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Abstract
This research paper is based on the integrated marketing communication strategy which is use by the H&M company. to sustain in the competitive market in fashion industry there are several new strategies adopt by the company. H&M also evolved their strategic decision with time. This research discusses the main benefits and challenges which is faced by the company by using qualitative secondary method. The outcomes have sighted H&M using email marketing and different social media platforms for its integrated marketing strategy, where different benefits have been indicated, like better consumer engagement and personalised approaches. Still, some challenges also develop with data protection and managing the large-scale data of the consumers for implementing IMC. Comparison to UK fashion brand ASOS indicates that H&M focuses on sustainability, whereas ASOS focuses more on community engagement. The adopted IMCC approaches has helped H&M to create a strong brand value and competitive advantage in the marketplace. The UK fashion market is digitally evolving so the wide spectrum approach of H&M to attract and retain its customers is giving positive values which can help for long term growth. But being a fast fashion business focusing on the sustainability measures are important for H&M to ensure long term sustainability. The last chapter aligns the objective of the study and the findings of the study. From the last chapter analysis, it is found that the four objectives of the study have been met with the findings of the study. Then, the recommendations of the topic or industry are discussed, and then the study-related recommendations are given. Then future research of the study was analyzed. 
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[bookmark: _Toc172801093][bookmark: _Toc179804795][bookmark: _Toc174008640][bookmark: _Toc179289663]Chapter 1: Introduction 
[bookmark: _Toc172801094][bookmark: _Toc179804796]1.1. Research background 
Integrated marketing communication refers to the strategic approach which combines various marketing channels, technologies and tools to deliver cohesive brand information and messages to the target audience across different platforms. In the digital era, the use of integrated marketing communication strategies increased by 78 % (Blakeman, 2023).  It helps to create a strong position in the market. The marketing strategy of a fashion company helps to determine its position and market value. An effective integrated marketing communication strategy ensures coherence and consistency in communication with customers. This research is based on the integrated marketing communication strategy which the uk fashion brands use in the current digital era. In recent times, there are several strategic changes have been noticed in the marketing communication policies to build brand quality in the market (Camilleri and Camilleri, 2018). This research helps to provide the board with an understanding of the current approaches used by the fashion brand to build a strong connection with customers. The integrated communication approach increases the customer engagement rate. Recently, digital technology has improved the service system, which increased customer satisfaction rates. This research helps to develop the idea about the impact of integrated marketing communication on brand performance to the existing and new players in the fashion sector. 
[bookmark: _Toc172801095][bookmark: _Toc179804797]1.2. Research problem 
Every fashion organization has their own integrated marketing communication strategy to retain customers. An integrated marketing communication strategy is mainly used for competitive advantages. Due to this reason, popular brands do not disclose the full information due to privacy concerns and maintain their uniqueness in the fashion world. This research has a fixed time limitation to complete this research (Juska, 2021).  To complete a research study within a limited period is very tough. Within a limited period, it is not possible to establish the logical points and facts about the research topic. Word count limitation is another challenge to describe each of the sections critically.  
[bookmark: _Toc172801096][bookmark: _Toc179804798]1.3. The research aims and objective. 
· The main purpose of this research is to evaluate the impact of integrated marketing communication strategies used by fashion brands to develop brand equity in the digital era. 
Objective
· To discuss the current integrated marketing communication strategy used by H&M fashion company to develop strong brand equity in the competitive market 
· To evaluate the challenges faced by H&M to implement an integrated marketing communication strategy in the digital era 
· To analyse the benefits of using integrated marketing communication to memorize recognizable H&M’s fashion products in the digital era
· To compare and contrast integrated marketing communication among UK fashion brands
[bookmark: _Toc172801097][bookmark: _Toc179804799]1.4. Research question 
· What is the impact of integrated marketing communication strategies on building brand equity for H&M as a fashion brands in the digital modern era?  
[bookmark: _Toc172801098][bookmark: _Toc179804800]1.5. Significance 
Currently, in the UK fashion market, 67 % of companies have started using integrated marketing communication strategies in their business functions. It helps to increase the brand reach. The main reason for using this strategy in the marketing section is that it helps to get the scope to communicate with customers directly (Belch and Belch, 2018). Mainly, fashion hubs are selecting digital platforms to communicate with customers. From the current statistics, it is clearly seen that globally, 56 % of women are engaged in digital or social platforms. 67% of young adults are engaged in the social platform (Ihzaturrahma and Kusumawati, 2021).   UK is a technologically advanced region where Generation Z is highly engaged in social platforms.
The fashion companies switch their marketing communication channel from traditional mode to digital mode. Currently, different digital modes and platforms help to get a strong connection with the customers instead of traditional modes. Mobile applications, laptops, tablets or any other electronic devices are more flexible items for today’s generation (Galloway, 2020). Marketing through newspapers, magazines radio does not help to create any strong market awareness.  Due to this reason, there is a huge transition noticed in the marketing communication strategy on the digital edge. This research is focused on the integrated marketing communication strategy which fashion companies use. The benefits of building a brand equity model in the business function are explored in this research (Dharmappa, 2018).  Discussion of integrated marketing communication strategy helps to know the current digital channel, media and platform used by the fashion company. On the basis of the discussion, it is easy to know about the popular channel which has a significant impact on the marketing strategy. This research will help other fashion entrepreneurs to know the existing brands follow current business strategy hitch (Çınar, 2020). This research also states the different company policies, which are useful for documenting the current information. Mainly, this research uses all the large to medium-scale companies which are currently operating in the UK fashion industry. It helps to understand the challenges and barriers which the company faces in adopting the integrated marketing communication strategy. 
[bookmark: _Toc172801099][bookmark: _Toc179804801]1.6. Rationale 
Digital transformation significantly impacts the marketing strategy of the fashion company. To improve the relationship with the customer, the marketing managers of the fashion companies adopt several new approaches which help them to be recognizable in the market through the brand equity model (Dharmappa, 2018). The contribution of the brand equity model with respect to customer relations is very high. Based on the customer's feelings, persona, preferences and needs currently, fashion brands develop their marketing communication strategy. The strategic decisions differ from one another, which creates a different value in this competitive market. This research helps to get the overviews that in which way integrated marketing communication strategy in fashion industry helps to develop the brand image (Dharmappa, 2018).  This reach helps to develop a clear understanding and overview of the current integrated marketing communication strategy, which fashion companies use to target audiences.  Primary data helps to know the current situation of the brand in fashion firms.   To build a strong market position in the market, fashion companies made several changes in the digital era. Current data from the fashion industry helps to know the current challenges which fashion brands face in the digital era to implement integrated marketing communication strategies to develop brand equality in the competitive market (Galloway, 2020). In the current time, it has been noticed that by using an integrated marketing communication strategy, companies are able to get several benefits. It helps to build a direct connection with customers. On the basis of the consumer persona, fashion brand selects the channel to promote their product. In the current time, it has been noticed that the main motto of fashion brands is to create high market awareness, which helps to boost sales performance. To create brand loyalty, it is important to stay connected with the customer. Through email marketing, digital marketing, messaging, and social media promotion fashion companies are given the scope to stay connected (Galloway, 2020).  Digital connectivity increases the accessibility rate. Customers can easily get product details and information.  In this digital era, the competition is in case adopt. Without the help of modern features, it is not possible for the firm to sustain itself in the market. This research critically evaluates the impact of the integrated marketing communication strategy in the digital era. 
[bookmark: _Toc172801100][bookmark: _Toc179804802]1.7. Theoretical framework 
The brand equity model helps to define the framework that assesses the perception, values, and feelings of customers and strengthens the brand's position in the market. The brand equity model helps to evaluate the various kinds of parameters in the business function, such as brand awareness, brand associations, brand loyalty and perceived quality (Juska, 2021). By using the brand equity model, it is easy to measure the brand value in the market. Application of the brand equity model in the business function correctly helps to enhance brand recognition in the market.  All fashion brands use this model in their business function. But the focused area is different from one another. In major cases, it has been noticed that the fashion brand prioritises brand loyalty or brand awareness in the market.  By using the brand equity model, it is easy for the firm to select the strength of the brand which helps to create strong awareness. Storing a brand helps to make the company different from other competitors.  In the general case, fashion companies focus on customer behaviors (Blakeman, 2023). The fashion industry is highly dynamic.  In the current time, marketing managers are using advice demand forecasting tools to predict consumer behaviour. Products and services based on customer behaviour help to increase brand loyalty. In this regard, currently, the fashion firm has started to promote products through various channels. The application of Aaker’s Brand equity model emphasises liabilities, brand association and perceived quality. This research will explore this factor to build strong value in the competitive fashion market (Shariq, 2018). A positive brand equity model in the business function helps to facilitate the long-term growth of the business. The sustainability rate in competitive fashion mate gets increased. 
[bookmark: _Toc172801101][bookmark: _Toc179804803]1.8. Structure 
The following chapter reviews and discusses the existing literature and concepts. The next chapter starts by providing clear objectives, specific discussions, and understanding. The third section clearly states the method of collecting data. Chapters 4 and 5 lay out the major research findings. 




[bookmark: _Toc179804804]Chapter 2: Literature Review
[bookmark: _Toc174008641][bookmark: _Toc179804805]2.1 Introduction 
The fashion industry is a highly competitive market at the current time. It has been noticed that fashion brands are trying to improve their marketing tactics to build strong relationships with customers.  Integrated marketing communication strategy is one of the popular marketing approaches in the fashion industry. From the current scenario evaluation, it has been noticed that there are many fashion brands in the United Kingdom that are using an integrated marketing strategy (Blakeman, 2023). The rate of using integrated marketing strategies has increased in recent years.  Mainly, the global pandemic, digitalization, internationalization and modernization help to flourish this marketing approach (Hyun, Park and Hong, 2024). Using an integrated marketing communication strategy helps to deliver the brand message to the target audience in a consistent way.  For fashion brands, it is important to maintain consistency. In the competitive market, fashion brands are not able to maintain consistency. They face huge difficulties in sustaining for the long term. 
[bookmark: _Toc174008642][bookmark: _Toc179804806]2.2 Theoretical framework 
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[bookmark: _Toc179804430]Figure 1:Keller’s brand equity model
(Source: self-created, idea taken from Vukasović, 2022)
The brand equity model is designed to derive a way of creating brand value in the market. The brand equity model provides a deeper understanding of the company. The brand equity model is used to design marketing strategies at different stages. Application of Keller brand equity model through interacted marketing communication easy to deliver about the company details (Vukasović, 2022). It clearly explains in past existing data about the company details and product details and shares meaningful insight about the company through messaging. Application of the brand equity model creates a huge influence on customer buying behaviors to create strong sustainability for the long term. UK fashion brands are highly aware of the market condition. More or less, all UK fashion brands are using the brand equity model in the marketing segment for better brand reach. 
Keller's brand equality model helps to understand that a brand can build a strong impression to the customer.  In the current competitive era brand equity model provides the proper guidance to build a positive impression to the stakeholders. Using the brand equity model helps to maintain the standard in the market (Ray and Nayak, 2023). Currently, the competition in the fashion industry is continuously increasing which shows in the past data. From this aspect, it can be said that maintaining product quality or the standard of the brand is highly important. Using the brand equity model helps to build a positive customer experience. The brand equity model is based on some stages which entities with the value of a customer. It is entirely focused on the customer's viewpoint and perception (Noris et al., 2021). Using the customer base brand quit model helps to add value. In general cases, it has been noticed that H&M is using a customer-based brand equity model in the business function. By using advanced technology in the business function, the marketing manager derives customer preference, which helps to improve the product and service design. It enhances customer loyalty rate gradually (Goworek et al., 2020).  Using a customer-based brand equity model ensures the market success of the company with a positive experience. In this current competitive market, it is essential to develop a positive brand image. Every organisation uses a sustainable strategy to meet the preferences of the company (Nobile et al., 2021). It develops the idea that brand advocacy and brand loyalty are increased through a sustainable development strategy. The marketing manager of H&M follows the same functional strategy to add value to the business function. 
The brand equity model helps to know the current feeling of the company; since 2020 there are huge changes have been noticed in customer feelings and preferences. Mainly, the demand for sustainable products has increased (Lynch and Barnes, 2020). The past data develop the insight that Customers are starting to use sustainable products. Increasing social and environmental awareness fully controls the customer's feelings.  The brand equity model helps to get the opportunity to develop an emotional attachment with the customer. To sustain itself in the competitive market, it is important to build an emotional connection. 
As per, Rathore (2021), Many companies use Keeler's brand equity model. Fashion brands follow the traditional technical concept to strengthen the basic layer of the business function and operational activity.  In this current competitive market, it is important to create own identity through brand logo, brand icon and brand image.  According to customer preference, there are several modifications have been taking place in brand identity (Mukendi et al., 2020). From the current scenario analysis, it is clear that many organisations have changed their brand identity to reconnect with the feelings of customers. 
[bookmark: _Toc174008643][bookmark: _Toc179804807]2.3 Empirical studies 
[bookmark: _Toc174008644][bookmark: _Toc179804808]2.3.1 Current integrated marketing communication strategy uses UK fashion brands to strengthen brand equity 
The popular integrated marketing communication strategy is advertising (Andrews and Shimp, 2018). As per, (Belch and Belch (2018), According to the preference of the target audience, ASOS uses public reaction and digital marketing strategy. Similarly, it found that Burberry, which is a popular UK fashion brand, has been using an integrated marketing communication strategy for the last 10 years (Widjaja, 2022). An article based on the ASOS company develop the idea that the company had set their target audience, which helped it to design its integrated marketing communication approach. From the current scenario evaluation of the fashion sector of the United Kingdom, it has been noticed that the fashion hub uses several integrated marketing communication strategies. Direct marketing, unique value proposition, public relations, digital marketing, etc. 
As per, Ihzaturrahma and Kusumawati (2021), The marketing manager of the organization is utilizing various platforms like social media, social sites, and digital collaborative tools to build a direct relationship with the customer. As per, Lasi (2021), Mainly it has found that according to budget. With financial capability and technological capability, the marketing manager decides the channel for promotional purposes. As per, Theodora (2021), The main step in that framework is to the identification of the customer and their preference and select chances wisely.  Research which is based on the primary quantitative data develop the idea that in the current time application of integrated marketing communication is based on a particular framework which includes several processes. The marketing manager of H&M follows this step minutely which helps them to develop a strong content plan to target audience. Some of the integrated marketing communication strategies which UK fashion brands use are discussed below. On the basis of the resources and capabilities, UKL fashion brands adopt the below-mentioned integrated marketing communication strategy. 
Advertisement – In the first place, it has been noticed that from the past data that the marketing manager of the company makes the decision to use a paid communication strategy to sell products or services in the market, which helps to build awareness. Advertisement from various angles helps to increase the attachment with the target audience. In general cases, it is noticed that the UK fashion brands are currently using Television channels, commercial ads, print media, print advertainment, social media platforms for advertising billboards, etc (Niinimäki et al., 2020). Each of the platforms has a distinctive customer base, which helps to target the audience.  H&M has a strong existence and presence in each of the communication platforms. Mainly, the marketing manager of H&M uses social media to target the audience. However, the companies are active in offline marketing strategies as well. 
Sales promotion – Marketing activities aim to stay connected with the customer, which helps to boost the sales performance of the company. The marketing management of a fashion company incorporates different types of sales promotional activity. From the general case and overview, it can be said that the highest sales promotional activity has been noticed in the fashion brands, such as flat 50 % off, up to 10 % off, buy one get one free, buy 2 get one free, etc (Alexander and Kent, 2021). This kind of saes related promotion is very common. Through flash messages and email marketing, fashion brand informs their customer regarding new arrivals, sales promotions, newly launched items, new outlet launches, etc (Hidayati, 2023). This kind of activity in the business function grabs the attention of customers. 
Public relations – As per, Fetais et al. (2023), public relations play a big factor in the fashion company. Cause of the public reaction is not strong, then it is not possible to create the own business market. Due to this reason, it helps to develop the idea that fashion brands strongly prefer to build a positive public reaction with customers. In this respect it can be said that good public relation develops and create positive brand image. As per, Ozuem et al. (2021), In the age of social media, it is very common to face negative publicity on social media through the customer end. Poor service systems and poor product quality are enough to share negative feedback on social media, which impacts brand perception. Due to this reason, it develop the insight that the PR team of H&M is highly active. The PR team instantly takes action against negative publicity in social media or social platforms to maintain goodwill. 
Direct marketing - Direct marketing refers to the distribution of products and services directly to the consumers. There is no third party to get the scop to be involved in the distribution procedure. Third-party refers to the mass media in general terms (Juska, 2021).  Through direct marketing, a fashion brand has the scope to increase the customer engagement rate, which fosters conversation with customers directly. 
[bookmark: _Toc174008645][bookmark: _Toc179804809]2.3.2 Current challenges to using integrated marketing communication strategy faced by UK fashion brands in respect of the digital era 
As per, Guercini, Bernal and Prentice (2018), Mainly, the small-scale organization does not have the huge resource capabilities to implement the advanced level technology to minutely check the performance of content in different platforms. Managing cross-media activity is a difficult task. As per this opinion it can be said that from the general case studies, the marketing manager faces difficulties in adopting an integrated marketing communication strategy in the business functions. 
Bormane (2018), support this and claimed that the resource capability of every fashion organization is not the same in the United Kingdom. Different scales of organizations are operating businesses. Different scales of business and different capabilities of business operation. In recent times, customer preferences have been rapidly changing (Noris et al., 2021). This discussion develops the knowledge that in this digital era, several external functions affect the purchasing behaviour of customers. In comparison to this situation, it has been noticed that there are many fashion brands like Clark, River Island, and Belstaff that are struggling to target the audience through the selected content. not only external forces impact on the marketing decision. 
As per, Nash (2019), Through limited editions of content, it is not possible for UK fashion brands to target an audience. Burberry is performing well in this aspect. Cause the company has huge diversification in their content to target audience.  As per, Goworek et al. (2020), It is a large-scale organization which has strong financial capabilities. In respect of H&M, it can be said that the managing directors built a separate team to execute the marketing plan. It helps to know that secondary data sources with a limited number of qualitative case studies state that technological integration is poor in H&M, which creates a barrier to running the marketing communication planning. Efforts across multiple marketing channels are different, which does not help to meet the expectations of the organization. Existing data sources helps to know that implementation of integrated marketing comminution strategy in business function is a hectic matter for small to medium-scale fashion brands. Challenges of implementing an integrated approach are a matter of concern from the past edge. An integrated approach requires strong support from the internal and external aspects.  From different case study analyse, it has been seen that major fashion organisations face difficulties due to the lack of awareness. Many fashion organisations in the United Kingdom do not prioritise the opinions and feedback of customers, which plays the biggest role. In respect of this point, it can be said that PRIMARK is a leading fashion retail brand in the United Kingdom. For a long tenure, the company has been functioning in these areas successfully, but it has been noticed that the company has a very poor understanding of their target audience (Fuxman et al., 2022). Due to this reason, the content they shared on different channels and platforms does not help to create an effective movement which is suggest by existing data. Existing data helps to know that, the company realised their issue, which they rectified. However, from this analysis, it is clear that shared information about products and services through various channels and platforms is not enough it is important to have strong marketing communication with customers.
According to the current dataset, it is clear that the marketing manager conducts a specific market analysis campaign to collect the opinions and feedback of employees. Due to this reason, H&M face less difficulty in identifying the preferences and choices of customers. Existing data develop the idea that Marketing communication refers to the development of attachment with customers. Marketing communication is a two-way method. Only sharing information from the company end does not help to achieve success. In comparison to this point, it can be said that H&M is a successful company in that respect (Kushwaha et al., 2020). In every manner, the marketing manager of H&M collects the opinions of customers.  
As per, Ihzaturrahma and Kusumawati (2021), H&M never fail to meet the demands of the customer. The company value the opinions and choices of customers. As per the opinion of the customers it develops the idea that H&M changed and modified the prediction and service design, which helped to feel valued. It is important to the customer that the company accept their opinion and feedback or not. Mainly, the high traffic has been noticed in those company which has direct conversations with customers. 
Above challenges develop the critical insight about Budget allocation. Budget allocation is a common issue faced by some fashion organisations. When managing budgets few companies get very limited budgets to design the marketing content or campaigning, which does not allow or support to build a strong connection with customer. Marketing managers face difficulties in designing content within a limited budget. It is very different, especially here, every company is starting to develop its own PR team and creative digital marketing team. 
As per. Rehman, Gulzar and Aslam (2022), It is the responsibility of the marketing manager of the fashion company to ensure the budget. Because effective budget allocation does not help to face any issue in designing the marketing communication approach. Enough budget helps to select the marketing channel and platform effectively. This organisation has enough budget can design the content and tactics smoothly.
Some existing cases, develop the idea that the few fashions organisation is suffering through fragmented data. It is not possible to reach customers through fragmented data sets. Fragmented data does not help to provide enough information to the customer. Damaged data can make it difficult to get clear information and a clear picture of the scenario to the customer regarding brand activity. 
At the time of operating a business on a large scale, sometimes customers get confused about the characteristics of the customer. Due to this reason customer segmentation is required. However, some of the fashion hubs in the United Kingdom do not segment their customer properly which shows in past data. On a random basis, some fashion hubs are operating and marketing in the United Kingdom. At the current time, entering in UK fashion hub is very common due to technical, legal, ethical and political support which shows in past data. 
As per, Ihzaturrahm and Kusumawati (2021), The government acts, and policies are liberal for the fashion industry in the United Kingdom. It has been noticed that organisations disguise content on the basis of customer segmentation. As per, Kushwaha et al. (2020), It is easy for them to get a strong position or create a strong position in the market. Some of the company in the fashion industry has a serious concern regarding collaboration. Poor teamwork and collaboration do not help to execute the marketing plan; collaboration with marketing partners is essential (Fuxman et al., 2022). Author discussion in these articles helps to know that Poor coordination and collaboration among the internal departments create huge issues. Mainly, the managing committee is responsible for this factor, which does not help to execute any strategic decision or option properly.  At the current time, most of the marketing channels and partners prefer to work in digital mode. However, some fashion organisation has restrictions on digital collaboration, which affect organisational performance through the UK government's support of digital activity in business operations. 
[bookmark: _Toc174008646][bookmark: _Toc179804810]2.3.3 Benefits of integrated marketing communication to increase brand awareness 
By using an integrated marketing communication strategy, the fashion company gets the opportunity to target a large number of audiences at a time. The efficiency of targeting customers is enhanced (Steenkamp, 2019). As per, Nobile et al. (2021), It helps get the opportunity to share seamless and consistent information about the company, product and service through various channels. It helps to know that Integrated marketing communication ensures that it helps to deliver the message of the fashion brand to the customer through various channels.  As fashion brands choose the most highly engaged platform, it is better to increase the brand reach (Goworek et al., 2020). Past data develop the idea that In the digital world, it is easy to increase brand reach through an integrated marketing communication strategy.  A study which is based on the secondary data sets claims that integrated marketing communication is not only based on brand awareness. It also helps to build strong communication with customers. Collaboration with customers improved in this way. Asos launched its product through an integrated marketing approach, which helped to increase the customer engagement rate by 23 % in a year (Nash, 2019).  It suggests that Integrated marketing communication maintains consistent communication with the public.  For fashion brands, it is important to maintain clarity regarding business performance, operational activity, etc. At the current time, it has been noticed that the marketing leaders of fashion brands are starting to add social responsibilities and environmental policies to product labels and marketing tactics. Mentioning CSR policy as a message helps to increase the brand awareness rate.  In every product promotional activity of large-scale organizations in the United Kingdom, add its sustainable practice to retain customers. 
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[bookmark: _Toc179804431]Figure 2:Revenue of the fashion market in UK (2020-2029)
(Source: Statista Research Department, 2024)
From the current scenario analysis of the UK fashion industry, it can be said that the rate of using integrated marketing strategies is increasing rapidly as per above diagram which derived from Statista. Mainly, the technological factor and legal factors play the main role in to use and application of integrated marketing strategy.  Gradual changes in the marketing segment, which is experienced by the old fashion brand in the United Kingdom, stated that it is a useful technique which saves the marketing cost. An authentic report, which is based on the primary data sets and uses some statistical analysis, critically explains that the usefulness and effectiveness of an integrated marketing strategy are high in comparison to any marketing strategy (Juska, 2021). The current data sets, which are available as an existing past dataset, help to understand that integrated marketing strategy helps to reuse the idea in different plat from indifferent from, which creates positive impacts on the customer. Maintain the same motto the marketing manager get the scope to reform and redesign the marketing strategy. All brands are trying to improve the financial cost structure. The use of cost-saving methods is the main aim of fashion brands, especially with respect to marketing segments (Ozuem et al., 2021). However, the currently available data clearly develop the insight that marketing strategy plans a viral rile. Due to this reason, planned investment for marketing purposes is essential, which is supported by the integrated marketing approach. 
Integrated marketing communication strategy is totally depending on the design and quality. If the marketing strategy is not effective and attractive, then it does not help to impact consumer behaviour.  In the current time fashion industry is continuously changing (Fetais et al., 2023). In that respect it develops the critical understanding that, a major number of UK fashion brands are starting to use fast fashion technology. Fast fashion technology helps to share and spread the continuous message to the target audience. The company needs to build a continuous relationship with customers. Cause if the continuous relationship with the customer is not maintained properly, then it affects the overall brand image. ASOS is a premium quality fashion brand that has been operating business in the United Kingdom for a long time (Alexander and Kent, 2021). It has been noticed that using an integrated marketing communitarian strategy gives the opportunity to create seamless, multidimensional customer-centric options. The marketing manager of ASOS develops their own promotional team. Public relations are maintained by the marketing team and digital marketing team to maintain the continuous t; relations with the customer. An integrated marketing communication strategy ensures that the company is sharing information with the customers at a level. This helps to build a strong recognition in the fashion market. The current data shows that an integrated marketing communication approach strengthens the customer perception of the brands. As per, Niinimäki et al. (2020), Through various platform a brand share product reacted comet which helps to know about the detail of the product. New and latest information through various channels customers come to know. Mainly, the fashion companies in the United Kingdom use both online and offline marketing strategies which help them boost their performance (Rathore, 2021).   From the general case study of the UK fashion brands, it has been noticed that the popularity of offline media is high. Even now, television, newspapers and billboards are popular in this location, which is the biggest advantage to the old-fashioned hubs cause the old-fashioned hub gets the opportunity to incorporate both online and offline media in the business function. 
An integrated marketing communication approach helps to boost the brand consistency rate of Burberry. From the recent performance analysis of the company, it has been noticed that the firm has experienced stiff competition in the fashion market. It is become really tough for the company to sustain. During the phase of 2015-2020, the company experienced a declining growth rate in the business performance (Lynch and Barnes, 2020). These financial years play a crucial role in the business function. It has been noticed that during this tenure, the company has focused on market analysis and market surveys. On the basis of that, the managing director of Burberry made the decision to use an integrated marketing communication approach, which helped them to improve the brand performance gradually.  The company experience a gradual movement in the financial performance (Nobile et al., 2021). By using an integrated marketing commutation strategy, Burberry is starting to provide more value to its target audience, which is highly important in this intensely competitive market. Every case study in the fashion industry is different from others. So, the overall overview point it can be said that integrated marketing communication is a scope to welk establish the branding in the market from the grass root level. 
[bookmark: _Toc174008647][bookmark: _Toc179804811]2.3.4 Comparison analysis of integrated marketing strategy among UK fashion brands 
The UK fashion sector is highly competitive. Each of the fashion brands has its market base. Mainly, the large-scale organization is operating business on a global basis.  From the performance analysis of the UK fashion brands, it has been noticed that each of the fashion companies in the United Kingdom is using an integrated marketing communication approach for one treason to increase brand awareness. From authentic data, which is based on the primary datasets is mentioned that Burberry is using an integrated marketing communication strategy to target a large audience. As per, Noris et al. (2021), The marketing manager considers it a cost-effective method which helps to reduce the experience for marketing purposes. Considering this point, one article stated that integrated marketing communication is used to build trust among the customer. From various platforms, fashion brands are trying to deliver the same message about new products and services.  As per, Guercini, Bernal and Prentice (2018), Using an integrated marketing communication strategy allows customers to brand recall through consistent messaging.  A renowned UK fashion brand is using an integrated marketing communication strategy to boost sales performance through high brand awareness. According to the current market research, one platform for promotional activity provides limited opportunity to the company, whereas various channel provides a streamline to share the information (Theodora, 2021). All the new fashion hub Union United Kingdom is using an integrated marketing communication strategy in the business function to build a strong presence in the market. As per, Lasi (2021), It helps to stand out as a new hub among other existing brands. Creating brand identity through integrated marketing communication is considered a wise decision for fashion brands, especially in the case of a new fashion hub. 
[bookmark: _Toc174008648][bookmark: _Toc179804812]2.3.5 Impact of integrated marketing strategy on consumer behaviour
Integrate marketing communication strategy considered as the key element in the fashion company to show a modern effort to engage customers. It helps to build a long-term customer relationship. The fashion company is able to get the opportunity to estimate which tools, format and form of the promotional purpose are useful to share the message to the target customers (Ihzaturrahma and Kusumawati, 2021).  According to the buyer persona, the company decide the message and choose a communication channel which helps to influence customer behaviour. Meaningful messages and influential content influence purchasing behaviour. In the current time, it has been noticed that fashion brands have their website and mobile applications to engage with customers (Widjaja, 2022). Customers can easily connect with the company.  There is a common buying behaviour that has been noticed among customers to conduct market research before buying. Due to this reason, popular fashion brands in the United Kingdom create an easy user interface and share all the details on their websites. So those customers get easy information (Ihzaturrahma and Kusumawati, 2021). Flash messages and email marketing help to know how about sales, offers, gifts, bonuses, etc. Which highly influences consumer purchasing behaviour. 
[bookmark: _Toc174008649][bookmark: _Toc179804813]2.3.6 Competitor analysis 
[image: Brand Positioning Map]
[bookmark: _Toc179804432]Figure 3:Brand positioning map
(Source: self-created, idea taken from Lasi, 2021)
From the above diagram, it is clear that H&M is placed in the neutral position, with high quality with high price. It influences customer buying behaviour (Theodora, 2021). The company is using a value-based pricing strategy, which increases the traffic flow in comparison to other popular global fashion brands such as M&S, Zara, ASOS, River Island, Next PLC, etc. The above figure currently shows that H&M is developing a strong position in the market with some good quality products. The main USP of the company is to continuous improvement in product quality. The company, from the initial stage, focus on the research and development program, which helps them to gain a sustainable position in the market (Ray and Nayak, 2023).   The company is struggling to maintain its position in the market due toy to the intense competition. The above perceptual map helps to know the current situation of the company in compare to other brands. As per, Noris et al. (2021), There are already maintained companies which are successfully adopted green marketing strategies in their business function, which helps to make them more reliable to the customer. The competitor's analysis is used to describe the current situation and position of H&M.  The existing data revealed that the marketing manager of H&M invests 23% of their total revenue in green marketing strategy (Goworek et al., 2020).  From the competitor analysis, it is easy to develop the current insight about the fashion brands which are operating business in the United Kingdom. This analysis helps to know the business position and business value of the organisation depending on the product and price.  High quality product with low prices has huge demand in the market. But in the UK market, there are few companies offering high quality products at affordable range.  It clearly shows that the organisation is offering high quality products and has high product prices as well. Each of the competitors of H&M has its own marketing channel and marketing platform to target the audience (Nobile et al., 2021). Customer segmentation and marketing channels play the main role in increasing customer flow.  This diagram helps to understand that those UK fashion brand has some financial constraints and are not able to improve their brand position in the market. Only the financially strong fashion brands are able to complete with H&M in respect of all aspects. Integration of marketing communication strategy requires huge investment, which is only possible for large-scale fashion hubs, and this figure consists of the names of large and popular fashion hubs in the UK. 
[bookmark: _Toc174008650][bookmark: _Toc179804814]2.4 Literature gap 
The major gap findings in the existing literature are methodological gaps. A maximum number of literatures is based on the secondary data. Secondary data does not help to develop an accurate idea about the current brand performance of H&M. As it is a company-specific study so, it is essential to get an overview from the survey (Syahputra, 2023). Employees and the executive board of the organization help to get a real-time understanding. However, limited primary data sets do not help to draw a strong emphasis on the research objectives. Primary data sources use statistical analysis, which I a complex and critical analysis. For this research, it is quite difficult to derive ideas within a limited period from statistical analysis.   Many journals and articles do not focus on the current challenges which fashion brands face in the United Kingdom to use integrated marketing communication strategies (Noris et al., 2021). The majority state that the UK, as a developed country, has high prosperity. It does not help to develop a critical understanding of the research object Yves. 
[bookmark: _Toc174008651][bookmark: _Toc179804815]2.5 Summary 
The existing data sets help to derive the benefit of using an integrated marketing communication strategy in the business function. It mentions in the second chapter that it is a strategic approach which helps to guide the communication tactics of fashion brands to build a strong connection with customers through multiple marketing channels. In general terms, it is mentioned that newspapers, magazines, TV, radio and social media play a great role in increasing brand awareness in the matter. It also highly some challenges in using this approach in the business operations. Mainly, biasness among customers affects sales performance. The technological application helps to develop a strong understanding of the current performance of using this approach to develop a positive customer experience. 


[bookmark: _Toc179804816]Chapter 3: Methodology 
[bookmark: _Toc179289664][bookmark: _Toc179804817]3.1 Introduction 
Research methodology is a systematic approach which helps to complete the research on time. A systematic approach at the time of collecting data is highly essential. It helps to maintain the quality of data and information. This research uses Research Onion to provide the board understanding boot the collection of data.  Based on the data collection procedure, it is easily able to select the data analysis, data collection and data interpretation tools and techniques. Research onion is the most used methodological framework to develop the research methodology. 
[bookmark: _Toc179289665][bookmark: _Toc179804818]3.2 Research philosophy 
Research philosophy is an assumption and belief which helps to guide and progress the report step by step.  Research philosophy helps to design the research in the proper format to provide the board understanding of the research scenario (Pandey and Pandey, 2021).  Different types of research strategies are available to use in research, such as interpretivism, realism, positivism and pragmaticism. On the basis of the suitability of the research topic it decides the philosophical model. The selected research is based on social phenomena, which makes it easy to discuss interpretivism research philosophy. 
Justification 
 Interpretivism's research philosophy is based on subjective matter. It helps to develop the core insight about the research topics. Interpretivism research philosophy helps to get the opportunity to discuss every individual factor which is related to the research topic (Verma, Verma and Abhishek, 2024). It is an extensive decision to develop the idea based on social context. Social factors highly influence consumer behaviours and perceptions. Through interpretivism research philosophy, it is easy to discuss these concepts and components. In this digital edge, several new elements start to impact the marketing strategy of the selected brand, which is discussed under this approach. The main benefit of using the interpretivism research approach is it helps to cover all the sociological factors. It provides reliable information to critically analysis the research topic. 
[bookmark: _Toc179289666][bookmark: _Toc179804819]3.3 Research Approaches 
The research approach is a procedure which helps to select the right way to gather, analyse and interpret the data and information. Generally, two types of research approaches are used to analyse the research topic – inductive and deductive. The inductive research approach is generally used for qualitative research studies, and the deductive research approach is for quantitative research (Ocaña-Fernández and Fuster-Guillén, 2021). The deductive research approach helps to experiment with the study.  This research is based on the quality research approach, which is supported by the interpretivism research philosophy. In that case, it is better to choose an inductive research approach. 
Justification 
The inductive research approach develops a reasoning idea to analyse the research topic. It helps to draw general conclusions about the research topic. As per, Al-Ababneh (2020), It helps to discuss the research topic based on observation. Based on the gathered data quality and movement and its analysis of the research topic, inductive research scans the data sets to derive the pattern. It helps to develop a strong idea about the research topic. Theoretical experiments help to provide a strong synthesis of the research topic. 
[bookmark: _Toc179289667][bookmark: _Toc179804820]3.4 Research Strategies 
 The research strategy develops the framework to collect the data and information.  Research strategy is the responsible factor in developing an in-depth idea about the selected research objectives.  This research is using case study research strategy. The main reason for selecting a case study research strategy is it helps to get many cases regarding the selected company (Nayak and Singh, 2021). Different case studies from the fashion industry are also available, which helps to compare the integrated meriting approach of H&M to create value in the market. The case study research strategy involves a detailed examination of the integrated marketing strategy.  It discusses the research topic from a natural setting, which helps to develop real real-time understanding of the research scenario. 
Justification 
The case study research approach helps collect data from multiple sources. It helps observe the Scenario (Vebrianto et al., 2020). Different documents help to get different insights to critically analyze the research topic. The case study research strategy is also known for the naturalistic research design. It helps to explore the phenomenon of the fashion industry from a natural context. An overview of the fashion industry is highly required to develop the idea about the reason for using an integrated marketing strategy in the business function of H&M. 
[bookmark: _Toc179289668][bookmark: _Toc179804821]3.5 Research choice 
This research is relayed to a different enquiry regarding the current strategic decision options and impact on business function on H&M. Discussion regarding this topic within the limited time is only possible through qualitative research method. Non-numerical data sets develop a strong idea about the forces or factors which influence to follow of intergrade marketing strategy. There is an open background story which influences to follow this strategy in the business function to stay sustainable. Qualitative research, through a natural viewpoint, discusses and addresses all these points (Ruggiano and Perry, 2019). Research choice is often based on the nature of the research topic and concern area. This research uses a mono-method. It collects data using the qualitative research approach (Firdaus, Zulfadilla and Caniago, 2021). Only a non-numeric data set is evaluated in this research. 
Justification 
Qualitative data is based on a focused group, which helps to complete the research within the estimated time. The main benefit of using qualitative data sets is that they are flexible (Babii, 2020). They explore a variety of research papers to collect good quality, reliable information. They are based on real-time information, which enhances their quality. 
[bookmark: _Toc179289669][bookmark: _Toc179804822]3.6 Time horizon 
The time horizon refers to the fixed point from where the research is evaluated to develop the conclusion. This research uses a cross-sectional time horizon. A cross-sectional time horizon divides the research topic into separate parts, which helps to complete the study within a limited period (Kang and Hwang, 2021). It involves collecting data from individual units from a single point, which saves time. 
Justification 
As per, Mohajan and Mohajan (2022), Within a limited time frame, a cross-sectional time horizon helps to describe the current moment. It helps to determine the characteristics of H&M's current integrated marketing strategy, which adds value. A quick correction method from a particular point is required to meet the estimated time, which is possible through a cross-sectional time horizon. 
[bookmark: _Toc179289670][bookmark: _Toc179804823]3.7 Techniques and procedures 
[bookmark: _Toc179289671][bookmark: _Toc179804824]3.7.1 Data collection 
Data collection is a process of collecting and gathering relevant information for the study. This research uses using qualitative research approach, and there is a certain time limitation. So, better to use a secondary data collection method. The secondary data collection method refers to the use and process of data sets. Secondary data collection helps to retrieve the data which is already available in many forms (Urcia, 2021). This research uses using online database to gather information. ScienceDirect and Google Scholar, google ebooks, etc, are good quality data bases from where easy to get reliable information. The article, journals, new papers, statistics, company annual reports, etc., is used to analyse the main findings. H&M is a famous fashion organisation. There are multiple research projects already done on this company, which helps to get good quality information.  Every year, H&M publish their company annual report, which is a good source for authentic reports about the company. 
Justification 
Secondary data is a time-saving option. No financial support is available to conduct this research. So, it is better to collect data from open, accessible sources, which is time-consuming and less expensive. As per, Hennink, Hutter and Bailey (2020), By using secondary data sources, a vast amount of data is revealed, which develops a broad understanding. Secondary data collection is the most used data collection strategy in qualitative research strategy. The main reason for using this strategy or data collection process is it helps to get the scope to access the vast amount of literature and sources. With the help of different methods, it is easy to filter the right information for the study.   Secondary data is already used and processed in another study or research paper. From that study or research paper, it is easy to know the validation of the information. It helps to evaluate the validity of the research study (Sileyew, 2019).   There is a common tendency to collect random data sets to evaluate the main findings. It can hamper the quality of the data sets. Secondary data is less reliable and validated compared to any other data collection procedure. Due to this reason, it can be said that it is better to use some sampling strategy and inclusion and exclusion strategy.  This strategy helps to maintain the uniqueness of the research paper. This research has used only published data. Full authentic data sets are used from a reliable database. A limited number of data base is used in this study to avoid any confusion. It has been noticed that different database has different types of information, which can impact quality (Roh, Heo and Whang, 2019).  For comparison and contrast, different data sets have been collected to make the study authentic and valid. It is already mentioned in the above section that this research uses using cross-sectional time horizon, which indicates that the researcher has very limited time to complete the dissertation. In that respect, it can be said that it is better to collect the data from the secondary sources. This is the easiest option to collect the data within a limited time. Cause data is already processed and analysed (Alam, 2021). Only with the help of critical thinking ability and analytical aspects, the data is evaluated as the main findings. 
· Sampling strategy— Sampling strategy refers to a plan which helps to guide the research in the right direction to extract good quality authentic information for the research. The sampling strategy helps to subgroup the research from a large number of groups to a small number of groups. It helps to refer to the real-time easily. Different type of sampling strategy is used in research. But to make the relevance of the research strategy it is using purposive sampling strategy (Lobe, Morgan and Hoffman, 2020). It is well known sampling strategy to collect the data in a systematic format. It helps to data in a direct way to analyse the main findings. It is company company-specific study, so it enhances the quality by using a purposive sampling strategy. It follows a selective manner while collecting information. Only the company-specific data is collected. The data is collected using a purposive sampling strategy, which is the most unique format used for qualitative data collection. It helps to gain a deep understanding of the research phenomena from a specific perspective. 
· Inclusion exclusion criteria - Inclusion exclusion criteria help to filter the collected information to get the most accurate information which is relevant to the research topic (Urcia, 2021).  Inclusion refers to the included factors which guide the data collection and exclusion criteria, which factor is eliminated from the data collection process. 
	Criteria
	Inclusion
	Exclusion

	Industry specification 
	Data from the fashion industry is used in this research 
	Data, which is based on retail, aviation, automotive, aviation, health care etc, are excluded 

	Year of publication 
	Recently published data from 2020-2024 is used to maintain the relevance of the digital era. 
	Any past data published before 2020 that does not have any link with the present time is excluded. 

	Language specification 
	English language-based articles and journals are used as a convenient option. 
	Limited language proficiency does not allow to collection of any data other than English. 

	Company specification 
	This research is company company-specific study. Better to gather information from company reports, online sources and annual report 
	Nay data, which is based on any other renowned company from the fashion industry, is excluded from this research. 


· Search terms – Impact, significance, Integrated Marketing, Marketing Communications, Marketing Strategies, Brand Equity, brand equity model, Digital Era, digital advertisements, digital technology, influence. Digital factors, consumer perception, fashion, fashion industry, H&M, H&M company 
Keywords in research are the selected processes to derive data from a database in an accurate format. They help to make data easy to access. 
[bookmark: _Toc179289672][bookmark: _Toc179804825]3.7.2 Data analysis 
Data analysis is the examination process of collected data and information. It helps to extract new insights about the research. It helps to develop a new decision for the main key findings. Data analysis helps to organise the study in the right way to make a better decision. The efficiency and accuracy of the data sets depend on the data analysis tools and technology. Different type of tools and technology is used in research, which helps to make the sturdy easier to develop new insight (Nassaji, 2020). This research is deciding to follow thematic analyses. This is the most accurate form of qualitative research study. The main benefit of using thematic analysis is it helps to adopt any type of qualitative information easily for interpretation. It is a flexible method to analyse the information as it follows secondary data. It helps to cover a broad aspect of research and collected data.  A different perspective is used in this research, which helps to develop an idea about the concepts.  The thematic analytical tool improves the consistency of the research process in the case of qualitative analysis. In secondary qualitative research, it is required to have high accuracy, which is possible through this data analytical tool (Ruggiano and Perry, 2019). Data analysis is the process of examining data sets. It examines large amounts of data to derive the right pattern to develop strong insight (Mohajan and Mohajan, 2022). A thematic analytical tool is used to develop new insight. 
Justification 
Themes are generated based on the research objective, which helps to get an entire overview of the research topic. Theme-based analysis easily meets the research objectives. This is the most accurate data analysis tool for qualitative research (Kang and Hwang, 2021). It identifies the pattern to interpret the research concepts. A five-step thematic analysis is used to develop the themes from the research objectives through code generation. Thematic data analysis follows five basic steps to develop the new Insight. It is mainly based on the research objectives. Based on the research objectives, a set of codes has been derived, which helps to develop different sub-themes.  The checking system helps to develop the acctracct5e theme to discuss the main findings to achieve the research aims and objectives. 
[bookmark: _Toc179289673][bookmark: _Toc179804826]3.8 Research limitation 
 At the time of collecting data, several types of research limitations arise, which impact the overall quality of the research study. This research has a few limitations, which create some issues in maintaining the quality. A research study faced different types of limitations while conducting it. Limitations cannot be measured or predicted from an earlier stage. During the data collection procedure, different types of obstacles occur. 
· Time constraint—The biggest limitation of this research is the time constraint. The limited time frame does not allow research to collect good-quality information. Collecting good-quality information takes a long time, but within a fixed time, the entire research is carried out. There is a force to complete the research within the estimated time. Forced submission does not help to develop strong arguments and critical insights. 
· Access to data -There are numerous good quality data sets in the online platform is require permission and a purchase option. Financial constraints do not allow to collection of data from these good-quality journals (Babii, 2020). Recently, Statista and Mintel, which a popular source of qualitative data, also required permission and purchase options. Due to financial constraints quality of the data gets compromised. Cause there is no option to collect information from these data sources. 
· Biasness – The common issue which is faced while using secondary qualitative data is biasness. All the secondary data for using keywords provide the same type of understanding about the research phenomena, which creates biasness. It does not help to develop a critical understanding of the scenario which is required. 
· Language fluency – There is an issue occur regarding language fluency. Limited language-related knowledge does not allow to collection of data from different languages except English. It is also mentioned in the inclusion and exclusions criteria that it only collects the data which is based on the English literature. Cause it is not possible to type derived data from any other language-specific article or journal.  Research limitation has a huge influence on the overall research quality. Cause it does not allow to collect the all the required information for the study (Ruggiano and Perry, 2019). Research limitations are theoretical or practical shortcomings of the study, which often control the research’s movement to collect data and information.
· Sample size – There is no confirmation about the number of data sets which is used in this study. Cause at the time of collecting data, there is no fixed number of data collected. Those articles and journals are like this research topic and make some relevance to the research topic gathered for future reference. However, good quality research pieces follow some specific sample sizes (Ruggiano and Perry, 2019). Based on a fixed sample size, it evaluates data and information. Integrated marketing strategy is the latest concept. A limited number of drat is based on the selected company, which creates a barrier to evaluating the main conceits. 
[bookmark: _Toc179289674][bookmark: _Toc179804827]3.9 Ethical considerations 
 Research ethics are the common guidelines followed by the research to avoid any issue. Mainly, research faces different types of ethical and legal obligations. To avoid this kind of risk and threats better to follow some ethical principles and guidelines (Firdaus, Zulfadilla and Caniago, 2021). This research mainly faces less ethical risk in compared to others. Cause involvement of primary data collection in secondary qualitative data collection increases the number of ethical and legal issues. However, the selected approach to collect the information reduces the legal threats. Still, for safety and security purposes, it used some guidelines. Mainly, secondary data collection faces similarity-related issues. Due to this reason, all the selected data and information is kept in the USB device. There is a google folder is created to separate and store the data as a backup option.  To avoid plagiarism issues, all the information is stated in your own words. Based on the learning and understanding, critically review the paper. Any private information of any case study it not used in this research to maintain confidentiality. Those data are required consent access is denied or rejected from the data collection procedure. The selected ethical policies enhance reliability and validity. 
[bookmark: _Toc179289675][bookmark: _Toc179804828]3.10 Summary 
From the overall discussion in the methodology section, it is clear that this research is using a qualitative secondary data collection approach. All the secondary resource materials are collected from the authentic database. The selected database for this research is Google Scholar and Science Direct. With the help of help of inclusion and exclusion criteria.  It selects the most relevant data and information for this study. Only the research articles, journals, newspapers, company reports, etc, are used to analyse the main findings of the study. Based on the thematic analysis, it interprets the main research topic.  The last section of this chapter mentions some limitations of using a secondary qualitative data collection process, which impacts the overall quality of the study.  It uses some ethical guidelines to avoid legal obligations and maintain quality. 



[bookmark: _Toc179804346][bookmark: _Toc180334547]Chapter 4: Findings and Discussion 
[bookmark: _Toc179804347][bookmark: _Toc180334548]Introduction 
Integrated communication marketing strategy is the latest strategic decision that the managing director of H&M. takes. There are some external factors which influence to follow of the integrated marketing communication strategy in the business function for better business performance. This section critically discusses the main factors which impact the business performance for long-term success.  Discussion on the influencing factors helps to know the back story of the decision-making process. 
[bookmark: _Toc179804348][bookmark: _Toc180334549]4.1 Findings
[bookmark: _Toc179804349][bookmark: _Toc180334550]4.1.1 Integrated marketing communication strategy used by H&M for brand equity in the UK market. 
Fashion brands like H&M have their focus on using smart integrated marketing communications (IMC) techniques in the dynamic digital environment to establish their great brand equity. Development of consistency in brand equity, which can appeal to the consumers, a business must design messages that are cohesive in their different digital media in the new era of technology. H&M focuses on providing a smooth consumer experience where they implement an integrated marketing communication strategy that combines traditional and digital marketing techniques (Blakeman, 2023). The company use different social media platforms like Facebook, Instagram, etc., email marketing programs, content development in-store promotions and TV commercials too. Research has highlighted that H&M has embraced digital channels like YouTube, Instagram, and Facebook to engage with their target audiences. This is like the Gen Z and Millennials. The brand has 41M Instagram followers and over 8M TikTok followers as of 2023, which makes the brand one of the most followed brands in the UK (H&M Group, 2024). With the channels, the brand interacts with its audience, and influencers exchange user-generated content and develop better consumer engagement and interactive marketing initiatives. For example, H&M regularly uses social media influencers to promote sustainability efforts with programs like "Conscious Collection" through different platforms. These tactics helped the company enhance its brand image by developing lines of authenticity in the fiercely competitive market in the UK. The company used TV advertisements to promote the program, too, which led to a 10% increase in sustainable product sales within quarters. The company's omnichannel marketing strategy contributes to the development of brand equity. Customers who focus on purchasing in-store or online at H&M are guaranteed to receive a consistent message with their integration of online and physical experiences. For example, the company's social media initiatives are linked with their store promotions that develop the synergy effect that increases their client loyalty. The company established great brand equity in the fashion industry by using a unified strategy in all forms of communication, complementing one another. The company also uses email marketing approaches for developing communication with its 120M consumer base all over the world. The company has estimated 2.5% conversation rates from their personalised material marketing, which has become a key factor for building their brand equity. 
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[bookmark: _Toc179804433]Figure 4:IMC strategy by H&M
(Source: Linkedin, 2024) 
[bookmark: _Toc179804350][bookmark: _Toc180334551]4.1.2 Challenges faced by H&M for implementing IMC 
Even though the company H&M has the effectiveness for integrating IMC methods for matching and integrating communication in the quickly changing digital environment, different difficulties arise for the company, too. As per, Shah and Murthi (2021), the differences and disarrays of the media outlets are among one of the major problems. It gets much harder for H&M to keep the consistency of their brand message in every and growing number of platforms. These are social media and streaming services, etc. The brand seeks to establish consistency, but the amount of content needed to develop overwhelms the main points sometimes. One of the major challenges that also develops from sustaining personalisation and relevance. Consumers in the digital era want material that is tailored to them and fits with their interests. Data-driven marketing approaches are needed to develop this kind of content for consumers. Being a major fashion retailer in the UK market, H&M need to handle a large amount of data and various kinds of client data for properly customising their messages. This creates the challenge for the development of proper data-driven approaches, and it becomes challenging for managing and using technologies like big data. This can also challenge the company with developing the adherence to rules toward privacy and data use like GDPR. Inappropriate use of the data can cause the brand to lose clients' lines rather than win them over. One of the major challenges that come across which H&M has to face is dealing with keeping its integrated brand voice in different markets and cultures (H&M Group, 2024). As per Schultz (2020), the IMC strategy with universal principles and taking regional tastes into account develop many hurdles for the company. Different markets have different wants and cultural norms. H&M must compete in the worldwide market with a different range of consumer demographics. This develops an additional need for aligning their IMC strategy with local cultures, values and norms while also focusing on managing standardised approaches. 
[bookmark: _Toc179804351][bookmark: _Toc180334552]4.1.3 Benefits of using IMC for H&M 
H&M has been able to produce fashion items that are memorable and recognised through their application of the IMC methods, the specific approach in the digital age where consumers are continuously exposed to multitudes of insights and different information (Ihzaturrahma and Kusumawati (2021). Consistency maintenance in brand messages across different touchpoints is a major advantage of IMC. This helped in ensuring that the customers, especially in the face of the high level of rivalry associated with certain items with the brand. IMC's strategy helps H&M make sure that its fashion lines and new offers reach large-scale consumers with an integrated marketing approach. The IMC benefits them by promoting seasonal collections and limited editions among their consumers by employing consistent messaging in different media platforms. As per, Kushwaha et al. (2020), for example, influencer marketing and endorsements, email marketing with newsletters and in-store promotions are used for digital ad campaign promotions and the use of social media for promoting their new collection and product lines. This consistent and unified brand image helps make it easier for the consumers to identify their brand and recall the fashion items connected to H&M. Another major benefit that developed for H&M with IMC strategy is the development of emotional appeals and narratives. IMC improve the brand memory values to appeal to contemporary consumers. This is with inclusivity and environmental sustainability aspects too. H&M focuses on promoting this aspect in their IMC in their campaigns and individual departments. This push is not just with their digital advertisements but also partnerships with eco-friendly designers, influencers and celebrities who focus on sustainable fashion. These employments increase the brand equity and make sure that the consumers remember the brand and connect with its values that are important to them. Further benefits have been gained where consumers are guaranteed to receive proper insights that match with their taste form the IMC. This gives H&M the scope for better consumer engagement and personalised marketing help (H&M Group, 2024). They develop better connections with consumers, and they are more likely to remember the products when they gain personalised products and services. 
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[bookmark: _Toc179804434]Figure 5:Benefits of IMC for H&M
(Source: Cyfuture Blog, 2023)
[bookmark: _Toc179804352][bookmark: _Toc180334553]4.1.4 Comparison and contrasting of IMC among UK fashion brand and H&M 
H&M has effective sues the IMC for increasing their brand equity. Still, it is much more important for companies to continue their approaches with other well-known UK fashion retailers like ASOS (Ziginov, 2021). Realising the values of the young, technology-savvy consumers has influenced H&M and ASOS for adopting to IMC strategy. Like H&M, ASOS is also quite active on the social media platforms. ASOS will also have tehri 13M followers on Instagram in 2023. Both brands focus on developing IMC with a consistent message, and influencer marketing is one of the major tools for both brands. They use the method for engaging the target guidance and promoting new collections. Influencer marketing invites by ASOS, like their partnership with bloggers, youtubers help them reach large-scale consumers. This is equally successful for H&M, too, with the capabilities that develop ethical consumer reach with the process.
[bookmark: _Hlk179801526]In contrast, among H&M and ASOS, the company ASOS devotes more large-scale money to their digital marketing. H&M spent almost Euro 480 M on marketing in 2023, focusing 70% of its spending on digital marketing, whereas ASOS spent Euro 300M on marketing, with 80% spent on digital efforts. Another major difference that has been seen in the IMC approaches is where ASOS focus on using user-generated contents which can be seen from their #AsSeenOnME campaign, which invited shoppers to share their experience of using ASOS products on Instagram has been a big hit (Ziginov, 2021). This indicates towards ASOS brand image as a community-driven brand (ASOS Plc, 2022). On the other hand, H&M focus on prioritising sustainability and corporate social responsibility in user-generated content. A large proportion of H&M IMC content is for showcasing eco-friendly endeavours. The company's product lines also fall in their category, which helps it boost the sales of eco-friendly apparel with the IMC strategy. Both brands have their effective IMC strategy, where ASOS focus on community engagement, and H&M focuses on sustainability and global reaching.  
[bookmark: _Toc179804353][bookmark: _Toc180334554]4.2 Discussion 
Code generation 
	Code
	Sub-theme
	Main theme

	Current, recent, recent time, integrated marketing communication, communication, approach, marketing strategy, development, competitive, fashion industry, brand equity 
	The current integrated marketing communication strategy approach used by fashion brands for long-term sustainability 
	Critical discussion on the current integrated marketing communication strategy used by H&M in recent time for the development of brand equity in the competitive fashion market 

	
	Discuss the integrated marketing communication approach used by H&M.
	

	Current and recent issues, implementation barriers, challenges, integrated marketing communication strategy
	Current challenges of using integrated marketing communication strategy in fashion company 
	Critical evaluation of current challenges tackle by H&M to implement an integrated marketing communication strategy

	
	External and internal issues faced by fashion brands to use integrated marketing communication strategy
	

	Impact, benefits, significance, communication approach, H&M, brand equity, recognisable, memorable
	Benefits of using integrated marketing communication strategy in a fashion company 
	Critical analysis of the impact of using an integrated marketing communication approach to make the brand memorise and recognisable in the competitive market of H&M 

	
	Significance of using an integrated marketing communication approach for improving financial statements
	

	Market position, H&M, communication strategy, marketing communication strategy, fashion market, H&M
	Compare and contrast current integrated marketing communication used by fashion brands. 
	Comparison analysis of the current market position of H&M by using an integrated marketing communication strategy in the UK competitive fashion market 

	
	The current market position of H&M in the fashion industry by using an integrated marketing communication strategy
	


[bookmark: _Toc179804354][bookmark: _Toc180334555]4.2.1 Critical discussion on the current integrated marketing communication strategy used by H&M in recent time for the development of brand equity in the competitive fashion market 
 The current scenario of H&M helps to note that the company has successfully adopted an integrated marketing communication strategy in the business function. The company channels its products and services through various platforms.  The company has designed their integrated marketing communication strategy based on smart goals. The main goal of the company is to stay consistent in the global competitive fashion market (Kaner, 2021). The company is constantly sharing the message with the customer regarding their products and services. In recent times, the application of digital technology has increased. Due to this reason, the leader takes the decision to channel their products through digital media. H&M is highly dependent on digital media. It helps to get the scope to target the mass media.   H&M is a large-scale organisation which takes assistance from the IT infrastructure system to improve its integrated marketing communication strategy.  The company organises different types of campaigns through offline and online modes. Online campaigning helps to target the global population.  The company recently introduced a website personalised system in their brands, which helps to regenerate their profit margin. Personalized ads, email service and website make the communication process easier for customers. Based on their choice and preference, customers get auto updates and auto-suggestion, which is the unique form of the company.  (Mäkelä, 2020; Pisa, 2021). H&M has a credible team to develop creative content to target customers. Rapidly, the company increased their visibility through offline and online modes, which increased customer engagement rate. Continuous the marketing team of H&M update about the product portfolio and other services. Communication with customers through various channels makes the company more sustainable.  H&M prioritise the opinions and feedback of the customers. As per feedback, H&M changed the website design and ads design, which helps to make easy options for customers. Easy web page development makes the company more convenient to reach. 
[bookmark: _Toc179804355][bookmark: _Toc180334556]4.2.2 Challenges faced by fast fashion companies for implementing integrated marketing communication strategy in the digital era
Analysis of the challenges for integrated marketing 
[image: A graph with blue rectangles and numbers

Description automatically generated]
[bookmark: _Toc179804435]Figure 6:H&M in the UK market
(Source: Kunst, 2024)
fast fashion is having a negative impact on the business environment and, at the same time, is severely damaging the environment of the business on a large scale. Sustainability has become a major issue for fast fashion brands. H&M has also used certain sustainability practices which help the brand to promote strong and strategic sustainable initiatives but also works for balancing the core business model, which has become challenging. From the literature review, it can be identified that the marketing manager faces large-scale difficulties while planning the adoption of integrated marketing communication strategies (Rukhaya, et al., 2021). As the integrated marketing communication strategies include collaborative brand campaigns, consistent brand messaging, customer targeting and long-term marketing initiatives by delivering consistent messages, it is more structured, which requires strategic planning for implementation. Integrated marketing practices allow all the brands to work in harmony, but in this competitive business landscape, it has become a challenging task. One of the biggest challenges is the speed, which is the uniqueness of the fast fashion business (Kushwaha, et al., 2020). As a result, the rapid turnover of the business needs updates across all the marketing channels including social media and in-store display. At the same time, the customer base for fast fashion is huge, which requires engagement of a wide range of customer demographics, each with different preferences and expectations. Identification of such diverse market needs and efforts can be complex, which works for developing a seamless customer touchpoint at all levels. In this digitalized era, all business practices have become digitalized. In the case of H&M also, the brand has made certain efforts which can ensure seamless customer experiences at a large scale. The sustainability initiatives of the H&M sustainability practices were criticized by the consumers. Also, the social media posts from H&M have highlighted the display measurements, which created challenges and affected the customer base of the business.       
Competitor analysis of H&M in the UK market
Competitors play a major and strategic role in the companies, which uses identification, evaluation and understanding of the current and future competitor analysis within the customer engagement practices, which can easily understand the current and potential competitor needs. Some of the major competitors of H&M in the UK include ZARA and Shein, who are creating strong challenges in the market. 
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[bookmark: _Toc179804436]Figure 7:ZARA market share in 2023
(Source: Statista, 2023)
· ZARA – ZARA is one of the major competitors in the market, which has gained a large-scale shopper base in the UK and created strong competition for H&M. In 2023, the brand has gained more than 25% shoppers from H&M, which has increased by 5% as compared to the previous year (Statista, 2023). ZARA shoppers also prefer to shop from H&M more which creates a strong brand value in the market.      
· ASOS – It is one of the most popular brands in the UK, which offers services to customers at competitive prices. This brand is a popular choice for online customers, which is creating a large-scale competitive edge in the market. The online-only availability is leaving a strong value proposition for H&M. But at the same time, the value proposition for the business is hard to ignore in the current marketplace.    
Considering the competitive analysis of the business, it can be identified that H&M has strong brand recognition, which helps the business ensure its global market presence. Adaptation of sustainability initiatives is suitable for catering for the different styles and preferences of the customers. 
[bookmark: _Toc179804356][bookmark: _Toc180334557]4.2.3 Analysis of the impact of using integrated marketing communication for memorizing fashion products in the digital era 
Impact of using integrated marketing communication (IMC) for H&M 
Integrated marketing communication helps fast fashion companies get the right opportunity, which can help them gain a larger audience in the marketplace. This is helpful for efficiently targeting the customers, which is helpful for gaining customers a large-scale opportunity which can share consistent information about the brand, product and services through multiple channels and engagement measures. It has helped to share valuable information with customers through multiple channels and, at the same time, helped to increase brand engagement. As it is a cost-effective practice, it is suitable for enhancing efficiency, which can easily work for streamlining the distribution and production schedules. Moreover, with the use of integrated marketing communication, audience engagement has become simpler, which has helped the brands to easily connect with customers at a deeper level. IMC is suitable for engaging positive marketing efforts from engaging with marketing practices, social media engagement and public relations at a large scale (Tairova, Giyazova, and Dustova, 2020). This is suitable for reinforcing the brand identity and more engaging to the customers. H&M is a global retailer its global expansion practices are engaged with consistent branding practices across all of its markets, and in such a scenario, IMC helps the brand to ensure that its values and practices are maintained and communicated effectively through its different cultures. H&M launches its new products and promotions frequently, so using an effective promotional approach helps to easily coordinate these efforts so that the brand can ensure that they are communicated effectively. In this case, social media plays a major role, and for H&M, it's a core part of the marketing strategy. H&M has also made strategic efforts to promote its sustainable initiatives which has ensured to communicate with the customers effectively (Gao, 2024). Integrated marketing communication measures offer numerous benefits for a business, and in the case of the fast fashion industry, it has helped to enhance brand engagement and customer communication measures. The use of IMC in H&M has supported driving its business growth at a large scale.     
Relevance of Keller brand equity model in H&M 
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[bookmark: _Toc179804437]Figure 8:Measuring customer mindset for brand engagement
(Source: Cristea, and Munteanu, 2022)
Keller's brand equity model is widely considered for understanding brand values and building trust with consumers. In the case of the global fast-fashion retailer H&M, this engagement has been significant and ensured business growth. The relevance of Keller brand equity model brand engagement in H&M is discussed briefly, 
Brand development – H&M focuses on brand engagement measures, which help it to get engaged with the customers and allow it to enhance its brand equity. By critically focusing on brand awareness, customer association, customer loyalty and perceived brand quality measures, H&M can enhance its brand position among its competitors. 
Competitiveness – A strong brand equity is helpful for enhancing competitive advantage in the marketplace. In this fast-paced business marketplace customer focused business helps to create competitive advantage. 
Customer engagement – maintaining long-term relationships with the customers is helpful for developing positive brand awareness and ensures association with brand loyalty. Fostering long-term relationships with customers has helped H&M to increase customer lifetime values. 
Valuation of the business – Creating strong values for the business has helped H&M leaders to increase company values. H&M has created a strong brand presence which has helped for attracting investors who can support future growth in business.  
[bookmark: _Toc179804357][bookmark: _Toc180334558]4.2.4 Comparison analysis of the current market position of H&M by using an integrated marketing communication strategy in the UK competitive fashion market 
In the UK fast fashion market ASOS, ZARA has been a strong competitor for H&M, which has created a challenging scenario for the business. All the brands have different brand values and approaches but have followed a unique approach to attract customers (Lanzolla, and Markides, 2021). As H&M, ZARA, and ASOS are key players in the UK market, each has implemented different IMC strategies. A comparison analysis of the strategies is given in the table below, 
	Comparison features
	H&M
	ASOS
	ZARA

	Brand engagement channels 
	It uses both the online and in-store business model 
	It uses only the digital model for brand engagement 
	It has both in-store and online channel 

	Customers 
	It focuses on a wider customer demographic, including all age group  
	It mainly focuses on young generations 
	It mainly targets GenZ customers who are fast-fashion-focused 

	Business strategy 
	It uses a balanced approach to brand engagement 
	It uses a digitalized approach  
	It has a fast-fashion-focused business strategy

	Competitiveness 
	It has a strong competitive advantage through its strong physical presence and digital engagement planning 
	It has a competitive advantage in the online domain and is suitable for the online shoppers 
	It’s competitive advantage is based on creating urgency and excitement 


So, from the comparison analysis, it can be easily identified that the balanced approach of H&M is well positioned, which reaches a wider customer base. But at the same time the highest effective customer strategy completely depends on the unique goals of the business, its target audience and the competitive landscape of the market. As per Javed, et al., (2020), H&M and its competitors have adopted different strategies in the marketplace through the integration of IMC practices, they have created strong brand awareness, customer engagement and revenue in the UK fashion market.   
[bookmark: _Toc179804358][bookmark: _Toc180334559]Summary 
The overall discussion in this section helps to develop the idea that the managing committee makes the right decision at the right moment to use an integrated marketing communication strategy in the business function. It is the most accurate decision of the company. From the competitor’s analysis, without making any difference in the business functions, it is not possible for H&M to sustain itself in the fashion industry. Strong communication with customers is highly required in recent times, which is discussed in this section. Different themes help to develop different ideas about the research phenomena regarding H&M's integrated marketing communication approach. 

 


[bookmark: _Toc179804842]Chapter 5: Conclusion and Recommendations
[bookmark: _h9g9q7tbdbx7][bookmark: _Toc179804843]5.1 Introduction
This is the last chapter of the research. The research is about integrated marketing communication for the fashion industry on brand equity. The company is H&M. In this situation, the entire research has taken place, and a secondary data analysis method has been taken for analysing the research. There are some concrete findings that have been developed from the analysis. This chapter can give a view of whether the objectives of the research have been met or met. It also can give recommendations for the improvement of the study. This study's future scopes and the current gaps of the study can be identified in this paper. 
[bookmark: _aog1emh1q9o0][bookmark: _Toc179804844]5.2 Linking with Objectives 
[bookmark: _8u9jodbhlulw][bookmark: _Toc179804845]5.2.1 Objective 1
The first objective is to identify the currently integrated marketing strategies that have been taught by most of the UK fashion companies, including H&M, in this digital era. From the findings from different articles and internet sources, it has been found that most fashion companies are using the integration of traditional marketing approaches as well as digital marketing strategies, and they try to blend the digital and traditional marketing strategy. They use advertisements in the local newspapers, and magazines as well as they use social media platforms or different influencers for their product advertisements. On the other hand, they also use coupon systems or loyalty programs through their websites. They target different festive seasons, such as Christmas, for conducting their shows, campaigns or events, and they also conduct social media campaigning. Thus, they can be able to blend digital and traditional marketing strategies or communication strategies with their target customers. Apart from that, they also use different modes of digital marketing approaches such as SEO, mail marketing, influencer marketing etc. So, from the findings, objective 1 is met as it talks about the currently used strategies.  
[bookmark: _13o7rab3fmcc][bookmark: _Toc179804846]5.2.2 Objective 2
Objective 2 is about the challenges faced by the fashion industry, especially H&M. From the articles available in the database and the blogs or articles published in the newspaper or websites, it has been found that H&M is facing a lack of expertise or human resources for the integrated marketing communication. Integrated marketing communication needs strong expertise, but lack of expertise and lack of training for this creates issues. Lack of resources is another issue. A perfect combination is required for this, so expertise in traditional and digital marketing is required, but it is found that there needs to be more proper coordination. It also requires huge technological support. The blending between traditional and digital marketing requires high quality technology and innovation. However, the lack of innovative strategies and lack of technological availability creates issues for the company. The company was facing some growth issues during the covid period, so lack of profitability creates a lack of resources and technological support that can impact their IMC. IMC also needs good strategy planning for implementation. In this situation, a lack of planning or creative planning may create issues. All these issues have been found from the findings that can show that objective 2 is also met. 
[bookmark: _sbd0fzuk6zkk][bookmark: _Toc179804847]5.2.3 Objective 3
The benefits of using the integrated marketing strategy in the fashion industry are the third objective of the study. Integrated marketing is one of the popular marketing strategies that is used by most of the companies. Almost all fashion brands use the ICM, and H&M is also among them. This strategy has different positive sides, such as it can improve the overall production and marketing efficiency of the organisation and sales growth and reaching the target customers can be easier. It can reach out to a huge audience, even out of the country or region, which can improve the overall sales of the organisation. It is more cost-effective, and it can consistently communicate with the target audience so that it can create brand loyalty and brand equity. The brand's reputation and loyalty can be improved through it, and that can improve brand equity in the world market. It can improve the overall customer experience of the organisation, and it can give competitive advantages and recognition in the world of fashion. All these findings can help to meet objective 3. 
[bookmark: _v8rt5ilutb3g][bookmark: _Toc179804848]5.2.4 Objective 4 
This last objective is developed to compare and contrast the different types of IMCs that the company uses. The company used the global branding strategy by using social media marketing and other digital marketing strategies, and they do global marketing through social media, TV, and print. In their global marketing strategy, they adopt the regional strategy, such as trying to make their campaigns and advertisements based on the regional festivals and cultures. But they also use the regional IMC in the UK, where they make advertisements and make campaigns based on the culture and celebration within the UK. They use influencer marketing, and they collaborate with global fashion icons regional fashion influencers, or social media influencers to reach maximum numbers of the maximum audience. They use online and offline marketing strategies. They use TV and print media to reach a section of society, and they use social media marketing and SEO to reach the young generation. A sustainable fashion marketing strategy is quite different from others. They highlight their sustainability in their marketing, and through their marketing activities, they promote sustainability. These strategies are found from the findings, which can show that objective 4 is also met. 
[bookmark: _gdwdqo726vps][bookmark: _Toc179804849]5.3 Recommendations 
[bookmark: _8v9hanutjjcq][bookmark: _Toc179804850]5.3.1 Industry recommendations
The integrated marketing strategy of the organisation is already very strong, but some things need to be addressed, or some issues have been identified from the findings. Those areas or those issues can be solved by the organisation so that they can improve their integrated marketing communication, and their sales and growth can be improved too. The recommendations are discussed below:
· Hiring experts: The main issue that the organisation is facing is a lack of experts who can effectively handle integrated marketing communication. So, the company must hire some experts who have enough experience in integrated marketing communication in the fashion industry and from the global level, the experts must be hired. They have to use the global recruitment process or the global marketing process to find out the best talent. They must ensure all those experts have deep expertise in digital marketing tools and the use of advanced technologies. 
· Training and development opportunities: The organisation have to arrange some training programs and education programs for their employees. They can arrange seminars, workshops or other training programs where their employees, especially employees from the marketing department, can get training about the current and trading IMC strategies, and they can come to know about the innovations of these strategies. It can make the IMC strategies more effective. 
· Resource and technological development: The organisation has to focus on resource allocation for their marketing strategies. Marketing strategy can only improve their growth, so they have to finance their marketing and invest in adapting the advanced technologies; these can improve the overall IMC strategy of the organisation. 
· Proper collaboration and planning: For IMC planning exp, parts are required, and they must create appropriate collaboration among the digital marketing and traditional marketing teams. S strong leadership can give the opportunity to make strong collaboration and proper planning for blending traditional and digital marketing strategy. 
· Using the communication mix with the marketing mix: They individually use the aspects of the communication mix and also the marketing mix. The marketing mix 7P and the communication mix components are the best sources for creating a perfect marketing communication strategy for the current digital era. 
[bookmark: _3015np37xiko][bookmark: _Toc179804851]5.3.2 Study recommendations
The study also has some limitations, and if those limitations can be overcome, then the study can create more valuable and relevant outcomes. 
Primary research: The study has been done in secondary research. Secondary data are collected from different sources, and those are analyzed thematically. If the primary data are collected from the marketers or digital marketing experts of H&M, then the current process of IMC, its challenges based on the company and its benefits can be known more effectively. More valid and accurate data can be collected through primary research. 
Quantitative study: The entire work has been done using quantitative data analysis. The quantitative method can be more fruitful because quantitative data can show the relationship between brand equity and the growth of the organisation with IMC adaption. On the other hand, quantitative data analysis can give more value and concrete findings for the research. 
[bookmark: _c1jcwioeg7yy][bookmark: _Toc179804852]5.4 Future scope 
The study has been done on H&M company. Still, there are different other fashion brands in the UK, such as M&S and Zara, and their IMC strategies. Comparing and contrasting their IMC strategies can give a view of which method is more fruitful. In the future, different IMC strategy research on different global brands can be done. This study can help to conduct IMC innovation and innovative strategies for fashion brands as well as other lifestyle brands. 
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