASOS UK may have different perceptions among different individuals based on their level of interaction with social media such as Instagram, TikTok and Facebook (Ziginov, 2021). This strengthens the notion that there does not exist a single objective reality but instead various interpretations as affected by personal experiences and social circumstances. Epistemologically, the study adheres to a constructivist research approach which highlights the fact that knowledge is constructed through interpretation. Instead of trying to find universal truths, the study will strive to find patterns, meanings and relationships in the existing literature. The secondary data will enable the researcher to examine the way various studies understand the role of social media marketing in building brand image. This is in line with the interpretivist perspective of knowledge being relative and determined by the data as well as the interpretation of the researcher.
Interpretivism methodologically advocates the application of qualitative research methods that are useful in depth and complexity capture. The systematic literature review allows the synthesis of various sources to determine common themes and insights regarding the social media strategies and brand perception. This method is especially suitable because it enables one to gain a full range of understanding on the subject matter without quantifying it in numbers. Meaning is another crucial assumption of this study as it is a context-dependent meaning. Social media is in a dynamic digital environment where the trends, user behaviours and styles of communication keep on changing (Alzubi, 2023). Thus, marketing strategies have to be interpreted with the help of the wider social and technological context. The interpretivist method enables the flexibility in analysing these contextual influences. Lastly, the research recognizes the importance of researcher subjectivity. Although it is true that full objectivity is not achieved, interpretivism tries to increase credibility by using systematic methods such as PRISMA guidelines, explicit inclusion and exclusion criteria, and transparent reporting. Such steps assist in making sure that the results are valid and scholarly. Overall, the interpretivist philosophy can be a good base in this study because it allows one to have a deeper insight into the impact of social media marketing strategies on consumer perceptions of brand image when applied to the ASOS UK context.
[bookmark: _Toc28]3.4 Research Design 
The research design gives the general framework and plan upon which the data are to be collected, analyzed and interpreted towards answering the research aim and objectives. The research design of the current study is qualitative in nature and it is in the form of a systematic literature review (SLR). The design is deemed suitable since the study aims to create a detailed insight on how social media marketing tactics impact brand image as opposed to quantifying relationships using numerical data. The study has an exploratory research design, which is mostly appropriate when what is known about a particular topic is not properly structured or is poorly developed. Although previous studies have examined social media marketing and brand image separately, there is limited research that specifically explores how particular strategies such as influencer marketing, user-generated content and engagement-based campaigns shape consumer perceptions within the UK fashion retail context. Thus, the researcher is free to explore these relationships in an open-ended and flexible way by using an exploratory method. It helps to discover patterns, themes and insights among a variety of existing studies (Mishra and Dey, 2022). 
Besides being exploratory, the research design takes on a structured and transparent procedure that aligns with the approach of systematic literature review (SLR). This makes the selection, reviewing and synthesis of available research conducted with rigorousness and repeatability. The use of fixed inclusion and exclusion criteria will enable the researcher to narrow down on applicable academic sources with particular reference to the peer-reviewed journal articles. This will adhere to highly specific parameters of social media marketing and brand image in the fashion retail setting. Such methodology enhances the captivity and dependability of research results (Olawale et al., 2023). Also, thematic synthesis is an important method of analysis which is highlighted in the research design. By using this approach, the researcher comes up with recurring themes, patterns, and relations in the selected studies. These themes can involve credibility of the influencer, user-generated content, engagement practices and platform-specific marketing practices. 
The research design helps in understanding the importance of various social media strategies in creating the brand image and it organizes the results into themes. The design also incorporates a comparative element, where findings from multiple studies are critically evaluated against each other. This enables the researcher to discover the similarities, contradictions, and gaps that exist in the literature (Sharma et al., 2023). This kind of comparison enhances the intellectual rigor of the research and that none of the conclusions is made on the basis of one source but a wide mix of academic views.
 The other significant consideration regarding the research design is that it is flexible. The study being qualitative and exploratory will enable the researcher to narrow down on areas of focus as new ideas are discovered through the review process. This flexibility comes in especially handy in relation to social marketing on social networks, where the trends and strategies change at high rates. The design thus aids in persistent interpretation and critical reflection during the course of the research. Moreover, the research design ensures transparency in reporting through a clear documentation of all the stages of review. This involves the choice of databases, identification of key words, screening and the final selection of articles. This transparency increases the credibility of the research and enables researchers to recreate or extend the study in future (Kişi, 2022).
On the whole, the selected research design offers a flexible, systematic, and comprehensive paradigm, which encourages the investigation of complicated interdependencies among social media marketing strategies and brand image. It can be of specific use when discussing the aims and objectives of the research. Lastly, it allows understanding of the already acquired knowledge in a more detailed manner and finding the promising points where the research can be continued in the future. 
[bookmark: _Toc29]3.5 Research Approaches 
This research adopts an inductive research approach which is highly suitable for the qualitative and exploratory studies. Unlike deductive approach which emphasises on the testing of the predefined hypotheses, the inductive approach allows the researcher to develop valuable insights, patterns and conceptual understanding of the collected secondary data (Kumar and Ujire, 2024). In this study, the secondary qualitative data is extracted from the published literature such as peer reviewed articles, journals, industry reports and government publications related to social media marketing and brand image. The primary benefit of an inductive approach is that there is a chance of creating new knowledge and theoretical insights. It is appropriate to thoroughly explore the subject matter without limiting it to predefined assumptions. This is due to the fact that the relationship between social media marketing strategies and brand image is quite complicated and context dependent particularly in the UK fashion retail industry. In the inductive process, the researcher can go through the processes of systematically examining the chosen studies and discovering common patterns in the effects of various approaches of the social media on consumer perceptions. As an example, such themes as influencer authenticity, the level of engagement, visual storytelling, and user-generated content can become influential elements of brand image. These trends are then studied and constructed to make meaningful conclusions that answer the research objectives (McKercher, 2024). 
The other notable aspect of the inductive approach is that it focuses on interpretation. The researcher in this study does not summarise but critically analyses the existing findings in order to get to know the underlying meanings and relations. This aligns with the philosophy of research of interpretivism which focuses on subjective experience as well as socially constructed realities. Brand image, being a perception-based concept, requires such interpretive analysis to fully understand how it is influenced by digital interactions. Inductive approach also aids in development of theories. The study does not aim to test the existing theories, but it helps to enhance existing knowledge as it reveals new relations between the practice of social media marketing and brand image outcomes. 
As an illustration, the results can highlight the impact that new platforms, such as Tik Tok, have on the brand perception dissimilarly to that of old platforms, including Facebook or Instagram. The insights have the potential to refine the existing theories of marketing or even formulate new theoretical foundations (Sinaga et al., 2023). The study focuses on Asos UK within the UK fashion retail market, and this suits an inductive approach which allows the researcher to interpret findings in this specific context. Nevertheless, it is also noted that the inductive approach is characterized by certain subjectivity since interpretations are determined by the analysis done by the researcher. The research uses a systematic and transparent review process to minimise bias, maintain uniformity in data selection and analysis. In conclusion, the inductive research approach provides a flexible and insightful framework for exploring the impact of social media marketing strategies on brand image. It allows forming in-depth, context-high level insights and accounts to the broader qualitative and exploratory nature of the research. 
[bookmark: _Toc30]3.6 Data Collection Methods 
The current research follows a secondary qualitative method of data collection and is in line with a systematic literature review (SLR) as the PRISMA (Preferred Reporting Items of Systematic Reviews and Meta-Analyses) framework will be used to conduct the entire study. In this way, a clear, systematic and repeatable process of identifying, selecting and assessing the topical literature concerning the social media marketing strategies and their effect on the brand image of ASOS UK is guaranteed. The information is gathered using the authoritative academic and professional sources such as peer-reviewed journal articles, books, conference proceedings and industry reports. The utilisation of key academic databases such as Google Scholar, Scopus and ScienceDirect is based on their expansive coverage of high quality (Martín-Martín et al., 2021). It also includes relevant publications in marketing, branding and consumer behaviour. This will allow the researcher to come up with a wide and credible evidence base without having to collect primary data.
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Figure 9: PRISMA Framework
(Source: Self-developed)
A predetermined search approach is adopted with well-specific keywords and search phrases. They are the terms such as ‘social media marketing’, ‘brand image’, ‘fashion retail’, ‘ASOS UK’, ‘influence marketing’ and ‘consumer engagement’. Search terms are narrowed down and combined using Boolean operations (and, or) to only retrieve the most relevant studies (Wong, 2024). Also, the search is restricted to the publications of the English language to ensure consistency and clarity in the analysis. PRISMA framework is implemented in four major steps that include identification, screening, eligibility and inclusion (Harie et al., 2023). During the first phase, 100 studies are located in the chosen databases with the help of the specified search terms. During the screening phase, duplicate records are eliminated and titles and abstracts are studied so as to eliminate studies that are not pertinent to the research aims, leaving 82 studies. During the eligibility step, the complete texts of the remaining articles are evaluated against pre-defined inclusion and exclusion criteria. Inclusion criteria are based on recent (within 5 years) peer-reviewed studies specifically on the subject of social media marketing, brand image, and fashion retail industry. 
Strong methodology and relevance of studies are given priority. The exclusion criteria will be non-academic sources, out of date studies, and sources that are not directly related to the research topic. Lastly, during the inclusion stage, only the most pertinent and quality articles are picked to be included in the final analysis. It contains 64 studies so as to make certain that it has been done in depth and breadth. The selection of 50 articles is represented in a PRISMA flow diagram which makes the research more transparent and credible. Overall, PRISMA framework enhances the rigour of data collection process by making the choice of literature systematic, unbiased, and well-documented to increase the validity and reliability of the research results.
[bookmark: _Toc31]3.7 Data Analysis 
Thematic analysis is a structured qualitative method of identifying, analysing and interpreting patterns in a textual data used to analyse the data in the study. This is especially appropriate in systematic literature review as it enables the researcher to present the findings of various sources and construct meaningful conclusions on the effect of social media marketing strategies on brand image. The thematic analysis is a structured and systematic process. The initial step is the familiarization with the data through which the chosen articles are thoroughly read and re-read to have a complete insight into the content (Zairul, 2025). The first thoughts and observations are recorded at this stage and they aid in singling out the common concepts associated with social media marketing and brand perception. The second step entails the creation of preliminary codes. The literature is gathered and systematically coded with relevant information depending on such key concepts such as influencer marketing, user-generated content, visual content strategies, consumer engagement, and platform-specific practices. These codes aid in the grouping of the data into significant categories and in simplifying the intricate information.
The third step involves the analysis of the codes and categorisation of the codes into larger themes (Jowsey et al., 2021). As an example, influencer credibility and authenticity codes fall into the theme of influencer marketing whereas interaction, participation and feedback fall into the consumer engagement category. This step allows determining patterns and relationships between various studies. The fourth step is the review and refinement of the themes to make sure that they reflect the data and correspond with research goals. Any similar or redundant themes are amended or eliminated in order to keep it clear and coherent. The last themes are then well-defined and labeled. Lastly, the results not only provide a summary of the existing knowledge but also critically examines similarities, differences and gaps in the literature. The interpretive approach is consistent with the interpretivist philosophy and inductive research approach that were applied in the study. Hence, thematic analysis offers a flexible and rigorous approach to the secondary qualitative data analysis, which allows the study to produce in-depth information on the effects of social media marketing strategies on the brand image of ASOS UK.
	Sl. No.
	Stage
	Description of the process
	Application in this study
	Outputs

	1
	Data Familiarisation
	Read and re-read material in order to develop a comprehensive picture of the important concepts and trends.
	Each of the chosen articles (50) was critically read a few times with the attention given to the results concerning social media marketing and brand image of ASOS.
	Original notes and emphasized key ideas.

	2
	Generating Initial Codes
	Determining data segments that are meaningful and labeling them (codes).
	The coded systematically across studies included relevant insights such as influencer impact, engagement, and online reviews.
	List of original codes (credibility of the influencer, UGC authenticity, level of engagement)

	3
	Searching for Themes
	Sorting similar codes into larger categories (first-order themes).
	Pertinent codes were grouped into themes including influencer marketing, consumer engagement, visual content, and e-WOM.
	First-order themes developed.

	4
	Reviewing Themes
	Filtering themes to be consistent and eliminate overlaps.
	All coded data were checked against themes to make sure that they were a true reflection of the dataset and that they were not duplicated.
	Polished and valid themes.

	5
	Defining and Naming Themes
	The definition of each theme and its area.
	Themes were narrowed down and grouped into three extensive dimensions: social media strategies, consumer-driven factors, and brand outcomes.
	Second-order themes established.

	6
	Developing Data Structure
	Organising themes into a structured framework showing relationships
	A hierarchical model was established between codes - first-order themes - second-order themes.
	Final thematic framework

	7
	 Interpretation and Analysis
	Thematic interpretation with regard to research questions and literature.
	Themes were discussed to reveal the impact of social media marketing on brand image of ASOS.
	Findings are present in Chapter 4.



Table 1: Step-by-step process of Thematic analysis according to this study

[bookmark: _Toc32]3.8 Ethical Considerations 
Ethics is critical in safeguarding integrity, credibility and transparency of the research process (Ombaka and Muturi, 2023). Since the study is qualitative, which is founded on secondary data and is conducted according to the systematic literature review approach, ethical issues are mostly associated with the responsible use of information available instead of direct contact with human subjects. Among the ethical principles that were considered in this study is the correct recognition of all sources. All information, thoughts and conclusions reached out of the academic articles, books and industry reports are quoted and referenced appropriately with the help of a suitable referencing style. This assists in preventing plagiarism and giving credit to the original authors for their work. Moreover, all the chosen sources are reliable, peer-reviewed and are retrieved through legitimate databases such as Google Scholar, Scopus and ScienceDirect. This reduces the chances of utilising, misleading or biased information (Raman et al., 2024). Inclusion and exclusion criteria are used in a clear and consistent manner to eliminate the possibility of selective bias during choosing literature. The study also upholds the concept of academic honesty since the findings are presented in an objective way without manipulation and misinterpretation of the data. The researcher is not subject to personal bias because the study is critically analysed by various views and makes sure that its conclusion is evidence-based and not speculative.  
Moreover, there are no specific issues of informed consent, confidentiality and anonymity apply as no primary data is obtained. Nevertheless, the study does not infringe on intellectual property rights and upholds ethical principles in data processing and reporting. Overall, all these ethical considerations make the study conducted in a responsible manner with academic integrity and providing credible knowledge of the study.
[bookmark: _Toc33]3.9 Conclusion 
This chapter has described the methodological framework that will be used in the study, the research philosophy, approach, design, data collection method and data analysis techniques. The PRISMA and thematic analysis frameworks have been justified as suitable to support a secondary qualitative approach that would support answering the research objectives. There has been an ethical consideration to make sure that there is transparency and academic integrity. In general, the adopted methodology offers a coherent and valid basis of the analysis of the effects of the social media marketing strategies on the brand image of ASOS UK, contributing to the validity and credibility of the research results.
[bookmark: _Toc34]CHAPTER 4: FINDINGS, ANALYSIS AND DISCUSSION 
[bookmark: _Toc35]4.1 Presentation of Findings 
The chapter provides the most important results of the thematic analysis of the chosen literature about social media marketing strategies and their impact on the brand image of ASOS UK. The results are grouped into specific themes that were identified in the course of data analysis, such as influencer marketing, user-generated content, visual branding strategies and consumer engagement practices. Every theme captures common themes and observations of various pieces of research. This section is aimed at the systematic presentation of these findings in a clear and structured manner, which is the foundation of further analysis and discussion in terms of the research objectives and current theoretical perspectives.
[bookmark: _Toc36]4.2 Analysis of Results 
	Sl no.
	Author
	Year
	Objectives
	Findings

	1
	Huang et al., 2022
	2022
	To analyse ASOS’s online marketing strategies targeting young consumers.
	Youth are well attracted to social media, influencer campaigns, and trend-based content. Individual involvement and responsiveness to fashion increase the brand value and connection with the young audiences.

	2
	Parker and Alexander, 2022
	2022
	To assess the need for a physical store in ASOS’s omnichannel strategy.
	A robust digital presence minimizes the use of physical stores in brand equity. Nevertheless, the lack of physical interaction might increase the level of trust, engagement and customer experience.

	3
	Ziginov, 2021
	2021
	To study how social media marketing affects consumer decision and sales.
	 Trust and awareness have a great impact on purchase decisions in the context of social media. Customer involvement and interaction with one another through interactive content and peer engagement have a positive influence on sales performance.

	4
	Zhang, 2022
	2022
	To evaluate the effectiveness of ASOS UK’s loyalty programmes.
	Customer retention and repeat purchasing are enhanced through customer loyalty programmes. Individualised rewards and digital connectivity boost customer satisfaction, engagement and improved customer relationships.

	5
	Bezerra, 2025
	2025
	To investigate the role of digital in consumer behaviour and brand dynamics in fashion.
	Influencers and social media have a strong influence on consumer perceptions and preferences. Good online presence creates emotional bonds and generates buying intentions.

	6
	Ologunebi and Taiwo, 2023
	2023
	To investigate how SEO and SEM can enhance brand awareness in the e-commerce sector, such as in the case of ASOS.
	SEO and SEM are effective in increasing the online presence and traffic to websites. Better search positions enhance brand recognition and customer growth, which helps to compete in the online retailing market.

	7
	Balabanova et al., 2025
	2025
	To investigate social media criticism and moral controversies of fast fashion on Twitter 
	Social media puts brands in the spotlight of criticism and ethical audits. A bad reputation may be caused by negative mentions of sustainability and the transparent communication allows to control the reputation and trust of the consumers.

	8
	Wardhani, 2024
	2024
	To optimise geometrical layout structure of the ASOS application with the GeM framework.
	Better app design will improve the user experience and efficiency in navigation. The interface should be well organized, which makes the user more engaged, satisfied and helps to communicate with the digital space of the brand better.

	9
	Kaukiainen, 2026
	2026
	To examine how online customer reviews affect the volatility of stock prices of consumer companies in the UK.
	Online reviews are a significant determinant of investor perception and market behaviour. Good feedback improves reliability and credibility whereas negative feedback adds instability and demonstrates the significance of online reputation.

	10
	Naeem and Ozuem, 2022
	2022
	To learn about various categories of participants of user-generated content in the context of fashion brands. 
	The user interacts in different levels, starting with passive observers up to active creators. UGC enhances brand credibility, image and has an impact on consumer buying behaviour. 

	11
	Domashenko, 2024
	2024
	To explore the future development of e-commerce in a digitalised environment.
	Online retail is changing with digital technologies and data-driven strategies. Increased personalisation, automation and integration of platforms enhances customer experience and competitiveness in the digital market.

	12
	Irdasyah et al., 2022
	2022
	To investigate how social media marketing affects brand awareness, image and purchase intention. 
	Social media marketing is associated with great improvement of brand awareness and brand image. This shows the significant impact of digital interaction in buying behaviour. 

	13
	CHUSNAINI and Rasyid, 2022
	2022
	To examine the correlation between the content of social media, brand image, awareness and purchase intention. 
	Use of social media marketing promotes brand image and brand awareness. It directly affects consumer intention to purchase.

	14
	Zeqiri et al., 2025
	2025
	To examine how social media marketing affects brand awareness, engagement and purchase intention.  
	Social media marketing has a great impact on increasing brand awareness and customer interaction. The more a person is engaged, the more the purchase intention, particularly in the emerging markets where the digital platforms influence the consumer behaviour.

	15
	Putra et al., 2023
	2023
	To examine how social media marketing, e-WOM, brand awareness and image influence brand loyalty.
	E-WOM and social media marketing have a positive impact on brand image and brand awareness. These aspects contribute greatly to brand loyalty, proving the relevance of digital interactions in long-term customer relationships.

	16
	Budiman, 2021
	
	The aim is to test the impact of social media on brand image and brand loyalty among the generation Y.
	Brand image is greatly boosted by social media, which helps boost brand loyalty. Online communications and interactions are important to develop long-term relationships with younger consumers.

	17
	Ali and Naushad, 2023
	2023
	To analyse the impact of social media marketing on purchase intention with brand image as a mediator. 
	Brand image has a positive impact on purchase intention using social media marketing. Powerful brand image is one of the mediating factors that boost customer trust and decision-making. 

	18
	Tadros, 2021
	2021
	To delve into the major reasons why ASOS has been successful as an online fashion store. 
	Trend responsiveness, effective digital marketing and customer-oriented strategies make ASOS successful. 

	19
	Soundearajah and Asanka, 2022
	2022
	To analyse product reviews at ASOS with the help of sentiment analysis and machine learning models. 
	The reviews of customers display a mixed feeling which directly corresponds to preferences and aids in enhancing the brand using data-driven insights.

	20
	Dangol and Rind, 2024
	2024
	To analyse how chatbots can be used to improve consumer brand engagement in UK retail.
	Chatbots enhance real-time communication and customer experience. They are more engaging, responsive, and build relationships between consumers and retail brands in the digital world.

	21
	Malarvizhi et al., 2022
	2022
	To simulate the effects of social media marketing, brand equity and loyalty on the readiness to pay high prices.
	SMM improves brand equity and brand loyalty. Good brand perception makes consumers more willing to pay more, demonstrating the economic benefits of successful digital marketing plans. 

	22
	Miteva and Popova, 2022
	2022
	To analyse the way digital marketing techniques may embrace brand image.
	Brand image and visibility are greatly enhanced by the use of digital marketing tools. Regular interactions on the internet and targeted promotions will foster a favourable brand image and enhance customer interaction.

	23
	Sohail et al., 2022
	2022
	To analyse the impact of social media marketing on brand trust and brand loyalty.
	Social media marketing has a positive impact on brand trust which results in a higher brand image and loyalty. The interactive interaction and transparency are the main components in establishing good relationships with consumers. 

	24
	Chowdhury et al., 2024
	2024
	To explore the effects of social media marketing on consumer behaviour in fashion retail. 
	Social media has a great impact on consumer attitudes and purchase decisions. Buyers are influenced by engaging content, trends and paper influence to shape buying behaviour and increase brand interaction in the fashion industry.  

	25
	 Siregar et al., 2023
	2023
	To investigate the way social media breaks the fashion retail experience of Gen Z consumers.  
	The consumer experience is transformed by social media with constant engagement and exposure to trends. Gen Z uses digital platforms to get fashion inspirations and make brand interaction and buying decision.

	26
	Adiningtyas and Hasanah, 2023
	2023
	To examine the effects of social media marketing performance on brand awareness, image and loyalty.
	Brand awareness and image are greatly enhanced through social media marketing. These improvements result in a greater brand loyalty which demonstrates its significance in the long-term customer relationships in the fashion brands. 

	27
	 Jamal et al., 2025
	2025
	To investigate the impact of trend fashion, influencer marketing and reviews on purchase decisions. 
	Influencer marketing and internet reviews have a powerful impact on purchasing decisions. The trend congruence and brand image positivity also help boost consumer confidence and purchase chances of fashion products.

	28
	Zhang, 2023
	2023
	To compare influencer marketing with traditional marketing in affecting consumer purchasing behaviour.
	Influencer marketing is more effective compared to traditional marketing in shaping the purchase decisions. It creates a sense of trust and relatability, which increases the likelihood of consumers to interact and purchase fashion products.

	29
	Sandra et al., 2025
	2025
	To analyse the influencer marketing techniques and their effects on brand image and purchase intent. 
	Influencer marketing has a positive impact on brand image and purchase intention. This relationship is even enhanced by customer support which enhances trust and consumer satisfaction.

	30
	Završnik, 2023
	2023
	To analyse the effect of social media marketing on awareness and brand image through engagement.
	Social media marketing enhances brand image and awareness through likes. Increased levels of engagement will improve brand perception and build stronger relationships with customers.

	31
	Tarabieh, (2022)
	2022
	To analyse the impact of social media marketing activities on loyalty intentions of consumers
To evaluate the mediating roles of brand awareness, consumer brand engagement and brand image

                                  
	The study highlights that the social media marketing activities have a considerable impact on brand awareness and consumer brand engagement. Consequently, brand image positively influences loyalty intentions of the consumers. 

	32
	RINI, (2021)
	2021
	To understand the role social media strategy to improve brand image 
To analyse the impact of social media on decision making capabilities of students
	The findings of the study reveal that social media positively impacts brand image and decision-making skills of the students. 

	33
	Guha et al., (2021)
	2021
	To analyse the effectiveness of social media platforms for promotions of handicraft products 
To measure the impact of brand awareness and brand image on consumer buying intentions 
	The social media marketing strategies associated with the handicraft products have a strong impact on the brand image and brand awareness. 

	34
	Patmawati and Miswanto, (2022)
	2022
	To study the influence of the social media influencers on the purchase intentions which is facilitated by brand awareness
	The social media influencers highly influence the purchasing intentions of the consumers which is strongly mediated by brand awareness. 

	35
	Chen and Qasim, (2021)
	2021
	To study if brand image matters in the consumer market 
To analyse the impact of social media marketing strategies on consumer-based brand equity 
	The study highlights that the e-brand experience has considerable impact on brand love. 

	36
	Majeed et al., (2021)
	2021
	To study the relationship between the social media and purchase intentions with respect to brand equity 
	The findings of the study indicates that there is a positive relationship between social media and purchase intentions mediated by brand equity. 

	37
	Munir and Watts, (2026)
	2026
	To examine the power of influencers to shape the buying intentions of the consumers 
To understand the mediating effects of brand awareness and perceived brand value on customer experience 
	This study finds out that the endorsements made by the social media influencers have a significant influence on the buying intentions of consumers. 

	38
	Aditi et al., (2022)
	2022
	To analyse the influence of social media and word of mouth on the buying interests of the consumers 
	The study states that there is no significant impact of social media on buying interest. However word of mouth highly influences the buying interest of consumers. 

	39
	Arya et al., (2022)
	2022
	To understand the influence of brand communication on consumer-based brand equity through digital platforms or social networking sites. 
	The results of the study indicates that brand communication is facilitated by social networking sites which directly influences the consumer-based brand equity. 

	40
	Koay et al., (2021)
	2021
	To study the impact of perceived social media marketing activities on brand equity as perceived by the consumers. 
	The study highlights that the social media marketing activities positively as well as significantly influence the consumer-based brand equity. 

	41
	Dubbelink et al., (2021)
	2021
	To understand how the digital channels are adopted in the post pandemic era to attract target consumers 
	The findings demonstrate that the digital channels are extensively adopted by the companies in the post pandemic times to attract target consumers. 

	42
	Frandi et al., (2023)
	2023
	To understand the impact of innovation and digital platforms on consumer purchase intentions 
	This study highlights that the innovation factor within the digital platforms has a significant impact on the purchase intentions of the consumers

	43
	Moslehpour et al., (2021)
	2021
	To examine the relationship between social media marketing activities and buying intentions of consumers mediated by trust and brand image 
	This study highlights that the digital marketing activities significantly improves brand trust which ultimately enhances buying intentions 

	44
	Ruangkanjanases et al., (2022)
	2022
	To explore the effect of social media marketing behaviours with regards to behavioural engagement of potential students.
	The research findings indicate that marketing practices of social media considerably increase the behavioural engagement in the mediating effect of the brand equity. It points out that a good brand equity enhances the connection between marketing and consumer interaction.

	45
	Abbasi et al., (2024)
	2024
	To test the correlation between social media communication, brand equity, satisfaction and loyalty.
	The results show that brand equity is affected positively by social media communication that, in turn, improves customer satisfaction and loyalty. This paper establishes a close chronological correlation between the variables.

	46
	Siddiqui et al., (2021)
	2021
	To analyse the role of electronic word of mouth (e-WOM) credibility on social networking sites
To determine its impact on brand image and online purchase intention
	The research points out that believable e-WOM has a considerable impact on positive brand image, and that e-WOM has a positive impact on online purchase intentions. The factors identified include trust and authenticity.

	47
	Al-Azzam and Al-Mizeed, (2021)
	2021
	To investigate the impact of online marketing on purchase decisions of consumers.
To study the importance of online promotional activities.
	The results indicate that digital marketing can substantially influence consumer purchasing behavior, especially via the social media and online advertising approaches.

	48
	Alsaraireh et al., (2022)
	2022
	To examine the effect of consumer feedback on brand perception
	The research suggests that online review is a powerful influence on brand equity, and positive reviews have a stronger impact in building brand value whereas negative reviews have a potential to harm brand perceptions.

	49
	Althuwaini, (2022)
	2022
	To explore how brand loyalty is influenced by social media marketing activities.
To test the mediating effect of brand trust.
	Results indicate that brand loyalty is enhanced by the social media marketing practices, and brand trust is one of the primary intermediaries in enhancing customer relations.

	50
	Hasan and Sohail, (2021)
	2021
	To examine the effect of social media marketing in consumer purchase decisions.
	The research paper concludes that social media marketing has a strong effect on consumer purchasing decisions, but it is more pronounced when it comes to the well-known and international brands as these have a greater level of trust and visibility.




Table 2: Systematic Literature Review

[bookmark: _Toc37]4.3 Discussion of Results 
The results of the systematic literature review are quite convincing that the social media marketing tactics has a profound influence on brand image, especially in the background of digital first fashion retailing such as ASOS UK. The discussion combines the main themes that were revealed in the process of the thematic analysis, such as influencer marketing, consumer engagement, brand equity, electronic word of mouth (e-WOM), and digital communication strategies. All these themes elucidate the impact of activities undertaken through social media to consumers and how these activities affect the formation of a positive, or a negative brand image. 
Relationship between the brand image and the social media marketing 
A connection between the brand image and the social media marketing activity is one of the most outstanding results. Some studies show that the brand awareness increased by the regular and interactive social media presence, which eventually results in the positive brand image (Tarabieh, 2022; Guha et al., 2021; Irdasyah et al., 2022). This is in line with the example of ASOS UK where online platforms such as Instagram and Tik Tok are leading in advertising the brand identity, and interacting with customers. Likewise, Koay et al. (2021) and Arya et al. (2022) emphasize that social media marketing activities can profoundly affect consumer-based brand equity that has a strong correlation to brand image. These results indicate that social media is a building block to establish and sustain brand perception in the fashion retailing business. 
The influence of influencer marketing on brand image
The second important theme that arises out of the analysis is the influence of influencer marketing on brand image. Research, including Patmawati and Miswanto (2022), Munir and Watts (2026), and Zhang (2023) illustrates that influencer endorsements are greatly affecting consumer purchasing behaviors and brand perception. Influencers represent plausible sources of information, and their consultations tend to seem more reasonable than the traditional advertising. As it applies in the case of ASOS UK, partnerships with influencers also enhance the attachment and attractiveness of the brand, especially in younger audiences. Nevertheless, the success of influencer marketing also mostly relies on credibility and brand congruency because too much commercialisation can decrease credibility (Siddiqui et al., 2021). Another type of important factor affecting brand image is consumer engagement. The data results reveal that greater engagement rates, in terms of likes, shares, comments, and user engagement, are related to, arguably, higher levels of emotional attachment to the brand and improved brand image (Zeqiri et al., 2025; Završnik, 2023). Ruangkanjanases et al. (2022) also point out how the activities of social media enhance the behavioural engagement which is mediated by brand equity.
Consumer-Driven Social Media Marketing Strategies
The concepts of interactive campaigns, user-generated content and real-time communication can also create a feeling of community and belonging among consumers, as in the case of ASOS UK. This helps to argue that engagement is more than just a quantitative measure but it is also a qualitative measure of consumer-brand relationships. The contribution of electronic word of mouth (e-WOM) and online reviews also comes out as a considerable driver of brand image. Equally, Moslehpour et al. (2021) and Sohail et al. (2022) note that brand trust plays a significant role as an intervening variable between social media use and consumer intentions to make a purchase. In the case of ASOS UK, brand equity and trust are beneficial in long term relationships with customers and in supporting brand positioning in the competitive fashion market. Although the results about the potential of social media marketing are mostly favorable, certain studies provide opposing evidence that suggests that the effects of social media marketing are not always immediate and substantial. An example of this is that, according to Aditi et al. (2022), social media does not have a significant effect on buying interest, but a more critical influence has a word of mouth. It may imply that the effectiveness of social media can be different in relation to the situation, the target audience, and the content. Also, Balabanova et al. (2025) emphasizes the dangers of the unfavorable reputation and ethical issues in the fashion sphere, which may have a detrimental influence on a brand image. 
These results highlight that although social media has great prospects, challenges that are bound to be put under close consideration also exist. The other significant lesson of the analysis is the influence of innovation and digital transformation in promoting the brand image. True to the example of ASOS UK, new platforms and technologies can be implemented to enable the brand to remain relevant and compete well in the dynamic digital world. Additionally, tools that are chatbots and AI-enhanced make the customer experience and interaction even more advantageous and strengthens brand image (Dangol and Rind, 2024). Also discussed are the role of the visual content and platform-specific strategies. Trendy brands have also realized the need to be addicted to slick visual contents to attract and keep consumers engaged. Research by Hasan and Sohail (2021) and Chowdhury et al. (2024) suggests that content rich in visual appeal and trending content can greatly impact consumer attitudes and buying decision-making.In the case of ASOS UK, such platforms as Instagram and TikTok also allow being creative and telling a story, which also lead to a solid and unique brand image. 
Altogether, the results of the systematic literature review prove that the multidimensional effects of social media marketing strategies on brand image are valid. Various factors such as engagement, trust, brand equity, influencer credibility, and consumer-generated content affect the relationship. Although most studies have underpinned the beneficial role of social media marketing, it is quite clear that the success of these approaches lies in its execution and harmonization with consumer attitudes. Social media marketing is a useful instrument in influencing brand image in the fashion retail sector, especially in digitally native brands such as ASOS UK. Nonetheless, the influence is not even and needs to be managed with the use of content, engagement and brand communications. The implications of the findings to academic and practical life are that there is a necessity of strategic and consumer-driven social media marketing practices.
As an indication, Abbasi et al., (2024) unveil that brand equity is positively influenced by social media communication, which also increases customer satisfaction and loyalty. The outcome of such supports the argument that brand image exists in a broader context whereby communication, perception and behavioural outcomes are closely interconnected. On the same note, Al-Azzam and Al-Mizeed (2021) affirm that online marketing efforts, especially via social media, are a major influence on consumer buying behaviour. This implies that social media does not play a role in brand perception but also has a direct effect on consumer behaviour which supports its strategic value in the digital fashion retailing sector. Similarly, according to the study by Majeed et al. (2021) and Ali and Naushad (2023), brand equity and brand image are absent as the mediating variables between social media marketing and purchasing intention. It means that the effect of social media is usually indirect and very strong. The importance of consumer feedback is also supported by Alsaraireh et al., (2022), who discover that online reviews greatly influence brand perception and positive feedback reinforces brand equity and negative feedback may harm it. This is in addition to previous debates about e-WOM, as it gives a balanced perspective of its two-sided effect. Similarly, Althuwaini (2022) categorizes brand trust as an essential channel through which social media marketing efforts can enhance brand loyalty, thereby reiterating the significance of trust in establishing and holding a customer relationship over time. From a technological perspective, Dubbelink et al., (2021) and Frandi et al., (2023) highlight the importance of consumers' willingness to adopt new technological channels and innovators to influence their decisions, particularly in the post-pandemic context. These results align with the increasing focus on the notion of digital transformation as a means of upholding brand relevance. In addition to that, Chen and Qasim (2021) and Adiningtyas and Hasanah (2023) recognize that brand experience and brand awareness are two pillars that mainly support brand image and brand loyalty development, especially via social media. Additional findings by the study of Budiman (2021) underlines the significance of social media in enhancing brand image and loyalty among young consumers. Additionally, Jamal et al., (2025) demonstrate that trend alignment, influencer marketing and online reviews work harmoniously to boost consumer confidence and purchase decisions. When referring to the particular case of ASOS, Soundearajah and Asanka (2022) disclose that customers express both positive and negative feelings when rating the brand, which can be helpful in enhancing the brand image. Tadros (2021) explains that ASOS succeeds due to its responsiveness to the trends and effective digital approaches such as ‘Queue Jumper Contest’, campaign with the hashtag ‘#MoreReasonstoMove’, positive body image campaign ‘#AsSeenOnMe’ and so on. 


[bookmark: _Toc38]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc39]5.1 Summary of main findings 
This paper has discussed how social media marketing strategy influences the brand image of ASOS in the UK fashion retail sector by systematically reviewing about 50 studies. The results reflect the increased relevance of online platforms in influencing consumer perception and brand identity. Firstly, social media marketing is an effective way of building brand awareness and visibility. Applications such as Instagram, TikTok and Facebook will enable ASOS to appeal to a big and diverse audience, especially the younger generation. The ability to use visually appealing content such as images, reels and short videos is critical in enhancing brand recall and sustaining a steady brand identity. This shows that the online fashion industry revolves around visual storytelling as the key to success. Second, influencer marketing has become one of the key strategies that affect the brand image. The partnership with influencers will help ASOS convey its brand values in a trustful and relatable way. Influencers serve as the linking factors between the brand and consumers, and they achieve trust and credibility. Nevertheless, the results also show that influencer marketing is effective based on authenticity. Excessive commercialisation, absence of transparency or affiliation to less convincing influencers might have a negative effect on brand perception.
The other significant discovery is associated with consumer engagement. Social media sites have interactive services such as comments, likes, shares and live sessions which consumers can use to share in brand communication. The presence of high levels of engagement leads to more emotional connection, better brand perception and better customer loyalty. Nevertheless, engagement is also shown to have both positive and negative effects in the study. Complaints or controversies as negative feedback can go viral and destroy brand reputation unless dealt with concerns. UGC has also been cited as an important issue in brand image creation. Users are more likely to believe the information produced by fellow users as compared to brand advertisements. UGC contributes to the development of a sense of community, credibility and authenticity of the brand. In the case of ASOS, asking the customers to post their experience reinforces its message of being a customer-centred and relatable brand. However, this inability to control UGC is hazardous since bad experiences can be shared as well. Also, electronic word-of-mouth (eWOM) and online reviews are very essential in affecting consumer choice and brand perception. Good reviews build trust and credibility and negative feedback may damage consumer confidence and brand reputation. This emphasizes the significance of good online reputation management. 
Lastly, the analysis indicates that the good digital presence of ASOS is solidifying its reputation as an online-first retailer. Although it is convenient and accessible, some consumers might be restricted by the absence of physical experience. Thus, the main issue is to be able to balance digital involvement with the improvement of customer experience. In general, the results validate that the brand image is greatly affected by the strategies of social media marketing with the elements of visibility, engagement, credibility and emotional connection linking consumers to the content. However, they are only successful when they are authentic, consistent and managed, especially to the Gen Z consumers. 
[bookmark: _Toc40]5.2 Conclusion based on the research questions 
This paper discussed three research questions related to social media marketing strategies and brand image.
RQ1: What key social media marketing strategies does ASOS use across major platforms such as Instagram, TikTok and Facebook?
The results show that ASOS is based on visual content marketing, collaboration with influencers, user-generated content and interactive campaigns. The strategies are digital consumer-friendly and aligned with the rapidly changing fashion industry. Trend-based and short form content helps the brand to stay relevant and competitive.
RQ2: How do ASOS’s social media marketing strategies influence consumers’ perceptions of the brand image in the UK fashion retail market?
The study revealed that social media marketing affects directly and significantly the perception of consumers towards ASOS. Fraudulent marketing boosts authenticity and trust whereas visual content boosts aesthetic appeal. Emotional connection with consumers creates a closer relationship with the brand that is more relatable. Nonetheless, negative interactions, absence of transparency or inadequately implemented campaigns may have a detrimental effect on brand perception.
RQ3: What is the relationship between social media engagement and the brand image of ASOS?
The results demonstrate that there is a positive relationship between meaningful engagement and trust, loyalty and emotional attachment. Notably, quality of engagement is more important than quantity. Shallow communication or interaction does not lead to long term brand image and instead, interactive communication or communication that is genuine builds consumer relationships.
Overall, the marketing strategies of ASOS through social media play a vital role in fostering brand image. They depend on their authenticity, consistency and reaction of meaningful consumer interaction. Social media is not only a promotional tool but also a fundamental part of the brand identity in the digital age. 
[bookmark: _Toc41]5.3 Recommendation (Practical and Theoretical) 
Practical Recommendation
Some practical recommendations are suggested based on the findings. Firstly, ASOS should focus on genuineness in influencer marketing by working with credible influencers that resonate with its brand values. Openness in communication about sponsored content is a key aspect to ensure consumer confidence. Consistency and credibility can also be enhanced when the organization engages in long-term collaborations with influencers. Secondly, the brand must keep investing in high quality visual content. Since the fashion industry is extremely visual, innovative types of content such as short videos, live streamings, and interactive storytelling can increase engagement and keep the audience entertained. Third, ASOS needs to work on creating meaningful consumer engagement as opposed to raising engagement metrics. Being an active listener to customer inquiries, responding to any complaints and motivating them to interact can enhance customer satisfaction and brand image.
The other suggestion is to successfully utilize user-generated content. UGC increases authenticity, but moderation approaches are necessary to reduce dangers of negative content. Brand credibility can be reinforced through encouraging positive customer experiences. Also, ASOS needs to enhance its online reputation management by reviewing and responding to feedback and reviews. Open communication on adverse remarks can be used to keep trust and show responsibility. Lastly, the company ought to consider seeking means of improving customer experience outside the digital platforms. Customer engagement and trust can be enhanced by incorporating digital solutions such as virtual try-ons or by having regular physical interactions such as pop-up stores.
Theoretical Recommendation
Theoretically, the current study notes a necessity to revise the conventional frameworks of marketing to align them with the digital realities. Real-time interaction, consumer participation and algorithm-driven communication should be included in brand image theories. The research also recommends the combination of Consumer Engagement Theory and Source Credibility Theory in the elucidation of the influence of influencer marketing in brand perception. The future studies must address the qualitative elements such as authenticity, emotional involvement and consumer trust, but not necessarily based on quantitative measures of engagement. 
[bookmark: _Toc42]5.4 Limitation of Research 
There are a few limitations to the study. Firstly, it is a systematic literature review which is based on secondary data. This restricts the possibility of capturing real-time consumer opinion and behavior. The results are based on the quality and extent of the research. Secondly, the study is specific to the ASOS and fashion retail sector which could restrict the applicability of the findings to other industries or settings. Consumer behaviour towards various sectors can be different in various situations. The other limitation is qualitative analysis of the current study. Even though systematic approaches were employed to increase the reliability, a certain level of interpretation is inevitable. Lastly, the fast-changing nature of the social media platforms and its marketing strategies is also a challenge as trends and user behaviours are dynamic. This can influence the applicability of the results in the long-term fashion industries in the UK. 
[bookmark: _Toc43]5.5 Recommendation for Future Work 
The study can be developed in a number of ways in the future. Firstly, primary research techniques such as surveys or interviews need to be undertaken to obtain first hand data or information about the consumer perceptions. This would give additional up-to-date and contextual information. Secondly, it might conduct comparative studies with several brands to find out variation in social media practices and the effects on brand image. This would enhance the generalisability of results. The emerging technologies such as artificial intelligence, augmented reality and virtual reality in social media marketing could also be examined in future studies as they are bound to reinvent consumer interaction. Moreover, in the future, longitudinal studies are suggested that can explore the long-term implications of social media marketing on brand image instead of uncovering the short-term engagement. Lastly, research in the future must also take into account ethical and sustainability concerns in social media marketing, especially in the fast fashion industry, since they are playing a bigger role in consumer perception and brand image.
[bookmark: _Toc44]5.6 Contributions
[bookmark: _Toc45]5.6.1 Theoretical contribution
This research adds to academic knowledge by providing a deeper understanding of social media marketing strategies' impact on brand image, specifically for ASOS UK and the fashion retail sector. It bridges major theories including Brand Image Theory, Consumer Engagement Theory and Source Credibility Theory to understand the impact of online interactions on consumer perceptions. The study highlights significant factors such as influencer marketing, user-generated content, and online interactions as key to brand image. It goes beyond other research primarily focused on brand awareness or brand equity, by emphasising brand image and emotional attachment. It further helps fill a research gap by prioritising knowledge of quality over just quantitative measures of engagement. The research links social media strategies to consumer perception and behaviour, thus contributing a strong theoretical model that will guide future research in online marketing and branding.
[bookmark: _Toc46]5.6.2 Practical contribution
This research offers practical implications for marketers and fashion retailers such as ASOS UK to adopt social media marketing strategies to strengthen brand image. This emphasises the role of collaborations with influencers, attractive visuals and user-generated content to capture consumers' attention. The study indicates that brands need to emphasise authenticity, credibility and regular communication to engage and retain customers. The study also shows the importance of interactive advertising and personalisation for better engagement. It also underscores the need for accessible and secure websites, easy navigation, and secure payment options to facilitate consumer purchasing. The study provides insights into consumer preferences, such as the effects of social media trends, reviews and pricing. This knowledge helps companies develop better marketing approaches, customer loyalty, and stay competitive in the fast-changing online fashion industry.
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