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1. Introduction 
The research report is based on the Luxury fashion industry in which the brief information on the factors affecting brand image for luxury brands due to Digital marketing and integrated marketing communications are discusses and critically analyses.
Background
Luxury fashion brands are known for their high quality, exclusivity, and expensive price tags. They offer items that are distinct from everyday necessities and should be costly due to their use of high-quality materials, unique design, and excellent craftsmanship. The cost of luxury fashion products is determined by the brand's positioning and target audience, which is typically affluent consumers. While there is no exact definition of luxury, it is generally associated with products that are high-quality, long-lasting, and innovative in design. Luxury fashion products are visually appealing, rare, and often difficult to access. They are made from higher-grade materials and outlast their competition.
Following luxury automobiles, the personal luxury goods sector is the second-largest segment of the luxury business. It covers high-end clothing, accessories, watches, jewelry, and eyewear. This market's income has continuously increased over the last decade, with the exception of a drop induced by the COVID-19 epidemic. In 2020, the United States was the top market for personal luxury goods, with revenue of about $65 billion. China was in second place. According to predictions, the United States will continue to be the leading country in terms of revenue generated by the personal luxury goods market worldwide by 2025. In addition, American nationals are the largest consumer group when it comes to luxury goods. (Tugba Sabanoglu, 2023) 
The internet is often referred to as "the most democratic of media," but it may not seem like the best medium for marketing luxury brands. However, in today's world, most of our transactions, exposure, and even our work platforms exist online. As a result, having an online presence has become mandatory for even well-established luxury brands or companies that specialize in significant purchases. (Frank DePino, 2023)
In today's world, consumers are exposed to numerous marketing channels that inundate them with different messages. Integrated Marketing is an effective way to cut through this clutter by providing a consistent and cohesive brand experience for consumers across all channels. By delivering a seamless experience with a clear and relevant message, Integrated Marketing ensures that consumers receive the same message, regardless of the channel they use. (Jennifer Kenyon, 2019)
Rationale of the Study
According to previous studies, digital marketing and Integrated marketing communication channels are the new sources to reach out to the customers for the every brand or company regardless their status if it’s a luxury or premium, etc. Identifying the factors affecting by digital marketing and integrated marketing communications on the brand image of luxury fashion industry is very essential to know as this will definitely be helpful for the industry to identify the strength and work on their weaknesses. However, the study aims to understand the correlation between digital marketing and IMC with brand image of the luxury fashion brands. The results will show the direct and indirect factors affecting on brand image of luxury fashion brands.
Aim
The impact of Digital Marketing and Integrated Marketing Communication on the brand image of the luxury fashion industry.
Research Objectives
· To determine the current digital marketing strategies implemented by luxury fashion brands,
· To determine the current IMC strategies utilised in the luxury fashion industry,
· To analyze the impact of digital marketing and integrated marketing communications on the brand image of the luxury fashion brands.
Research Questions:
· What are the current digital marketing strategies implemented by luxury fashion brands?
· What are the current Integrated Marketing Communication (IMC) strategies utilised by luxury fashion brands?
· What is the impact of digital marketing and integrated marketing communication (IMC) on the brand image of the luxury fashion brands?

2. Literature review:
Digital Marketing:
According to Dr. Dave Chaffey, digital marketing can be degfines as "achieving marketing objectives through the use of digital media, data, and technology." (2023)
The digital channels which are used to promote products and also the services can be referred to as the channels of digital marketing. Websites, mobile devices, social media, and search engines are all examples of this. (Adam Barone, 2023)
Digital marketing refers to the use of electronic technology by a company to connect with customers. It involves the promotion and sale of products or services through various online platforms which includes social media, email marketing, mobile marketing along with online customer communities and webinars, and video-based content.
The process of digital marketing is similar to traditional marketing and can be used in conjunction with it. Companies can use both digital and traditional marketing techniques to effectively reach their target audience. (Alexander S. Gillis, 2022)
Integrated Marketing Communications (IMC)
Integrated marketing is a strategic marketing technique that tries to connect communications and interactive experiences that are tailored to specific markets and people. It manages all aspects of a brand's marketing which is including paid media (Paid media offers direct marketing, offline advertising, programmatic and online display), earned media (which offers organic search influenced by content marketing, public relations, and online influencer outreach), and owned media (on-site UX social media, customer service, and direct messaging via email and mobile). 
Its goal is to produce consistent message that is personalized by channel, when feasible, to provide customers with a unique and easy going smooth experience with the brand across the customer lifecycle or route to buy. (Dr. Dave Chaffey, 2022)
Integrated Marketing Communications (IMC) is a planning concept that highlights the significance of aligning multiple communication disciplines, such as advertising, public relations, direct marketing, sales promotions and personal selling, to achieve maximum impact in a marketing campaign. This concept actually gained immense popularity with the emergence of the internet as the new and ever-growing digital media options and platforms were developed. (Lawrence Ang, 2018)
Brand Image
According to Kotler (2001), brand image refers to the beliefs, ideas, and impressions a person has about a particular object. Similarly, Keller (1993) defines brand image as the set of perceptions that consumers have about a brand stored in their memory.
Brand Image refers to the way customers perceive a brand. It is the image that develops in customers' minds over time as they interact with and experience the brand. These interactions can take many forms and need not always involve purchasing or using products and services. The brand image is shaped by customers' experiences and forms an important aspect of their decision-making process. (Aashish Pahwa, 2022)
RACE Model
[image: The RACE Framework: A practical digital marketing strategy framework]
RACE Model Image. (Dave Chaffey, 2022)
The RACE model is a very helpful and efficient framework for strategizing digital marketing operations and omnichannel communication strategies. The strategy is divided into four stages, each of which targets clients at different periods of the customer lifecycle with the purpose of building strong relationships and increasing customer loyalty.
1. Reach: This step entails to increase the website visitors by raising awareness about the brand, their products, and services through numerous internet and offline media. The goal is to direct users to various web presences, such as the main site, microsites, and social media profiles. It entails maximizing reach over time by developing various sponsored, owned, and earned media touchpoints to generate numerous engagements.
2. Act: The act encourages communications on websites and social media in order to create leads. It is the stage of convincing site visitors or prospects to take the next step, the next action on customer’s journey, especially when they first visit brand website or social media presence. This entails producing leads for a wide range of organizations, particularly B2B. It is critical to define these actions as top-level funnel goals in analytics.
[bookmark: _GoBack]3. Convert: Convert customers to buy, either online or offline, is the goal of this step. It entails convincing the customers to take the crucial next step, which converts them into buying clients, whether the payment is done via online transactions or offline methods.
4. Engage: This stage focuses on establishing a long-term relationship with first-time purchasers in order to foster client loyalty and repeat purchases. It entails increasing client lifetime value through customer communications on your website, social presence, email, and direct contacts. (Dave Chaffey, 2022)


3. Research Methodology
The process by which a researcher develops a study in order to assure accurate and reliable results that answer research objectives and questions is referred to as research methodology. (Derek Kansen and Kerryn Warren, 2020)
[image: Guide to Understanding the Research Onion | 15 Writers]As per Dawson (2019), research methodology is the core principle that serves as a guide for conducting research. It outlines the general approach to be taken in exploring the research topic and helps in determining the appropriate research method to be used. It is important to note that research methodology and research method are not the same things. While research methodology provides a framework for conducting research, research methods are the tools used to collect data (Dawson, 2019). 
Research Onion Model (Source- 15 Writers)
The research onion model, developed by Saunders et al, outlines the stages researchers must progress through to formulate an effective methodology.
Research choices:
Quantitative research entails the use of numerical data and graphs to examine and validate hypotheses and assumptions. This form of study is beneficial in creating generalizable facts regarding a certain issue. Experiments, observations recorded as numerical data, and surveys with closed-ended questions are examples of common quantitative research approaches.
Qualitative research: is a research approach that entails the collecting and analysis of non-numerical data conveyed in words. This form of study aids in the comprehension of concepts, thoughts, or experiences and allows you to gain in-depth insights into areas that are not well understood. Conducting interviews with open-ended questions, articulating observations in words, and investigating concepts and theories through literature studies are all common qualitative procedures. (Raimo Streefkerk, 2019)
In this research, as the methods used for survey is closed ended and use of graphs and numerical data, this is a quantitative research applying mono method.
Sampling size: For the survey of this research, approximately fifty participants would be chosen out of UWTSD students and General public across the globe.
Sampling type: The collection of data may be based on the participants Demographics and Geographic. The age group participating in the questionnaire would be around 18 to 45 years including all the genders. Also geographically participants would be based in the United Kingdom and India.
Sampling Method: The sampling would completely be Non probability and it’s a convenience sampling according to the ease of acces.
Data Collection Method: The questionnaire will have 8-10 closed-ended questions based on the research topic and will be shared with participants in Microsoft forms to gather the data and will be used for the analysis. The approximate timeline for the participants to fill the form would be around 2 to 3 days.
Analysis: With the help of Microsoft Excel, data will be presented in the form of graphs and tables; and to analyse the quantitative data
Research Ethics: Ethics refer to a personal set of principles or beliefs that guide individuals and organizations in their conduct towards themselves, others, and the environment. Research ethics, on the other hand, is the application of fundamental ethical principles to research activities such as study design and implementation, respect for society and others, resource utilization and research results, and research regulation. It also addresses scientific misconduct and ensuring that research is performed in a socially responsible and respectful way of humans and their rights.

4. Planning and Resources:
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