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Abstract

This study investigates the impact of digital marketing and integrated marketing communications on the brand image of luxury fashion brands. With the increasing demand of digital marketing and integrated marketing communications, it is important to understand the factors that affect the Brand image in luxury fashion industry. The objectives of this research were to determine the current Digital Marketing strategies implemented by the luxury fashion brands, to determine the current Integrated Marketing Communication (IMC) strategies utilized in the luxury fashion industry, and to analyze the impact of Digital Marketing and Integrated Marketing Communications on the Brand Image of the luxury fashion brands. The research methods that were employed in this research were Primary research and Secondary research including a survey questionnaire including 53 participants along with literature review.
The results of this research indicate that luxury fashion brands are effectively using digital platforms to reach out to audiences and their customers, for effective marketing communications which plays a very important role to build strong brand image in this competitive marketplace. However, the effectiveness of digital marketing varies across different platforms that are used to engage customers. Out of all the platforms, brand websites plays a vital role while implementing the strategies and customer engagement while Email and other social media platforms including Facebook, Instagram, WhatsApp, Tik Tok are the most effective platforms for the overall communications including marketing communications. Also, the study highlights the importance of effective communication strategies that are used in Digital platforms and ease of use while using the brand website.
Based on these findings, researcher has proposed some recommendations that the luxury fashion brands including effective strategies, new factors to focused on in order to gain more audience, diversifying target audience,  loyalty programs, etc. Future research may focus on the methodology factors including Qualitative choice of research, Mixed method, Longitudinal time horizon, sampling size, type and method to determine the impact of digital marketing and integrated marketing communications on the brand image of the luxury fashion brands.
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1. Introduction:

The term "fashion" as used in this chapter refers to a prevailing style of clothing established by a perceived social elite or notable individuals during a particular place or time. Fashion serves as a social phenomenon that sets standards of dress that change periodically with what was once new and desirable eventually becoming commonplace and replaced by another innovation. Furthermore, fashion as a social force follows its own natural laws. (Alistair o., 2023)
The fashion industry is a constantly evolving system that responds to the availability of new materials, dye stuffs, and technologies. Fashionable clothing must make a statement of distinction, excellence, originality, and character that is expressed artistically. The significance of these factors may vary over time, and hence, the fashion system is characterized by constant change. Historians of costume have traced the roots of fashion as a social concept in Europe back to the Middle Ages. By the fourteenth century, this system had become well-established enough to be the subject of ongoing commentary and concern. The pressure to keep up with the trend of purchasing new and expensive clothing, with its emphasis on the human body, has moral implications. Elements of a fashion system were present in European courts even before it became a major force in society. The development of fashion can be traced back to as early as the age of Charlemagne in the eighth century.
The word "luxury" is derived from the Latin term "luxus," which means excess, superabundance, or a display of wealth aimed at satisfying desires that go beyond real needs. Any expense that exceeds what is necessary is considered a luxury. As such, the meaning of luxury is closely linked to human needs and varies depending on the specific time and society being analyzed. The definition of luxury takes on different forms and meanings in relation to the context of space and time and according to the perspective of the study. Luxury is a nomadic, multi-purpose concept that is difficult to trace back to a unique and definitive definition. (A. Cabigiosu, 2022)
Luxury brands have been hesitant to transition online, and this is understandable. However, with the decreasing returns of print and display advertising, coupled with luxury shoppers spending more time online and on mobile devices, it is imperative for luxury brands to adapt to the digital universe. The brands must not only survive but also thrive by adopting a digital presence. (M. Taylor, 2023)
[image: The Fashion Retailer The Fashion Pyramid of brands]
The Fashion Pyramid of Brands (A. Segura, 2019)
Fashion retailers begin by defining their strategy based on their value proposition and key positioning levers. These levers include assortment, price, experience, speed, channels, etc. This helps them differentiate themselves from their competitors. This approach defines not only their purpose but also their business model. 
Fashion brands are segmented into a pyramid, where the more expensive brands are at the top. Higher prices usually correspond to higher-quality fabrics, made-to-measure garments, exclusive customer service, and other attributes discussed in previous posts, such as "Segmentation in Fashion" or "Sports and Fashion in the Ironman Era" for sportswear.
1.1.  Background
Luxury had a different meaning at the end of the 19th century. It referred to enjoying something that was excellent and expensive, and it went beyond what was strictly necessary. The concept of luxury during that time was influenced by the aristocratic and artisanal model (Brun and Castelli, 2013). Goods were crafted manually, relied on high quality and rare raw materials, and sold mainly in the local market. However, the industrial revolution and modernity changed the approach to and meaning of luxury.
[image: What are the oldest fashion brands?]Industrialization made it possible to produce more standard items in higher volumes to be sold beyond local geographical borders. This laid the foundation for global luxury companies today. (Lipovetsky and Roux, 2003). Luxury fashion was initially represented by haute couture, which made luxury a “creative industry” for the first time. Most of the negative meanings associated with luxury, such as decadence and immorality, have disappeared. Throughout the 20th century, luxury has been frequently utilized to describe an industry, a product, or an expensive object of high quality that displays sophistication and lavishness. (Danziger, 2005)
A Timeline of Fashion History (L. Salamone, 2021)
Throughout human history, luxury has served as a powerful symbol of social status and influence. It is a coveted status that few can attain, yet many aspire to. Ancient Egypt provides a rich example of this, where the elites showcased their wealth and sophistication through the use of precious ornaments and exquisite perfumes. These objects were much more than just beautiful artifacts - they embodied the aesthetic sensibilities and cultural values of the time, testifying to the refinement and sophistication of their creators. The luxurious lifestyle was reserved for only the highest echelons of society - gods, pharaohs, priests, and their families - and was synonymous with opulence and extravagance.
The Renaissance brought with it the advent of fine fabrics, lace, silk, and goldsmiths. However, the true development of luxury started in the late 17th century, with Louis XIV and his Minister of Finance, Jean-Baptiste Colbert, who founded the Manufacture des Gobelins in 1662, followed by the Manufacture royale des glaces in 1665. These institutions brought together the finest designers, craftsmen, and workers, developing a unique and highly coveted French know-how that was being exported worldwide. This knowledge gave birth to French luxury, and gradually, elegance became a tradition.
The establishment of luxury as we know it today can be attributed to the fashion houses of the 19th and 20th centuries, spearheaded by the pioneering Englishman, Charles Frederick Worth. During this time, fashion designers worked on bespoke pieces for their clients and did not showcase complete collections. Worth, who was based in Paris, revolutionized the industry by exhibiting his pieces at world fairs and organizing fashion shows. He constantly updated his collections to reflect the changing seasons, setting a trend that is still followed on fashion week show calendars. This marked the beginning of the spring/summer and autumn/winter collections, a major innovation that revolutionized the history of luxury and fashion. (Connexes, 2022)
The demand for luxury items had spread to the masses in the 20th century. However, during World War II, due to financial constraints, people were not able to afford or access their desired luxury items. As a result, luxury brands shifted their focus to smaller items, such as shoes, handbags, perfumes, and scarves. Louis Vuitton, one of the world's largest luxury brands, observed the needs of his clients by studying railway passengers on station platforms, which inspired him to design luggage that best suited their needs.(N. Fitzgerald)
Digital marketing is a crucial aspect of promoting fashion brands in today's digital age. It involves the use of various online platforms and tactics, such as social media, websites, search engines, email, and online ads, to reach target audiences with relevant messaging. The primary objective of digital marketing in the fashion industry is to increase brand awareness, drive website traffic, boost customer engagement, and ultimately generate sales and revenue.
Digital marketing offers fashion brands an opportunity to enhance their online presence, attract potential customers, and improve their business performance. By leveraging different digital marketing channels, fashion brands can create a strong and memorable brand identity, establish trust with their audience, and achieve long-term success. (A. Rosa, 2023)
Integrated Marketing Communications (IMC) is a powerful tool that can help businesses effectively communicate with their target audience. It involves a system of management, coordination, and integration of communication elements to balance the use of various communication tools. By identifying and exploring the point of contact between companies and customers, IMC helps to optimize the use of resources and increase the impact of communication. Essentially, IMC is a strategic approach that enables businesses to communicate effectively with their target audience while making the most efficient use of available resources. (Crescitelli and Ikeda, 2003)

1.2.  Rationale of the study

Luxury brands can maintain their exclusivity while becoming more accessible online. It is a known fact that a well-crafted digital strategy has the potential to enhance customer relationships and foster authentic and personal experiences that have always been associated with luxury brands. By leveraging digital channels, luxury brands can create an immersive online presence that aligns with their brand values, engages their target audience, and strengthens their market position. This, in turn, can lead to increased customer loyalty, greater brand awareness, and improved sales performance. (G & Co., 2023) 
In today's world, consumers are often overwhelmed with messages from various marketing channels. Integrated Marketing aims to simplify this confusion by providing a consistent and seamless brand experience to consumers across all channels. By delivering a unified message that is relevant to consumers, Integrated Marketing ensures a seamless experience, regardless of the channel being used. (J. Kenyon, 2019)
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.


1.3.  Research Aim

The aim of this research is to analyse the impact of Digital Marketing and Integrated Marketing Communication on the brand image of the luxury fashion industry

1.4.  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.

1.5.  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?



1.6. Dissertation outline:

Research Outline (Source: Self)
Chapter 1: Introduction
This chapter includes all the background information about the research topic that has been chosen, the reason for selecting the topic for the study and the justification for this research distinctive. Also, the main topics of the entire thesis such as research aim, objectives, questions and rationale of the study is also been added in the introduction chapter.
Chapter 2: Literature Review
This sections offers the highlights of pertinent literature in order to direct the current research with existing and early theoretical paradigms and emphasis the areas wherever additional research study is required. There are plenty of models on Digital marketing and integrated marketing communications which will be used during the studies to create a conceptual framework to indicate and demonstrates the advantages of this research and helps to get the findings. Also, the data retrieved from secondary sources will be analysed critically to provide the insights of the advantages and disadvantages along with difficulties of these models that are being used during the research. 
Chapter 3: Research Methodology
The chapter explains and describes the methods and techniques that has been used for the research study while collecting and interpret the data. This is one of the most important section in the research study. All the procedures carried out during the entire thesis period have been explained in this chapter. However, it gives an additional thorough information about the design of the research study, methods that have been used to collect the data, and the analysis of the data have been implemented in this topic.
Chapter 4: Data Analysis
This section consist of the detailed analysis of the data and questionnaire responses of the survey which was taken during the study from various individuals and focus on theirs habits of using digital platforms for luxury fashion shopping and analyse IMC strategies of the overall luxury fashion industry. The analysis will determine how the digital marketing and IMC factor is affecting the Brand image of luxury fashion brands. Also the data will check the influence of Digital world on consumer shopping habits.
Chapter 5: Conclusion
This chapter conclude the overall summary of the entire research study. Along with that, this part of report will also address the objectives of the research based on the data collected from primary sources or primary data. The conclusion will describe the aim of the study and how the data in literature review, procedures in methodology and the analysis of the data has been utilised to reach at the aim. Additionally, conclusion will provide recommendations to luxury fashion brand for the strategies, limitations and advantages and suggestions for further research.


2. Literature Review
Introduction:
Luxury brands have found a unique niche in a world where exclusivity, quality, and status are highly valued by many people. These brands offer designer fashion, jewellery, fine dining, and travel experiences that are at the forefront of innovation and style. To maintain their desirability, luxury marketers use unique strategies and content that captivate their audience. 
The internet has made a significant contribution to value-added marketing. It adds value to visitors' experience by providing additional information and services. (Aster Mekonnen, Liz Larner). The concept where marketing is value added and generates loyalty to one or more websites and consequently to the website sponsor (Husted and Whitehouse, 2002). This loyalty is crucial in building lasting relationships with customers. Some luxury fashion brands initially resisted the idea of e-commerce because they felt it was not a luxurious experience. However, some luxury heritage brands misunderstood the concept of heritage as compatible with history rather than the emotional responses which were originally developed within the customers. (Morley and McMahon, 2011).  
Luxury encompasses not only the product itself, but also the entire experience it delivers, providing consumers with a heightened sense of status and identity through authenticity, exclusivity, culture, and quality. Thanks to the internet, luxury brands have a powerful tool at their disposal to enhance their relationships with consumers by involving them in the brand's experience and personality. Consumers' needs are changing rapidly, and they are willing to engage in a dialogue with brands to express their evolving needs. Luxury fashion brands that fail to integrate digital marketing tools fully in their customer engagement risk falling behind. Rather than shying away from it, more and more brands are exploring better ways to integrate digital marketing tools. Consumer behaviour and expectations towards fashion, together with the level of engagement that social media provides, have made innovation in this area a focal point in several fashion marketing studies. (Kim, Ortved, 2011 and Ko, 2012; Phan and Heine, 2011). Integrated marketing communication is crucial to achieving marketing objectives. A strategic approach is necessary to compete effectively, achieve profitability, increase sales volume, market share, and brand equity. (Kushwaha et al., 2020).
In this article, the existing research on impact of IMC and Digital Marketing on Brand image of luxury fashion brands has been discussed. The literature review will explore different prospective from different authors and researchers and conceptual frameworks used in the literature to identify the research gaps and provide suggestions and recommendations.

2.1. Digital Marketing

Digital marketing can be defined as achieving marketing objectives through applying digital media, data and technology. (Chaffey, 2023)
The digital channels that are used for the promotion of products and other services may be considered to be a Digital Marketing channel. Examples of this are the online websites, smartphones, social media and search engines. (Barone, 2023)
Digital marketing is a type of direct marketing that connects consumers and sellers through electronic means such as email, websites, social media, search engines, mobile devices, and other interactive platforms. (Kotler and Armstrong, 2009). Originally referred to as "interactive marketing," digital marketing allows consumers to engage with ads and communicate with brands. 
Digital marketing involves advertising campaigns that are displayed on digital devices such as computers, phones, tablets, etc. Online videos, display ads, search engine marketing, paid social media advertising, and social media posts are some of the common forms of digital marketing. Traditional marketing, on the other hand, includes advertising in magazines, billboards, and direct mail. Television advertising, despite being a digital medium, is often considered traditional marketing. Digital marketing follows the same basic principles as traditional marketing but is a more modern approach that allows companies to approach consumers in different ways and understand their behaviour. Companies often combine traditional and digital marketing techniques to reach a wider audience. However, digital marketing also poses unique challenges that businesses must overcome. (A. Barone, 2023)

Difference between Traditional Marketing and Digital Marketing:
The main difference between traditional and Internet marketing when it comes to luxury brands is the level of interaction with customers. Using radio, prints or direct mails, companies can present their products as luxury items, but they have no way to know what customers think about them, other than whether or not they buy them.
In contrast, the Internet enables sales interactions to result in increased involvement and long-term relationships. It also allows customers to express their thoughts online. Nowadays, owing to social media, customers demand to connect with their favourite businesses, and every marketing plan must take this into account. (F. DePino, 2023)
Furthermore, the marketing plan should give the information that clients want, which may not necessarily be a sales message. Customers like to establish deeper relationships with businesses that fulfil their curiosity, address their issues, and, on occasion, give something that can help them achieve their needs.



2.2.  Integrated Marketing Communication

[image: Marketing Communique: The Role of IMC in the Marketing Process]Integrated Marketing Communications (IMC) is a strategic approach that aims to unify a brand's messaging and make it consistent across all media channels that the brand uses to reach its target audience. It guides the communication and tactics used across all marketing channels to ensure a cohesive and effective branding strategy. (Michal Pecanek, 2022)

Image: Integrated Marketing Communication Channels (Source: Nidiganti, 2012)
Integrated marketing is a strategic strategy that brings together all components of marketing communication and interactive experiences. It targets defined audiences and individuals to promote a brand including:
Paid media (Offline advertising, direct marketing, and online display and programmatic advertising are all different methods of promoting products or services. Offline advertising refers to traditional advertising methods such as billboards, print ads, and TV commercials. Direct marketing involves reaching out to customers through mail, email, or phone calls. Online display advertising involves placing banner ads on websites, while programmatic advertising uses algorithms to automate the buying and selling of ad space.);
Earned media (In order to boost organic search, one can make use of content marketing, PR, and online influencer outreach.)
Owned media (To provide a consistent and seamless experience to customers throughout their journey of purchasing, it is important to customize messaging for different channels such as social media, email, mobile, customer service, and on-site UX. This ensures that the messaging is tailored and unified, presenting a cohesive brand image to the customers. (Robert Allen, 2022)
IMC involves managing all information sources about a product/service to guide consumers towards a sale and maintain loyalty. (Duncan & Caywood 1996)
Many businesses now use the Integrated Marketing Communications (IMC) method to better coordinate and manage their marketing communication efforts. This strategy assures that clients get the same message about the firm or its brands. Compared to the previous strategy of addressing the many marketing and communication aspects as independent operations, IMC is an upgrade. Using the IMC strategy, businesses may find the most successful ways to communicate and establish relationships with their customers and other stakeholders, such as workers, suppliers, investors, interest groups, and the general public.



2.3. 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.
Customers' perceptions of a brand are referred to as its image. It is the mental image that customers form over time when they connect with and experience the brand. These encounters can take many different forms and do not always entail acquiring or consuming goods and services. Customers' experiences build the brand image, which is a significant factor in their decision-making. (Aashish Pahwa, 2022)
According to Aaker, the definition of brand image can be defined as “A set of organized associations that link product attributes, benefits, or price in a meaningful way.” (Aaker, 1993)
[image: Successful Brand Imagery & Identity | designRoom]
Image: Factors affecting Brand Image (Source: Gordon C., 2020)
A brand identity is a collection of tools or components that a firm employs to shape its brand image. The brand image is the customers' opinion of the brand, which encompasses different connotations and memories associated with the company. The brand identity and its aspects are derived from the goal of a business, brand value proposition, long-term objectives, market competitiveness, and relevance to the target audience's values and interests. These core aspects define what a corporation want to express, but a brand identity specifies how these elements are delivered.
The most widely accepted aspects of a brand identity includes;
· a brand name, 
· a tagline or slogan, 
· colours and graphic styles, 
· a logo and a wordmark with their variations, 
· a voice and a tone, and 
· a style and a typeface. 
These aspects may be arranged in many ways, and there are differing viewpoints on which specific brand elements should be included in the list and in what sequence they should be presented. These variances are typically explained by the environment in which a brand identity is addressed, as well as the perspective of a certain expert.
For example, a designer creating a brand identity for an established luxury brand like gucci might eliminate the brand name and slogan from the creative process in favour of focusing on the visual aspects. In contrast to rebranding an existing product or firm, building a new brand typically requires a broader range of brand identity characteristics. (D. Rukosuev)
[image: Brand identity system]
Brand Identity System Diagram, (Source: Wright, 2022)
Brand identity can be analysed from 4 different perspectives, which are further divided into 12 dimensions. These perspectives are as follows:
- Brand as product: This perspective encompasses different aspects of a brand's product, including its scope, attributes, quality, uses, users, and provenance.
- Brand as organization: This perspective focuses on the organization's attributes and whether it operates locally or globally.
- Brand as person: This perspective is related to the brand's personality and the type of relationship it has with its customers.
- Brand as symbol: This perspective considers the visual imagery and metaphors used by the brand, as well as its heritage. (Gabrielle W, 2022)

2.4.  Critical Reviews:
2.4.1. Critical Review of Digital Marketing:

Digital marketing has replaced traditional advertising and marketing tactics. Furthermore, technology is so powerful that it has the ability to assist the economy recover and create significant opportunities for governments to perform more effectively (Munshi 2012). All luxury fashion businesses throughout the world have demonstrated the efficacy and utility of digital marketing tactics in achieving objectives. (Teo, 2005). More importantly, the rapid improvement of technology and shifting market dynamics have led to the growth of digital marketing (Mort, Sullivan, Drennan, Judy, 2002).
To generate results for enterprises, digital content such as accessibility, navigation, and speed are described as crucial marketing features (Kanttila, 2004). In contrast, another tried-and-true method for obtaining success through digital marketing is to employ word-of-mouth on social media to promote the site (Trusov, 2009). Furthermore, word of mouth is associated with the acquisition of new members and increased traffic to the website, which enhances marketing visibility.
Digital marketing is an affordable technique to make a large commercial influence on a company. Small businesses may now reach their target consumers at minimal expense and engage with big brands on an equal basis. (F. Palumbo and P. Herbig., 1998)
The globe is seeing a tremendous change towards digital transformation, and customers are increasingly using the internet to get the greatest prices from vendors throughout India, rather than conventional ways. According to Cha's (2009) research, individuals perceive shopping services on social networking sites to be beneficial and simple to use, making them more inclined to purchase on social media. This indicates that social media may be used to reach the majority of target audiences because these platforms are popular among customers. Shankar (et al., 2011) also discovered that more buyers are making purchase decisions via social media platforms such as Twitter, Facebook, MySpace, and LinkedIn, making advertising through these channels critical.
The world is rapidly transitioning from traditional to digital, and it cannot be denied. People are increasingly consuming online content, and businesses that fail to incorporate this fact into their advertising strategy need to adapt quickly. The primary goal of digital marketing is to promote products and services through digital platforms, as people can access them anytime and anywhere in the world. (A. Banerjee, 2022) Companies must shift their marketing strategy from traditional to digital to remain competitiveIf brands do not use digital channels to promote their products and services, they risk losing their identity and falling behind their competition. Nowadays, buyers prefer to buy things online since they can instantly get product information and compare it to other products without having to visit a real store. This trend indicates that customers prefer to purchase online rather than visit a physical location. As customer purchasing habits change, businesses must adapt their advertising strategies and shift to digital channels for marketing. 
With the emergence of new technology and trends, businesses have been forced to change their marketing tactics and rethink their budgets. Email became a prominent marketing technique during the initial stages of digital marketing. The emphasis then switched to search engines such as Netscape, which allowed firms to categorise and keyword goods for better visibility. The rise of social media platforms, such as Facebook, enabled businesses to collect user data and distribute messages to precisely targeted audiences.
Nowadays, smartphones and other portable devices make it simpler for luxury brands to offer their products and services to customers at any time and from any location. According to a 2022 Pew Research Centre survey, 76% of American people had completed internet transactions using their mobile phones.

2.4.2. Critical Review on IMC

Customer-manufacturer communication used to be one-way, from marketer to consumer (Schultz, 1993c). However, today's consumer is well-versed in the industry and does not require messages or information from the luxury brands. Today's client takes informed decisions, specifies requirements, and shapes marketing or other information received. Marketers must adjust to these changes. To construct effective communication strategies, the marketer must first create communication plans with the consumer as the beginning point, then return to the product or service. Throughout the planning process, information on the clients' goals and wants, as well as any background knowledge, must be gathered.
A critical analysis of previous definitions of IMC and an examination of current IMC literature suggests that researchers were able to reduce any IMC description to five core criteria. (Kitchen et al., 2004a; Low, 2000):
· To influence behaviour, communication efforts should be focused at customers.
· When developing a communication strategy, take an outside-in approach, starting with the consumer.
· A solid working connection between the firm and the client is required.
· All communication efforts, with contact points incorporated into the plan, should be included to convey a message appropriately.
· To build a competitive brand, communication disciplines must work together. (Philip J. Kitchen, I. Burgmann, 2010)
According to Eztel et al. (2001; 497), IMC promotional strategies as in integrated marketing communication to promotions is not uniformly approved. The need to reorganise internal communications in order to ensure that everyone interested is active in promotion efforts may cause disagreement among subordinates. Hiring a single manager to oversee all marketing communications in a luxury fashion brands like Gucci, LV may be restricted, and conducting audience research may be expensive. The serious threat to integrated marketing communications may be a lack of support from top management, who might not be available at the time as well as might encounter risks to their duties, therefore eliminating brands of strong leadership for the implementation of integrated marketing communications programmes.
The examined literature concludes that there is a link between IMC and brand equity; however, there are few studies that focus on the contribution of brand equity to financial health. According to the reviewed literature, organisations that use IMC in their marketing activities should consider integrating not only communication tools but also marketing communication sources and marketing activity coordination in order to improve firm brand equity and identity. (M.Kendi, Wanjira, 2015) Furthermore, while the classic marketing promotional mix has long been employed in market communication, the study suggests a transition to current communication technologies to enhance competitive advantage.

2.4.3. Critical review of Brand Image
Brand image refers to the overall perception and feeling that consumers have towards a brand, and it has a significant impact on consumer behavior (Zhang, 2015). The image of a brand is crucial in its development, as it represents the brand's reputation and credibility. This image serves as a guide for consumers when they decide to try or use a product or service. The experience that consumers have with the brand ultimately determines whether they will remain loyal or switch to another brand. The brand image is formed from the information and knowledge that consumers have about the brand, and it is closely related to their attitudes and beliefs, which influence their preference for a particular brand.(B.S. Wijaya, 2023) 
According to research, a strong brand image can enhance client buy intentions (Chen, Yeh, and Huan, 2014). Furthermore, brands may increase their brand value by cultivating a good brand image, which can result in brand equity and intangible assets (Bailey and Ball, 2006). On the contrast, a successful brand image design may turn regular or dull things into intriguing and pleasant experiences. As a result, a favourable brand image can assist customers recognise items (Lindgreen and Vanhamme, 2003; Ludden, Schifferstein, & Hekkert, 2008). Based on these facts, brand image is critical in building a distinct image of products and obtaining consumer identification and preference via visual transmission effects, product personality description, brand perception, belief, and ideas.
The perception of a brand is what creates its image, whether it is objective or subjective. This image is what influences a consumer's decision to purchase a product and even develop brand loyalty. According to Aaker (1991), consumers tend to buy products from well-known brands because they feel more comfortable with what they already know. Familiar brands are often perceived as more reliable, easily accessible, and of higher quality, making them more appealing to consumers than unfamiliar brands.
Cognitive factors, such as knowledge and belief in the brand's features and the logical implications of using the brand, and affective aspects, such as the appraisal of feelings and emotions connected with the brand, may both contribute to brand image formation. As a result, brand image is defined as consumers' view and preference for a brand, as evidenced by the different connections that customers hold in their memory regarding the brand. These connections can take many various forms, but they are often performance associations that are physical or imaginative associations that are intangible and tied to the brand's features and benefits (Peter & Olson, 2002).


2.5.  Current Strategies

2.5.1. The current digital marketing strategies implemented by luxury fashion brands 

· Current Digital Marketing Strategies:
Digital marketing is an essential part of any luxury brand’s marketing strategy. It's not sufficient to just have one mono website or rely solely on traditional marketing methods. With a growing number of customers turning to the internet for their needs, it is crucial to establish a strong online presence.
For luxury brands, the challenge is to differentiate themselves from their competitors. Whether it is accessories such as bags or watches, or bigger products like cars, there will always be other luxury fashion brands competing for attention. 
[image: Digital Marketing 2024: The Complete Guide For Beginners]
Digital Marketing Channels (Source: Alex Chris, 2023)

Types of Digital Marketing Channels:
1. [image: ]Website Marketing: Promoting strategies of a website to attract relevant traffic is known as website marketing. The primary objective of website marketing is to draw the attention of people who might be interested in a company's offerings. The more traffic a website receives, the higher the chances of showcasing the value proposition to potential customers. When properly managed, a website marketing strategy can attract and expand business. (A. Santo, 2022). All the luxury brands has their own websites such as Gucci.com, louisvuitton.com, michealkors.com, etc.
Louis Vuitton Website (Source: louisvuitton.com/uk)
2. Search Engine Optimization (SEO): SEO (search engine optimisation) is the process of increasing brand website's exposure in organic search engine results pages. The objective is to raise awareness, capture demand, and direct qualified visitors to the website. SEO involves several complex concepts such as keyword research, backlinks, and page experience signals that Google uses in its algorithms. It is an effective marketing channel that helps brand contact their target audience when they are actively looking for answers, solutions, or goods. This implies that the brand is impacted their target audience when they are most open to the brand message.
SEO also allows the luxury fashion brands to be present throughout the whole client journey, rather than simply at the bottom. This allows the organisation to increase brand recognition, create trust, and offer outstanding value to its consumers. In summary, SEO is a complex but powerful marketing channel that can help to grow the online presence and reach a company's target audience effectively. (P. Lane, 2022) Gucci improves their website’s search engine ranking and drives more traffic by using SEO and PPC. This helps them reach more customers and generate higher sales.
3.	Social Media Marketing: Social media marketing (SMM) is a strategy for promoting the luxury brand by utilising the power of content on social media. Over the last decade, social media platforms have dominated the digital media landscape, gaining millions, if not billions, of users worldwide. This makes them a valuable source of traffic for businesses.
Facebook, Twitter, and Instagram are the most prominent social media networks, with large user bases. Facebook now has 1.66 billion active daily users, Twitter has 330 million active monthly users, and Instagram has 500 million active daily users. Thus, developing shareable content is essential for a successful social media marketing effort. Marketers may publish directly to their profile or include social media sharing buttons on their website, allowing visitors to share their content with friends and family.

[image: C:\Users\Lenovo\AppData\Local\Packages\Microsoft.Windows.Photos_8wekyb3d8bbwe\TempState\ShareServiceTempFolder\Screenshot (199).jpeg]Christian Dior Official Instagram Page (Source: Instagram.com)
Although each social media network offers sponsored posts and paid advertisements, brands may still grow their following organically without spending a thing. This is one of the most major benefits of social media marketing: it is accessible and inexpensive, even for small enterprises. Social media platforms are critical components of any good digital marketing plan because they provide a unique chance for two-way connection between the brand and its customers. They allow users to engage with brand content through likes, comments, and shares. Some platforms even allow customers to directly message your business for queries and sales, making them an ideal lead generation tool.  When combined with mobile marketing, these channels can be even more profitable. (Matt Diggity, 2023) All the Luxury brands prefer social media marketing and they have their pages on Instagram, Facebook, Twitter (X currently), etc. 

4.	Pay Per Click Marketing: Pay-per-click (PPC) advertising is a means of acquiring visibility in search engine results pages (SERPs). Advertisers compete in an auction to get a click via paid digital media. Paid search strategies generally include campaigns, keywords, ad groups, ad message, price bids, ad scheduling options (such as day of week and time of day), and landing page creation.
[image: C:\Users\Lenovo\AppData\Local\Packages\Microsoft.Windows.Photos_8wekyb3d8bbwe\TempState\ShareServiceTempFolder\Screenshot (200).jpeg]Paid advertising is an excellent choice for individuals seeking rapid results. Despite content marketing and SEO, which may take some time to provide results, sponsored media campaigns may be initiated rapidly. This makes PPC an excellent alternative for launching a new product or running a short-term campaign. It's also a handy tool for testing because it lets brand quickly validate concepts. However, due to the associated costs, PPC advertising are not the greatest solution for the top or centre of the buying funnel. (Lane, 2022). For an example, Chanel uses Pay per click strategy in which Chanel gives multiple options to click on while searching ‘Chanel’ on Google;
Chanel search on Google (Source- Google)

5.	Content Marketing: There are several approaches to digital marketing, but one of the most successful indirect strategies is content marketing. Instead than openly advertising luxury fashion  products, services, or brand, content marketing emphasises the brand value by providing relevant and valuable material. There are several types of content marketing, including blogs, videos, social media postings, e-books, brochures, infographics, case studies, and templates. The key to a successful content marketing strategy is to develop material that brand target audience wants to view, with the intention of influencing their future purchase decisions. (Diggity, 2023) Dior understands that younger generations are more responsive to online content, while print media is still popular among baby boomers. In today's digital world, luxury brands must know how to make the most of both realms to ensure a comprehensive approach. This is precisely what has helped Dior achieve new levels of success - by knowing how to effectively connect with diverse consumer segments.(B. Valades, 2021)
6.	Email Marketing: Email marketing is a highly effective way to connect with customers. It is predicted that by 2024, there will be over 4 billion email users worldwide. To enhance the experience, email marketers are personalizing their campaigns. Personalization of messages is the most commonly used tactic to improve email performance. Additionally, 20% of marketers believe that an improved email design can benefit their campaign. Mobile-friendly emails are also a popular tactic, as 40% of people over the age of 18 open their emails on their phones. (J. Rodriguez, 2021) Eg; Burberry or any luxury brand always sends email to their website users about their offers and promotions.
7.	Affiliate Marketing: Affiliate marketing is a way for individuals to earn a commission by advertising a product or service on their website. For instance, a well-known celebrity from the film industry may use Gucci products and post pictures and reels about them. This type of marketing is beneficial because it leverages the trust that your target audience already has in the individual promoting your product. Consequently, people feel more comfortable making a purchase because the recommendation comes from someone they know and like.(A. Collins, 2022) Ranveer Singh, one of the Indian Celebrity of Bollywood always showcase Gucci products as a Brand Ambassador.
8.	Video Marketing: The use of video marketing has grown significantly over the years. In 2017, 63% of businesses used video marketing, which has now increased to 86% as of today. Furthermore, people prefer video content when seeking information, as evidenced by the 1.86 billion YouTube users worldwide in 2021, compared to 1.47 billion in 2017. Each day, users upload 720,000 hours of video to YouTube. Video marketing also includes video ads, which allow for more dynamic content that viewers can interact with in ways they can't with static images. Companies can get very creative with these ads. (Patrick L., 2022)

[image: C:\Users\Lenovo\AppData\Local\Packages\Microsoft.Windows.Photos_8wekyb3d8bbwe\TempState\ShareServiceTempFolder\Screenshot (201).jpeg]Ralph Lauren YouTube page (Source: YouTube)

2.5.2. The current IMC strategies utilised in the luxury fashion industry:

· Current Integrated Marketing Communications strategies:
A marketing communication plan is a critical tool used by organisations to educate potential consumers about their products or services and convince them to buy. It enables businesses to portray a consistent image while also educating their target audience about their brand values. (Biyani, 2023)

Marketing Communication Strategies:

· Identifying the different communication strategies for marketing: To have a successful marketing strategy, it's important to decide which communication methods the brand want to use.(Elyse, 2020) Keeping in mind the brand target audience and how they like to receive information and do research. Once the brand gets an idea of their audience's preferences, they choose the best marketing channels for their campaign. This includes Content Marketing, Social Media Marketing, Influencer Marketing, Email Marketing, etc.(Flynn, 2019)
· Developing a Marketing Communication Plan requires a comprehensive plan to execute the brand marketing initiatives. All the luxury fashion brands focuses on three primary items:
1. Audience: Determine a buyer persona for every single of their marketing channels. For example, if one of Louis Vuitton's identities is Traveller, they will explore email marketing and Facebook. If the other character is a millennial, they contemplate texting and Instagram. Brand personas define the channels via which they interact with customers, not the other way around. (Meyer, 2020)
2. Content: Define the material that will most effectively address the brand's target audience. For example, if Coach is looking to add new contacts to their database, they may want to provide a top-of-funnel option, such as subscribing to a newsletter or downloading a checklist from the brand's website. (Barenblat K., 2018). A Pro Tip is to display a pop-up form when users left the Coach website. This content offer provides one final opportunity to interact with them. Pop-up forms convert up to 17%. If the brand wants to increase re-engagement in their database in order to convert existing leads into prospects, they could consider providing them with case studies, video testimonials, and other content. This facilitates their decision-making process. (Micheal P., 2023)
3. Cadence: It's important to know how often individuals prefer to get information. All luxury brands obtain this information from a number of marketing automation solutions. HubSpot, for example, may track how frequently consumers read emails, connect with the website, and use social media (Robert 2022). Brand utilises this information to ensure that they provide material on a regular basis, but not so frequently that it overwhelms the prospect. If consumers notice that the average sales cycle for a given product or service offered by the company is about 90 days, they want the email cadence to match that timeframe. Using the data provided to the brand to make the best decision depending on their target demographic and how frequently they interact with the brand. (Elle, 2016)
· Understanding the Customer’s Decision-Making Process
It is critical to recognise what drives customers to purchase a product or service and why they choose to do so from a certain brand. To do this, the brand must first identify the problem that they are addressing and then help people through the decision-making process. Keeping in mind that some customers take their time to make a decision while others make quick and easy choices. The length of the decision-making process depends on the brand business and the products or services they offer. (Hughes, 2009). For instance, if Gucci sell consumer items that are low-priced, the decision-making process will be shorter. However, if Prada sells B2B software, the process will most certainly take longer owing to the large number of individuals involved. Most consumer decisions follow a simple pattern known as the Decision-Making Process. This usually occurs during a particular situation that ultimately results in a sale. 
Consumer behaviour and decision-making is a multi-step process that includes recognising a problem, gathering information, discovering items or services that can address the problem, selecting the best option, and evaluating the after-sales experience. Brand increases the efficacy of their marketing efforts by understanding this complicated process and adjusting their message accordingly.
· Implementing the Marketing Communication Plan
Now that the brand has the plan ready, they take some time to put it into action and see the results:
1. Using a calendar to plan when and where to publish information with your brand's audience.(Thomas 1984). This allows the brand to stay organised and guarantee that they approach prospects at the appropriate time and place in their decision-making process.
2. To implement the plan at scale, brand performs marketing automation software that integrates with their CRM. This allows them to see the complete sales process and reach their audience more effectively across different channels. (Bonoma, 2006)
3. Monitor campaign engagement metrics such as email open and click rates, social interactions, sales inquiries, and concluded deals. This allows the brand to assess the performance of their marketing communication approach and make changes as needed.
4. Staying on top of industry trends and testing new tools and strategies that may be relevant to the brand's target audience (Kayla, 2023). This allows the brand to differentiate itself from rivals and offer value to its integrated marketing communications plan.



2.5.3. The Impact of Digital Marketing and Integrated Marketing Communication on the Brand Image of Luxury Fashion Brands
In currrent rapidly changing business and marketing environment, the emergence of digital technology and marketing communications has transformed the way companies interact with their intended audiences. (Mahesh, 2023). Digital marketing and integrated marketing communications have become critical tools for promoting and establishing brand awareness.
Digital marketing encompasses a wide range of approaches, including social media marketing, search engine optimisation (SEO), content marketing, email marketing, pay-per-click advertising, and more. This shift towards digital channels has enabled brands to reach a global audience more efficiently and precisely than ever before. (S. Yuvraj, 2018)
Industry companies are continually examining the relevance of their marketing tactics and media to their products in light of the fast growth of existing information technology. In the luxury fashion market, advertising is critical in developing a positive communication process between product producers and customers. (R.Indumathi, 2018).  Integrated marketing communication (IMC) is vital for efficient product delivery and must be well-designed and performed in order to have a good influence on brand image.
Integrated marketing communication (IMC) can help to build brand equity by establishing a brand picture in people's minds. Effective marketing communication may boost brand equity, hence increasing brand value. IMC is aligned with the advancement of information and communication technology, as seen by online and social media marketing indicators, mobile marketing, direct and database marketing. (Perwito, Agus R, Heny, 2020)
Digital marketing and Integrated Marketing Communications (IMC) are not only about targeting a wide audience, but also about analysing the impact of your efforts. The digital world provides a variety of data and indicators that enable marketers to assess the performance of their efforts. Website traffic, click-through rates, conversion rates, social media engagement, and customer feedback are examples of Key Performance Indicators (KPIs) that give useful information about the performance of digital marketing and IMC initiatives. (Senadeera M, 2022)


2.6. Literature Gap:

The current study aims to fill the existing research gap in the literature regarding Digital marketing and Integrated communication marketing influencing the brand image of Luxury fashion brands. The existing literature does not provide sufficient information about the key challenges faced in adapting to digital transformation in the luxury fashion industry. During this study, various challenges raised owing to a lack of information in Internet journals and books on specific parts of the subject. For instance, there is a dearth of data on the benefits of digital transformation and communication strategies. Most of the literature does not clearly mention the relationship between performance evaluation and the application process of digital marketing along with IMC. Furthermore, most of the research focused solely on business issues and improvements in the luxury apparel sector following the Covid-19 pandemic scenario, ignoring the detrimental effects of digital marketing and communication elements. Previous research has put up a gap between the current research for less contribution in serving data related to research topics.
The current research investigates the potential of Integrated marketing communications and digital marketing strategies to improve the value of brand image resulting to get brand recognition in the Luxury fashion market attracting many more audiences. The luxury fashion brands must engage their customers or audience with marketing and communication strategies can be any form as digital or traditional in order to attract than losing them.
This can be summarised as this study is unique in its importance in the luxury fashion industry, its transforming along with the world into digital world with effective communication strategies, its associations for brand practitioners as it combines integrated marketing communications with digital marketing. By filling this literature gap and providing accurate information, the current research study can help luxury fashion brands to leverage effective communication and digital marketing strategies to strengthen the brand image in this competitive marketing of Luxury. 


2.7. Digital Marketing Models:

2.7.1. The RACE Model:

Dr. Dave Chaffee from Digital Insights created the RACE marketing model to provide firms with a simple framework for utilising digital marketing and omnichannel communications to achieve overall success. The RACE model has four stages: Reach, Act, Convert, and Engage. The brand's potential consumer passes through this funnel in the following order: First, they see the ad (R), then they go to the brand's website and click the appropriate button (A), then they sign up or place an order/purchase (C), and lastly, they join the brand loyalty programme or follow their social media pages (E). (Paul, 2023) RACE model helps to create strong insights amongst luxury fashion industry.
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RACE Planning Framework (Source: Chaffey, 2022)
Plan
It is crucial for brands to begin their digital marketing strategy by planning and setting goals. The strategy for a luxury fashion brand is likely to evolve over time, which is a positive thing. However, when starting out, it's important to ensure that the goals are SMART.(Gennaro, 2023) SMART is a methodology for setting goals that are trackable and lay the foundation for success. Gucci, Louis Vuitton and other luxury brands do follow SMART objective to plan their digital marketing strategy. 
Each letter in SMART stands for something that can assist the brand in setting these types of objectives:
3. Specific
4. Measurable
5. Achievable
6. Relevant
7. Time-bound(Chaffey, 2022)

Reach
During the Reach stage of the RACE marketing model, the primary aim is to increase brand, product, or service exposure through a variety of online and offline media channels. The success of outreach activities may be determined by measuring the traffic produced by the campaigns to the brand's website or social media sites. (Farzal, 2020)
This stage is especially important when launching a new website or product, since early exposure may dramatically boost return on investment. Brands may feel stuck on how to improve their reach, but they can do it by leveraging their earned, paid, and owned media channels (J.Parker, 2023). Luxury fashion brands including Prada, Versace, Gucci etc have strong digital platforms such as social media platforms Facebook, Instagram pages, YouTube Channels to reach out to their audience effectively and successfully.
Earned media:
· Reviews
· Testimonials
· Mentions
· Social shares
· Influencers/ plugs (free)
· Guest posts
· Media coverage
Paid media
· Pay per click (PPC)
· Display ads
· Paid social
· Native ads
· Remarketing
· Retargeting
· Influencers/ plugs (paid)
Owned media
· Website
· Blog
· Social media pages
· Emails
· Profiles (e.g. on review sites)
Reaching KPIs
· Unique visitors (to the website)
· Value per visit
· Followers (on social media)

Act
The RACE model is an acronym for Reach, Act, Convert, and Engage. The A in RACE stands for Act and it's all about interactions. At this stage, the brands like Gucci and Dior and other luxury brands aims to generate leads for the business by offering something of value to prospects and encouraging the start of a relationship. (Ellis Chadwick, 2022) The number of leads captured by the brand, as well as the quality of the connections established, will impact their future conversion rate. Consequently, this phase is critical for the success of the firm.
However, the brand never compromises quality for quantity. If they only have the resources to produce five powerful lead magnets that can generate qualified leads, they will focus on those and get started. Moreover, there are specific interactions, such as 'viewed product' and 'added to basket', that can signal potential leads. (G. Cuofano, 2023). These interactions may be readily tracked as objectives using tools such as Google Analytics. It's not just about collecting email addresses; it's about building a strong relationship with potential leads and converting them into loyal customers. (Callis, 2023) Armani, Hugo Boss and other brands perform cold calling to reach out to their customers and website users and convince them to make the purchase with their new promotions and offers.
Acting KPIs
· Leads
· Lead conversion rate
· Time on page/ site
· Shares, comments and likes

Convert
The Convert stage is critical for the luxury fashion brands to convert their leads into paying consumers. These leads might come from online transactions or purchases made through offline channels. During this stage, it's common for brands to experiment with their strategy and content as they try to find the most effective approach. One popular method is to conduct A/B testing or split testing of content. (F. Khan, 2020). This entails making tiny modifications to each version of the product content or campaign and gathering as much data as possible to determine which one works best with the intended audience. As mentioned above, Boss, Armani and such brands do convince their customers, browsers and followers to experience the brand and products.
To illustrate, Balenciaga brand splits test the same product page with different calls to action (CTAs). Another way to approach this is to conduct surveys and ask the brand audience about themselves. Balenciaga uses this information to build customer profiles and personalize their content based on their preferences. Adopting data-driven marketing strategies helps the brand increase conversion rates and ultimately boost Balenciaga’s success. (Martin, 2020)
Converting KPIs
· Online and offline sales
· Revenue/ profit
· Average order value


Engage
The Engage stage of a brand's marketing strategy focuses on developing long-term connections with customers. The objective is to convert first-time purchasers into devoted customers who will advocate for the brand, its products, and services. (M. Broadhust, 2020)
To achieve this, most brands use social media and email campaigns to engage with their customers. They also create content and incentives that help to foster customer loyalty, which in turn increases the lifetime value of customers and contributes to the brand's overall success. (Megha, 2023) All the luxury brands including Ferragamo, Bottega make sure that the campaigns are continuously running on their social media platforms in order to engage their customers.
However, building customer loyalty involves more than just engagement. Brands must consider the entire customer experience if they want to create lasting relationships. To measure success in this stage, brands should track customer retention, repeat purchases, and positive comments of the brand from external feedback sources and websites. They ought to perform customer satisfaction surveys a minimum of twice a year to get feedback on what their consumers enjoy and where they can improve. (M Ganguli, 2022) If they are unable to obtain sufficient input, they might consider increasing the number of survey respondents.
Engaging KPIs
· Repeat purchases
· Satisfaction and loyalty
· Advocacy



2.7.2. The 4 C Model:

The 4 Cs are a digital version of Philip Kotler's 4 Ps of the marketing mix: price, place, product, and promotion. This approach has been used for decades and is regarded as a foundational principle for all marketing students. Although still applicable today, it is difficult to implement in a digital context. This is particularly true since the 4 Ps model was used by companies that solely focused on producing products without considering consumer demands. (Benjamin Slap, 2018)
In 1990, Bob Lauterborn authored an article in Advertising Age claiming that the "4Ps" of the classic Marketing Mix model were no longer applicable and that marketers needed to address customers' genuine issues. Instead of just addressing the 7Ps, which comprise the service parts of the Marketing Mix model, he proposed a new "4C" model with a more customer-centric approach, as follows: (Annmarie, 2016)
· Consumer wants and needs - corresponding to Product in the Marketing Mix 
· Cost to satisfy - corresponding to Price 
· Convenience to buy - corresponding to Place 
· Communication - equivalent to Promotion
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Lauterborn’s 4Cs Model of Digital Marketing (Source: Ashish, 2016)

Consumer: (Needs and Wants) 
The 4 C’s model places the customer at the centre of attention and believes in creating products that meet their needs. Customers are the most valuable resource in any marketing strategy as they make the final purchase decision. (A. Jhalani, 2016) This approach shifts the focus from being product-led to customer-led, ensuring that companies don't create unwanted products. Luxury brands currently are checking the requirements and expectations of the consumers and followers to create the strategies accordingly.
Cost:
The second 'C' in the marketing mix is 'Cost to satisfy', a term coined by Lauterborn to replace 'price', as he believed that there were many other factors besides price that influenced customer satisfaction. This is particularly relevant in the case of commodity goods like non-branded supermarket purchases, where supermarkets often negotiate lower prices with their suppliers. (G. Choda, 2012) This can create a situation where suppliers have to cut corners, as in the case of luxury brands being added to production. 
However, there is a challenge in applying this concept to luxury brands like Gucci. The term 'cost to satisfy' sounds like a lower price offer, which is not consistent with Gucci's premium pricing strategy. However, for a brand like Versace, the 'cost to satisfy' has to be higher than that of its competitors, to maintain the brand's image as a premium brand. Versace manages its pricing strategy carefully to ensure that discounting does not occur. (Hanlon, 2016)
Convenience:
The third component in the marketing mix is convenience. Although it is frequently linked to "place" in the 4Ps marketing strategy, convenience takes a more customer-centric approach. To provide convenience, it is necessary for the luxury fashion brands to analyse the audience using analytics to determine the preferred shopping touchpoints of consumers. (Aditya Soni, 2016) Convenience in the marketing mix's 4Cs means making it easy, simple, and fast for the luxury fashion products buyers to access brands products or services.
Therefore, it is important to:
· Simplify the steps brand customers must take to do business with them.
· Make the customers feel good about complying with brand business process.
· Look for new ways to connect with old and new customers and distribute or deliver the product(s) or service(s).(Ashish J, 2016)
Communication:
How a brand interacts with its customers is crucial for customer satisfaction, future sales, and referrals. Advertising is important, but it's not the only touchpoint. Other touchpoints include social media messages, in-store experiences, automated marketing communication sequences, and customer care phone numbers. This can be done quite easily and less expensively with social media networks. In turn, this can increase brand engagement levels on social media. (Diana P., 2023)
Effective communication comprises not just how a company interacts with its consumers, but also what customers say to the brand. Their input, both verbal along with online behavioural data like dwell time and bounce rate, may help the company interact more effectively with that consumer and others like them. (Soni A., 2016)
As a result, ever luxury fashion brand must have a mechanism in place for "listening" to its consumers and utilising insights gained from their input. This technique is equally vital as actively communicating through advertisements and content. Brands with high brand image like Gucci and Louis Vuitton are at this level due to their strong and effective communication strategies.



2.8. Integrated Marketing Communication Models:

Integrated Marketing Communications (IMC) is a strategic strategy to ensuring brand messaging consistency and alignment across all marketing platforms. This implies that the brand delivers its fundamental message consistently across all channels, including advertising, social media, and direct marketing. This helps to strengthen the brand's relationship with its audience and reinforces its identity at every point of contact. (Michal, 2023)

2.8.1. Shannon-Weaver Model of Communication:

The Shannon-Weaver model is a communication model designed to enhance the flow of information between a sender and receiver. It includes of six fundamental components: a source, an encoder, a medium, a decoder, a receiver, and noise. The model covers a variety of communication principles, including information source, transmitter, channel, message, receiver, information destination, encoding, decoding, and noise.
The approach was originally designed to better technical communication, but it has now spread to other areas of communication. It detects the elements that influence the communication process, known as "noise". 
In contrast to the Shannon-Weaver model, the transaction model describes a communication process where both the sender and the receiver engage simultaneously. In this model, both parties send and receive messages. (Garrett, 2023)

[image: ]Shannon & Weaver Model of Communication (Source- Chris, 2023)
The communication process, based on the idea proposed by Shannon Weaver, involves transferring an idea or thought from one person to another. The success or failure of this process depends on several factors, and the correct use of each part of the model is essential. (Jonathan, 2023)
Sender: The sender is the brand who has information or content they want to share with someone else. They are accountable for the achievement or collapse of the communication act since they control the majority of its factors. (Chris, 2023)
Encoder: Encoding is the process of selecting verbal and nonverbal signs and symbols from the sender's zone to accurately represent the idea or thought they want to convey. This process is influenced by several circumstances such as culture, social system, past experiences, gender influences, formal and informal education, language, and expectations. And luxury brands do consider this factor effectively.
Message: The message is the content of the communication. It is what the sender wishes their audience to understand and can include elements like as composition, sentence structure, language, syntax, gestures, and even items like flowers.
Channel: The channel is the medium through which the message is transmitted from the brand to the decoder and consumers. Channel is also called as 'medium.' (Drew C., 2023)
Receiver: The receiver is the message's intended audience, and they are accountable for listening and offering appropriate response.
Decoding: The decoding process involves translating the message program into symbols so that the receiver can easily understand. However, this process can never be exact due to the different backgrounds of the sender and receiver.(Goby J., 2023)
Noise: Noise refers to anything that disrupts or interrupts the communication process, such as external factors or psychological influences.
Feedback: Feedback is the information sent back to the sender, telling them how accurately the message was decoded, and how the receiver decided to respond. Communication is a continuous process that flows from sender to receiver and back again, and it is important to keep it flowing smoothly to achieve effective communication.  (Chandler D., 1994)


2.8.2. 6 M Model of Integrated Marketing Communication
As marketers, everyone come to realize that the traditional 4 Ps of marketing are no longer sufficient in today's market. Many marketers now talk about new guidelines such as the 4 Ms or 5 Ms, or other combinations of letters. However, after reading about these different approaches, Marketers believe that a more comprehensive guideline for modern marketing should be the 6 Ms of marketing: Market, Message, Media, Mission, Money, and Measurement. (Cuneyt Baycan, 2016)

[image: ]The 6 M model of Integrated Marketing Communication (Source- Ashfat Bin Islam, Marketing Eon)

Market: For effective marketing, a brand must have a clear understanding of their target audience. Who are they? Where can they be found? What are their needs, wants, and motivations? Timing can also be a crucial factor. (Carnegie, 2015). It's important to remember for the luxury brands that not everyone is a potential customer and marketing efforts should be directed towards the right audience.

Media: Nowadays, there are many different types of media that luxury fashion brands uses to communicate with their customers. Selecting the right media is crucial for the success of any brand campaign. Sometimes, one type of media may not be sufficient to convey the message effectively. On the other hand, using too many types of media can be challenging and may backfire if not used correctly. (Luecke, 2006) So having multiple channels and platform to communicate with the consumers is important for the brands.
It is important to ensure that the brand message is consistent across all types of media. If customers receive mixed messages, they may become confused. Therefore, it is recommended to choose the most suitable media for the brand and consider using multiple types of media if appropriate.

Mission:  As a brand, the marketing team should have a clear understanding of the brand mission for effective communication. It is crucial to set a solid target for the main goal of the campaign. This helps the marketers to stay focused and work accordingly. Without a clear target, they may end up sharing a message that is not aligned with the brand's goals. (Cuneyt B., 2016)
If the brand wants to generate sales, it is important to align all the communication messages and focus on the same goal. Consistency is key, and the messages should be the same across all the media used for the campaign.(Richard, 2006)

Measurement: After planning and executing a brand campaign, it is essential to analyze its effectiveness. Did the campaign achieve its goals? Did it yield the desired outcome for the brand? At this stage, the brand must measure the results of their campaign and create a report. This not only provides insights into the campaign but also helps marketers plan future campaigns. (Kaufman G., 2023)
It is important to identify and incorporate ways to measure the market or audience's response into the message. This ensures that the brand receives valuable information that is easy to collect and record. Without knowing how customers find the brand, it becomes difficult to evaluate marketing activities. Measuring the response helps the brand and marketing team determine if their efforts are contributing to the brand's goals.

Money:  Money plays a crucial role in the 6M model of integrated marketing communication. It acts as the fuel that drives a brand's campaign and sets its limits. Therefore, it's important for brands to establish a budget for their marketing campaigns and plan accordingly. Running a campaign that exceeds the budget is not recommended. Instead, a plan should be made that can be executed within the brand's budget. This can be helpful in choosing the right media for the campaign, as each media has a unique cost structure that should be considered based on the brand's budget. (Baycan C., 2016)

Message: Crafting a perfect message is an art that can help a brand exceed its expectations from a marketing campaign. To achieve this, marketers need to invest sufficient time in understanding their customers before crafting the message. It is important to give the message that they want to receive and to figure out their needs and wants so that the brand's message is appealing and attractive to the target audiences. (Tai Tran, 2015). Additionally, the brand needs to be specific and clear about its offerings, as most customers will not spend a lot of time on this. Therefore, the message should have an attractive hook that piques the curiosity of the customer as soon as they receive it.
2.9. Brand Image Models
2.9.1. Keller’s Brand Equity Model:
Keller's Customer-Based Brand Equity (CBBE) Model, developed by Kevin Keller, explains how consumers' attitudes and perceptions towards a brand impact its success and value. (Pratima, 2023) Keller's model is a pyramid consisting of stages that move upwards towards the apex. The model is simple to understand as it helps us determine the current stage of the brand's equity and what measures can be taken to move it higher.
[image: What is brand equity? (and how to build it) | Frontify]
Keller’s Brand Equity Pyramid (Source- Oskar Duberg, 2023)
Keller's model outlines the process of brand-building, which involves four tier levels: identity, meaning, response, and resonance. Within these levels, there are total six "brand-building blocks" that brands can work through to create brand knowledge. (Dylan, 2023)

Brand Identity: The first level is identity, which aims to increase "brand salience," or a brand's awareness and prominence in the eyes of customers. This may be accomplished through effective brand communication, advertising, and a constant brand presence across several contact points. (Keaton, 2019) Gucci is a strong and live example in the market of luxury fashion brands.
Brand Meaning: The second level is meaning, which encompasses "brand performance" and "brand imagery". Brand performance relates to how people perceive the brand's functional features and how effectively they suit their demands. (Jacob D., 2023) Brand imagery refers to the brand's intangible connections, such as personality, ideals, and symbols. Luxury brands like Louis Vuitton and Dior establish a distinct brand identity that connects with their target audience by building a compelling brand narrative and employing appropriate symbols and images. (Gaikwad P., 2023)
Brand Response: The third level is response, where the focus is on customer judgments and feelings that reflect customers' overall evaluations and emotional connections with the brand. Positive customer experiences, exceptional customer service, and emotional branding strategies shape brand judgments and feelings, which helps to create brand loyalty and advocacy. (Hitesh B., 2023) Jo Malone or Dune London like brands consider taking feedback after every purchase regardless the platform used to purchase their products.
Brand Resonance: The ultimate level is resonance, which shows customers' strong psychological connection and involvement with a brand. Achieving brand resonance is the highest level of consumer interaction and devotion to a brand, but it is also the most difficult to achieve. It refers to loyalty, attitudinal ties, a sense of community, and active participation. (Hawker K., 2019)

Comparing Keller’s Customer Based Brand Equity Model with Aaker’s Brand Equity Model:
Marketing has evolved and companies have realized that keeping customers happy is key to profitability. However, to become even more profitable, companies need to build strong relationships and resonance with their customers. These relationships are built over time on strong foundations. (Ambler T., 1995)
Keller's model is a pyramid that represents the stages of brand equity ascending to the reaching the top. This approach makes it simple to evaluate what stage the brand is in and what it has to do to develop. The Keller brand equity concept relies heavily on emotions.
In contrast, Professor David Aaker believes that it all comes down to recognition. Successful companies increase awareness in the emotional region of the brain, which makes snap judgements about what to purchase (Tylor, 2004).  Aaker defines brand equity as a combination of brand awareness, brand association, and brand loyalty. All of these factors contribute to the value supplied by a brand's products or services. The Aaker Model may assist in developing a brand strategy that distinguishes and advances a company from its competitors. (Pieter S., 2022)
Successful brands in today's luxury fashion industry, such as Gucci and Louis Vuitton, create and maintain distinct images in order to compete. Consumer-Based Brand Equity is essential for increasing consumer loyalty, distinguishing brands, evaluating brand performance, and achieving a competitive edge. Consumers develop strong brand equity when they recognise, identify with, and remain loyal to a brand. (Keller, 1993)
Aaker and Keller's brand equity models are widely recognised in academia and industry. However, most CBBE measurements are used to goods-dominant brands, with little applicability to service brands. Previous applications of Aaker's CBBE model to service organisations shown low validity. (Buil, Martinez, and de Chernatony, 2013; Pappu et al., 2005).
Because of the intrinsic features of services such as intangibility, perishability, heterogeneity, and inseparability, current measuring scales based on Aaker's and Keller's CBBE models are inapplicable to service dominating brands. Service quality is multidimensional, consisting of both physical quality and worker attitude. Aaker's CBBE model concentrates on the practical components of brands while disregarding symbolic consumption, which is critical to brand equity. (O’Cass and Grace D., 2004)


2.10. Critical Analysis:
RACE Model:
Advantages:
· The RACE framework offers practical tactics for every stage of the marketing funnel. It emphasizes tactics that can be applied across all brand channels, from the website to digital marketing communication channels. (Chaffey, 2022)
· RACE fosters a customer-centric marketing approach that prioritizes long-term customer satisfaction and success, taking into account the needs and circumstances of different customer segments. By putting the customer first, RACE aims to acquire repeat customers and build customer loyalty. (Cuofano G., 2023)
· RACE establishes growth loops that drive automated growth by leveraging customer actions. These growth loops ensure that growth is continuous, and the brand provides value that fuels new customer acquisition. 
· Each stage of the RACE marketing model aligns with a stage of the customer lifecycle/marketing funnel, from creating awareness to lead generation, conversion, and actions that boost customer lifetime value. (Farzal K., 2020)
Disadvantages:
· At each level of RACE, performance is measured using a variety of metrics and analytical methods. The advantages include informed decision-making and performance improvement, while the disadvantages include the complexity of data analysis and the possibility of misunderstanding, which can lead to faulty tactics. (Gennaro C., 2023)
· RACE Model can only be considered to use for Digital Marketing. It can not be used to analyse the strategies in traditional marketing or any other forms of marketing than digital marketing.
· Luxury brands require a strategic approach and careful analysis of market trends, consumer behaviour, and competition. However, the RACE model, which is designed for text-based comprehension, may not be suitable for the broader strategic thinking required in luxury brand management. (Andrea S., 2023)
· Luxury brands place great importance on the overall brand experience, exclusivity, and emotional connection with consumers. The RACE model, which is primarily designed for textual analysis and comprehension, may not be able to capture the experiential and emotional aspects that are crucial in the luxury industry. (Howard, 2021)

Similarities and Differences of Keller and Aaker’s Model of Brand Equity:
Similarities:
· Aaker's and Keller's models emphasizes the significance of brand awareness in building brand equity or brand image. Aaker's model considers brand awareness as one of the dimensions of brand equity, which focuses on brand recognition and recall.(Casey, 2020) On the other hand, Keller's CBBE model also acknowledges brand awareness as a crucial step in building brand equity, which encompasses consumers' ability to recognize or recall the brand. (Keaton, 2019)
· Also, Aaker and Keller's models highlight the importance of brand relationships in building brand equity. According to Aaker's model, brand relationships involve attributes, benefits, attitudes, and user imagery. On the other hand, Keller's model emphasizes the creating strong, favourable, and unique relationships with the costumers, which ultimately contribute to the overall brand image and equity. (Hitesh B, 2023)
· Keller’s Customer Based brand equity model and Aaker’s brand equity model believes in brand loyalty in building brand equity. In Aaker's model, customer loyalty is one of the dimensions of brand equity, reflecting repeated purchasing behaviour and positive word-of-mouth. (D. Aaker) Whereas, Keller's CBBE model places a strong emphasis on brand loyalty and portrays it as a key outcome of positive brand experiences and associations. In both models, brand loyalty contributes significantly to the strength and sustainability of brand equity. (Jacob, 2023)

Differences:
· Aaker and Keller's models are two popular approaches to understanding brand equity. Aaker's model includes five dimensions: brand loyalty, brand awareness, perceived quality, brand associations, and other proprietary assets. This methodology provides a systematic method of assessing brand equity. Keller's CBBE model, on the other hand, is organised like a pyramid, with brand building pieces grouped in ascending order. Brand identity, meaning, reaction, and resonance are all part of the pyramid. This model helps businesses to build a strong brand image and create a lasting connection with their target audience. (Dylon J, 2023)
· Aaker's model emphasizes on brand loyalty, perceived quality, and other dimensions that are often associated with tangible product attributes. It has a more product-centric approach.(Mercy Stella, 2023)  On the other hand, Keller's CBBE model has a more customer-centric approach and focuses on creating brand resonance through strong relationships with customers. It reflects the consumer's perspective on the brand.(Hitesh B, 2023)
· Aaker's model highlights the significance of brand loyalty and proprietary assets, although it does not mention the term "brand resonance" directly. (M. Odhiambo, 2023) On the other hand, Keller's model places brand resonance as the highest level, indicating a profound and emotional connection with customers. Brand resonance goes beyond loyalty and involves an intense, active relationship with the brand. (Pratima G., 2023)
· Aaker's brand equity model presents dimensions of brand equity as interconnected elements, rather than using a pyramid structure. (Casey S., 2020) On the other hand, Keller's CBBE model is represented as a pyramid, illustrating the sequential steps involved in building brand equity, with each level building upon the one below it.(K. Hawker, 2019)


3. RESEARCH METHODOLOGY

A research methodology is a collection of strategies and processes used to find and analyse information about a chosen research study topic. It is a methodical procedure in which researchers plan their study to attain their aims utilising the research tools they have chosen. This process includes all of the critical parts of research, such as study design, data collecting techniques, data analysis methods, and the overarching framework in which the research is done. (Divya S., 2023)
3.1. Research Onion Model:
[image: ]The research onion is a framework that aids in the development of various research methodologies, depending on the objective of the study. It was introduced by Saunders et al (2007) in their book "Research Method for Business Students". The model consists of multiple layers that are structured in a way similar to an onion's layers. (Zain A., 2023) The research onion outlines the different phases that a researcher must cover while developing a research strategy.
The Research Onion Model (Source: Toronata T., 2023)
The research onion model suggests that before starting any research, the researcher should first define their research philosophies. Then, they can identify the appropriate approaches, strategies, choices, time horizons, techniques and procedures step by step. The benefit of using the research onion model is that it provides a structured framework for researchers to follow while developing their research methodology. (Aleksandras M., 2018)

3.1.1. Research Philosophy:
The research philosophy is a collection of ideas about the nature of reality under investigation. It is the fundamental definition of the nature of knowledge. Research philosophies might differ in terms of research aims and the best approach to attain them. (Park, Yoon Soo; Konge, Lars; Artino, Anthony R., 2020).
Positivism is a philosophy that holds that only "factual" information obtained by observation, including measurement, is reliable. In positivist investigations, the researcher's responsibility is confined to data collection and objective interpretation (Collins, 2010). In other terms, the researcher is an impartial analyst who conducts the study without regard for personal views. These investigations often produce tangible and quantitative research findings. 
Positivism is based on quantitative observations that lead to statistical analysis. For decades, it has been the dominant form of research in the business and management disciplines. It has been highlighted that positivism is consistent with the empiricist viewpoint that knowledge is derived from human experience. It takes an atomistic, ontological view of the universe as consisting of distinct, observable elements and events that interact in an observable, determined, and regular manner. (Wilson J., 2010).
Furthermore, in positivist studies, the researcher is independent of the study, and no consideration is made for human interests inside the investigation. Crowther and Lancaster suggest that, in general, positivist studies use a deductive technique, whereas an inductive research approach is typically connected with a phenomenological philosophy (Smith M, Thorpe R, and Jackson P., 2008). Furthermore, positivism refers to the idea that the researcher must concentrate on facts, whereas phenomenology focuses on meaning and makes accommodations for human interest. (John D., 2011)


3.1.2. Research Approach:

The research strategy is a plan and technique that involves a number of assumptions that lead to certain methods of data gathering, analysis, and interpretation. The approach is determined by the nature of the research topic being addressed. (Priya C., 2016).
Deductive research begins with a theory, hypothesis, or generalisation and tests it via observations and data collecting. This method employs a top-down approach, in which the researcher starts with a broad concept and then evaluates it with individual observations. (John D., 2011).
The deductive method may be stated in terms of hypotheses drawn from the theory's assertions. In other words, the deductive method focuses on deducing conclusions from premises or assertions. Deduction begins with a predicted pattern that is checked against data, whereas induction starts with observations and looks for patterns within them. (Raimo S., 2022)
Researchers using a deductive method reverse the procedures stated for inductive research (Gulati P.M., 2009). They begin with a persuasive social theory and then use data to examine its implications, progressing from a general to a specific level. The deductive method to study is commonly associated with scientific exploration.
The researcher investigates what others have done, examines current ideas about the topic under investigation, and then evaluates hypotheses derived from those theories (Shrutika S., 2023). For example, a deductive strategy can gather information from a fresh group of study participants who match the criteria for excellent mental health. (Raimo S., 2022). Deductive reasoning often uses the known theory to interpret new facts. 
If the evidence contains the criteria from the previous framework, the deductive researcher has effectively proven the theory in this new empirical situation. Furthermore, the framework can assist researchers in organising and interpreting the detailed information included in their qualitative data.  (Neringa K., 2023). 



3.1.3. Research Strategy:
A research strategy is a structured plan of action that directs a researcher's cognitive process. It allows the researcher to do the study in an organised and timely manner. The primary goal of a research plan is to describe the study's important components, which include the research subject, areas of emphasis, research design, and research methodologies. (A. Walia & Priya C., 2020)
Research strategy is a critical component of research methodology because it determines the overall direction of the study as well as the procedure by which it is conducted. The correct research approach is determined by a variety of elements, including study aims and questions, available resources and time, the researcher's philosophical foundations, and current information about the examined topic. (Wedawatta G., Ingirige B., Amaratunga D., 2011).
Surveys are an effective means of collecting data that may help research organisations select samples, questions, and themes. They contribute significantly to the collection of data from a huge number of people. Researchers can choose respondents based on a variety of characteristics such as gender, age, race, sexual orientation, socioeconomic class, or other demographic inquiries. These questions are often presented at the beginning of a survey. Researchers who don't know whether to utilise homogenous or heterogeneous focus groups may need this information. (Hesse-Biber S., Leavy P., 2011). 
In this research, the strategy that has been used and implemented is strategy. The survey was created to collect detailed and reliable data which is easy to understand the behaviour of customers towards the Digital and Communication strategy used in luxury brands to create a strong brand image. The data has been analysed to fulfil the objectives of this thesis.



3.1.4. Research Choices:
Research methodological choice refers to the decisions made regarding the research methods and techniques used in a study. It entails choosing the best appropriate strategy to collect and analyse data depending on the study objectives and theoretical framework. (Lina M, 2011). The choice of methodology is crucial as it determines the validity and reliability of the study's findings. Researchers must consider various factors such as paradigms, methods, and techniques, as well as the theoretical underpinnings of the research when making methodological decisions. (Derek J., 2020)
Quantitative Research: Quantitative research methods are used to study how events influence a certain set of people, known as the sample population. This form of study entails gathering varied numerical data using a variety of ways and then statistically assessing, comparing, or demonstrating correlations between the data. Questionnaires, structured observations, and experiments are the most common types of quantitative research methods (Divya Sreekumar, 2023).
Qualitative Research: Qualitative research gives greater insights into real-world challenges. Unlike quantitative research, which collects numerical data points and intervenes or introduces treatments, qualitative research produces hypotheses and further explores quantitative data. The study focuses on gathering participants' experiences, views, and behaviours. It addresses the 'how's' and 'whys' rather than the 'how many' or 'how much'. Qualitative research can be structured as a stand-alone study, depending solely on qualitative data, or as part of mixed-methods research, which incorporates qualitative and quantitative data. (Steven T., Janelle M. B., Grace D.).
Mono Method: The mono-methods research strategy employs a single research method or technique to undertake a study. This means that researchers rely on one specific method, such as qualitative or quantitative, to collect and analyse data (Ramya, Tarakad, Venkateswaran., Ganesh, N., Prabhu, 2010).


Advantages and Disadvantages of Quantitative Research
	Quantitative Research Methodology

	Advantages
	Disadvantages

	Quantitative research primarily captures numerical data to study a fact or phenomenon in a population. (Adam R., 2023)
	Quantitative research may overlook broader themes and relationships, as it focuses on concrete statistical relationships. (Shidur R., 2016)

	Quantitative research requires a careful experimental design that allows for reproducibility of both the test and results. (Gigi DeVault, 2020)
	Quantitative statistics may not capture the diversity, complexity, or depth of the facts being investigated.

	Quantitative research is a method that can collect a large amount of data much faster than other research methods.
	Quantitative data can also be impacted by external variables such as measurement mistakes, sample biases, or ethical concerns. (Jason, 2022)

	Quantitative data results helps to mention which statistical tests are appropriate to use. (Jason M., 2022)
	Quantitative data might need a lot of resources, time and proficiency to collect, analyse and interpret. (Adam, 2023)





3.1.5. Type of Investigation:
Primary Research : Primary research is a type of study in which data is acquired directly rather than depending on data already obtained by others. This implies that any study you perform yourself, utilising firsthand data, is considered primary research, whereas using data that has already been obtained is considered secondary research. (Tegan G., 2023).
Primary research primarily consists of conducting surveys and questionnaires to collect information on a group of individuals by asking them questions and assessing the findings. If your study objective is to explore a group's qualities, preferences, opinions, or beliefs, surveys and questionnaires are excellent options (Imed, 2024).
Surveys and questionnaires can be done online, in person, or by mail. It is ideal to ask both open-ended and closed-ended questions, and the questions should be phrased appropriately. Avoid leading questions and organise similar questions together, beginning with the most fundamental ones (Shannon M., 2018).
Advantages and Disadvantages of Primary Research
Advantages:
· Primary research provides specific and relevant information tailored to their product, service, or idea. (Rahman MS, 2016)
· The collected data in primary research can be analysed and interpreted by marketers according to their needs. (Ahmed Nasrudin, 2020)
· The organization requesting the research has complete control over the process, and the research objectives and scope are streamlined accordingly.
Disadvantages:
· Primary research is a costly process, as marketers need to be involved throughout the design and implementation phases. 
· Primary research takes longer to conduct primary research accurately as compared to secondary data collection. (Rahman MS, 2016)
· Only the researchers have access to the data collected, and others can't use it without their permission. (Ahmad N., 2022)


Secondary Research:  Secondary source data refers to second-hand information, meaning that the data has been produced by someone other than the researcher. These data come in a pre-packaged form and may not have been created specifically for the researcher's research project. However, the data still contain relevant information that can be extracted and reused in the researcher's own project. It is the researcher's task to extract the relevant information from the data and apply it to their own research. (Denscombe, 2021)
Secondary research can take the form of either qualitative or quantitative research. It frequently employs data already published in peer-reviewed articles, meta-analyses, or government or commercial sector databases and datasets (Tegan, 2023). Secondary research is a low-risk method of determining whether more primary research is required because it is often inexpensive or free to obtain. If there are gaps in the secondary research, it is a clear sign that primary research is required. Secondary research can be either exploratory or explanatory in character, although it is typically explanatory, attempting to explain the origins and implications of a well-defined problem. (Adi Bhat, 2023)
A literature review is an examination of the current academic materials on a certain topic. It gives an overview of existing knowledge on the subject, helping the researcher to find key themes, controversies, and gaps in the study that the researcher is reviewing.(Imed, 2023). Researcher may then apply these to your own work or use them as a foundation for your own primary research. 
A literature review is formatted similarly to a standard academic article, with a defined introduction, body, and conclusion. It is an excellent method to assess the current state of research and show your understanding of the academic disputes around your issue. (Rowena B, 2020) Secondary research in a literature review entails analysing and interpreting existing data and information acquired by others. (Emily Tailor, 2023). This information can originate from a variety of sources, including academic papers, industry reports, market research, government publications, and internet databases. Businesses may acquire significant insights without spending time and resources on primary research by tapping into pre-existing data, making it a cost-effective and efficient solution. (Kate W., 2023)


Advantages and Disadvantages of Secondary Research
Advantages:
· Secondary research data is freely available, particularly when obtained from internet sources. Traditional secondary research resources, such as libraries and government archives, are also readily available. (Emma T, 2023). This saves researchers a lot of time and opens them the possibility of collecting a larger dataset. 
· Secondary research is usually a more affordable choice. It can be expensive to organise focus groups, pay personnel to interrogate persons of interest, or develop and maintain a variety of sensors capable of capturing enormous volumes of data. (Silvia V, 2023). Meanwhile, secondary data may be quite inexpensive to gather because all of the data that may be used is already available and frequently accessible from free institutions such as public libraries. (Michaela M., 2022)
· Secondary data gathering is frequently directed by experience and professionalism, which may be unavailable to individual researchers or small research initiatives.
Disadvantages:
· One significant disadvantage of secondary research is that the analyst cannot be certain that the data was acquired according to strict criteria and is thus valid and representative. Although the source can be examined and as much information about the gathering procedure as feasible is gathered, there will always be some degree of ambiguity. (Cheng G., Michael R.P., 2014)
· Another significant disadvantage of using secondary data is that the researcher has no idea how the data gathering procedure was carried out or how successfully it was done. (Silvia M, 2023). As a result, the researcher is typically unaware of how severely the results are impacted by issues such as poor response rates or respondent misinterpretation of specific survey items.
· It may be simple to select secondary data, but there may not be enough data to address your own study objectives. (Emma Taylor,2023) As a result, before deciding to pursue secondary research, it is vital to check that there is enough data in the field to match the research requirements.


3.1.6. Time Horizon

The research’s time horizon is cross-sectional, meaning it was done during a brief and particular period of time of sixteen weeks. Also from this time period, very limited amount of duration has been used to collect the data in the total time frame. Cross sectional studies look at the same data point in time. In this type of study, the participants will be selected according to their specific interests. In developmental psychology, cross sectional studies are often used and in many other areas such as social sciences education this method is also applied. (Kendra Cherry, 2022). Survey type of methodology is quite frequently used in cross sectional time horizon studies.

3.1.7. Techniques and Procedures
Data collection and data analysis:
Sampling: Sampling is a statistical analysis technique in which researchers choose a set number of observations from a wider population. This strategy enables researchers to conduct studies on a big group utilising a small sample of the population. The sampling method utilised is determined on the sort of analysis being performed, however it might be simple random sampling or systematic sampling. (Alicia T., 2023)
Sample Size: The aim of the study is to analyse the impact of digital marketing and integrated marketing communications on the brand image in luxury fashion brands, the target participants consists of luxury fashion products customers, online shoppers and followers of luxury fashion brands. The sample size for this study was around 50 participants participating in the survey to answer the questions related to the study with some specific period of time. However, while collecting the data, there were 53 participants from different background and demographics participated in the survey which slightly exceeded the planned sample size. As a result, more number of participants in the sample size would help to increase the accuracy while analysing the data, the researcher believes that the sample size would provide good balance between the results and the accuracy of this data considering the time duration of the study. The sample size were obtained through different social media channels where the researcher could reach out in order to get the responses by sharing the link and QR code directing the survey questions. This strategy was used in order to collect the data quickly with a large group of participants.
Sample Type: The sampling type used in this research was an online survey. The online survey was shared with luxury fashion products users or the target audience influenced by the luxury fashion brands including the individuals of various demographics. The participants in the survey were all aged 18 and over, from various social class, based in the United Kingdom and India representing a different cultural background and experience with Luxury fashion brands.

Sampling Method: The sampling method used for this research is non probability sampling, specifically convenience sampling. Non-probability sampling refers to a sampling technique where the researcher selects samples based on their subjective judgment instead of random selection (Kassiani N., 2022). This method is less strict and relies heavily on the expertise of the researchers. Convenience sampling is a sort of non-probability sampling in which researchers choose samples from the community that are easily accessible to them. These samples are chosen only for their ease of recruitment, and the researcher does not consider picking a sample that reflects the total community. (Dan F., 2023)

Advantages and Disadvantages of Sampling Method

Advantages:
· Using non-probability sampling to obtain responses is a quicker and more cost-effective method than probability sampling because the researcher has prior knowledge of the sample. (Dan F, 2023)
· This method is a quick and cost effective way to gather data, as it requires little research before surveying. The researcher can easily select participants who are available, and if they use an online platform for non-probability sampling, there are no geographical constraints. (J.J. Forster, 2001)
· The researcher can continue to survey until they reach their desired sample size without worrying about low response rates. In the case of consecutive sampling, they can stop collecting data once they have enough information to draw a conclusion.(Alison G., 2005)


Disadvantages:
· When the sample size is high, non-probability sampling is ineffective because the researcher cannot individually choose a large number of units in a fair period of time. (Jasko, 2023)
· One significant drawback of non-probability sampling is that the researcher may be unable to determine if the population is accurately represented. (Busayo L., 2023)
· Unlike probability sampling, non-probability sampling does not involve any probabilities, making it impossible to estimate the standard error. (Alison G., 2005)

3.1.8. Data Collection Method
In this thesis, the data collection method which has been used is Survey Questionnaire method. Researcher had set to achieve 50 participants participating in this survey questionnaire who are luxury fashion shopping buyers or followers.  The survey was conducted between 15th December 2023 to 23rd  December 2023, the link and the QR code was shared via Social Media Platforms including Instagram, Facebook and WhatsApp. The platform used to create the Survey questionnaire is Microsoft Forms and the language used while creating the questionnaire is English. (The questionnaire is attached below in Appendix section)
The survey questionnaire consists of total 11 closed ended questions out of which the first question was generic stating the privacy policy and consent and rest of the questions are based on the study that has been conducted in this thesis. The types of questions in the survey are Multiple Choice questions (MCQs), Metrix questions, Likert scale questions and Rating scale questions. There was no time limit set as such to complete the survey questionnaire but the questions were framed in a way to receive responses quickly without consuming lots of time of the participants. Researcher expected to get minimum of 50 responses and could get 53 responses in total. Also, to make sure that all the questions are answered by all the participants, all the questions mentioned in the survey was compulsory to answer. So the overall average time to answer the survey was 3 minutes 1 second respectively.


3.2 Analysis of Data
The quantitative data in this research thesis were analysed by using Microsoft Excel with the help of creating Charts, Tables and Graphs. The challenges faced during the analysis of the data was minimum, as Microsoft forms also have an option to download the responses in Microsoft Excel. The process of analysing the responses was easier due to the resources and technology used during the research thesis.

3.3. Research Ethics
Research Ethics can be defines as the ethics of the planning, conduct, and reporting of research. (Michael K., 2010). Research and experimental development are creative and methodical endeavours aimed at expanding the body of knowledge. This encompasses knowledge about humanity, culture, and society, as well as the development of new applications based on current information. Ethics is a personal code of conduct based on respect for oneself, others, and one's environment. It is guided by rules or assumptions that specify how individuals and organisations should act. (C. Thomas. 2012). scientific ethics include applying basic ethical concepts to scientific activity. This encompasses research design and implementation, demonstrating respect for society and others, using resources and research results, scientific misconduct, and regulatory oversight. The data collected during this research was used exclusively for this research purpose considering the confidentiality of the participants and rights of the author. 


4. Analysis of Data

Introduction:
This part presents an in-depth examination of the acquired data to guarantee that the research objectives are met and the study is concluded. The researcher used a comprehensive strategy to data collection, analysis, and proper interpretation. Along with that, the results of this quantitative analysis has been declared concisely with the help of graphs, charts, tables and interpretation of each with discussion. 



4.1. Survey Analysis:
Question 1. How often do you shop luxury fashion products?
	Question 1. How often do you shop luxury fashion products?

	Options
	Participants
	Percentage

	Never purchased products from Luxury Fashion Brands
	6
	11%

	Rarely- May be once a year
	29
	55%

	Occasionally- Once or twice a year 
	13
	25%

	Often- More than 3 times a year
	5
	9%


Question 1 Table (By researcher)
Question 1 Chart representation (By researcher)
According to the responses that have been received in this question, most of the participants purchase Luxury fashion products rarely that is once in a year with the total of 55% amongst the total number of participants. Along with that, there are few occasional buyers of luxury fashion products with 25% of the total participants. Not only buyers, researcher also found out that there are often buyers of luxury fashion products and group of participants without having experience of luxury fashion products. There might be cost factor that may not allow them to buy the products. As a result, participants are aware about the luxury brands even though they are not buyers which indicates the strong brand image of luxury fashion brands in the market.



Question 2. What platform do you prefer while purchasing luxury fashion products?

	Question 2. What platform do you prefer while purchasing luxury fashion products?

	Options
	Participants
	Percentage

	Digital (Social Media, Brand Websites, Shopping Applications
	21
	28%

	In Brand Store
	42
	55%

	General Merchandise Store
	13
	17%


Question 2 Table (By Researcher)
Question 2 Chart representation (By researcher)
The above responses indicates the platforms that buyers use while purchasing luxury fashion products. As a Luxury Fashion Brand, consumers believes to experience the quality and ambience of the store and service by the staff, which is why most of the buyers with 55% of total participants visits the brand store to experience luxury services. But with that, the same buyers also prefer to shop the luxury fashion products on digital platforms via social media, brand websites and shopping apps with 28% of total participants which shows that the digital platforms for luxury fashion brands is one of the most important point of sale than general merchandise store with the low of 17%. To make sure of the business, it is important for the luxury brands to ensure the digital marketing strategies and promotional activities are considered.



Question 3. What all digital platforms do you prefer to check the promotions of luxury fashion brands?

	Question 3. What all digital platforms do you prefer to check the promotions of luxury fashion brands?

	Options
	Participants
	Percentage

	Instagram/ Facebook Pages
	21
	28%

	Brand Website
	35
	47%

	Tik Tok/ You Tube Channels
	8
	11%

	Other
	10
	14%


Question 3 Table (By researcher)
Question 3 chart representation (Created by researcher)
According to the data presented in the above table and graph, most of the luxury fashion brand’s buyers prefer to shop from their Brand Websites with the high of 47% of the total participants. It is important for the luxury fashion brands to keep their websites up to date with all the latest information and promotional offers on the brand website. Consumers also prefer to check the brand social media pages on Instagram, Facebook, Twitter (X) etc; platforms with the high of 28% and Tik Tok and You Tube channel with 11% of the total participants. Digital platforms for the luxury fashion brands is one of the important revenue generation platforms. 



Question 4. Please rate the factors that attracts you the most while using Luxury fashion brands websites.

	Question 4. Please rate the factors that attracts you the most while using Luxury fashion brands websites.

	Options
	Participants (%)

	 
	Least Attractive
	Less Attractive
	Neutral
	Attractive
	Most Attractive

	Appearance of the Website
	4%
	8%
	34%
	32%
	23%

	Ease to use the website
	2%
	8%
	32%
	23%
	36%

	Mobile/ Computer Mode Graphics
	4%
	11%
	32%
	30%
	23%


Question 4 Table (Created by researcher)

Question 4 chart representation (by researcher)
In the above illustration , it is proved that the most of the consumer believes that the website should be Easy to use with the features of Mobile and computer mode along with the good presentation and appearance of the website. Amongst all the participants, more than 85% of the total participants strongly agree that the website needs to be perfect which also important factor to maintain the brand image of the brand. Customers do check and judge on the basis of the website whether the brand is considering the customers preferences and ease to shop. Participants are either neutral, attractive or most attractive towards the website features of the luxury fashion brands with average of 30% amongst the total participants. 

Question 5. Select the brand/s that you prefer to shop luxury fashion products:

	Question 5. Select the brand/s that you prefer to shop luxury fashion products:

	Options
	Participants (Multiple Choices)

	Louis Vuitton
	18

	Gucci
	21

	Balenciega
	8

	Michael Kors
	12

	Bally
	3

	Christian Dior
	24

	Salvatore Ferregamo
	9

	Prada
	14

	Burberry
	18

	Versace
	9

	Armani
	12

	Other
	21


Question 5 Table (Created by researcher)
Question 5 Chart representation (Created by researcher)
The above responses are the best example to indicates the brand image in luxury fashion brands. Gucci, Christian Dior, Louis Vuitton, Burberry and other Luxury fashion brands has a very strong image in the market. Not only the buyers, but also the followers of the luxury fashion brands would prefer to shop from these brands due to the strong brand image in the luxury fashion brand market. Brands with more than 10% of the total responses indicates the strong brand image of those brands in the market with high of 14% for Christian Dior, 13% for Gucci, 11% for Louis Vuitton and Burberry and Etc; 

Question 6. Do you think Brand Image has strong influence of Digital Marketing and Communication Marketing?

	Question 6. Do you think Brand Image has strong influence of Digital Marketing and Communication Marketing?

	Options
	Participants

	Strongly Agree
	28

	Agree
	16

	Neutral
	9

	Disagree
	0

	Strongly Disagree
	0


Question 6 Table (Created by Researcher)
Question 6 Chart representation (Created by Researcher)
The respondents in the above question highly believes that the Brand image has strong influence of digital marketing and communication marketing. With the 0% of disagreements, all the 53 participants believes in the marketing strategies of the luxury fashion brands. Very few with low of 9 participants are neutral about the strategies that luxury fashion brands follows. But with the high number of 28 and 16 for strongly agree and agree, promotional activities of luxury fashion brands and communication factors affects the brand image.
Question 7. Do you think luxury fashion brands try to communicate with their clients effectively in terms of service and promotions?

	Question 7. Do you think luxury fashion brands try to communicate with their clients effectively in terms of service and promotions?

	Options
	Participants

	Strongly Agree
	14

	Agree
	17

	Neutral
	18

	Disagree
	4

	Strongly Disagree
	0


Question 7 Table (Created by Researcher)
Question 7 Chart Representation (Created by Researcher)
The question aimed to know the Integrated Marketing Communication factors affecting the Brand image of the luxury brand.  It is very important that the brand communicate with their clients very effectively in order to retain the customers. It is visible that few of the customer disagree with the effective communication from the luxury brands with the response of 4 participants which is equivalent to almost 10%. Which means brands still needs to work on the effective communication strategies. But with most of the responses in Neutral, Agree and strongly agree, with the number of 18, 17 and 14 respectively indicates that the luxury fashion brands do communicate with their clients very effectively. As a result, following Integrated Marketing Communication strategy for the luxury fashion brand is one of the important factor affecting the brand image of the luxury fashion brands. 

Question 8. How would you rate the Marketing Strategies of Luxury Fashion Brands?
	Question 8. How would you rate the Marketing Strategies of Luxury Fashion Brands?

	Ratings
	Answers
	Percentage

	1
	0
	0%

	2
	1
	2%

	3
	0
	0%

	4
	2
	4%

	5
	11
	21%

	6
	3
	6%

	7
	9
	17%

	8
	13
	25%

	9
	6
	11%

	10
	8
	15%


Question 8 Table (Created by researcher)

Question 8 chart representation (Created by researcher)
From the above responses, Marketing strategies of luxury fashion brand is the most important factor for any luxury brand to gain the revenue and sustain the brand image in this competitive market. With low of 0% to 4% and high of 25% rating 8 out of 10, indicated the strategies that luxury fashion brands follows. As lot of participants rated 5 and 8 with high of 21% to 25%, customers are somewhere indicates that there are more opportunities for the luxury fashion brands to develop their marketing strategies. 11% and 15% of the total participants rated 9 or 10 depending upon their experience with the luxury fashion brands, it is important to consider the response of all the participants and opportunities to develop.  

Question 9. What platforms do you think are the most effective in terms on communicating with Brand or receive promotions?

	Question 9. What platforms do you think are the most effective in terms on communicating with Brand or receive promotions?

	Options
	Participants
	Percentage

	Email
	18
	21%

	Website
	20
	23%

	Social Media (Facebook, WhatsApp, Instagram, Etc;
	42
	49%

	Calling
	16
	7%


Question 9 Table (Created by researcher)

Question 9 Chart representation (Created by researcher)
The responses given on this questions indicates the effective platforms for the communication. With the 50% of the total responses, consumer believes that communicating via Social Media, using the applications such as Facebook, WhatsApp, Instagram, etc., which are highly used amongst the participants or the customers are the most effective channels for the communication. Along with that, Average of 20% of the customer also believes that communicating via Emails, Websites and Calling could be effective. Integrated marketing communications delivers the ideas to develop the effective communication strategies for the brands which eventually helps to develop the strategies and the brand image of the luxury fashion brands.

Question 10. Please rate what makes the brand so special:

	Question 10. Please rate what makes the brand so special:

	Options
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	The product quality and design
	70%
	19%
	4%
	2%
	7%

	The services that they offer
	36%
	34%
	26%
	2%
	2%

	Promotional offers that they have
	36%
	36%
	21%
	4%
	4%

	The cost of products and services
	38%
	36%
	21%
	4%
	2%


Question 10 Table (Created by researcher)
Question 10 Chart representation (Created by researcher)
From the above illustration, there are various factors that makes the brand so special and out of those factors few of them related to the study had been put up in the survey question. Also, all the customers and participants with the low average of 4% disagreements, all the above factors mentioned in the question makes the brand special. The brand products and services makes the brand so special with strongly agree response of 70% of the total participants. However, the services, promotional offers and cost of products and services are strongly agreed by average of 37% of all the participants. Promotions is one of the factors of marketing strategies which needs to be always effective to create the strong image.


5. Discussion, Conclusion, Recommendations, Limitations and Further research

5.1. Discussion

In a recent research investigation, it was found that brand image plays a critical role in the purchase intention of luxury fashion products (Husain et al., 2021). Numerous studies have assisted corporations in determining which luxury fashion goods should be pushed to customers and integrated into digital platforms, such as electronic word of mouth (Park et al., 2021). However, the majority of current studies on luxury spending concentrate on the purchasing of luxury things to acquire social status. There is minimal study on the intrinsic and personal characteristics of luxury customers. The term "personality" refers to an individual's unique psychological system, which constantly impacts their reactions to their surroundings (Solomon et al., 2012). While previous research has looked at how consumer personality traits influence their decision to buy luxury products (e.g., Bian and Forsythe, 2012; Paul et al., 2018; Jain & Paul 2019), there is still a lack of understanding about the mediator of product design value and its impact on brand loyalty. (Rehan Husain, 2022) This study also claims that the Marketing strategies that the luxury fashion brands develop is very strategic and thoughtful to build stronger brand image in order to remain at a specific level all the times such as Gucci, Louis Vuitton, Burberry, Dior, etc.
Digital marketing has shown to be one of the most successful methods for engaging high-end customers and increasing brand visibility (Chen & Wang, 2017; Husain et al., 2021). With the rise of various digital media, luxury businesses now have more alternatives for connecting with their clients in a timely and effective manner by using Integrated Marketing Communications (IMC) strategies. This has led to higher brand equity and market awareness for luxury fashion firms (Ko et al., Husain et al., 2022; Kaur et al., 2020). Luxury fashion firms are now focusing on user experiences to increase sales (Pentina et al., 2018). Social networking interactions have evolved into a personal networking environment for brand communication, and social media advertising frequently goes beyond word-of-mouth. (Libai et al., 2010). Members of these networks regularly share messages about luxury fashion products and their effects on social media channels and other digital platforms (Amores et al., 2019). Researcher found out in survey questionnaire that the responses were in favour on digital and integrated communication marketing strategies that luxury brands follow. 
There were few participants in the survey that never shopped any of the luxury fashion products till now but they were really keen to know more about the brands and they had information about specific brands such as Gucci, Louis Vuitton, etc,. Luxury brand followers or the participants from the survey are familiar of these brands only due to its strong brand image that they have in the market. According to the responses that the participants have provided, it indicates that they have strong influence of the Luxury fashion brands pages and accounts on social media and brand websites. Digital marketing strategies are influencing the new market who were unable or never bought luxury shopping products for any reasons. Also, with the advanced technology and digitalization, it is easier than before to communicate with the clients and new market with the services and promotional activities that the luxury fashion brands offers.
Consumers today are faced with an overwhelming amount of marketing messages across various channels. Integrated Marketing provides a solution by delivering a consistent and seamless brand experience to consumers across all channels. This approach ensures that there is one clear message that is relevant to consumers, no matter which channel they are using (Jennifer K., 2019). The fusion of Digital Marketing and Integrated Marketing Communications has proven to be one of the best strategies in marketing channels. Luxury brands have embraced this strategy to communicate with customers and influence consumers. Within Digital Marketing Communications, various tools are employed to tackle the challenges of online marketing. Digital media channels are the online equivalents, and they are used in both online and offline campaigns. There are also new and innovative online tools that are continually being developed and employed in the digital marketing communications mix. (V. Shankar, 2022)


5.2. Conclusion

This research has fulfilled the objectives that was set at the beginning of this research. By analysing and comparing the primary data with the secondar data together, the researcher could analyse the impact of digital marketing and integrated marketing communications (IMC) on the brand image in luxury fashion brands.
To summarise all the chapters of this study, it is very evident that the marketing strategies of digital and IMC marketing helps and affects the brand image in the luxury fashion industry.  
· To determine the current digital marketing strategies implemented by luxury fashion brands,
 Researcher could successfully determine the current digital marketing strategies followed by the luxury fashion brands. Luxury brands follow the trending strategies such as using SEO, social media, Email platforms to implement their strategies and influencer marketing, websites, collaborating with other brands, etc; The previous studies including primary and secondary resources also revealed that luxury brands are following digital marketing strategies to build and retain their strong brand image in the competitive world. With effective use of these platforms, brands have been able to reach out to wide range of audience showing the online presence, they were successfully maintaining the brand image. The current digital marketing strategies that the luxury fashion brands are following are actually helping them to boom in the industry. Digital platform is now one of the strongest platform to find the audience and target them effectively. This underlines the importance of digital marketing presence for brand image of the luxury fashion brands. Along with that, the participants who participated in the survey has strongly agreed that the digital marketing strategies is one of the most important factor in building the brand image.
· To determine the current IMC strategies utilised in the luxury fashion industry,
Researcher also proved that the effective Integrated marketing communication strategies performs an important role in building brand image and maintaining a good relationship with their clients and audience. Brand like Gucci, Luis Vuitton, Dior etc started to communicate effectively using digital platforms such as social media, emails, websites, etc. Effective communication could help to build strong rapport with the customers resulting positive word of mouth marketing by their customers to increase the brand followers which eventually leads to building brand image even stronger. With the primary and the secondary data, it was found out that brands are using more digital platforms for their effective communication strategies.  According to the survey responses, some of the participants were not the buyers of luxury fashion brands but they were following the trends and styles from the luxury fashion brands. Which proves the effective Integrated Marketing Communication Strategies that the luxury fashion brands are implementing. 
· To analyze the impact of digital marketing and integrated marketing communications on the brand image of the luxury fashion brands 
However, researcher also could find out that both the marketing strategies including digital marketing and integrated marketing communication contributes a lot to build brand image. Researcher could successfully analyse the impact of digital marketing and IMC on the brand image in luxury fashion brands. Effective communication marketing using digital marketing platforms helps to reach out to wider audience and attract more followers and help to communicate with their existing customers very effectively resulting building a strong brand image in the market. Luxury brands are conveying their messages on online platforms very effectively. The participants highly appreciate the communication strategies of the brand using digital platforms. Some of the participants, followers of the luxury fashion brand also agreed that the impact of brand’s marketing strategy is making them more curious to experience the luxury service of the brand. 
This research has provided very valuable insights of digital marketing and integrated marketing communications used to create strong brand image in the luxury fashion world. The luxury fashion brands must evolve continuously with their evolving and mind blowing strategies all over the period of time followed by the new technologies and era of development, build and maintain their brand image and provide excellent services to their consumers.


5.3. Recommendations

The Digital marketing and Communication marketing plays a very important role in Brand image in luxury fashion brands. Brands need to stay with their current digital marketing and integrated marketing strategy but also evolve with the latest technology time to time. In order to perform effective communication and digital marketing strategies, brand needs to check the consumers expectations and what they prefer. 
Brand Loyalty Programmes: Luxury brands has a very strong influence over their customers. Also there are some cliental that are very regular to the specific brands. Brands could come up with loyalty programmes for their customers which could result in effective analysis and think about specific digital marketing strategies.
Improved IMC strategies:  Brands are currently performing very effecting integrated marketing communication strategies but those strategies may not help brand in long term. Brand needs to improve their marketing communications in order to reach out to wide number of audience and retail their buyers with effective communication.
Expansion of Digital marketing presence:  The luxury fashion brands has strong brand image over digital platforms including most of the social media platforms. Along with the buyers, luxury fashion brands has achieved huge amount of followers who could not make a purchase but in future they might purchase, so the luxury fashion brands could come up with more digital marketing strategies that they convince their followers and users to experience their products and services. Brand should focus more on expanding their digital presence and stay up to date with various promotions and activities over websites and social media platforms.
Stay focused to build strong brand image:  Currently the luxury fashion industry has a strong competition. Every brand is trying to build the strong brand image in the market. As the world is developing, people are getting strong spending power and luxury brands need to consider this while making strategies. Brand needs to be very active on all the platforms including traditional and digital platforms. Also it is important to maintain their brand image in this competitive market. Considering global and social cause can help the brands to have a different perception than just a luxury brand. 


5.4.  Limitations

Despite of achieving the objectives set in the research study, the research study is subject to some limitations:
Qualitative data: The researcher focused more on collecting quantitative data via survey questionnaire which may not provide the accuracy of new beliefs and human behaviour. Conducting the study with quantitative along with qualitative research data may have given targeted and accurate results on the impact of digital marketing and integrated marketing communication on the brand image of luxury fashion brands.
Time Horizon: The time line for this research was only of 16 weeks due to which the information and results achieved in the thesis captures only specific point of time. Considering cross sectional time horizon study than longitudinal time horizon study can only focus current situations and changes in the market, which may not be effective in long term potential changes.
Sample Size: the sample size, as in the number of participants participating in the survey were relatively small which could limit the general perception and behaviour of consumers and audience of the luxury fashion brands.
Sampling Method: The sampling method which was conducted during the research study was convenience method. Which means the survey was conducted where the participants were not selected randomly. The survey participants were limited to geographical factor as researcher could not reach out to wide audience living out of the United Kingdom and India. However, this may result to a biased sampling method and may have resulted to limit the representation of larger and general luxury fashion brands consumers and followers. 



5.5.  Further Research

In order to get over with the limitations of the study and to enhance the further understanding the impact over brand image, Consumer behaviour could also be considered along with Digital marketing and Integrated marketing communications. Conducting Longitudinal time horizon including larger group of participants to collect the data may give more ideas for new strategies. 
Further research can be more effective with accurate results if considered all the factors affecting the brand image which includes traditional marketing, affiliate marketing, poverty rates in different countries, natural and social causes and global warming. 
This research study can be a tremendous change for the future strategies performed in luxury fashion brands if continued as there are many different factors and technologies that are evolving along with the time.
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7. Appendix

7.1. Survey questionnaire:


Digital Marketing and IMC Impact on Brand Image of Luxury Fashion Brands
Purpose: To explore the impact of Digital Marketing and Integrated Marketing Communications on the Brand Image in Luxury Fashion Brands.



* Required







1. Your participation in this survey is completely voluntary and your responses will be kept confidential. The data will be used only for research purpose and will be reported in aggregate form. By participating in this survey, you agree to the terms of this privacy statement. *

[image: ]Yes


2

2. How often do you shop luxury fashion products? *

[image: ]	Never purchased products from Luxury Fashion Brands [image: ]	Rarely- May be once a year
[image: ][image: ]	Occasionally- Once or twice a year Often- More than 3 times a year



3. What platform do you prefer while purchasing luxury fashion products? *

[image: ][image: ]	Digital (Social Media, Brand Websites, Shopping Applications) [image: ]	In brand store
General Merchandise Store





4. What all digital platforms do you prefer to check the promotions of luxury fashion brands? *

[image: ]	Instagram/ Facebook Pages [image: ]	Brand Website
[image: ][image: ]	Tik Tok/ You tube Channels Other

5. Please rate the factors that attracts you the most while using Luxury fashion brands websites. *


Least Attractive Less Attractive	Neutral

[image: ][image: ][image: ][image: ][image: ][image: ]Appearance of the website Ease to use the website
[image: ][image: ][image: ]Mobile/ Computer mode graphics

6. Select the brand/s that you prefer to shop luxury fashion products: *

[image: ]	Louis Vuitton [image: ]	Gucci
[image: ]	Balenciaga [image: ]	Michael Kors [image: ]	Bally
[image: ]	Christian Dior

[image: ]	Salvatore Ferragamo [image: ]	Prada
[image: ]	Burberry [image: ]	Versace [image: ]	Armani
[image: ]Other

7. Do you think Brand Image has strong influence of Digital Marketing and Communication Marketing? *

[image: ]	Strongly Agree [image: ]	Agree
[image: ]	Neutral [image: ]	Disagree
[image: ]Strongly disagree





8. Do you think luxury fashion brands try to communicate with their clients effectively in terms of service and promotions? *

[image: ]	Strongly Agree [image: ]	Agree
[image: ]	Neutral [image: ]	Disagree
[image: ]Strongly disagree





9. How would you rate the Marketing Strategies of Luxury Fashion Brands? *

	0
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


Least Effective	Most Effective

[image: ]


Chapter 1: Introduction


Chapter 2: Literature Review


Chapter 3: Methodology


Chapter 4: Analysis and findings


Chapter 5: Conclusion and recommendations



Question 1. How often do you shop luxury fashion products?	Participants	Never purchased products from Luxury Fashion Brands	Rarely- May be once a year	Occasionally- Once or twice a year 	Often- More than 3 times a year	6	29	13	5	Question 1. How often do you shop luxury fashion products?	Percentage	Never purchased products from Luxury Fashion Brands	Rarely- May be once a year	Occasionally- Once or twice a year 	Often- More than 3 times a year	0.12	0.09	0.25	0.55000000000000004	

Question 2. What platform do you prefer while purchasing luxury fashion products?	Participants	Digital (Social Media, Brand Websites, Shopping Applications	In Brand Store	General Merchandise Store	21	42	13	Question 2. What platform do you prefer while purchasing luxury fashion products?	Percentage	Digital (Social Media, Brand Websites, Shopping Applications	In Brand Store	General Merchandise Store	0.28000000000000003	0.55000000000000004	0.17	



Question 3. What all digital platforms do you prefer to check the promotions of luxury fashion brands?	Participants	Instagram/ Facebook Pages	Brand Website	Tik Tok/ You Tube Channels	Other	21	35	8	10	Question 3. What all digital platforms do you prefer to check the promotions of luxury fashion brands?	Percentage	Instagram/ Facebook Pages	Brand Website	Tik Tok/ You Tube Channels	Other	0.28000000000000003	0.47	0.11	0.14000000000000001	



Question 4. Please rate the factors that attracts you the most while using Luxury fashion brands websites.


Appearance of the Website	Least Attractive	Less Attractive	Neutral	Attractive	Most Attractive	Participants (%)	3.5000000000000003E-2	7.4999999999999997E-2	0.34	0.32100000000000001	0.22600000000000001	Ease to use the website	Least Attractive	Less Attractive	Neutral	Attractive	Most Attractive	Participants (%)	1.9E-2	7.4999999999999997E-2	0.32100000000000001	0.22600000000000001	0.35799999999999998	Mobile/ Computer Mode Graphics	Least Attractive	Less Attractive	Neutral	Attractive	Most Attractive	Participants (%)	3.7999999999999999E-2	0.113	0.32100000000000001	0.30199999999999999	0.22600000000000001	




Select the brand/s that you prefer to shop luxury fashion products:	Participants (Multiple Choices)	











Louis Vuitton	Gucci	Balenciega	Michael Kors	Bally	Christian Dior	Salvatore Ferregamo	Prada	Burberry	Versace	Armani	Other	18	21	8	12	3	24	9	14	18	9	12	21	
Question 6. Do you think Brand Image has strong influence of Digital Marketing and Communication Marketing?

Question 6. Do you think Brand Image has strong influence of Digital Marketing and Communication Marketing?	Participants	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	28	16	9	0	0	Answers/ Responses


Participants




Question 7. Do you think luxury fashion brands try to communicate with their clients effectively in terms of service and promotions?	Participants	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	14	17	18	4	0	


Question 8. How would you rate the Marketing Strategies of Luxury Fashion Brands?

0	1	0	2	11	3	9	13	6	8	

Question 9. What platforms do you think are the most effective in terms on communicating with Brand or receive promotions?	Participants	
Email	Website	Social Media (Facebook, WhatsApp, Instagram, Etc;	Calling	18	20	42	16	Question 9. What platforms do you think are the most effective in terms on communicating with Brand or receive promotions?	Percentage	
Email	Website	Social Media (Facebook, WhatsApp, Instagram, Etc;	Calling	0.21	0.23	0.49	7.0000000000000007E-2	


Question 10. Please rate what makes the brand so special:

The product quality and design	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.69799999999999995	0.19	0.04	0.02	7.0000000000000007E-2	The services that they offer	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.36	0.34	0.26	0.02	0.02	Promotional offers that they have	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.36	0.36	0.21	0.04	0.04	The cost of products and services	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.38	0.36	0.21	0.04	0.02	
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THE SMART INSIGHTS RACE PLANNING FRAMEWORK

Build an agile, strategic approach to digital marketing

Competition is fierce online. To win you need to Plan, Manage and Optimize

digital channels against defined targets, SMART KPIs and a focused

fononony n ) investment in content marketing, digital media and experiences. We believe
g an integrated digital strategy is essential to define new Segmentation,

Targeting and Positioning for your online value propositions.

Plan

Branded content

Exploration _ -
. X @ Unique visitors
Reach Publish and promote your content, allow sharing to
Search engines, social networks, other outposts, networks and influencers. Draw people @ Value per visit
publishers and blogs to your content hub @ Fans/Followers
Act Decision making @ LoadsiLead on rat
. - eaqas/Lead conversion rate
Your website, blog, community Be worth finding via clear customer journeys and a
and interactive tools content hub that is relevant, inspirational, useful and @ Time on site
creates leads @ Shares/Comments/Likes

Convert

E-commerce, proquct, price Purchase -
and promotion L . . @ Sales (on and offline-influence)

Capitalise on marketing investment using CRO,
marketing automation and remarketing to ensure @ Revenue/Profit
contextual relevance drives conversion @ Average order value

Advocacy -

) X ' Repeat purchase (Lifetime value)

Thrilled customers are key to social media

marketing, social proof, repeat sales and referral. Start Satisfaction and Loyalty

your marketing here! Advocacy

Let us know what you think @smartinsights and www.smartinsights.com ?\g}g{\tts
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Kellers Brand Equity Model - CBBE Model

Kevin Lane Keller’s brand equity
pyramid is the most popular and widely
accepted model for brand equity.

Source: qualtrics.com/experience-management,
brand/customer-based-brand-equity

What about you
and me?

Brand Response What about you?

Brand Meaning What are you?

Brand Identity Who are you?
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Figure 4.1 The 'research onion’
Source: ©2018 Mark Saunders, Philip Lewis and Adrian Thornhill
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