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Abstract

In the present economic climate, fashion industry  marked by intense competition aimed at capturing or retaining different consumer segments, as well as an unparalleled technological advancement, marketers must focus on adopting innovative methods of communication and bidding to achieve  fashion business success. Integrated marketing communication  and Digital Marketing are the most prominent aspects of marketing that attracts the attention of both sellers and customers. It is particularly important for purchasers, as they rely on information from several sources to make informed purchasing decisions. This paper aims to emphasise the primary tools utilised integrated marketing communication  and digital marketing to establish a consistent and effective connection with potential and existing behaviour consumers. 
Results suggest various recommendations for fashion brands, such as customising content and engagement, and expanding their social media presence. The research findings suggest that fashion brands are actively utilising social media channels to interact with their customers, and these platforms have a substantial impact on shaping client behaviour choices. 
The efficacy of social media marketing differs among various age demographics, with younger consumers being more susceptible to the influence of platforms like Facebook, Instagram, and TikTok. Additionally, the report emphasises the significance of customisation programs in improving customer behaviour experience and maintaining customer trust.
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Topic: Integration of Marketing Communication, Digital Marketing, and Consumer Behaviour in the Fashion Industry in the UK

Introduction
In recent years, there have been many changes in the fashion  industry including a recent report saying how the British fashion industry is worth £21 billion to the UK economy and growing (Albesa, 2007). With the increasingly changing dynamics and consumer wishes and desires, today's fashion industry is a quite different place to what it was some 50 years ago. Marketing communication has had a significant impact on the recent changes, as companies are aiming to build relationships with their consumers, and with the use of integrated marketing communication strategies through public relations, advertising, direct marketing, and interactive marketing (Baker, S., & Mitchell, H. 2000). There are many forms of digital marketing, from a company creating a website to paid search advertising that shows marketing messages to searchers based on keywords searched. One of the many benefits that digital marketing has is it allows companies to adapt creatively at once and at a lower cost than traditional marketing. The author explores the impact of digital marketing on consumer purchasing decisions in UK fashion industry, a country where online fashion is gaining popularity as a new trend, highlighting the importance of showcasing products and services effectively on digital platforms. Importance of Marketing Communication within the fashion industry Marketing communication is the delivery of a message to a recipient via a medium. It is an important part of the fashion business since it provides a more direct and personal kind of marketing. There are two forms of marketing communications: Above the queue. Marketing is the process by which a company connects with a larger, more general audience, typically through paid-for advertising, such as television advertisements. Below the line marketing occurs when a company utilises more specialised methods of contact with customers and groups. This can be accomplished using strategies such as direct mail or sales promotions.
A Review of the Fashion Industry in the UK Fashion is a significant and vital sector in the United Kingdom. It is a fast-paced industry that is continually evolving and progressing. The fashion industry has several segments, including design, manufacture, marketing, and retailing. This essay will concentrate on the marketing side of the fashion industry. The fashion marketing industry in the United Kingdom is constantly expanding, with new fashion brands emerging year after year. The UK is well-known for fostering new and emerging designers, and the fashion marketing industry guarantees that these designers could be recognised and build their brands. This is accomplished through several annual fashion events. Worldwide, the fashion industry is worth £800 billion. The UK fashion sector is worth £26 billion, ranking 14th globally. The UK fashion sector is noted for its inventiveness and cutting-edge trends. It is also known for being fashion-forward when compared to other countries. The sector is fiercely competitive, and the United Kingdom is regarded as a fashion trendsetter. The fashion sector in the United Kingdom is also well-known for its considerable economic impact. 
Consumer behaviour, as defined by Hawkins et al., refers to the examination of individuals, groups, or organisations and the strategies they employ to choose, obtain, utilise, and discard products, services, experiences, or ideas to fulfil their needs. Additionally, it investigates the effects of these strategies on both the consumer and society (Hawkins et al., 1998). This field is highly intricate, and a significant amount of literature exists, often originating from different sources and offering fragmented viewpoints. This study does not attempt to cover all aspects of consumer behaviour in the field of fashion. However, it is crucial to initiate an investigation into the conduct of fashion consumers by comprehending diverse viewpoints and degrees of analysis.
Many literature sources prefer to see consumer behaviour as a problem-solving or decision-making process that follows a linear development to find the optimal answer for a need or problem (Hawkins et al., 1998).The 'rational' approach, as it is known, originates from economic theory. Holt (1995) provides a thorough critique of this concept, while Hodgkinson (2002) presents a significant and compelling alternate perspective. According to him, conduct should be viewed as an adaptive process in which the consumer looks for and finds solutions to issues in areas of his life that he believes are affecting his wellbeing (Hodgkinson et al., 2002). He distinguishes three categories of problems: the presence of an undesirable state, the absence of a desirable state, and a mixed state containing both positive and negative features. It would be difficult to demonstrate that previous conceptions of consumer behaviour were fully relevant to general consumer decision-making, but it is possible that the adaptive perspective is more relevant to more involved and committed consumer decisions, which are especially common in fashion. This could be a very valuable setting to consider when identifying learning problems connected to consumer behaviour in fashion.

1.1 Background
Examining the historical context of the subject, the shift from analogue marketing media to digital marketing media is an area of great importance to consider.  In the current age of digitization, a significant portion of society has embraced digital marketing as a crucial component of brand marketing. The brands are employing technology in a wide range of innovative and imaginative ways, and the customer response is equally inspirational. 
Social networking sites have significantly accelerated the development of digital marketing. The emergence of Facebook and Gmail in 2004, followed by Twitter in 2006, brought about a new era in digital marketing. In 2010, the growth of digital marketing was expected to be over 48%(Appel, G.,2020) because of the widespread adoption of social media and other marketing platforms. Recently, it has become crucial for both the customer and the supplier. The study conducted by Tiago and Veríssimo (Tiago, M.,2014) reveals that most of the investment in digital marketing is allocated to social media platforms, accounting for almost 80% of the total expenditure. This strategic allocation aims to establish a stronger connection with customers. The interaction of individuals with social media greatly enhances understanding. 
Within the multibillion-dollar global fashion sector, digital marketing plays a significant role, employing many sorts of marketing strategies. It is extensively utilised in the fashion sector. Regarding social media, visual communication plays a significant role in conveying a brand's credibility and offerings to its customers and community. In addition, fashion businesses frequently utilise digital media as a prevalent instrument to exhibit various actions, such as promoting sustainability and ensuring market integrity. The fundamental issue in the fashion industry is effectively and rapidly reaching customers amidst the always changing trends, particularly in quick fashion. Utilising digital marketing, namely social media digital marketing, is an effective strategy to address this difficulty. By utilising various digital platforms, information can be efficiently disseminated to a large portion of the community with minimal delay. Furthermore, digital marketing allows for the seamless transition from one-way communication to interactive selling, a feat that is challenging to accomplish through traditional analogue marketing methods. 
Linking the context of customer buying choices with digital marketing will enhance the understanding and significance of the situation. "Consumer purchasing behaviour, also known as decision-making, is an internal cognitive process that takes place within the consumer's mind (referred to as the black box). The ultimate decision to make a purchase is made by the customer independently, influenced by both internal and external stimuli." (Rathnayaka, U.,2018). From a logical standpoint, the more time people spend on social media sites and the more attached they are to them, the stronger the stimulation in their minds when marketing is conducted through these digital channels. 
Essentially, digital marketing has expanded its scope through the utilisation of social media platforms. It is more accessible, impactful, and streamlined for clients, making it an essential component of the business. In the highly competitive fashion sector, it is essential for fashion brands to maintain competitiveness in the market. 
While the marketing strategies and platforms may be similar across all brands, the communication strategy to customers is crucial and can potentially decide the success of the brands. The effectiveness of firms utilising social media's digital marketing to achieve significant success prospects is clearly apparent (Di Pietro, L., and E. Pantano 2018).  
This effective marketing strategy has numerous benefits, including regular updates, increased interaction between the company and customers, full and transparent information, effortless sharing of content, and a constant presence of marketing material on the platform.
[bookmark: _Hlk175964148]1.2 Signification of the research 
[bookmark: _Hlk162290218]Marketing communication is consumer-oriented, and the activity of the fashion industry is built around the consumers desires. It is often used to persuade and lead customer behaviours, but for the UK fashion industry, it is used more to build and enhance the brand image. Brand image in the fashion industry is crucial; it has a high influence on the consumer decision-making process since there are so many competing brands with related products (Duncan, T., & Moriarty, S. E. 1998). The stronger brand image will make the consumer feel more certain in their purchase, often a person's identity can be linked to the brand of clothes they wear. This has huge implications on brand loyalty; if a good brand image is effectively communicated, it will keep the customer satisfied and will create a repeated purchase or brand loyalty. Brand images are built through advertising, celebrity endorsements, and public relations, all of which are marketing communication tools. Advertising is the main tool for building brand image; fashion companies will use emotional and self-expressive adverts to connect with the target market, any good advert will filter through to the subconscious of a person and will affect their attitude and behaviour. Celebrity endorsement can be very costly, but if successful, it can do wonders for a brand image. People tend to idolize celebrities, so if a celebrity is associated with a particular brand, their fans will often buy the brand to feel closer to their idol. 
1.3 Rationale of study
Digital marketing is a crucial strategy for customer behaviour and retention in the fashion retail industry. It involves promoting products and services through digital technologies and platforms. This study aims to explore the impact of Integrated Market Communication (IMC) and digital marketing on consumer behaviour in the UK fashion industry. It provides insights into the influence of digital marketing and IMC on consumer behaviour, finding key industry informants and case examples. The study is explorative, focusing on the UK fashion sector and not a comprehensive assessment of the role of fashion in national and international economies and cultures. 
The aim of this research is to analyse the impact of  Integrated Market Communication  and Digital Marketing  on Consumer Behaviour in the  UK fashion industry. 
1.4  Research Objectives.

· [bookmark: _Hlk175683277]To determine the Integrated Marketing Communication  strategies implemented in the UK fashion Industry.
· To investigate the current Digital Marketing strategies implemented in the UK fashion industry.
· [bookmark: _Hlk162691016]Analize the impact of Integrated Marketing Communication and Digital Marketing –strategies on consumer behaviour in the UK fashion industry
1.5 Research Questions.

· What Integrated Marketing Communication  strategies are implemented in the UK fashion Industry? 
· What Digital Marketing Communication strategies are implemented in the UK fashion industry?
· What is  the impact of Integrated Marketing Communication and Digital Marketing strategies on consumer behaviour in the UK fashion industry?
1.6 Dissertation outline
Chapter 1- Introduction
This part provides background information about the research issue, the rationale for doing this study, and the unique aspects of the research. In addition, this chapter includes the research objectives and questions, which serve as a guide for the researcher during the study and help address the research goal.
Chapter 2- Literature review
This section provides a review of the relevant literature to place the upcoming research within the existing frameworks and highlight the areas that require additional inquiry in the subject. The study will employ many well-established Integrated Marketing Communication (IMC) and Digital Marketing (DM) models to construct a conceptual framework that showcases the importance of the research topic and establishes links between the research outcomes. The available secondary data will be thoroughly examined to gain a deep understanding of the important issues, advantages, and disadvantages of different models. Additionally, the perspectives of many authors in the field will be studied to provide clarity on the most relevant argument. 
Chapter 3 – Research methodology
This chapter, which delineates the methodologies and procedures employed for data collection and interpretation, is a crucial component of the study. Furthermore, it will present a comprehensive explanation of the study design, data collection methods, and data analysis strategies utilised in this research paper. It will also demonstrate the meticulousness and credibility of the procedures employed to ensure the precision and reliability of the results.
Chapter 4- Analysis of Data
This chapter employs a qualitative descriptive research design, which involves conducting interviews and administering survey questions. The qualitative descriptive design is a carefully crafted combination of demographic, sampling, and data collection methods that are rooted in representation and analysis .

Chapter 5- Conclusion and recommendation
This section will present a concise overview of the research, focusing on the research objectives. It will be based on the primary data collected and the literature review, specifically examining the influence of social media platforms on Integrated Marketing Communication, Digital Marketing, and Consumer behaviour in the fashion industry in the UK. In addition, this report will include recommendations for the fashion sector in the UK, discuss the limitations of the study, and offer proposals for future research.
2. Literature Review.
The purpose of this literature review is to provide a thorough summary of the current research on the influence of Integrated Marketing Communication and Digital Marketing on Customer Behaviour in the fashion business in the United Kingdom. The review will analyse various theoretical viewpoints and conceptual frameworks employed in literature, identify research deficiencies, and propose recommendations for future study. The review will analyse the concrete implications of the research findings for the Fashion industry in the UK. It will also propose ways for enhancing customer behaviour through digital marketing and integrated marketing communication.
Organisations have widely embraced integrated marketing communications (IMC) and digital marketing (DM) in fashion industry in UK  as a significant trend for their marketing efforts related to products, services, and customer behaviour . Presently, the fashion industry  environment is undergoing swift and significant transformations. For example, the sharing of knowledge, technology, and communication is crucial for fashion industry  businesses to expand into the global market. In today's business landscape, enterprises are driven by intense rivalry, social issues, and environmental uncertainties (Knox & Maklan, 2004). It is imperative for firms to meet the expectations and needs of significant stakeholders to ensure their existence (Logsdon & Wood, 2002).

2.1 Research gap.
This study seeks to examine the influence of Integrating Marketing Communications and Digital Marketing on customers' behaviour in fashion industry in UK. Additionally, it identifies the crucial correlation among elements such as advertising, technology, sales promotions, direct marketing, public relations, and customers' behaviour. This research aims to enhance organisations' comprehension of consumers' behaviour regarding their implementation and practices of IMC, DM activities. It would empower them to efficiently utilise the tools of marketing by incorporating IMC, DM activities and effectively reaching their target audience.
The process of globalisation and the ongoing transformation of economies and societies have had an impact on the academic field and various sectors and disciplines. This has led to a discussion on how digital technologies are influencing our environment. Fashion, like other industries, has also been affected by the digital transformation, resulting in changes in both the market and consumer behaviour (Ando et al., 2019).The RACE marketing model has demonstrated its efficacy in assisting marketers in strategizing and implementing their campaigns. Nevertheless, the current literature fails to provide sufficient information regarding the potential drawbacks or restrictions of this strategy.
This study is unique since it focuses on the fashion sector in the UK and takes a customer behavior-centered approach. It also has implications for industry practitioners as it integrates digital marketing, integrated marketing communication, and consumer behaviour. This study fills a gap in the existing literature and offers practical insights that can help the fashion sector in the UK use social media to enhance customer behaviour and succeed in an ever-growing digital environment.
However, comprehending client wants poses a difficult undertaking for any enterprise, as numerous researchers have employed diverse classifications to elucidate consumer behavior. According to Belch (2004), consumer behavior refers to the process and activities individuals undertake to seek for, select, purchase, use, evaluate, and dispose of items and services to fulfil their needs and aspirations. The consumer buying process encompasses the series of steps that a buyer undergoes prior to making a purchase. These stages include recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behavior (Bick, R., Halsey, E., & Ekenga, C. C. 2018).
[bookmark: _Hlk175992750]

2.1.1 Digital marketing – Definition.
Digital marketing, also known as online marketing, is a strategic strategy used by brands to connect with potential customers through various digital communication channels, including email, social media, web-based advertising, and text messages. It has evolved from promoting products and services through digital channels to utilizing digital technologies for customer acquisition, retention, and sales growth  ( Belch, G. E., & Belch, M. A., 2004). 
As definite by Kotler (2020), widely recognised as the pioneer and leading authority in the field of contemporary marketing. Before the advent of digital marketing, traditional marketing was the predominant means of reaching a partially targeted audience through offline advertising and promotional techniques that have undergone changes over the previous few decades. 
Furthermore,  Kingsnorth (2019), considered digital marketing is highly effective in both acquiring and retaining customers, while also fostering a deeper and more enhanced engagement with them. When considering the fashion retail business, it is important to understand that customer behaviour decisions are influenced by various aspects. One crucial component is how brands engage with customers through social media platforms.
2.1.2 Integrated Marketing Communication – Definition.
Integrated Marketing Communication is a comprehensive approach to marketing communication that ensures consistency and complementary use of media across both online and offline channels. It involves systematic standardization of a brand's messaging across various media platforms to effectively reach the intended audience, providing guidance for communication and techniques across multiple marketing platforms ( Belch, G. E., & Belch, M. A., 2004).
In vision of Kamal (2016). Integrated marketing communication increases brand recognition and trust by exposing audiences to multiple platforms. Consistency in communication is crucial to avoid fragmented encounters and ensure the intended message is effectively conveyed.
However, Kotler (2020), considered Integrated marketing communications (IMC) is the strategic coordination of all communication channels and messaging to ensure a cohesive marketing message is communicated across different channels, resulting in a unified brand identity. Integrated Marketing Communication (IMC) refers to the strategic management of brand communication programs that are focused on the audience, centred around several channels, and aimed at achieving specific results over a period (Klitschko, 2005: 21).

[bookmark: _Hlk175993013]2.1.3 Consumer Behavior- Definition.
	Consumer Behaviour, is defined by Hawkins et al.as studies individuals, groups, or organizations' processes for selecting, securing, using, and disposing of products, services, experiences, or ideas, and their impacts on consumers and society (Hawkins et al., 1998). Although this study does not pretend to cover all possible aspect of consumer behaviour, it is necessary to start investigating how people shop for clothing by learning about different points of view and degrees of analysis.
 According to Hawkins et al. (1998), a lot of research tends to see consumer behaviour as a decision-making or problem-solving process that moves in a linear fashion in pursuit of the optimal solution.
Philip Kotler, (2020) considered Consumer Behaviour,  the purchasing patterns exhibited by ultimate consumers, namely individuals and households, who acquire goods and services for personal use.
Peter D. Bennett, (1995) considered  Consumer behaviour refers to the decision-making process by individuals regarding the purchase of goods and services, including their selection, timing, location, and source.


2.1.4 Acritical review of Digital marketing and Integrated Marketing Communication in fashion industry in the UK
Significant changes occurred in the consumer fashion industry in UK. As a result of the heightened economic and geopolitical uncertainties, there was a decrease in consumer and fashion expenditure across all sectors. Consumers are not just seeking more tailored and individualised fashion, but they are also increasingly anticipating it to be available at reduced prices. In 2016, most clothes purchases, namely 75 %, were made by off-price buyers across all sales channels. Additionally, several conventional merchants now have a greater number of outlet stores and discount stores compared to full-price shops. The emphasis on promotions and discounts is also becoming more widespread in other markets, where the number of outlet malls is expected to doubleted. Similarly, in Europe, there are now six scheduled markdown periods throughout the year in the United Kingdom. Although these strategies may be effective in attracting customers in the short-term, they are often detrimental to fashion companies. This is because offering discounts and promotions ultimately results in a competitive scramble to lower prices, which reduces profit margins and diminishes the value of the brand.
Many researchers have observed that reaching a consensus on a universal definition of IMC may be unattainable due to the diverse interpretations of IMC and its varying significance in academic and commercial contexts (Klitschko, 2005; Phelps and Johnson, 1996; Stewart, 1996). An analysis of past definitions of IMC and an evaluation of current IMC literature demonstrates that researchers have identified five essential characteristics that can be used to define IMC (Kitchen et al., 2004a; Low, 2000):
· The communication effort should be directed at consumers to affect behavior.
· An outside-in approach should be utilized, that is, start with the customer first when developing a communication strategy.
· A well-established relationship between the company and the customer is necessary.
· To deliver a message correctly all communication activities should be included with contact points integrated into the strategy.
· To create a competitive brand, coordination between the communication disciplines is needed.
Continuing previous research on IMC, researchers successfully identified the obstacles that are thought to hinder the implementation and deployment of IMC. The subsequent paragraphs outline a concise review of the primary obstacles to integration. The barriers mentioned in the following paragraphs (emphasised in italics) are discussed by Ratnatunga and Ewing (2005), Kitchen et al. (2004a), Swain (2004), Eagle and Kitchen (2000), Hartley and Pickton (1999), Pickton and Hartley (1998), Bruhn (1997/1998), Gonring (1994), Duncan and Everett (1993), and Schultz, Tannenbaum, and Lauterborn (1993):
· power, coordination, and control issues.
· client skills, centralization, and cultural issues.
· agency skills and general time/resource issues.
· flexibility/modification issues.
· IMC measurement difficulties.
· lack of strategic vision and business culture.
· unclear positioning at corporate level.
· subcultures within different communication departments.
· need for cross-disciplinary managerial skills.
· fear of change.
· hierarchical organization structure.
· turf battles and functional silos.
· need to protect status.
· need for single budgeting process and shared performance.
· need for equal consideration across all functional areas.
· cross-functional training.
· inside-out communication planning.
· short-term planning.
· lack of database development.
· media fragmentation.
· IMC must continually demonstrate how their mix on nontraditional media creates more impact at less cost.
· mind-set – specialization, history, tradition, experience.
The concept of Information Marketing Communication (IMC) emerged in the late 20th century, focusing on long-term brand value and customer relationship management. It is often seen as a technique belonging to marketing practitioners, while PR practitioners may view it as a limiting approach. Most advertising and marketing practitioners support IMC, while public relations practitioners often oppose it. The working relationship between marketing and PR is often unison, and the difficulties faced by practitioners may be seen as a barrier or flaw. Despite extensive theorizing, little detailed empirical work exists to support the conceptual perspectives already advanced. Both marketing and PR practitioners should not make final conclusions due to the lack of detailed empirical work.
2.1.5 Advantages  and Disadvantages of Digital marketing. 
Advantages

The fashion sector has experienced a significant overhaul due to the emergence of digital marketing. In response to the increasing popularity of social media and online purchasing, fashion firms have had to modify their marketing tactics to cater to the demands of their clients in the digital era. The influence of digital marketing on the fashion industry the advent of digital marketing has significantly facilitated the ability of fashion firms to effectively target a worldwide audience. Brands may utilise social media platforms like Instagram and Facebook to display their most recent collections and interact with their customers in real-time. As a result, there has been a rise in brand recognition and a broader audience, resulting in more sales and profits. A significant advantage of internet marketing for fashion firms is the capacity to customise their marketing messaging. By utilising data, firms can customise their marketing messages to target specific customers, resulting in heightened customer loyalty and higher repeat business. Benefits of utilising digital marketing in the fashion industry Digital marketing offers a multitude of benefits for fashion firms. One major benefit is the capacity to access a worldwide audience. Due to the emergence of e-commerce, fashion firms now could market and distribute their items to a global customer base. Digital marketing enables fashion firms to precisely target certain customer segments, resulting in heightened sales and profitability. One additional benefit of digital marketing is the capacity to monitor and evaluate the efficiency of marketing activities. By utilising analytics solutions, fashion firms may monitor the effectiveness of their marketing efforts and employ data-driven insights to enhance their marketing strategy. The prospective outlook for digital marketing in the fashion industry. The prospects for digital marketing in the fashion business are promising. With the ongoing advancement of technology, fashion firms will be presented with an array of additional prospects to connect with their clients through novel and inventive means. Hyper-personalization is a highly important trend in digital marketing for the fashion sector. The practice of modifying promotional photographs and material in response to an individual's behaviour is gaining popularity. This can result in heightened consumer loyalty and a higher rate of repeat business. Short-form and shoppable films are becoming increasingly popular in internet marketing for the fashion industry. Social media platforms have provided a more efficient and convenient means for fashion firms to engage with their customers and exhibit their items. Some  of the digital marketing trends for fashion industry  include Invest more in Social Commerce, Promote ethics and sustainability, Influencer marketing.
Disadvantages

An inherent drawback of social networking is its propensity to consume a significant amount of time. (Nadaraja and Yazdanifard, 2013). Indicating that it requires a significant amount of time. The emphasis is placed on cultivating enduring relationships that have the potential to result in increased revenue. (Nadaraja and Yazdanifard, 2013). According to Barefoot and Szabo (2010), it is necessary for fashion business to have an employee assigned to each component of social media, such as authoring posts and responding to comments and requests. Without a specialized social media specialist, a company's social media efforts will not effectively attract new customers. Hence, before opting to utilize social media, organizations must initially assess if they can meet the demands of this critical time investment. (Barefoot and Zsabo, 2010). It is recommended for fashion companies to embrace social media, as it is widely utilized by their competitors. Marketers consistently overestimate the budget they will allocate to social media sites, resulting in social media failing to meet projections." (Vizard, 2017). Proposing that social media may be less effective than often perceived.
 However, the cause of this could be attributed to the fact that marketers are experiencing "limited advancement" in the integration of their social media platforms with their broader marketing plan. To achieve success in social media, it is imperative to utilize all channels simultaneously. Using social media in the fashion sector might pose a risk due to the multitude of products that need to be marketed. It is possible for the various platforms to become less integrated. However, dedicating an appropriate amount of time to social media each day will prevent this from occurring.




2.1.6 Advantages and Disadvantages of Integration Marketing Communication in the UK fashion Industry.
Every element of the marketing communication process is defined by specific principles that must be adhered to maximise communication and the impact it has on the target demographic. The following can be delineated as per Popescu (2002):
The message sender must establish themselves as a "powerful, appealing, and trustworthy" authority for the recipient to recognise and emulate their purchasing behaviour for the products or services being promoted in the campaign. Effective communication occurs when the sender possesses a thorough understanding of the recipients' identities, needs, and expectations. The sender must employ optimal methods to convey the intended idea in the message, ensuring that the recipient can accurately decode and comprehend the information being transmitted. When it comes to transmitting a message to receivers, the success of the campaign depends on important decisions regarding the content, structure, and form of the message. For the message to reach its intended audience and have an impact on the receiver, it must be transmitted through an appropriate communication channel. There are various options for this. The journal "Studies in Business and Economics" (volume 13, issue 2, 2018) focusses on both personal and non-personal communication channels. The response refers to the receiver's reaction to the message, and the relationship between feedback and response is an integral part of the communication process. Feedback is specifically defined as the portion of the response that is directed back to the original source of communication. The messages can be transmitted to the intended audience by many communication routes, each of which has its own advantages and disadvantages (Table 2).
Another barrier arises from the current inclination towards specialisation in the twenty-first century. For instance, a client-organization in fashion industry may choose to engage the services of a direct marketing agency, an advertising agency, and a packaging agency simultaneously. It is evident that numerous specialised agencies, such as advertising, PR, and promotion firms, have been established. However, what clients truly require is integration. This necessitates a more expansive perspective in which objectives and intentions are redirected. Additionally, it is possible for specialisation to also occur within the client organisation, where the various marketing communication functions are distinct and separate from one another. In addition, the responsibilities performed within each department are further subdivided into smaller fragments, which could potentially hinder the effectiveness of an Integrated Marketing Communications (IMC) program (Hartley and Pickton, 1999).
Hence, the segregation of departments can create both a physical obstacle and a disruption in staff tasks, thereby hindering the implementation of an Integrated Marketing Communication (IMC) approach. The challenge is in effectively establishing connections across various activities and departments to initiate communication and achieve integration.
Most organisations' structures are unlikely to be suitable for IMC programs. Integration requires both vertical and horizontal communication, which often leads to conflicts among personnel and their functions and tasks.
In addition, Cornelissen, and Harris (2004) found that most firms have not merged the functions of marketing and PR, and that they seldom collaborate. Ideally, it is preferable to merge these two communication tasks. Therefore, the challenges that professionals encounter in integrating these two functions can be viewed as an obstacle and a deficiency, as public relations practitioners may resist integrated marketing communications (IMC) to avoid being overshadowed by the broader "marketing" umbrella. This resistance denies them the opportunity to benefit from IMC's strategic value. However, it is important to note that both marketing and PR professionals should refrain from drawing final conclusions. This is because, despite extensive theoretical discussions, there is a lack of specific empirical research on Integrated Marketing Communications (IMC) within organisations to substantiate the existing conceptual viewpoints. 
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2.1.7 The Integrated Marketing Communication  strategies implemented in the UK fashion Industry.

**** Integrated Marketing Communication
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Figure 1  The establishment of  IMC,( Source: Fill 2002:469).

The initial step in an IMC approach is to ensure consistency and thematic harmonization among the promotional tools used by the company (see the first box in Figure 1).Next, it is necessary to attend to the functional coordination. The many departments within the organisation, including human resources, finance, and corporate communications, need to be familiarised with the concept of "internal marketing relationships" to effectively execute an integrated marketing communications (IMC) approach across the entire firm (refer to the second box in Figure 1). Therefore, implementing an Integrated Marketing Communications (IMC) approach necessitates a fundamental change in the organization's values and beliefs. This transformation must originate internally for all workers to consistently prioritise and focus on the needs and desires of consumers (as seen in the third box in Figure 1). An IMC approach may only be completely embraced by referring to the fourth box in Figure 1.
Kietzmann et al. (2011) argue that social media has significantly transformed the traditional communication landscape by introducing new technology and interactive platforms. Social media platforms not only facilitate message dissemination but also foster dynamic engagement between an organization and its stakeholders. Mangold and Faulds (2009) argue that social media can be integrated with traditional IMC tools, enhancing communication between companies and their stakeholders. Moreover, social media allows users to distribute content across other platforms, thereby expanding the reach of the original message and fostering opportunities for collaborative creation and user-generated content (e.g. Nieman-Struweg 2014). The advent of social media has significantly enhanced the ability of consumers to express their thoughts, emotions, and concepts, hence emphasising the heightened significance of the outside-in approach in integrated marketing communication (IMC) (Christensen et al., 2008; Lussier & Sonfield, 2015). Given the growing phenomenon of media fragmentation and the emergence of numerous social media platforms, it is imperative for companies to not just ascertain the channels that possess the highest degree of significance. Integrated marketing communications (IMC) can be defined as a customer-centric, data-driven approach to integrating an organization's advertising, promotion, and PR. The intent is to convey a unified and consistent image of the brand to the consumer. This is done through the exceptional of creative and thoroughly thought-out promotional strategies. The primary focus of IMC is to influence the needs and wants of the consumer to better the organization's long-term profitability. The importance of IMC is based around the need for stable communications of value proposition to the many segments of the market. This is especially important in times of economic sustainability where consumer spending may be lower than its usual amount. A tiered method of communication is more effective than one that is information to all consumers at the same level (Clow, K. Baack 2002).A more in-depth view, however, will show a trend of larger organizations making use of cheaper labour to produce clothing abroad. Though often not the case, one can easily think of UK fashion as being controlled by a few major players and a tide of imported items. Although the industry is a northern hemisphere reflection of the globe and ethnocentric, it is useful to view UK fashion as its own entity.
It may be useful to define what is meant by 'UK fashion industry' before attempting to paint a picture of its current climate. An industry is a group of productive organizations that produce a good or service with the intent of making a profit. The UK fashion industry is an industry in which various businesses compete to satisfy the need for fashion-related goods and services. This concept is reflected by statistics showing that the UK fashion industry currently has a worth of £21 billion. This value consists of many organizations varying in size and production. Fashion is the word for a currently popular trend towards items or ways of doing things. It encompasses everything from language to several types of activities. When referring to the word industry, one usually imagines a place of work and a site of production, a term commonly associated with something in contrast to the leisurely acts of 'fashion'. The fashion industry, however, is complex and versatile enough to have a market that caters to an entire spectrum of lifestyle choices.
Fashion provides a way to express one's identity without a need for verbal language. It holds lifestyle and personal values, which can be represented through the type of clothes we choose. Fashion can only exist within a society that allows for constant change of social structure. To understand the current climate of the UK fashion industry, it is important to define what is meant by 'fashion' and 'industry’. The UK is known for the brash and bold fashion industry, for the eccentrics and the fashion designers that like to push the boundaries of fashion, and for what is acceptable. This may not be the accepted opinion of the fashion industry within the UK, but it is the opinion that many outsiders have, this however is changing. Consumers and the industry want to see an industry that is innovative, an industry that is dynamic and an industry that is Britain which is sophisticated, cool and an industry that is renowned for setting global trends. The UK fashion industry is vast and is more than just high street fashion. It is important to understand that it is not just the middle classes that take an interest in what they wear and the latest trends. The UK has a vast range of social and ethnic groups, each with their own subcultures and ways of defining street fashion whether it be punk, ska, reggae, rock, or urban fashion, all of which is not restricted to any age group and is commonly expressed through independent UK fashion labels. The growth in UK online fashion sales across all genres is an apparent sign of growth within the UK fashion industry, although it is still dwarfed by the sales of mainstream fashion that is targeted to the vast majority. In the UK fashion industry, most of the leading companies believe in brand communication. Brand communications require a solitary marketing message that is conveyed over a variety of marketing communications tools. It is an enduring message that is perceived by the consumer and potential consumer about a firm and its product. There are various media methods used by marketers to get the brand messages across to consumers to create a brand image. These days, the promotional mix has been dominated by advertising, direct marketing, and sales promotions. Therefore, there is tight competition between two sets of companies: fashion retailers and clothing manufacturers in the above-mentioned promotional mix field to communicate the brand image to potential consumers (Roderick White, 2004).Market communication helps organizations to develop a brand image in the mind of the customers. It involves all the messages and media used by organizations to communicate with the market. Brand communication is an art to develop a brand image in the customers' mind. In the following research work, we will see the importance of integrated market communication in the UK fashion industry (Wells et al, 2000).

[bookmark: _Hlk162794210]2.1.8 The current Digital Marketing  strategies implemented in the UK fashion industry.
Digital marketing has enabled fashion firms to reach a global audience through social media platforms like Instagram and Facebook, leading to increased brand recognition and market penetration. By leveraging data analytics and artificial intelligence, brands can customize marketing messages to specific customers based on their preferences, purchasing patterns, and demographic characteristics. This not only enhances the end-user experience but also fosters brand loyalty. Influencer marketing has become a crucial component of digital marketing strategies, partnering with influential individuals to promote products and expand their consumer base. E-commerce has transformed the fashion shopping experience, requiring firms to adapt their strategies to meet customer demands. Data analytics allows brands to gather valuable information about their customers' preferences and preferences, enabling informed marketing decisions. Digital marketing is the utilization of the internet, mobile devices, social media, search engines, and other channels to reach consumers. Some marketing experts consider digital marketing to be an entirely new endeavour that requires a new way of approaching customers and new ways of understanding how customers behave compared to traditional marketing. Ever since the early 2000s, the fashion industry has been so-called "online" with marketing campaigns using website advertisements and pop-ups. However, the internet is a vast space and there is so much more to what the internet offers in terms of the technology that was available 10-15 years ago. Today's era and future era is the utilization of social media with reports in 2011 showing that social media only cost £3 million for fashion brands while returning revenues over £50 million in sales. So, in terms of today's market compared to the early 2000s and print media, the fashion industry has already doubled success in capital using digital marketing and strategies on increasing sales.
One of the most ever-growing industries in the world, the fashion industry is a global phenomenon that transforms the way people dress and carry themselves. Back in the days when televisions and billboards had been invented, the fashion industry used to publish and promote their designers or products through catalogues and traditional advertisements. This was the common way of promoting the products to the targeted audience as people would follow celebrities or popular public figures. However, in the year 2017, the mode of transforming a marketing campaign into a sale has changed drastically. The digital marketing sector has grown rapidly and has become the new way of doing and promoting business. Increased industries are getting into the trends of using the internet and promoting their campaigns through digital marketing. This includes SEO, social media marketing, email marketing, and the websites through PPC and marketing adverts. As discussed above, the UK fashion industry is populated by individuals with a great deal of creative talent who are seeking to translate that talent into profits. It is also an industry that is continually evolving in terms of style and technology. These factors make digital marketing a particularly important topic for UK fashion industry professionals. The Digital Marketing Institute indirectly backs this up, stating "digital marketing is arguably more important than it has ever been before. It is imperative for brands to remember whatever mode of marketing is employed, it must build and cultivate a customer relationship." According to Mintel, the internet has now become the UK's leading channel for buying fashion accessories.
 As fashion is typically an impulse purchase, the industry needs to ensure it can create the right impulses. The report suggests this can be achieved by giving consumers a reason to spend, by promoting key events and higher-priced items. Lastly, and most importantly, we must consider the recent effects of the global recession on the UK fashion industry. Current indications suggest that it will be some time before fashion consumption returns to its pre-recession state. The implication is that companies will have to work much harder to gain their share of a smaller market. This makes it essential to identify the most cost-effective methods of marketing. Three key points may be identified with the UK fashion industry. Firstly, the UK fashion industry is different from many other creative industries, in that there is a long-established reputation for creating high-quality, innovative designs that are sold all over the world. This is compared to other creative industries, such as music or television, where the UK is seen to produce much more of the final product than create the original ideas. Another characteristic is the presence of many small companies. This is particularly true with designer fashion, where the industry is still largely made up of independent, often family-run businesses. Thirdly, the UK is known for its fashion education. Offering a high number of degree courses specializing in fashion design, as well as vocational courses in pattern cutting, sewing, and textiles. The result is an industry populated by highly skilled individuals seeking to turn their talents into profits. Step two will involve more desk research from academic sources, fashion business books, and any relevant information provided by the client. This seeks to understand the unique consumer behaviours of those who involve themselves in UK fashion. Step three aims to provide a comprehensive industry analysis based upon findings in steps one and two. An effective digital marketing strategy will result in successful marketing of a brand or product. 
Being able to connect traditional marketing tactics such as print ads with interactive strategies is what makes digital marketing so effective in the fashion industry. With the fashion industry's target market being younger women between the ages of 16-35, it is easy to see why it has become such a big player in the digital marketing game. According to Mintel, 98% of young women aged 16-24 are online and using social networking sites regularly. This generation is very internet savvy and knows what they want; therefore, it is essential that fashion companies keep up to date with trends and modern technology to connect with and understand their consumers. The purchasing pattern of fashion consumers has also evolved significantly in recent years. People are more inclined to shop online around the clock due to the convenience, and it is much easier to compare prices between distinct brands. Many consumers also feel that they can find a better range of items online rather than shopping in-store. Therefore, companies need to ensure that their online brand image is strong and the consumer's ecommerce experience is a positive one. This is achievable through strong digital marketing and web practices.
2.1.9 The impact of Integrated Marketing Communication and Digital Marketing strategies on consumer behaviour in the UK fashion industry.
Brands can effectively engage with their desired target audiences through various digital media marketing techniques. These techniques include search engine optimisation (SEO) strategies, which enhance the visibility of websites in organic search results. Additionally, pay-per-click (PPC) advertising enables brands to reach target audiences quickly and effortlessly, regardless of their geographical location. Brands can also employ email campaigns tailored to specific customer segments, use video content to effectively convey engaging stories about products, and leverage influencer marketing programmes that leverage influential personalities from diverse communities. Digital marketing technologies like social media and email can effectively engage customers and disseminate information about new products, offers, price reductions, or promotional activities. Digital marketing boosts consumer trust and engagement by offering unique products and tailored content, enabling businesses to develop targeted marketing initiatives, leading to higher conversion rates, compared  to traditional methods. 
Consumer purchasing behaviour is an erratic occurrence. The duration of a consumer's decision-making process is inherently unpredictable. The duration can vary, ranging from a few days to several months. Marketers face a challenge when consumers wait longer to decide, since it increases the uncertainty around whether they will select our product or go for a competitor's. The resolution to this issue entails exerting influence on consumers' purchasing decisions in a consistent manner, thereby establishing a robust brand image in their thoughts. IMC has a crucial role in influencing consumers' purchasing decisions. By effectively integrating and aligning all selected marketing channels, IMC can ensure the delivery of coherent, accurate, and compelling messages to consumers. This strategy will establish a durable brand identity, as opposed to haphazardly delivering messages through various advertisements across numerous marketing media. A brand's message that is consistently conveyed will lead to heightened customer awareness and have a direct impact on the robustness of brand equity. The significance lies in the fact that a robust brand equity has a direct correlation with consumer persuasion to purchase a product. This is because a strong brand equity creates the perception among customers that there is no superior alternative to the brand or product they intend to purchase. Gradually, the messages will stimulate consumers by initiating a cognitive transformation process, ultimately resulting in a shift in customers' attitude and belief.
This is the ideal situation for marketers, where consumers are highly convinced to buy a product and believe that the product is the best choice in its category. Finally, IMC is proven to be a cost-efficient marketing strategy. This is because IMC avoids ad-hoc communication strategies where it is chosen based on the trend, but it is not effective to the target market. By well coordination and message delivery, a campaign success rate can be easily measured, and it can be improved in the next campaign by adjusting the message and the strategy itself. This will eventually minimize the waste of cost for a marketing strategy. Integrated Marketing Communications (IMC), an approach to achieving the objectives of a marketing campaign through well-coordinated use of different promotional methods that are intended to reinforce each other, is accepted as an essential strategy. Over the years, there has been a gradual shift towards the IMC approach in companies due to the corporate activities of different companies and a changing media environment, which is being given different explanatory factors. According to Schultz (1993), there are five key reasons why companies are adopting the IMC approach in their promotional activities. These factors could be seen as one of the explanations towards the importance of IMC. Integration occurring in the corporate structure of businesses has been well documented in the marketing and advertising literature. The rise of marketing communication effort has been a technical and structural part of marketing and advertising, frequently led by advertising and promotional sales. This has led to several organizations and brand groups incorporating the advertising function and promotional sales into a single position or department. The growing realization that marketing communication is a function apart has frequently been admitted as a separating finance and operational decisions from marketing communication decisions.
Fremantle and McGraw (1990) revealed that in changing from an executional advertising focus to a strategic integrated marketing communications focus, the multifaceted statement of advertising has frequently been replaced by a problem-solving approach. It was the feeling of advertising being an overt communicator of a strategy and the tactical implementation detailed in consumers' need for this strategy, which is currently seeing much development. The change in advertising styling initially suggests the creative styling at a tactical level. It is the desire for more creativity in the areas of planning and positioning that is seeing the development from strategy to higher-level strategies, which have led to increased use of promotion and other forms of marketing communication. Advertising and promotion decision-making has been repeatedly highlighted as a key area where integration is a vital function. This was demonstrated in a survey of high and promotion executives where it was revealed that the most desirable improvement in ad manning promotions was the improvement coordination and decision-making between the two marketing communication mix elements. The final decision-making model on the promotional tool of mix compatibility is a clear explanatory factor on the advertising and selling industries' current attempt to integrate promotion and other sales activities. This recent integration attempt is attempting to alter the tactical often correlate of the promotional tool mix with tools consistent with advertising strategy. Fremantle and McGraw (1990) suggested that this may effectively see a recreation of breakaway advertising and promotional activity coming full circle back into sales. Digital marketing is a broad approach in generating awareness and positioning a product in the consumers' minds. The digital tools can vary from mobile phones, instant messaging, wireless messaging, podcast, and mobile ringtones. Any tool that is using digital technology and has the potential to be downloaded is part of the digital marketing process when it is used to pass on a message. The integration of these methods, combined with the result of digital data, adds effectiveness and relevance to the campaign. It also provides an opportunity for marketing issues that relate to the understanding of consumer perception, consumer decision-making process, and behaviour. Globalization and advanced technology have had a significant effect on progress in the marketing field. The expansion of information and communication technology (ICT) in the last decade has encouraged high optimism for changes for the better in the future and has had an impact on consumer behaviour. Digital marketing is so varied, such as websites, SEO (search engine optimization), SEM (search engine marketing), banner ads on specific websites, email marketing, and mobile advertising, including the use of social media. Each tool above is a form of digital marketing activity designed to attract new consumers and maintain a relationship with existing consumers. This theme gives overly broad chances in understanding consumer behaviour and the effectiveness of each marketing activity in the digital world. The reason is that everyone has their own consumer behaviour in processing and decision-making when purchasing a product, which is affected by marketing activities. Step by step or impulse decision, it all comes back to the perception of an individual towards a specific product and the level of relevance in the marketing activities discussed. However, the effectiveness of the consumer behaviour theme is still rare to be investigated by digital marketing experts. Research on digital marketing is still mostly done on the technical side, such as web design, advertising, and pricing simulations. 
2.1.10 The impact of Consumer Behaviour in the  UK Fashion Industry.
Consumer behaviour involves the mental, physical, and emotional processes that people go through when they select, purchase, use, and dispose of products that they hope will satisfy their needs and desires. What happens in the market is dependent on the behaviour of the person. Consumer purchases are influenced strongly by cultural, social, personal, and psychological characteristics, so it is vital to be aware of these factors when developing marketing strategies. The fashion industry in the UK is no exception to this theory. The UK is known for being at the forefront of global fashion and a multi-cultural society, hence, the consumer in the UK has diverse spending patterns about clothing and fashion accessories. A study which seeks to understand the consumer behaviour for denim jeans in the UK, confirms through the social influence model, that consumers' decisions to purchase denim jeans can be determined by four factors: the role expectations of others, the judgement of others, individual's self-perception and presentation of the self, and the self-esteem of the individual. Although these factors are stated to be important to most general purchase situations, it was found that denim jeans have symbolic meaning about identity for teenagers and young adults, therefore, social influence becomes more pertinent as one aligns themselves with a specific identity and social group. The findings from this study reveal that social influence is an important factor for purchases within the fashion industry in the UK.
When analysing consumer behaviour, it is crucial to not only examine historical patterns and factors that have influenced people in the past, but also to consider future trends and prospective purchasing behaviour. Consumer behaviour, being an intricate domain, continues to be a topic of interest for marketers to investigate. Comprising perspectives such as social, technological, political, economic, and personal considerations, it can be challenging to determine the relative importance of these factors. The Australasian Marketing Journal conducted a study in 2001 that investigated the correlations among gender, age, self-monitoring, materialism, fashion clothing consumption reasons, and fashion clothing engagement (O'Cass, p.47, 2001). Certain subjects can be succinctly elucidated.
Self-monitoring is believed to indicate the extent to which a person observes and regulates their own behaviour and appearance based on social signals. Variations in orientation and considerations for status and aesthetics might influence the extent to which individuals possess self-monitoring traits, and consequently, the brands and products they select.
Materialism refers to the extent to which individuals consider possessions to be important and prioritise them in their lives. In addition to self-monitoring, materialism influences the use of things to project a specific image. Materialists have a strong dependence on external factors, particularly valuing the items that are visible or consumed in public settings. In summary, the importance of being trendy cannot be underestimated.
Fashion apparel participation refers to the level of personal investment that one makes in fashion. The degree of investment in fashion can vary depending on individuals. Some may just consider suggestions from magazine influencers, while others may closely monitor trends, the fashion cycle, and pay significant emphasis on materials and cuts.
3.Literature gap.
Consumer behaviour has shifted, with current consumers showing aversion to being compelled to view advertisements and demonstrating little engagement with traditional advertising channels. Therefore, it is imperative to develop a novel approach that captures customers' interest and enhances their engagement with our promotional efforts. Companies are required to effectively convey and promote their product or service in a consistent manner, ensuring that customers become acquainted with the offerings without the need for repetitive enquiries.
Integrated Marketing Communication, also known as IMC, is a continuous communication process aimed at potential consumers. It involves the planning, creation, integration, and implementation of various marketing communication disciplines, such as personal selling, advertising, sales promotion, and others .
Public relations are crucial for a company's viability as it helps to mitigate the spread of negative concerns among the public and establish a positive rapport with them, thereby enhancing the company's reputation. Belch & Belch (2009) define public relations as the process of assessing and analysing the policies and procedures developed by individuals or organisations to determine their alignment with the public's interests, with the goal of fostering community understanding and acceptance.
According to Kotler, advertising is a form of marketing where a specific sponsor presents nonpersonal information about ideas, commodities, or services in exchange for payment. Marketing management conducts advertising campaigns by analysing the objectives and motivations of the consumer. This objective is crucial in classifying consumers, namely whether they belong to the medium to upper-middle class or fall below that category. Both new and existing outstanding items employ distinct advertising strategies.
Marketing technique aimed at increasing the sales of a product or service through various promotional activities. Instances of sales promotion are frequently observed during visits to shopping malls or exhibits. There is a plethora of companies that provide discounts to entice buyers. While sales promotion is typically intended for short-term effects, it is possible for it to also have a long-term impact by enhancing the product's position. Examples of sales promotion include discounts and gift certificates.
Direct marketing, often known as direct response marketing, refers to marketing strategies that utilise various media channels to directly measure and track customer responses. Direct marketing, as defined by Hudson (2008), is a marketing strategy that involves employing media to directly promote and distribute products to consumers, with control held by the marketer. As stated by Robert (2008), Direct marketing refers to marketing efforts that aim to elicit reactions from potential consumers using various contact channels such as telephone, mail, and email. Meanwhile, Bob and Ron (2009) state that direct marketing media advertising is being utilised to directly induce behaviour modification. This allows for the tracking, recording, analysis, and storage of such behaviour in a database for future study purposes.
Direct sales Personal selling is a form of two-way communication that utilises professionals to effectively create relationships with customers. If the customer has certain requirements, they can request customised orders, which will be reserved by the seller to meet the buyer's needs. Personal selling enables the seller to immediately obtain feedback from potential purchasers regarding a sales presentation that has been delivered. (Morrisan,2010).
As stated by Kotler & Armstrong (2014), personal selling refers to the direct engagement between salespeople and consumers or potential customers to enhance the sales process and foster stronger customer relationships.
[bookmark: _Hlk175994937]3.1 Shannon and Weaves Models.
Definition The Shannon-Weaver Model of Communication is alternatively referred to as the Shannon-Weaver Information Theory model. The theoretical framework was proposed by Claude Shannon and Warren Weaver in 1949. It offers a systematic depiction of the communication process, specifically in the context of transmitting information through telecommunication systems (Mishra,2017).
The Shannon Weaver Model of Communication is a groundbreaking framework that simplifies the intricate communication process into manageable components.
The Shannon Weaver Model is a comprehensive communication model utilised to identify and resolve possible issues in diverse circumstances. While it possesses advantages, such as the ability to analyse communication by breaking it down into its constituent parts, it also has drawbacks, such as oversimplifying the process and neglecting to account for power dynamics.
The model is evident in the realms of business, social connections, and technical breakthroughs. It assists in minimising sources of noise to ensure successful transmission and reception of messages through improved feedback mechanisms (Flensburg, P., 2009).
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                                            Figure 2. Shannon- Weaver – Model (Mishra.2017)

Shannon-Weaver data transmission models are widely used in technical communication, with behavioural sciences adapting them to various interpersonal situations. Originally proposed as an account of verbal communication, they have been distorted or exaggerated in recent years.
Identify the Shannon Weaver Model is a prevalent communication model that breaks down the process into its individual components, facilitating comprehension and the detection of communication errors. The model is derived from the mathematical theory of communication and comprises seven essential components: Sender, Encoder, Chanel, Noise, Decoder, Receiver, Feedback.
The interplay of these elements enables efficient communication between the transmitter and the recipient. Within the Shannon Weaver Model, noise is a physical interruption that might possibly hinder the successful reception of a message, emphasising the importance of addressing anticipated communication hurdles (Mishra,2017).  The interplay of these elements enables efficient communication between the transmitter and the recipient. Within the Shannon Weaver Model, noise is a physical interruption that might possibly hinder the successful reception of a message, emphasising the importance of addressing anticipated communication hurdles.                                        
According to the concept proposed by Shannon Weaver, an individual has a notion or idea in their mind and intends to transmit it to another person. Every component of the model holds significance, and the accurate or inaccurate utilisation of each component can lead to either successful or unsuccessful communication (Griffin, E. M. 2006).
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                                 Figure 3 Shannon- Weaver – Model (Mishra.2017)
Sender is the originator of the message.).Accordingly with Verdú, S. (2000 ) the sender wishes to convey some information or substance to another individual. It is well recognised that the person who sends the message bears the main responsibility for the outcome of the communication. However, Griffin, E. M. (2006) considered , the sender has greater control on the variables of the communicative act compared to the message receiver.
Encoding is the cognitive process in which an individual selects verbal and nonverbal symbols from their surroundings to accurately reflect their ideas or thoughts (Griffin, E. M. ,2006) .
 The encoding process is influenced by various aspects such as the social system, culture, past experiences, gender effects, formal and informal education, expectancies, and language.
Message refers according with Griffin,E.M.,2006 to the substance or information sent in a communication. The sender intends to convey certain information to their audience. A message can consist of various elements, such as composition, phrase structure, spelling, syntax, gestures, and even objects like fashion.
Channel is how a message must be transmitted. The means of communication are our sensory modalities: vision, audition, tactile perception, gustation, and olfaction. In his book "Understanding Media," Marshal McLuhan,( 2023) asserts that in our culture, which is accustomed to dividing and categorising everything for the sake of control, it can be surprising to realise that the medium itself holds significant influence and meaning, separate from the content it conveys.
Receiver refers to the intended audience of the message. The message may have a designated or main target audience, as well as a secondary audience consisting of all other individuals who have access to the communication. Although receivers are not initiators of the communication process, they are responsible for their communication behaviours, including active listening and delivering precise feedback( Griffin, E. M., 2006).
Decoding refers to the capacity to convert the code used in a message into symbols that can be comprehended by the recipient. The objective is for the recipient to decipher the message in the same way the sender encoded it. Exact replication of this task is unattainable due to the absence of shared backgrounds between the sender and receiver, resulting in the selection of different symbols. The optimal outcome we might aspire to is to achieve a near approximation. What is the reason? The factors that impact encoding, such as the social system, culture, past experiences, gender effects, formal and informal schooling, expectations, language, etc., also influence decoding(Griffin,E.M.,2006).
Noise refers to any factor that causes interference or distortion in the communication process. Noise can encompass both environmental irritations, such as someone coughing nearby, as well as psychological factors, such a gloomy mindset, that can distort any conveyed message. Noise can manifest as either external or internal disturbances that can occur at any stage of the communication process.
Feedback is the transmission of information from the recipient back to the sender. It can manifest in several ways, ranging from the recipient dozing off to a spoken communication. Feedback provides the sender with information on how accurately you have interpreted the message and how you have chosen to react to it. Communication is a dynamic process that involves the transmission of information from a sender to a receiver and vice versa. Communication is continuous and does not have fixed starting and ending points, nor does it strictly follow a linear path. It is a continuous process.
3.2 Advantage and Disadvantages of Shannon and Weaver Models.
The Shannon-Weaver Model of Communication is a widely accepted framework in communication studies due to its structured approach, quantitative perspective, clarity, emphasis on feedback, broad applicability, influence on communication theory, and relevance to contemporary communication technologies. The model breaks down communication into components like sender, message, channel, noise, receiver, and feedback, providing a clear and organized representation of the process. It also incorporates concepts from information theory, such as entropy and channel capacity, allowing for a quantitative analysis of communication processes. The model's simplicity makes it accessible to scholars and practitioners, highlighting the interconnectedness of communication elements and the importance of feedback. Its influence on communication theory and relevance to digital communication technologies further contribute to its widespread adoption.
Although the Shannon-Weaver Model of Communication has had a significant impact and is considered a fundamental paradigm in the field of communication studies, it is not exempt from critiques and limitations(Griffin,E.M.,2006).
Critics argue that the model simplifies human communication, reducing it to a linear, mechanistic process, neglecting the dynamic nature of interpersonal interactions, feedback loops, and nonverbal cues. The model overlooks cultural and contextual factors, assuming uniform encoding-decoding processes across communicators, thereby ignoring the diversity of languages, social norms, and cultural perspectives.
Narrowed attention on emotional and psychological factors, the paradigm prioritises the conveyance of information while disregarding the emotional and psychological aspects of communication. It neglects to consider the significance of empathy, rapport, and interpersonal relationships in successful communication, which are crucial for establishing trust and shared comprehension.
Griffin, E.M., 2006, considers signification of Feedback, although the model recognises the significance of feedback in the communication process, it oversimplifies the feedback mechanism by considering it as a unidirectional reaction from the receiver to the sender. However, Al-Fedaghi, S. (2012) considered Feedback in communication engagements is typically multidirectional and intricate, encompassing continuous exchanges of information, clarification, and adjustment between communicators.
Disregard for Power Dynamics the approach fails to sufficiently account for the power dynamics inherent in communication relationships. It fails to consider the presence of power imbalances, disparities in wealth and resources, and social structures that can impact the way messages are sent, received, and understood. This constraint can result in an inadequate comprehension of how power dynamics influence communication interactions and results.
Insufficient regard for nonverbal communication, the Shannon-Weaver Model predominantly emphasises verbal and written communication, disregarding the significance of nonverbal clues such as body language, facial emotions, and gestures in transmitting meaning. Nonverbal communication is a crucial factor in interpersonal interactions and has a substantial influence on how messages are understood. However, the model does not specifically address this aspect (Al-Fedaghi, S. 2012).Lack of sufficient depiction of noise, although the model recognises noise as a factor that can disrupt message transmission, it lacks a thorough comprehension of the different types of noise and their individual impacts on communication.
The model provides a general classification of noise without exploring the unique difficulties and consequences associated with various types of noise, such as semantic noise, environmental noise, or psychological noise.
Inability to adjust to emerging communication technologies, the Shannon-Weaver Model was formulated within the framework of telecommunication systems that were predominant throughout the mid-20th century (Al-Fedaghi, S. 2012). Although the ideas of the model can be applied to other types of communication, including digital communication technologies, it may not be adaptable to new communication technologies and platforms that have emerged since its creation.
To summarise, although the Shannon-Weaver Model of Communication provides a systematic framework for comprehending communication processes, it is not devoid of its limitations. The limitations of the approach include oversimplification, disregard for cultural and contextual factors, limited consideration of emotional and psychological aspects, oversimplified feedback mechanism, neglect of power dynamics, insufficient consideration for nonverbal communication, inadequate representation of noise, and potential lack of adaptability to new communication technologies. It is crucial for researchers and practitioners to acknowledge these limits to assess and enhance the model with supplementary ideas and viewpoints, so achieving a more comprehensive comprehension of communication dynamics.
3.3 Conclusion
To summarise, the Shannon-Weaver Model provides a thorough structure for comprehending and enhancing communication in many situations (Al-Fedaghi, S. 2012). The model facilitates efficient communication by dissecting the intricate communication process into smaller elements, recognising possible challenges, and formulating remedies. Although the model has its limits, it nonetheless serves as a significant tool for analysing communication processes and finding areas that need improvement. With the ongoing advancement of technology and its impact on communication, the Shannon Weaver Model will become increasingly relevant and applicable(Griffin, E.M.,2006) . It will serve as an essential tool for anyone looking to improve their communication abilities.




[bookmark: _Hlk175995691]4.Frameworks Models
[bookmark: _Hlk173932603]4.1  The RACE  Model.
The RACE model is a digital marketing framework that simplifies planning, execution, and evaluation of online strategies by breaking down customer journeys into manageable segments, ensuring a seamless digital presence, increased conversions, and customer loyalty.
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[bookmark: _Hlk176003157]Figure 4:The marketing plan framework(Chaffey and Ellis-Chadwick, 2019).
The RACE framework is a commercial method that emphasises performance improvement. It promotes a data-driven marketing strategy by setting up key performance indicators (KPIs) that digital marketers should incorporate at every stage. These KPIs are used to set targets, evaluate outcomes through analytics and summary dashboards, and continuously optimise performance.
Plan that entails developing a comprehensive integrated digital strategy, setting up aims, and implementing governance measures, which includes distributing resources for the purpose of 'digital transformation'.
Reach refers to the strategic aim of enhancing brand recognition, product visibility, and service exposure across various online platforms and offline media channels. The main aim is to drive traffic to various web presences, perfecting exposure through sponsored, owned, and earned media channels, and using inbound marketing strategies like search, social media, content, and email marketing.
[bookmark: _Hlk176003118]This stage includes creating brand recognition and enticing prospective clients to the firm. The strategy involves employing different channels, such as search engine optimization (SEO), social media marketing, email marketing, and online advertising, to ensure that the business's target audience is exposed to its brand offerings (Chaffey and Ellis-Chadwick, 2019).
Fashion brands can employ several strategies and techniques to generate awareness and entice prospective clients. These include utilizing search engine optimization (SEO) for both branded and non-branded keywords, implementing content marketing initiatives, engaging in influencer collaborations, and leveraging digital advertising methods (Dwivedi et al., 2021).
Act is an abbreviation for the term "Interact." The Act is a strategy used by businesses to generate internet leads, which can be nurtured along the 'path-to-purchase'. It encourages visitors to move to the next stage of their journey, such as researching products or reading blog posts. The Act also promotes active engagement, such as sharing content on social media or customer reviews.
This act is centered around engaging prospective buyers with the brand. The objective is to promote active participation, such as accessing the brand's website, perusing its material, or subscribing to the newsletter (Chaffey, 2022). Strategies for enhancing engagement can involve enhancing the user experience of the brand's website, delivering valuable and pertinent material, and providing incentives such as discounts or free trials (Chaffey & Ellis-Chadwick, 2012).
To achieve these goals, the content must be of superior quality, engaging, and intellectually stimulating, with a clear focus on creating value for the customer. The importance of electronic word-of-mouth, specifically in the fashion industry, cannot be exaggerated. Posted reviews play a critical role as an external measure of quality and brand legitimacy for fashion brands (Nam and Kannan, 2020).
Convert: The RACE marketing framework aims to convert content into sales through online or offline channels, persuading the target audience to convert them into buying clients, regardless of payment method.
Conversion refers to the transformation of individuals who visit a website or show interest in a product or service into customers who make a purchase. In this stage, persuasive approaches are employed to motivate users to make a purchase or fulfil a desired activity. These techniques include appealing copywriting, unambiguous calls-to-action (CTAs), and streamlined checkout processes that minimize obstacles. Conversion rate optimization (CRO) is crucial at this stage since it involves the testing and enhancement of various components of the brand's website or landing pages to boost conversion rates (Chaffey and Smith, 2017). The Convert phase is vital in the fashion sector as it directly influences consumer satisfaction, brand loyalty, and customer retention. During this phase, companies must demonstrate the value of their brand and offerings to the extent that customers choose to establish a financial relationship with them (Rosenbaum et al., 2022). Beauloy Epee (2023a) suggests that using methods such as personalization and leveraging technology in the fashion business can effectively enhance client loyalty and drive higher conversion rates for brands.
 Engage: The strategy focuses on fostering customer loyalty through enduring engagement and communication through various channels like website, social media, email, and direct encounters, assessing recurring behaviors like repeat sales, email subscribers, and customer satisfaction and recommendation rates.
The final stage involves establishing a durable and enduring relationship with the clients. This phase entails cultivating customer loyalty and promoting repeat business by implementing customer retention techniques, such as executing personalized email marketing campaigns, delivering exceptional customer care, and establishing loyalty programs. Interacting with customers also offers a chance to collect feedback, enabling the company to enhance its products or services and customize its marketing strategies to better fit their requirements (Chaffey and Ellis-Chadwick, 2019). Many fashion firms utilize loyalty programs and exclusive events to incentivize clients to interact with the company and cultivate a sense of community among their clientele.
In addition, in the present era, numerous fashion brands have developed applications to offer exclusive benefits to their devoted clients (Rosenbaum et al., 2022). Members of the program get exclusive rewards and advantages, including prompt access to promotions, new collections, and live events, as well as member-only promotional events, private virtual consultations, and more.
The RACE model provides fashion businesses with a strategic framework for developing and implementing successful digital marketing campaigns. The fashion sector may enhance their digital marketing strategies and bolster their position in the highly competitive market by prioritizing the targeting of the appropriate audience, promoting engagement, converting leads into customers, and sustaining long-term relationships.
4.2 The HONEYCOB Model.
The honeycomb model of social media offers marketers a beneficial framework. Social media marketing (SMM) is a crucial component of contemporary digital marketing. The recent surge in the utilisation of social media platforms has made a substantial impact on the return on investment that fashion industry may attain by advertising their offerings on these platforms. Nevertheless, it is crucial to bear in mind that the process of overseeing a brand's image on social media platforms differs significantly from utilising a personal presence. You are not permitted to indiscriminately publish any content at any time. To achieve your business's objectives, it is imperative to have a well-defined plan, a structured schedule, and a comprehensive marketing strategy. 
Furthermore, it is necessary to utilise data analytics to ensure the effectiveness of those strategies and adjust the plan to identify methods for ongoing enhancement. There exist multiple models and frameworks that can serve as the foundation for constructing your social media strategy.
The Honeycomb Model, developed by Jan Kietzmann, Kristopher Harkens, and Ian McCarthy, Canadian professors, elucidates the efficacy of social media in promoting brands and driving sales. The honeycomb model is based on the concept that organisations can choose the most relevant building pieces from the seven major components mentioned in the model(Kietzmann et all.,2011). The honeycomb model, initially proposed by Smith (2007) and then expanded upon by Kietzmann et al. (2011), posits that Identity, Presence, Conversation, Sharing, Reputation, Relationship, and Groups are the fundamental factors in social media marketing that significantly influence customer engagement.
[image: ]
                                                        Figure 5. Honeycomb model (Kietzmann et al.2011)
Identity blocks represent a user’s profile on a social media platform, including personal information , such as  name , age, and interest (Kietzmann et all.,2011). Fashion industry can  utilise this block to target  specific demographics and create tailored content that resonate with their audience, by expressing their preferences, aversions, opinions, and emotions, individuals disclose personal information and often project a certain perception of the brand (Kietzmann et al., 2011). The brand identity of companies on social media plays a crucial role in attracting and retaining a dedicated customer base, ultimately leading to increased purchase intent.
Conversation blocks the main purpose of social media is to facilitate engagement and discourse among individuals and collectives on the internet (Kietzmann et al., 2011). It serves as a platform for a wide range of discussions, including individuals or organisations seeking information, establishing a public image, or disseminating a message (Smith, 2007). The crucial component of the conversation dimension in social media marketing is the possibility to engage in brand-related discussions. By conveying a message that demonstrates concern for their audience, companies can establish a profound relationship with their customers (Babac, 2011). In addition, the company introduced customer services to update the traditional shop assistant for the smartphone era (Sanderson, 2019). By actively communicating with customers, fashion firms  demonstrate their dedication to delivering outstanding service and support, which is a vital component of the fashion sector.
Sharing blocks the act of disseminating content on social media platforms, such as photographs, videos, and articles. The content that is shared elicits responses, which in turn results in a rapid and significant increase in the amount of content available on the internet. The significance of sharing resides in the inherent excellence of the content. The content that is shared might elicit positive or negative reactions, which can result in positive or negative electronic word-of-mouth (e-Wom). Therefore, it is important for brands to recognise that when they provide material, they are shaping the perception of their ideology and vision about their brand image and customer care. This has a lasting impact on their relationship with the consumer (Kietzmann et al., 2011).
The presence blocks the presence section provides information regarding the online existence of an individual's peer group such as the number of the followers, likes and comments. The presence dimension facilitates the integration of an individual with their peer group by finding the shared element that connects the actual world and the virtual world. Organisations derive benefits from having a significant presence on social media platforms, as it fosters a better connection with their target audience. This connection, in turn, leads to meaningful and long-lasting interactions that have a lasting impact on the audience (Kietzmann et al., 2011).
Relationship blocks studies indicate that the strength of a relationship has an impact on the level of influence it has inside a person's network of relationships. The implication for organisations involved in social engagement is significant. The effect of social media marketing on consumer-oriented media is to comprehend the amplified influence resulting from the establishment and cultivation of relationships between the brand and its consumers. Studies indicate that the strength of a relationship has an impact on the level of influence it has inside a person's network of relationships ( Kietzmann et al., 2011). According to a survey conducted by Sideqik (Loeb, 2022), most of the activity on the Facebook network is centred around personal and social connections. The presence of relationship building in the fashion sector is crucial for cultivating emotional bonds, improving customer loyalty, and encouraging brand support by means of tailored interactions and active participation on social media platforms( Kim and Ko in 2012). 
Reputations blocks the reputation in social media marketing revolves around establishing a perception in the consumer's mind in comparison to other businesses (Babac, 2011). The reputation of a  fashion industry brand on social media is established by the material that is posted, the ideas that are expressed, and the number of likes and shares it receives. This reputation can significantly impact how consumers perceive the fashion  brand and influence their purchasing decisions (Kietzmann et al., 2011). To effectively manage their online reputation, fashion brands firms should employ measures such as monitoring social media sites, promptly addressing unfavourable comments or reviews, and employing methods for managing crises (Dwivedi et al., 2021).
Groups blocks the group dimension in social media marketing refers to the brand's ability to create communities and attract followers who strongly identify with the brand. The more followers and groups a brand can form, the larger its fan base will be. This, in turn, increases the likelihood of influencing purchase decisions and building brand equity (Kietzmann et al., 2011). The study does not include an examination of group functionality in its scope of analysis.
The Honeycomb model of social media facilitates businesses in comprehending the distinct functional components of social media and how they might exploit them to establish their online presence, interact with clients, and augment their reputation. Businesses can achieve their marketing goals by strategically improving each component of social media.
4.3 Advantages and disadvantages of the Honeycomb Model


The Honeycomb Model offers a complete framework for comprehending social media platforms by analyzing the seven fundamental components. This approach enables a holistic perspective on social media, which is essential for both professionals and researchers (Kietzmann et al., 2011). Based on Effing and Spil (2016), a framework serves as a solid basis for analyzing the many functions of social media. However, its limitation lies in its narrow focus on the operational level alone.
As stated by Senedheera, Warren, and Leitch (2017), a positive aspect of the model is its ability to be used on different social media platforms. This allows businesses and researchers to effectively assess these platforms and identify opportunities for growth, marketing, and communication. Additionally, the model facilitates the ability to clearly articulate the advantages and disadvantages of each platform and provides strategies for monitoring, implementing, and responding to various social media activities. However, Helms, Booij, and Spruit (2012) contended that a drawback of the Honeycomb model is its failure to consider significant content-related and time-related attributes of social media. The Honeycomb Model offers a complete framework for comprehending social media platforms by analyzing the seven fundamental components. This approach enables a holistic perspective on social media, which is essential for both professionals and scholars (Kietzmann et al., 2011).
Effing and Spil (2016) state that a framework provides a solid foundation for examining the many uses of social media. However, its drawback is that it focusses solely on the operational level. Gaganjot and Singh (2019) assert that the model offers firms a more efficient approach to monitor and react to their competitors in a dynamic market. In addition, Hanlon (2022) concurs that the model is a commendable framework for assessing social media networks. However, it lacks the functionality of a decision tree, which is a disadvantage. Consequently, the organization must still decide regarding which social media network to select.
The resources offer diverse viewpoints on the Honeycomb model, with some authors highlighting its use and flexibility, while others criticize its restricted emphasis and narrow concentration on specific functional features.

4.4 RACE Model versus Honeycomb Model. Similarities and Differences.

· Similarities

Both models highlight the significance of communication and involvement with the intended audience (Kietzmann et al., 2011). Additionally, both models’ priorities the creation and maintenance of customer relationships, which eventually results in an enhanced reputation for businesses (Chaffey and Ellis-Chadwick, 2019). Furthermore, both the RACE and Honeycomb models’ priorities utilizing digital channels to achieve marketing goals (Kietzmann et al., 2011).

· Differences
	
 The RACE model defines the several phases of the customer's evolution in digital marketing, accentuating the significance of accurately identifying the appropriate audience and effectively conveying tailored messages at each stage of the customer journey (Chaffey & Ellis-Chadwick, 2019). Conversely, the Honeycomb model is founded on the concept that social media can be comprehended by seven fundamental components that symbolize various aspects of social media (Kietzmann et al., 2011).
The RACE model encompasses a broader variety of digital marketing operations, whereas The Honeycomb model exclusively focusses on social media marketing. According to Kietzmann et al. (2011), the Honeycomb model is designed to help organizations understand the social media landscape and optimize the effectiveness of their social media strategy. 
The RACE model, in contrast, has a more all-encompassing approach and provides a strategic framework that can be used to many digital marketing platforms (Chaffey, 2022).
Although both models provide useful insights into the realm of digital marketing, they tackle the subject from distinct perspectives. The Honeycomb model primarily emphasizes the various dimensions of social media and their interrelationships, whereas the RACE model primarily emphasizes the customer journey and effective customer engagement at each stage.
5 Research Methodology
[bookmark: _Hlk175997362]5.1 Introduction
Research method defines the processes and tools used to gather and evaluate data for a study subject. It includes study design, data collection techniques, and the research framework. Selecting the correct approach is crucial for achieving research aims and ensuring well-designed studies (Saunders,2019).Accordingly with Saunders (2019), research onion is a useful tool for holistic method thinking, aiding in decision-making about research design and method. The ‘onion’ research structure forms six layers, starting with the research philosophy, which must be developed individually as part of the research method.
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[bookmark: _Hlk176003635]Figure 6: Onion Research ( Saunders, 2019)
The research "onion" is a conceptual framework used to illustrate the various stages and levels of complexity in the research process. Research technique is widely used in academic and professional environments to provide a structured approach for researchers to design and carry out their studies. The research onion model consists of a series of layers that are constructed in a sequential manner, starting from the outermost layer, and moving towards the interior ones. According to Saunder, Thomhill, and Lewis (2015), each layer of the model represents a certain aspect of the research process.
[bookmark: _Hlk164531354]5.2 Research Philosophy.
Positivist research asserts that knowledge exists independently of the subject being studied, seeing objectively without private opinions or viewpoints, and that all meaning is consistent across subjects(Saunders,2019). This research employs positivism as the guiding philosophy to address the research questions developed in the introduction. The positivist approach, in this research, rooted in scientific methods, is ideal for quantitative studies, using techniques such as surveys, experiments and simulations to collect and analyse data, to accept or reject the research hypothesis.
[bookmark: _Hlk174044450]Positivism supports the use of quantitative research methods such as experiments, surveys, and statistical analysis to measure events (Saunders, Lewis, and Thomhill, 2015). Positivists argue that knowledge can and should be generated in an objective manner, free from the impact of personal ideas held by both the participants and the researcher (Park, Konge, & Artino, 2020). Positivism research is distinguished by its use of a deductive approach, in which a hypothesis and research objectives are created based on existing theories and then confirmed by empirical testing. Consequently, the acquisition and enlargement of scientific knowledge is enhanced (Saunders, Lewis, and Thornhill, 2019).
To address the research issues stated at the beginning of this paper, this study will choose positivism as its guiding philosophy. The application of positivism in this study will assist the researcher in developing explanations based on the widely accepted worldview through the collection of scientific facts, which will then be examined to either support or refute the research aims.
 
5.3 Research Approaches.
Deductive, research begins with a hypothesis or theory set up through earlier studies and then seeks evidence to support or reject it (Saudres,2019).The development of a theory can be helped using a predetermined research technique known as the deductive approach. To decide the impact of digital marketing, consumer behavior, and integral marketing communication on the UK fashion industry, this study will use a deductive method. That is why the researcher will be able to evaluate the hypothesis that: "the Integrate Marketing Communication, Digital Marketing and Consumer Behavior in the fashion industry in UK" using previously collected data by employing a deductive method.
[bookmark: _Hlk175997562]5.4 Research Choices.
When considering the research philosophy, theory development technique, and type of research, the researcher must select one of three methodological choices: quantitative, qualitative, or mixed methodologies.
Collecting and analysing data, qualitative research is defined as an exploratory method that aims to understand complex phenomena, by examining subjective experiences, beliefs, attitudes, and behaviours (Merriam and Tisdell,2016). 
Qualitative research method is an expansive term that includes different interpretive methodologies used to understand and interpret the meaning of naturally occurring phenomena in the social world, rather than just their frequency (Merriam and Tisdell, 2016).
Quantitative research method, research involves non-numerical data analysis, while quantitative research uses questionnaires, structured interviews, and structured observation for survey and experimental methods (Crewell,2013). In this study researcher  will focus on the mono-method and only collecting quantitative data.
Mixed research is a research methodology that integrates both quantitative and qualitative research methodologies to provide a more comprehensive comprehension of the topic under study (Saunders, Lewis, and Thornhill, 2019).
In this study, the researcher assumes an epistemological position by using positivism as the guiding philosophy. They also use a deductive approach that focusses on empirical, quantitative research to collect primary data and create findings that may be used more broadly. Only quantitative data will be collected for this study, and the research strategy chosen is the mono-method quantitative research approach.
5.5 Advantage and Disadvantage of Quantitative Research.

· Advantage 

Impartiality and precision: Quantitative research relies on numerical data, reducing researcher bias and promoting objectivity, ensuring results are more dependable and accurate (Creswell,2013).
Can undergo testing and verification. Quantitative research necessitates meticulous experimental design and the capacity for anybody to reproduce both the experiment and its findings. By implementing this approach, the data you collect becomes more dependable and less susceptible to dispute (Karavas, 2013).
Concise examination. The nature of the results obtained from collecting quantitative data determines the proper statistical tests to be employed. Consequently, analyzing your data and conveying the results is direct and less prone to mistakes and subjectivity (Crano, Brewer, & Lac, 2015).
Respect. Research that incorporates intricate statistical methods and rigorous data analysis is highly regarded and commendable due to the limited comprehension of the mathematical intricacies by most individuals. Quantitative research is linked to technological breakthroughs such as computer modelling, stock picking, portfolio evaluation, and other data-driven business decisions (Crano, Brewer, & Lac, 2015). Quantitative research can enhance the reputation and worth of your small business.

· Disadvantage

Misplaced emphasis on numerical values. Quantitative research can be limited in its concentration on precise statistical connections, leading researchers to disregard broader themes and linkages. There is a risk of disregarding unforeseen or comprehensive information that could be beneficial to your organization if only focus just on numerical data (Rahman, 2017).
Challenges encountered in establishing a research framework. When engaging in quantitative research, it is imperative to meticulously formulate a hypothesis and establish a framework for gathering and scrutinizing data. Any inaccuracies in your experimental setup, researcher's partiality, or faults in implementation have the potential to render all your findings invalid. Formulating a hypothesis can be subjective, particularly when you have a predetermined question that you aim to either validate or invalidate (Crano, Brewer, & Lac, 2015).
May be deceptive. Quantitative research is often perceived as more trustworthy or scientific than qualitative research due to its reliance on statistical analysis. Nevertheless, both types of study can be prone to subjectivity and can lead to misleading results. The researcher's beliefs and biases can equally influence quantitative methods of acquiring information. Indeed, the influence of this prejudice manifests itself at an earlier stage in the quantitative research process compared to qualitative research.
To summaries, quantitative research has numerous benefits such as impartiality, the ability to apply sophisticated statistical methods, the potential for generalization, and the ability to replicate findings. Nevertheless, there are drawbacks associated with it, including a deficiency in comprehending context, limitations in designing questions, worries about the quality of data, and a restricted capacity to investigate certain phenomena (Rahman, 2017). By comprehending these benefits and drawbacks, researchers can make well-informed choices, appropriately interpret findings, and contribute to the advancement of rigorous research in their specific domains.

5.6 Types of investigation.

The current study has employed primary and secondary research methods to gather and analyses data to substantiate research aims. These methodologies enabled the researcher to acquire a thorough comprehension of the research subject from several sources, providing a more dependable analysis.

Primary research 

Saunders, Lewis, and Thornhill (2019) define primary research as the systematic collection of fresh and unique data or information that is customized to suit a particular research endeavor. Primary research, often known as field research, allows researchers to investigate research topics or objectives using methods such as interviews, surveys, observations, or experiments (Saunders, Thornhill, Lewis, 2015). Primary research involves the collection of original data specifically related to a specific study (Brace,2018). In this study the primary research will be conducted through a survey questionnaire.
The research "onion" offers a systematic framework for conducting primary research, assisting the researcher in choosing the suitable procedures that are in line with their study aims and questions. This systematic approach guarantees a consistent research methodology, improving the quality, validity, and reliability of the study by considering research philosophy, approach, strategy, choice, time horizon, and techniques. The main research for this study has been conducted through a survey questionnaire. The survey questionnaire is a widely used and effective approach for gathering data from many participants (Bryman, 2016). Survey research involves gathering, agreeing, and analyzing responses from a group of people through a series of questions, with the data then being analyzed. (Brace,2018).
In this study  researcher  will  focus on data collection method as survey, distributing questionnaires with close -ended questions. 
5.7 Advantage and Disadvantage of Primary Research

· Advantages
Customised for research goals: primary research can be strategically planned and customised to target certain research enquiries, aims, and hypotheses, guaranteeing that the gathered data is pertinent and concentrated (Saunders, Lewis, and Thornhill, 2019).
[bookmark: _Hlk174045656]Up-to date information: primary research involves collecting new data and delivering current information that may not be accessible in existing literature or secondary data sources (Saunders, Lewis, and Thornhill, 2019).
Enhanced control: Researchers possess a greater degree of authority over the research process, encompassing the selection of samples, techniques of data collecting, and utilisation of instruments. This heightened control contributes to the augmentation of the authenticity and validity of the research findings (Taherdoost, 2021).


· Disadvantages
Primary research can be a time-consuming process due to the need to design research instruments, choose a representative sample, collect data, and analyses the results (Bryman, 2016).
Expensive: performing primary research can incur significant costs, particularly when utilizing data gathering methods such as face-to-face interviews or observations (Punch, 2013).
Obtaining access to research subjects or participants can be difficult, particularly when the target demographic is hard to reach or has sensitivities related to the research topic (Saunders, Lewis, and Thornhill, 2019).

Secondary research

Secondary research involves the collection, synthesis, and analysis of pre-existing data and literature that has been gathered and published by other researchers (Mertens, 2020). Secondary literature refers to the subsequent publication of primary sources, such as books and journal articles. Initially, secondary data was collected for a different purpose. However, to obtain more precise insights, interpretations, or conclusions, it may be subjected to further examination (Saunders, Lewis, and Thornhill, 2019).
 The literature review was used to perform secondary research for this research project. The literature study in this research paper displays the author's comprehension of the current knowledge base pertaining to the topic (Punch, 2013). Information Technology (IT) serves as a basis for doing primary research, analysing data, and deriving conclusions from secondary data (Saunders, Lewis, and Thornhill, 2019).
[bookmark: _Hlk175998037]5.8 Advantages and disadvantages of secondary research.
· Advantages
Secondary research is a more affordable option compared to primary research. It entails using existing data that has already been collected and is readily available (Saunders, Lewis, and Thornhill, 2019).
Secondary research is more time-efficient than primary research since it eliminates the need to conduct a study, collect fresh data, and analyse it. This is because secondary research utilises existing data that is readily accessible (Punch, 2013).
Conducting a comparative analysis by comparing the primary study data with the existing secondary data is beneficial for triangulating the results. Moreover, it facilitates the comparison of numerous studies, aiding in the identification of temporal or demographic trends or patterns (Saunders, Lewis, and Thornhill, 2019).
· Disadvantages
The researchers have insufficient knowledge of the methods used for data collecting and have no control over it, resulting in issues with data quality, accuracy, and lack of control. Consequently, they lack knowledge regarding both the correctness and the margin of error of the information (Sachdeva, 2009).
Insufficient or antiquated information: the data utilised in secondary research may lack completeness, currency, or fail to accurately represent the present research (Sachdeva, 2009).
The applicability of findings to a certain research topic may be limited due to the lack of accurate relationship between the secondary data and the research question or objectives (Saunders, Lewis, and Thornhill, 2019).
5.9 Time Horizon.
The research time horizon is cross-sectional, covering a short ten-week period at the certain point in time. A cross-sectional study seeks to gain insight into the phenomenon under investigation by collecting data at a specific moment in time. According to Saunders, Lewis, and Thornhill (2019), cross-sectional research often employs survey methods.
5.10 Data collection and analysis
[bookmark: _Hlk175998493]5.10.1 Sampling
Bryman (2012) emphasizes the importance of considering sample size and selection process in quantitative research to ensure the credibility of findings, even when using smaller samples. Selecting a sample that accurately reflects the population it is taken from and possesses features that the researcher can justify in connection to answering the study question and achieving their aims is crucial (Saunders, Lewis, and Thornhill, 2019).

[bookmark: _Hlk175998637]5.10.2 Sampling size

 	This study aims to examine the influence of digital marketing and integrated marketing communication on customer behavior in the fashion industry. The target demographic for this study comprises social media users who are followers or consumers of fashion businesses. Initially, a sample size of 50 respondents was deemed enough for this study to address the research issue, considering the limited time span of the project. Throughout the process of collecting data, a total of 50 individuals provided responses to this survey.

5.10.3 Sampling type
 	The online questionnaire specifically focused on persons of all genders who are users of social media sites that are impacted by fashion labels. The participants will consist of individuals aged 18 and above, from different social statuses, residing in the United Kingdom and Romania. They will represent a wide range of cultural backgrounds and have varied experiences with fashion brands on various social media platforms.

5.10.4 Sampling method
Convenience sampling is a type of sampling that does not include probability and is used to identify potential study participants based on their unique characteristics (Byriman, 2012). This study utilizes non-probability sampling. Cooper and Schindler (2014) define convenience sampling as a data collecting approach that prioritizes time and cost efficiency by selecting respondents who are easily accessible and willing to participate in the study.
The decision to employ convenience sampling in this study was driven by the convenient availability of respondents through popular social media sites like Facebook, Instagram, and TikTok. The researcher effectively contacted a varied collection of fashion brand-influenced consumers by disseminating this survey, so achieving the target sample size for the study in less time than anticipated. Despite its limits, the researcher has deemed the convenience sampling approach adequate for attaining the aim and objectives of this study, due to its advantages.





5.11 Advantages and disadvantages of convenience sampling.

· Advantages

Cost- effective: Convenience sampling is the most economical choice for researchers when compared to other sampling strategies (Cooper and Schindler, 2014).

Ease of access: Conducting this study is simple due to the convenient access to respondents who are readily available and eager to participate (Sunders, Lewis, and Thornhill, 2019).
Time -effective: Convenience sampling is a time-saving method that enables researchers to easily locate individuals who are readily accessible (Saunders, Lewis, and Thornhill, 2019).

· Disadvantages

Limited generalizability: The convenience sampling results may lack representativeness of the total population due to the absence of a random selection of participants, hence impeding the generalizability of the findings (Bryman, 2016).

Bias: The convenience sample results may lack representativeness of the overall population because participants were not randomly selected, which hinders the capacity to generalize the findings (Bryman, 2016).

Lack of credibility: The ratability of the research findings may be impacted by convenience sampling because of the extremely low probability of the sample being representative (Saunders, Lewis, and Thornhill,2019).
6. Data Collection method 
Microsoft Forms will create a multilingual online survey, with English as the default language and Romanian as an added language, consisting of eight to ten closed-ended questions, taking only ten minutes. ( the English-language version of the questionnaires is enclosed in the Appendix). The questionnaire consisted of seven questions, comprising two demographic choice questions, three Multiple-choice questions, one Rating scale question, and one 5-point Likert scale question. Participants were given a 5-minute time frame to anonymously complete the questionnaire, and 50 users provided responses. To ensure that all respondents answered every question, the researcher made the questions mandatory by include the compulsory choice (*). The average duration for individuals to complete the questionnaire was 1 minute and 10 seconds.
6.1 Analysis of  data 
The quantitative data collected in the study will be evaluated using Microsoft Excel. This software will be utilised to generate tables, graphs, and charts. The data analysis process was easy and without any challenges, thanks to the capability of Microsoft Forms to allow the download of all responses as a Microsoft Excel file. This feature streamlined the procedure for the researcher in producing tables, graphs, and charts.
6.2 Research ethics
 	The data collection for this study adhered to the regulations outlined in the Data Protection Act of 2018 (GOV.UK, n.d.), which governs the processing of personal data in the UK. To ensure adherence to the legislation, participants were provided with information regarding the goal and methods of the study, and their agreement was sought at the outset of the questionnaire. The data collected was solely utilised for the precise research objective delineated in the study and was not divulged. The anonymity of the participants' identities was preserved by abstaining from gathering any personally identifiable information. Ultimately, the gathered data will be safely held for a finite duration, following which it will be irreversibly erased. The researcher will conform to ethical norms by maintaining strict confidentiality of all original data and refraining from disclosing any information to third parties.
The ethical guidelines for research are based on prescriptive moral principles, guiding researchers on how to conduct their work effectively( Punch,1994). 





7. Analysis of data
[bookmark: _Hlk175999660]7.1 Introduction
This part provides a comprehensive examination of the data gathered to address the research objectives and derive significant conclusions. The researcher employed a methodical strategy to arrange, analyse, and interpret the quantitative data. The data analysis results are presented in a clear and straightforward manner, with the use of tables and graphs to aid in understanding and discussion. The inclusion of the literature review and introduction chapters provided substantial assistance to substantiate the debate and validate the conclusions.
7.2 Questionnaire Analysis
	Question 1
	Question 1 .What is your age?*
	

	Age Group
	
	Participants:50

	under 25
	
	9
	

	25-34
	
	10
	

	35-44
	
	19
	

	45-54
	
	8
	

	55-64
	
	3
	

	65 or older
	
	1
	


Figure 7. Question 1 Table (Create by researcher)


                  Figure 8. Question 1. Age group representation (Chart created by the researcher)

Results: According to the graph, it is evident that there was a total of 50 participants that answered to the survey. The 35-44 age group had the most representation, accounting for 38% of the total. The 25-34 age group followed with a contribution of 20%, while those under 25 made up 18%. The age category of 45-54 had a percentage of 16%. These four interest groups encompass 92% of all participants in this study. Out of the entire group of representatives, only 8% remained. This small fraction was split between two age categories: 55–64-year-olds accounted for 6%, while those aged 65 or above made up 2%.
Discussion: Upon conducting a thorough analysis of the data, it is evident that the younger age group, particularly Millennials, constitutes most respondents. According to Frank (2023), Generation Z and Millennials were the driving force behind the expansion of the fashion market. However, the 65 or older demographic segment, which accounts for only 2% of the total population, shows less involvement with social media platforms or is not adequately represented in the sample due to the use of convenience sampling approach.



Question 2

                  Figure 9 Question 2. Gender representation (Chart created by the researcher).
Results: As illustrated in Figure 9, the survey participants included of 38 (68%) females and 16 (32%) males. No responses were documented for the non-binary gender category.
Discussion: The survey analysis reveals a higher proportion of female participants (68%) compared to male participants (32%) in terms of gender distribution. This finding indicates that female respondents may have a greater preference for fashion brands or show higher levels of involvement on the social media platforms used to distribute the survey. The study found that female customers exhibited higher levels of engagement with fashion businesses on social media platforms (Sabanoglu, 2022).














Question 3


	                                           Question 3.                                                           Which of those promotional  strategies influences you  to purchase fashion brands?*

	
	
	Options
	Participants:  50
	 

	
	
	Advertising
	16
	

	
	
	Sales Promotions
	20
	

	
	
	Public Relations
	3
	

	
	
	Direct marketing
	3
	

	
	
	Sponsorship
	2
	

	
	
	Personal Saling
	6
	

	
	
	
	
	


[bookmark: _Hlk176004502]                             Figure 10.Question 3 Table  (Chart created by the researcher)

                             Figure 11.Question 3 Table  (Chart created by the researcher)

                             Figure 12.Question 3 Table  (Chart created by the researcher)
Results:  The questionnaire prompted participants to select one promotional strategy from a provided list that influenced their purchase of fashion brands. A total of 64 replies were recorded from a group of 50 individuals. According to the data presented in Figure 11, the most influential promotional method for purchasing fashion brands is sales promotion, accounting for 44% of the total participants, followed by advertising at 34%. However, other promotional tactics have a relatively little impact on purchasing decisions, with personal selling accounting for 9%, direct marketing for 5%, public relations for 5%, and sponsorship for 3%.
Discussion: The visual representation unequivocally illustrates that sales marketing ranked highest among the promotional strategies that were consider (Rigby, D. 2011). This suggests that brand products elicit greater interest when they are being advertised. Similarly, advertising secured the second position, further suggesting a degree of interest in buying branded products (Rocamora, A. 2011). Figure 12 illustrates that none of the strategies, namely sponsorship, direct marketing, public relations, and personal selling, influenced the purchasing decisions of the respondents. The study indicates that women displayed a higher level of interest in fashion companies, specifically regarding promotions (22) and advertising (15), whereas males were more inclined towards advertising during the purchasing process.










Question 4
  Question 4. Which of Digital Marketing strategies influence you to buy fashion brands?*

	    Options
	Participants:50

	Influencer
	8

	Story telling
	18

	Facebook
	11

	Instagram
	16

	TikTok
	7


                                                     
[bookmark: _Hlk174801845][bookmark: _Hlk174801104]                                                     Figure 13.Question 4 Table  (Chart created by the researcher)
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                                                     Figure 14.Question 4 Table  (Chart created by the researcher)
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[bookmark: _Hlk175289514]                                                     Figure 15.Question 4 Table  (Chart created by the researcher)

Results: According to the data presented in Figure 14, the survey participants showed a preference for Storytelling, which was favoured by 30% of respondents. Instagram followed closely with 27%, while Facebook had 18%. In contrast, Influencer received 13% and Tic Tok received 12%, indicating lower interest among respondents. Among all the participants in this study, 18 explicitly stated that buying the fashion brand Storytelling has a beneficial influence.
Discussion: The findings indicate that storytelling is the most favoured medium among respondents for keeping up with fashion brands, constituting over half of the responses. This preference might be attributed to the platform's emphasis on visual storytelling, which enables fashion firms to effectively present their products and aesthetics. It is particularly popular among the younger generation, including Millennials and Generation Z(Dixon,2023).Based on the demographic question gender, both females and males, as shown in Figure 15 and Figure 14, have a higher percentage of followers who are influenced by storytelling when purchasing fashion brands. Specifically, more than 26% of women and 36% of men are impacted positively. On the other side Tick Tock and Instagram, received fewer responses, indicating that those platforms might be less popular for following fashion brands among the respondents, this could be due to their content formats or follower demographics on those platforms.

Question 5 
How often do you buy fashion brands?*
[image: ]
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                    Figure 16.Question 5 Table  (Chart created by the researcher)
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                                          Figure 17.Question 5 Table  (Chart created by the researcher)
Question 5. How often do you buy fashion brands?*
	Age group
	Woman’s
	Men
	Daily
	Weekly
	Monthly
	Yearly

	25
	7
	2
	 
	 
	9
	 

	25-34
	6
	4
	 
	1
	6
	3

	35-44
	12
	7
	 
	1
	17
	2

	45-54
	7
	1
	 
	 
	4
	4

	55-64
	2
	1
	 
	1
	1
	1

	65 or older
	1
	 
	 
	 
	1
	 

	Total
	35
	15
	 
	3
	38
	10
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                            Figure 18.Question 5 Table  (Chart created by the researcher)
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                            Figure 19.Question 5 Table  (Chart created by the researcher)
Results:  Among the 50 respondents in the survey, as shown in Figure 16 18% expressed interest in fashion brands under the age of 25, 20% in the age range of 25-34, 38% in the age range of 35-44, and 16% in the age range of 45-54 years old. At the other end of the spectrum, respondents in this survey who were between the ages of 55 and 64 (6%), and those under 65 years old, expressed interest in the percentage of (2%).
According to the data shown in Figure 18, the majority of respondents, regardless of gender (as shown in Figure 18), expressed interest in buying fashion brands in the following manner: among those under the age of 25, 9 respondents (both men and women) purchased fashion brands on a monthly basis, among those aged 25-34, 1 respondent demonstrated interest in purchasing fashion brands weekly, 6 responded monthly, and 3 respondents indicated yearly purchases. Survey participants in the 35-44 age group consisted of 19 respondents (both men and women). Among them, 1 respondent expressed interest in purchasing fashion brands on a weekly basis, 17 responded monthly, and 2 responded annually. Out of the total of 8 individuals, representing both men and women, in the age category of 45-54, 4 expressed a monthly interest in buying fashion brands, while the remaining 4 expressed a yearly interest in purchasing fashion brands. Contrasting with that, the 55-64 age group, consisting of 3 respondents (both men and women), expressed their interest in fashion brands on a weekly, monthly, and yearly basis. Lastly, individuals above 65 years old, represented by 1 respondent, indicated their interest in purchasing a fashion brand once a month.
Without exception, none of the 50 participants, including both women and men, expressed interest in purchasing fashion brands daily. 
Discussion: Through a thorough analysis of the data, it is evident that most participants are from the younger demographic, specifically Millennials, who have a greater inclination towards increasingly frequent purchases of fashion brands. Frank (2023) asserts that Generation Z and Millennials have been the primary catalysts for the expansion of the fashion business. Nevertheless, the 65 and above age group, accounting for a mere 2% of the overall population, has no significant involvement with social media platforms or is not well represented in the sample because of the use of convenience sampling strategies.                                 
Figures 18 and 19 demonstrate that among the entire participants in this survey, both women and men have a genuine interest in buying brand products. The proportions of interest in purchasing brands are adequate.

Question 6
[image: ]
	
	10
	9
	8
	7
	6
	5
	4
	3
	2
	1

	Answering
	6
	3
	15
	10
	5
	6
	1
	2
	1
	1

	percentage %
	12%
	6%
	30%
	20%
	10%
	12%
	2%
	4%
	1%
	1%


                                Figure 20.Question 6 Table  (Chart created by the researcher).
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[bookmark: _Hlk175906909]                                     Figure 21.Question 6 Table  (Chart created by the researcher).


	 Question 6.  Please rate how online promotion motivates you to buy fashion brands, using a scale of  to , where  is " very unlikely " and  is " very likely".

	

	

	

	

	Rating
	Answers

	1
	1

	2
	1

	3
	2

	4
	1

	5
	6

	6
	5

	7
	10

	8
	15

	9
	3

	10
	6

	Average rate 
	5


                                        
Results: Figure 21 demonstrates that 6 respondents expressed their satisfaction with  after-sales services provided  by fashion brands a 10, 3 rated it a 9, 15 rated  it an 8, 10 rated it a 7, 5 rated it a 6, 6 rated it a  5, 1 rated it a 4, 2 rated  it a 3, 1 rated it a 2 and 1 rated it a 1. This result in an overall average satisfaction of 5,indicate a positive perception among respondents.  
Discussion: Analysis indicates that most respondents had a favourable experience with the post-purchase support offered by fashion companies. With 62% of participants indicating their happiness at 7, it implies that brands are either reaching or surpassing client expectations in this aspect. Conversely, a smaller group of participants indicated lower levels of happiness (14%). Among these, 6% expressed content with 3, 2% expressed satisfaction with 4, 4% expressed satisfaction with 3, 1% expressed satisfaction with 2, and 1% expressed satisfaction with 1. These findings indicate that there is limited scope for enhancing after-sales services in certain instances within the fashion sector.
Question 7
[image: ]
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                                          Figure 22.Question 7 Table  (Chart created by the researcher).
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[bookmark: _Hlk175958218]                                                          Figure 23.Question 7 Table  (Chart created by the researcher).

Results: Based on a sample of 50 participants, Figure 22 indicates that 20 respondents (40%) highly agreed, 15 respondents (30%) agreed, 7 respondents (14%) remained neutral, 6 respondents (12%) disagreed, and 2 respondents (4%) strongly disagreed on the media strategies that affect their purchasing decisions for fashion brands.
According to Figure 23, out of the Advertising user segment, 9 respondents (1 male and 8 female) expressed a strong agreement, while 11 respondents (4 male and 7 female) indicated agreement with the statement. Among Facebook users, 18 respondents (4 male and 14 female) expressed a strong agreement, while 19 respondents (6 male and 13 female) indicated agreement. Among Instagram users, 14 respondents (1 male and 13 female) expressed strong agreement, while 11 respondents (3 male and 8 female) indicated agreement with the statement. Television broadcast viewers, who responded less often, reveal a comparable pattern, with 13 respondents (5 male and 8 female) strongly agreeing and 14 respondents (7 male and 7 female) agreeing with the statements.  Although TikTok and Magazines had fewer replies, the majority still expressed agreement with the statement.
Discussion: The results suggest that most respondents, regardless of gender, believe that fashion brands successfully use social media platforms to establish brand awareness and foster a feeling of exclusivity. This finding is consistent with previous research indicating that fashion brands are expanding their social media platforms to interact with their intended audience (Bozarth and Handfield, 2016). Social media tactics' capacity to captivate consumers and enhance brand recognition has rendered it an indispensable element of every company's marketing plan (Kim and Ko, 2012).
8.Conclusion and recommendations
8.1 Conclusion
The research addressed the objectives specified at the beginning of the investigation. Through the exploration of primary and secondary data sources, the researcher has acquired significant knowledge regarding the present condition of integrated marketing communication and digital marketing, as well as consumer behaviour, within the fashion business in the UK. 
To determine the Integrated Marketing Communication strategies implemented in the UK fashion Industry, firstly, the researcher has analyzed the dominant marketing approaches used in the UK fashion industry to establish the Integrated Marketing Communication strategies applied in the UK fashion industry. The analysis of both primary and secondary sources indicated that the fashion companies successfully employed social media platforms for marketing purposes. After conducting an extensive analysis of scientific literature, it was concluded that fashion industry firms primarily use social media platforms like Instagram, TikTok, and Facebook to actively engage with customers and promote their products. To enhance customers' understanding of the impact of Integrated Marketing Communication on their decision-making behaviors, the study examined the significant strategies that influence consumer behavior, including advertising, sales promotion, public relations, direct marketing, sponsorship, and personal sailing. The findings of this study validate the significance of Integrated Marketing Communications processes and show their superiority as the most effective approach to engage customers. This is because consumers are significantly influenced by the implementation of integrated marketing communication and digital marketing strategies. Furthermore, the study validates the reliability and precision of previous research material by a methodical analysis of customer behavior data. This phenomenon can be attributed to the fact that consumers have a wealth of information and the capacity to make purchases from a wide range of fashion brands. Consequently, the brand that can effectively interact with consumers will have a greater impact on them. This study investigates the application of Integrated media communication and digital marketing in the fashion industry within the United Kingdom. An analysis of the literature highlighted the importance of Integrated marketing communications and digital marketing in shaping consumer behaviors.

 	The survey findings revealed that consumers considered advertising and sales promotions to be the main tools of Integrated Marketing Communications and Digital marketing strategies. This suggests that social media platforms greatly improve the customer experience at various stages of the customer life, including after-sales satisfaction. Participants showed a higher level of familiarity with these methods compared to other methods. With the growing levels of client involvement in social media, internet, and online activities, technology emerges as an additional pivotal determinant for them. Their need for recognition and thus their inclination towards direct marketing is contingent upon the brand they are purchasing. Incorporating consumer input and preferences helps optimise the effectiveness of design and implementation of Integrated Marketing Communications and Digital marketing activities.

To investigate the current Digital marketing strategies implemented in the UK fashion industry, secondary, the researcher examines the DM efforts employed in the UK fashion sector. Social media can function as a primary tool for marketing experts to directly engage with their intended audience and collect their feedback. This literature analysis demonstrates the significance of digital marketing (DM) in establishing and sustaining client relationships, customizing marketing initiatives, and developing fashion brands. The questionary results additionally demonstrated that social media platforms augment the consumer experience throughout various phases of the customer life cycle.
Moreover, secondary sources indicate that not all fashion brands, which provides diverse offers and incentives, may have a substantial impact on customer decision-making. However, all the techniques employed by fashion businesses can establish a lasting relationship.
Analize the impact of Integrate Marketing Communication and Digital Marketing strategies on consumer behavior in the UK fashion industry, lately, the researcher analyzed the impact of IMC and DM on customer behavior in the UK fashion industry, The present study investigates the impact of IMC and DM activity, advertising, and social media engagement by fashion brands on the decision-making process of consumers while purchasing fashion brands. Research indicates that interacting with a fashion brand has a beneficial impact on consumers' recognition of the brand, level of engagement, and intention to acquire. 
The results of this study indicate that the consumer behavior decision-making process is indeed influenced by the level of social media involvement of a fashion brand. Therefore, the collected statistics suggest that IMC and DM are a viable and pertinent marketing communication tool for fashion brands.
However, this study indicate that various advertising materials have a significant impact on the consumer behavior. Furthermore, social media platforms are considered integral forms of marketing. The present study aims to enhance the existing knowledge on the impact of IMC and DM activities on the entire purchase decision process for fashion brands, by adopting a historical approach. Annoyance has emerged as a challenge for fashion brands in their marketing communication endeavors. Customers may experience annoyance due to the marketing activities of a fashion brand. Consumers can swiftly shift their loyalty away from the brand, for instance, by disregarding the fashion brand while making a purchasing choice or by disseminating negative comments. Digital marketing tools is typically seen as a more effective marketing communication platform since consumers can easily choose marketing material. 
The survey conducted revealed that the participants expressed consensus on the enhancement of their overall customer experience with fashion businesses through media platforms. It is noteworthy that all customers have observed an improvement in their engagement with fashion brands on social media platforms.

8.2 Recommendation
 
Their significance within the broader digital marketing landscape should not be overlooked, as social media platforms play a crucial role in boosting brand awareness and sales for fashion firms. The literature review is imperative for brands to remain up to date with the latest trends and advancements as technology continues to progress and these platforms continue to shape customer behavior. A comprehensive understanding of user performances and expectations is essential for developing successful marketing strategies for social media sites. Considering this, the subsequent suggestions are intended to help fashion brands improve their social media visibility and further formulate tools to effectively interact with this target demographic.

Understanding Your Target Audience: Comprehensive understanding of the target demographic is crucial for developing effective digital marketing strategies for the fashion business. When formulating messages that effectively engage with your business, it is important to consider age, gender, geography, interests, and preferences of the target audience. This may encompass focused marketing campaigns, customized online promotions, or streamlined digital purchasing experiences that attract customers from different age groups and cultivate more robust customer relationships.
Consistent Branding: Maintaining brand consistency is crucial across all digital platforms, including your website, social media channels, email marketing, and any other digital interactions with your audience. Maintaining a consistent branding strategy fosters brand recognition and confidence among consumers. The survey results unveiled the popularity of platforms such as Instagram, Facebook, and TikTok, which effectively resonated with various customers categories, particularly the younger generations. To successfully connect with their target audience and align with their specific interests and expectations, brands need provide customised content for each platform.
High-Quality Visuals: Given that fashion is a visually oriented sector, optimal images are crucial for achieving success in digital marketing. This encompasses product photography, lifestyle photographs, and video material. Employing professional imagery enhances the presentation of your products and promotes active involvement with your target audience The study findings demonstrate the influence of utilising social media platforms like Instagram, Facebook, and TikTok on consumer buying behaviour towards fashion brands.
Influencer Marketing: Employing influencer marketing can be a very efficient strategy to expand your reach to untapped demographics and establish trustworthiness among your intended consumer bases. When choosing influencers, it is crucial to evaluate their pertinence to your business, audience characteristics, and levels of interaction rate. Collaboration with influencers who have congruent principles with yours and have an authentic audience will enhance interaction and boost sales for your products or services.
Data-Driven Decision-Making: Digital marketing provides an abundance of data about customer behaviour that can be utilised to enhance campaigns and increase return on investment (ROI). Through consistent analysis of website traffic, social media interaction, email open rates, and other relevant metrics pertaining to your marketing plan, you will be able to make decisions based on data that improve your efforts and achieve superior outcomes. Data-driven marketing is the use of scientific data to make well-informed judgements regarding marketing strategy. Fashion brands are employing this strategy to acquire profound understanding of their client behaviour, tastes, and purchasing patterns. This understanding may be utilised to create customised marketing strategies and improve the overall satisfaction of customers.
Mobile Optimisation: With the increasing number of consumers using their smartphones for online browsing and purchasing, it is crucial to ensure that your digital marketing initiatives are appropriately tailored for mobile devices. The encompasses responsive site design, emails optimised for mobile devices, and customised advertising campaigns designed exclusively for smartphones. Maximising the mobile usability of your campaigns enables you to expand your reach to a larger pool of potential clients and enhance the overall user experience.
Shoppable Content: Shoppable content allows consumers to make direct purchases of products right from the material they are currently reading. By selecting a product in an Instagram post, users are immediately redirected to its corresponding product page for the purpose of making a purchase. This phenomenon is gaining higher popularity in the fashion industry as companies may transform their material into a source of income.
Sustainability: has emerged as a progressively significant determinant for customers in their decisions to make purchases. Fashion firms are employing digital marketing strategies to advertise their sustainability efforts and showcase environmentally friendly products, including the use of recycled materials, waste reduction, and the minimisation of their operational carbon footprints.
Fashion brands need to proactively adapt to the digital marketing landscape to maintain competitiveness in a swiftly evolving sector and enhance their ability to engage with their intended consumer base. Digital marketing trends are essential for the fashion industry since they provide a cost-efficient means to expand the reach of the brand and curate customised experiences for consumers.
8.3 Limitation and furthermore Research

While this study does make a valuable contribution to customers’ behavior decisions when purchasing fashion brands, it is important to recognize the associated limitations of the study. Although the database has the largest collection of peer-reviewed literature, it is possible that another platform may have been utilized to offer more pertinent academic papers that pertain to the subject of this research. However, this study presents a wide range of potential areas for future research. Further sample and comprehensive interviews are necessary to establish the generalizability of the findings. Furthermore, the investigation did not consider the different types of social media advertising; hence, it is recommended that further study be undertaken to ascertain if there was a disparity in digital marketing between Facebook and other social media platforms such as Instagram, Twitter, YouTube, Google, LinkedIn, and others. This study employed quantitative data, whereas quantitative research would provide more comprehensive findings regarding consumer behavior influences and attitudes. 
However, this study drew from a variety of experiences, the researchers recognize that the findings are derived from a small number of interviews and concentrate on the superficial aspects of noticeable impact, source identification, and positive experience. 
Potential future study could include thorough examinations of how one consumer group, such the rationalizers, can be converted into another customer group through discussions or experiences that influence their fashion brand attitude. Moreover, this study specifically examines fashion industry in the UK.
 Additionally, it is recommended to identify other social influence groups and analyses the influence of their interactions on fashion brand or consumer behavior decisions and responses. This investigation should ultimately determine the impact on loyalty towards brands. The present investigation specifically targets the millennial generation, so the results may vary for other demographic cohorts. Future research investigating these matters may be drawn from various groups, employing diverse methodological orientations. Implementing a longitudinal survey approach can provide a wider range of perspectives and deeper understanding by combining both quantitative and qualitative data to analyze the consumer categories established in the present study.
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Appendix 1

Integration of Marketing Communication, Digital Marketing, and Consumer Behaviour in the Fashion Industry in the UK

Purpose: To explore the impact of IMC, DC, and Consumer Behaviour in  Fashion Industry in the UK.
1.Your participation in this survey and your responses will be kept confidential. Your personal information will not be disclosed or shared with any third party, the data collected will be used for purposes only and will be reported in aggregate form. By participating in this survey, you agree to the terms of this privacy statement.*
· I agree
2. What is your age?*
· Under 25
· 25-34
· 35-44
· 45-54
· 55-64
· 65 or older
3. What is your gender?*
· Woman
· Man
· Non – binary
4.Which of those potential strategies influences you  to purchase fashion brands?*
· Advertising
· Sales promotion
· Public relations
· Direct marketing
· Sponsorship
· Personal sailing
5.Which of Digital Marketing strategies influence you to buy fashion brands?*
· Influencer
· Story telling
· Facebook
· Instagram
· Tik Tok.



6. How often do you buy  fashion brands?*
	    Daily
	Weekly
	Monthly
	Yearly

	 
	 
	 
	 



7. Please   rate how online promotion motivates you to buy fashion brands, using a scale of 1 to 10, where 1 is “very unlikely” and 10 is “very likely”. *

	1
	
	2
	
	3
	
	4
	
	5
	
	6
	
	7
	
	8
	
	9
	
	10



8.Which of those media strategies influences you to buy fashion brands?*

	
	Strongly  Agree
	Agree
	Neutral
	Disagree
	Strongly        Disagree

	Advertising
	
	 
	 
	 
	 

	Facebook
	 
	 
	 
	 
	 

	Instagram 
	 
	 
	 
	 
	 

	Tv broadcasting
	 
	 
	 
	 
	 

	Tick Tock
	 
	 
	 
	 
	 

	Magazines
	 
	 
	 
	 
	 





1.What is your age?*

under 25	25-34	35-44	45-54	55-64	65 or older	[PERCENTAGE]


under 25	25-34	35-44	45-54	55-64	65 or older	9	10	19	8	3	1	

Question 2 What is your gender?*


Woman	Man	Non-binary	34	16	0	
Woman	Man	Non-binary	0.68	0.32	0	Woman	Man	Non-binary	



Question 4. Which of those promotional strategies influences you to purchase fashion brands?*

Woman	
Advertising	Sales Promotions	Public Relations	Direct marketing	Sponsorship	Personal sailing	15	22	1	3	1	3	Men	
Advertising	Sales Promotions	Public Relations	Direct marketing	Sponsorship	Personal sailing	7	6	2	0	1	3	



Question 4. Which of those promotional strategies influences you to purchase fashion nrands?*


Advertising	Sales Promotions	Public Relations	Direct marketing	Sponsorship	Personal Saling	22	28	3	3	2	6	

Question 4. Which of Digital Marketing strategies influence you to buy fashion brands?*


Influencer	Story talling	Facebook	Instagram	TikTok	8	18	11	16	7	

2

image2.png
Table 2: Main advantages / disadvantages of media channels

Communication _ Main advantages Wain disadvantages

medium

Newspapers Flexibility; timeliness; good local _ Short lfe; poor reproduction quality;
market  coverage;  broad small “pass-along® audience
‘acceptance; high believability

Magazines High geographic and  Long ad purchase lead time; some
demographic selectivity;  waste in circulation
credibilty and prestige; high-
quality reproduction; long life;
good pass-along readership

Television Combines ~sight, sound, and High absolute cost; high clutter;
motion; appealing to the senses; fleeting exposure; less audience
high attention; high reach selectivity

Radio Mass use; high geographic and Audio presentation only; ~lower
demographic selectivity; low cost ~ attention than television; non-

standardized rate structures;
fleeting exposure

Outdoor Flexibility; high repeat exposure; Limited  audience selectivity;
low cost; low competition creative limitations

Brochures Flexibiity, ful control, can Overproduction could lead to
dramatize messages runaway costs

Direct mail Audience ~selectivity; flexibility; Relatively high cost; “junk mail
no ad competiion within the image
same medium; personalization

Newsletters Very high selectivity; full control; Costs could run away
interactive opportunities; relative
low costs

Telephone Many users; opportunity to givea  Relative high cost, ~ increasing
personal touch consumer resistance

Internet High  selectivity; interactive Increasing clutter

possibiliies; relatively low cost

Source: Kotler&Keller, Marketing Management, 14th Ed, Prentice Hall, 2012, p 513.
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