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Topic: Integration of Marketing Communication, Digital Marketing, and Consumer Behaviour in the Fashion Industry in the UK
Introduction
In recent years, there have been many changes in the fashion  industry including a recent report saying how the British fashion industry is worth £21 billion to the UK economy and growing (Albesa, 2007). With the increasingly changing dynamics and consumer wishes and desires, today's fashion industry is a quite different place to what it was some 50 years ago. Marketing communication has had a significant impact on the recent changes, as companies are aiming to build relationships with their consumers, and with the use of integrated marketing communication strategies through public relations, advertising, direct marketing, and interactive marketing (Baker, S., & Mitchell, H. 2000). There are many forms of digital marketing, from a company creating a website to paid search advertising that shows marketing messages to searchers based on keywords searched. One of the many benefits that digital marketing has is it allows companies to adapt creatively at once and at a lower cost than traditional marketing.








[bookmark: _Hlk162793614]
Signification of the research 
[bookmark: _Hlk162290218]Marketing communication is consumer-oriented, and the activity of the fashion industry is built around the consumers desires. It is often used to persuade and lead customer behaviours, but for the UK fashion industry, it is used more to build and enhance the brand image. Brand image in the fashion industry is crucial; it has a high influence on the consumer decision-making process since there are so many competing brands with related products (Duncan, T., & Moriarty, S. E. 1998). The stronger brand image will make the consumer feel more certain in their purchase, often a person's identity can be linked to the brand of clothes they wear. This has huge implications on brand loyalty; if a good brand image is effectively communicated, it will keep the customer satisfied and will create a repeated purchase or brand loyalty. Brand images are built through advertising, celebrity endorsements, and public relations, all of which are marketing communication tools. Advertising is the main tool for building brand image; fashion companies will use emotional and self-expressive adverts to connect with the target market, any good advert will filter through to the subconscious of a person and will affect their attitude and behaviour. Celebrity endorsement can be very costly, but if successful, it can do wonders for a brand image. People tend to idolize celebrities, so if a celebrity is associated with a particular brand, their fans will often buy the brand to feel closer to their idol.
Rationale of  the study
Digital marketing is a crucial strategy for customer behaviour and retention in the fashion retail industry. It involves promoting products and services through digital technologies and platforms. This study aims to explore the impact of Integrated Market Communication (IMC) and digital marketing on consumer behaviour in the UK fashion industry. It provides insights into the influence of digital marketing and IMC on consumer behaviour, finding key industry informants and case examples. The study is explorative, focusing on the UK fashion sector and not a comprehensive assessment of the role of fashion in national and international economies and cultures. 
The aim of this research is to analyse the impact of  Integrated Market Communication  and Digital Marketing  on Consumer Behaviour in the  UK fashion industry. 

Research Objectives
· To decide Integrated Marketing Communication  strategies implemented in the UK fashion Industry.
· To investigate the current Digital Marketing strategies implemented in the UK fashion industry.
· [bookmark: _Hlk162691016]Analize the impact of Integrated Marketing Communication and Digital Marketing –strategies on consumer behaviour in the UK fashion industry
Research Questions
· What Integrated Marketing Communication  strategies are implemented in the UK fashion Industry? 
· What Digital Marketing Communication strategies are implemented in the UK fashion industry?
· How the impact of Integrated Marketing Communication and Digital Marketing strategies on consumer behaviour in the UK fashion industry?










Literature Review
Digital marketing, also known as online marketing, is a strategic strategy used by brands to connect with potential customers through various digital communication channels, including email, social media, web-based advertising, and text messages. It has evolved from promoting products and services through digital channels to utilizing digital technologies for customer acquisition, retention, and sales growth  ( Belch, G. E., & Belch, M. A., 2004).
Integral Marketing Communication is a comprehensive approach to marketing communication that ensures consistency and complementary use of media across both online and offline channels. It involves systematic standardization of a brand's messaging across various media platforms to effectively reach the intended audience, providing guidance for communication and techniques across multiple marketing platforms ( Belch, G. E., & Belch, M. A., 2004).
 	Consumer Behaviour, is defined by Hawkins et al.as studies individuals, groups, or organizations' processes for selecting, securing, using, and disposing of products, services, experiences, or ideas, and their impacts on consumers and society (Hawkins et al., 1998). Although this study does not pretend to cover all possible aspect of consumer behaviour, it is necessary to start investigating how people shop for clothing by learning about different points of view and degrees of analysis. According to Hawkins et al. (1998), a lot of research tends to see consumer behaviour as a decision-making or problem-solving process that moves in a linear fashion in pursuit of the optimal solution.






The Integrated Marketing Communication  strategies implemented in the UK fashion Industry.
Kietzmann et al. (2011) argue that social media has significantly transformed the traditional communication landscape by introducing new technology and interactive platforms. Social media platforms not only facilitate message dissemination but also foster dynamic engagement between an organization and its stakeholders. Mangold and Faulds (2009) argue that social media can be integrated with traditional IMC tools, enhancing communication between companies and their stakeholders. Moreover, social media allows users to distribute content across other platforms, thereby expanding the reach of the original message and fostering opportunities for collaborative creation and user-generated content (e.g. Nieman-Struweg 2014). The advent of social media has significantly enhanced the ability of consumers to express their thoughts, emotions, and concepts, hence emphasising the heightened significance of the outside-in approach in integrated marketing communication (IMC) (Christensen et al., 2008; Lussier & Sonfield, 2015). Given the growing phenomenon of media fragmentation and the emergence of numerous social media platforms, it is imperative for companies to not just ascertain the channels that possess the highest degree of significance.
[bookmark: _Hlk162794210]The current Digital Marketing  strategies implemented in the UK fashion industry.
Digital marketing has enabled fashion firms to reach a global audience through social media platforms like Instagram and Facebook, leading to increased brand recognition and market penetration. By leveraging data analytics and artificial intelligence, brands can customize marketing messages to specific customers based on their preferences, purchasing patterns, and demographic characteristics. This not only enhances the end-user experience but also fosters brand loyalty. Influencer marketing has become a crucial component of digital marketing strategies, partnering with influential individuals to promote products and expand their consumer base. E-commerce has transformed the fashion shopping experience, requiring firms to adapt their strategies to meet customer demands. Data analytics allows brands to gather valuable information about their customers' preferences and preferences, enabling informed marketing decisions.

The impact of Integrated Marketing Communication and Digital Marketing strategies on consumer behaviour in the UK fashion industry
Brands can effectively engage with their desired target audiences through various digital media marketing techniques. These techniques include search engine optimisation (SEO) strategies, which enhance the visibility of websites in organic search results. Additionally, pay-per-click (PPC) advertising enables brands to reach target audiences quickly and effortlessly, regardless of their geographical location. Brands can also employ email campaigns tailored to specific customer segments, use video content to effectively convey engaging stories about products, and leverage influencer marketing programmes that leverage influential personalities from diverse communities. Digital marketing technologies like social media and email can effectively engage customers and disseminate information about new products, offers, price reductions, or promotional activities. Digital marketing boosts consumer trust and engagement by offering unique products and tailored content, enabling businesses to develop targeted marketing initiatives, leading to higher conversion rates, compared  to traditional methods.


 








RACE marketing planning framework.
The RACE model is a digital marketing framework that simplifies planning, execution, and evaluation of online strategies by breaking down customer journeys into manageable segments, ensuring a seamless digital presence, increased conversions, and customer loyalty.
[image: A diagram of a sales funnel
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Figure 1:The marketing plan framework

The RACE framework is a commercial method that emphasises performance improvement. It promotes a data-driven marketing strategy by setting up key performance indicators (KPIs) that digital marketers should incorporate at every stage. These KPIs are used to set targets, evaluate outcomes through analytics and summary dashboards, and continuously optimise performance.
· Plan that entails developing a comprehensive integrated digital strategy, setting up aims, and implementing governance measures, which includes distributing resources for the purpose of 'digital transformation'.
· Reach refers to the strategic aim of enhancing brand recognition, product visibility, and service exposure across various online platforms and offline media channels. The main aim is to drive traffic to various web presences, perfecting exposure through sponsored, owned, and earned media channels, and using inbound marketing strategies like search, social media, content, and email marketing.
· Act is an abbreviation for the term "Interact." The Act is a strategy used by businesses to generate internet leads, which can be nurtured along the 'path-to-purchase'. It encourages visitors to move to the next stage of their journey, such as researching products or reading blog posts. The Act also promotes active engagement, such as sharing content on social media or customer reviews.
· Convert: The RACE marketing framework aims to convert content into sales through online or offline channels, persuading the target audience to convert them into buying clients, regardless of payment method.
· Foster: The strategy focuses on fostering customer loyalty through enduring engagement and communication through various channels like website, social media, email, and direct encounters, assessing recurring behaviours like repeat sales, email subscribers, and customer satisfaction and recommendation rates.
Research Methodology
Research method defines the processes and tools used to gather and evaluate data for a study subject. It includes study design, data collection techniques, and the research framework. Selecting the correct approach is crucial for achieving research aims and ensuring well-designed studies (Saunders,2019).Accordingly with Saunders (2019), research onion is a useful tool for holistic method thinking, aiding in decision-making about research design and method. The ‘onion’ research structure forms six layers, starting with the research philosophy, which must be developed individually as part of the research method.
[image: A diagram of a diagram
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Figure 2: Onion Research ( Saunders, 2019)

[bookmark: _Hlk164531354]Philosophy
Positivist research asserts that knowledge exists independently of the subject being studied, seeing objectively without private opinions or viewpoints, and that all meaning is consistent across subjects(Saunders,2019). This research employs positivism as the guiding philosophy to address the research questions developed in the introduction. The positivist approach, in this research, rooted in scientific methods, is ideal for quantitative studies, using techniques such as surveys, experiments and simulations to collect and analyse data, to accept or reject the research hypothesis.
 Research Approaches
Deductive, research begins with a hypothesis or theory set up through earlier studies and then seeks evidence to support or reject it (Saudres,2019).The development of a theory can be helped using a predetermined research technique known as the deductive approach. To decide the impact of digital marketing, consumer behavior, and integral marketing communication on the UK fashion industry, this study will use a deductive method. That is why the researcher will be able to evaluate the hypothesis that: "the Integrate Marketing Communication, Digital Marketing and Consumer Behavior in the fashion industry in UK" using previously collected data by employing a deductive method.
Choices
Collecting and analysing data, qualitative research is defined as an exploratory method that aims to understand complex phenomena, by examining subjective experiences, beliefs, attitudes, and behaviours (Merriam and Tisdell,2016). Qualitative research involves non-numerical data analysis, while quantitative research uses questionnaires, structured interviews, and structured observation for survey and experimental methods. In this study researcher  will focus on the mono-method and only collecting quantitative data.
Qualitative research method
Survey research involves gathering, agreeing, and analysing responses from a group of people through a series of questions, with the data then being analysed. (Brace,2018).
In this study  researcher  will  focus on data collection method as survey, distributing questionnaires with open-ended questions.
Survey Questionnaire
[image: ]
Figure 3: Survey questionnaire


The study will conduct both primary and secondary research.
· Primary research involves the collection of original data specifically related to a specific study (Brace,2018). In this study the primary research will be conducted through a survey questionnaire.
· Secondary research, is the synthesis of data or literature published by other authors, usually conducted through an in-depth, paper-based literature review (Brace,2018).
Time Horizon
The research time horizon is cross-sectional, covering a short ten-week period at the certain point in time.

Data collection and analysis
Sampling
Bryman (2012) emphasizes the importance of considering sample size and selection process in quantitative research to ensure the credibility of findings, even when using smaller samples.
· Sampling size, the sample size in quantitative research is crucial for finding the reliability of results, as smaller samples may produce skew results. This study uses 50 social media users, primarily Facebook, Instagram, and TikTok, and gathers data through their accounts and through friends and relatives sharing the survey.
· Sampling type, the online survey will survey UK fashion industry-influenced social media users, spanning male, female, intersex, and various social statuses over 18.
· Sampling method, convenience sampling is a non-probability sampling method used to find potential study participants based on their unique characteristics (Byriman,2012). The non- probability sampling is used in this study.
Data collection, Microsoft Forms will create a multilingual online survey, with English as the default language and Romanian as an added language, consisting of eight to ten closed-ended questions, taking only  ten minutes.
Analysis data, the study quantitative data will be analysed using Microsoft Excel, which will be used to create tables and graphs.
Research ethics, the ethical guidelines for research are based on prescriptive moral principles, guiding researchers on how to conduct their work effectively( Punch,1994). 
The researcher will keep ethical standards by not showing any information to third parties and ensuring all primary data obtained still is private and confidential.

Planning
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