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[bookmark: _Toc112592680]Introduction
[bookmark: _Toc112592681]Background 
The growth of the internet brought greater visibility to the fashion world, which greatly influenced consumption. At first, the fashion world was exclusively explored in magazines and, even a little, on TV. However, after the internet boom, things started to change. Currently, social networks are the largest reservoirs of influence worldwide, and that has a huge impact on the fashion world.  In the past, access to fashion was something exclusive to the elite, mainly because there is a greater international influence in this market (Tripathi, 2019). It was much more complicated to know new trends than it is today, after the growth of social networks.  Few people had the ability to travel internationally to discover and learn about trends. Specialized magazines were very expensive, which made it even more difficult for more people to approach fashion (Sudha and Sheena, 2017). Today, there is greater access to fashion shows of major brands without leaving home, through their social networks. Social networks refer to a means of social interaction through content published on the web, and its ideological objective is nothing more than that of free delivery of ideas and opinions, in addition to the generation of relevant content based on consumers. It's nothing more than a virtual relationship. This research proposal seeks to explore the influence of social media platforms in the fashion industry with a case study of Next Plc.
[bookmark: _Toc112592682]Significance of the Research
The study will be helpful to the Next Plc fashion brand towards understanding the impacts of social media marketing, current challenges, available opportunities in social media marketing and eventually how to boost growth prospects for the brand.
[bookmark: _Toc112592683]Purpose of the Research
The proposal’s purpose is to investigate social media's effects on consumer behaviour in the fashion sector, focusing on the strategy of the Next Plc.
[bookmark: _Toc112592684]Research Aim, Objectives, and Research Question
The paper aims to understand social media's impact and influence on the consumption trends within the fashion industry, particularly Next Plc. The company offers good quality fashion material to consumers all over the United Kingdom. The aim, therefore, to understand how Next Plc utilizes social media to engage their relatively wide online community in making advertisements.
Research Objectives:
· To identify the current impact that social media marketing has on Next Plc in the United Kingdom
· To evaluate the future influence that continued use of social media marketing will have on the company's revenue.
· To understand how Next Plc benefits from data gathered through social media marketing.
· To establish how social media marketing influences the consumption trends of various John Lewis consumers.
Research Question:
· Does social media marketing influence the choice of fashion products consumed in the market?
[bookmark: _Toc112592685]Literature Review
[bookmark: _Toc112592686]Types of social media platforms used in marketing
Having a social media presence does not mean to dominate every platform. There are different types of social media platforms that can be used in marketing the fast fashion brands. 
Facebook
Although Facebook is not as trendy as it used to be, it remains the most popular social media platform out there. With approximately 2.934 billion users, Facebook allows reaching a huge audience (Cheng et al., 2017). Facebook ads are also an important consideration because they help businesses reach the target audience, bring in more customers while keeping older customers engaged. Since users can message your business and leave comments, it also provides ample opportunity to interact with the audience and potential customers (Cheng et al., 2017). It also allows creating a Facebook group for fans of a business or hold events such as when a new product is being launched. Therefore, Facebook is good for almost every business.
Instagram
Instagram and Facebook are interconnected marketing platforms in social media. On Instagram, visuals in form of photos and videos are the main focus. However, two downsides of Instagram are that it is not possible to create and share events the way it is done with Facebook, and external links can only live in the business bio. However, Instagram is great for any business that has a visual presence, like beauty, fashion, or art-related companies (Sudha and Sheena, 2017).
Twitter 
Twitter's defining characteristic is its character limits (currently a maximum of 280 characters), resulting in short shares. One thing to keep in mind with Twitter is that there is always a lot going on there. After all, an average of 6,000 tweets goes out every second as noted by Stephen (2016). That means there's a lot of noise to cut, and business marketers need a diligent posting schedule.
LinkedIn
As a professional social media platform, LinkedIn is naturally better for connecting with other companies. As such, B2B companies might consider creating a LinkedIn presence to share information relevant to the companies that might be worked with. LinkedIn (in addition to Facebook) is also a great place to share leadership content.
LinkedIn is a site aimed at professionals, these users tend to have higher incomes compared to other social media users, which means they are more likely to make big purchases.
TikTok
It provides video content in a small package; videos are limited to 60 seconds. The demographics on TikTok is quite young, meaning that a fast fashion brand such as Next Plc business is unlikely to find much success here. Moreover, a beauty, fashion or small business can find these quick videos a place to really make their brand stand out. 
YouTube
It is all about the videos here, and unlike TikTok, a business can post videos of any size. Compared to TikTok, it is also where people are more likely to go if you want an informative video (i.e., a tutorial on how to use a product) rather than a fun video. Video content is booming, and YouTube offers almost endless possibilities to take advantage of this trend. 
Pinterest
This is where social media users go to find inspiration and dream of the possibilities. Pinterest users are largely women, and hot topics include home decor, fashion, food, fitness, and beauty. It a great choice for B2C brands that sell compelling products, especially in any of the industries mentioned above.
[bookmark: _Toc112592687]Challenges of Social Media Marketing
The year 2020 ended as one of the best in history for national e-commerce. It is necessary to consider the atypical period, but experts point out that this trend is here to stay. Fewer and fewer customers want to spend hours in malls and shopping centres. In this scenario, they prefer the safety and convenience of receiving the products at home.
According to Sudha and Sheena (2017), for smaller, medium-sized, and large companies, social networks should be seen as an opportunity. Those that offer the best service, content, and recognize customer needs will come out ahead in this pursuit. Selling through social networks is a reality all over the world that brands should embrace. Selling through social media without a strategy is a mistake that most brands make. Therefore, before starting to sell the first product, there is need to focus on creating a sales strategy tailored to social networks. One of the best ways to start building a sales plan is through a thorough analysis of the market and competitors. It is necessary to identify some differential that makes the customer think twice about spending with another company. In addition, there are several social networks.  If the product or service to be sold is focused on the public in the B2B segment, it is best to work on LinkedIn (Felix et al., 2017). On the other hand, if the target is formed by teenagers, Instagram is undoubtedly the most suitable platform. Therefore, without identifying these first steps, it is impossible to achieve any positive result in sales.
According to Khamis et al. (2017), inability to recognize customers who generate the most value is a potential challenge in social media marketing. Any entity that desires to sell through social media should understand that most revenue comes from recurring customers. That is, they are people who have the habit of buying more than once with a particular company. The best way to identify these buyers is through CRM software. This technology allows a company, in addition to promoting the relationship with customers, to accurately recognize which of them bring the greatest return. In addition, by analysing the sales funnel, and seeing the way leads move from one stage to another, the business has the opportunity to understand which marketing and sales strategies are most effective. 

[bookmark: _Toc112592688]Key Theories and Consumer Behaviour 
Hypodermic Theory
This theory led to the emergence of the concept of “mass communication”. Schivinski and Dabrowski (2016) observe that it is the first of the communicational theories which assumed that by treating everyone identically, information would reach everyone in the same way and without resistance, without taking into account their repertoires. When evaluating the effects of information on the target audience, it was noticed that the quality of what was disseminated was directly linked to the effects caused on the receiver.
Persuasion Theory
It is important trust in the messenger, identification with the message, and the awakening of need are taken into account. Its main authors are Carl Hovland and Harold Lasswell—yes the one who began to question the first the first of the theories.
Functionalist Theory
This theory explores the functions of digital media and not merely its impacts. For the first time, there is talk of the functions performed by the media, listed as informing, educating, creating icons, and selling. The individual is no longer analysed only by his behaviour and starts to be studied by his social action. 
Consumer behaviour 
Stephen (2016) asserts that one of the important things when learning more about consumer behaviour is that customers' buying habits have changed, including the pandemic that changed just about everything. That is why it is important to learn to adapt to the consumer's mindset. Companies must understand where their customers spend their time and how to contact them (Xu and Saxton, 2019).  For example, with the rise of social media over the last decade, organizations need to understand how social media influencers affect consumers' purchasing decisions. From there, new strategies can be traced in the minds of consumers. 
[bookmark: _Toc112592689]Research Methodology 
[bookmark: _Toc112592690]Design and sample size 
The research study will use both the experimental and case study methods. Through experimentation, the researcher will seek to understand the explicit behaviour of research subjects (consumers who buy fashion products) in social processes that are intentionally changed or designed. The experimental method will also be based on a correlational causal relationship that prevails between different phenomena in nature and society. The researcher will need to actively manipulate experimental conditions and artificially change the existence and direction of research objects. Due to the need to maintain a strong objectivity and scientific nature of the experiment, the researcher will use variety of methods and techniques to reduce interference factors outside the experimental conditions (Leppink, 2019). A sample size of 100 participants will be used, aged 18 years and above. 
Indeed, the purpose of this experimental research method will be to discover, verify and confirm the causal connection between social media marketing and consumer behaviour while buying fashion products from the Next Plc Company (Sudha and Sheena, 2017). This will be done through a series of experimental processes and surveys as shown below: 
· Identify and ask questions (using questionnaire form)
· Gather information related to the research question (or research subject)
· Create a hypothesis on the basis of fully analysing the characteristics of the research object
· Design the experimental scheme relevant to the fashion industry and Next Plc
· Carry out experiments and record them in detail
· Analyse experimental data on consumer buying behavior using social networks, phenomena and challenges faced.
In addition, the case study method will be instrumental in understanding Next Plc organization and its current social media marketing strengths and weaknesses, as well as the threats and available opportunities. This will be achieved through: 
· Personal survey by conducting research on individuals in a community
· Group survey on the usage trends of social media to make purchases
A structured survey will be created to collect the information needed to evaluate a concept. A sample of advertising, fashion, students from local institutions of higher education in the United Kingdom, and celebrities will provide the data. They will range from the age of 18 and 28. The college-aged population is the most suitable because this research focuses on college students as they are more interested in fashion and more connected to various social media sites than their older demographic peers. Students are also thought to be the group with the best connections in terms of fashion.
[bookmark: _Toc112592691]Justification 
The intended sample for this research will generally consist of participants who use social media heavily and are participants of a specific brand on any given social media site. A screening question will weed out unsuitable applicants who have not utilized any of the big social networking platforms.
[bookmark: _Toc112592692]Data analysis and Interpretation 
A contract will be drafted when the meeting's data has been collected, the reactions have been processed, and some preliminary findings based on the initial study have been reached. Expectation - maximization prediction and structural model analysis with AMOS 17.0 will be used to determine the connection in the framework. 
[bookmark: _Toc112592693]Time Prospects
	Activity
	1-2 Weeks
	2-3 Weeks
	4-5 Weeks
	5-6 Weeks
	7-6 Weeks

	Consulting the mentor
	
	
	
	
	

	Development of Chapter One
	
	
	
	
	

	Research on Literature Review
	
	
	
	
	

	Developing the Literature review
	
	
	
	
	

	Development of the methodology
	
	
	
	
	

	Data Collection and analysis
	
	
	
	
	

	Conclusion and Recommendations
	
	
	
	
	


				
[bookmark: _Toc112592694]Limitations of the Study
The sample size is relatively small to ascertain how social media influences consumer behaviour, considering Next has a global market. There are several studies on the research topic, but very little has been conducted with relevance to Next. There's, therefore, less study concerning the influence of social media on consumer consumption of Next products.
[bookmark: _Toc112592695]Organization of the Study
The study will have five chapters, with the first one having general information and background. It will also have the objectives, purpose, statement of the problem, the questions understood and limitations. The second chapter will be the literature review that analyses studies from previous scholars. The third chapter will be on the research methodology that will include data collection and analysis methods. The fourth chapter will discuss the findings, whereas the final chapter will have the recommendations and conclusions.
[bookmark: _Toc112592696]Ethical consideration
Each participant in the research will sign a consent form to take part in the study. Research ethics includes guidelines for everyday tasks, protection of people, and information disclosure and materials used in the study. The culture, the substance, the methodology, and the outcome are all diverse value systems that sociologists must contend with when they take part in studies. Ethical concerns are expected when doing this study: non - maleficence, written permission, respect for individual privacy, secrecy, and identity. The researcher will be aware of these issues and establish a structured methodology to deal with issues involving fundamental human rights due to the lack of transparency in the ethical norms.
[bookmark: _Toc112592697]Conclusion 
Both high-end labels and up-and-coming designers use social networks as a component of their advertising plans. It is reasonable to say that the direction of the fashion market looks good as a result of the largest companies and designers in the sector leveraging social networks to generate excitement and talk about style events and exhibitions just before being officially unveiled. In terms of social marketing, the clothing sector is undergoing a shift. Although some companies are still unsure, others have made social networking a key component of their marketing plans. It's incredible how passionately users and manufacturers have adopted social networking. Therefore, the research aims to understand social media's effect on the fashion industry consumer behaviour - Next, specifically.
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