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INTRODUCTION

Background of the topic
          Social media marketing can be defined as the form of digital marketing that helps organisations in promoting products and services in the market by using different social media networks. (Helal, Ozuem and Lancaster, 2018). 
          Helal et. al. (2018) suggested that social media marketing helps in developing strong engagement with potential customers and results in finding out what they are feeling by using the product or service of the company.
          Social media can be used in many ways (Helal, Ozuem and Lancaster, 2018) by the company like advertising, mobile application and promotional giveaways. With the rise in the customers, the usage of the internet has also increased with time and this has created a demand to sell products by using social media channels for better growth and success in the market. Social media marketing is an effective source by which the fashion company (Next Plc) can reach out to large number of customers for offering company's unique and good quality products. The company chosen for this research is Next Plc which is known to be a multinational footwear, clothing and home products in the British market with its headquarters in Enderby, England (Benis, Amador Nelke and Winokur, 2021).
Research problem
          The problem identified while conducting the research on this topic is to determine the best channel of social media for promoting products and services in the market. Another problem is understanding the potential customers as they are final consumers for any product or service delivered in the competitive market. It is important for marketers to select appropriate network of social media and focus on understanding the changing needs and wants (Zollo et. al., 2020). This helps in developing more best approach for the company in attracting and retaining customers for buying the company's products and services. 
Research aims and objectives
Research aim 
· To analyse the impact of social media marketing in attracting customers in an organisation within the UK fashion industry: Next Plc.
Research objectives
· To understand the concept of social media marketing in context of UK fashion industry
· To determine the effect of social media marketing in attracting customers within Next Plc 
· To examine the challenges faced by Next Plc while implementing social media marketing for customers attraction


Research questions
· What is the concept of social media marketing in context of UK fashion industry?
· What is the effect of social media marketing in attracting customers within Next Plc?
· What are the challenges faced by Next Plc while implementing social media marketing for customers attraction?
Research rationale
          The main purpose of conducting this research is to examine the impact of social media marketing for attracting customers within the UK retail industry (Cao and et. al., 2021). While conducting this research, two types of objectives were highlighted which are known as professional and personal. In case of professional objectives, this research is helpful in gaining optimum knowledge related to the use of social media marketing in the company for product and services promotion. While in case of personal objectives, this research is assistive in building more analytical and critical skills for attaining growth in future career. 

LITERATURE REVIEW

Concept of social media marketing in context of UK fashion industry
          From Kochhar’s (2020) point of view, social media marketing means use of social media platforms by the fashion brands for promotion and to participate in the trends. From the last few years, the use of social media platforms increased with the development of its platforms. It provides fashion brand a platform to reach their target market. Many luxury brands used social media for creating their interaction with their consumers which also helps in enhancing the brand awareness and engagement. The emerging influencer on the social media platforms has created a new way to maintain customers relationship and for advertising the product for fashion brands. There are many social media platforms which are used for promotion such as Instagram, Facebook, Tik Tok, Snapchat and many more. Social media marketing has impacted UK fashion industry by creating online communities, direct communication between the brands and consumers and some criticised ideals which are promoted by the fashion brands through the social media platform. 
          According to Wang et.al (2019) social media platforms are used for advertising and promoting the products and services by the fashion brands. These platforms are the best way for the fashion industry for building the customer relationship. Social media platforms are used by the companies for many ways and one of the reasons is creating brand awareness among the customers by taking help of the social media influencers, fashion brands present their designer collection to their follower who relate to them on social networks platform such as Twitter, Instagram, Pinterest, LinkedIn and many more. Through social media marketing brands can help the fashion-conscious people to acquire the new fashion trends information through the social media platforms. These platforms also help in increasing the customer engagement and loyalty. In today's world people spent a lot of time on social media and it is not difficult for the fashion brands to attract the new customers. Social media marketing helps the fashion brands in increasing the customer engagement.

Effect of social media marketing in attracting customers within Next Plc
          From Ebrahim’s (2020) point of view, social media link the people all around the world. It helps the people to connect with each other and they can choose and make decision on what they want to purchase. Social media marketing effects Next Plc in attracting customers in many ways such as brand loyalty. Every business wants customers who choose their company over their competitors. In brand loyalty customers has faith on the brand and they buy product or services of that brand out of any other brand. Loyalty for brand is created when the brand forms an honest and faithful relationship with the customers. Another effect of the social media is that it is difficult for the company to erase the effects of the offensive post. There is nothing which can be clocked on the internet. So, some hurtful or inoffensive tweets shared by some brands on social media platform cannot be erased from the memory of the customers. And it results many brands to face some losses due to these activities on the social media platform.
          According to Salem et al (2021) social media marketing effects the Next Plc to attract customers in several ways like it helps in attracting the bigger audience, as social media platform is used across the world and it also helps companies to expand worldwide with the less cost. Social media marketing is the most effective digital marketing technique as the social media platforms helps the companies to overstep the boundaries and make customers anywhere around the world. Another effect of social media marketing is the competition, social media platform can be used by a company for advertising their products and services. Social media also encourages the companies to do their work productively and effectively so that they can attract maximum customer attention. Another effect of social media marketing is that it creates word of mouth, social media platforms help the business to spread the word about the business effectively and quickly. It has been from the study that more than 72% people see online reviews before purchasing anything, so companies leverage word of mouth for increasing their sales and for creating a special bond with their customers. 
Challenges faced by Next Plc while implementing social media marketing for customers attraction
          According to Geyser (2022) social media marketing can be difficult if the company is unfamiliar with it and there are many challenges which company faces for attracting the customers such as lack of connection across departments many companies didn't use social media marketing much importantly, in such companies social media marketing team is either managed by one person or it is non-existent. Now a days social media marketing is not only limited to online ads. It also involves many techniques like customer service, human resources, R&D etc. Another challenge the company faces is identifying the right platform. Selecting the social media platform is also a big hurdle for the companies because choosing the right platform will help in quick and efficient advertising and promotion. 
          According to Barnhart (2022) the company faces many challenges to attract the customers like understanding the target audience. On social media platforms there are many brands which are doing great in their business but failed on social media, the reason behind their failure is lack of understanding about the target audience. The marketers in social media marketing create their content first and after that figure out their target audience they are living in the misconception that great content converts even if it is not targeted to the right audience. Great content can only get engagement, it does not generate leads if it is not targeted to the right audience. 
RESEARCH METHODOLOGY
	Research methodology is helpful in analysing and interpreting the information collected on the given research topic. The main aim of research methodology is to define the reasoning behind the used approaches in conducting this research (Gone, 2019). It helps the researcher in delivering true results regarding the reliability and validity of the gathered information and in clearly explaining about the research methods used by the researcher. In this research, will be used quantitative research method for collecting information related to the topic. 
Research philosophy
	Research philosophy can be defined as the set of beliefs and principles about the way in which the information should by gathered, used and analysed. There are two research philosophies which are identified as positivism and interpretivism (Mansell and Huddy, 2018). For conducting the current investigation, positivism research philosophy will be used. The advantage of using positivism research philosophy is that it helps in gathering numerical information on the topic more appropriately. 
Research approach 
	Research approach is that method of methodology which helps in framing significant plans and procedures for analysing and interpreting information about the topic (Arstein-Kerslake and et. al., 2019). The two approaches can be defined as inductive and deductive. In the current research, deductive approach will be used. The main idea of using deductive research approach is that it helps in deriving results from reading the existing theories and evaluating the hypothesis on the given topic. 
Research strategy 
	Research strategy is systematic action plan that helps in putting light on the thoughts and efforts of the researcher. The strategies can be determined in multiple ways which are known as grounded theory, case study, systematic literature review, survey and many more (Halaweh, 2018). Survey strategy will be selected for conducting the following research study. The reason for using survey strategy is to collect and analyse data by asking topic related questions from different number of respondents with the help of questionnaire. 
Data collection 
	Data collection is an effective part of methodology which helps in gathering appropriate information related to the topic. There are two methods of collecting data which are defined as primary and secondary (Lunde, Bakke and Areskoug-Josefsson, 2020). In the present research, will be selected primary and secondary methods. The reason for choosing primary and secondary is that it helps in assembling information about the topic from various sources which are published and authentic.

Sampling 
	Sampling is that method of methodology which helps in assembling data from large set of population. The two methods of sampling are determined as probability and non-probability sampling techniques (Wilson, Mikahere-Hall and Sherwood, 2022). While conducting the research, will be used probability sampling technique. Further, the researcher will also use random sampling method for choosing the number of respondents. The idea of using probability sampling is that it helps the researcher in collecting accurate data based on the topic. The sample size selected by the researcher will be thirty employees of Next Plc. 
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