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[bookmark: _Toc152348849]Introduction
With the increasing competition in the business world, the online presence of the firms is contemplated to be forming a highly significant interface to interact with the clients. According to Khoa et al. (2020), the majority of the clients of a business are attracted to a specific product through the application of “social media” platforms. “Social media” has catalysed the creation of a phenomenal shift in the fast fashion industrial sector of the global business market. So, multiple organisations have utilised various social media marketing strategies to enhance their global recognition and improve consumer equity. The UK fast fashion industry is one of the most influential business industrial sectors since it contributes a considerably large amount of the economic infrastructure of the United Kingdom. According to statistical data of 2022, it has been revealed that around 61.65 million individuals use social media platforms daily to gather effective information and collect significant and relevant data regarding the current ongoing trends (smartinsights.com, 2023). 
The capability of a customer or a group of selected population to recall or recognise a business organisation or its brand name due to the products are services that are provided by the firm is one of the most critical factors that is responsible for preserving the brand image in the Global Business market and provide the organisation with the significant competitive lead (Blasi et al. 2020). Considering this context, “social media marketing” strategies facilitate a business organisation in enhancing the visibility of the relevant brand which makes it easier for the target customers to discover and purchase products pertaining to the specific brand from among the numerous brands that are available in the Global market (Khoa et al. 2020). Social media marketing also facilitates multiple business organisations dealing in the fast fashion industrial sector of the Global markets of the UK in creating considerably engaging content for attracting the selected group of customers and audience, thus enhancing the customer equity level (Majeed et al. 2021). The aim of conducting this research is to elaborate on various aspects of social media marketing strategies and their involvement in enhancing consumer equity, considering the UK fast fashion industrial sector.
[bookmark: _Toc152348850]Rationale of the study 

The proposed study will investigate the influence of internet-based marketing activities on increasing customer confidence in the UK Fast Fashion business. As stated by Prameswari, (2022), while an earlier study has looked at the overall impact of social networking sites on advertising, there is a huge study void that fails to comprehend the particular consequences of the use of social media on consumer trust in the rapid and trend-sensitive fashion industry. This study will fill that void by assessing the success of quick fashion firms' internet marketing tactics and their immediate association with consumer views, commitment, and confidence in the brand. According to Jacobson et al. (2020), the research will strive to give important information for managers and industry professionals to enhance their online advertising approaches by finding and evaluating this gap.
[bookmark: _Toc152348851]Aim
The research is aimed to assess the impacts of “social media marketing” on the fast fashion of the UK. It is further focused on analyzing the influences made by the initiatives of social media marketing brought into effect by the fast fashion companies of the UK on consumer equity in the country.  
[bookmark: _Toc152348852]Objectives
· To justify the significance of “social media marketing” in the “fashion industry” of the UK.
· To analyze the influences made by the “social media marketing” initiatives in the UK “fast fashion industry” to enhance customer equity.
· To explore the challenges encountered by the fast-fashion companies in implementing social media marketing initiatives in the UK to develop customer equity.
[bookmark: _Toc152348853]Research questions
· What is the significance of “social media marketing” in the fashion industry of the UK?
· What are the influences made by the “social media marketing” initiatives in the UK fast fashion sector to enhance customer equity?
· What are the challenges encountered by fast-fashion companies in implementing social media marketing initiatives in the UK to develop customer equity?
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Figure 1: Relation between social media marketing and consumer equity
(Source: Hossain, 2023)
The main objective of any business organisation is to provide potential customers with items that cater to their needs, preferences and choices. Zollo et al. (2020) commented this would enable the organisation to provide optimum satisfaction to its customers which will result in improving the brand value and reputation in the Global Business market and enhance the rate of profitability and revenue generation leading to optimum growth and sustainable development of the firm. Hence, Yu and Yuan, (2019) argued, it is crucial for any organisation to focus on the current market trends and the demands of the selected customer segment. 
The perception of a customer or a selected segment of customers of a particular fast fashion brand can be influenced by various factors which also include multiple strategically implemented marketing activities that are implemented on social media platforms by business organisations. Since consumer equity is the sum total of the approximate value of the relationship of the organisation with their potential customers that is calculated over a specific time period, social media facilitates an organisation in maintaining a healthy customer-brand relationship thereby enhancing the level of consumer equity (Nash, 2019).
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Figure 2: Social marketing theory
(Source: Wang et al. 2019)
According to Koay et al. (2020), “Social media” facilitates an organisation in easy analysis of the ongoing market trends and the current needs and demands of the potential customer segments and provides various items accordingly, thus promoting optimum customer satisfaction. The UK fast fashion industry has used social media marketing strategies for a long time period for analysing the tastes and requirements of the targeted customer segments and providing them with products and services accordingly (Pantano et al. 2019). 
The significance of “social media marketing” initiatives in enhancing the customer equity level in the UK fast fashion sector can be optimally explained through the "Social Marketing Theory" which states that the industrial sector focuses on the psychological requirements of the consumers, thus motivating the consumers in purchasing various products and services of the business organisations through various online channels and platforms. Rundle-Thiele et al. (2019) commented, in this way, by engaging the consumers in purchasing products of premium quality, social media marketing strategies facilitate the UK fast fashion industry improving the consumer equity level. The Social Marketing Theory has also facilitated the UK fast fashion industry in acquiring a significant profit margin and enhancing organisational efficiency and productivity (Nuseir and Elrefae, 2022).
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Figure 3: Factors affecting the impact of the “social media marketing” initiatives
(Source: Barbara, 2019)
From the opinion of Ebrahim, (2020), it has been discovered that “social media marketing” is considered one of the most effective initiatives taken by a business organisation to accelerate its brand reputation and image in the competitive global marketplace. In this fast fashion scenario, standing out efficiently is significantly important to cope with the high industrial rivalry. According to the statement of Weber, (2022), there are various factors that impact social media marketing strategies to a certain extent. It has been apprehended that, almost 44% of marketers use social media platforms to access digital marketing to boost the performance of the company. 
Diversity impacts the social media marketing initiative in the UK fast fashion sector because every individual has their own personal style and preferences. On the other hand, Zarei et al. (2022) opined that the frequency and content style are the other significant factors that affect the social media marketing initiatives of the fast fashion business organisations of the UK. The posts highly influence the customers' decision-making procedures to a great extent. In addition to this, brand loyalty and trust also hold a significant role in influencing the initiatives. 
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Figure 4: Challenges faced in considering “Social Media Marketing” for improving consumer equity
(Source: komarketing, 2019)
Zollo et al. (2020) opined, although “social media” has played a significant role in enhancing consumer equity in the UK “fast fashion industry”, with the sturdy rise in media exposure on a global scale, multiple marketing loopholes are created which can pose a significant problem for business organisations in the future. Also, with various business organisations investing a significant amount of their financial structure infrastructure in fusing their organisation infrastructure with effective and relevant digital transformations the probability and chances of data theft are increasing as well. 
From the opinion of Dwivedi et al. (2019), the lack of efficient encrypted firewalls in the security protocols of the business organisations is easily permitting third-party services to gain adequate access to various confidential data, especially consumer data that are stored by the server of the business organisations and big data analytics. Prameswari, (2022), stated, the phenomenal increase in cyber theft has caused customers to feel significantly compromised considering the security aspects as the UK fast fashion industry is rendered inefficient in encrypting their consumer data from unethical interference and third-party cyber indulgence. 
[bookmark: _Toc152348859]Research Methodology 
[bookmark: _3j2qqm3]In a research study, the methodology section highlights the main processes that are pertinent for the conduct of a successful investigation and for the generation of satisfactory results. This chapter provides details with the methods and techniques that will be applicable for solving the research ideology.
[bookmark: _Toc152348860]Methodological Choice
As stated by Tharsika and Pratheepkanth, (2020), the “methodological choice” for a study is critical for the reliability of the findings of the research. The framework of a “research onion” helps in making thoughtful choices about the study approach. For this particular study, a “mixed method” will be used, and the research will follow both the “qualitative” and “quantitative technique” as it will help to investigate the phenomenon conceptually and analytically to integrate both qualitative research and quantitative data. 
[bookmark: _Toc152348861]Sampling
The “sampling” process in a research investigation allows the researcher to make use of a small group of individuals from a larger population and make observations. The following research study will conduct a survey with “40 consumers” as participants of the study who will be identified and approached through social media platforms, with another “5 consumers” will be engaged in “semi-structured interviews”. As Etikan and Babtope, (2019) mention, a sampling method helps the researcher in saving research time and cost and is therefore the basis of research design. Using the “snowball sampling method”, the data will be collected from the study participants. The sample type that will be followed for obtaining and analysing the data will be “demographic and geographical”.
[bookmark: _Toc152348862]Data Collection Method 
The incorporation of a suitable method for gathering data that is relevant to the study subject matter is essential for the proper development of the research knowledge and findings (Mazhar et al. 2021). The study will use the “primary data collection”, comprising both primary and secondary methods for collecting relevant data. This will enable the researcher to obtain both detailed and “contextualised insights” of the qualitative data and the generalisation of the external data insights of quantitative assessment. The research will conduct a detailed online survey using Google Forms wherein 8 to 10 close-ended questions will be prepared and presented to the participants who will get 5 to 10 minutes for answering. 
[bookmark: _Toc152348863]Data analysis 
According to Tharsika and Pratheepkanth, (2020), “data analysis” is a fundamental aspect of a research study for achieving large-scale significant results. In the context of examining the influences of SMM on enhanced “consumer equity” in the “fast fashion industry” of the UK, both “thematic analysis” and “statistical data analysis” techniques will be selected. While the online quantitative results will be effectively analysed using the “SPSS technique”, the secondary insights gained from sources, like journals and articles, will be used to attain better understanding of the perspectives on the topic of discussion.
[bookmark: _Toc152348864]Research ethics 
In the conduct of research, certain moral guidelines and principles are required to be followed by the researcher that relates to the “research ethics”. In the execution of this “primary research investigation”, certain ethical considerations such as protection of the rights of the participants, maintaining the integrity of the research and promoting unbiased and accurate findings will be taken care of (Tharsika and Pratheepkanth, 2022). Additionally, the researcher will obtain informed consent of the participants and ensure their confidentiality and anonymity to protect the participants privacy. 
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Figure 5: Gantt Chart
(Source: Self-created)
The Gantt Chart provided above, has elaborated the working segment-wise distribution of the time period in a detailed way. The maximum duration will be week 16 to execute the entire project and obtain the desired end results. The consideration of the sequences will be followed at par to conduct the research to attain the required level of efficacy in completing the work.
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1. What is your age?
a. 16 to 25
a. 26 to 35 
a. 36 and above 
2. What is your gender?
a. Male 
a. Female
a. Others 
3. What duration of time have you been using social media for shopping?
a. 1 to 5 years 
a. 6 to 9 years 
a. 10 years and above 
4. Do you think Social Media Marketing is significant for better customer relationships?
a. Yes 
a. No 
a. Maybe 
5. Which Social Media platform do you prefer more for shopping?
a. Facebook
a. Instagram 
a. YouTube 
a. All of the above 
6. Do you agree social media marketing helped you to frame proper customer relationships with fast fashion UK brands?
a. Strongly agree 
a. Agree 
a. Neutral 
a. Disagree 
a. Strongly disagree 
7. Did you face any challenges while preferring social media marketed products for shopping?
a. Strongly agree 
a. Agree 
a. Neutral 
a. Disagree 
a. Strongly disagree 
8. What kind of challenges did you face?
a. Fake demonstration of products 
a. Incorrect details 
a. Quality issue 
a. All of the above 
9. What advantages have you witnessed while purchasing social media marketed products?
a. Presentation of preferred products 
a. Huge number of options 
a. Budget compatibility 
a. All of the above 
10. Do you agree social media provides proper marketing of products?
a. Strongly agree 
a. Agree 
a. Neutral 
a. Disagree 
a. Strongly disagree 
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