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[bookmark: _Toc213707129]1. Introduction
The concept of digital marketing has transformed the way car brands relate to their consumers as opposed to the traditional advertising system to the dynamic online interaction. This research is about the automotives industry of UK where social media marketing has emerged as the primary way of inciting consumer perception and loyalty. Instagram, YouTube, and Tik Tok platforms are among the key actors in achieving emotional connection via influencer association, visual narrative, and participatory campaigns. These digital features especially user-created content, targeted advertising, and simulative brand engagements are essential since they determine the purchase intentions and future loyalty. 
Through the consumers in the UK turning to online communities and online reviews as their primary sources of automotive information, automotive manufacturers must make the transition between online interactions and long-term relationships with the brand. Thus, this study examines the effect of various digital marketing measures on consumer interest and brand loyalty in the UK automotive market, which helps to understand the efficiency of branding strategies that use social media as the driving force. The interaction of technological innovation and marketing approach has changed the perception and interaction of consumers on automobile brands, and digital aspects are important in creating brand image and loyalty (Zeqiri et al., 2025). 
[image: ]
Figure 1: Leading benefits of social media marketing according to marketers worldwide 2025
(Source: Statista, 2025)

The amount spent on global social media advertising is expected to increase by 140 percent in 2024 to pass 230 billion U.S. dollars as compared to 2019, the last year before the pandemic, when the figure was 230 billion. This number has been predicted to rise by almost half by the close of the decade amounting to over 345 billion dollars in 2029 (Statista, 2025). In that regard, social media marketing has become a prevailing instrument in terms of consumer involvement, confidence, and referral. These strategies can be effective based on the reactions of the consumers to online content, influencer marketing, and interactive capabilities that can create emotional attachment and brand advocacy (Javed et al., 2023). The study is about the impact of digital marketing activity, in particular, the use of social media engagement, on consumer loyalty and perception in the automobile market. 
[bookmark: _Toc213707130]1.1 Problem Statement
Globalisation, the digital age, and changing consumer demands are adding to the growing competition in the automobile industry. The conventional marketing strategies are no longer effective and digital material and campaigns based on influencers have taken over. Even with the intensive digital marketing efforts most car companies have had problems transforming online interaction into brand loyalty. Empirical data on the direct effect of social media activities on engagement and long-term loyalty factors among automobile consumers is too little. Moreover, in spite of the fact that the overall role of social media in the brand performance has been studied, not many studies have investigated its particular role in consumer advocacy and emotional attachment within the automobile industry (Nnindini and Dankwah, 2022). This deficiency signifies the necessity of the main quantitative research correlating the variables of digital engagements with indicators of brand loyalty. 
[bookmark: _Toc213707131]1.2 Rationale
[bookmark: _Toc213707132]The digitalization has forced automobile brands to consider technology as a way of ensuring that the customer experience is incorporated in every step of the journey. Although digital marketing is now a business strategy of the automobile brands, there is less scholarly studies that have delved into the direct effects of consumer engagement and brand loyalty of the UK automotive industry. The majority of the available literature extrapolates between industries or the emerging markets, and there is a knowledge gap on mature and well-developed markets with high competition like the UK (Leckie et al., 2022). 
On the academic level this study is relevant to the research of how the relationship marketing theory and the consumer engagement theory based on social media are applicable to the digital environment where emotional communication and brand experience is mediated through the use of technology (Al-Abdallah et al., 2021). The present research hence offers empirical data on the association between online engagement parameters and consumer loyalty to add to theoretical knowledge of online consumer behaviour within the automotive sector. In practice, the results will inform marketers to develop evidence-based social media marketing strategies to enhance customer loyalty and sustainable brand associations in the digital era.
1.3 Research Aim
This study aims to investigate how social media marketing strategies influence consumer engagement and brand loyalty within the UK automotive industry.
[bookmark: _Toc213707133]1.4 Research Objectives
· To identify the most influential social media platforms and digital marketing tools used by UK automobile brands to engage consumers.
· To measure, through consumer surveys, how different types of social media content (such as videos, influencer collaborations, and interactive posts) affect engagement levels.
· To analyse statistically the relationship between consumer engagement scores and indicators of brand loyalty using correlation and regression methods.
· To examine how evolving consumer behaviours and digital preferences shape automobile brands’ marketing strategies in the UK context.
· To recommend data-driven strategies that enhance consumer loyalty through more effective social media engagement.
[bookmark: _Toc213707134]1.5 Research Questions
· What social media platforms and digital tools are most effective for engaging consumers in the UK automotive sector?
· How do different forms of digital content influence the degree of consumer engagement?
· What is the statistical relationship between social media engagement and consumer brand loyalty?
· How do changing consumer behaviours influence the design of digital marketing strategies for automobile brands?
[bookmark: _Toc213707135]2. Literature Review
[bookmark: _Toc213707136]2.1 Digital Innovation in the Automotive Industry
Digitization is now a part of strategic development of automobile firms. AS and Ramanathan (2021) also suggested that there has been high technological integration in supply chains and marketing functions in emerging markets. Embracing the use of digital platforms has helped automobile brands to become more efficient in their operation and gain better contact with customers. Rodrigues et al. (2023) discovered that the digital communication allowed the promotion of the territorial and emotional proximity of brands to consumers even in the most competitive markets with the help of technological development. The social media can be used as a marketing and relationship management tool to increase brand transparency and personalisation. Al-Abdallah et al., (2021) additionally state that automobile purchasers of luxury value vehicles depend on the digital clues and the use of social networks to a significant degree when making the decision, which indicates the growing role of online presence and brand narratives. 
[bookmark: _Toc213707137]2.2 AR and Consumer Experience
It is possible to have immersive interactive brand experiences that overcome the limits of traditional marketing with augmented reality,. Javornik et al. (2021) contend that AR makes the process of participation more active because it allows consumers to control virtual products in the form of representations and because perceived enjoyment and engagement rise. Henriques and Winkler (2021) also note that AR and VR applications enhance the accuracy of customer research and enable companies to gather information about preferences and behaviour patterns of the users.
As Elhattab et al. (2023) show, the AR application in automotive retail can help increase the confidence of a decision by enabling consumers to view the details of the product and experience the ownership before purchasing it. In the case of BMW, such tools help in creating a feeling of emotional connection by making configuration a personal experience but not a commercial exchange. Kemeny (2023) also states that virtual and AR applications are changing the image of technological sophistication and entertainment, which are both significant to maintain the luxury brand equity.
[bookmark: _Toc213707138]2.3 Theoretical Framework
The theoretical background of the investigated study is based on two mutually supportive views, the Technology Acceptance Model (TAM) and Experiential Value Theory (EVT). TAM states that the ultimate decision by consumers on the adoption of technology relies on perceived usefulness and perceived ease of use (Taherdoost, 2022). When applied to AR configurators, they have constructs that determine the impact of intuitive interfaces and tangible benefits on the willingness of consumers to engage and buy. Whenever customers consider the AR tools convenient and useful to test high quality cars, the behavioural intention to purchase will be increased.
Experiential Value Theory is a complement to TAM since it is based on hedonic and emotional aspects of the user experience. According to Javornik et al. (2021) and Battiston (2025), experiential technologies, such as AR, will produce intrinsic value due to the ability to stimulate the senses and enjoyment and create a perception of control. By combining these frameworks, it is possible to have a comprehensive understanding of the cognitive and affective motivators of AR adoption in the automotive scenario.
[bookmark: _Toc213707139]2.4 AR, Brand Perception, and Emotional Engagement
Brand differentiation is still based on the emotional aspect of luxury consumption. As described by Ives et al. (2024), the concept of the so-called digital twin is a facilitator of the immersive experience, in which virtual simulations contribute to brand authenticity and technical credibility. This is also true as Martins (2023) adds that immersive experience affects consumer preferences that creates a feeling of ownership before the purchase. 
Battiston (2025) states that digital touchpoints play a critical role in redesigning the customer experience and AR configurator turns the initial interest into the emotional loyalty. Another perspective on the idea that immersive technologies are good as they lead to sustainability in engagement is presented by Sofiadin (2023), who argues that the constant engagement of the user with the use of immersive technologies and the lack of informational asymmetry make it sustainable. These tips and tricks altogether make AR a marketing innovation and a relational mechanism that enhances the consumer-brand fit.
[bookmark: _Toc213707140]2.5 Literature Gap
The current literature recognizes the importance of social media in interacting with consumers, though it has not been able to conduct extensive quantitative studies to relate the measure of engagement to brand loyalty in the automobile sector. The majority of the studies carried out previously are qualitative in nature or consider generalised industries (Cheong et al., 2023). Scarcity of studies measuring the emotional aspect of engagement in terms of statistical models also exists. The study aims to fill these gaps through a primary quantitative method in which the SPSS will be used to determine the correlation between the variables of engagement and indicators of brand loyalty among the consumers of cars. 
[bookmark: _Toc213707141]2.6 Conceptual Framework
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Figure 2: Conceptual Framework 
(Source: Self-Created)
[bookmark: _Toc213707142]3. Methodology
[bookmark: _Toc213707143]3.1 Research Approach
The research design used in this study is quantitative research, which aims at statistically testing all the associations between social media use and brand loyalty. An online structured questionnaire will be used as a tool of collecting primary data. The study is both descriptive and correlational since it will be possible to test the hypotheses statistically with the help of SPSS. This design will support the identification of trends in the predictability of the types of social media content and interaction level on consumer loyalty (Susilawati et al., 2025). The audience is comprised of active social network users who are subscribers to the automobile brands on the main social networks, Instagram, YouTube, and Facebook. 
[bookmark: _Toc213707144]3.2 Data Sources
The study will use primary data, which will be gathered by using an online survey that will be administered via Google Forms. The questionnaire will include 25 questions in the form of five-point Likert scale (1 = strongly disagree to 5 = strongly agree). The items will measure the frequency of social media use, perceived quality of the content, emotional reaction, and intention to remain loyal. Purposive sampling shall be done on the respondents between the ages of 18 and 55 years, who follow at least one automobile brand online. 120 responses will be aimed at to make the responses statistically valid. Personally identifiable information will not be collected in the study to ensure that the study is confidential and ethical. The Alpha of Cronbach will be used to measure the reliability of the questionnaire to guarantee the internal consistency (Saharan et al., 2024). 
[bookmark: _Toc213707145]3.3 Data Analysis	
The SPSS software will be used in the analysis of the data obtained with the survey. Demographic variables and engagement patterns will be summarised using descriptive statistics including mean, standard deviation and frequency distributions. The research will use the correlation analysis introduced by Pearson in order to identify the strength and direction of the relationship between social media engagement (independent variable), and brand loyalty (dependent variable) (Islam et al., Baikady, 2022). Moreover, it will use the multiple regression analysis to evaluate the predictive ability of various digital marketing variables, including the quality of content, the credibility of the influencers, and the interactivity, on the loyalty results. 
The dependent variable (brand loyalty) is going to be assessed by the behavioural intention and repeat-purchase variables, whereas the independent variables will consist of the frequency of engagement, the perceived quality of the content and emotional attachment. Statistical significance is determined by the p-value threshold of less than 0.05 which means that the chances of the observed relationships are less than 5 per cent due to chance alone. This traditional criterion makes the results valid and it is in line with the conventional research practice in marketing and social sciences.
[bookmark: _Toc213707146]3.4 Ethical Considerations
In order to establish the internal consistency and reliability of the tool, Cronbach’s Alpha will be computed for each construct (engagement, loyalty, and perception of digital content). A Cronbach’s Alpha coefficient of 0.7 or greater will be considered acceptable, implying that the items question what is the same underlying concept with consistency. The research will also follow the UWTSD Research Ethics and Integrity Code of Practice procedure which will include informed consent, consent of data confidentiality and protection in line with GDPA and the Data Protection Act 2018.
[bookmark: _Toc213707147]4. Expected Findings
The research is also expected to establish a positive and statistically significant correlation between the level of social media use and brand loyalty among consumers in the UK automobile market. High-quality visual content, posts endorsed by the influencers, and interactive posts are expected to be linked to a greater emotional attachment and repeat-purchase intentions, which will help answer Research Question 1 and 2. It is expected that the correlation and regression will show that consumer engagement is an intermediating variable between social media marketing strategies and the results of loyalty, answering Research Question 3 (Javed et al., 2023). 
The results should support the claim that social media like Instagram and YouTube are more easily engaged to loyalty converted platforms than the less interactive ones, thus the results should offer an insight on the Research Question 4 concerning the consumer behaviour trends. On the whole, the expected outcomes should support the idea that data-driven, emotionally appeasing digital marketing can increase the short-term involvement and brand loyalty in the long-term perspective. The findings will offer practical information to the automotive marketers to work on the content strategies and enhance customer retention by appealing to the customers through genuine online communication.
[bookmark: _Toc213707148]5. Limitations
There are multiple limitations of this research. To start with, purposive sampling could limit the ability to generalise the sample to the entire population of automobile consumers. Second, self-reported information can create a response bias because the subjective opinions of the participants might not be an ideal representation of their behaviours. Third, SPSS analysis offers a strong quantitative information, but it might not represent the qualitative nuances of emotional involvement. The concept of mixed-method approaches could be applied in future studies, where surveys will be complemented by sentiment analysis or interviewing to achieve a deeper interpretation of the data (Sreekumar, 2023). Also, longitudinal studies might investigate the patterns of engagement as they change with technological changes. 
[bookmark: _Toc213707149]6. Research Time-Plan
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Figure 3: Research Time-Plan
(Source: Self-Created)
[bookmark: _Toc213707150]7. Conclusion
In this paper, a research proposal is presented on quantitative research of the role of social media marketing in consumer engagement and brand loyalty in the UK automotive market. It will be used to determine measurable correlations between engagement variables and loyalty outcomes by devising statistical responses to a gap in the literature. The study has a theoretical value by combining the digital engagement models with the consumer loyalty framework to add to the academic knowledge about digital brand-consumer relationships. 
In practical terms, it will provide marketers with evidence-based information about the best digital strategies that can evoke an emotional connection and repeat purchase. The study will fulfil its objective of establishing the role of marketing strategies that are fuelled by social media on brand performance through the application of survey-based data, statistical testing, and validation of reliability. Finally, it supports the role of data analytics and consumer psychology in making sustainable digital marketing decisions together in the changing UK automotive sector.
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