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[bookmark: _Toc175948051]Abstract
Aim: This research study aims to examine the impact of digital media on brand image in the high-street fashion retail sector in the United Kingdom.
Methods: Semi-structured interviews were conducted with the professionals in the industry along with a literature review. the study adopted a thematic and content analysis method to determine how digital marketing and trends impact the perception of fashion brands. 
Result: The results of the study revealed that social media, specifically Instagram and TikTok, has a significant impact on the formation of the brand image, both positive and negative. Brand reliability can only be nurtured with the help of social media partnerships and other advertising strategies. Thirdly, the adoption of new technologies like AR and AI enhances consumer relations and the brand image of the company.
Conclusion: The research concluded that there are significant benefits to be derived from digital media in the process of branding, but there are also risks that have to be properly addressed. The study advanced theoretical and practical understanding and provided specific guidance for high-street fashion retailers to enhance their digital media activities in a shifting environment.
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[bookmark: _Toc175948052]Chapter 1 - Introduction
1.1. [bookmark: _Toc175948053]Background
Brand image is a crucial aspect of consumer behaviour, encompassing the perceptions and associations that consumers form about a brand (Parung, 2019). Parung (2019) emphasised that in the UK's high-street fashion retail market, brand image significantly influences consumer preferences and purchase decisions. It was found by Faria (2023) that the percentage of consumers who are willing to buy products from a specific brand increases by 60% when they hold a positive image of the brand. Consequently, a positive brand image enhances the chances of the retailer in a competitive market since consumers are willing to spend their money on that specific brand. This research thus attempts to establish how a brand image can be enhanced through various communication tactics by appraisal and adaptation by high-street fashion retailers as they seek consumer attention to sustain consumer support.
Digital media refers to any communication technique that uses the internet and that includes social media, the web, mobile and online advertising, which retailers use to reach consumers. Digital networks are now pervasive and have revolutionised how various brands reach their target market (Kelley, 2023). Dixon (2024) noted that 56.2 million of the respondents were identified from the United Kingdom (UK) as active social media users by the beginning of January 2024. It meant that the social media penetration rate was at 82 per cent. Social media platforms such as Instagram, Facebook and TikTok have become integral to fashion marketing, with retailers leveraging these platforms to showcase their products, engage with consumers, and build brand communities.
The use of digital media tools significantly affects the brand image, with literature revealing the link between useful digital media activities and improved brand image (WARC, 2023; Marroncelli and Braithwaite, 2022). Another survey by WARC (2023) showed that 74% of consumers follow brands on social media sites for updates on new products and offers, which suggests the suitability of such platforms for brand image construction. Furthermore, digital media enables brands to market themselves to a specific audience and improve the overall health of the brand image. This aligns with Marroncelli and Braithwaite’s (2022) study that most high-street fashion retailers such as ASOS and Topshop have been able to make efficient use of other forms of media in the creation of powerful brand images.
[bookmark: _Toc175948054]2.2. Problem Statement and Rationale
Though consumers in the UK are increasingly using digital media in their purchases of fashion apparel and accessories, King (2021) indicated that many high-street fashion retailers have to fully utilise these platforms to sustain and rejuvenate their brands. This difficulty lies in the very essence of digital media and fast-evolving consumer behaviour. Kelley (2023) and Dixon (2024) agreed that digital media users are present, but the question of how to continually maintain a positive brand image amid this digital change is still lacking. Faria (2023) stated that 60% of consumers are likely to go for brands that they hold a positive attitude towards showing that brand image is crucial. Thus, further analysis of the digital media’s configurations is crucial to determine how such approaches may be optimised to enhance the brand image to help retailers maintain customers’ loyalty and achieve a competitive edge in the era of retail outlets’ oversaturation.
[bookmark: _Toc175948055]2.3. Rationale
This research therefore fulfils a significant gap in the current literature by considering the extent and nature of the effects of digital media on the brand image of the UK high-street fashion retail sector. There are over 2.3 billion active users of social media platforms and because digital media can influence consumer perceptions (Dixon, 2024; WARC, 2023), it is crucial for retailers to be aware of how to best employ these tools. Through the evaluation of current digital marketing tactics and recognising major trends in digital media, this study seeks to offer guidance to fashion retailers on refining their image and method of promoting to consumer audiences. This will not only contribute to academic knowledge but also offer practical benefits for industry stakeholders.
[bookmark: _Toc175948056]2.4 Aims and Objectives
This study aims to examine the impact of digital media on brand image in the UK high-street fashion retail market. The following are the research objectives of this study;
· To analyse the impact of digital media on brand image in the UK High-street fashion retail market.
· To evaluate digital marketing strategies employed by UK High-street fashion retailers.
· To identify digital media factors and trends impacting brand image in the UK High-street fashion retail market.
[bookmark: _Toc164561807][bookmark: _Toc175948057]2.5 Research Questions
· What is the impact of digital media on brand image in the UK High-street fashion retail market?
· How effective are digital marketing strategies employed by UK High-street fashion retailers?
· What are the digital media factors and trends impacting brand image in the UK High-street fashion retail market?
[bookmark: _Toc175948058]2.6 Chapter Summary
This chapter introduced the importance of brand image in the UK's high-street fashion retail market, highlighting the influence of digital media on consumer perceptions and purchase decisions. It outlined the problem statement, research rationale, aims, objectives, and research questions, emphasising the need to analyse digital media's impact on brand image.


[bookmark: _Toc175948059]Chapter 2-Literature Review
[bookmark: _Toc175948060]2.1 Introduction
This chapter discusses the effects that have been brought about by the digital media in the formation and development of the brand image especially taking into account the digital marketing efforts, current trends, and frameworks in the UK high-street fashion retail business market.
[bookmark: _Toc175948061]2.2 Empirical Findings
[bookmark: _Toc175948062]2.2.1 Digital Media and Brand Image
Nash (2019) and Jeon (2017) pointed out that digital media has a very important influence on the brand image situation within high-street fashion retailing in the United Kingdom. While Nash explored the impact of social media technologies on quality and credibility perceptions, Jeon analysed how consumers develop an emotional bond with brands through multiple digital touchpoints. However, these studies are focused only on well-known platforms like Instagram and Facebook while omitting newly trending and especially popular among the younger generation platforms, such as TikTok. Additionally, previous studies (Falgoust et al., 2022) tend to provide limited distinction for the level of customer involvement and brand perceptions in various social media platforms, suggesting that future investigations must be more refined. Furthermore, although it has been ascertained that user-generated content has a positive effect on brand credibility (Hollebeek and Macky, 2019), there is little knowledge about how persistent the use of digital media has on brand loyalty at the same time. This is an important gap since knowledge of the patterns of long-term engagement may help to analyse the ways of consumer’ retention in a highly competitive market.
[image: Digital 2021: Global Overview Report — DataReportal – Global ...]Table 1Source:  Data Reportal, 2021

In line with this, a study by Smith and Zook (2024) found that high-street fashion brands that offered target customers digital promotion techniques like tailored ads and engaging material, enjoyed a notable improvement of their customers’ satisfaction levels. Real-life examples from high-street retailers in UK like Topshop and ASOS suggest that only strong digital media campaigns positively impact both the awareness and credibility of the brands online (Hatley, 2021). In totality, the application of strategic digital media practices results to a fortified brand image, which supports the notion that brand must be evident and active on social media platforms.
[bookmark: _Toc175948063]2.2.2 Digital Marketing Strategies in High-Street Fashion Retail
Diverse digital marketing strategies such as social media marketing, influencer collaborations, email marketing, and ads for a selected audience remain significant for fashion retail brands selling on high streets (Jones and Livingstone, 2018). It has become evident through the use of social sites like Instagram and Facebook, Top Shop and Zara have embraced social media for high level of customer interaction thus boosting its awareness and loyalty. However, while these strategies are popular, there is little discussion about their sustainability and decreasing efficiency as the promotional channels become more and more saturated with advertisements.
Koivulehto (2017) pointed out that being a photo-sharing application, Instagram is especially suitable for the beauty-oriented fashion sector, allowing brands to present new collections and trends more dynamically. Yet, the focus on the use of visual content raises such issues as the diversity of consumers and their representation, which has not been discussed comprehensively in literature yet. Likewise, the partnership with influencers, who serve as credible sources of information on brands, has been effective, but there is increasing concern about the genuineness of their endorsements and the effects they have on consumer trust (Hahl, 2023).Table 2 Source: Social Shepherd, 2020
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Email marketing continues as another vital channel as stated by Sahni, Wheeler, and Chintagunta (2018) noting that targeted emails receive higher opening rates and are more effective in sparking customer engagement. Nevertheless, the problem of large-scale segmentation and personalisation, especially in a field as vast as the fashion sector, requires further research. This research argues that while the current literature explores the different ways in which customer engagement can be achieved successfully (Kumar et al., 2019), there are still gaps, especially concerning the shortcomings of this strategy, including the possibility of customer fatigue due to excessive and invasive postings.
However, despite the established research on the benefits of targeted advertisements in achieving consumer segmentation (Camilleri and Camilleri), there is little research done in the influence it has on consumer brand attitude, especially regarding privacy and ethics of data usage. While the attempts to employ data analytics for developing targeted shopping experiences are promising, this practice raises concerns for consumer privacy that are not discussed effectively in the prior literature (Olsen and Pracejus, 2020).
[bookmark: _Toc175948064]2.2.3 Digital Media Factors and Trends
High-street fashion retail market can significantly be influenced by the factors of digital media and emerging trends. This research work carried out by Chahal and Rani (2017) enlightened about the essence of social media engagement and revealed that brands with an active and, more appropriately, interactive social media platforms always receive higher level of consumer confidence and loyalty. According to Siddiqui et al. (2021), this involves the use of facets, such as customer reviews and shared photos, which improves the credibility and the authentic nature of the brands. Moreover, Farivar, Wang and Yuan (2021) discussed the effects of influencer marketing, stating that collaborating with key opinion leaders may significantly increase the overall recognition and appeal of brands among specific audiences. 
Olsen and Pracejus (2020) pointed out the rise of personalisation in advertising, and especially, the use of targeted digital advertisement has been equally successful in this context since it engages the consumer and creates a favourable image about the brand. Moreover, according to Munaro et al. (2021), the change of content type from writing to video has emerged as a major aspect of reaching the consumer’s attention and presenting the brand’s values to them effectively. Combined, these research studies highlight the importance of factors and trends in digital media specifically for influencing the brand image of high-street fashion retailers. It makes clear that effective and progressive digital marketing strategies are needed for utilisation amidst the continuously evolving nature of digital media.
[bookmark: _Toc175948065]2.2.4 Theoretical Framework
In this research, Brand Equity Theory and Social Influence Theory are mainly used to analyse the role of digital media in influencing the brand image in the high street fashion retail sector in the UK. The theoretical framework chosen for this research is the Brand Equity Theory by Aaker (1991) which impacts the structure of this research as it hinges on factors such as brand recognition/awareness, brand identity/loyal, perceived quality, and brand image. Keller’s Consumer-Based Brand Equity (CBBE) Model (1993) expands upon this by stating that associations that are strong, favorable, and unique result in positive brand resonance and thus higher consumer loyalty. Specifically, Brand Equity Theory is useful with regard to the explored concept since it allows identifying how these aspects are impacted by digital media and, particularly, social media platforms such as Instagram and TikTok. For instance, when high-street fashion brands use interactive content, followed by personalised advertisement on social networks, they improve brand familiarity and make consumers develop increased positive feelings towards brands, in this case the fashion brands, hence improved brand equity.
Another theory pertinent to this study is the Social Influence Theory, by Kelman (1958). This theory postulates that people’s action or attitude change and are in a way influenced by the people around them, especially in the social context such as social media. In the context of high-street fashion retail, Social Influence Theory reveals how the customers’ usage and purchase patterns are impacted by a social media posts such as likes, shares, and other endorsements by friends and celebrities. For instance, whenever a famous fashion blogger promotes a brand on Instagram, it is likely to enhance the brand reputation and attract the attention of potential buyers. Based on the integration of these two theories, this research explores the role digital media plans used by high-street fashion retailers in the UK in the development and continuation of brand equity, with particular attention to the role of social media in shaping the consumers’ perceptions and enhancing their brand loyalty.
[bookmark: _Toc175948066]2.3 Literature Gap
Although Nash (2019) and Hollebeek and Macky (2019) have analysed the role of the socio-digital media in the formation of brand image in the UK high-street fashion market, little is known about the contribution of the long-term social media engagement on the formation of brand loyalty. However, one issue that warrants further research according to Chahal and Rani (2017) is the part played by consumer trust in this relationship. More research is required to understand the gap of how trust mitigates the effect of digital media tactics on long-term consumer allegiance and behaviour in the high-street fashion market.
[bookmark: _Toc175948067]2.3 Chapter Summary
There were several discoveries made and one of them was that brand image in the high-street fashion retail market is highly influenced by the use of digital media in the United Kingdom. Marketing techniques like social media posting, collaboration with other influencers, and customer segmentation via email increase the visibility of a brand and customer retention. Digital media elements notion and impact given by customer reviews and influencer marketing as well as advertisements increase brand credibility. Theoretical frameworks indicate that through digital media, brand equity is enhanced and consumers’ loyalty is encouraged.


[bookmark: _Toc175948068]Chapter 3 – Methodology
[bookmark: _Toc175948069]3.0 Introduction
The research method chapter of this study will identify the method used and procedure followed in determining the impacts of digital media on brand image in high-street fashion retail in the United Kingdom. 
[bookmark: _Toc175948070]3.1 Sample
The target population of this study is the professionals in the UK's high-street fashion retail market. In particular, the study focuses on users from 19 to 55 years old as this population is recognised as the most active in engaging with fashion brands digitally. The reason for choosing this age group is based on arguments stating that young adults are the most active users of social media sites (Dixon, 2024), which gives them the power to shape brand image within the context of the social media environment.
[bookmark: _Toc175948071]3.2 Obtaining the Sample
The method of sampling used in this study was convenience sampling that is a type of non-probability sampling. Convenience sampling has been deemed suitable because of practicality and efficiency, especially considering the time limitation of this work (Winton & Sabol, 2022). One weakness of convenience sampling is that because the participants are not selected randomly, there could be systematic biases in the study (Polit and Beck, 2012), but one advantage of convenience sampling is that this type of sampling is ideal for exploratory research, where the primary aim is to identify trends rather than establishing the findings among the whole population (Etikan, Musa and Alkassim, 2016). The participants were registered from social media sites, fashion groups, and professional media networks. This strategy made it possible to get participants from both the consumer side as well as the industry side hence getting both the perspectives about the branding and the influence of digital media.
[bookmark: _Toc175948072]3.3 Data Collection
[bookmark: _Toc175948073]3.3.1 Primary Data Collection: Semi-Structured Interviews
For the primary data collection in this research, semi-structured interviews were adopted. Semi-structured interviews were chosen because they give an opportunity to discuss participants’ experiences and views in detail but have a reassured structure to turn to in case of achieving unexpected or fascinating answers (Walliman, 2017). This method is especially useful when exploring social issues like the influence of digital media on the brand image of a product since the application of standard questions and answers may not be comprehensive enough (Mohajan, 2018).
It was deliberate to use interviews instead of other forms of data collection like questionnaires. Although questionnaires can cover more people and offer measurable results, they can miss details necessary to analyse how brand perception is affected by digital media (Sileyew, 2019). While questionnaires are easier to administer and can be completed at the participant’s convenience, interviews provide more comprehensive detail and the researcher is able to probe deeper into the participant’s answers. The interviews were semi-structured and based on an interview guide that included 10 questions aimed at gaining the participants’ perception of different elements of digital media and brand image. To achieve this, questions were developed in such a way that did not predispose any particular answer, so as not to influence the participants. The semi-structured nature of the interview allowed for all issues to be raised and at the same time offered the participants the opportunity to steer the conversation in a directions that was not foreseen by the researcher.
Possible limitations of interviews like the bias of the researcher interacting with the participants and the time-consuming nature of the method were managed through the application of best practices like being neutral when conducting the interviews and refraining from expressing personal opinions (Walliman, 2017). It was also important to maintain credibility during each of the interviews; therefore, all interviews were audio-taped and transcribed in full detail.
[bookmark: _Toc175948074]3.3.2 Secondary Data Collection
Secondary data was collected from articles, research papers and other related publications that explore the impact of digital media on brand image. The articles used in the research have had to meet certain criteria to qualify as secondary sources: published in the last ten years, in English, and focusing on the High Street fashion retail sector in the UK. This approach assist in avoiding acquisition of irrelevant information while at the same time ensure the collected information is relevant to the research question (Ajayi, 2017).
The another advantage of using the secondary data was that it provided background information about the study subject thus enhancing the triangulation of data and enhancing the credibility of the study (Gheyle and Jacobs, 2017). The analysis of the secondary data used content analysis in which the information collected was categorised into themes that were in consonance with the primary research.
[bookmark: _Toc175948075]3.4 Data Analysis
Thematic analysis was used to analyse the collected primary data. Thematic analysis is a technique of analysing and describing patterns (themes) within the data, which is essentially about coding the data and putting these codes into categories that provide an understanding of the important characteristics of the data (Terry et al., 2017). This method was adopted because it enabled the researcher to go further into the experiences of the participants; hence, the trend of using this method to establish the diverse effects of digital media on the brand image was appropriate. The interviews were coded manually and the transcripts of each interview were read through several times to look for patterns and themes. 
[bookmark: _Toc175948076]3.5 Ethics
In this study, it was important to uphold professionalism and observe the various ethical concerns. The study complied with the UWTSD Ethics Process in order to conduct the research in a responsible and ethical manner. All the participants involved in the study signed a consent form before they participated in the study. To ensure the participants understood their role in the study, they were provided with information on the purpose, procedures involved, and their right to withdraw from the study at any time without any repercussions. In terms of participant privacy, all collected data were anonymised, and there was no identification of specific participants based on the results of the conducted research. Also, personal information of the respondents was treated with a lot of concern and data management was done following the UWTSD data protection procedures.
[bookmark: _Toc175948077]3.6 Summary
The present chapter provided the rationale for choosing the method of data collection, specifically, semi-structured interviews, and the type of sampling, namely, convenience sampling. The choice of the data collection methods ensured that comprehensive and detailed information was collected on the effect of digital media on image in the high-street fashion retail market in the UK. Data analysis involved thematic analysis and the issue of ethics was also given adequate attention to ensure that the study was done in an ethical manner with participants being protected.


[bookmark: _Toc175948078]Chapter 4 - Result
[bookmark: _Toc175948079]4.1. Introduction
The result chapter will focus on the findings of the semi-structured interviews conducted with high-street fashion retail stakeholders in the UK and the analysis of the literature published in the last five years. Drawing on qualitative data, the chapter will discuss the effects of digital media on brand identity and will provide a synthesis of current trends and approaches in the field.
[bookmark: _Toc175948080]4.2. Demographic Characteristics
Table 1 provides an overview of the demographic characteristics of the 10 participants involved in this study. The participants were selected based on their positions in the UK high-street fashion retail market and their experience with digital media strategies. The demographic information collected includes age, academic qualifications, current position in the organisation, years of experience in the fashion retail industry, the niche of the high-street fashion market their brand belongs to and the digital channels their brand used to engage with customers (Figure 1, Table 1).
Figure 1 - Demographic Quantitative Characteristics 
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Table 1 – Demographic Characters
	Participant
	Age
	Academic Qualification
	Current Position
	Years of Experience in Fashion Retail
	Niche of High-Street Fashion Market
	Digital Channels Used

	1
	32
	Bachelor's in Marketing
	Marketing Manager
	8
	Contemporary Fashion
	Instagram, Facebook

	2
	40
	MBA
	Brand Director
	15
	Luxury
	Instagram, TikTok

	3
	29
	Bachelor’s in Fashion Design
	Social Media Coordinator
	5
	Fast fashion
	Instagram, Twitter

	4
	35
	Master's in Business Management
	E-commerce Manager
	10
	Contemporary Fashion
	Facebook, Email

	5
	42
	MBA
	Marketing Director
	18
	Premium
	LinkedIn, Instagram

	6
	27
	Bachelor's in Business Administration
	Digital Marketing Specialist
	4
	Fast fashion
	TikTok, Instagram

	7
	38
	Master’s in Fashion Marketing
	Brand Manager
	12
	Contemporary Fashion
	Instagram, Pinterest

	8
	31
	Bachelor’s in Communications
	Content Strategist
	7
	Luxury
	Instagram, Facebook

	9
	45
	MBA
	Senior Marketing Executive
	20
	Premium
	LinkedIn, Email

	10
	34
	Master’s in Digital Marketing
	Digital Media Manager
	11
	Fast fashion
	Instagram, Snapchat


The participants included in this study represented a range of niches within the high-street fashion market, ensuring a comprehensive understanding of how digital media impacts brand image across different segments.
[bookmark: _Toc175948081]4.3 Characteristics of Selected Studies 
The chosen study presented various views on the effects that digital media and technologies have on the fashion industry with a focus on the United Kingdom. For instance, Gornostaeva (2023) explored how the digital commerce environment influences the business models of new-generation fashion designers in London and the interactions between online and offline contexts. Tariq (2021) examined the impact of social media in enhancing customer relationships during the COVID-19 pandemic to support fashion retail firms. Taifa et al. (2020) investigated the digitilisation of UK apparel manufacturing, emphasising the role of Industry 4.0 technologies in optimising production networks. Nash (2019) offered some information about how, why and to what extent social media affects consumers’ decision-making in fashion retail by generation. Lastly, Marroncelli and Braithwaite (2022) explained the influence of celebrity culture and social media on the decline of the British high street with a specific focus on influencers. Altogether, these sources evidenced the impact of digital media on different aspects of the fashion sector. 
[bookmark: _Toc175948082]4.4. Thematic Analysis
This section will offer a thematic analysis of the interviews that were conducted with the participants based on Clarke and Braun’s (2013) Six-Step Data Analysis Process. The study aimed to determine the effect of digital media on brand image in the context of the high-street fashion retail industry of the United Kingdom. The six steps mentioned in Figure 1 are explained below along with the emerging four themes.
Figure 1 - Clarke and Braun’s (2013) Six-Step Data Analysis Process
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1. Familiarisation of Data - The interview transcripts were thoroughly read and re-read to understand the participants' perspectives.
2. Generation of Codes - In the second step, relevant data segments were coded with labels. Each segment of the interview transcripts that related to the impact of digital media on the brand image was tagged with descriptive labels. For example, codes such as "social media influence," "customer feedback," and "emerging trends" were generated (Table 2). The coding process was thorough, ensuring that all relevant data were captured and categorised.
Table 2 - Coding
	Quote
	Code

	"Social media is a double-edged sword. It can boost our brand image but can also harm it."
	Social media influence

	"Customer feedback on Instagram has shaped how we present our new collections."
	Customer feedback

	"Digital marketing is evolving so fast, it's crucial to stay ahead with the latest trends."
	Emerging digital trends

	"Collaborating with influencers has really helped us connect with our target audience more effectively."
	Influencer collaborations

	"We use personalised ads to target specific demographics and it has significantly increased engagement."
	Targeted advertising

	"The use of AR in our online store has created a more immersive shopping experience for our customers."
	AR and immersive technology

	"Negative reviews on social media have forced us to rethink our branding strategy multiple times."
	Impact of negative feedback

	"Our email marketing campaigns have a higher open rate when we personalise the content based on customer data."
	Personalised email marketing

	"Real-time interaction with customers on social media platforms has become a key part of our strategy."
	Real-time customer engagement

	"Adopting AI has allowed us to predict trends and respond faster to market changes."
	AI-driven trend prediction

	"We regularly analyse social media metrics to adjust our campaigns and optimise brand perception."
	Social media analytics and optimisation

	"The fast pace of digital change means we need to constantly innovate to stay relevant."
	Need for continuous innovation

	"User-generated content has been a powerful tool in enhancing our brand's credibility."
	User-generated content


3. Combining Codes into Themes - In the next step, similar codes were grouped to form broader themes (Table 3).
Table 3 - Combining Codes into Themes
	Code
	Theme

	Social media influence
	Influence of Digital Media on Brand Perception

	Impact of negative feedback
	Influence of Digital Media on Brand Perception

	Customer feedback
	Consumer Engagement and Feedback Integration

	Real-time customer engagement
	Consumer Engagement and Feedback Integration

	Influencer collaborations
	Digital Marketing Strategies and Their Effectiveness

	Targeted advertising
	Digital Marketing Strategies and Their Effectiveness

	Personalised email marketing
	Digital Marketing Strategies and Their Effectiveness

	Emerging digital trends
	Emerging Digital Media Trends and Technological Innovations

	AR and immersive technology
	Emerging Digital Media Trends and Technological Innovations

	AI-driven trend prediction
	Emerging Digital Media Trends and Technological Innovations

	Social media analytics and optimisation
	Emerging Digital Media Trends and Technological Innovations

	Need for continuous innovation
	Emerging Digital Media Trends and Technological Innovations

	User-generated content
	Consumer Engagement and Feedback Integration


4. Reviewing Themes - In the fourth step, the themes identified in the previous stage were carefully reviewed and refined. This step involved ensuring that each theme accurately represented the data and that there was a clear distinction between the themes. The data within each theme were examined to confirm coherence and any overlaps or ambiguities were addressed. For instance, some codes overlapped between "Influence of Digital Media on Brand Perception" and "Consumer Engagement and Feedback Integration," resolved by assigning feedback directly influencing brand perception to the former and ongoing engagement strategies to the latter.
5. Determining Significance of Themes - Next, the significance of each theme was determined by assessing its relevance to the research objectives (Table 4). This step involved ranking the themes based on their frequency of occurrence in the interviews and their importance in understanding the impact of digital media on brand image.
Table 4 – Significance of Themes
	Theme
	Significance

	Influence of Digital Media on Brand Perception
	Highly significant, as it was frequently mentioned and directly relates to the core research objective of understanding brand perception.

	Digital Marketing Strategies and Their Effectiveness
	Crucial for evaluating current practices in digital marketing, with practical implications for the industry.

	Emerging Digital Media Trends and Technological Innovations
	Important for future-oriented insights, highlighting the role of new technologies in shaping brand image.

	Consumer Engagement and Feedback Integration
	Vital for understanding the role of consumer feedback in maintaining and improving brand image over time.


6. Reporting of Findings - The final step involved reporting the findings based on the identified themes. Each theme is discussed in detail, supported by direct quotes from the interviewees, to illustrate how digital media impacts brand image in the UK's high-street fashion retail market.
[bookmark: _Toc175948083]4.4.1. Theme 1 - Influence of Digital Media on Brand Perception
The first theme discussed the extent to which social media and other digital platforms have become influential in defining the perception that consumers have about fashion brands. The participants showed concern about the role of social media as a force that can both build and ruin brand image. 
“A single negative comment on social media can escalate and harm the brand image in a short span.” (Participant 3)
“Social media is a double-edged sword. It can boost our brand image but can also harm it." (Participant 5)
This statement is a clear indication of the fact that brands are sensitive to social media interactions and consumers can change their perception of a brand very fast. The theme also tries to convey the message that brands should not just set up a presence online and then leave it to their own devices. 
[bookmark: _Toc175948084]4.4.2. Theme 2 - Digital Marketing Strategies and Their Effectiveness
The second theme looked at different approaches used by high-street fashion retailers to use digital media to develop and sustain a brand image. Regarding the particular strategies, few of the participants testify to the significant role of the influencers in building the brand’s audience and increasing its trustworthiness.
“Collaborating with influencers has really helped us connect with our target audience more effectively.” (Participant 7)
Furthermore, it was established that other important forms of advertising like personalised selling are considered to be an essential technique of getting to consumers and retaining them through emails. 
“Our email marketing campaigns have a higher open rate when we personalise the content based on customer data" (Participant 9)
Therefore, the effectiveness of these strategies shows that modern marketing is more effective when it is targeted and individualised. 
[bookmark: _Toc175948085]4.4.3. Theme 3 - Emerging Digital Media Trends and Technological Innovations
The third theme was focused on the role of new technologies including Augmented Reality (AR) and Artificial Intelligence (AI) in brand image. Most of the participants noted that the use of emerging technologies (such as AI and AR) is altering the customer experience and making it more interactive. 
“AR is altering the way consumers interact with goods and services in the internet environment, it is revolutionising shopping.” (Participant 2)
“AI integration in our online store has brought in a new experience to our customers.” (Participant 5)
 This revealed how AI and AR can act as a tool for brands to differentiate themselves in a very competitive market and provided ways how to come up with strategies that will enhance the experience of consumers with the brand.

[bookmark: _Toc175948086]4.4.4. Theme 4 - Consumer Engagement and Feedback Integration
The final theme highlighted the importance of actively engaging with consumers and integrating their feedback into branding strategies. Participants noted that real-time interaction on social media and the use of user-generated content is essential for maintaining a strong brand image. 
"We use customer feedback from social media to improve our campaigns and ensure they resonate better with our audience." (Participant 7)
This theme underscored the value of two-way communication in digital marketing, where brands not only broadcast their messages but also listen to and act on consumer feedback.
The analysis of four themes showed the importance of strategic digital marketing, technologies and constant consumer interactions in managing brand image in the UK high-street fashion retail market and provided useful insights for further development in the context of the digital environment.
[bookmark: _Toc175948087]4.5. Content Analysis
[bookmark: _Toc175948088]4.5.1. Influence of Digital Media on Brand Perception
Digital media's influence on brand perception is a recurring theme across the selected studies. Nash (2019) emphasised how social media platforms significantly shape consumer decisions, particularly among Generation X and Y. The study revealed that while social media is a powerful tool for influencing consumer behaviour, its impact on final purchasing decisions is not as straightforward as previously assumed. Gornostaeva (2023) added that despite the increasing role of social media in marketing designer products, this does not necessarily lead to greater visibility or success for emerging designers. The large retailers' dominance in the fashion ecosystem, particularly those adept at channel diversity, still plays a significant role in maintaining brand visibility and perception. Marroncelli and Braithwaite (2022) further argued that social media, particularly through celebrity influencers, has reshaped consumer perceptions and behaviours, contributing to the decline of the British high street as consumers increasingly turn to online shopping driven by instant gratification.
The influence of digital media on the brand image is a shared aim that emerged from the selected papers (Nash, 2019; Gornostaeva, 2023; Braithwaite, 2022). Nash (2019) highlighted the fact that social media plays a strong role in influencing the buying decisions of consumers, especially Generation X and Y. The research also confirmed that social media is a strong tool that influences the buying decisions of consumers, but the ultimate buying decisions are not as much influenced by social media as was once expected. According to Gornostaeva (2023), although social media has become more important in promoting designer products, this does not mean that emerging designers gain more visibility and success. Although the large retailers’ hold over the fashion ecosystem especially those who have achieved channel diversification, still have a major role in sustaining brand recall and image. Marroncelli and Braithwaite (2022) also pointed out that through celebrities and other social media, consumers’ perceptions and behaviours have changed, leading to the closure of high-street retailers as customers shift to online shopping due to the instant satisfaction they get.
[bookmark: _Toc175948089]4.5.2. Digital Marketing Strategies and Their Effectiveness
The impact of digital marketing is well-covered in the literature by several authors (Tariq, 2021; Gornostaeva, 2023). Tariq (2021) examined the way fashion retailers in the UK changed their digital marketing approaches (like influencer collaborations, social media campaigns, Search Engine Optimisation (SEO), etc.) during the COVID-19 pandemic, with a focus on the importance of social media in the preservation of customer relations and sales. The study called for the right use of social media to change the behaviour of consumers. Nash (2019) backed this up by showing that consumers need to be targeted through content and strategies that will make them inclined to purchase the product. Similarly, Gornostaeva (2023) pointed out that digital commerce offers fashion designers a dynamic capability, but it is the integration of online and offline sales channels that provides the greatest boost to competitive advantage. The use of integrated marketing communication, that is, the use of multiple digital media is supported by the findings of these studies. Marroncelli and Braithwaite (2022) stressed that influence plays an important role in digital marketing and stated that recommendation of fashion brands on Instagram is very effective in improving brand image among young consumers.
[bookmark: _Toc175948090]4.5.3. Emerging Digital Media Trends and Technological Innovations
Trends of new media and technologies are evolving to play major roles in the fashion industry. Taifa et al. (2020) highlighted the possibility of Industry 4.0 technologies, for instance, virtual distributed manufacturing networks, in changing the apparel manufacturing sector of the UK. The study indicated that these technologies assist in improving the operational efficiency of production planning and order distribution, which leads to increased competitiveness of SMEs in the fashion business. Gornostaeva (2023) built on this by analysing that digital commerce is emerging as a dynamic capability for fashion designers, hiding the virtual and the physical to create a strong value chain. Another trend identified in these studies is the application of AR and AI in the improvement of customer experience. Marroncelli and Braithwaite (2022) noted that as a result of the digital revolution, consumers are highly responsive to technologies such as AR which enhances shopping experiences and impacts on brand image and consumers’ loyalty.
[bookmark: _Toc175948091]4.5.4. Consumer Engagement and Feedback Integration
Consumer engagement and feedback integration are critical for maintaining and enhancing brand image. Nash (2019) demonstrated that social media platforms serve as a significant tool for engaging consumers and collecting feedback, which brands can use to refine their marketing strategies. Tariq (2021) also discussed how social media has been instrumental in strengthening customer relationships during crises, allowing retailers to maintain a dialogue with their customers and adapt their strategies accordingly. Marroncelli and Braithwaite (2022) argued that the rise of social media influencers has changed how brands interact with consumers, with influencers playing a key role in driving consumer engagement and shaping brand perceptions. Gornostaeva (2023) added that despite the growing importance of digital media, traditional retail practices and consumer feedback still play a crucial role in the survival and growth of fashion brands, especially for emerging designers.
[bookmark: _Toc175948092]4.6. Chapter Summary
This chapter provided a comprehensive analysis of how digital media impacts brand image in the UK high-street fashion retail market, integrating primary interview data with recent literature. The primary and secondary findings were aligned with each other, revealing consistent themes around the influence of social media, the effectiveness of digital marketing strategies, the impact of emerging technologies and the importance of consumer engagement and feedback integration in shaping the brand image.


[bookmark: _Toc175948093]Chapter 5 – Discussion
The first research objective aimed to understand the impact of digital media on brand image in the high-street fashion retail market of the UK. The results of the current study revealed that social media platforms inclusive of Instagram, Facebook and TikTok are influential in determining the perception of consumers. The findings of the present research are in line with the previous studies, for instance, Jeon (2017) pointed out the importance of digital media in shaping consumers’ decisions, with references to Instagram and Facebook. However, Jeon also argued that despite the digital media being crucial, the brand image is also shaped by the emotional connection consumers have with the brands at different stages. Similarly, Smith and Zook (2024) revealed that when digital media campaigns are effectively implemented, it enhances the brand recognition and believability of the brands, especially high-street fashion brands. The study by Hollebeek and Macky (2019) also supported the idea of the positive effect of user-generated content on brand credibility in the context of social media; however, the longevity of its effect on brand loyalty needs to be investigated. Therefore, the findings of the current study supported the literature by revealing that even though digital media has a positive impact on brand image it has to be well managed to avoid possible negative effects.
The second objective was concerned with assessing the performance of digital marketing tools employed by high-street fashion retailers in the UK. The current study revealed that partnerships with key influencers focused on advertising and email marketing are vital for brand building and maintaining the image. The current study findings corresponded with the existing literature where Jones and Livingstone (2018) and Koivulehto (2017) emphasised the role of social media marketing and influencers cooperation in fashion business. According to these aforementioned authors, visually oriented brands such as fashion brands are likely to benefit from platforms such as Instagram because they can post their products in a visually appealing manner. However, Hahl (2023) argued that endorsement by influencers may be fake and could harm consumers’ trust if not well dealt with. Furthermore, Sahni, Wheeler and Chintagunta (2018) also stated that it is possible to engage customers through an e-mail marketing approach with tailored messages, along with the risk of message over-communication. Overall, the results of the current study about the efficacy of digital marketing approaches corresponded with the prior literature, affirming the significance of targeted, visually-driven campaigns while highlighting potential risks that need careful management.
The third objective was to assess the main digital media factors and trends affecting the brand image of high-street fashion retail in the UK. The study established that technologies such as AR and AI are becoming influential in shaping the appearance of the shopping experiences that shape brand perception. Similar to the current study findings, Chahal and Rani (2017) explored active social media platforms where they stated that social media platforms enhance consumer confidence and loyalty. Similarly, Farivar, Wang and Yuan (2021) highlighted that influencer marketing and customised digital advertisement are also acknowledged as key factors in building a positive brand image. Munaro et al. (2021) agreed that transitioning from textual content to videos is one of the most significant trends that can help to reach the consumer and communicate brand values. Nonetheless, Olsen and Pracejus (2020) stated that while personalisation is good, it is bad for consumer privacy and data ethics and can harm brand image if not done efficiently. Hence, the results of the current study were consistent with the literature, thereby supporting the role of emerging digital media trends and technologies in the construction of the brand image and the need to personalise while being ethical.


[bookmark: _Toc175948094]Chapter 6 – Conclusion
In this last chapter, the major findings of the study will be presented along with the importance of these findings, recommendations, limitations of the study and directions for further research.
6.1. [bookmark: _Toc175948095]Key Findings
Based on the findings of this study, digital media, more specifically social media such as Instagram and TikTok have a huge effect on brand image in the context of the UK high-street fashion retail sector. Social media is a double-edged sword that can help as well as harm the brand image; hence, needs to be well monitored. Moreover, the use of digital marketing approaches like influencer marketing, paid advertising and email marketing was seen as essential for creating and nurturing brand image. However, partnerships, especially with influencers, can be useful in improving the credibility of a brand. Finally, innovations such as AR and AI were considered to be significantly relevant in enhancing engaging shopping experiences that enhance brand attitude.
6.2. [bookmark: _Toc175948096]Significance 
The contributions of this study are important because they presented a systematic knowledge of the influence that digital media has on brand image in the UK's high-street fashion retail sector. To retailers, such findings will be useful in making adjustments in the current e-marketing approaches and in integrating new technologies such as AR and AI to improve brand image. On an academic level, the study advanced the knowledge of the effects of social media and digital marketing on brand image and forms a basis on which subsequent research on the ethical consequences of digital marketing strategies and the use of new technologies in engaging consumers can be conducted.
6.3. [bookmark: _Toc175948097]Recommendation
Based on the findings, the following recommendations can be made. 
· High-street fashion retailers should focus on maintaining an active and engaging presence on social media platforms, ensuring that interactions are managed carefully to avoid potential risks. 
· Retailers should continue to leverage influencer collaborations, but with a focus on authenticity and transparency to maintain consumer trust
· The adoption of emerging technologies such as AR and AI should be prioritised to create immersive and personalised shopping experiences that differentiate brands in a competitive market.
6.4. [bookmark: _Toc175948098]Limitation
Despite the significant contribution this study has shown, some limitations of this study should be mentioned. The present study involved a small sample of 10 participants and therefore may not capture all the views in the high-street fashion retail market in the UK. Furthermore, the study was limited to marketing professionals, which means that the study could not include all the experiences and opinions of the consumers. In addition, because of the dynamic nature of digital media, the study cannot be fully generalisable over time.
6.5. [bookmark: _Toc175948099]Future research
Future research needs to examine a bigger and more diverse population to get a wider view of the high-street fashion retail sector. However, more research could be done in the future to establish the effects of digital media on brand loyalty and consumer trust in the long run, regarding new technologies like AR and AI. It would also be useful to explore the ethical considerations of personalised digital marketing, specifically the consumer privacy aspect to get a better understanding of the effects of these strategies on brand image.
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[bookmark: _Toc175948102]Appendix 1 - Eligibility criteria 
To enhance the validity of primary and secondary data gathered for this research, clear criteria for participant selection and included studies were provided in Tables 1 and 2.
Table 1 - Eligibility Criteria for Primary Data Collection
	S. No.
	Inclusion Criteria
	Exclusion Criteria

	1
	Participants who were consumers or professionals within the UK high-street fashion retail market were included.
	Individuals not engaged with the UK high-street fashion retail market were excluded.

	2
	The included participants were active users of digital media.
	Participants who did not use digital media were excluded.

	3
	The included participants were between the age bracket of 19-55.
	Individuals unwilling or unable to provide informed consent were excluded.



Table 2 - Eligibility Criteria for Secondary Data Collection
	S. No.
	Inclusion Criteria
	Exclusion Criteria

	1
	Sources from peer-reviewed articles, industry reports or credible publications were included
	Sources lacking credibility or peer review were excluded.

	2
	Data relevant to the impact of digital media on brand image were included.
	Data not directly related to the research topic were excluded.

	3
	Publications in English and published within the last ten years were included.
	Publications older than ten years and other than English language were excluded.



[bookmark: _Toc175948103]Appendix 2 - Interview Question
[bookmark: _Toc175948104]Demographic Questions
What is your age? 
 What is your academic qualification? 
 What is your position at the moment in this organisation? 
 What is your experience in the fashion retail industry, in terms of years? 
 What niche of the high-street fashion market in the UK does your brand belong to? 
 What kind of digital channels your brand use to involved with the customers?
[bookmark: _Toc175948105]Question link to aims and objectives
1. In your opinion, how effective do you think social media and other forms of online marketing affect the consumers’ perception of your brand? 
2. Would you identify some examples of cases where digital media either positively or negatively influenced your brand image? 
3. What are the ways you use to assess the effectiveness of digital media in managing your brand image and which of the measures are most effective? 
4. Which of the digital marketing techniques do you consider to be the most effective when it comes to developing and sustaining a favourable brand image in the high-street fashion sector in the United Kingdom? 
5. In what ways do you incorporate the findings from your customers into your digital marketing plans with regard to the brand image objectives? 
6. Can you share a recent digital marketing campaign and how it affected your brand, including the best practices and the main issues? 
7. Which digital media trends that are still emerging do you think have the greatest influence on brand image in the fashion retail industry? 
8. In what ways has consumer behaviour concerning digital media shifted, and what do you believe are the reasons for such shifts? 
9. What is the role of new technologies, including AR or AI, in the formation of the brand image of high-street fashion retailers?

[bookmark: _Toc175948106]Appendix 3 – Ethics Form
APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

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”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Remus Nicolae Pirvu

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐


	3
	Institute/Academic Discipline/Centre:
	


	4
	Campus:
	


	5
	E-mail address:
	


	6
	Contact Telephone Number:
	


	
	For students:

	7
	Student Number:
	2112416

	8
	Programme of Study:
	Business Management

	9
	Director of Studies/Supervisor:
	Alfred Mensah






SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐	NO
	☒
	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐	

	
	
	Institute Research Committee
	☐	

	
	
	Other (write in)

	☐	



SECTION C:  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
	☒

	3
	[List any other relevant documents here]
	☐



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	The Impact of Digital Media on Brand Image in the UK High Street Fashion Retail Market

	2
	Proposed start date:
	26.06.2024
	Proposed end date:
	30.08.2024

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the 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 the research activity is to examine the impact of digital media on brand image in the UK high-street fashion retail market. The study will help the researcher to understand the different ways through which brand image has been helpful in the UK high-street fashion retail market. Moreover, the study can be then used by high-street fashion retailers to attain an insight on how they can improve their own brand image.

(this box should expand as you type)

	4
	Research Question

· What is the impact of digital media on brand image in the UK High-street fashion retail market?
· How effective are digital marketing strategies employed by UK High-street fashion retailers?
· What are the digital media factors and trends impacting brand image in the UK High-street fashion retail market?


(this box should expand as you type)

	5
	Aims of Research Activity

This study aims to examine the impact of digital media on brand image in the UK high-street fashion retail market.


(this box should expand as you type)

	6
	Objectives of Research Activity

The following are the research objectives of this study;
· To analyse the impact of digital media on brand image in the UK High-street fashion retail market.
· To evaluate digital marketing strategies employed by UK High-street fashion retailers.
· To identify digital media factors and trends impacting brand image in the UK High-street fashion retail market.


(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, 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
	
The research approach design that will be chosen in the study is primary and secondary. For the purpose of primary data collection, a semi-structure interview will be carried out with users from 19 to 55 years old. The semi-structure interviews will help in gaining an in-depth insight regarding the participants’ experiences and views in detail related to the topic. The secondary data will contain information taken from articles, research papers and other publications regarding the impact of digital media on brand image. 
For the purpose of data analysis, the primary interviews will be analysed through thematic analysis. The secondary data will be analysed through content analysis.

(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	
The interviews will be conducted online.

(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	


(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: 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:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

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

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	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:



(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?

	10 participants will be chosen for the study.

(this box should expand as you type)

	11
	Who will the participants be?

	
The participants will be individuals from 19 to 55 years old who are active in the area of fashion brands digitally.

(this box should expand as you type)

	12
	How will you identify the participants?
	
The participants will be identified in the sense that one participant will refer to another making it easier for the researcher to recognise the participants.

(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 

	
	


(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 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	[bookmark: _Toc175948107]
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. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	[bookmark: _Toc175948108]1
	[bookmark: _Toc175948109]Full risk assessment completed and appended? 
	[bookmark: _Toc175948110]Yes 
	☒

	
	
	[bookmark: _Toc175948112]No
	☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:

The risk to participants is that they might feel their data would be leaked to a third party.

(this box should expand as you type)
	How you will mitigate the risk to participants:

This would be mitigated by ensuring that all personal data of participants is kept confidential in a password protected laptop, which is only accessible by the researcher.

(this box should expand as you type)

	3
	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

	
	
Not applicable.

(this box should expand as you type)

	4
	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 risk to the investigator is the risk of accusation of forcing participants to be part of the study.

(this box should expand as you type)
	How you will mitigate the risk to the investigator:

This will be mitigated by ensuring that each participant signs the consent form and is being part of the study voluntarily.

(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

The risk to the university is that they could be accused of not protecting the data of the participants.

(this box should expand as you type)
	How you will mitigate the risk to the University:

The risk would be mitigated by ensuring that all the personal data of participants is destroyed after the study is over.

(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

Not applicable

(this box should expand as you type)
	How you will mitigate the risk to environment:

Not applicable

(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

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

	
	
The de-briefing that will be provided to participants will be related to their participation and that they can step out of the study at any time they want. This debriefing will be done through an email that would be sent to them to confirm their participant voluntarily. It will be done before the interviews are started.

(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.

	
	
The informed consent will be signed and taken from the participants to ensure that they are part of the study by their own will.

(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. 

	
	
The anonymity of participants will be maintained by ensuring that their personal names are not used. They will be given codes which would be used to record their responses for the study.

(this box should expand as you type)



SECTION J: 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
	


(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
	


(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:

	
	

(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
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	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 any international equivalents, where appropriate):

	
	
In line with GDPR and Data Protection Act (2018), any individual not directly linked to the study will not be given any kind of access to the study’s information.

(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
The researcher only.

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
The researcher will act as the custodian for the data generated through the research activity.

(this box should expand as you type)

	24
	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. Will data be archived – if so how and if not why not.  

	
	
The data will be stored in a laptop that would be password protected. The data will be stored for the specific duration of the study being carried out. Once the study is completed, the data will be destroyed.

(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: 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:
	Pirvu
	Date:
30.08.2024



For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date:

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☐
	I have read the guidance notes supplied before completing the form.

	☐
	I have completed ALL RELEVANT sections of the form in full.

	☐
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☐
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☐
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/



[bookmark: _Toc175948114]Appendix 4 – Participant Form
 Participant Information Sheet University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@tsd.ac.uk 
            londonstudentservice@tsd.ac.uk 
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	Rhif Adnabod Cyfranogwr: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
SAMPLE PARTICIPANT INFORMATION SHEET


	Teitl Y Prosiect: / Project Title: The Impact of Digital Media on Brand Image in the UK High Street Fashion Retail Market



Dear Sir/Madam, 

My name is ………………………..and I am a ………………………..student in the School of Business, Finance and Management (London Campus), Faculty of Business and Management in University of Wales Trinity Saint David, United Kingdom. At present, I am conducting a research on The Impact of Digital Media on Brand Image in the UK High Street Fashion Retail Market. The purpose of this research is to analyse the impact of Digital Media on brand image in the UK high street fashion retail market. 
I would like to invite you to participate in my research project by answering the attached short questions developed by the researchers. Those questions will assess your opinions, experiences, knowledge, suggestions and views. Through your participation in the interviews, I hope to ascertain my research purpose to get the best opinion from you. I believe your opinion will be extremely helpful to me to carry out this research. 

All questions will be kept strictly confidential to the researchers involved and at NO time will individual questions will be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 

Please note, questionnaire should take no more than 30 minutes to complete but however, there is no time constraint. There are also no right or wrong answers. Attached to this letter along with the questionnaire there is a consent form where you will better understand researchers intension As this is a new project, your feedback is also important to me and I would be much obliged if you could also complete the feedback sheet along with the questionnaire. I understand that your time is at a premium, but your opinions are very valuable to me. 
After careful and precise analysis of the data obtained from this questionnaires/interviews, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of current level of knowledge and future findings. The results of the research will be feedback to Director of Studies, Supervisor, University and British Library. 

I thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 

NAME & ADDRESS OF RESEARCHER

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@tsd.ac.uk 
           londonstudentservice@tsd.ac.uk 




[bookmark: _Toc175948115]Appendix 5 – Consent Form
Participation Consent Form 
University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk 
            londonstudentservice@uwtsd.ac.uk 
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	Rhif Adnabod Cyfranogwr: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	Teitl Y Prosiect: / Project Title:  The Impact of Digital Media on Brand Image in the UK High Street Fashion Retail Market

	Enw'r Ymchwilydd / Name of Researcher: 



	1
	I confirm that I have read and understand the information sheet dated _________ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	Yes 

	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	Yes

	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	Yes

	4
	I understand that my name will not appear in any reports, articles or presentations.

	Yes

	5
	I agree to take part in the above study.

	

	Name of Participant

	Susanna Andrews
	Signature SAndrews

	Researcher

	
	Signature




	You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.
When completed please return in the envelope provided. One copy will be given to you and the original to be kept on the file of the research team at:

NAME & ADDRESS OF RESEARCHER

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk
         : londonstudentservice@uwtsd.ac.uk 
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