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Introduction
Social media marketing (SMM) is a clear concept of using social media platforms and websites to promote any product or service for sale. In this aspect, social media or online channels have been used to grab the attention of the target consumer market to control their purchasing behaviour. Therefore, different popular social media platforms have been used to directly interact with customers to build a brand, increase sales and drive website traffic. Social media marketing has been also considered as digital marketing or e-marketing. However, business organisations have built effective social networks and share information with consumers directly. Therefore, this projection has supported the organisations to engage with the existing customers and attract new consumers simultaneously. The fashion industry of the UK is the fifth largest industry in the world. Therefore, engaging with consumers constantly and approaching more consumers have been considered a major responsibility of the associative companies to sustain in the acquired position. Besides, this digital approach has also been effective in grabbing the attention of Gen Z who have spent much time on different social media. 
The increase in fashion-related content and effective discussion of such topics on social media has been found important in the fashion industry than ever. The fashion industry of the UK is responsible for promoting major economic growth. Therefore, it has been considered important for the associative fashion industry to understand the impact of social media marketing to control consumer behaviour. This study will precisely discuss the concept of digital marketing in the UK fashion industry and analyse the impact on controlling consumer perception. This selected topic will be significant in the academic research field to conduct further investigation regarding analysing the influence of social media in the marketing approach of the global fashion industry too. 
[bookmark: _mibhdy9xy31y][bookmark: _Toc154228937]Main body
[bookmark: _oltin55zyc4w][bookmark: _kxi26b1ga32b][bookmark: _Toc154228938]Aims Objective
Aim
This study will aim to analyse the impact of social media marketing on consumer behaviour in the UK fashion Industry.
Objectives
· To understand the influence of social media marketing on consumer purchasing behaviour.
· To analyse the impact of social media marketing on the consumers of UK fashion industry
· To identify the challenges related to social media marketing in the UK fashion sector and its negative impact on consumer behaviour
· To discuss the mitigation strategies for improving social media marketing to grab more attention from the customers of the UK fashion industry. 
Research Questions 
RQ 1: What is the influence of social media marketing on consumer purchasing behaviour?
RQ2: How do a social media marketing impact the consumers of the UK fashion industry?
RQ3: What is the challenge related to special media marketing and how does it negatively affect the consumer behaviour of the UK fashion industry?
RQ4: What are the effective strategies for developing a social media marketing approach to grab more attention from the consumers of the UK fashion sector?
[bookmark: _phq4kkco0r4j][bookmark: _Toc154228939]Literature Review
Concept of social media marketing 
Social media marketing is a powerful way for any type and size of business in the current era to attain prospects and consumers. With the help of social media, people can discover and learn about products and services, Further, this platform helps consumers to follow and shop from a particular brand. Besides, SMM has purposive data analytics to get information about the succession rate through their efforts and also found more ways to engage with the consumers. 
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Figure 1: Different platforms for social media marketing
(Source: Wordstream.com, 2023)
Between 2004-2022, interactive social media channels helped digital marketing to grab growth and even challenged the approach of television and radio advertising nowadays. During 2023, the number of social media users increased to 4.76 million and it has also increased the scope of business marketing. Therefore, business organisations that are interested in conducting essential marketing activities with the help of social media can grab the attention of more than 59% of global citizens. As per Voramontri et al., (2019), SMM has been related to three prime marketing areas and those are connection, interaction and customer data. However, driving more engagement with the use of personal data has helped organisations to satisfy the consumers for searching information and alternative evaluation of the products or services. 
Discussion about the influence of social media marketing on consumer perception
Social media has been considered a powerful tool for performing effective marketing. As per Wibowo et al., (2020), social networking sites have been used by organisations to directly communicate with consumers. Thus a good relationship has been building up with the consumer market. This has further supported the organisations to increase loyal consumers too. Social media marketing has been mainly focused on using different social media platforms such as Facebook, Instagram, YouTube, Twitter and others. These platforms have assisted the organisation in promoting as well as marketing fashion brands, products and services. This approach has been conducted for creating and sharing such content which has the potential to engage target audiences. Ibrahim et al., (2020) have stated that these marketing activities have been effective support in increasing brand equity and purchase intention. Therefore, SMM can reach a wide range of users by utilising low cost and time. 
Many different types of social media marketing techniques have been applied by business organisations globally. In this aspect, influencer marketing, paid social media advertising, content marketing, social media context and competition have achieved the greatest popularity among all. In this aspect, ZARA has chosen popular social media platforms to connect with the target consumers. This renowned fashion brand in the UK has posted photos of the products, behind-the-scene glimpses and other content on Instagram to attract people about the business operations. 
Evaluation of the social media approach to the UK fashion industry
Social media has been considered for improving consumer relationship quality and it has been found effective for the UK fashion industry. According to the published report of Statista in 2022, most UK fashion industry consumers feel free to engage with Instagram (below figure). It has been followed by the Facebook users (almost 22%). Vinerean et al., (2019) have supported this information and also stated that this social media channel has mainly supported for marketing of luxury fashion products. On the other hand, Djafarova and Bowes (2021) have opined that Generation Z of the UK has felt an impulse to purchase fashion products after spending time on Instagram. Therefore, Instagram marketing has a special feature to grab the attention of the young generation of the UK and also transform the perception into a positive purchase. 
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Figure 2: Most used Social media platforms by UK fashion brands
(Source: Statista.com, 2023)
Different social media have various innovative strategies to grab the attention of consumers. ZARA has developed its Instagram stories with real-time updates which have further assisted the company to vastly engage with consumer market. Similarly, H&M has involved the fast fashion models to bring the new fashions in the market with a fast pace. Thus focus of this company is to continuing its strong brand identity which insisted the consumers for responding in emerging trend. However, these have different influences on the consumers and end up with positive decision-making regarding the purchasing of fashion products (Nash, 2019). In addition, Salem and Salem (2021) have opined that SMM increases value consciousness, brand affection and brand consciousness among consumers. Thus a band loyalty has been built. However, loyal customers of fast fashion brands in the UK do not follow the age group (Zhang et al., 2021). The continuous increase of loyal customers has supported for uninterrupted increase in business profit.
Identification of the challenges of conducting fashion industry marketing on social media in the UK
The revenue of the fashion and apparel market of the UK has been estimated at 58.5 billion British pounds and it will reach 75 billion British pounds by 2026. On the other hand, the total labour force of this industry is 29.8 million (Fashionunited.uk, 2023). Therefore, as per Silva et al., (2020) big data analytics has been approaching as a major issue in the aspect of promoting successful SMM. the industry has been rapidly changing from slow fashion to fast fashion products. Therefore, this fast pace of alternation in consumer buying behaviour has been also considered an effective challenge in this industry to prepare marketing content (Brewer, 2019). Changing consumer behaviour regarding online fashion purchases after the pandemic has also generated serious issues (Sharma and Jhamb, 2020). The consumers of the discussed industry are now trending towards eco-friendly clothing which needs more specification in product information presented through SMM. 
Analysis of mitigation strategies to improve social media marketing for influencing more consumers in the UK fashion industry
Application of data science has been considered effective in analysing big data in the UK fashion industry (Saura, 2021). Similarly, Beacons technology applications (BLE) have been considered another effective application to transform potential consumers into loyal one (Alzoubi et al., 2022). As per Noris et al., (2021), the top brands of the UK fashion industries have prepared the marketing context based on the cultural and social perspectives of the target market. In this aspect, Levis has mainly focused on Gen Z's desire and demand and marketing done with TikTok. However, influencer marketing has been considered another SMM strategy to overcome the challenges of cultural restrictions (Zhou et al., 2021). Thus, by integrating these projections the discussed industry can grab more consumer attention through SMM. Levis has tried their social media marketing with the help of a video-first content strategy. Similarly, Cleark, another renowned fashion brand in UK has been trying to shift consumers' perception about this brand from old-fashioned to advanced and modern as well as more dynamic fashion projections. 
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Figure 3: Top fashion brands in the UK
(Source: Yougov.co.uk, 2023)
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This study will be done with the help of collecting data about SMM in the UK fashion industry from different secondary resources. In this aspect, the integration of different online databases such as Google Scholar, Science Direct and Proquest have been used. As per the views of Ruggiano and Perry (2019), the secondary data collection process has assisted the study in consuming less time and money to achieve the proposed research aim. In this aspect, the researcher will select only those resources which have been published after 2018 and only written in the English language. 15-20 resources will be selected for this gathering of the qualitative type of data. The collected data will be further analysed with the help of thematic tools. Therefore, the identification of the pattern of similar data will endorse the success in concluding this study. 
Besides, this research work will take the help of interpretivism type of philosophy, inductive type of approach and explanatory research design. All these will compositely support the study to generate the ultimate fact from the collected data. The explanatory design will considered effective in analysing qualitative data and finding concrete conclusions regarding the socially constructed reality of the fashion industry of the UK. 
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(Source: Self-Created)
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This study will be conducted entirely through a secondary research process. Therefore, no direct interaction with the real-world data will be found in this aspect. This lacks the quality and reliability of this study in the associative research field in the future. 
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This study will be done by collecting information from different secondary resources. The researcher will be concerned about intexting all the resources properly to avoid any ethical misconduct. The references will be properly listed at the end of the study. The data collection process will be performed by maintaining the privacy of all articles. The study will follow the Data Protection Act, 2018 (Li et al., 2021). Further, the data will restored in a password-protected file to mitigate unwanted access. The gathered information will be destroyed after completion of this study and will not be used in any other research work. 
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	Week 1-2
	Week 3-6
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	Week 11-15
	Week 16-18
	Week 19-24
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	Planning and discussing the research
	
	
	
	
	
	

	Collect information from various  resources
	
	
	
	
	
	

	Performing secondary research
	
	
	
	
	
	

	Performing qualitative data analysis
	
	
	
	
	
	

	Writing research reports.
	
	
	
	
	
	

	Submitting  reports
	
	
	
	
	
	

	Research closure
	
	
	
	
	
	


Table 2: Timeframe for the dissertation
(Source: Self-Created)
[bookmark: _r3mwnj3sojuh][bookmark: _Toc154228944]Conclusion
I have chosen the topic to get an in-depth understanding of the relationship between social media marketing and consumer behaviour in the aspect of Uk fashion industry. This industry has been considered the fish largest business sector in the world. Therefore, analysing the context of present SMM in this industry with potential challenges and mitigation strategies will be effective in grabbing an overall perception of the selected research field. I will take the help of a secondary quality research process to complete the investigation. I will want to portray an in-depth analysis regarding understanding the effect of SMM on consumer behaviour in the UK fashion sector. 
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