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[bookmark: _Toc214617773]Chapter 1: Introduction
[bookmark: _Toc214617774]1.1 Background of the study
The fashion industry is a dynamic and constantly changing sector due to the creativity of it and fashion trends changing constantly. Fashion also follows culture changes as it adapts to new standards and social changes; this is because fashion is not just clothing, it helps people show off their identity and is a big part of self-image. As such, marketing has to constantly adapt and have a competitive edge by being a leader in shaping consumer perceptions. In the past, marketing for the fashion industry has relied on advertising through magazines, galas, and television shows through models, these were the ways many customers were targeted but since the digital revolution in the early 2000s there has been a huge change in how marketing is carried out, specifically within the fashion sector. Mainly through the internet, e-commerce and social media as fashion now has a more direct contact with customers as a 1-to-1 relationship.
Marketing is now centred on direct interaction and community building around a brand; consumers have come to expect personalized experiences and marketing departments are adapting through data analytics and other tools to help gauge customer sentiment and design campaigns around these. For example, Instagram and TikTok are huge in promoting new fashion products and building a community, leading to growing trends that reach higher audiences than traditional marketing used to. A new concept in the marketing world is the use of influencers to promote products, as these influencers have already built a community that will directly support the product promoted by the influencer. A role that once used to be minimal is now a central part of modern marketing for fashion products. As such, this study aims to research and present findings on the evolution of marketing in the fashion industry, mainly by understanding the change from traditional marketing to digital one, helping businesses anticipate trends and know how to be up to date on customer sentiment and how to build close relationships with a community.
Patagonia will be used as an example to showcase these changes as they are a long-standing company, according to Hepburn (2013) ‘Patagonia's story illustrates the paradoxes that often arise when “green” practices increase consumption’, and it has been doing this ‘over the past four decades’. They operate in the UK even though it’s a US-based company, so examples will remain focused on their UK performance.
Burberry, a UK-based fashion company, will also be used as an example to show how they have adapted to these changes in marketing over time.
[bookmark: _Toc214617775]1.2 Research Problem and Rationale
The transformation of marketing in the past years offers many threats but also many opportunities to capitalize on as digital platforms can now reach world-wide audiences and create much more brand loyalty. However, the digital changes can be too fast to come hence there is a high pressure on adapting quickly and innovate constantly.
This study seeks to offer an analysis of digital tools and how they’ve affected the sector, focusing on social media and the growing customer base of digital generations, millennials and gen Z.
It is important to do this research as the fashion industry is very different from how it was just 20 years ago, and understanding the reasoning behind these changes, and how companies can adapt, is vital for the industry to progress as a whole and for them to stay flexible and able to adapt to new changes in the next upcoming years.
This research can justify its findings and be used by current and future fashion companies through the showcase of real-life examples, mainly Burberry and Patagonia.
[bookmark: _Toc214617776]1.3 Research Questions
1. How have marketing strategies in the fashion industry evolved in this digital landscape?
2. What are the most impactful strategies used by fashion brands?
3. How are consumer engagement and their purchase behaviour affected by different use of strategies by fashion brands?
[bookmark: _Toc214617777]1.4 Research Aim and Objectives
The aim is to compare past and current practices as well as factors driving innovation in marketing strategies for the fashion industry, also evaluating how these new practices affect consumer engagement and loyalty.
The research also aims to explore how different marketing strategies are nowadays, compared to traditional methods. This is due to many factors which will also be explored such as social media marketing, influencer marketing, and technological advancements over the past 20 years.
Lastly the research aims to provide recommendations for fashion companies to optimize their marketing strategies by providing examples focused on Burberry, a UK based fashion company, and Patagonia.
[bookmark: _Toc214617778]1.5 Scope of the Study
This research focuses on large fashion companies mainly operating within the UK and other Western markets in the case of Patagonia, the reason for selecting this target demographic is that these geographic regions set the global standard for fashion trends and are the leads in adopting new digital marketing strategies. 
The research is mainly made of secondary data via industry reports, case studies looking at past marketing campaigns, and other published academic literature. The varied use of these resources will help give an overview of the changes in marketing within the fashion industry context.
[bookmark: _Toc214617779]1.6 Significance of the Study
This dissertation contributes to academic literature and has practical applications for marketing, specifically for marketing within the fashion industry. 
Academically it overviews fashion marketing and how it has changed by comparing past and present strategies, and it aims to fill a gap in literature by studying these changes as a continued process, through examples of fashion companies, rather than comparing them as a before and after. 
The findings of the research will also be useful for fashion companies and other marketing agents by helping them understand what makes digital marketing effective, and which strategies work best for customer retention and loyalty building. 
[bookmark: _Toc214617780]1.7 Structure of the Dissertation
The introduction covers the background of the research and the objectives it aims to fulfil, followed by the literature review that looks at existing research on the evolution of marketing, specifically within the fashion industry context by highlighting trends.
The methodology explains the research design, data sources, analytical approach, and ethical considerations and is followed by the findings and analysis, which present the main results of the research, followed by a discussion and a conclusion summarizing the whole paper.
[bookmark: _Toc214617781]1.8 Conclusion
The evolution of marketing is also a reflection of technological and social advancements in a more globalized world, traditionally marketing was a one-directional communication channel, but this has now changed to a community based, personalized experience for each customer, making it a dual-directional communication channel. This dissertation aims to highlight this transition and suggest recommendations and highlight key factors for marketing in the fashion industry, thereby aiming to predict the future of marketing in the fashion industry.






















[bookmark: _Toc214617782]Chapter 2: Literature Review
[bookmark: _Toc214617783]2.1 Introduction
The fashion industry has used marketing in the past to shape trends through what was shown on TV and magazines, however with the rise of a digital world these strategies are not enough. According to Varghese et al (2021) “Social media marketing definitely takes the benefit of Social networking, increasing the brand awareness, brand value and to increase the customer reach.” 
Consumer behaviour and trends are led by social media and communities which have connected with each other all over the world, reflecting the socio-cultural changes in the world. In this chapter literature relevant to these changes will be reviewed, starting with theories on marketing as a whole and considering its different applications to the fashion industry.
The aim of this review is to establish an informed context for the research, demonstrating how current scholarship has addressed the topic and where new contributions can be made.
[bookmark: _Toc214617784]2.2 Base Theory of the Sub-Discipline and Background Aspects
Fashion marketing operates at the intersection of marketing theory, consumer behaviour, and cultural studies. Traditional marketing theory is often grounded in the marketing mix (4Ps) model proposed by McCarthy (1960), which frames marketing around product, price, place, and promotion. This model can be used to understand how value is created and then transferred to the end consumer.
In the context of fashion, the 4Ps has evolved to the 7Ps framework by adding more layers to the theorem, namely people, process, and physical evidence. This change is due to the experiential aspect of fashion consumption by end customers, as fashion is not just a transaction but also has a key element of relationship between the brand and the customer.
Another key theorem is the consumer behaviour theory, specifically the symbolism behind consumption as in the context of fashion, it is not consumed just for its utility and value but rather for what the brand represents. This is in accordance with Witt (2010) who says fashion has to do with ‘identity, lifestyle and social belonging’, and the reasoning behind it is that clothing choices are a means of self-expression, affecting the way in which marketing is carried out.
Finally, fashion marketing must also be situated within the framework of diffusion of innovations (Rogers, 1962). Trends spread across consumers in stages: innovators, early adopters, early majority, late majority, and laggards. 
[bookmark: _Toc214617785]2.3 Theoretical Frameworks, Models, and Related Research Issues
Several theoretical frameworks have been developed to explain the evolution of marketing within fashion specifically.
[bookmark: _Toc214617786]2.3.1 Relationship Marketing Theory
Grönroos (1994) introduced the idea of marketing as a process of building long-term relationships rather than one-off transactions. In fashion, this framework helps explain the shift towards loyalty programs, community-building campaigns, and personalised consumer engagement strategies.
[bookmark: _Toc214617787]2.3.2 The AIDA Model (Attention, Interest, Desire, Action)
According to Tristanto et al (2021) “The AIDA model is important to use in promotions to build consumer knowledge which is one of the constructs that can influence the decision to buy.” The AIDA framework has been widely used to describe consumer response to marketing efforts.  Traditional marketing relied heavily on this model by capturing the attention of to-be customers through ads, but these are now more interactive due to the digital transformation where customers also actively participate by co-creating content through reviews and other social media challenges.
[bookmark: _Toc214617788]2.3.3 Integrated Marketing Communications (IMC)
According to Ihzaturrahma et al (2021) ‘integrated marketing communication is the method of coordinating all consumer relations practices across all applicable audience points’.
What this means is that the framework shows a need for consistency in marketing efforts across many different communication channels, in the digital era this can include traditional TV ads paired with social media posts and good presentation in physical, retail stores. Digital technologies have enhanced this concept as the lines between different methods of marketing are merging, with ads in one social media such as Instagram quickly spreading to other channels such as TikTok.
[bookmark: _Toc214617789]2.3.4 Technology Acceptance Model (TAM)
Davis (1989) says that ‘the technology acceptance model explains how customers adapt to new technologies’ and in fashion, this has been used to understand customer behaviour and help them ease into the use of online shopping. This model highlights the need of ease of use to make a seamless transition and shopping experience when including digital tools.
[bookmark: _Toc214617790]2.4 Traditional Fashion Marketing
Fashion used to rely heavily on television and fashion shows but, according to Jackson and Shaw (2004), in the 20th century, ‘fashion marketing was dominated by aspirational advertising, where exclusivity and glamour were emphasised’. Luxury brands like Channel and Dior built their identities through high fashion galas and shows but as the world became more globalised this created a distance between the average customer and the showcase, which limited future interaction.
[bookmark: _Toc214617791]2.4.1 Rise of Digital and Social Media Marketing
The digital revolution introduced new marketing tools. Kim and Kim (2020) highlight that ‘social media and sustainability have become mainstream tools of modern fashion marketing’. Platforms like Instagram and TikTok have changed the interaction to be more customer-focused, because user generated content such as reviews and recommendations by influencers are more credible to other customers than say, traditional adverts in magazines. Leung et al. (2022) argue that influencer marketing is one such strategy in the fashion sector as they are ‘trusted intermediaries, who bridge the gap between brands and customers’.
Herzig et al. (2016) illustrate the increased importance of social media use, specifically providing customer support online as there are many customers who purchase online, and their satisfaction is directly improved by customer support. 
[bookmark: _Toc214617792]2.4.2 Technology and Fashion Marketing
Gao et al. (2023) found that ‘AI powered personalization tools significantly enhance customer engagement and conversion rates’. For example, tools such as augmented reality can be used to host virtual fitting rooms, helping bridge the gap between traditional retail experiences and online browsing. These technologies can help make online shopping more interactive and increase the efficiency of online shopping methods.
[bookmark: _Toc214617793]2.5 Gaps identified in existing research
Although the literature on fashion marketing is extensive, several gaps remain such as the lack of longitudinal analysis, many studies focus on either traditional or digital marketing but rarely look at the continuous evolution from one to the other.
Most existing research centres on luxury houses or fast-fashion giants, leaving medium to large brands underexplored despite their importance in shaping consumer expectations.
While social media and influencer marketing are widely studied, fewer works critically examine how these strategies impact long-term consumer trust and loyalty and although increasingly discussed, the intersection between ethical marketing, sustainability, and digital innovation in fashion is still underdeveloped in scholarly literature.
According to Mesjar et al (2023) “In the fashion industry, a precise definition of sustainability has been elusive, given tensions between organisational cultures and actors within the fashion chain.”
While this dissertation focuses on Western markets, many existing studies fail to connect global insights with localised practices.
[bookmark: _Toc214617794]2.6 Summary of Chapter 2
This chapter reviews literature relevant to fashion marketing and how it has changed over the years, adapting to new technologies and through relevant models such as the 4Ps, consumer behaviour theory and other frameworks like AIDA, and TAM.
The review of previous studies provides relevant information but there is a gap on the evolution of marketing over the years, and how these impact customer behaviour. Gaps which this research aims to explore by focusing specifically on the digital transformation aspect of marketing within the fashion industry.
The next chapter outlines the methodology employed to address these questions.














[bookmark: _Toc214617795]Chapter 3: Research Methods & Methodologies
[bookmark: _Toc214617796]3.1 Introduction
To examine the evolution of marketing in the fashion industry, the approach taken must be flexible to understand context as fashion is intertwined with social expectations and other factors affecting lives of customers. This chapter explores the philosophy and approach behind the research, as well as delineating how data will be gathered and used, and covering any ethical issues. The research question here is to analyse the evolution of marketing within the fashion industry, focusing on the western world, mainly UK and USA existing research, and deepening the focus on Patagonia as an example of the research, since Patagonia is a long-standing fashion company operating from the US but having reach all over the western world.
[bookmark: _Toc214617797]3.2 Philosophical Position 
The philosophical position of this research is an interpretivist one, as it aims to understand the strategies and meanings within fashion as an industry, and the why of these. This is best described through subjective opinions as fashion is not only about revenue, but rather about the self, expression, culture and a growing relationship between fashion brands and its customers. 
[bookmark: _Toc214617798]3.3 Paradigm Position 
A qualitative approach is taken, as quantitative studies can measure preferences of the customer base statistically, a qualitative study can give us a deeper look into the marketing strategies built around preferences and how they relate. This study will therefore capture the experience of customers through the transition from traditional to digital marketing.
[bookmark: _Toc214617799]3.4 Position of Research Approach 
The study begins by exploring the several fashion marketing strategies and will draw themes and conclusions from that data, this is what is known as an inductive approach, and it is suitable as it will help build an understanding of the evolution of fashion marketing rather than trying to prove or disprove a pre-established hypothesis. 
The conclusions from case studies and gathered secondary data will help build theory on how digitalisation has impacted the relationship between brands and customers.
Fashion cannot be separated from culture so analysing specific fashion brands and their evolution will paint a clear picture of the transition to digital marketing by comparing past practices to current ones.
[bookmark: _Toc214617800]3.5 Research Sample and Population
The sample and focus of the research will be research focusing medium and large fashion brands operating mainly in western Europe and North America, what is widely considered as the western world, focusing on Burberry, a UK based fashion company and Patagonia, a US based fashion company that has been around for several decades, and which has adapted very well to the change from traditional to modern marketing, as evidenced by their prominence. Secondary data such as marketing campaigns, industry reports, academic studies and interview transcripts and insights will be looked at and analysed, ensuring to choose the most relevant information for clear insights.
[bookmark: _Toc214617801]3.6 Data Analysis
A thematic analysis will be carried out to identify and report on patterns and themes in the qualitative data gathered, this will allow for a clear comparison between traditional and digital marketing practices.
[bookmark: _Toc214617802]3.7 Ethical Consideration of the Research
The study relies on secondary data with no direct interaction to participants which removes a lot of ethical concerns as they have already been cleared, however there are some other considerations to make. 
Such as, proper citation of all work used to avoid plagiarism and academic misconduct and ensuring all information is used in a professional manner.
By adhering to these principles, the research maintains integrity and credibility.
[bookmark: _Toc214617803]3.8 Limitations of the Research
As data is secondary, the depth of some aspects such as the level of change, the internal policy and work culture of fashion firms, and the motivations for changes or data that drove adoption of new technologies, are not available for analysis and consideration in this research.
[bookmark: _Toc214617804]3.9 Summary of Chapter 3
This chapter outlines the methods used in the research, an interpretivist, qualitative approach using secondary data. The secondary data will be analysed through thematic analysis, and this will result in a detailed understanding of how the fashion marketing industry evolved.




















[bookmark: _Toc214617805]Chapter 4: Relevant themes and findings
4.1 Themes
The following themes are recurring and relevant to the evolution of marketing within the fashion industry.
[bookmark: _Toc214617806]4.1.1 Online Marketing
Online marketing is one of the highest importance themes in the transformation of the fashion industry marketing. The change from physical marketing to digital platforms allows fashion brands to reach a global audience with lower costs, this gave rise to e-commerce websites and digital advertising as the main tools of increasing sales. Online marketing also allows for real-time data collection, helping fashion businesses such as Patagonia to run campaigns centred around specific segments. This type of marketing also allows small fashion brands to compete with established giants. In the case of Burberry, Kim and Ma (2019) state ‘Burberry has reset their main target to Millennials who actively use mobile and social media and continues to communicate with them by utilizing digital strategy’.
[bookmark: _Toc214617807]4.1.2 Social media Marketing
Social media is one of the most used tools for fashion marketing too, as brands now communicate through Instagram and TikTok with their customer base. This is due to the possibility of direct interaction between a brand and their customers, helping create goodwill and allowing fashion brands to showcase new designs and products before mass production, as well as engaging in trends directly with their customers. Certain posts by the brand such as a new design can also go viral as seen in Adidas ads through Instagram, according to Hilltorp and Magnusson (2022) ‘Adidas explicitly advertise sustainability, both social- and environmental sustainability on their Instagram account’.
Phan et al. (2011) state ‘Burberry was the first luxury fashion brand to invest wholeheartedly in social media. Burberry’s Facebook page now has more than 7 million fans and its Twitter’s account recorded more than 400,000 followers, way ahead of Louis Vuitton, Gucci and other fashion brands’.
[bookmark: _Toc214617808]4.1.3 Influencer Marketing
Influencers are a new concept in marketing, ‘firms select and incentivize online influencers to engage their followers on social media to promote the firms’ offerings’ according to Leung et al. (2022). Collabs with influencers, especially in the fashion industry are very impactful as influencers give what is considered as, real reviews of products that help connect with audiences better. This has an impact on consumer feeling and can increase sales as people tend to trust peers more than they do advertising.
[bookmark: _Toc214617809]4.1.4 Sustainability 
There is an emphasis on sustainability in marketing, the newer generations value ethical practices and are more environmentally conscious. As early as 2008, Jones et al. (2008) argue that ‘sustainability and marketing have much to offer each other’, an idea that only grew stronger with the years. As such, fashion brands, like Patagonia, that support ethical practices have a competitive advantage over other brands as their practices grew and align with changing customer preferences. This also creates more loyalty amongst the customer base as there is less competition in terms of other ethically sustainable fashion brands, as such, ethical marketing and sustainable practices are a key factor in the evolution of marketing within fashion businesses.
[bookmark: _Toc214617810]4.1.5 Consumer engagement
This theme refers to the encouragement of customers to interact with fashion brands through reviews and comments, as these strategies foster loyalty and create a community that people can identify with, making brands not just a choice in clothing, but part of a personal identity.
[bookmark: _Toc214617811]4.1.6 Customer loyalty
The transition to digital marketing has changed the way customer loyalty functions, loyalty programs used to be simple such as point-based systems but now they are much more, such as online communities, early access to new designs of clothing for example, and other customized recommendations to individuals who meet these loyalty criteria. 
As not only marketing but the world in general became more digital, sustainability also became an important part of customer loyalty since customers are more environmentally aware and they show loyalty to fashion brands that mirror their values, such is the case of Patagonia. ‘Patagonia's approach highlights how incorporating sustainability into a brand's core can help differentiate it from competitors’ says Greiffenberg (2025).
A study by Al-Jaberi (2022) on Burberry states ‘the results of the thesis proved that there is an impact of brand strategy and communication on brand awareness and there is a positive effect of brand strategy and communication on brand loyalty’.
[bookmark: _Toc214617812]4.1.7 Purchase behaviour
Through the transformation to digital marketing, purchase behaviour also changed as fashion brands now use multichannel for sales. Purchase behaviour is also affected by online reviews and general brand goodwill.
[bookmark: _Toc214617813]4.1.8 Brand identity
Brand identity is an essential part of modern fashion industry marketing as in the digital age, a fashion brand that has a good story to tell through blogs, shorts and other narratives, strengthens itself when compared to competitors and helps differentiate from other fashion brands. For example, for Patagonia, they are regarded as the sustainable fashion brand, a unique title that draws the attention of new customers that relate to their story. In this way, fashion brands became cultural symbols that become part of customer’s identity, a result of the transition to digital marketing.
For Burberry, as per Peng and Chen (2012), ‘Burberry's brand meaning draws on Britain's cultural attractiveness. This approach to branding can be a key appeal for consumers’.
[bookmark: _Toc214617814]4.1.9 Technology integration (AI, AR, VR in Fashion Marketing)
New technologies have changed how fashion industries carry out fashion marketing; AI tools allow for data-driven decisions that help predict fashion trends and improve segmentation of customer base.
[bookmark: _Toc214617815]4.1.10 Omnichannel
Omnichannel marketing helped bridge the transition between traditional and digital marketing, combining things such as physical stores with online pre-ordering, this offers flexibility and makes it comfortable for customers to engage with the brand. Traditional fashion shops have evolved to reflect the digital image of the brand as well, and this also increases the presence the company has as it is easily accessible everywhere, both in the local shopping centre and from the comfort of the home.
[bookmark: _Toc214617816]4.1.11 Personalization
Data is an integral part of modern fashion marketing, the way an item was received, the popularity of different clothing, the requests and ideas of customers. The ability provided by new digital technologies to collect data allow for high personalization of products to better align with customer preferences. This leaves customers highly satisfied and helps brands such as Patagonia to better relate to their customers and reduce costs on research and development.
[bookmark: _Toc214617817]4.1.12 User generated content
The shift to digital marketing also allows customers to interact back with the fashion brands, through things such as reviews, unboxing videos, posting themselves with outfits which serves as free and trustworthy marketing and other activities. This concept is important because user generated content is social proof of the product’s viability, where people accept the opinion of their peers. For example, for Patagonia there are many such reviews online, which increase the trust and credibility of the brand. Fashion brands can also take advantage of this by creating campaigns meant to be interacted with, such as photo contests with outfits, this also serves to foster the growth of the community and helps solidify the company as part of customers’ identity.
[bookmark: _Toc214617818]4.2 Table of findings
	Author
	Title
	Themes discussed
	Key Findings

	Pagnucco (2023)
	Impact of Sustainable Branding on Consumer Decision-Making: the case of Patagonia
	Sustainability, customer loyalty, online marketing, brand identity
	Customers place a high emphasis on environmental issues, but price and reviews have a higher impact on purchasing decisions.
Patagonia is the brand most associated with corporate social and environmental responsibility.
Sustainability has a positive impact on consumers’ likelihood to purchase.

	Lozada (2020)
	How Patagonia apply Triple Bottom Line in their marketing strategy.
	Online marketing, social media and influencer marketing, purchase behaviour, omni channels, personalization, user generated content
	Brand engagement through digital marketing such as online, social media, and influencer marketing contributes to better organisational performance outcomes.
By combining user interaction with brand values, memorable and unique experiences are created.
Engaging to audiences through campaigns and influencers leads to higher revenue, as well, users will generate content by posting their own pictures through social media, further increasing visibility.

	Tarabasz (2024)
	The Impact of Digital on Marketing Strategy
	Online marketing, purchase behaviour, personalization, consumer engagement, social media and influencers
	Digital technologies have transformed marketing strategies; businesses had and must adapt to the new digital landscape.
Digital tools enable personalization which helps products resonate better with customers, whose expectations have also evolved to a new standard due to the available technologies, e.g. online shops.
New data is available to help businesses take decisions and predict trends.
Embracing this change is necessary for fashion businesses to maintain their edge.

	Author
	Title
	Themes discussed
	Key Findings

	Wang et al. (2019)
	Success of Social Media Marketing Efforts in Retaining Sustainable Online Consumers: An Empirical Analysis on the Online Fashion Retail Market
	Influencers, social media marketing, online marketing, customer loyalty, personalization, omni channels, brand identity, purchasing behaviour, consumer engagement
	Brand loyalty and purchasing behaviour is linked to influencer peer review and social media marketing.
Interaction and personalization contribute towards brand loyalty.
Traditional marketing such as television and billboards is less effective than social media marketing, which is the best tool to reach consumers whilst being the most cost effective.
Age differences impact the pattern of online customers, and the presentation of physical stores and traditional marketing affects whether customers purchase fashion products online.

	Muniesa and Gimenez (2020)
	The Importance of the Loyalty of Fashion Brands through Digital Marketing
	Social media, consumer engagement, customer loyalty, technology integration,
User generated content
	Targeting millennials is most effective with social media marketing, influencers and user generated content build loyalty and trust and increase customer retention.
Effective customer loyalty depends on the investment of the fashion brand on digital communication, each social media should be tailored for, and relatable content be made.
By building a community like this, fashion brands can position themselves better.

	Manikonda et al. (2015)
	Trending Chic: Analysing the Influence of social media on Fashion Brands
	Social media, customer engagement, technology integration, omni channels
	The amount of posting itself does not significantly affect visibility, visual content is better for this goal. Fashion brands should adapt their visuals to each platform to target different demographics. Indirect marketing also gets more attention through reviews and peer approved posts (e.g., influencers). 



Despite all of this, there is evidence of companies not following these trends, and rather, avoiding modern marketing trends such as social media. This is because, according to Luz (2022), ‘social media poses a dilemma for luxury brands, while luxury represents exclusivity, uniqueness, and outstanding customer experience; social media is accessible, characterized by the lack of physical contact and created for the masses’. So, for example, the case of Bottega Veneta, they lack social media presence to create an aura of luxury and scarcity, only for those in the ‘know’. The implications this has for their products are that purchases are more deliberate, less likely to be an impulse caused by social media trends or fear of missing out, this speaks of the quality and presence of the product and lets marketing market itself through customers. For this reason, customers are also more likely to be repeat customers as they buy the brand products consciously without social media pressure, perhaps leading to a smaller customer base but a more loyal, and repeated one. Further research is required to assess the functioning of fashion brands without social media marketing and compare the differences between both.
[bookmark: _Toc214617819]4.3 Recommendations
Strengthening the brand identity is important as fashion can be emotionally charged, being based on self-identity and it being a relationship between customer and brand. Therefore, building a strong brand with a clear mission and staying up to date with current events can help brands position themselves positively in the view of customers.
Fashion marketing is mostly visual at first glance, therefore using a lot of short-form content with visuals of how outfits can look on people, and good photography campaigns or influencer sponsored content can be vital to get the first step at the door.
Social media marketing has become integral to fashion marketing and digital marketing as a whole, so collaborating with them to showcase products and spread the word about a brands commitment to ethical practices is key in positioning a fashion brand in the middle of the digital community’s view, a common strategy with influencers is to use affiliate links, providing small discounts in exchange for extended reach.
[bookmark: _Toc214617820]4.4 Limitations of the study
This study has many limitations such as the limit of primary data, which means we do not have access to personal insights by fashion companies, showing how effective in term of definitive numbers the new use of digital tools can be. Other limitations are the lack of comparison with purely traditional fashion brands, which may show that traditional marketing is as effective in certain cases as digital one is, showing little to no evolution in some industries other than fashion, which is heavily linked to new methods due to the nature of the industry.























[bookmark: _Toc214617821]Chapter 5 Conclusion
The marketing within the fashion industry has changed a lot over time, with growing trends and changes in social media reach and popularity. Traditional methods such as magazines have now moved to social media posts, this reflects society changing over time, as before traditional marketing was one-way messages from the fashion company to the customers, whereas now it’s a two-way street with customers engaging and forming fashion communities. 
The research looks at how companies such as Patagonia have adapted to this new environment.  The findings of the research show that digital marketing has become an essential staple of fashion marketing, with platforms such as Instagram being used for promotion and communication with customers, and user generated content through these platforms being the most trusted form of marketing for many customers, as they tend to believe their peers more than traditional ads. 
The specific case of Patagonia shows that this type of marketing pairs very well with sustainable values, as being honest with company policies and thoughts helps connect like-minded customers with the brand, becoming part of the customers’ identity since younger customers are more likely to support brands that follow their own ethical values. 
Despite all this evidence, some fashion companies are trying to go the opposite route, limiting their social media exposure and relying on word of mouth and their branding as a luxurious to carry their marketing for them. Further research is required on the effectiveness of this.
In conclusion, digital tools are the newest trend and advancement in marketing within the fashion industry, with companies striving to find the best balance between traditional and modern marketing, with some going all-in on new methods such as influencer collaborations, reporting varying degrees of success. In the end marketing is an ever-evolving industry and specially in the fashion industry, companies have to aim to keep up with the trends whilst balancing costs and customer expectations, as we can see that new methods do not completely replace old ones, they are just tools to build that relationship with customers that makes a fashion brand part of someone’s identity.
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