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[bookmark: _Toc215849137]Abstract
The key research question was to analyse the influence of festive season digital campaigns on brand preference in line with product differentiation, customer loyalty, and brand engagement in the luxury fashion industry in the UK. The research was carried out to identify challenges faced by the luxury fashion brands regarding digital campaigns during holiday seasons and focus on building long-term engagement with shoppers through appealing, sophisticated and personalised campaigns. 
Quantitative research has been used to address the research question. Close-ended questions were used to perform the survey and draw findings. Percentile analysis method was used to analyse the results and evaluate the findings. The key theories supported the research process are CBBE model and AIDA model. 
The key findings include Christmas digital campaigns influenced customers moderately. Secondly, luxury fashion brands are highly trend-oriented. Majority (57%) of participants are satisfied with digital campaigns. A higher degree of agreement is witnessed in terms of buying impulsively in line with digital campaigns. The significant finding is limited cultural inclusivity is the major challenge faced by the brands while designing and executing the campaigns. The report recommends the use of personalised contents and market research to tackle with challenges concerning festive season digital campaigns. 
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[bookmark: _Toc215849139]Chapter 1: Introduction 
[bookmark: _Toc215849140]1.1 Research Background 
The festive season is also known as the holiday season, a time for celebrating culture and exuberant consumerism. As reported by Mintel (2025), the festive season comes with compassion in terms of exchanging gifts for partners, parents, and other family members. It can be noted that the magical air of celebration and joy of holiday seasons encourages people to engage with brands and shop more. During festive seasons, the demands for products and services increase, giving a greater opportunity for marketers to launch limited-time promotions, offer special discounts, and introduce new products that would attract consumers.  On the other hand, Pandey et al. (2023) stated that festival shopping has become a common trend in different countries. During festival season, consumers are willing to pay more for certain items and spend more than their regular spending. The festive season encourages consumers to celebrate their culture and fulfil their needs by purchasing different accessories. The reason for buying more items during festive seasons includes the cultural influence, social influence and sales promotional practices carried out by e-commerce businesses. 
Considering the demands and needs of people during festive seasons, brands take a variety of festive-appropriate initiatives such as campaigns, offers and discounts. The reason behind carrying out such initiatives is to develop corporate brand image, develop brand awareness, and boost sales (Emiliya, 2024). During such a period, organisations try to communicate and engage with customers to influence their shopping habits. As opined by Judijanto and Jusman (2024), digital marketing has gained popularity among organisations to increase consumer interaction and visibility, particularly during festive seasons. Digital marketing is the use of digital platforms to promote products or services in an efficient and affordable way to achieve measurable results. Utilising different types of digital platforms such as e-commerce, email marketing and social media, organisations are trying to enhance their visibility among consumers and increase sales. Digital marketing also helps to reach a larger audience and enhance brand exposure. Through the design of creative digital marketing campaigns, organisations try to resonate with the target audience. To ensure the success of digital marketing campaigns, there is a need to ensure effective integration of digital marketing strategies and make the campaigns relevant to the preferences and needs of customers. A well-designed and attractive festive season campaign will help to leverage the festive atmosphere, boost sales and strengthen relationships with buyers (Judijanto and Jusman, 2024). This shows the relevance of a good campaign for the festive season in maximising customer engagement and shaping their behaviour. 
In addition to this, the holiday season becomes a crucial stage for sophistication, storytelling and artistry in the world of luxury fashion. Popular fashion brands such as Chanel, Dior, Burberry and others design Christmas campaigns in such a way as to transform traditional advertisements into outstanding experiences that target high-end customers. The campaigns designed during the festive season not only promote the products but also create an emotional connection with audiences by balancing modernity and traditions (Wedded Wonderland, 2025). The festive season campaigns allow audiences to dive into the world of celebration and elegance. It can be noted that premium fashion brands elevate the festive seasons by setting benchmarks in luxury, creativity and engagement. As luxury brands target high-end customers, it becomes crucial for them to drive engagement and sales during the festive season when the competition is high and every brand tries its best to attract customers and enhance sales. In such scenarios, building a sense of exclusivity and uniqueness is important for luxury brands. The current research is trying to focus on this area and determine how festive season digital campaigns are effective in facilitating brand preferences. As a case study, the luxury fashion industry of the UK has been taken to study this aspect deeply. 
Overview of the luxury fashion industry in the UK
The revenue of the luxury fashion industry in 2025 amounts to US$7.27bn. The annual growth of the market between 2025 and 2030 is 0.89% (Statista, 2025). Per person revenue generated in the industry is US$106.68. Today's luxury fashion consumers prefer quality craftsmanship and minimalist style that can fulfil their personal satisfaction. According to the report by IBISWorld (2025), the luxury fashion industry is fuelled by influencer collaboration that drives consumer awareness and desire for purchasing luxury brands. The luxury fashion industry of the UK is revered for its unparalleled craftsmanship, innovative design, and rich heritage. It has always set trends due to the presence of iconic fashion houses and emerging designers. Ethical and sustainability practices are integral to the luxury fashion landscape of the country. Additionally, the digital revolution has also shaped the way luxury brands engage with customers. In this scenario, e-commerce platforms have gained popularity in terms of giving access to luxury goods, enabling customers to purchase from their homes (Proctor, 2024). Instagram, Facebook and other social media platforms have become powerful tools to shape consumer preferences, drive trends, and promote brands in the luxury fashion industry. 
The figure below illustrates that the market size of the luxury fashion market in the UK was 19.54 (USD Billion) in 2023 (Market Research Future, 2025). It is expected to grow by 30.54 (USD Billion) by 2035. 
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[bookmark: _Toc215828691]Figure 1: Market value of the UK luxury fashion market
(Source: Market Research Future, 2025)

[bookmark: _Toc215849141]1.2 Research focus 
The research aims to investigate the influence of festive season digital campaigns on brand preference in line with product differentiation, customer loyalty, and brand engagement in the luxury fashion industry in the UK
[bookmark: _Toc215849142]1.3 Problem statement and Rationale of the study 
[bookmark: _Hlk215846883]The problem here relates to the increased consumer awareness due to technological developments and increase presence of fashion brands on digital platforms enabling brands to come up with relevant digital campaigns during festive season to foster brand preference. The target customers of luxury fashion brands are high-end customers. As reported by Helmore (2024), some of the wealthiest shoppers have started curbing their spending due to the cost-of-living crisis. Even the brands have started worrying whether shoppers have lost their taste for luxury. In such a situation, the foremost challenge faced by the luxury fashion brand is retaining high-end customers to ensure long-term sustainability. Another concern of luxury fashion brands is the mindset of some UK consumers to balance generosity with financial awareness, as the majority plan to spend between £100 and £499 on Christmas gifts (TGM Research, 2024). Such spending bracket demonstrates that though consumers are more interested in sharing gifts and celebrating Christmas, they do not want to overextend their budget. It can be stated that UK consumers are prioritising affordability along with maintaining the functional and emotional value of the gifts. 
Additionally, luxury consumers seek more than products, as they want to experience something immersive and more powerful to make them emotionally engaged. In such cases, the festive season is the best period to utilise customer data and offer personalised experiences to luxury consumers by tailoring campaigns with personalised product recommendations in line with purchase history (WLCC, 2024). Festive seasons also evoke strong emotions among consumers, ensuring an ideal time for designing creative digital campaigns through compelling stories. In addition to this, a sense of exclusivity is the key attribute of luxury branding. Therefore, adding extra layers of uniqueness to festive campaigns is also necessary for luxury fashion brands. 
According to the views of Luxury Lifestyle Awards (2024), holiday seasons are an excellent opportunity for luxury brands to motivate the audience through exclusivity and elegance. Luxury brands do not consider only promoting products, but also crafting campaigns with distinctive messaging and careful timing so that a unique perception is created in the consumers' minds. Such perception decides the preferences of consumers towards the luxury brands. As the number of target audiences for luxury brands is smaller compared to other brands, if mindful campaigns and advertisements are not created during the festive season, the chance of developing a negative perception is higher. Again, the festive season is hyper-competitive in nature, and retail events are everywhere. Cyber Monday, Black Friday and Prime Day sales of Amazon increase the competition in the retail sector, allowing luxury brands to connect with consumers who are trying to get products at an affordable cost (Enkov, 2022). Apart from this, if luxury brands fail to deliver the value to customers as they have promised through digital advertisements and campaigns, the consumers are more likely to develop a negative perception. Moreover, McKinsey (2016) reported that the luxury fashion sector of the UK is highly competitive without dominant players. The industry leaders, such as Burberry, Jimmy Choo, and Hackett London, are some of the players operating in the industry, making the competition high. As the turnover of these brands is high and they spend a lot during the festive season to draw the attention of consumers, it is essential to analyse how effectively digital campaigns are being designed and their role in enhancing consumer preference towards the brand. 
In recent years, festive season digital campaigns have gained much popularity to foster brand preferences in the luxury industry. Such campaigns are featured through influencer collaboration and better visuals that are relevant in developing outstanding customer experiences. However, the effectiveness of campaigns in influencing brand preference is still an unexplored area. Considering examples from past studies, it is found that the study by Tekade and Sahare (2025) focused on the effectiveness of email marketing campaigns during festive seasons with emphasis on variables such as sales and customer engagement. Another study by Tripathi (2023) identified the buying habits and spending of consumers during holiday seasons. Therefore, the current study is trying to fulfil the gap by determining the effectiveness of digital campaigns during the festive season with a focus on brand preferences. Also, the context of festive season campaigns in line with the luxury fashion sector of the UK is less studied, thus posing the need for covering these aspects in the current research. 
Conducting the research will have a greater contribution for luxury fashion brands that are struggling due to higher competition during the festive season. The brands will benefit from understanding the dynamic consumer behaviour during this period, along with their desire and preferences. Also, the insight into the creation of creative digital campaigns tailored to the needs of potential buyers in the UK will be understood. The ideas for challenges faced by the luxury fashion brands regarding digital campaigns during holiday seasons will help them in devising strategies to deal with such concerns and focus on building long-term engagement with shoppers through appealing, sophisticated and personalised campaigns. 
[bookmark: _Toc215849143]1.4 Research questions and objectives 
Research objectives designed for the research are: 
● [bookmark: _Hlk215830557][bookmark: _Hlk213684454]To analyse the positive and negative impact of festive season digital campaigns on brand preference in the luxury fashion industry in the UK
● To evaluate the challenges of the festival season digital campaign in the luxury fashion industry in the UK
● To objectify the changing behaviour of the consumer in the case of the Christmas digital campaign in luxury fashion in the UK
The following research questions will help to address the research focus. 
1. How does the luxury fashion industry in the UK influence consumers during the festive season through digital campaigns?
1. How to address the challenges of digital campaigns focusing on consumer needs, latest trends, content strategy etc. during the festival season in the luxury fashion industry in the UK?
1. What is changing the behaviour of consumers with a focus on decision-making process, purchase habits, and evolving preferences in the case of the Christmas digital campaign in luxury fashion in the UK?
[bookmark: _Toc215849144]1.5 Structure of the dissertation 
The dissertation has five chapters, and the content to be studied in each chapter is presented below.
Introduction: The first chapter introduces the research focus and questions that guide the literature review and data collection. It also includes the rationale of the study, presenting the issues faced by luxury fashion brands of the UK in promoting products and services through digital campaigns during festive seasons. 
Literature review: Theoretical overview of Brand equity theory and the AIDA model will be critically discussed in this chapter, followed by a set of key literature on the chosen topic. This will offer insight into gaps in the existing study. The literature review chapter will be divided into some sub-sections based on the research objectives to determine what aspects are being studied and things that are not explored yet. 
Research methodology: The justification for conducting an online survey will be discussed here, along with the selection of a suitable research design, philosophy and approach to support the quantitative research. A set of research limitations and ethical aspects will also be highlighted in this chapter. The chapter will also discuss the justification of taking a survey and a questionnaire as the key research instruments to perform quantitative research. 
Findings and Discussion: This is the most crucial chapter of the dissertation that will illustrate demographic data of respondents and the percentage of categorical questions through tabular form. The analysis will be linked back to the literature review and supported through valid references. Through comparison of current findings and studies done in the past, the chapter will be able to reveal the insights that are similar to past findings or any new insights that are derived through execution of the research. 
Conclusion and recommendation: The chapter will present recommendations on how digital campaigns during the festive season can be improved and identify areas where similar future studies can be conducted. The contribution of the findings and analysis to theory will also be discussed in this chapter.  It will also outline how the research objectives have been achieved during the research. 



[bookmark: _Toc215849145]Chapter 2: Literature Review 
[bookmark: _Toc215849146]2.1 Chapter Overview 
The chapter draws perspectives of authors from existing literature on various aspects such as the evolution of digital campaigns in the luxury fashion industry, brand preferences in this industry and challenges of the festival season digital campaign. The literature review also critically discusses two theories, including the AIDA model and brand equity model, to gain an understanding of brand preferences and customer awareness through digital campaigns. 
[bookmark: _Toc215849147]2.2 Key Concepts
According to Peter and Dalla Vecchia (2020), digital marketing is the practice of addressing consumer needs and connecting with them through digital channels. Social media has been witnessed as integral part of digital marketing in terms of creating and developing visually appealing contents. Another definition provided by Veleva and Tsvetanova (2020) that digital marketing is made up of marketing techniques based on information and communication technologies in line with current marketing situation. Festive season campaigns are campaigns designed during common seasons including Christmas, New Year, Easter and others to induce spontaneous purchasing, showcase new products and increase customer engagement (Sardana et al., 2018). Moreover, Soni (2024) stated that festive season campaigns are promotional activities centred around festivals and events celebrated during a year. Consumer engagement is defined as an attempt to differentiate consumer behaviour and attitudes beyond the purchase behaviour (Bilro and Loureiro, 2020). On the other hand, Morgan-Thomas et al. (2020) defined that consumer engagement is the practice of capturing experiential and interactive nature of relationship of consumers with organisation, brand and products.  Brand preference is termed as the subjective tastes of consumers measured through satisfaction towards the items that they have purchased (Kalavani and Janani, 2023).
Interrelationship between these concepts 
Luxury brands express their uniqueness and attract consumers through unique dimension of luxury value. Branding a corporate enhances emotional attraction of customers (Fanandaru et al., 2023). Therefore, luxury brands try to target sentiment and emotions of consumers during festive season that can improve brand loyalty. At the same time, Fanandaru et al. (2023) also argued that customer engagement encourages brand loyalty that strengthens brand preferences. Festive season campaigns are unique ways to demonstrate uniqueness and exclusivity thereby engaging customers with luxury brands. 
[bookmark: _Toc215849148]2.3 The Evolution of Digital Campaigns in the Luxury Fashion Industry
It was established from the study by Ozuem and Ranfagni (2021) that fashion and apparel brands are using an omnichannel approach to position the brand in the mind of consumers. A combination of both online and offline channels, including mobile app, newsletter, store, website, catalogue, and social networks. Social networking sites such as Pinterest, X (formerly Twitter), Facebook and Instagram are widely used by luxury fashion brands, as they are useful in offering detailed product descriptions and prices of products through vlogs, videos with campaigns and fashion shows. Moreover, Rathore (2021) identified that digital marketing has evolved in the past two decades, in the 2000s and 2010s. During this period, the adoption of digital marketing has become sophisticated, enabling businesses to target customers. Digital marketing has allowed organisations to develop strategies and tactics such as content marketing, search engine optimisation, email campaigns, and social media advertisements tailored to the needs and demands of online audiences. 
Aiolfi and Sabbadin (2019) added that digital transformation of fashion retailers in the form of presence in social networks, dynamic websites and app development allows brands to communicate with the audience and promote their positioning. In the words of Joy et al. (2022), the luxury fashion industry is witnessing a historic transformation due to emerging technologies such as blockchain technology, Artificial Intelligence (AI and virtual reality. These technologies have an immense role in improving digital identity across social media platforms, websites and other platforms. As discussed by Liu and Yuan (2022), from the period of the COVID-19 pandemic, the trends of virtual fashion and virtual consumer markets have grown rapidly. This has also been driven by the increased interest and consumption of social networking sites by the millennials. As the needs and demands increase during festive seasons, the engagement through digital networks gains much priority. Overall, it can be comprehended that the evolution of digital marketing campaigns during the 2000s and 2010s has gained much popularity after the pandemic due to the growth in digital trends. 
[bookmark: _Toc215849149]2.4 Consumer Behaviour and Brand Preference in Luxury Fashion Markets
In luxury fashion market, consumer behaviour is driven by intention to impress others, desire for higher status and fulfilment of hedonistic and personal interests (Aggarwal et al., 2025). In line with modern trends, consumers exhibit luxury good consumption that symbolises their prestige. The article only focuses on emerging economies thereby might fail to target UK luxury fashion market. On the contrary, Wang et al. (2024) argued that perceived exclusivity does not have direct link with consumer behaviour and preference in luxury product market. The article fails to identify emotional and social values of luxury consumptions. 
[bookmark: _Hlk215846639]As defined by Rathnayaka (2018), consumer behaviour refers to specific actions in which consumers are found searching, using, purchasing and evaluating products that they consider will satisfy their needs. Due to the availability of ample information, consumers became knowledgeable and powerful, thus enabling fashion businesses to remain actively present in the online environment. In the context of the fashion industry, consumers are trying to find new means and ways of experiencing fashion goods rather than just buying fashion products. Consumer behaviour during the festive and holiday season is influenced by multiple factors. As discussed by Tekade and Sahare (2025), festivals trigger a sense of generosity and togetherness, prompting consumers to spend more. Therefore, consumers actively seek more exclusive offers and discounts to purchase in bulk. Consumers are more likely to check their inboxes due to an increase in the number of promotional messages. This implies how the behaviour of consumers is shaped during the festive season. Consumer behaviour during the festive season can be influenced by the spike in demand for products required for the preparation of festivities and gatherings. Moreover, the findings by BAYDAŞ et al. (2020) show that consumers tend to follow the discount days during festive seasons like Black Friday and follow the days of campaigns to get the latest updates on products and prices. 
During Christmas, black Friday and other occasions, customers tend to engage in celebratory shopping; therefore, their spending increases during this time, and this is a deviation from the normal demand patterns (Saputra et al., 2024). On the other hand, brand preference refers to an essential step to understand the buyers' choice behaviour. According to the views of Özkan and Evrim (2020), brand preference helps to strengthen the position of a brand, reveal the brand quality and enhance market share. Customers prefer exclusively designed and high-quality brands, as this portrays the manifestation of wealth and status. Moreover, Tong et al. (2018) stated that brand preference of consumers in the fashion luxury market depends on various aspects such as expensive, high-quality products that appear to be authentic, rare, prestigious and exclusive. Fulfilment of these aspects by luxury brands will elevate customer experiences, leading to notable preference for a brand. 
[bookmark: _Toc215849150]2.5 Role of digital campaigns influencing consumer behaviour and brand preference in the luxury fashion industry during the festive season 
As opined by Rathore (2018), fashion marketing has undergone a radical transformation due to the advent of social media platforms, digital techniques, and influencers. Fashion marketers use various strategies, such as captivating storytelling, seductive product images, and celebrity brand ambassadors, that facilitate revamping consumer perception.  The authors also argued that influential campaigns on social media platforms influence consumer shopping patterns through promoting trends and elevating brand visibility. Digital marketing campaigns created during holidays and festivals develop a sense of excitement and urgency that fosters shopping activities. Wang et al. (2025) contradicted this finding and opined that consumers develop negative emotions such as regret, guilt and anxiety during post-purchase scenario during festive season. The products do not match their expectations evolved from digital campaigns thereby intention to return increases causing poor brand preference. However, the article is focused on online retailers rather than only luxury fashion retailers.  On the other hand, the study by Batraga et al. (2018) revealed that consumers are ready to spend more during holiday seasons. It can be noted that consumer actions and behaviours are influenced by the effectiveness of marketing communication, perception of brand values and differentiation in products and services. Therefore, it is evident that through creative digital campaigns and advertisements, it would be easy for the luxury fashion marketers to influence consumer behaviour. Moreover, Tekade and Sahare (2025) discussed that organisations use personalisation to shape consumer behaviour during the festive season. With a higher level of personalisation, customer engagement increases with increased conversion. 
Shailashri et al. (2019) argued that during festive seasons, fashion retailers try to convince customers to spend more and purchase through heavy discounts and other types of offers such as Buy 1 get 1, cash backs and freebies. Such unique offers encourage consumers to save more on bulk purchases, which can be interpreted as the festive season digital campaigns are more effective at communicating to customers regarding price and discounts on different products. Patel and Patel (2023) contradicted this finding and stated that consumers are more likely to receive poor service during festival season thereby creating negative consumer behaviour. However, the article does not discuss about luxury fashion market.  Moreover, Manikandan and Madhubala (2024) discussed that festive season campaigns leverage cultural relevance and festive sentiments to attract shoppers. Consumers tend to have a stronger preference for exclusive deals and discounts. Therefore, it is evident that they are more likely to purchase from retail brands that give more discounts and offers. This indicates the level of brand preference is strongly influenced by discounts and offers conveyed through digital campaigns designed during festive seasons. In addition to this, Dewi and Sharif (2022) argued that online shopping festival campaigns are great ways to bring excitement among shoppers by inviting celebrities to participate in the large-scale buying atmosphere. Such campaigns are forms of promotional strategies by the retailers to enhance consumer participation rate through temptation for price promotion and perceived category of richness of promotional activities. 
Digital marketing strategies help fashion brands to gain the opportunity of getting real-time data on potential and current customers. These tactics also help to build trust among consumers, thereby enabling them to choose a specific fashion brand over another. As opined by Muniesa and Giménez (2020), digital marketing has been proven as an effective tool for forecasting fashion trends and raising awareness among consumers about the trends, thereby developing positive preference towards a fashion brand. Moreover, the study by Ceesay and Sanyang (2018)  revealed that entertaining digital media advertisements tends to increase the behavioural intention towards luxury fashion products. However, factors such as trust and privacy can affect the attitude and intention of consumers. Therefore, reliable and truthful digital advertisements are imperative to shape brand preference in luxury fashion markets. 
It can be comprehended from the above arguments that festive seasons have transcended cultural and geographical boundaries. Therefore, organisations utilising social media promote their products through deals and sales. With inclusion of more promotional deals and showcasing cultural values through digital campaigns, consumers tend to develop higher brand preference towards a brand. This means digital campaigns act a mood enhancing elements during festive seasons thereby contributing to changing behaviour and improved preference.  
[bookmark: _Toc215849151]2.6 The Challenges of the festival season digital campaign in the luxury fashion industry 
According to the views of Tekade and Sahare (2025), organisations face challenges due to increased competition and maintain uniqueness in the industry during the festive season. Lack of focus on crafting personalised, compelling and timely content presents difficulties in attracting audiences during festive seasons. Gupta and Latwal (2025) contradicted this fact and highlighted that businesses using data analytics tend to offer personalised recommendations and offers to targeted customers. This makes shopping experience more enjoyable during festive seasons. However, the findings have geographical limitations because of focus on Indian market. 
Kim et al. (2019) discussed that maintaining exclusivity could pose a major challenge for luxury brands while making digital campaigns. Exclusivity is the set of functional values, including differentiation, expensiveness, rareness and uniqueness that fulfil the benefits and desires of exclusive customers. During festive seasons, when all luxury brands try to portray unique messages through advertisements, the path to defining exclusivity could be problematic for them.  Moreover, Lappeman et al. (2020) argued that the message of Christmas has evolved with time; however, some marketers have lost the real meaning of Christmas. Instead of conveying religious significance, the marketing messages are more focused on materialism, individualism, and consumerism. This implies that the fear of hurting religious beliefs through marketing messages might add pressure on the luxury fashion industry while designing digital campaigns. On a similar note, the study by Sualman et al. (2021) revealed that integrating cultural values within advertisements is also a great challenge. In case advertisements go against the community standards, the marketers have to remain liable for the consequences that, in turn, will hamper the brand image of the respective organisation. 
Kumar and Mittal (2020) identified that privacy and security are two significant challenges of digital campaigns, as design of such campaigns involve understanding the needs and requirements of customers, so the privacy of data is a key concern for consumers making them doubtful whether the mobile applications and websites have legal rights to record their personal data and whether their data is safe with the organisation. The chance of fraudulent activities is higher when customers engage with digital platforms for watching advertisements or when the brand wants to collect data for personalised content. In such scenarios, it is evident that luxury brands tend to face such issues while designing festive season campaigns for their target audiences. On the other hand, Guzana and Msosa (2022) opined that customers have a lot of alternatives to choose from in the retail sector. In such a competitive world, developing a value proposition through the adoption of digital marketing tools will be challenging for organisations. 
According to the perspectives of Rathod and Gade (2025), consumer behaviour is dynamic during the festive season and influenced by many factors, including competitors' strategy and economic conditions. This adds complexity in the marketing activities, such as market research and promotional events, in terms of ensuring marketing efforts align with peak shopping demands. This implies that retailers have to carefully understand the market trends before planning and designing digital campaigns during festive seasons. Conversely, the study by Karadzhov and Zlateva (2024) revealed that sometimes marketers design digital campaigns for Christmas or Black Friday with the intention of reaching a larger audience. However, they may not focus on the right audiences through digital campaigns, thereby resulting in poor results. This implies that the lack of focus in developing campaigns could be a challenge during the festive season. 
[bookmark: _Toc215849152]2.7 Theoretical perspectives 
As established by Quy and Sun (2021), Hierarchy of Effects model by Lavidge & Steiner is proposed to analyse how brands’ message influence the choice of target customers. This included six elements as illustrated in the below figure. 
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[bookmark: _Toc215828692]Figure 2: Hierarchy-Of-Effect Model
(Source: Quy and Sun, 2021)
The model is originated from AIDA model that captures communication effects. Though Hierarchy-Of-Effect Model examines the degree to which marketing message is reached to public but AIDA model simplifies the process to sharing message to consumers.  The successful creation of advertisement campaigns and their effectiveness can be understood through a conceptual overview of the AIDA model. According to the perspectives of Liu and Zhang (2025), the model provides a simple understanding of customer journey with inclusion of four stages such as attention, interest, desire and action. The figure below describes the four stages of this model.  The model describes a psychological process enabling a customer to go from watching an advertisement to making a final purchase. The model suggests that the advertisement design needs to be optimised in each stage of the model to attract consumer attention and increase engagement with them to ensure the buying desire is developed through benefit-driven messages. Moreover, Tristanto et al. (2021) opined that the AIDA model is one of the widely used marketing strategies that allows carrying out promotional activities through social media. The authors also argued that the model enables organisations to communicate customer value persuasively and develop effective marketing messages to get attention, generate desire, maintain interest and achieve actions. Overall, it can be interpreted that the model is relevant in composing messages to produce the expected response. Conversely, Lorente Páramo et al. (2021) argued that the AIDA model does not incorporate elements linked to consumer behaviour research, such as brand loyalty or information processing. This implies that the AIDA model assumes consumers as passive elements that respond to the provision of information rather than proactive entities who use available information in order to make relevant buying decisions. The model can address the requirements of first objective of positive and negative impact of festive season digital campaigns on brand preference, as at desire stage, the initial interest is transformed into strong preference towards a particular brand.
By reviewing the brand equity model, insight into the way digital campaigns during festive seasons have influenced the brand preferences and perception of UK consumers will be obtained. As opined by Kocaman and Serttaş (2025), the consumer-based brand equity model or CBBE model, depicts the differentiation of brand knowledge from buyers' response to the marketing techniques used by brands. Brand knowledge is established through brand image and awareness. Consumer response to marketing approaches is determined through preference, behaviour and perception of consumers. The positive response from consumers leads to strong brand associations, whereas a negative response results in negative brand consequences. Moreover, ONANA (2021) stated that the CBBE model holds the importance that a buyer identifies with the purchase and use of a product. With enhancement in preferences and attitudes of customers, brands can develop, sustain and deepen relationships with customers. The authors argued that brand knowledge among consumers is developed through promotional activities adopted by the brand. This depicts the information gathered by consumers through marketing activities of a brand, which determines the value created and response shown by consumers. The response from consumers towards a brand can be favourable in case consumers like the features of the brand, its marketing activities and quality of products. 
With the adoption of this model, it can be stated that digital campaigns are effective in shaping the perception of consumers through constant communication with brands. When buyers engage with a brand, their trust in it increases, resulting in a willingness to purchase more. The narrative created through digital campaigns develops emotional resonance by enabling customers to feel highly engaged during festive seasons. As luxury fashion aims at recognition and status, the meaning behind the product offerings can be understood through digital campaigns. Additionally, the campaigns that depict ethical values and creativity enable consumers to align their personal values while making purchases. Overall, it can be stated that festive season digital campaigns are designed by luxury fashion brands to shape the attitude of consumers, allowing them to celebrate culture and values rather than just promoting products through discounts. CBBE model reflects perception and mindset of consumers thus it can help to meet the third objective of analysing changing consumer behaviour in line with whether digital campaigns change their perception or not.
Customer engagement theory posits that in case a relationship is formed based on commitment and trust, positive emotion and satisfaction stimulate customer engagement. As opined by de Oliveira Santini et al. (2020), the more is the emotional attachment and satisfaction with a brand, the higher is the customer engagement. Therefore, committed and trustful relationships enable customers to enjoy emotional bonding. Moreover, Perez Benegas and Zanfardini (2023) stated that digital media helps to enhance interaction between customers and brand. This in turn improves customer engagement. In case festive season digital campaigns, customers tend to get updates on new products, discounts and offers that brings curiosity among them. Therefore, engagement with the brand increases. 
[bookmark: _Toc215849153]2.8 Conceptual Framework 
The following figure illustrates the conceptual framework on the influence of festive season digital campaigns on brand preference. Theories such as the Brand Equity Model and the AIDA model are being integrated to understand how the campaigns affect brand preferences and consumer behaviour. 
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[bookmark: _Toc215828693]Figure 3: Conceptual Framework
(Source: Created by the learner)
As the figure shows, the past literature has performed studies on challenges in festive season digital campaigns in terms of lack of personalisation, lack of cultural values, security and privacy issues and increased competition (Ceesay and Sanyang, 2018: Tekade and Sahare, 2025: Lappeman et al., 2020). The influence of such campaigns on brand preference can be understood through excitement, sense of urgency, discounts and offers, and brand visibility (Rathore, 2018: Tekade and Sahare, 2025). The dynamic nature of consumer behaviour during the festive season is identified in terms of an increase in demand for products, customer engagement to know about exclusive deals and more spending to celebrate the culture and tradition during the festive season. 
[bookmark: _Toc215849154]2.9 Literature Gap 
[bookmark: _Hlk208996074][bookmark: _Hlk209012383][bookmark: _Hlk209017401]It can be deduced from the review that there is a lack of evidence on how luxury fashion brands are using digital campaigns. Sources like Sualman et al. (2021) have focused on festive season advertisements, but there is no detailed information and facts on festive season digital campaigns. Additionally, the existing studies do not engage with discussing how luxury fashion brands are using digital campaigns during festive seasons. For instance, Judijanto and Jusman (2024) have come up with a discussion on the role of digital marketing in New Year's campaigns in the context of micro, small and medium enterprises, whereas Liu and Yuan (2022) have focused on the global apparel industry. This shows there is a lack of focus on luxury fashion brands. Apart from this, there was less consideration of the UK while conducting research on festive season campaigns. For example, Lappeman et al. (2020) have emphasised South Africa, whereas Ceesay and Sanyang (2018) focused upon Gambia. Similarly, Manikandan and Madhubala (2024) prioritised the context of India in discussing the impact of seasonal sales by top retailers. From these literature examples, it is noticed that none of the studies have considered the influence of festive season digital campaigns on brand preference in the luxury fashion industry in the UK. Therefore, to fill this gap, the current research is prioritising this area to address the research aim and questions. 
[bookmark: _Toc215849155]2.10 Chapter Summary
Through the literature review, it was noted that marketers are facing challenges in designing digital campaigns aiming at improving brand preferences.  Some of these challenges identified in the review are integration of cultural values, the demand for personalisation, privacy and security issues and competition in the market. Based on the review, it can be summarised that brand preference is influenced in the luxury fashion market due to the deals, offers and discounts offered by brands during the festive seasons.


[bookmark: _Toc215849156]Chapter 3: Methodology
[bookmark: _Toc215849157]3.1 Introduction 
The research aims to investigate the influence of festive season digital campaigns on brand preference in line with product differentiation, customer loyalty, and brand engagement in the luxury fashion industry in the UK. For this, a detailed methodology will be outlined in this current chapter. The elements to be discussed and justified here are research design, philosophy, strategy, data collection, sampling and data analysis. The justification will be done in line with the role of each element in addressing the research objectives. Ethical considerations and research limitations will also be pointed out in this chapter. 
[bookmark: _Toc215849158]3.2 Research rationale 
Brand preference is an indicator of consumer demand. Luxury brands demonstrate the pinnacle of prestige, exclusivity and quality. Luxury brand products are often linked to limited availability, a sense of sophistication and high prices (Wang et al., 2024). This implies consumers who have adequate purchasing power they can afford luxury fashion products. Therefore, brand preference matters a lot, as consumers want to best products against the price that they are paying. To boost brand preference among consumers, luxury fashion brands make creative and visually appealing digital campaigns during festive seasons so that their brand visibility increases (Kim and Sullivan, 2019). To catch interest of consumers, brands even try to highlight discounts and offers throughout the season and collaborate with influencers to make consumers more aware about the exclusive product launches during this season. Therefore, the research can be relied upon due to increase in number of digital campaigns by fashion brands during festive season and the increased competition to increase visibility. Consumers’ perspectives in this aspect will be valuable to know how their decision-making, evolving preference and purchase habits are influenced due to digital campaigns during festive season. As the number of campaigns is increasing, the research is also relevant to address challenges faced by fashion brands concerning implementation of such campaigns. 
[bookmark: _Toc215849159]3.3 Research Strategy 
Survey, case study, archival research and grounded theory are some of the research strategies used in research (Melnikovas, 2018). A survey is suitable in case of primary research, where archival research is used in secondary research. Case study research strategy considers the use of a particular organisation, setting or context. In order to understand how the brand preference is shaped due to the festive season digital campaign, a survey research strategy has been adopted. Survey research is a form of quantitative research where information is collected from multiple respondents through a questionnaire (Gul, 2023). This type of research can be done through online or offline modes. In the current study, an online survey was performed where Google Forms was used to collect responses easily and quickly. The reason behind considering Google Forms to execute online research was time and cost effectiveness. Respondents were able to provide their views from any device by accessing the link. Vasantha Raju and Harinarayana (2016) stated that Google Form allows an easy process for data analysis and graphical representation. Within a short time, the Google Form link was sent to multiple respondents, thereby saving time for data analysis. Overall, this was a convenient approach for distributing survey questions. 
Both multiple-choice questions and Likert scale ratings were used in the questionnaire to analyse how consumers are connected with festive season campaigns and their attitude towards digital campaigns, respectively. The advantage of this research strategy was a structured approach for gathering data from a large sample size. On the other hand, the interview research strategy was ignored, as it requires one-to-one interaction with respondents that might have taken more time. Therefore, the survey has been proven suitable to assess customer loyalty and brand engagement in line with festive season digital campaigns. 
[bookmark: _Toc215849160]3.4 Research design 
The research design is divided into two broad categories: explanatory and exploratory. In this research, an explanatory research design has been selected due to the application of the quantitative method of data collection and analysis. An explanatory study tends to be deductive and, in such a design, research objectives are accomplished through testing hypotheses. Therefore, brand preference and consumer behaviour concerning festive season digital campaigns have been analysed through measurable facts and details. Additionally, an explanatory research design helped to define the research process in a structured and formal way (Skinner and Dancis, 2020). As the current research has considered the use of a large sample size, an explanatory research design enabled a thorough analysis. 
The choice of research method can be classified into mono, mixed and multi-method research methods (Vizcarguenaga-Aguirre and López-Robles, 2020). Mono research method is the application of one research technique, either a qualitative or quantitative research method. Multi research involves the use of a wider range of research approaches, whereas mixed methods combine the adoption of qualitative and quantitative research methods. Using a mono research method, the current study has been performed to investigate the influence of festive season digital campaigns on brand preference. Only the quantitative research method has been applied to this research. There could have been a lot of confusion if mono or multi research methods had been used; the chances of varying perspectives on the research topic were higher. Also, data collection could have been more time-consuming if more than one research method had been used. To avoid these challenges, the mono research method was proven effective for the current study. 
Quantitative research was applied to capture numerical data on changing consumer behaviour with respect to festive season digital campaigns. This type of research did not require initiating one-to-one conversations with participants, thus ensuring a time-saving approach compared to qualitative research (Ghanad, 2023). When qualitative research needs close attention to be paid to participants, quantitative research can be gathered passively. Therefore, it was justified to use quantitative research to analyse product differentiation, brand engagement and consumer behaviour in the luxury market of the UK. 
[bookmark: _Toc215849161]3.5 Research Philosophy and Approach
The common forms of research philosophy used in research are pragmatism, realism, positivism and interpretivism. Pragmatist research philosophy considers the use of both qualitative and quantitative methods. On the other hand, interpretivism uses a qualitative method and positivism uses a quantitative research method (Ikram and Kenayathulla, 2022). Realism can be used in either a quantitative or qualitative method, but it depends on the subject matter. Challenges of the festival season digital campaign in the luxury fashion industry have been analysed using positivism research philosophy that accepts objective reality. As the research is quantitative in nature and focused on determining the relationship between brand preference and festive season digital campaign numerically, positivism research philosophy was proven suitable in the current context. Also, the research has applied percentile analysis and survey technique, thereby making objective measurement possible due to the adoption of positivism research philosophy. Evidence-based and clear insights on consumer behaviour and brand engagement have been understood due to this philosophy. As interpretivism research philosophy considers a subjective approach and integrates human behaviour in the data, it was not effective to evaluate brand preference quantitatively. Additionally, positivism research philosophy did not allow bias, unlike interpretivism research philosophy, which involves subjective bias (Ali, 2024). Therefore, observable facts on consumer behaviour, brand engagement and customer loyalty were examined through the inclusion of positivism research philosophy.  
Research approach is classified into deductive, abductive and inductive research approaches (Okoli, 2023). The deductive research approach involves the evaluation of hypotheses or propositions related to an existing theory, whereas the inductive research approach helps to identify patterns and themes. The abductive research approach involves the identification of patterns and themes, along with testing themes through subsequent data collection. The research has adopted a deductive research approach to support the quantitative research in gaining measurable, objective and reliable data (Mohajan, 2020). As the research aims to analyse the effect of festive season digital campaigns on brand preferences, it requires reference from existing theories to develop a hypothesis. Therefore, predictions from existing theories like Brand Equity Theory and the AIDA model have been developed. The approach also showed the consumer engagement with festive season digital campaigns through cause-and-effect analysis, which is applicable to luxury fashion market consumers from the UK. Additionally, the deductive research approach offered an opportunity to explain how the variables of the research, including festive season digital campaigns and brand preference, are related to each other. This approach is also suitable for measuring the key concepts involving product differentiation, customer loyalty, and brand engagement quantitatively. It enabled the application of the findings in a broader context, ensuring the possibility of a reliable analysis and outcomes. 
However, the inductive approach was not suitable in the current context due to emphasis on subjective insights drawn from themes and patterns. Therefore, a deductive approach was selected to avoid bias that might have been caused by subjective data drawn through an inductive approach. 
[bookmark: _Toc215849162]3.6 Data collection 
Data can be collected using primary and secondary data collection methods. The current research has adopted a primary data collection method that involves obtaining first-hand data (Ganesha and Aithal, 2022). The reason for considering primary data collection method is to obtain credible data on challenges faced by luxury fashion brands in implementing digital campaigns. As the arguments are presented from own work, the evidence seems to be more reliable. The data collection instrument is designed tailored to the research questions, thereby chance of findings matching with research aim is higher. Contrast to this, secondary data collected method might not be helpful for current context as this could not give information on latest trends concerning luxury fashion industry, purchase habits of UK consumers and festive season digital campaigns. 
 In case of primary data collection, data is gathered either through interviews, observation or a survey questionnaire. Observation and interview are two forms of collecting qualitative data, whereas a survey is used for obtaining quantitative data (Patel and Patel, 2019). The consumer behaviour, brand engagement, and customer loyalty concerning the luxury fashion industry of the UK have been analysed using quantitative research; therefore, a survey has been adopted to support the data collection. The rationale for choosing a survey over an interview and observation was the convenience of surveying many respondents at a time, which cannot be possible with the other two primary data collection techniques. Many responses were obtained within less time in comparison to the interview. 
The questionnaire designed for the survey includes closed-ended questions. Using close-ended questions enables participants to offer faster and easier response (Yaddanapudi and Yaddanapudi, 2019). It included both demographic questions and questions in relation to the research topic. The survey questions were designed based on the research questions and considering the current trends in the luxury fashion industry and the approach used by the brand to design digital campaigns during Christmas.  AIDA model helped to develop questionnaire by integrating factors that make buyers to make their purchase decision, which is the last component (Action) of the model. This also helped to include key attributes that might develop interest among consumers for purchasing. CBBE model also helped to develop questions by integrating options related to consumer preferences and attitudes towards digital campaign. 
[bookmark: _Toc215849163]3.7 Population and sample
The population of this research were people living in the UK. A few criteria have been developed to identify this population. Firstly, these people must be active on social media platforms, including Instagram, YouTube, TikTok and others, because of the focus of the study on digital campaigns. As the research is about the luxury fashion market, the chosen population must have adequate disposable income and a willingness to spend on luxury products. Additionally, the population must fall under the age group between 18 and 45, as people from this age group are highly engaged with social media platforms. 
Sampling method comprises probability and non-probability sampling. Probability sampling allows the selection of each member from the population equally, whereas a non-probability sampling technique includes specific criteria based on which sample selection is done. In order to determine a sample from the people living in the UK, the random probability sampling method has been used.  The method helped to remove bias, as the individuals who make up the larger population are selected randomly, and the sample population has the potential to represent the majority of population (Sharma, 2023). Additionally, the random probability sampling technique is a simplified method compared to non-probability sampling techniques, as no specific expertise is required to develop criteria to choose a sample. The researcher has sent the survey link to fashion groups, social media channels and the emails of random people from the UK. Only 200 customers have responded to the survey. As a large number of individuals responded, the chance of getting reliable data was higher for the research. 
[bookmark: _Toc215849164]3.8 Data and analysis 
The data gathered through quantitative research was analysed and evaluated using the percentile analysis method. Percentile method represents the value of variable having specific percentage of distribution (Xia et al., 2020). Using this method, significant information was derived considering what consumers prefer and do with respect to luxury fashion products. The selected analysis technique was beneficial in terms of how consumers respond to digital campaigns during Christmas and the way brand preference differs from one consumer to another. Overall, the analytical technique was beneficial in determining consumer trends, data distribution, behavioural patterns and actionable insights. The percentile analysis method helped to identify the key target consumer groups to whom luxury fashion brands can easily reach. The reaction and attitude of consumers towards digital promotional efforts of UK luxury fashion brands have been understood using this analytical technique. The switching decisions of consumers have been analysed through understanding the scores concerning consumer habits and purchase decisions. A large set of data has been analysed on how luxury brands will improve their promotional efforts during festive seasons, particularly Christmas.
Percentile method was helpful in understanding the distribution of consumers and their standing point through a certain percentage. The key focus of the research is to analyse brand preference thus the percentile method has provided an overall analysis of up to what level luxury brands are preferred by consumers due to Christmas digital campaign. Overall, it can be stated that the percentile analysis method was effective in bringing a simple understanding of the data set that might not have been possible in the case of thematic analysis, which is mainly associated with subjective data drawn from qualitative research. 
[bookmark: _Toc215849165]3.9 Reliability and viability 
To ensure survey results provide consistent, sound and relevant evidence, the information that survey questions contain must be valid and reliable. Error in survey questions may lead to poor validity and reliability (William, 2024). Missing or inclusion of inaccurate information in a survey may lead to errors in data collection, processing, maintenance, and reporting of data. The following practices have been adopted to ensure validity and reliability in the current research.
· The research has been carefully designed by clearly identifying research questions, hypotheses and variables. Using established conceptual models, including the Brand Equity Model and the AIDA model, research has been designed. 
· The survey questions have been designed in a consistent manner, avoiding any form of contradictory statements.
· The survey results were compared with existing studies reviewed in the literature review to assess whether current findings support or reject them. 
·  The questionnaire has been checked and reviewed by the professor to avoid the inclusion of any repetitive or confusing questions.
· The language must be simple and clear to avoid any form of ambiguity or biased questions. 
· As the data analysis involves calculation, it has been ensured that the analysis is done correctly using a consistent format. 
[bookmark: _Toc215849166]3.10 Limitations of the research 
The research findings are limited to the adoption of the survey technique only. Here, only numerical data have been drawn, making it hard for some audiences to understand the final research outcomes. Self-reported data bias may be noticed in the analysis. Responses might be inaccurate if respondents are biased or disengaged in the survey. Respondents might have avoided the personal questions honestly. Skipped questions or non-responses might have hampered the quality of data. Very small sample size has been chosen thereby this may not represent the entire population. Additionally, due the adoption of closed-ended questions has limited the depth of insights gained from data. There might be some error in designing survey questions that contributed to the wrong data set. 
[bookmark: _Toc215849167]3.11 Research ethics 
In order to conduct the survey, ethical approval has been obtained from the university. The research has adhered to UWTSD Research Ethics and Integrity Code of Practice and Research Data Management Policy. While sharing the survey link to participants, the main research procedures have been described to the participants. The participation of respondents has remained voluntary. Written consent has been obtained from the respondents to ensure their voluntary participation. It has been communicated to the participants that they can withdraw their participation at any point during the research. Demographic details like age, gender, income and others have been treated with full confidentiality. 
General Data Protection Regulation has been followed in collecting, processing and securing data to ensure privacy and confidentiality have been maintained (Hoofnagle et al., 2019). The research has not included any activity that has misled participants while answering the survey questions. Participants were not paid or rewarded in any other way to answer in a particular way.
[bookmark: _Toc215849168]3.12 Chapter summary 
The chapter has included different elements of research methodology to guide the research process. The application of positivism research philosophy, deductive approach, random probability sampling, quantitative research method, and percentile analysis has been discussed here. Some ethical aspects were highlighted in line with voluntary participation, privacy, and confidentiality. Lastly, the research limitations were also discussed in this chapter. The following chapter will present the data and analyse the same, applying the research method highlighted in this chapter. 


[bookmark: _Toc215849169]Chapter 4: Results And Analysis 
[bookmark: _Toc215849170]4.1 Introduction
This chapter outlines the results of the empirical research based on a quantitative survey conducted and provides a detailed explanation of the results in terms of the percentile analysis methodology that has been explained in Chapter 3. The analytical specialisation includes the demographic profile and the perception of the respondents of the Christmas-themed online campaigns by the luxury fashion brands, the behavioural effects caused by the said campaigns, the issues identified, and the media that is the most influential in affecting the choice of brand. The frequency and percentage of all tables below are determined on the basis of processed data provided in this study. In the instance where interpretation is consistent with the existing literature that are found in Chapter 2 of the body, the relevant provisions are used to support the arguments of analysis. The theoretical discourse is based on the literature corpus that is presented in the dissertation materials.
[bookmark: _Toc215849171]4.2 Demographic Profile of Respondents
4.2.1 Gender distribution
Table 4.1 reports the frequency and percentage distribution for gender (Q1).
Table 4.1 Frequency and Percentage — Gender (Q1)
	Response
	Frequency
	Percentage

	Male
	46
	46.0

	Female
	44
	44.0

	Non-binary
	5
	5.0

	Other
	4
	4.0

	Prefer not to say
	1
	1.0

	Total
	100
	100.0


Source: Created using Excel
The gender distribution is almost balanced, as both male and female respondents equally represent the population, which, however there are slightly stronger representations of non-binary and other identities. This equal gender representation allows making gender-to-gender comparisons and shows that the sample has multi-gender orientation relevant to luxury brand communication that tends to strive towards more inclusive representation. Inclusive messaging within a digital campaign is critical to make the campaign more appealing to a wider audience; the inclusion of non-binary and other categories, albeit in low amounts, supports the relevance of the idea of inclusive campaigns expressed in the literature (Lappeman et al., 2020; Kim et al., 2019).
4.2.2 Age distribution
Table 4.2 shows the distribution of respondents by age group (Q2).
Table 4.2 Frequency and Percentage — Age (Q2)
	Response
	Frequency
	Percentage

	18–24
	22
	22.0

	25–34
	32
	32.0

	35–44
	23
	23.0

	45–54
	13
	13.0

	55+
	10
	10.0

	Total
	100
	100.0


Source: Created using Excel
The sample is oriented on the brackets of 25-34 and 35-44, which constitute 55% of the respondents. The focus indicates that the results can be especially relevant to younger adults and early mid-life consumers, as the members of these groups are the most active digital consumers, which is proven in literature, and, therefore, the main audience of digitally-led luxury campaigns (Joy et al., 2022; Rathore, 2018).
4.2.3 Income distribution
Table 4.3 summarises reported annual income (Q3).
Table 4.3 Frequency and Percentage — Income (Q3)
	Response
	Frequency
	Percentage

	Less than £25,000
	25
	25.0

	£25,001–£35,000
	22
	22.0

	£35,001–£45,000
	20
	20.0

	£45,001–£55,000
	23
	23.0

	More than £55,001
	10
	10.0

	Total
	100
	100.0


Source: Created using Excel
Income distribution shows that the sample is distributed across various socioeconomic groups, but a majority of them live in lower and middle-income groups. Such a wide presence implies that even less affluent consumers notice the digital campaigns of luxury fashion during the festive season, thus supporting claims that the digital ecosystem strategies can reach and aspire beyond the traditional high-net-worth markets (Muniesa and Gimenez, 2020).
4.2.4 Employment status
Table 4.4 reports employment status (Q4).
Table 4.4 Frequency and Percentage — Employment (Q4)
	Response
	Frequency
	Percentage

	Student
	16
	16.0

	Employed
	61
	61.0

	Self Employed
	10
	10.0

	Retired
	7
	7.0

	Other
	6
	6.0

	Total
	100
	100.0


Source: Created using Excel
Most of them (61 %) are working, which implies that they have a large working population with the potential to spend on discretionary income. The students represent a significant population (16%), which indicates an audience that actively uses social media platforms and can be influenced by inspirational messages and influencer posts (Joy et al., 2022).
[bookmark: _Toc215849172]4.3 Influence and Perceptions of Festive Digital Campaigns
4.3.1 Perceived impact of digital campaigns (Q5)
Table 4.5 presents respondents’ self-reported level of influence from Christmas digital campaigns.
Table 4.5 Frequency and Percentage — Impact of Digital Campaigns (Q5)
	Response
	Frequency
	Percentage

	Very strongly
	15
	15.0

	Strongly
	30
	30.0

	Moderately
	32
	32.0

	Slightly
	19
	19.0

	Not at all
	4
	4.0

	Total
	100
	100.0


Source: Created using Excel
[bookmark: _Hlk215829078][bookmark: _Hlk215848568][bookmark: _Hlk215829096]The statistics show that 77% of the interviewees feel the impact of the Christmas digital campaigns influenced them at least moderately (15% very strongly, 30% strongly, 32% moderately). This percentage growth highlights the influence potential of the seasonal digital campaigns in the luxury fashion scenario. The findings are in line with the previous research that has shown how seasonal digital marketing and omnichannel storytelling have a recognisable impact on consumer attention and intent during the festive seasons (Rathore, 2018; Tekade and Sahare, 2025).
4.3.2 Perception that brands design for the latest trends (Q8)
Table 4.6 summarises agreement on whether brands consider the latest trends when designing Christmas campaigns.
Table 4.6 Frequency and Percentage — Brands Consider Latest Trends (Q8)
	Response
	Frequency
	Percentage

	Strongly agree
	25
	25.0

	Agree
	51
	51.0

	Neutral
	12
	12.0

	Disagree
	12
	12.0

	Strongly disagree
	0
	0.0*

	Total
	100
	100.0


Source: Created using Excel
The majority of the respondents (76.3%) see the luxury brands as being trend-oriented. This is in line with the literature about the focus of luxury brands on modern aesthetics, narrative, and alignment of trends to be culturally relevant in the context of the campaigns (Aiolfi and Sabbadin, 2019; Joy et al., 2022).
4.3.3 Satisfaction with digital campaigns (Q9)
Table 4.7 shows satisfaction with campaigns.
Table 4.7 Frequency and Percentage — Satisfaction with Campaigns (Q9)
	Response
	Frequency
	Percentage

	Highly satisfied
	9
	9.0

	Satisfied
	48
	48.0

	Neutral
	23
	23.0

	Dissatisfied
	11
	11.0

	Highly dissatisfied
	9
	9.0

	Total
	100
	100.0


Source: Created using Excel
The general level of satisfaction is 57% with 20% stating dissatisfaction or strong dissatisfaction. The significant neutral and dissatisfied groups are an indicator of an opportunity to improve the personalisation and authenticity as well as campaign implementation, as it is highlighted in the recent literature as necessary to turn awareness into preference (Muniesa & Gimenez, 2020; Tekade and Sahare, 2025).
[bookmark: _Toc215849173]4.4 Consumer Behaviour: Purchase Decision and Impulse Buying
4.4.1 Change in purchase decision (Q11)
Table 4.8 captures the degree to which campaign exposure changes purchase decisions.
Table 4.8 Frequency and Percentage — Purchase Decision Change (Q11)
	Response
	Frequency
	Percentage

	Yes, significantly
	13
	13.0

	Yes, slightly
	28
	28.0

	No
	12
	12.0

	Unsure
	47
	47.0

	Total
	100
	100.0


Source: Created using Excel
Whilst 41% indicate that there is some change in purchase decision (13% among them being significant, 28% slightly), a substantial number (47%) are not certain. This trend suggests that a high number of consumers will be sublimated or sporadically influenced without necessarily explaining their actions as the result of campaigns. The large share of unsure is consistent with the studies that the festive campaigns can evoke subconscious impacts (AIDA and hierarchy-of-effects models), arousing attention and desire that, subsequently, are translated into buying without any direct attribution (Lavidge and Steiner; Liu and Zhang, 2025).
4.4.2 Impulse buying after campaign exposure (Q12)
Table 4.9 shows impulse buying tendencies.
Table 4.9 Frequency and Percentage — Impulse Buying after Campaign (Q12)
	Response
	Frequency
	Percentage

	Highly agree
	12
	12.0

	Agree
	27
	27.0

	Neutral
	33
	33.0

	Disagree
	18
	18.0

	Highly disagree
	10
	10.0

	Total
	100
	100.0


Source: Created using Excel
Combined 39% say that they buy impulsively after they see campaigns, with some degree of agreement, and 28% said otherwise. A large neutral population (33%) implies that impulsivity is conditional and moderated by the variables that offer attractiveness, perceived exclusivity, or platform effects (Tekade & Sahare, 2025; Manikandan and Madhubala, 2024). The literature suggests that seasonal offers, as well as narration, can enhance the impulse behaviour, but also post-purchase feelings of regret and failure to meet expectations may occur (Wang et al., 2025).
[bookmark: _Toc215849174]4.5 Issues Noted and Perceived Negative Influences
4.5.1 Noticed issues in festive campaigns (Q13)
Table 4.10 presents issues respondents have noticed.
Table 4.10 Frequency and Percentage — Noticed Issues (Q13)
	Response
	Frequency
	Percentage

	Lack of originality
	17
	17.0

	Repetitive messages
	16
	16.0

	Privacy concerns
	19
	19.0

	[bookmark: _Hlk215848687][bookmark: _Hlk215829436]Limited cultural inclusivity
	48
	48.0

	Total
	100
	100.0


Source: Created using Excel
A lack of cultural inclusivity becomes the prevailing problem (48%), well above other problems. The observation aligns with the existing literature that cautions against celebratory messaging that does not inclusively cover various cultural aspects because it may either result in audience disconnection and negatively impact brand equity (Lappeman et al., 2020). The high focus on inclusivity is also the reason why the Q14 responses (preferred improvements) have a higher weight on cultural sensitivity.
4.5.2 Negative influences (Q7)
Q7 captures negative influences; 62 respondents provided valid responses. Table 4.11 summarises their distribution.
Table 4.11 Frequency and Percentage — Negative Influences (Q7, n=62)
	Response
	Frequency
	Per cent among respondents (%)

	Privacy concerns
	11
	17.7

	Information overload
	32
	51.6

	Conflicting signals
	19
	30.6

	Total (valid responses)
	62
	100.0


Source: Created using Excel
More than half of the respondents mention information overload as one of the problems, corroborating the literature that overcrowding festive messages can lead to consumer fatigue and reduce the effectiveness of the campaign (Kumar and Mittal, 2020; Tekade and Sahare, 2025). This result is associated with the average scores of satisfaction and the significant percentage of reporting lower trust
[bookmark: _Toc215849175]4.6 Consumer Suggestions and Campaign Improvement (Q14)
Table 4.12 reports respondents’ preferred ways luxury brands can address campaign challenges.
Table 4.12 Frequency and Percentage — Preferred Solutions (Q14)
	Response
	Frequency
	Percentage

	Creating more unique messages
	20
	20.0

	Strengthening brand storytelling
	26
	26.0

	Enhancing personalisation
	24
	24.0

	Improving cultural and seasonal inclusivity
	30
	30.0

	Total
	100
	100.0


Source: Created using Excel
Where 39% are more likely (much more or more likely) to like a brand with a strong campaign, 42% are less likely (less likely or much less likely), and 19% do not answer. The distribution shows a polarising effect in that successful campaigns can cause preference to increase a significant segment, but those that are ill-received or overexposed may cause a response in the opposite direction. Such polarisation repeats the works of literature that show that the quality of campaigns and their perceived authenticity is what leads to the development or depletion of brand equity (Ceesay & Sanyang, 2018; Kocaman and Serttas, 2025).
[bookmark: _Toc215849176]4.7 Preference for Brands Delivering Strong Christmas Campaigns (Q15)
Table 4.13 illustrates how campaign strength influences brand preference.
Table 4.13 Frequency and Percentage — Preference for Brands with Strong Campaigns (Q15)
	Response
	Frequency
	Percentage

	Much more likely
	24
	24.0

	More likely
	15
	15.0

	No difference
	19
	19.0

	Less likely
	22
	22.0

	Much less likely
	20
	20.0

	Total
	100
	100.0


Source: Created using Excel
While 39% are more likely (much more or more likely) to prefer brands with strong campaigns, 42% are less likely (less likely or much less likely), and 19% report no difference. The distribution indicates a polarising effect: successful campaigns can increase preference for a sizeable segment, but poorly received or overexposed campaigns can cause negative reactions among others. This polarisation echoes literature highlighting that campaign quality and perceived authenticity determine whether campaigns build or erode brand equity (Ceesay & Sanyang, 2018; Kocaman & Serttaş, 2025). 
[bookmark: _Toc215849177]4.8 Most Influential Digital Platforms (Q16)
Q16 was multi-selective, and 32 valid respondents could choose channels that they consider to be influential. Table 4.14 gives a summary of the percentage of the 32 who chose each platform.
Table 4.14 Frequency and Percentage — Influential Platforms (Q16, n=32)
	Platform
	Frequency
	Per cent among respondents (%)

	Instagram
	3
	9.4

	TikTok
	4
	12.5

	YouTube
	5
	15.6

	Facebook
	2
	6.2

	Email marketing
	6
	18.8

	Brand website
	5
	15.6

	Influencer posts
	7
	21.9

	Total (valid respondents)
	32
	100.0


Source: Created using Excel
The channels that become powerful are influencer posts, email marketing, YouTube, and brand websites. This type of performance is compatible with the industry data that influencer collaboration is one of the most effective areas of luxury fashion awareness and desirability, especially among younger generations (IBISWorld; Joy et al., 2022). The role of the direct channels like email and brand websites is difficult to overestimate, which highlights the significance of owned media in terms of converting seasonal interest and purchase intent (Karadzhov and Zlateva, 2024).
[bookmark: _Toc215849178]4.9 Trust Outcomes and Engagement Frequency
4.9.1 Trust impact (Q17)
Table 4.15 shows how digital campaigns affect trust in luxury brands.
Table 4.15 Frequency and Percentage — Trust Impact (Q17)
	Response
	Frequency
	Percentage

	Significantly increase trust
	21
	21.0

	Slightly increase trust
	22
	22.0

	No impact
	21
	21.0

	Slightly decrease trust
	16
	16.0

	Significantly decrease trust
	20
	20.0

	Total
	100
	100.0


Source: Created using Excel
About 43 per cent of the respondents indicate that there is a quantifiable improvement in trust, and 36 per cent indicate a decrease. This distribution is close to symmetrical, meaning that either campaign will build or undermine brand credibility, depending on how it is executed. This finding can be explained by the consumer-based brand equity model; communications with positive perceived value and genuineness are hypothesised to increase brand equity, whereas inconsistent and disruptive communications are postulated to harm trust (Kocaman and Serttas, 2025; ONANA, 2021).
4.9.2 Frequency of engagement (Q18)
Table 4.16 summarises how often respondents engage with luxury fashion digital content during Christmas.
Table 4.16 Frequency and Percentage — Engagement Frequency (Q18)
	Response
	Frequency
	Percentage

	Very frequently
	19
	19.0

	Frequently
	17
	17.0

	Occasionally
	23
	23.0

	Rarely
	21
	21.0

	Never
	20
	20.0

	Total
	100
	100.0


A majority of the respondents (59.5%) of the respondents do it once in a while, and 36.3% do it regularly or often. This tendency is in line with the available literature labelling festive seasons as a starter of a more active digital interaction, thus establishing the argument of the increased marketing activity around the holiday to draw more consumer focus (Mintel, 2025; Dewi and Sharif, 2022).
[bookmark: _Toc215849179]4.10 Synthesis of Findings and Links to the Literature
The descriptive results based on the percentile give a number of convergent observations. To begin with, most of the respondents have been impacted at least moderately by festive digital campaigns (Q5), which confirms the literature stating that seasonal campaigns produce increased attention, urgency, and purchase intention (Rathore, 2018; Tekade & Sahare, 2025). Second, although most of them are satisfied with campaigns (Q9), a non-negligible subset is neutral or dissatisfied; trust results are polarised (Q9 and Q17). These trends indicate that a campaign may be helpful to build preference, but may also harm brand perceptions when perceived as unauthentic or intrusive, a fact that is highlighted in research on trust and brand equity in online space (Kocaman and Serttas, 2025; ONANA, 2021).
The statistics indicate that there is a strong consumer interest in cultural inclusivity (Q13 and Q14). Nearly half of the sample cited limited cultural inclusiveness as a problem, and a majority of them suggested enhancing cultural and seasonal inclusiveness as a key solution. This goes in line with the current scholarly discussions that the campaigns of luxury brands need to strike a balance between exclusivity and inclusive images in order to prevent alienation and promote emotional impact (Lappeman et al., 2020; Kim et al., 2019). Chapter 2 literature has placed importance on the fact that campaigns that lack a cultural context of target audiences can give rise to no sustained preference, which is supported by the current percentile results.
The effectiveness of influencers and own channels (email channel and brand websites) in conversion (Q16) is consistent with the industry analyses that proved the efficiency of influencer collaborations and direct communication in conversion during seasonal campaigns (IBISWorld, Joy et al., 2022; Karadzhov and Zlateva, 2024). Information overload (Q7) is a negative effect that recalls privacy and saturation issues in the literature, where abundant messaging could induce consumer exhaustion even with high campaign awareness (Kumar and Mittal, 2020; Tekade and Sahare, 2025).
Lastly, there is also a subtle picture with behavioural indicators of purchase change and impulse buying (Q11 and Q12), a statistically significant proportion report behaviour changes or impulse purchases prompted by the campaign, but a large number of respondents are indifferent or not sure. It implies that the campaign is frequently a contributory, but not exclusive, factor, which is in line with the AIDA model and hierarchy-of-effects model, whereby realisation of awareness and desire takes place across various touchpoints before action is taken (Lavidge and Steiner; Liu and Zhang, 2025). Such distributional nuances are well revealed under the percentile technique, previously unknown with only means reports or single-test statistics.
[bookmark: _Toc215849180]4.11 Limitations of the Percentile Findings
The percentile analysis provides clear distributional descriptions and fails to establish causality and test statistic associations. The high percentages of unsure answers to some questions, like purchase decision change (Q11), indicate that they have latent or hidden effects, which need to be analysed using inferential or qualitative techniques. Items with multiple responses (e.g., Q6, Q10) had a fluctuating response rate and reduced the valid Ns, which had fewer constraints to generalise about the specific channels or attributes. These methodological limitations are consistent with the options reported in Chapter 3 and the research design justification that focused on the descriptive distributional analysis to comprehend the consumer standing points.
[bookmark: _Toc215849181]4.12 Summary of the chapter
This chapter has recorded the distribution of consumer perceptions, behaviour and preferences concerning the luxury fashion digital campaigns in the Christmas season using the percentile method. According to the descriptive tables and their interpretation, festive campaigns have a great impact on most consumers; however, such impact can be achieved only under the conditions of inclusivity, storytelling, authenticity and reasonable frequency of messages, and under the conditions of such campaigns to create trust and preference or arouse information overload and mistrust. These findings can be seen as in line with the literature review found in Chapter 2, and actually the basis of the empirical discussion and findings that will occur in Chapter 5.
The discussion provided below is based on processed data and Excel-based frequencies used during the research. These tables above are the direct outputs of that processed data and the result of the Excel output. Where interpretation is based on the existing theory and evidence, the chapter refers to the pertinent literature to support the findings.


[bookmark: _Toc215849182]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc215849183]5.1 Conclusions
5.1.1 Summary of key findings 
The research problem was linked to the fact of increased consumer awareness due to technological developments and the increased presence of UK fashion brands on various digital platforms, along with the pressure of reaching the maximum number of customers during festive seasons. To address this research problem, a quantitative survey has been performed considering the luxury fashion consumers of the UK. 
As per the findings, it can be summarised that the majority of the participants believe that Christmas digital campaigns have influenced them at least moderately with 15% very strongly, 30% strongly, 32% moderately. This means Christmas digital campaigns have much potential to influence consumers. The findings show that there is a need for luxury brands to enhance authenticity and personalisation, along with a focus on effective campaign execution because of 20% customers showing dissatisfaction with current Christmas campaigns. From the earlier literature, it was established that seasonal offers are influential factors for consumers to show impulsive buying behaviour, but this is conditional because of a neutral response from the respondents. However, the majority of participants agree that they purchase luxury products impulsively when they are introduced to digital campaigns during Christmas. 48% of the participants highlight a major problem with festive season digital campaigns in terms of a lack of cultural inclusivity. As the festive season symbolises cultural values and norms, if campaigns organised by the luxury brands do not incorporate the same, this can directly lead to customer disengagement. This, in turn, will affect the brand equity negatively. Overall, the findings demonstrate that cultural aspects have a significant role in designing festive season digital campaigns. 
Apart from this, it is observed from the findings that 51% of respondents stated that digital campaigns designed during Christmas by the luxury fashion brands could have a negative influence on consumers in terms of information overload. This could be due to the fact that luxury fashion brands try to incorporate various festive messages in their campaigns that can create confusion among consumers. With high confusion, it is evident that the likelihood of purchase of luxury fashion products will be reduced. It can be established from the findings that successful digital campaigns during Christmas could strengthen brand preference among consumers, but in case overexposed or poorly designed messages may lead to negative reactions among them. Digital channels have an imperative role in the successful execution of festive season campaigns and the effective dissemination of crucial messages to consumers. In this aspect, it is found that influencers' posts (21.9), YouTube (18.8) and email marketing (15.6) are some of the important channels that can create awareness among consumers quickly and effectively. The findings also reveal that festive seasons create opportunities for more active digital interaction between the luxury fashion brands and consumers. From the overall findings, it can be noted that a positive relationship is established between digital campaigns during Christmas and brand preference in the luxury fashion industry in the UK. 
5.1.2 Linking with objectives 
Objective 1: To analyse the positive and negative impact of festive season digital campaigns on brand preference in the luxury fashion industry in the UK
The objective has been accomplished both in the literature review and data analysis sections. Though in the literature review, specific insights into the luxury fashion industry in the UK have not been obtained, it is found that during the festive season, consumer spending tends to be high. Therefore, festive season campaigns create awareness concerning product offerings and discounts, thereby making consumers have a preference towards a brand that provides effective messages through campaigns. From the data analysis, it is noted that Christmas digital campaigns tend to have a moderate impact on UK consumers, as these have a direct impact on customer attention and intention to purchase. The negative impact of the festive season digital campaign was understood based on the fact that overexposed or poorly received messages may develop negative reactions among consumers. These insights depict that the objective has been met through the identification of certain negative and positive impacts of such campaigns.  
Objective 2: To evaluate the challenges of the festival season digital campaign in the luxury fashion industry in the UK
Similar to objective 1, this is also met both in the literature review and data analysis. The data analysis revealed that information overload is a key challenge of the digital campaign during Christmas. Other challenges like conflicting signals and privacy concerns are fewer pertaining challenges, as per the participants. Another challenge determined from the literature review is the lack of exclusivity, which includes some major areas like uniqueness, differentiation, and rareness, as all of the luxury fashion brands come up with new digital campaigns to target consumers, so it is difficult for them to bring unique ideas every time.
Objective 3: To objectify the changing behaviour of the consumer in the case of the Christmas digital campaign in luxury fashion in the UK
The objective is met in the analysis section, where it is observed that there is a quantifiable improvement in trust due to digital campaigns introduced during Christmas. The frequency of engagement with luxury fashion brands' digital content during the festive period tends to be moderate because around one-third of participants interact with such content regularly or often. The consumer behaviour during the festive season is mostly impacted by influencers' posts on social media. A higher degree of agreement is noticed among participants concerning impulsive buying behaviour. However, because of a neutral response from one-third of consumers, impulsive buying behaviour seems to be conditional during Christmas. 
[bookmark: _Toc215849184]5.2 Recommendations for managerial practice
The following practices are recommended for managers to deal with challenges that they face while designing and executing digital campaigns during festive seasons. 
· Consumers are more likely to develop emotional attachments to products bought during festive seasons (Batraga et al., 2018). Therefore, it is crucial for luxury fashion brands to design campaigns that can resonate with the emotions and values of customers. This will support forming a deeper connection with the brand. If customers are able to develop a greater connection with a particular brand, it would be easier for that brand to stand ahead of the competition during festive seasons. 
· As the holiday or festive season approaches, customers expect heavy discounts, offers and sales so that they can make bulk purchases (Tripathi, 2023). Therefore, before approaching festive seasons, the luxury fashion brands can conduct market research to identify the needs and expectations of potential consumers. This will help them to introduce expected products and provide discounts and offers that can match their expectations. With market research, the brands will have a clear idea of how the campaigns should be designed, considering the needs of consumers. In this way, consumer awareness can be increased among the luxury fashion consumers. 
· To gain maximum benefits from festive season digital campaigns and ensure higher effectiveness of the campaign in terms of brand preference, marketers are required to focus on key aspects that should be avoided while executing the campaign. The luxury fashion brands of the UK must consider the key consumer trends that are highly prevalent in the industry, rather than considering all trends. Trends like personalisation, influencer marketing and others are gaining much popularity in recent times. Therefore, brands are required to consider these trends to safeguard their brand identity. 
· Brands are required to rely on more than one medium to expand the reach of marketing campaigns. Using multiple social media platforms like Instagram, X, YouTube, and Facebook will help to strengthen the reach. This will ensure that the festive season marketing messages are reached by a wider number of audiences.  
· Luxury fashion brands can start their marketing campaigns in advance, before competitors even launch. This will help to target early shoppers and boost the brand's visibility in the industry. Therefore, a comprehensive plan is required before launching the campaign. The focus should be on identifying the target customers, designing key performance metrics to measure the effectiveness and success of the campaigns and engaging audiences in real time through interactive social content like polls to bring new ideas to enhance the digital campaigns. Involvement of potential consumers in designing campaigns will not only make them special but also enhance brand visibility, resulting in higher preference during festive seasons. 
· Quality of content plays another key role in ensuring the success of digital campaigns during festive seasons like Christmas. Therefore, to boost the quality of content, marketers are required to mix limited-time holiday deals and flash sales with emotional storytelling. This will help to create a sense of urgency, thereby enhancing the engagement patterns. Adding holiday spirit touches and seasonal graphics to digital campaigns will enable customers to remind their cultural values and make purchases to respect those values. The consumers can be encouraged to share their holiday moments, and this can be integrated into the upcoming festive campaigns. This will build more trust among the consumers, thereby strengthening the preference. 
· During festive seasons, it is obvious that all brands will try to attract consumers through their marketing messages, which in turn create challenges of information overload (Tekade and Sahare, 2025). To avoid this, it is required of luxury fashion brands to deliver relevant and personalised messages tailored to the consumer's needs. Data-driven insights can be used to analyse behaviour, preferences, and past interactions to ensure the message is highly relevant to the target market's needs. It can be recommended that respecting customer preferences is the key to dealing with message overload and maintaining the interest of consumers.  

[bookmark: _Toc215849185]5.3 Contributions to theory
The research has a contribution to various areas, including digital marketing, brand preference, customer engagement, digital campaigns and consumer behaviour. The fundamental concepts of these areas can be easily understood from this research. The evolution of digital marketing, along with the basics of digital transformation, are other contributions of this current research. Apart from these concepts, the study elaborated and critically analysed two significant theories concerning areas such as advertisements and brand equity. The current research highlights the way the AIDA model supports the customer journey when a customer is introduced to an advertisement. It has clearly demonstrated the way digital campaigns during Christmas affect purchase intention, starting from awareness through the application of the AIDA model. The study also contributes to the CBBE model by depicting how digital campaigns during Christmas are helpful in establishing brand knowledge, thereby supporting customer preference towards a particular brand. Overall, it can be stated that the study has a significant contribution to various theories and concepts of marketing in line with digital campaigns during Christmas and other festive seasons. Researchers conducting studies on festive season digital campaigns will benefit by taking theoretical insights from the current research.  
[bookmark: _Toc215849186]5.4 Limitations of the study leading to areas of further research
5.4.1 Limitations of the study 
Despite the application of an appropriate sampling method, improper representation of the target population is a key limitation of quantitative research. In this case, the representation of the subject depends on probability distribution data, and the chance of miscalculation of the probability distribution is high, leading to a falsified dataset. The survey involved a structured questionnaire with closed-ended questions. Therefore, this results in the limited outcomes and no new insights could be obtained during the research. Respondents have limited options to select, so the chance of not getting enough data to address the research aim is high. Apart from this, due to the involvement of numerical analysis, it was difficult and time-consuming to conduct the analysis. Survey data are biased up to a certain extent; thus, the quality and reliability of findings might have been compromised. Even some respondents might not prefer giving accurate demographic information, thus posing another limitation of the study. 
The study has some other limitations specific to the research context. As the research is based on the luxury fashion industry of the UK, the findings are limited to the UK. Also, the findings may not be applicable to festive season digital campaigns in other sectors like grocery retailers, e-commerce or others.
5.4.2 Areas of further research 
The future research might be conducted considering other industries like Grocery retailers, e-commerce, or other forms of retailers to study the effect of festive season digital campaigns. A comparative study can be done considering two popular luxury fashion brands from the UK, like Burberry, Chanel or others, to examine how effective their digital campaigns are in terms of influencing purchase decisions of UK consumers. Two countries like the UK and India can be compared to determine how the retailers in both countries are designing and implementing digital campaigns during festive seasons, and this is influencing consumer behaviour. 
There could be some methodological changes made in future studies. The study could combine secondary research by collecting data from luxury fashion industry reports with a survey to perform a comparative study on how findings differ in both cases. Additionally, as the current research technique was not effective in obtaining detailed data, a qualitative study could be performed through the use of semi-structured interviews. In this case, managers of luxury fashion brands from the UK can be taken as respondents to gather data on how managers experience challenges in designing digital campaigns during festive seasons. This could offer more real-life data, thereby enhancing the reliability of the study. 
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[bookmark: _Toc215849189]Appendix 1: Questionnaire  
I am conducting research for my MBA dissertation on the impact of digital campaigns by luxury fashion brands during the festive season in the UK. Your responses are confidential and will be used solely for academic purposes. No identifying data will be collected and all data will be held securely. You may withdraw from the survey at any time. Thank you for your time and valuable insights.

SECTION A – DEMOGRAPHIC DATA
Q1.  Please indicate your gender
· Male 
· Female 
· Non-binary
· Other
· Prefer not to say
 
Q2. In which age category do you fall?
· 18–24
· 25–34
· 35–44
· 45 - 54
· 55+
Q3. What is your annual income (before tax)?
· Less than £25,000
· £25,001–£35,000
· £35,001–£45,000
· £45,001–£55,000
· More than £55,001
· Prefer not to say.
Q4. What is your employment status?
· Student
· Employed 
· Self Employed
· Retired
· Other (please specify) __________________________




SECTION B – THE INFLUENCE OF FESTIVE DIGITAL CAMPAIGNS ON BRAND PREFERENCE
Q5. How much do digital campaigns during Christmas impact your brand selection?
· Very strongly
· Strongly
· Moderately
· Slightly
· Not at all
Q6. What are the positive influences of digital campaigns during Christmas on your choice of brand? (Select all that apply)
· Increased brand awareness
· Improved brand engagement
· Better understanding of product offerings
· Convenience in browsing and purchasing
· Exclusive festive collection previews
· Enhanced trust through storytelling
Q7. What are the negative influences of digital campaigns during Christmas on your brand preference? (Select all that apply)
· Privacy concerns 
· Information overload 
· Conflicting signals 
SECTION C – BRAND STRATEGY – CONTENT AND TRENDS
Q8. How far do you agree that luxury fashion brands design Christmas campaign considering latest trends?
· Strongly agree 
· Agree 
· Neutral 
· Disagree 
· Strongly disagree 
Q9. How much are you satisfied with digital campaigns during Christmas in line with your needs and preferences?
· Highly satisfied 
· Satisfied 
· Neutral 
· Dissatisfied 
· Highly dissatisfied
Q10. Which of the following key attribute do you consider while making purchase decision during Christmas? (select all that apply)
· Exclusive or limited-edition collections
· Personalised recommendations
· High-quality images and creativity
· Brand heritage and storytelling
· Influencer or celebrity endorsement
· Product variety
· Festive packaging/experience
SECTION D – CONSUMER BEHAVIOUR
Q11. Does your purchase decision change after viewing a digital campaign during Christmas?
· Yes, significantly
· Yes, slightly
· No
· Unsure
Q12. Indicate agreement with the following statement ‘I make impulsive buying decision after viewing a digital campaign during Christmas?’
· Highly agree 
· Agree 
· Neutral 
· Disagree 
· Highly disagree 

Q13. Which of the following issue do you notice in festive season digital campaigns in recent years? (Select all that apply)
· Lack of originality
· Repetitive messages
· Privacy concerns
· Limited cultural inclusivity
Q14. How do you think luxury fashion brands can address challenges of digital campaign during festive season?
· Creating more unique messages
· Strengthening brand storytelling
· Enhancing personalisation
· Improving cultural and seasonal inclusivity
Q15. How likely are you to prefer a luxury fashion brand that delivers a strong Christmas digital campaign compared to one that does not?
· Much more likely
· More likely
· No difference
· Less likely
· Much less likely
Q16. Which digital platforms influence your luxury fashion choices the most during the Christmas season? (Select all that apply)
· Instagram
· TikTok
· YouTube
· Facebook
· Email marketing
· Brand website
· Influencer posts 
Q17. To what extent do Christmas digital campaigns increase your trust in a luxury fashion brand?
· Significantly increase trust
· Slightly increase trust
· No impact
· Slightly decrease trust
· Significantly decrease trust
Q18. How often do you engage with luxury fashion digital content during the Christmas season?
· Very frequently
· Frequently
· Occasionally
· Rarely
· Never
[bookmark: _Toc215849190]Appendix 2: Ethics form

APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Uday Kikani

	2
	Student Number:
	2425572

	3
	Email address:
	2425572@students.uwtsd.co.uk

	4
	Programme of Study:
	Master of Business Administration

	5
	Supervisor:
	Gwyneth jones



SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒



SECTION C: Details of Research Activity
	1
	Indicative title:
	Analysing the influence of festive season digital campaigns on brand preference in the luxury fashion industry in UK

	2
	Proposed start date:
	20 Sep 2025
	Proposed end date:
	12 Dec 2025

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity

The purpose of this research is to critically analyse how festive season digital campaigns influence brand preference in the luxury fashion industry of the UK. Luxury fashion brands such as Burberry, Chanel, and Dior face intense competition during the holiday season, where consumers are highly engaged and receptive to creative campaigns. This study aims to evaluate the effectiveness of digital marketing tools—including social media, e-commerce platforms, and influencer collaborations—in shaping consumer perceptions and purchasing preferences during this crucial period. By adopting a primary quantitative method, the research intends to collect first-hand data from UK consumers through surveys, allowing measurable insights into consumer behaviour, brand awareness, and preference shifts triggered by festive campaigns.
The study seeks to understand the extent to which elements such as exclusivity, emotional storytelling, and seasonal offers contribute to strengthening brand image and consumer loyalty. At the same time, it examines the challenges faced by luxury fashion brands, including heightened competition, consumer price sensitivity, and the need to balance tradition with modern digital strategies. By linking consumer responses with the Brand Equity Model and the AIDA framework, the research will provide a structured understanding of how attention, interest, desire, and action are influenced by festive season campaigns.
Ultimately, the purpose of this research is to generate insights that will guide luxury fashion brands in designing impactful, customer-centric digital campaigns. The findings will help marketers identify opportunities to enhance consumer engagement, sustain exclusivity, and foster long-term brand preference in the competitive UK luxury fashion market.



(this box should expand as you type)

	4
	Research Question
1. How does the luxury fashion industry in the UK influence consumers during the festive season through digital campaigns?
1. What is the relationship between exposure to Christmas digital campaigns and brand preference in the UK luxury fashion industry?
1. Which digital marketing platforms have the strongest effect on brand preference during the festive season?
1. Do demographic factors significantly moderate the influence of festive season digital campaigns on brand preference?
1. How can luxury fashion brands use quantitative insights to optimise festive digital marketing strategies for stronger brand preference?

(this box should expand as you type)

	5
	Aims of Research Activity
The research aims to investigate the influence of festive season digital campaigns on brand preference in line with product differentiation, brand engagement and brand preference in the luxury fashion industry in the UK




(this box should expand as you type)

	6
	Objectives of Research Activity

● To analyse the positive and negative impact of festive season digital campaigns on brand preference in the luxury fashion industry in the UK
● To evaluate the challenges of the festival season digital campaign in the luxury fashion industry in the UK
● To objectify the changing behaviour of the consumer in the case of the Christmas digital campaign in luxury fashion in the UK


(this box should expand as you type)

	
	Proposed data collection methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	Research data collection will happen by using an online survey through Google Forms. Online survey option helps researchers easily gather data quickly from diverse respondents at lower cost. Research participants can take the survey at any time and from any device since an online survey offers convenient distribution modes. The survey will combine precise Likert scale ratings to measure attitude intensity about digital campaigns while multiple choice options will show how consumers connect with such campaigns and choose between brands. The data collection structure lets transform collected information into numbers that can be analysed statistically.
The survey will assess 200 participants within the age group of 18 to 45 since these users extensively interact with social media and digital campaigns. Participants need to be followers of luxury fashion brands who actively interact with digital promotional campaigns because the research focuses on brand preference for luxury markets. The study focuses exclusively on people who live in the United Kingdom. The study relies on people who actively use social media platforms like Instagram, TikTok and YouTube because the research focuses on digital campaigns in these spaces. The study aims to survey people who have bought luxury fashion items in festive season or showed clear brand preference about these products. By following convenience sampling, the researcher will select participants who are easily accessible and available. The choice of participants represents the entire population adequately. The researcher will share the survey link across different social channels plus email lists and fashion groups online to let everyone have equal chances to take part. Data will be stored in password protected system and Google drive before presentation. The researcher will use percentile analysis to analyse the survey results. This can identify the results from typical scores and gain useful details about consumer habits that ordinary average score measurements may miss.





(this box should expand as you type)



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:

	
	



If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
N/A
(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	200 participants will be expected.


(this box should expand as you type)

	11
	Who will the participants be?

	
The survey will conduct from the age group of 18 to 45 and followers of luxury fashion brands who interact with digital media

(this box should expand as you type)

	12
	How will you identify the participants?
	Participants identify  who extensively interact with social media and digital campaigns.
Participants will be invited to complete the survey via social media and screening questions will be used to select participants who meet the required characteristics. Data will be collected anonymously and no identifying data will be collected.

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants then enter N/A and go skip to question 3.

	
	Risk to participants:
Participants may face risks related to disclosure of personal opinions, potential emotional discomfort while reflecting on shopping behaviour, and concerns over sharing personal data in surveys. Although the study does not involve physical harm, risks may arise from confidentiality breaches or unintended identification through demographic responses.
(this box should expand as you type)
	How you will mitigate the risk to participants:
To mitigate risks, all survey responses will remain anonymous, with no identifying details collected. Data will be securely stored and used solely for academic purposes. Participants will be informed of their right to withdraw anytime, ensuring voluntary and stress-free participation.

(this box should expand as you type)

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	The current research focuses on consumer perceptions of festive season digital campaigns in the UK luxury fashion industry. It does not involve topics of a highly sensitive or distressing nature such as sexual activity, drug use, or criminal activity. However, in the unlikely event that participants disclose information they find upsetting or which raises potential legal/ethical concerns, clear procedures will be followed. Participants will be reminded that their responses are voluntary and they may skip any question they do not wish to answer. If disclosure of potentially illegal activity occurs, participants will be informed that the research team may be required to share the information with the relevant authorities. Where appropriate, participants will also be provided with links to consumer support services and helplines for further advice.

(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
The investigator may face risks such as emotional fatigue during data analysis, potential stress from handling large datasets, or accusations of bias or impropriety in interpreting findings. Minimal personal safety risks exist as the study uses online surveys.
(this box should expand as you type)
	How you will mitigate the risk to the investigator:
Risks will be mitigated by adhering strictly to ethical guidelines, ensuring transparency in data handling, and maintaining professional boundaries. Regular supervision and peer feedback will support objective interpretation. Using online tools minimises physical risk and protects the investigator’s personal safety.

(this box should expand as you type)

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
Potential risks include reputational damage if ethical procedures are not followed, data breaches compromising participant confidentiality, or findings being misinterpreted. Non-compliance with data protection regulations could also expose the institution to legal or financial repercussions. .

(this box should expand as you type)
	How you will mitigate the risk to the University:
Risks will be mitigated through strict adherence to GDPR and institutional ethical guidelines, anonymising all participant data, and ensuring secure data storage. Findings will be presented transparently, avoiding misrepresentation, thereby protecting the university’s reputation and preventing any financial or legal liability.

(this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
As this study is survey-based and conducted online, there are no direct environmental risks such as pollution, waste generation, or ecological damage. The only minor impact may arise from digital resource use, including electricity and internet consumption.


(this box should expand as you type)
	How you will mitigate the risk to environment:
Environmental risks will be minimised by conducting all research activities digitally, avoiding printing, travel, or physical resource use. Data collection, storage, and analysis will remain entirely electronic, ensuring a low-carbon footprint and eliminating any possibility of environmental harm.


(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	Participants will be provided with a debrief at the Starting of the survey, explaining the purpose of the study and how their responses will contribute to the research. They will be reassured about anonymity and thanked for their participation. For feedback, a dedicated email address will be created where participants can request further details or summaries of findings. Additionally, a project blog will be set up to share key results, ensuring transparency and accessible communication without personal contact.






(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	Participants will be fully informed about the research purpose, procedures, risks, benefits, and their rights before data collection begins. For this study, data will be collected via an online questionnaire. A dedicated consent screen will appear before the survey starts, outlining confidentiality, voluntary participation, and the right to withdraw at any stage. Participants will indicate consent by clicking “Next,” which will serve as confirmation in line with ethical standards and data protection legislation, ensuring informed and legally compliant participation.


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	All participant responses will remain anonymous, with no names or identifying details collected. Data will be stored securely and used solely for academic purposes. In research outputs, findings will be presented in aggregate form, ensuring confidentiality. No individuals or organisations will be named without explicit permission.


(this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐

	☒


	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	N/A


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☒

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	N/A



(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☐
	☒

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	All data will be stored on a secure, password-protected university computer with regular institutional backups. Files will be anonymised to remove identifying details and, where appropriate, pseudonymisation will be applied. Data will not be stored on personal devices or non-GDPR-compliant cloud services. Access will be restricted to the researcher only, ensuring confidentiality and compliance with data protection regulations.





(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	N/A






(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Access to the data will be restricted to the principal researcher and the academic supervisor overseeing the study. In addition, the second marker or external examiner may review anonymised data for assessment purposes. No other individuals, organisations, or external parties will have access to the collected research data.


(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	The principal researcher will have full control of the data generated and act as the custodian throughout the project. Responsibility includes ensuring secure storage, maintaining confidentiality, and managing access in line with ethical and institutional requirements. No other individual will exercise control over the collected data without authorisation..


(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All research data will be stored securely on a password-protected personal hard disk with restricted access. Data will be anonymised and kept in digital form only. It will be retained for a period of five years in line with institutional guidelines, after which it will be permanently deleted.



(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒




SECTION I: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Uday s kikani
	Date:
29/09/2025

	2
	Director of Studies/Supervisor:
	Gwyneth jones
	Date:
03/11/2025

	3
	Signature:
	Gwyneth Jones

	





FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	
	Date:


	2
	Name:
	

	3
	Role:
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