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Abstract 
Research aim: The research focused on analysing strategies related to content creation marketing used by the fashion industry for improving engagement and loyalty of the millennials. The aim of this research is to analyse content marketing tactics used in the influencing strategy within the fashion industry, and evaluating its impact on the loyalty and engagement of the millennials.  This research mainly focused on fashion market consumers of the UK, and uses theory of reasoned action for analysing consumer behaviour. 
Method: The secondary qualitative data collection was used during this research along with interpretivism research philosophy and inductive approach. Six steps Braun and Clarke tools generated new codes to understand its effectiveness for attracting consumers in fashion sectors along with thematic data analysis method. The methodological chapter described ethical views while considering data and information based on secondary information.
Key Findings: Main findings of the research was to analyse effectiveness of using different types of “content marketing” strategies to improve engagement of the millennial customers on the fashion brand. Findings was developed by using authentic themes to identify the way content marketing influences the millennial customers by using different social media platforms and building trust within the audience. Further, The discussion developed proper comparison with literature and findings to answer the research question appropriately. 
Conclusion: The conclusion of this research depicted a relevance of content marketing strategies in building an effective relationship with customers by providing specific content with suitable information. This chapter summarised the significance of this research with a clear note in understanding impacts of content marketing for advancing fashion business by increasing customer engagement. 
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[bookmark: _heading=h.6151hav2heg9][bookmark: _Toc219995332]Chapter 1: Introduction
[bookmark: _heading=h.4g4nvxx39tl8][bookmark: _Toc219995333]1.0 Background
Content creation with the social media influencers can have a significant impact on the purchasing decisions of the millennials. The concept of content market has been evolved through increased availability of electronic devices and internet use among the target consumers. It is observed that nearly 5.5 billion people are using the internet in 2024, which will increase by 227 million in comparison to 2023 (ITU, 2024). Content marketing is one of the successful approaches for promotion and advertisement of fashion products. Social media is considered as an important platform for influencing the beauty and fashion related purchase decision-making for the younger customers (Vogue, 2025). Content shared on social media platforms such as Facebook, Instagram and YouTube for promotion of different products is considered as an important source of inspiration for millennials and other younger consumers. Moreover, fashion brands and companies’ targets for attracting the tech-savvy customers through use of social media platform-based marketing strategies. 
[image: ]
[bookmark: _heading=h.aht8yc9t4a8d][bookmark: _Toc219995178]Figure 1.1: Influencer market in fashion industry 
(Source: Grand View Research, 2024)
 Among different social media marketing strategies, content creation by social media influencers is an important strategy for promotion. It has been observed that 63% of the younger consumers have been influenced by the influencers and responding to the consumer comments and messages in real-time can increase satisfaction by 24% (Dzreke and Dzreke, 2025). Based on the figure 1.1, market size for the fashion industry is nearly 6.82 billion, with the market growth rate 33.8% (Grand View Research, 2024). Among the different kinds of content, video content is considered the most influential for the fashion industry. Video content such as advertisements increases the purchase likelihood by 32% in comparison with static images. The millennials provide value towards authenticity and the impact of social media and e-commerce content have a positive impact on the customer purchasing behaviour in the aspect of the fashion retail sector (Kovács and Keresztes, 2024). Other contents, such as blogging, storytelling and influencing are associated with the fashion industry promotions. Tailoring content towards individual preferences is helpful in driving engagement and loyalty. This research focuses on analysing different tactics used for diverse content marketing, effective for improving consumer engagement and loyalty of millennials towards the industry.  
[bookmark: _heading=h.dot6rg6l85s8][bookmark: _Toc219995334]1.1 Statement related to research problem
This study addresses the challenge of understanding millennial purchase trends and consumer behaviour in the fashion industry, leveraging technologies to foster brand loyalty and engagement. Undertaking the purchase trends and consumer behaviour for millennials is  a major challenge for the fashion industry, that can be fulfilled using the technologies. The millennials are observed to focus significantly on style and wellbeing management, and their ethical consideration for the social and environmental contributions of products consumed (Mintel, 2024). Sustainability is  a major factor for attracting millennials in the fashion industry. High financial concerns is  a major challenge for trend-based purchase for millennials. The other major factor for maintaining the fashion industry encounters challenges in the aspect of effective engagement and retention of the millennial customers. This study highlights a need to recognise and evaluate content marketing approaches that can resonate with this demographic and foster brand loyalty. The tactics developed for content management includes use of innovative technologies such as AI. Automation technologies are useful for improving consumer conveniences for shopping, collecting information regarding products and maintaining meaningful connection with the brands, which is discussed in the research. 
[bookmark: _heading=h.2a0pctelstdq][bookmark: _Toc219995335]1.2 Research aim and objectives
Aim
The aim of this research is to analyse different content marketing tactics used in the influencing strategy of the fashion industry, and evaluating its impact on the loyalty and engagement of the millennials to the industry with qualitative analysis process.  
Objectives
· To evaluate content marketing approaches that can target millennial customers in the fashion industry.
· To examine how content marketing strategies develop customer engagement among millennials in the fashion industry using the TRA framework 
· To measure the success related to mediating the role of engagement in the relationship between content marketing and brand loyalty.
[bookmark: _heading=h.ups40sk97y0q][bookmark: _Toc219995336]1.3 Research questions
RQ1. How do content marketing strategies, such as influencer marketing and user-generated content, influence cognitive and affective engagement of millennials with fashion brands? 
RQ2. What role does engagement play in mediating the relationship between content marketing and brand loyalty among millennials in the fashion industry?
RQ3. How content marketing strategies can be effectively used for fashion brands for building strong, loyal relationships with the millennials?
Cognitive and affective engagement mentioned in the research questions includes the factors associated with the engagement process. Cognitive engagement is mainly associated with the mental engagement of consumers with the brand, such as attention, information processing and active thinking (Ma et al., 2022). On the other hand, emotional engagement of the consumers with the brands, such as empathy, happiness and nostalgia is another major aspect for fostering engagement, loyalty and advocacy, that in turn increases lifetime values.  	 
[bookmark: _heading=h.ketxtqc62yem][bookmark: _Toc219995337]1.4 Research rationale
Customer engagement plays an important role for improving business financial and non-financial performance. The fashion industry has been a significant contributor to global economic growth and the millennials have been emerging as a key demographic driving market trends (Hasbullah et al. 2022). Maintaining effective engagement and connection of consumers with the fashion brand are important for improving sales rate, brand reputation and market position. With increased use of online platforms for promotion and sales of fashion products, the online engagement of consumers to the companies has been a major factor for successful revenue generation (Hoang et al., 2022). In case of post-pandemic market situations, an increased demand for online sales channels for the fashion industry is a major scope for accelerating digital; transformation for fashion companies.  However, effectively engaging and retaining this demographic poses a challenge for fashion brands. Content marketing has become a crucial strategy for the fashion businesses to connect with their target audience. Content and influencing strategy plays a major role for developing meaningful connection between the brands and consumers (Forbes, 2023). In this case, personalisation strategies are observed to play an important role for effective interactions with consumers, as well as personalised recommendations for products based on online interactions. In this aspect, its impact on engagement and loyalty of the millennials in the fashion industry requires investigation. Another important feature includes effective segmentation of consumers using the data driven insights. Data driven decision making using AI and other analytics help to improve customer service quality, that influences customer engagement (Zhan and Sheldrick, 2024). The specific research aims to address the gap in understanding how content marketing strategies influence engagement and loyalty of the millennials in the fashion industry. 
This study offers suitable insights into the effectiveness of content marketing approaches in fostering strong relationships with millennials through examining the mediating role of engagement. Influencer marketing plays an effective role for improving return on investment for the fashion brands, that signifies effective improvement of the customer engagement and sales rate (Mckinsey, 2023). The increased popularity of the social media influencers among consumers creates the opportunity for the fashion brands to connect with the consumers through the influencers. The organic reach of influencers and impact of the contents is necessary to be analysed in the research. On the other hand, different social media platforms are associated with fashion brand promotions (Madhura and Panakaje, 2022). Instagram, YouTube and Facebook has a major impact on fashion purchase making and strategic management. Implication of different social media platforms on influencing marketing is necessary to identify in the research. Financially, analysis of the content creation process on engagement and loyalty of millennials are important. In this case, identification of engagement and loyalty management factors for the millennials are focused in the research. 
[bookmark: _heading=h.z9enkapwfqab][bookmark: _Toc219995338]1.5 Significance of the study 
Digital transformation and effective implementation of digital technologies for marketing is an important aspect for maintaining customer relationships and competitiveness of business. Use of digital content creation and influencer marketing in the fashion industry enhances connectivity and interaction between brands and customers, strengthening relationships (Fetais et al., 2023). The relationship increases scope for sharing brand values, products and reputations to the customers, that in turn enhances consumer attraction. Perceived quality for the products and customer service strategies among the target consumers can be increased through the process. On the other hand, the influencing strategies used during content creation are important for developing emotional connections with the consumers, that increases loyalty and the advocacy rates (Sun et al., 2022). The potential outcomes of this research on content marketing and its influence on millennials’ brand loyalty, that is critical for the factors like relationship development, information interaction and others. While analysing the needs and demands of the consumers for understanding effectiveness of social media marketing for engagement, understanding purchase trends of millennials are important. The values and purchase trends among millennials play an important role for maintaining emotional and cognitive attraction to the brands, that in turn influences loyalty and advocacy (Dobre et al., 2021). Improving customer experiences using digital technologies is a major factor for fashion companies. The efficiency of content marketing on digital platforms creates a positive influence on millennial customers that impact purchase intention and loyalty positively. However, the consequences of switching preference, customer pain points and others can be mitigated with effective strategic recommendations at the end of this research project.   
[bookmark: _heading=h.p9c8xhaflz4a][bookmark: _Toc219995339]1.6 Scope and limitations of the study 
This research project has the scope for analysing different strategies used in digital content marketing and its impact in the digital era that drive business success through retaining higher customer engagement and loyalty. This research mainly focuses on analysing the effectiveness of the content marketing strategy used by fashion brands for millennials of the UK. However, limited time and budget seem to be crucial limitations for the research that will require a synchronized approach to accomplish the tasks. Hence, the projected scope of theoretical underpinning and logical discussion presentation need to be amplified to explore the efficiency of content marketing for fashion companies to remain competitive in the operational markets.   
[bookmark: _heading=h.t3e8n3og3jz1][bookmark: _Toc219995340]1.7 Dissertation structure 
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[bookmark: _heading=h.v2h4cnpo67gz][bookmark: _Toc219995179]Figure 1.2: Dissertation structure 
(Source: Self-developed)
The introductory chapter includes key research context along with aim, objectives and questions that set further proceedings of the study. Additionally, the literature review section is dedicated to evaluate and analyse past scholarly articles based on the concepts mentioned in research objectives. The methodological chapter will define key research strategies like data collection process, analysis technique and its justification using the TRA. Later the collected information will be analysed in the findings chapter followed by critical interpretation of the same in discussion chapter for fulfilling the research questions. Finally, the conclusion chapter summarizes key findings and the process through which the objectives have been met. 
[bookmark: _heading=h.mrtknb3qw93a][bookmark: _Toc219995341]1.8 Chapter summary 
This chapter summarized the research context and current industrial trends of fashion companies in terms of promoting brand through content marketing policies to retain higher millennial engagement. The major objectives for the research include identification of emotional and cognitive engagement factors of the millennials for effective implementation in the research process. On the other hand, identification of effective content creation strategies are also necessary to be focused in the research. The perceptions of millennials for online platform usage time and digitalization of the marketing environment shape overall application of content marketing dynamics. 


[bookmark: _heading=h.gybh78exnm3v][bookmark: _Toc219995342]Chapter 2: Literature review 
[bookmark: _heading=h.5fjwo08ma81t][bookmark: _Toc219995343]2.0 Introduction
This chapter focuses on analysing previous literature and perception of authors for the research variables and helps in improving contextual understanding. The research mainly focuses on understanding the impact of content creation strategies on the customer engagement and management. In this case, understanding different content creation strategies for the fashion sector is mandatory. This chapter has highlighted application of TRA theory to describe its importance in maintaining customer engagement via content marketing. Regarding this, the research objective has been interpreted that highlights a clear gap between content marketing and millennials using TRA for triggering buying behaviours. Identification of research gaps is possible through review of findings from previous literature that help to improve focus of this study. 
[bookmark: _heading=h.djfv72rwl6yp][bookmark: _Toc219995344]2.1 Identification and evaluation of different content marketing approaches that effectively target millennial customers
2.1.1 Video marketing 
Video content is a major factor for improving the networking and connecting with the consumers in the fashion sector, as suggested by Liu and Cabading, (2025) video marketing is an effective tool for improving consumers awareness for the brands and related products, that in turn influences shopping decisions. The video marketing includes effective scope for designing contents based on targeting factors, seasonality, and effective lifecycle that might attract millennials. A major strength of this study is it has analysed the promotional content based on the purchase intention of the target consumers and its functional values. On the other hand, Guo et al. (2025) suggested that short video generation using platforms such as TikTok, YouTube shorts and face book reels has an effective impact on maintaining close relationships with the customers. Hence, Guo et al. (2025) similarly states that video marketing where short video format can help brands to easily interact with millennials in less time that can foster future-term business. 
As per the insights of Apasrawirote et al. (2022), short form video content is an important tool for improving brand engagement to customers, improving marketing capability. The research focuses on customer experiences developed through the video marketing, that is measured using consumer efficiency, availability of product information and duration of videos, that in turn result in engagement. On the other hand, insights of Chen et al., (2024) included that the video contents generated by the companies are mainly targeted for the mass customers focusing on the cognitive attraction of customers. However, short-term video formats can be challenging for brands in maintaining positive relationships with millennials because of different buying behavioural intentions that can negatively impact sales engagement. The study by Chen et al., (2024) included information and content analysis for understanding the challenges related to the technological integration for different industries, which decreased relevance of the study that is considered a major weakness.  Thus, applying video content will be more effective to maintain the consistency of promotion regarding products in providing suitable platforms for customers to connect with brands effectively.  
2.1.2 Influencer marketing 
Influencer marketing is a major approach for marketing in the digital era. As per suggestion of Nadanyiova and Sujanska, (2023) influencer marketing refers to the process of the maintaining relationship between brand and consumers through mediation of famous personalities present on the social media, known as “influencers”. High engagement, trust-based relationship and organic reach of the influencers is a major factor for successful marketing and sharing business information. In addition, as per the insights of Leung et al. (2022), influencer marketing includes different resources necessary for maintaining effective marketing strategies and ROI for the strategies, though proper assessment of the process is difficult. This study has mainly focused on how the influencers can easily connect with their followers to promote products and also encourage online engagement regarding brand promotion, which is a major strength for this article. In comparison, findings from Beichert et al. (2024) suggested that a content network developed through the influencer marketing strategy plays a major role for maintaining revenue generation. The B2C firms might use influential marketing for facilitating business among customers in maintaining brand loyalty towards profitable growth. In this case study, factors such as follow back of the customers, content consumptions, and content reporting is a major strength.
2.1.3 SEO-focused blogging
Blogging is a major informative tool for content marketing in the fashion sector. As per the suggestion of Nuseir et al. (2023), the SEO-based blogging process is effective for improving long-term relationship management with the consumers, while these leads play a major role for maintaining positive customer experiences. Relating to this, SEO influenced blogging might be beneficial for millennials to promote products based on selective keywords within fashion sectors that might increase brand engagement to interact more customers as compared to video and interactive marketing. In contrast to the study, Bader et al. (2022) has suggested that blog marketing is one of the major e-marketing tools that help to improve customer satisfaction through sharing varied ranges of information, while helping to increase satisfaction through recurrent approach by consumers. Customer satisfaction is a focused target for digital marketing in the study, which contrasts with the previous study by Nuseir et al. (2023) focusing on overall experience. Hence content design necessary to include both these strategies throughout the promotional campaigns. 
2.1.4 Interactive content 
Development of interactive content is a necessary factor for improving customer engagement with the brands. The influencers are responsible for designing effective interactive content for consumers, that includes quiz, questions answer sessions, and availability of promotional offers for participants in order to improve customer engagement with the posts (Lou and Xie, 2021). Referring to interactive content, customers can be influenced with personalised offers and discounts that can ensure long-term brand loyalty among customers by increasing sales growth. The interactions are considered as the major factor for engagement among consumers, that is helpful for generating positive experiences. Acquisition and retention of customers through the social media platforms are possible through using these strategies, that in turn influences brand performance. Strategic interventions related to interactive contents enhance brand communication strategy, and consumer satisfaction. 
2.1.5 Personalised campaigns 
Personalisation observed in the content creation is a major aspect for improving customer attraction and loyalty. As per suggestion of Nobile and Cantoni, (2023) personalised marketing using emails and other direct marketing processes is effective for addressing casual behaviour consumers. In this regard, one-to-one personalisation can be offered to millennials that will significantly reflect on sales growth to enhance brand loyalty for companies with long-term value. Personalise communication strategies enhances positive impact on the brand performance, and influences purchase decision making. On the other hand, Thomas et al. (2022) has suggested that email marketing is an effective persuasion strategy used by the brands, that is necessary for developing positive relationships with the brands. This section has focused on analysing different content marketing strategies that targets the millennial customers following the aims of the study. 
[bookmark: _heading=h.2hc22xa28hdz][bookmark: _Toc219995345]2.2 Influence of content marketing strategies to engage millennials 
The current dynamic business environment is making explicit application of content marketing practices as an integral part of reaching the target audience segment. The values of content marketing are clearly comprehended in this case to generate extrinsic value and interactivity that helps in achieving market as well as consumer attention. The perceptions of Evania et al. (2023) clearly stated the implications of content marketing to positively influence consumer purchasing decisions. The millennial customer segment in the fashion industry is also making clear comprehension for sustainable and green practices as the most preferred ongoing market trends. In addition, the opinions of Manley et al. (2023) also supported this fact through entitling the perceptions of potential millennial customer segments to consider sustainable fashion with greater engagement and preference. Both studies have focused on content marketing practices to encourage attracting millennials through providing reliable information based on products that can increase brand engagement for the long-term, and that is  a major strength. 
Considering the evidence of the fashion industry, lucrative preference of content marketing practices are signified with authenticity with value driven content. The study of Izogo et al. (2022) clearly articulated the implications of value driven contents to engage the millennials based on motivation to govern content consumption ability of the consumers. The creation of interactive experience using content marketing is analysed in the study using experimental research designs focused for value-driven strategies, that are limited to the African market, and considered as a major weakness for the study. Taking into account the feature of interactive experience, Santos and Vasconcelos (2025) stated that content marketing is also helpful to comprehend user-generated contents (UGC). These UGC practices are fruitful to boost up the consumers trust level that may influence the millennials engagement to the fashion industrial content marketing practices. Potential fashion brands are also able to identify the pathway to establish advanced emotional connection to the customer segments based on content marketing through deploying engaging contents. Along with this, the beneficial circumstances of driving brand advocacy are also adding a greater value to content marketing by obtaining active customer attention in the fashion sector (Bubphapant and Brandão, 2025). Referring to the integration of millennials, the behaviour of digital word-of-mouth practices are largely signified through social media platforms for sharing valuable opinions. This passionate advocacy nature is eventually enhancing the accountability of content marketing solutions for driving the market is described in the above selected study that used understanding of behavioural factors with the promotional designs, as a major strength. 
Another value of content marketing is clearly identified to comply with the millennial customer segment values and preferences. The millennial customer groups in the fashion sector are highly attentive to replicate the attributes of transparency, authenticity and social responsibility. Aligning with this nature, Tan et al. (2024) signified that content marketing practices are also reported to empower stakeholder engagement for the fashion businesses through integrating the employees, customers and community. Based on this practice, the fashion brands are largely depending on content marketing strategy as an integral part of driving stakeholder engagement along with progressing with extended social responsibility. Apparent concerns are also denoted for content marketing to empower the measure of personalisation for the customers. Tarifi and Bakhsh (2024) also reflected that the millennial customer segment gets extremely engaged with personalisation and customisation as an integral part of achieving seamless experience. In this regard, the data driven approaches through content marketing are fruitful to replicate tailored promotional sequences to the target audience groups. The studies reflected on the importance of customer engagement using the promotional strategies that enhance scope for positive study designs. Based on this practice, the content marketing strategy is being largely utilised by potential fashion brands to engage the millennial customers. The encryption of right messages at the right times is also adding a fair value to content marketing and promotions to foster improved and deeper relationships to the customers by moving beyond traditional promotional sequence (Salonen et al., 2024). Based on this viewpoint, content marketing can be recognised as a differentiator for the fashion brands that drive active engagement of the millennial customer segment. 
Featuring the overall sequences of content marketing, greater opportunities are also taken into concern from the perspective of encrypting attractive brand and consumer loyalty to the fashion industrial offerings. Julaeha (2024) has comprehensively denoted the possibilities of enhancing customer repetition and loyalty through value and data driven content marketing practices. Along with this, the millennial customers in the fashion sector have also highlighted wider preference of green habits as stated previously. This section has included studies that focused on understanding the impact of the values of content marketing that are evidently signified to positively drive conscious consumerism among millennials and development of customer engagement.  
[bookmark: _heading=h.inaz9uu7ugyg][bookmark: _Toc219995346]2.3 Relationship between content marketing and brand loyalty 
The interlink between content marketing and brand loyalty is evidently notified from the perspective of achieving attractive market and customer engagement. The features of content marketing have clearly depicted the preference of building trustworthiness by fostering community engagement through relevant contents (Isibor et al., 2025). This trust level has been operating as a prime source of bridging an emotional attachment to the customers that derives the perceived values of content marketing in this digital era. Along with this, the current dynamic and complex corporate atmosphere is also demonstrating explicit and wider usage of the social media channels and platforms (Mahoney and Tang, 2024). Referring to this context, the values of digital content marketing practices are leveraged for grabbing the audience’s attention with a purposeful vision of enhancing retention that can ensure long-term brand loyalty towards future-term growth. 
The content marketing practices have also been attentive towards making a customer focused move with an intention to deploy customer engagement. In this case, Baydaş et al. (2023) opined the transformation of focus from the corporate perspectives towards customer orientation from product centricity. These customer centric approaches are playing a formative role to empower a positive impression among the consumers with a clear overview and preference of consumer choices. The fashion industry has also reflected deliberate integration of delivering unique experiences to the consumers that are not included in the research and considered as a major weakness of this study. Comprehension of this clause is evidently fostering the growth of both brands as well as customer loyalty where content marketing is acting as the influential element. 
The wider fashion industry is also comprehending the integration of service quality along with experience for driving consumer as well as market attention. Referring to this instinct of the fashion sector, respective fashion brands are leveraging content marketing through value driven contents to support the growth of accountability for premium offerings (Allil and Zia, 2024). Based on this superior nature of content marketing, the consumers are able to attain exclusive experience by intercepting and engaging with the luxury fashion brands along with showcasing distinct loyalty. The engagement of the customers with authentic storytelling sequence, tutorials and videos are able to drive customer attention and emphasis towards particular fashion products. The sequential entitlement of impulse buying characteristics can be clearly comprehended to certify content marketing for achieving brand loyalty. As demonstrated by Qasim (2024), impulse buying behaviour is generated through convenient and automated mobile as well as online shopping facilities. It will help customers to find relevant information based on products that also reflect on significant use of online marketing to ensure long-term customer loyalty. Both of the above mentioned studies have focused on generation of enhanced brand loyalty for the fashion service providers through attracting the target audience based on effective and real time contents. Referring to this evidence, the conceptual values of digital content marketing can be measured through creating a digital shelf to feature explicit customer attention and engagement that may drive brand loyalty for the fashion players. 
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[bookmark: _heading=h.o6ovqeezle2a][bookmark: _Toc219995180]Figure 2.1: Interrelationship of interaction, consumer satisfaction and brand loyalty
(Source: Baydaş et al., 2023)
The attributes of increasing self-control and persuasion of the fashion industrial consumer market towards digital and online advertisement is also considering active integration of digital contents for promotion. In this regard, Jacob and Johnson (2021) highlighted the encrypted role of the visual stimulation generated through digital content marketing to deploy consumer engagement through attractive contents. Based on this aspect, the social commerce operations in the fashion industry are getting largely replicated through the antecedents of online shopping behaviour. Referring to this online integration, content marketing is taking an impactful market position by striving for customer and market engagement that is also resulting in greater brand loyalty for the fashion businesses. Apparently, figure 2.1 is denoting the conceptual link of brand loyalty where information plays a major role towards customer satisfaction (Baydaş et al., 2023). In this case, the conceptual integrity of brand loyalty with customer satisfaction is also reflecting the relevance of informative contents that can interact with customers to enhance business growth in future.
[bookmark: _heading=h.vxdaooschm8e][bookmark: _Toc219995347]2.4 Challenges associated with content marketing strategies 
2.4.1 Content Quality related challenges 
Maintaining quality of the content created for the promotions purposes is a major challenge. As suggested by Zhang, (2023) quality of the content plays an important role for maintaining high engagement of the consumers especially for companies that focus on using online shopping channels. The quality plays an effective role for mediating trust and perceived value of customers, that in turn induces purchase decisions. On the other hand, Razak (2024) suggested that maintaining high relevance of the continents to targeted consumers is a major factor for maintaining quality, that in turn induces interest of audiences. The strategy includes deep understanding of the customers’ demands, needs, challenges and interests, that can be reflected through the contents. From the findings of the above two studies, it can be said that consumers may expect to derive solutions through the online contents, as well as entertainment while determining usefulness, which is a major strength of findings. As per the insight of Lopes and Cassai (2022), constant evaluation of the content quality and undertaking the content values integrated through the promotional strategies is necessary. The content creators and companies may face challenges for continuous learning and development of content quality, aligning with the informational needs of consumers. On the other hand, Lou and Xie (2021) has included that consistency management is another major challenge for the content marketing, as it helps to update consumers for the regular changes in trends and reflects sincere desire for serving consumers by the brand. Both the authors have focused on the importance of collecting consumer feedback and effective monitoring of social media accounts. Hence, all studies selected in this paragraph have stated similarly that quality issues regarding content might be challenging to interact with customers that negatively impacts brand engagement to decrease sales growth. 
2.4.2 Execution and strategic alignment challenges
Execution and evaluation management for content marketing is a major challenge. One of the important challenges has been described by Sampath (2021), that focuses on evaluating effectiveness of content marketing using return on investment. The findings included that traditional ROI calculation using the customer lifetime values of the business is not possible though the method, which is a major issue within fashion sectors. The complications have been improved through consideration of the different KPIs of the content marketing, such as social media engagement, website traffic, and advertisement costs, that complicates the digital marketing effort measurement for customer engagement. On the other hand, Isibor et al. (2025) has suggested that alignment of the contents with the organisational values and mission is a major challenge that may create a negative impact on the organisational reputation and perception for brand image. Attraction of clearly defined customers targeted for the strategies is difficult through social media, that in turn may affect the competitive advantage of the company negatively. In addition, Isibor et al. (2025) has suggested that effective implementation of digital resources is an important factor for the improving purchase intentions of the buyers. The findings have mostly focused on the poor availability of digital resources that can affect customer-centric selling strategy of firms, affecting the market penetration rate negatively within fashion sectors. The section has focused on analysing challenges related to tailoring and recognition of the customer centric approach for firms with low digital resources, and studies has related these challenges with customer loyalty and retention for fashion brands. 
2.4.3 Changes in market trends 	
Evolving trends in content creation is a major challenge observed for content marketing. As per the findings of Sang (2024), everchanging character of the social media marketing strategy increases the challenges for tracking and monitoring the platforms, that in turn creates challenges for selecting appropriate trends for marketing. In this case, prioritisation of the Tweeter, Facebook and google traffic management is necessary, following the search engine optimisation strategy. As per the insight of Allil and Zia (2024), adaptation to new technologies such as AI, machine learning, voice search optimisation and live streaming options can be more reliable for improving customer engagement. It can emphasize market trends with innovative solutions to attract millennials in order to enhance brand engagement by serving a better platform to engage with customers during shopping. Both the studies have focused on the strength of innovative technology that enhances the scope for data based management and decision making, which is  a major factor for positive digital technology implementation. Therefore, continuous innovation can be a potential issue for the content creators, maintaining scalability and resourcefulness. 
2.4.4 Ethical challenges 
Ethical challenges, such as maintaining business integrity, customer privacy, and data breaching are necessary to be discussed. As suggested by Sudarević et al. (2023) major ethical challenges associated with the content marketing is sharing fake news and lack of transparency in the contents. The misuse of empathy in the communication strategy is a major challenge identified in the research. Sharing fragments of the information and contents can increase misunderstanding among the consumers, creating challenges for the content quality and brand reputation management. As per the insights of Rivas and Zhao (2023), Ethical concerns also include challenges related to data privacy management, that in turn increases automation generation. The risks of data collection as well as breaches can be challenging to maintain brand trust among millennials that can also decline brand value to negatively impact productions. This section has analysed the challenges related to content marketing practices in the business, that is one of the objectives for the study. The challenge of data breaching and theft is also a major issue associated with content creation using AI and other analytics technologies. 
[bookmark: _heading=h.mzs3ugh2v3uv][bookmark: _Toc219995348]2.5 Strategies for resolving the issues of content marketing practices 
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[bookmark: _heading=h.fdxxbnx3eduz][bookmark: _Toc219995181]Figure 2.2: Improvement of brand engagement using content marketing
(Source: Salonen et al. 2024) 
The strategic interventions for content marketing are targeted for the consumer interaction, engagement and relationship management. As per suggestion of Wardani et al. (2024), use of photos and videos related to the contents is a major strategy for improved understanding of the contents and help to make it interesting. Captions provided to the pictures and images help to describe the contents, that in turn induces key-word based content search through SEO. Increased information sharing promotes content sharing and consumer interactions that increases brand awareness. On the other hand, Jacob and Johnson (2021) suggested that improvement of reliability and consistency of the contents is a major approach for improving customer engagement with the brand. The hedonic and information-based value of the contents are the major aspect for maintaining quality, that help to improve customer experiences and satisfaction. The emotional engagement is also an important factor for the quality content marketing strategy. As per findings of Salonen et al. (2024), the types of contents are necessary to be altered by the companies on the basis of different journey stages, such as pre-purchase, pots-purchase, and purchase stages. Referring to figure 2.2, a structural concept between content and customers has been depicted in the context of firm engagement where content engagement is significantly linked with pre-purchase, purchase and post-purchase. Moreover, content marketing has been linked with social media platforms that can promote products and services to enhance firm engagement among customers. Therefore, it can be stated that above mentioned studies have mostly confirmed use of informative content is more effective for positively triggering the buying behaviour of customers that can ensure significant brand engagement with long-term profitability. 
Another important aspect for improving content marketing strategy is managing customer loyalty. As per the suggestion of the (Julaeha, 2024). Focused content marketing strategy used by the firms using interactive and storytelling content creation can play a major role. In this case, effective understanding of the customer demands and nature of information searching is necessary to be aligned with the contents. Loyalty management is possible through sharing effective information and providing promotional offers, such as coupon slides and discount cards for interacting with the contents, and maintaining high engagement rates. On the other hand, Jafarova and Tolon (2022) has suggested that effective participation of the social media m\networking among the business is a major aspect for improving competitiveness in the business. Networking is important for collecting information regarding lifestyle and purchase intentions of customers. Analysis of the online activities can help to develop insights that can be used for effective content marketing strategy development. Use of effective technologies such as machine learning can be an important approach for improving experiences of customers (Chen, 2023). Analysis of competitors and text mining is an important aspect for using machine learning in the digital platform, that are important data collection and analysis forms leading to customer behaviour predictions. 
Use of the innovative technologies may lead to strategic decision-making and designing innovative contents for the potential customers. In addition, Costa et al. (2021) has suggested that business intelligence and data analytics use in content marketing help to improve use of the communication and information management technologies in marketing, developing a connected marketing approach. Use of analytics increases the possibility for analysing large volumes of information, that in turn induces effective visualization strategy. The effective display and visualization elements developed on the content creation with a major approach for measuring successful implementation of content creation for maintaining loyalty. The “picture superiority effect” observed for content management, especially in the case of contents shared through Instagram’s and TikTok are the major aspects for elaborating thinking, undertaking and exposure effects, that in turn are considered to be more persuasive and credible for the consumers. The attention and interest generated through the display and visual elements has higher priority, and that is also included in the measurement strategies for understanding consumer engagement, that is a  major objective for this research. 
[bookmark: _heading=h.zdhoa6slbsck][bookmark: _Toc219995349]2.6 Theoretical underpinnings
[bookmark: _heading=h.hjnklcdx1n3j][bookmark: _Toc219995350]2.6.1 TRA (Theory of reasoned action)
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[bookmark: _heading=h.7wbermi4t2wp][bookmark: _Toc219995182]Figure 2.3: Application of theory of reasoned action 
(Source: Self-developed)
The consideration of content marketing for influencing millennial customers can be determined by introducing theories like TRA that seek to analyse psychological behaviours by examining behavioural intentions. As per the view of Harb et al. (2024), TRA theory is widely considered to predict different human behaviours that can be more reliable to introduce new variables within the workplace. TRA has been considered as the most preferred theory for positively triggering emotional as well as psychological behaviours of millennials unlike TAM mainly focuses on technology adoptions. Referring to this, fashion organisations can apply TRA for predicting buying patterns as well as behaviours towards specific products and services that can allow to introduce new variables like content marketing for influencing customers. For instance, TRA theory is considered mainly with its two substances such as attitudes and subjective where attitude refers to referent beliefs and motivation to comply (Rho et al.,2023). For example, customers prefer to watch advertisements online that can be referred to as content marketing points as attitudes that show their behavioural intentions. Henceforth, TRA can be justified as more effective for fashion sectors that might understand behavioural patterns along with buying that will ensure long term customer relationship by leveraging digital content marketing.  
Subjective norms are considered with perceived social pressure where content marketing can influence millennials through UGC as well as influencer marketing to attract millennials. In this regard, TRA can be considered as more beneficial to understand the relevance of content marketing in influencing the customers. According to Rho et al. (2023), TRA mainly focuses on cognitive and behavioural aspects in clarifying the customer’s behaviours and purchasing decisions that help companies to consider specific elements in influencing the customers. Referring to this, social media activities can be promoted for content marketing that can attract internet based customers through providing relevant information based on products. Hence, this information highlights the significance of TRA to evaluate consumer behaviours where content marketing would promote UGC, social media and storytelling videos to influence millennial customers. 
Theoretical underpinning is a crucial aspect in terms of creating logical and scientific attributes of the discussion. For instance, Panjaitan and Cahya (2025) narrated that theory of Reasoned action (TRA) derives key components of stimuli of customer behavioural pattern. As a result, the application of theory of reasoned action can prioritise the marketing management elements of content marketing that trigger higher millennial engagement and loyalty for the fashion enterprises. While comparing TRA to other theories for the consumer purchase decision management, the theory has an effective understanding of norms and attitude of the customers associated with the research, and helps to understand its relationship with purchase intentions (Alshurafat et al., 2021). Analysing behaviour of millennials and impact of content creation strategies on purchase intention is a major criterion for this research that can be fulfilled using theory. Therefore, theoretical implication will drive the logical reasoning of the discussion to add positive values for the study findings.   
Theoretical underpinning is a crucial aspect in terms of creating logical and scientific attributes of the discussion. For instance, Panjaitan and Cahya (2025) narrated that theory of Reasoned action (TRA) derives key components of stimuli of customer behavioural pattern. As a result, the application of theory of reasoned action can prioritise the marketing management elements of content marketing that trigger higher millennial engagement and loyalty for the fashion enterprises. While comparing TRA to other theories for the consumer purchase decision management, the theory has an effective understanding of norms and attitude of the customers associated with the research, and helps to understand its relationship with purchase intentions (Alshurafat et al., 2021). This section has focused on evaluating the usefulness of TRA as a framework for the analysing behaviour of millennials and impact of content creation strategies on customer engagement, that is an important objective for this study. Therefore, theoretical implication will drive the logical reasoning of the discussion to add positive values for the study findings.
[bookmark: _heading=h.h188c592zi72][bookmark: _Toc219995351]2.7 Conceptual framework
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[bookmark: _heading=h.39h8uxtpe6o][bookmark: _Toc219995183]Figure 2.4: Conceptual framework
(Source: Self-developed)
The conceptual framework is defining the integration of the variables in this current study where content marketing is recognised as the independent variable. The above-mentioned literature has described the role of content, influential, video and personalised marketing that can provide specific information regarding products to influence purchase decisions of customers. Along with attaching the variables, the conceptual outline has also underpinned the outcomes of content marketing that reflected on digital marketing to enhance brand loyalty among millennials. Based on this concept, the direct influence of content marketing is signified to create explicit brand loyalty for the fashion brands. 
[bookmark: _heading=h.diuu05e7xho][bookmark: _Toc219995352]2.8 Literature gap
The study has reflected information based on content marketing relevance in influencing millennials within fashion sectors. is important. Therefore, the gap of the study included identification of major values of content marketing necessary for attracting millennial customers in fashion sectors. A major gap identified through literature review is poor communication with the millennials regarding current trends and maintaining influence of purchase intentions for loyalty management. The study has discussed different strategies of influencer marketing for the sharing of information with millennials to improve their engagement. However, findings from Isibor et al. (2025) have included that poor alignment of information related to organisational values and sustainable performance has negatively affected customer engagement in the fashion sector. Marketing plays an important role for sharing industry information with the customers, as well as educate them for the sustainable changes required for maintaining growth. Millennials are more aware of the ethical factors associated with the contents shared for marketing purposes, which decreases their trust and loyalty to the companies (Sudarević et al. 2023). Identification of relevant strategies required for improving engagement and customer relationship with the millennials in the fashion industry
[bookmark: _heading=h.eiotmbpi0dks][bookmark: _Toc219995353]2.9 Summary
This chapter provides an overview of major concepts and variables associated with digital marketing in the fashion industry, using findings from previous literature. Perception of experts and authors has been effectively described for understanding different kinds of the content marketing strategies, and their impact on customer attraction. The present literature has clarified the role of content marketing along with positives and negatives in both contexts to understand its importance in addressing research questions. The application of TRA has ensured social perspectives that can be influenced with the help of content marketing and influential marketing that will increase customer loyalty with fashion brands. This chapter also focused on gap identification that can be further useful for method selection. Following the TRA framework, the conceptual diagram has stated a structural process associated with content marketing that will be able to address the gap of literature positively. 


[bookmark: _heading=h.nefmixq48b4p][bookmark: _Toc219995354]Chapter 3: Methodology 
[bookmark: _heading=h.3jgryuj2urf][bookmark: _Toc219995355]3.0 Introduction 
This chapter introduced the context of methodologies along with data collection method, philosophy, approach, design and approach that reflects on collected information in a structured way to define purpose of study. The use of secondary data collection ensured a structured study with subjective interpretation in meeting the research objectives with reliable  information. Considering exploratory research designs provided a nature of explanation regarding data and information that significantly provides in-depth overview about effectiveness of diverse context marketing tactics. In this chapter, a structured timeframe was depicted in understanding structural processes to engage with research activities that ensure significant terms to design the research effectively. 
[bookmark: _heading=h.cbvrzwfnez70][bookmark: _Toc219995356]3.1 Research Philosophy 
The present study explored the role of diverse content marketing tactics by prioritising the subjective nature of information rather than numerical context. Regarding this, the application of “Interpretivism research philosophy” is considered in defining the role and relevance of content marketing for influencing Millennials in the fashion sectors. As per the view of Panya and Nyarwath (2022), interpretivism philosophy widely considered for considering data with secondary data collection methods that ensure subjective nature of social science, unlike positivism, focuses on realistic nature. The reason behind choosing Interpretivism research philosophy showed its fundamentals that shifts data interpretation based on research objectives along with social construction. However, using interpretivism philosophy relied on subjective interpretations, which restricted generalisability and statistical validation of data findings across the wider Millennial population. Henceforth, interpretivism research philosophy provided deep insights in understanding the importance of content marketing that will enhance brand loyalty to increase customer engagement within fashion sectors. 
During this study, the application of content marketing was understood with its previous role and current context by using interpretivism research philosophy. Interpretivism research philosophy ensures narrative understanding regarding research objectives by using subjective interpretation that explore core understanding to emphasize shared meanings in aligning with research topics (Panya and Nyarwath, 2022). Considering depth information along with subjective interpretation took more time and lengthy process because of understanding various study points in a specific context. It can enhance only accountability of research but fails in supporting research with real time observations through real time data. Therefore, use of interpretivism ensured construction of research with multiple perspectives that made findings along with subjective interpretations but failed in providing statistical information. 
[bookmark: _heading=h.sjni1l20hmd5][bookmark: _Toc219995357]3.2 Research Approach 
The present study defined a structural process and future term impacts while introducing content marketing in strengthening fashion business for attracting Millennials customers. In this regard, the application of an inductive research approach used for developing new theories in understanding concepts of content marketing regarding fashion sectors. According to Proudfoot (2023), an inductive research approach is most appropriate, while setting a research based on qualitative information that is developed by generating new codes to support research. Relating to this, the inductive code ensured construction of themes by aligning with interpretative analysis rather than statistical information or formation of research with pre-existing theory using deductive reasoning. Unlike deductive approach that tests existing theories, inductive approach has ensured development of themes through analysing existing information. In this context, use of inductive reasoning developed relevant codes linked with research objectives to explore the positive consequences of content marketing that might enhance positive brand recognition among Millennials. Based on an inductive approach, the theme developed with detailed and specific context information using six-steps Braun and Clarke tools that directly reflected actual issues to answer the questions. Therefore, consideration of an inductive approach developed reliable codes in examining the role of content marketing to influence customers by introducing UGC that will enhance brand engagement for fashion business as well. 
[bookmark: _heading=h.wax75x71pu86][bookmark: _Toc219995358]3.3 Research Design
The present research was designed with exploratory research design that described findings by generating codes with the help of thematic analysis. As influenced by Olawale et al. (2023), the exploratory research design for qualitative research is widely considered to clarify the concepts and gain insights. The reason to prioritise exploratory design during this research was to gain new insights and identify key themes in supporting research objectives rather than descriptive design aims to accurately describe characteristics of particular individuals. Exploratory research design ensured the discovery process in investigating new issues and ideas in answering the research that maintains key objectives. Considering exploratory design, effectiveness of content market investigated in understanding its role to change customer behaviours towards higher customer experience. Hence, the context of content marketing regarding fashion sectors investigated by using exploratory research design that depicts accountability of information in clarifying research objectives.
[bookmark: _heading=h.1tep31hc9czh][bookmark: _Toc219995359]3.4 Research Strategy 
This chapter described the role of strategy view to review the studies in understanding the purpose of the topic. In this regard, the present study was designed based on a qualitative research strategy that referred to subjective interpretation in exploring depth scenarios in the context of content marketing. As per the view of Islam and Aldaihani (2022), qualitative research strategy is widely considered for gaining in-depth insights that mainly describes theoretical perspectives with different viewpoints to reveal significant concepts regarding the research. Regarding this, qualitative research strategy helped to understand information in ‘how and why’ context unlike quantitative strategy that only discusses the richness of human experiences considered as primary data. The primary data observation took more time to conduct where higher costs negatively affect entire research schedules in concluding research. Considering qualitative data, the present research was constructed with natural data settings that shows flexibility as well as adaptability in gathering data by gaining the new insights. Qualitative research strategy ensured relevance of content marketing for balancing the business of fashion sectors by advertising products with UGC models. During this research, qualitative strategy explored the main purpose of research by uncovering new data insights from existing sources that prioritise subjective realities in supporting the research objectives. Henceforth, it can be highlighted that qualitative research strategy was developed with non-numerical data that defined reliability of research objectives by aligning social phenomena. 
[bookmark: _heading=h.hdkh5bxs83tk][bookmark: _Toc219995360]3.5 Time Horizon
The present research was designed in the context of secondary information where a cross-sectional time horizon was used to enhance the nature of social phenomena. As per the view of Elhorst et al. (2021), cross-sectional time horizon is widely recognised for describing current situations that provide deep insights to support theme based information within qualitative research. However, using a cross-sectional time horizon was unable to establish casualty where variables were not transpired because of selecting data simultaneously. Cross-sectional was less effective to analyse data through experimental designs that were unable to analyse long term effects with positive consequences effectively. In this research, cross-sectional research was structured based on secondary data that reflects theme based data along with contextual information to answer the questions.  Therefore, the cross-sectional time horizon significantly resulted in defining impacts of content marketing that clarify the purpose of research by showing a dynamic future of fashion sectors. 
[bookmark: _heading=h.gbhtqh9nie3z][bookmark: _Toc219995361]3.6 Data collection 
The present research was constructed with the help of a secondary data collection method that ensured a secondary dataset to describe impacts of content marketing in influencing customers within fashion sectors. As per the view of Taherdoost (2021), the secondary data collection method is widely recognised by researchers to support research with deep insights that includes non-numerical data, human thoughts and subjective social science. Secondary data collection ensured existing information to understand the impacts of content marketing in different contexts like influencing consumers, increasing sales and cost effectiveness programmes. The reason behind choosing secondary data highlighted its cost effectiveness to provide general conclusion rather than primary data that focuses on comprehensive understanding along with observations. Hence, using secondary data collection ensured an existing data set for subjective interpretation that ensures its reliability in answering the questions to strengthen this research. 
During this study, the secondary data collection method was used by selecting materials from authentic sources. In this regard, 18 peer reviewed journals were selected for interpreting data where Google Scholar was used to select articles from Research Gate, science direct, willey and MDPI. During this research, key words like content marketing, millennials, gen Z and fashion sectors were considered for gathering information and data in constructing the research. However, considering information through secondary data takes more time that also reflects lengthy processes to conclude research in a cost-effective manner (Mazhar et al., 2021). Selecting a secondary data source, the timeframe 2021 to 2025 was kept in mind to select peer reviewed articles that depicts transparency and accountability of research with reliable information. Therefore, secondary data collection provided existing information to understand effectiveness of diverse context marketing tactics where six-steps codes highlighted development of themes to generalise information in aligning with research objectives.  
[bookmark: _heading=h.uouzc92zcfxa][bookmark: _Toc219995362]3.7 Data analysis 
Thematic analysis used during this research in exploring the role of content marketing regarding fashion sectors by generating new codes. As per the view of Lochmiller (2021), qualitative research is considered as diverse fields that need to justify research where thematic analysis involves examining studies by identifying the patterns for stating the themes. Considering thematic data analysis, a set of codes using Braun and Clarke tools were used with a six step coding process to describe the influence of content marketing for fashion related business. The six-steps such as "familiarisation, generating codes, search for themes, review themes, define themes, and write” are applied during thematic analysis. Familiarisation was used to read the articles where generating codes labelled study with keywords like content marketing, fashion and millennials. Moreover, search for themes were applied to understanding the coding patterns in summarising research objectives where revised themes refined codes to align the relevant information with research objectives. Define theme and write were applied in outlining themes to understand how effectiveness of content marketing in advancing the fashion sectors to influence customers. The use of Braun and Clarke tools positively developed in demonstrating better relevance of content marketing in getting positive outcomes for fashion sectors. Thus, thematic analysis resulted positively in the execution process to apply content marketing in advancing the business growth through attracting Millennials customers for fashion sectors. 
[bookmark: _heading=h.n987c3521tqa][bookmark: _Toc219995363]3.9 Inclusion and exclusion criteria 
Including sources 
· MDPI
· Science direct
· ResearchGate
· Willey
Excluding Source 
· Outdated articles 
· More than five year old articles 
· Doctoral dissertation
The inclusion criteria during this research ensured significant research by considering data and information from authentic sources that reflects better accountability in answering questions as well. In this context, peer reviewed articles from the 2021 to 2025 have been selected including Research Gate, Science Direct, MDPI and Willey considered as authentic articles. Moreover, the English language was preferred for selecting the articles where key words like content marketing, fashion sectors and millennial customers have been included to search articles on Google Scholar. However, the study with doctoral dissertation, missing volume number & page number has been excluded from research to ensure accountability of data gathered from authentic sources. Henceforth, the application of secondary data was used with reliable sources gathered from Google scholar and maintained newly discovered information to enhance accountability of research. 
[bookmark: _heading=h.rpo2h813uu8w][bookmark: _Toc219995364]3.10 Ethical consideration
The research was designed by following the ethical principles and regulations to protect data for ensuring accountability of research for academic purposes. Regarding this, the purpose of this study was defined among all participants that have been involved during this research and ensured following the principle of confidentiality to maintain research ethics. The consideration of research ethics ensures respect and dignity along with confidentiality and shows significance of regulations in protecting data effectively (Nii Laryeafio and Ogbewe, 2023). During this study, “Copyright, design and patent act 1988 (c. 48)” was followed in order to ensure protection of data and information gathered for defining the purpose of research aims. “Copyright, design and patent act 1988 (c. 48)” has been formed by the UK government to amend patent, copyright and design acts for new performers in protecting their research (Legislation, 2025). In this context, this research was developed with the help of authentic data and information in demonstrating clear concepts where English language was preferred to gather the information. Moreover, the university drive was used to secure the data and information regarding this research that shows accountability of information to align with research objectives. Hence, considering the information during this research, academic integrity was followed effectively that ensures accountability of data to support aims of the research. 
[bookmark: _heading=h.9dqwkkqgr8eq][bookmark: _Toc219995365]
3.11 Reliability and validity 
The research used the application of purposive sampling technique to sample peer reviewed articles that has ensured relevance of data and information gathered from selected 18 articles. According to Makwana et al. (2023), purposive sampling is more effective to ensure intentional selection whose main aim is to drive in-deep insights by exploring information effectively. The reason behind considering purposive sampling ensured review of specific information aligned with the research topic in defining the real purpose of aims. Based on purposive sampling technique, interrater reliability defined the codes generated through thematic analysis by reviewing peer reviewed articles. Inter-rate reliability is significantly used to provide an opportunity to enhance accountability of qualitative information (Cole, 2024). Regarding this, 18 peer reviewed articles have been selected that show validation of study in justifying objective to understand the impacts of content marketing for establishing fashion market businesses. Use of integrator reliability reduced general bias and enhanced effectiveness of codes in understanding the relevance of content marketing based on secondary qualitative data. Apart from reliability, construct validity was used to reflect on specific information in understanding the social science regarding the research (Flake et al., 2022). The use of construct validity facilitated theoretical approaches and enabled comparative analysis to define the role of content marketing for influencing customers towards fashion markets. Therefore, purposive sampling techniques ensured relevance of selected articles in defining reliability and validity of data that reflects on significant consequences while approaching content marketing for fashion sectors. 
[bookmark: _heading=h.mg3nxno81p4s][bookmark: _Toc219995366]3.12 Research Timeline 
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[bookmark: _heading=h.dwdlr7u9hpjr][bookmark: _Toc219995184]Table 3.1: Research timeline 
(Source: Self-developed)
[bookmark: _heading=h.5p84o39f9tm5][bookmark: _Toc219995367]3.13 Summary
On a summarisation note, the context of secondary data collection method along with qualitative research outlined in order to gather information positively. Regarding this, relevance of interpretivism with inductive approach highlighted in examining impacts of content marketing in establishing future term business by influencing millennial customers within fashion sectors. The selection of 18 peer reviewed articles reflected on accountability of research that describes authenticity of information in defining the purpose of research in the context of content marketing for the fashion industry. The methodological chapter demonstrated a consistent use of inductive approach along with exploratory design that enabled themes based study with text-based information. This chapter clearly stated the reliability of gathered information discussed after theme development that shows authenticity of information in defining the real purpose of the research. 


[bookmark: _heading=h.pqs8i5g9ika][bookmark: _Toc219995368]Chapter 4: Findings and analysis
[bookmark: _heading=h.wnf5xexebthh][bookmark: _Toc219995369]4.0 Introduction 
Diverse content strategies helped in building effective connections with the millennials and developing trust with the fashion industry effectively. The analysis of the themes and evaluation of different “content marketing” approaches, such as influencer marketing, user-generated content, and video content, help in identifying the process of developing community trust. High engagement of the millennials with different contents help to develop trust, emotional connection, loyalty, and value for the fashion business. The themes analysed different content marketing approaches among millennials for enhancing community trust. Developed themes helped in identifying the content market approaches and process of targeting millennial customers in the fashion industry. Further, effectiveness of content marketing in developing loyal customers and increased brand value is deprived through these themes. 
[bookmark: _heading=h.gt9tw2x4dwcg][bookmark: _Toc219995370]4.1 Data Analysis
[bookmark: _heading=h.8cib7f806nla][bookmark: _Toc219995371]4.1.1 Theme 1: Content marketing approach influences millennial customers in the fashion industry by leveraging an interaction platform for building community trust 
Content marketing influences the fashion of the millennial customers by using peer validation and authentic approaches. The millennial customers are able to develop trust through different "interactive platforms” such as Instagram, YouTube, and Facebook to develop effective brand communities. Instagram influencers deliver strategic guidance for the customers and promote the concretion of the fashion brands through the online channel. According to Zahran and Aljuhmani (2025), a cross-sectional survey with 279 Instagram users has been developed to identify the way social media influencer marketing improves engagement and loyalty. The Instagram users have provided direct knowledge on the influence of “social media” and its influence in enhancing engagement for fashion brands. Different reels and videos of influencers attract buyers with trendy fashionable products and it improves sales revenue of fashion brands. Use of "influencer marketing” by brand helps in designing campaigns and promotes co-creation, authenticity, and eco-conscious narratives. Instagram fashion influencers are effective in cultivating brand loyalty through the customer engagement process. This theme was developed by reviewing existing data and creating meaningful datasets for getting knowledge of content marketing among different millennial customers. The first theme is important to get the correct understanding on approaches of content marketing to enhance customer interaction and develop trust for fashion brands more successfully. Developing proper alignment with influencer value and sustainable-minded customers is crucial to developing long-term loyalty for the brand. Millennials always focus on the brands that develop a transparent and genuine branding for the customers.. Henceforth, consumers that actively consume, create and contribute around influencers demonstrate strong emotional bonds in brand's positioning. 
The use of “content marketing” helps in sharing the authenticity and genuineness of the fashion brands to the customers through different reels, stories, videos, and showing the ethical practice. Using “AI-driven virtual influencers” (VI) plays a significant role in improving customer engagement and delivering tailored content to millennials. Use of “Braun and Clarke tools” helped in enhancing familiarisation of collected information and develop overall research context successfully. A recent campaign featuring “Virtual influencer” (VI) evaluates the way real-time analytics manage content creation, leading to an “uptick in engagement by 30%” within a few weeks of adaptation (Su, 2025). Implication of “real-time analysis” in fashion business helps in increasing engagement of users and improving the entire content creation process of the organisation successfully. Analysis of customers data helped in improving demands of each customer for business and increased organisational success more accurately. The use of the transparent approach by using the “content marketing” process helps the fashion industry to increase credibility in front of the audience more than traditional advertising. Moreover, VI marketing plays a significant role in building effective customer relationships and enhancing business growth successfully.. This level of responsiveness is effective in fostering shameless connection with customers and enhancing authenticity in the customer engagement process. Thus, using VI aligning with “AR and VR technologies" enhances market evolution and increases brand loyalty among a diverse audience. 
The brand also focuses on encouraging customers to upload photos of their own outfits, reviews, and styling tips to motivate other new customers for the brand. The reviews help to build customer trust and improve positivity among millennials to purchase from the brand and enhance business growth. In the digital era, social proof works in a more significant way rather than the content created by the brand itself. As opined by Shatnawi et al. (2024), “virial marketing” has become one of the pivotal strategies, and it has the power to maintain a competitive edge successfully. The development of “virial marketing” influences the purchasing intention of the customers and helps the fashion industry to build community trust more successfully. “Social media platforms” are used as a “two-way communication” process and help to build proper relations with the millennial customers. Use of different customer engagement features, such as polls, live streams, and quizzes, helps to involve millennials in the product engagement of the business. On the other hand, digital content marketing engaging with different influencers online increased “USD 55.1 billion in 2021” to “USD 72 billion in 2023” (AlFraihat et al. 2025). The estimated value is going to rise with “USD 107.5 billion” by 2026. The included market value of “digital content marketing” helped in enhancing connection with vast audiences across the globe and improve "customer engagement” for different fashion brands more successfully. Modern content marketing plays a significant role in engaging customers in decision-making processes and motivating them to get a favourable outcome for a fashion brand. The connection between brand attachment and behavioural engagement helps in the brand defence more effectively. Moreover, the attachment helps the millennial customers feel valued and heard that creates a deepening connection with the brands. 
Building effective collaboration with different content creators and micro influencers enhances customer engagement due to their transparency and trustworthiness. The influencers help to transmit the messages of the fashion industry effectively, and regular narratives enhance engagement with their audience. According to Vazquez-Atochero and Romero-Sanz (2025), nowadays, the interplay between mass media and fashion is magnified with different platforms such as “Instagram” and influencers work as the opinion leaders to shape customer behaviour. The use of the "influencer approaches" by the fashion brands helps to build a connection with the millennials and drive proper engagement within the brand more effectively. The brand alignment with different personal values like “social responsibility and sustainability" enhances engagement of more audiences and revamps business conditions. The millennials are attracted by the compelling stories on the mission of the brand, and it enhances an emotional connection with the brand appropriately. Implementation of the content marketing strategies allows the fashion brands to connect with more community hubs and build faster long-term loyalty with the brand. In addition, the use of CSR content helps in improving the perception of the young customer for the brand more effectively (Youn, and Cho, 2022). Use of the ad-brand congruency helps in increasing e-WoM intention and developing customer engagement more effectively. Therefore, encouraging different customers to share experiences helps to develop engagement for the targeted audience. 
[bookmark: _heading=h.ef1ol2ul329a][bookmark: _Toc219995372]4.1.2 Theme 2: Implication of the “content marketing” strategies develop engagement of millennials by building brand perception and encouraging social influence, aligning with TRA
The use of the “content marketing” helps in influencing attitudes, brand perception, social influence, and purchasing behaviour by using the “Theory of Reasoned Action” (TRA). This theme was important to develop appropriate understanding on different content marketing strategies to  encourage different consumers and the way it helps to improve growth of the business.  Implication of correct codes like “content marketing, millennial customers and customer engagement helped in developing the research context and answer the "research question” appropriately. Identification of an individual’s behavioural intention is important to predict the actual behaviour more successfully. As per the view of El-Shihy and Awaad (2025), the brand generated content (BGC) and user generated content (UGC) work as a key influencer of consumer behaviour in business.. The “content marketing strategies" have proper alignment with TRA to target and shape social pressure and individuals' perception to act on the behaviour. The development of positive brand perception helps in building emotional connection and shaping millennial attitudes for the brand. Negligence of TRA in different external factors such as “cultural norms, societal factors and situational factors” influence the behaviour of different customers while product purchasing process. The gap between actual behaviour and strong intention develops limited scope in the digital marketing process. The millennials have a sceptical attitude toward "traditional advertisement,” and they are more influenced by “content marketing”. The transparency and constant messaging approach of the content marketing develop strong trust between customers and brands. Trust and consistency help in developing positive attitudes towards the brand effectively. In addition, the development of sustainable product design that delivers less impact on the environmental condition are majorly attracted by the customers (Theocharis and Tsekouropoulos, 2025). Development of green products for the fashion industry is crucial to attract more environmentally concerned customers for brands more successfully. Brands are focused on promoting its ethical practice to attract millennial customers and improve customer engagement successfully. However, increasing online presence and fostering sustainable consumption help to cultivate trust and loyalty for the brand appropriately. 
Developing content that is aligned with the social values of millennials creates a stronger emotional connection and helps to make the brand more positive among its customers. Content marketing attracts the millennials by developing different peer opinions and user experiences through social media platforms.  As per the view of Theocharis et al. (2025), understanding the behaviour of customers is more necessary in the changing market trends for managing the success of the brand effectively. Evaluation of the different aspects of the online “customer behaviour” is important to target different audiences and develop appropriate marketing strategies. Use of “elaboration likelihood model” (ELM) helps in understanding the way an individual processes information helps in distinguishing between two routes of persuasion, such as the central and peripheral route to for attitudes.  In the digital marketing process BGC helps in engaging with “peripheral route” to use emotionally appealing content for capturing customer attention.  UGC uses central routes to generate feedback from users and influence customers in making purchasing decisions. Though, TRA is effective in predicting customer intention and analyse positive and negative feelings in product purchasing process. Positive engagement develops the chances of connecting with the brand in the future and develops strong relationships. Content marketing also attracts the millennials by using a “personalised recommendation” process and it helps in fulfilling the preferences of the audience through fashionable products. In addition, the business needs to focus on developing green values and leverage social media influencers to promote the green products for fostering cultural sustainability (Hu et al. 2024). Use of the “content marketing” through different social media channels helps to increase sustainable consumption for the fashion brand. Thus, the fashion industry is able to empower the customers and develop a stronger behavioural perception for the business. 
The content marketing process helps in driving the engagement of millennials by developing internal belief and leveraging social norms. As stated by Kang and Badal (2025), understanding the paradoxical "purchasing behaviour” of customers is important to develop correct content and advertisements for the customers more effectively. The use of "content marketing” helps the millennials to be passive recipients to become active participants that helps in co-creating the meaning of the brand and becoming advocates of the fashion business. Use of the TRA framework helps to drive millennials in the purchasing process and improve engagement for the brand. On the contrary note, developing marketing approaches on brand "sustainable strategy” also helps to connect with more audiences and resonate with social identities effectively (Elgammal et al. 2024). Development of different e-commerce features, such as direct purchasing activity in Instagram help to develop the smoothness in the purchasing process more effectively. The “content marketing” process helps to deliver detailed information on the products, customer reviews, which help to build confidence in each customer for the brand appropriately. Moreover, strategic application of the “content marketing” tactics allows to engage with different millennial customers through social influence and aligns the buying interest within the TRA framework. 
[bookmark: _heading=h.mw2c901hqq16][bookmark: _Toc219995373]4.1.3 Theme 3: Use of content marketing helps in developing loyalty and fostering emotional connection, which influence in the brand loyalty 
Content marketing approaches help in targeting the millennials in the fashion industry by using different marketing approaches such as “influencer marketing, using storyline, brand value, and video content. The third theme was important to get appropriate understanding on effectiveness to manage customer loyalty by enhancing emotional connection with brands and revamp progress of fashion business. According to Lumawir et al. (2025), the current digital era focuses on using online marketing to fulfil the needs of different customers. “Electronic word of mouth” (e-WoM) has a significant impact on building brand trust and influence in customer loyalty more effectively. Thus, using correct coding helped in developing the themes for the research work and achieve objectives by delivering correct knowledge on content marketing approaches in current timers. 
E-WoM in developing customer trust 
E-Wom plays a significant role in developing trust among customers and enhancing purchase intention positively. Developments of peer recommendations are effective in building potential customer trust and improve online purchase decision-making. The millennials are majorly influenced by peer recommendations rather than traditional advertisements. The fashion industry is required to share information regarding business operations, to build trust among customers, and to enhance business growth. On the other hand, using the correct marketing strategy within the business helps to differentiate the business from the competitors and increase brand awareness (Onobrakpeya and Ugwuonah, 2023). Developing relations with the "micro or nano influencers” helps to align with the brand’s value and develop high engagement of millennial customers within the business. Using different “user-generated content” is also effective to develop different social proof and communities that create high value for the millennial customer. Thus, the fashion brands are able to encourage more millennial customers and boost the conversion rate of the brand perfectly. 
Story telling fosters brand loyalty by developing deep emotional connection 
The use of different hashtag campaigns is effective in motivating customers to share their own content and build trust among customers more effectively. Sharing of the brand origin story and behind-the-scenes stories through different “social media channels” helps to enhance the business condition effectively by building customer trust. According to Shrivastava and Choithrani (2024), the brand needs to focus on selecting the correct platform and create high quality content to improve brand loyalty and influence potential customers for the business effectively. Use of digital content marketing helps in communicating with audiences and enhances brand health more effectively. Content marketing helps in increasing the number of loyal customers for brand and influence buying behaviour. The promotion of sustainability, ethical practice, and social justice is required to motivate more millennial customers for the fashion industry. Besides that, in the current time, brands are mainly turned towards the “social media marketing” (SMM) activities for creating meaningful and long-term customer relationships (Rehman et al. 2025). The customers with more consciousness of sustainability focused on using the product and service from an ethical brand, which helped to enhance the reputation of the brand perfectly. SMM helps in customer engagement and develops ultimate relationship equity by offering new insights. Moreover, enhancing customer engagement helps to build an emotional connection with millennial customers and revamp business growth successfully. 
Use of effective content to evaluate ethical practice within brand to enhance customer trust 
Content marketing plays a significant role in delivering the information of the brand to the customers through blogs, videos, and advertising content to meet the needs of customers. Use of storytelling, personalisation, and the interactive content creation process is effective in building proper emotional bonds between customers and brands. As per the view of Aldulaimi et al. (2025), using “social exchange theory” helps in examining the ethical perception of the customers and enhances customer loyalty appropriately. Prioritisation of the ethical practice helps in building trust and enhancing loyalty for the fashion brands. Developing customer loyalty helps make the customer feel stronger and creates an emotional bond with the brand more effectively. Effective content helps the brand to stay in the customer's mind for a longer time and promote long-term sustainability more successfully. In addition, using informative content, interactivity, and entertainment helps in influencing the purchase decision of the customers and developing business growth (Walean et al. 2025). Informativeness of the brand is considered as the strongest driver for building trust for the business. The development of brand trust helps in improving the purchase decision of fashion brands and increases trust in the brand. Using social media strategies helps in driving customer decision-making and improves the positive connection with customers through different social media channels. 
[bookmark: _heading=h.riegpxj394fz][bookmark: _Toc219995374]4.2 Key Findings
“Content marketing” is one of the significant marketing strategies in the modern digital marketing process, and it helps to develop more connections with different audiences within a limited time. Use of a diverse “content marketing” process helps in influencing the millennial customers to engage with the fashion brand more successfully. The millennials are sceptical of different traditional and sponsored advertisements and always want transparency with the brands for purchasing their products and services. Development of “community-driven” narrative is helpful to create more unique contents for fashion brands and target new audiences for this business successfully. Customers are influenced by positive reviews and feedback from other customers and it helps in developing the reputation and revenue of business. Nowadays, “user-generated content” is effective for building more authentic connections with different millennial customers as it helps to act as social proof. In addition, sharing pictures of products from other customers and positive reviews also influence the use of the products and services from the particular brand. The development of the organic post by different influencers helps to attract a larger audience and enhance “customer engagement” more successfully. Based on the findings, using different social media channels like Facebook, Instagram, and YouTube helps to create authentic brand communities more successfully. The fashion brand focused on using customer photos as the positive reviews, and it helped to develop the number of customer returns for the brand. Thus, these content tactics help in attracting millennial customers in products and service and increase sales revenue of fashion brands. 
The millennials primarily trust different high-profile influencers and celebrities for getting more relevant and trustworthy information related to the brand content. The influencers with more followers are able to attract more millennials towards the fashion. Honest reviews and transparency in the content help to motivate the millennial customers to take the product and service more effectively. The influencers work as the tested advisors who help to improve engagement of millennials in purchasing the product and service from the fashion industry. The data findings evaluate the “AI-driven virtual influencers” are also effective in promoting the products and services of the brand in the current time. Besides that, development of more “AI-generated” content helps to enhance automation and enhance regular connection with customers successfully. Building regular content and increasing customer attention help to enhance progress of overall business more effectively. Advertisement of the brand's sustainability approaches and different ethical practices always influences millennial customers to use “products and service” of brands successfully. Creation of deeper emotional connections are crucial to enhance brand values and engage customers within business. The fashion industry collaborated with popular influencers with a high number of followers to promote different fashionable products and increase trust among millennials in the brand. Moreover, applying appropriate “content marketing” tactics by the fashion brands helps to enhance the buying journey of the millennials and build effective engagement with the brands. 
The content “marketing strategies” leverage the TRA framework by targeting two significant behavioural intention drivers such as personal attitudes and subjective norms. The attitude of a person is shaped by their belief on potential outcome based on the behaviour. The millennials' customers are mainly influenced by the authentic information provided by the brands and different transparent content to use the products of the brand.  The millennials also want the fashion brand to demonstrate sustainable approaches and green practices through effective content to develop the value of the business more successfully. Use of the visual storyline also attracts the millennial customers and builds authentic engagement with the fashion business. Enhancement of an effective storyline by developing collaboration with different influencers helps to connect with a large number of audiences and revamp the business condition successfully. The finding demonstrates that TRA focuses on the subjective norms by seeking the engagement of the peers to validate on social media. The review and feedback of the users mostly use the powerful tool, and users believe in the content rather than the brand's own content. Thus, the developed content generated by the users develops as the social norms, and it helps to enhance connection with the audience effectively. 
The influencers in different “social media” channels work as the leaders by delivering different opinions on fashion trends, tips, and the clothing process. Millennials follow the influencers and their different endorsement due to the transparent feedback on any brands, and it improves the progress of the business. The promotion of the products in different social media channels also helps to understand new rivals and collections of the fashion industry through the influencers that help to reach the audience faster. The promotion of the products through the “social media platform” connects with the audience faster than the traditional advertising. The product promotion by using effective content influences the purchasing behaviour of the customers and increases the entire business growth successfully. Based on findings, identification of the “customer's intention” towards the fashion brand is also crucial to improve the content marketing tactics for the business perfectly. Knowing the customers through their regular social activities and connections with influencers helps to develop more engagement with the brand. Delivering proper services and fulfilling the preferences of the customers helps to increase loyal customers for the fashion industry and revamp the sales revenue of the business. However, the millennials mostly focus on the credibility of the brand through marketing content on different social media channels and develop decisions for using the service from the brand. 
In the current marketing era, content marketing is effective in developing brand loyalty and building an appropriate emotional connection with customers. Development of “evidence-based” content makes the customers trust the brand and creates authority for the business. Enhancing emotional bond through different personalised content and storytelling improves connection with the customers in the fashion business. The use of the storytelling process makes the customer feel understood by the brand, and it helps to develop a transparent connection between the brand and the customers. Millennials always want a smooth and fast experience from brand and development of frictionless interaction with brand helps to improve more satisfied customers within business.  Use of the "social media engagement” strategy is an effective approach to convert the audience into active buyers for the brand. The increased number of customers for brands help to develop the reputation and revenue scale of fashion brands more successfully. Loyal customers are more likely to purchase products and services from brands repetitively and enhance business growth. Developing a community helps to boost customer engagement and loyalty for the fashion industry successfully. Identification of customer pain points and solving their purchasing issues are necessary to enhance effective engagement with the customer and brand. Thus, the brand is able to create a sense of belonging with different customers by using the “content marketing” appropriately. 
Educating the customers on the brand and its sustainable approaches through different “content marketing tactics” helps to enhance positivity among the customers. Reinforcement of positive association with the customers helps to deliver ongoing value for the brand and enhance business growth successfully. The “Content marketing” is effective to get ideas on the requirements of customers through their sending times from different content, and it helps to develop a more authentic service for the customers. The fashion brand needs to focus on collaborating with different “micro influencers” to improve their content strategies and connect with more audiences for the product and service of the fashion brand. Influencers are able to develop connections with customers and attract new arrival products of different fashion brands through their regular posts and reels.  The findings evaluate developing interactivity with brands and customers, delivering appropriate knowledge on the brand's context, and enhancing the number of loyal millennial customers for the business. Using content that highlights ethical practice and sustainability helps to build deep “emotional connection and trust among the customers. The use of the “personalised messaging" process also influences the millennial customers in the fashion business. Enhancing investment in the live content for the VIP fans through different influencers also develops deeper connections between the brand and customers successfully. Therefore, using correct content creation and building transparency with the audience are necessary to improve the success of the fashion business appropriately. 
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4.3 Discussion 
Theme 1
Considering the interpretation of content marketing to influenced millennials engagement and loyalty, the findings of this study are cohesively supporting content marketing as the parameter to create extended community trust. In this case, active engagement of the Instagram influencers taken into account that provides evident strategic guidance for the customers by promoting the fashion offerings and products through online channels (Zahran and Aljuhmani, 2025). This evidence defined the growth of integrity of the consumers with influencer marketing under the concept of content-based promotion with positive impact over consumer purchasing decisions. Ranging through the literature outcomes, the opinions of Nadanyiova and Sujanska (2023) have clearly reflected the implications of influencer marketing to bridge the relationship between the consumers and brands based on the mediation of famous celebrities on social media. Hence, considering information from both viewpoints of authors, influencer marketing proved a trust bridge for those consumers that follow their favourite influence to connect with brands. 
Along with this, the arena of content marketing has also disclosed active integration of AI driven virtual influencers (VI) as an integral part of generating tailored contents for the millennial customer segment (Su, 2025). The literature opinions through the mentions of Nobile and Cantoni (2023), the collaboration of the virtual assistance are coherently driven to comply with consumer behaviour through personalised promotion in emails and others. The alignment of the finding with the wider literature is comprehensively reflecting the positive implications of content marketing to influence customer purchasing intention and behaviour. In this case, the theoretical implications of TRA is coherently supported through integrating customer attitude and behaviour to the subjective norm of content marketing. Hence, a composite interlink is found between the theoretical evidence that acts as the primary role to introduce virtual influencers for increasing sales for brands.  
Apparent understanding is also encrypted through the study findings about the value of viral marketing for achieving customer engagement. In this context, the integration of the social media platforms are noted to empower “two-way communication” for maintaining active relationships with the millennial customer base. The opinions of AlFraihat et al. (2025) have clearly articulated the outcomes of digital content marketing operations in order to influence consumer behaviour. In this regard, collaboration with the content creators is also seen to drive trustworthiness as well as transparency. Referring to the literature extracts, Evania et al. (2023) has clearly depicted the values of content marketing based promotions to impact purchasing decisions of the consumers. The views of Manley et al. (2023) has also stated the preference of the millennial customer segment to prefer sustainable fashion where content marketing is playing a leading role. Referring to this understanding, the findings are aligned with the previous researches through indicating the outcomes of digital content marketing to create a purchasing urge among the consumers in this ongoing digital era. For instance, Isibor et al. (2025) define the impact of content marketing to ensure active brand authority for generating high quality leads based on increasing website traffic. Hence, the findings and the previous researches are concretely aligned to signify content marketing as the parameter to drive consumer engagement. Considering this understanding, the research objective asking to evaluate the content marketing approaches for targeting the millennial customer segment is effectively addressed.    
Theme 2
Comprehension of the TRA framework is reportedly taken in this case for enlightening the enhancement of millennials engagement with the fashion industry. The theme outcomes have clearly defined the entitlement of active relationships of the consumers with positive purchasing intention through content marketing (El-Shihy and Awaad, 2025). The concept of TRA is also defined in the findings for denoting the development of positive brand awareness for the fashion brands through creating emotional connection to the millennial customer segment that also drives better brand advocacy. In this case, the literature has supported the findings through the perceptions of Bubphapant and Brandão (2025) where brand advocacy is entailed through content marketing through achieving proactive customer attention. 
Apparent concerns are also denoted in this context through considering the transforming market trends to manage brand success through understanding consumer behaviour. The literature outcomes have contradicted this finding based on the opinion of Sang (2024) where the fluctuation and everchanging character of social media marketing is defined to monitor and track the platforms. Applying theories like TRA can encourage practical aspects to influence context marketing in influencing consumers like Gen Z and Millennials within fashion sectors. Comprehensive establishment of the emotional interlink is also supporting the theoretical evidence of TRA by aligning with the practical aspects of content marketing. In this case, personalised offerings and suggestions can be highlighted as subjective norms to shape consumer attitude towards content marketing.    
Apparent concerns are also given in the findings through indicating active focus of the millennial customer segment towards content marketing based on the transparent and constant messaging approach. Personalised recommendation is also denoting the implications of content marketing to address the millennials audience’s preferences. In this case, the literature has again mentioned the preference of personalised marketing as an integral part of addressing casual behaviour of the consumers (Nobile and Cantoni, 2023). The aspects of TRA are underpinned through indicating the attitude and subjective norms related to content marketing for engaging millennial customer groups. Referring to the discussion, clear alignment between the theory and practice is signified by comprehending that transformation of millennial customer segment emphasis towards personalised offerings. Henceforth, the discussion on TRA highlighted psychology triggers that influence individual attitudes towards increasing consumer loyalty towards brands for increasing sales growth.       
Theme 3
The outcomes of this theme have coherently discussed the mediating role played by content marketing practices in order to develop loyalty through featuring emotional engagement to the customers. The views of Lumawir et al. (2025) have considerably defined increasing dependence on online marketing for addressing the customer needs. The practices of eWOM are also signified through the findings to integrate enhanced brand trust that may help in driving customer loyalty to a large extent through increasing trust level. The literature evidence has supported these findings through considering the ideas of Isibor et al. (2025) where content marketing is reported to foster community engagement through increasing trustworthiness based on relevant contents. 
As compared to this, a contradiction is also reported through the studies of Sudarević et al. (2023) where major ethical challenges of fake news and poor transparency is reported with content marketing. Along with this, the beneficial circumstances of content marketing practices are also enlightened in the findings through increasing brand awareness based on service differentiation from the existing market competition. This differentiation related focus is supporting the market vision for the fashion industrial players to grab consumer attention based on satisfying consumer needs. The literature has again supported these findings through contemplating the ideology of Baydaş et al. (2023) where evident shift of corporate emphasis is signified towards customer centricity. 
As replicated through the theory and practice in the findings, clear implications of digital content marketing are coherently supported to emphasize on user generated contents. Along with this, the supportive consequences of electronic word of mouth are also adding a greater value to signify content marketing as a parameter to drive community engagement. The increment of consumer trust level based on content and influencer marketing is also defining critical outcomes of the content marketing practices to empower brand as well as consumer loyalty through featuring emotional connection (Isibor et al. 2025). Referring to this aspect, the conceptual elements of TRA are clearly supported by encrypting a linear relationship across the subjective norm of content marketing on consumer attitude and behaviour. 
The findings have also reflected the implications of UGC through content marketing practices. In this regard, the development of high quality content is also signified through content marketing that helps in developing brand loyalty (Shrivastava and Choithrani, 2024). The literature deliverables have also complied to this concept through leveraging the opinions of Baydaş et al., (2023) by drawing the conceptual interlink of brand loyalty with information and interaction through content marketing. On the other hand, contradictory understanding is given through the literature evidence where Lopes and Cassai (2022) has defined the need for constantly evaluating content quality and values to eliminate poor quality related challenges. Despite having this contradiction, the implications of content marketing is supported through the conceptual link of customer and brand loyalty based on UGC, content qualities, social media integration and others. 
This contradiction is eventually indicating the challenging circumstances of maintaining quality content to influence customer purchasing decisions in the fashion industry. Approaching implemented technology for content marketing effectively manages the content engagement while interacting with customers in getting better outcomes. For example, maintenance of explicit content quality is helpful to drive consumer attention. Based on this practice, the fashion industrial businesses would be able to generate consumer loyalty based on increasing trust resulting from high quality contents (Shrivastava and Choithrani, 2024). The aspects of social media engagement are also enlightened for this purpose to reflect the components of TRA under a linear relationship. Hence, the discussion is signifying the subjective norms of content and digital marketing to gradually influence consumer behaviour and decision making process in the fashion sector. Based on this understanding, the research objective asking to integrate the relationship of content marketing with brand loyalty is addressed.  
     
[bookmark: _heading=h.w1x7ska56j05][bookmark: _Toc219995376]4.4 Summary 
[bookmark: _heading=h.uqzxx8os6c4b][bookmark: _heading=h.gjmaj6i22exa]The chapter discussed different content strategies used by the fashion business to build a connection with millennial customers and increase business growth successfully. 	The storytelling, video content, and generated content by different users are authentic to develop trust and loyalty among different customers effectively. The use of real content and transparent promotion increases trust among millennials and enhance success of the fashion industry. The implication of the TRA framework and its connection with authentic “content creation” has demonstrated thoroughly in the chapter. The chapter focused on improving customer engagement through content marketing and fashion brands are required to develop more seamless digital experience to enhance customer satisfaction for the business and enhance business growth. The fashion brand was suggested to develop collaboration with different “celebrity influencers” and developed loyalty programs for getting more attention from its customers and revamp business progress successfully. Further, the effectiveness of using “content marketing” in building emotional connection was also discussed to make the research findings more relevant.  

[bookmark: _heading=h.54mkyp59db0o][bookmark: _Toc219995377]Chapter 5: Conclusion and Recommendation   
[bookmark: _heading=h.f75xm1xxye8j][bookmark: _Toc219995378]5.0 Conclusion
The concluding statement of this research demonstrated application of content marketing strategies in influencing millennial consumers through triggering psychological and behavioural intentions towards specific brands and products in fashion sectors. Regarding this, the aim of this study clarified the role of behavioural purchasing decisions for increasing product’s value due to higher sales growth based on relevant content marketing strategies. The implication of content marketing strategies included video marketing, social media marketing, influential marketing and UGC marketing that play an important role in providing relevant information to connect with customers. In this context, the secondary qualitative data collected along with thematic analysis that has clarified impacts of content marketing in enhancing brand value by increasing sales along with financial growth. During this research, the relevance of content marketing with positive as well as negative content clarified by developing themes that have provided in-depth analysis to show accountability of information in supporting the research. Relating to this, the future term impacts of content marketing strategies linked with research objectives that can ensure brand loyalty to attract more customers in getting competitive business growth. The present research justified the implication of content marketing to increase customer engagement within fashion sectors that was promoted by investing in online marketing activities. The study highlighted future term results for fashion sector business while approaching content marketing strategies in standardizing operational as well as production activities with higher customer experience. 
[bookmark: _heading=h.htbwx7e51gag][bookmark: _Toc219995379]5.1 Linking with Objectives 
Objective 1: The first objective fully met theme 1 in defining the role of content marketing in influencing customers within the fashion sectors. Moreover, the findings from Liu and Cabading, (2025) stated the implication of video marketing in the context of content marketing that can improve brand awareness regarding products and services among millennial customers. Objective 1 successfully described “Content marking approach influences millennial customers in the fashion industry by leveraging an interaction platform for building community trust”. Regarding this, Zahran and Aljuhmani (2025) demonstrated the significance of influential marketing activities with the help of social media platforms like Instagram. This statement linked with the first objective to highlight influential marketing influence customers towards products that positively trigger behavioural intention of consumers towards specific brands in fashion sectors. The study from Guo et al. (2025) reflected on short video formats that can be considered by fashion sectors in providing relevant information to more customers. In this context, the use of social media platforms like TikTok, YouTube and Facebook recognised where shorts and reels were promoted by providing relevant information regarding specific products and services. Hence, the first objective successfully linked with theme 1 along with literature viewpoints that highlighted video marketing, influential marketing and social media engagement to attract millennial customers within fashion sectors. 
Objective 2: The second objective significantly met theme 2 in defining content marketing strategies where TRA highlighted in order to influence consumers. Regarding this, the second objective described the influence of online marketing activities that was recognised as prime factors to enhance brand sales by increasing customer engagement. In this regard, customer segments have been described along with content marketing strategies that can provide customisation services to customers (Evania et al. 2023). For example, modernised products within fashion sectors promoted after approaching content marketing in understanding customer’s preferences towards products. Theme 2 “Implication of the “content marketing” strategies develop engagement of millennial by building brand perception and encouraging social influence aligning with TRA” clarified significance of second objective. This theme was significantly linked with the second objective to define the role of TRA in building social objectives that can be promoted through content market strategies within fashion sectors. The findings from Theocharis and Tsekouropoulos (2025) stated that sustainable consumption will be more reliable for attracting millennial customers because of eco-friendly products. This information highlighted clear linkage of second objective with theme 2 where implication of the fashion market can be categorised into different categories including sustainable consumption in providing environmental-friendly products. Hence, the findings demonstrated a clear understanding for attracting millennial consumers within fashion sectors where sustainable consumptions as well as content market strategies has been linked with research objectives. 
Objective 3: The third objective of this research was depicted in examining how content marketing strategies effectively trigger emotional connection to enhance band loyalty. In this context, theme 3 fully met third objectives where the impacts of content marketing strategies was highlighted in increasing brand loyalty towards achieving higher customer engagement for fashion sectors. The findings from Isibor et al. (2025) depicted the terms of content marketing strategies to bridging an effective emotional connection with customers. This information reflected on how content marketing strategies might be beneficial for fashion brands in establishing an effective emotional connection with customers by providing relevant contents through video and online content. Relating to this, the third objective justified with “Use of content marketing helps in developing loyalty and foster emotional connection which influences brand loyalty”. This statement described the strong relevance of content marketing in influencing costumes by providing relevant information that can be beneficial to ensure effective brand loyalty among millennial customers for the long term. Thus, third objective provided a significant statement with help of theme 3 that content marketing might increase brand loyalty because of providing significant content with relevant information to interact with millennials. 
The significance of the third objective linked with research topics in describing future term goals while adopting content marketing strategies for interacting with millennial customers through online content. Regarding this, the research from Shrivastava and Choithrani (2024) stated the implication of digital content marketing that clearly links to third objectives in understanding its relevance to increase brand loyalty among millennials. This study described the role of UGC as well as internet marketing activities in providing relevant information regarding the products that can help millennial customers to connect easily with brands. Henceforth, theme 3 simplified the relevance of content marketing strategies along with UGC to enhance customer loyalty towards brands that can enhance brand position with higher profitable values for fashion sectors. 
[bookmark: _heading=h.n75tl4cl6e25][bookmark: _Toc219995380]5.2 Recommendations 
Recommendation 1: Building community trust through maintaining Authentic Relationship with millennial 
Ethical management of content creation strategies is a major aspect for improving connections and networking with the millennial. Increased use of big data and analytics in the content creation is a major challenge for maintaining privacy and data security for the consumers. Proper implementation of ethical security and privacy of the consumers is a major factor for the maintaining personalised involvement of the brand using content creation strategy (Tan and Salo, 2023). Authenticity of the information resources used for the targeting and content designing approach help to maintain the effective relationship with the millennial. On the other hand, real-time optimisation of information is possible through reinforcement and deep learning strategies that can be maintained through analysing consumer needs and demands (Gao et al., 2023). For this purpose, ensuring consumers about the ethical functional system and its information ecosystem help to maintain trust-based relationships between millennial and consumers. Improvement in the IT and ICT management strategies of fashion brands are important for maintaining ethical integration and transparency. On the other hand, promoting unrealistic beauty standards and body images on social media is another major challenge. Fashion companies can integrate real-life models to promote realistic beauty standards among the consumers to increase consumer attraction and retention (Ameen et al., 2022). Sharing realistic body images among the consumers using the social media content is a major approach for improving high self-esteem among the consumers that in turn help to develop positive emotional connections and engagement. Value integration among the consumers and followers is a major aspect for attraction of target consumers that in turn ensures loyalty. 
Recommendation 2: Encouraging social influence and engagement through Community-Driven Marketing
Developing authentic relationships with the millennial is a major priority for the fashion brands in order to maintain community trust. Improved understanding of the community values and traditions of the target populations is a major approach for designing contents. The strategic interventions for the community based management refers to developing authentic values through creating effective contents (Mogaji et al., 2024). Development and management of the online brand community is a major aspect for the free-flow of the content and information among the targeted customers, which help to increase consumer response and connectivity. Enhances interconnections between the brand customers and groups help to improve sharing information and have a major impact on purchase behaviours. The social media platforms can be effectively used as a co-creative platform for sharing information, insights and information regarding brands that in turn enhances consumer awareness. In this case, a sense of belongingness and connectivity plays a major role for the high consumer loyalty and retention (Ozuem et al., 2021). In addition, symbolic association and purchase motivation among the millennial can also be effective through maintaining the community based marketing strategy. A brand with a high value system and alignment of strategies with the customer demands and needs are observed to have high customer retention. In this case, brand symbolism plays a major priority that influences social identity and reinforcement to the engagement process. Hence maintaining community based promotions and marketing is a major suggestion for attracting millennial. 
Recommendation 3: Fostering emotional connection through maintaining Meaningful Conversations
Storytelling and sharing relatable visuals is a major form for creating emotional bonds with the consumers. Integration of the relatable values, norms and emotions with the consumers using the marketing strategies and content creations is a major scope for the creating meaningful connections (Forbes, 2021). In case of fashion sector, consideration of traditional values, norms and creativity fostered in the local culture plays a major role for designing and attraction. Use of empathy and emotional connections through the marketing strategies enhances scope for building customer relationships, making them feel valued and included. Fashion brands can also promote local traditions and cultures and create cultural empathy among the target community through fostering empathy, joy and nostalgia among the millennial (He et al., 2022). In this case, authenticity and storytelling approach is most effective for attracting millennial. Also consideration of social implications related to the content developed for the marketing is mandatory to be maintained for avoiding biases and negative controversies that in turn can negatively affect customer engagement with the brand. 
Recommendation 4: Developing Loyalty management through prioritization of zero-click strategies
Millennial are a key customer segment for fashion brands where some strategies like zero-click strategy can be promoted in order to maintain strong connectivity with new costumes. As per the view of Hasan, (2025), the integration of AI enabled technology has shaped search engine optimisation (SEO) with the help of keyword search, content optimisation and semantic search. It can be leveraged along with natural language processing and machine learning that can enhance click-through rates towards zero-click results. Apart from that, conversational commercial systems can be developed within the workplace with the help of voice assistants, conversational interfaces and messaging applications. Referring to this, integrated AI support systems towards zero-click strategies will be more effective to enhance brand loyalty among customers. 
On the other hand, the implication of automated systems with the help of integrated AI application is rapidly transforming the workplace where zero-click interactions are being developed against traditional operations (Kim, 2025). Zero-click search has been recognised as modernized systems associated with AI systems that enhance brand awareness by providing reliable information on zero-click. It can be an efficient process to save money, time and minimise management interactions while connecting with brands regarding specific products. Moreover, the implication of zero-click will reduce click through rate that might trigger psychological as well as behavioural intention of customers in interacting with specific context. Considering zero-click strategies would help customers on their purchasing issues that can be addressed in seconds with the help of AI-prompt settings that can reduce higher pressure of brands to deal with customer’s issues. Henceforth, prioritizing zero-click strategies will be more relevant to connect with millennial because of providing relevant information in seconds that can increase brand reputation to increase profits for future-term business. 
[bookmark: _heading=h.a0y5atz544n1]

[bookmark: _Toc219995381]Chapter 6: Limitations and Future Research 
[bookmark: _Toc219995382]6.0 Research Limitations 
The present study was designed in the context of a secondary data collection method with the help of thematic analysis. Considering secondary data, three themes were developed to provide clarification in the context of research objectives that reflected on the role of content marketing in increasing brand loyalty. However, the present research did not consider real-time information with viewpoints of quantitative data collection that states current limitations of research to describe the information. During the present study, secondary data provided subjective viewpoints by developing new theories based on gathered information that clearly state the implication of content marketing strategies for fashion sectors. Hence, the lack of primary data presented a clear limitation of this research that failed to justify the topic with human opinions. 
[bookmark: _heading=h.d7pyo04w0upe][bookmark: _Toc219995383]6.1 Future Scope
[bookmark: _heading=h.epr07hbyxxpd]The role of content marketing strategies was highlighted for many perspectives like connecting with new customers, providing relevant content and establishing an effective emotional connection with customers. Regarding this, the future scope of this study was reflected on significant use of social media applications like YouTube, Facebook, TikTok and Instagram that promote brands among millennial customers to enhance long-term brand value. It was recognised as future implications while considering content marketing in standardising marketing services to attract markets and consumers towards higher sales. Additionally, future study will consider strategic goals in managing marketing trends and rapid growth of consumer behaviours with the help of suitable content marketing that need to be clarified in the context of long-term growth. Hence, the future scope of this research described areas like governance systems and strategic goals for introducing content marketing that can be identified in strengthening further research concepts.  
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	Authors and date
	Methods
	Findings  
	Themes 

	Zahran, and Aljuhmani (2025)
	A cross-sectional survey
	This study explores how Instagram fashion influencers build brand loyalty through customer engagement within the framework of sustainable consumption.
	Theme 1: Content marking approach influence millennial customer in the fashion industry by using leveraging and interaction platform for building community trust

	Su (2025)
	Secondary method
	Brands must be agile and innovative, adapting their strategies to incorporate emerging
technologies that enhance consumer interactions.
	

	Shatnawi et al. (2024)
	Survey and SPSS analysis.
	The findings of this research unequivocally establish statistically significant and positive linkages between viral marketing and purchase intention.
	

	AlFraihat et al. (2025)
	Survey and SPSS analysis.
	This study is of high importance for marketing strategies, emphasising the pivotal importance of DCM in developing effective marketing approaches.
	

	Vazquez-Atochero and Romero-Sanz (2025)
	Primary survey analysis 
	This article presents findings by investigating the role
of influencers in redefining fashion consumption and community-building on Instagram.
	

	Youn and Cho (2022)
	Primary survey analysis. 
	The interaction between psychological distance and construal level significantly influences ad-brand congruency.
	

	El-Shihy and Awaad (2025)
	Quantitative approach with structured surveys 
	This research advances the sustainable fashion marketing literature by integrating insights from social media influence and consumer behavior, specifically within the Gen Z demographic.
	Theme 2: Implication of the “content marketing” strategies develop engagement of millennials by building brand perception and encouraging social influence aligning with TRA

	Theocharis, and Tsekouropoulos (2025)
	Using a quantitative approach with survey data.
	These findings suggest that brands targeting Gen Z should prioritize building a strong, trustworthy, and engaging online presence while highlighting their sustainability efforts. 
	

	Theocharis et al. (2025)
	A cross-sectional research with survey analysis 
	The findings provide a thorough understanding of the factors that influence online consumer behavior while simultaneously laying the foundation for the creation of targeted and differentiated marketing strategies.
	

	Hu et al. (2024)
	Quantitative approach, collecting data through an online survey
	This research contributes to the literature by highlighting the mediating roles of green values, environmental concerns, and brand involvement in social media marketing for green products.
	

	Kang and Badal (2025)
	Structural equation modelling was used to test 14 hypotheses based on a dataset of 289 female Gen Z consumers. 
	The results help close the gap in sustainable fashion consumption research and offer valuable managerial insights.
	

	Elgammal et al. (2024)
	A qualitative investigation
	This research broadens the current understanding of green consumption in a culturally specific context, suggesting that young consumers’ sustainable behaviours are deeply intertwined with their social identities and environmental awareness.
	

	Lumawir et al. (2025)
	Data analysis was conducted using SmartPLS
	The results underscore the pivotal role of Brand Trust in strengthening the relationship between digital marketing strategies and customer loyalty.
	Theme 3:  Use of content marketing helps in developing loyalty and foster emotional connection which influence in the brand loyalty 


	Onobrakpeya and Ugwuonah (2023)
	A cross-sectional survey research
	The study's findings could have significant implications by  content marketing strategy to differentiate themselves from competitors and build brand awareness.
	

	Shrivastava, and Choithrani (2024)
	The study uses a questionnaire of 72 respondents and employs Structural Equation Modelling
	The study is useful for consumer electronic brands, marketers and researchers who seek to gather and develop insights pertaining to the enhancement of their content marketing strategies to yield better marketing outcomes.
	

	Rehman et al. 2025
	Quantitative survey data analysis. 
	Practically, the findings indicate that banks should prioritize social media marketing activities for increased customer engagement and relational benefits. 
	

	Aldulaimi et al. 2025
	Using a quantitative, cross-sectional research design. 
	E-WOM is effective in engaging customers to increase business growth. 
	

	Walean et al. 2025
	A quantitative research design
	The results offer valuable insights for marketers and practitioners, emphasizing the importance of leveraging engaging and interactive social media strategies to foster brand trust and drive consumer decisions in emerging markets.
	


[bookmark: _heading=h.4a2pzk18xwak][bookmark: _Toc219995387]Appendix 2: Coding framework / thematic analysis steps (Braun and Clark table)
	Familiarise with the data
	Generate initial codes
	Search for themes
	Review themes
	Findings  
	Themes 

	Zahran, and Aljuhmani (2025)
	Instagram  fashion influencers, brand loyalty, customer engagement 
	Instagram develop customer engagement for brands. 
	Review of themes highlights impact of Instagram influencers. 
	This study explores how Instagram fashion influencers build brand loyalty through customer engagement within the framework of sustainable consumption.
	Theme 1: Content marking approach influence millennial customer in the fashion industry by using leveraging and interaction platform for building community trust

	Su (2025)
	The role of AI‐driven virtual influencers,  consumer engagement
	Use of “AI” to enhance virtual influencers to improve customer engagement. 
	Virtual influencers are able  to enhance more customer engagement with innovation. 
	Brands must be agile and innovative, adapting their strategies to incorporate emerging
technologies that enhance consumer interactions.
	

	Shatnawi et al. (2024)
	Viral marketing, customer purchasing intention, fashion industry
	Customers are influenced by the viral marketing approaches. 
	Review of the theme discusses the way viral marketing influences the customer purchasing process. 
	The findings of this research unequivocally establish statistically significant and positive linkages between viral marketing and purchase intention.
	

	AlFraihat et al. (2025)
	Impact of Digital Content Marketing, Role of Behavioural Engagement 
	Digital content attracts more customers towards products and services. 
	Review evaluates digital content to improve customer buying intention. 
	This study is of high importance for marketing strategies, emphasising the pivotal importance of DCM in developing effective marketing approaches.
	

	Vazquez-Atochero and Romero-Sanz (2025)
	Influence of digital times
	Influencers help to improve the fashion market. 
	Influencers help to enhance revenue of the fashion business. 
	This article presents findings by investigating the role
of influencers in redefining fashion consumption and community-building on Instagram.
	

	Youn and Cho (2022)
	CSR ads, luxury fashion brands, eWOM on social media.
	Advertisement help to attract more customers for brands. 
	Review discussed the way interaction between brand and customers enhance business growth. 
	The interaction between psychological distance and construal level significantly influences ad-brand congruency.
	

	El-Shihy and Awaad (2025)
	Leveraging social media, sustainable fashion,  user-generated content influence
	User generated content influences more customers for business. 
	Review evaluated user generated content to increase business revenue. 
	This research advances the sustainable fashion marketing literature by integrating insights from social media influence and consumer behavior, specifically within the Gen Z demographic.
	Theme 2: Implication of the “content marketing” strategies develop engagement of millennials by building brand perception and encouraging social influence aligning with TRA

	Theocharis, and Tsekouropoulos (2025)
	Sustainable consumption, branding 
	The brand dimensions influence consumer behavior and adoption of newly launched technological products. 

	New launches help to engage more customers online. 
	These findings suggest that brands targeting Gen Z should prioritize building a strong, trustworthy, and engaging online presence while highlighting their sustainability efforts. 
	

	Theocharis et al. (2025)
	Factors Affecting Online Consumer Behavior, Newly Launched Technological
	Online behaviour influences more customers. 
	Review of themes evaluated the way new technology enhances customer engagement for brands. 
	The findings provide a thorough understanding of the factors that influence online consumer behavior while simultaneously laying the foundation for the creation of targeted and differentiated marketing strategies.
	

	Hu et al. (2024)
	Role of social media,  marketing of green product repurchase intention
	Development of marketing of different sustainable products helps to improve customer engagement. 
	Review demonstrated green marketing influences customer purchasing intention. 
	This research contributes to the literature by highlighting the mediating roles of green values, environmental concerns, and brand involvement in social media marketing for green products.
	

	Kang and Badal (2025)
	Fashion consumption, sustainable fashion
	Sustainable fashion influences more customers. 
	Review demonstrated increasing sustainable fashion helps to enhance growth of fashion brand. 
	The results help close the gap in sustainable fashion consumption research and offer valuable managerial insights.
	

	Elgammal et al. (2024)
	Sustainable Purchasing Behaviors, Role of Social Behavioral Intentions
	Social behavioural intention helps influence the purchasing process and improve growth of brands. 
	Review evaluated green consumption to help improve brand visibility. 
	This research broadens the current understanding of green consumption in a culturally specific context, suggesting that young consumers’ sustainable behaviours are deeply intertwined with their social identities and environmental awareness.
	

	Lumawir et al. (2025)
	Engagement rate, e-wom, digital advertising, customer loyalty
	E-wom is effective to develop more loyal customers for the brand. 
	Review demonstrated e-wom helps to increase more loyal customers for brands. 
	The results underscore the pivotal role of Brand Trust in strengthening the relationship between digital marketing strategies and customer loyalty.
	Theme 3:  Use of content marketing helps in developing loyalty and foster emotional connection which influence in the brand loyalty 


	Onobrakpeya and Ugwuonah (2023)
	Effects of content marketing strategy,  customer-based brand equity
	Content marketing helps in developing business equity more successfully. 
	Implication of content marketing helps to enhance more competitive advantage for brands and increase organisational success perfectly. 
	The study's findings could have significant implications by  content marketing strategy to differentiate themselves from competitors and build brand awareness.
	

	Shrivastava, and Choithrani (2024)
	Cultivating Brand Loyalty, Content Marketing, influence of Digital Content Characteristic
	Development of effective marketing strategies help to enhance engagement of customers for brands. 
	Review of this theme highlights development of content marketing and delivers an effective marketing outcome for business. 
	The study is useful for consumer electronic brands, marketers and researchers who seek to gather and develop insights pertaining to the enhancement of their content marketing strategies to yield better marketing outcomes.
	

	Rehman et al. 2025
	Building relationship equity, Role of social media marketing activities,  customer engagement, 
	Social media marketing is effective to develop engagement of different customers. 
	This theme reviews the way social media influences different customers in the product purchasing process. 
	Practically, the findings indicate that banks should prioritize social media marketing activities for increased customer engagement and relational benefits. 
	

	Aldulaimi et al. 2025
	Customer perceived, electronic word of mouth approach, customer loyalty
	Electronic word of mouth is effective to improve the number of loyal customers for brand. 
	Review of theme highlights use of E-wom to enhance engagement of large customers for business. 
	E-WOM is effective in engaging customers to increase business growth. 
	

	Walean et al. 2025
	“Social media marketing”. brand trust, smartphone purchase decisions 
	“Social media” helps in developing brand trust. 
	Brand trust significantly impacts purchase decisions, it does not mediate most social media marketing factors, except for perceived relevance. 
	The results offer valuable insights for marketers and practitioners, emphasizing the importance of leveraging engaging and interactive social media strategies to foster brand trust and drive consumer decisions in emerging markets.
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