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[bookmark: _Toc172801093]Chapter 1: Introduction 
[bookmark: _Toc172801094]1.1. Research background 
Integrated marketing communication refers to the strategic approach which combines various marketing channels, technologies and tools to deliver cohesive brand information and messages to the target audience across different platforms. In the digital era, the use of integrated marketing communication strategies increased by 78 % (Blakeman, 2023).  It helps to create a strong position in the market. The marketing strategy of a fashion company helps to determine its position and market value. An effective integrated marketing communication strategy ensures coherence and consistency in communication with customers. This research is based on the integrated marketing communication strategy which the uk fashion brands use in the current digital era. In recent times, there are several strategic changes have been noticed in the marketing communication policies to build brand quality in the market (Camilleri and Camilleri, 2018). This research helps to provide the board understanding of the current approaches used by the fashion brand to build a strong connection with customers. The integrated communication approach increases the customer engagement rate. Recently, digital technology has improved the service system, which increased customer satisfaction rates. This research helps to develop the idea about the impact of integrated marketing communication on brand performance to the existing and new players in the fashion sector. 
[bookmark: _Toc172801095]1.2. Research problem 
Every fashion organization has their own integrated marketing communication strategy to retain customers. An integrated marketing communication strategy is mainly used for competitive advantages. Due to this reason, popular brands do not disclose the full information due to privacy concerns and maintain their uniqueness in the fashion world. This research has a fixed time limitation to complete this research (Juska, 2021).  To complete a research study within a limited period is very tough. Within a limited period, it is not possible to establish the logical points and facts about the research topic. Word count limitation is another challenge to describe each of the sections critically.  
[bookmark: _Toc172801096]1.3. The research aims and objective. 
· The main purpose of this research is to evaluate the impact of integrated marketing communication strategies used by fashion brands to develop brand equity in the digital era. 
Objective
· To discuss the current integrated marketing communication strategy used by the uk fashion company to develop strong brand equity in the competitive market 
· To evaluate the challenges faced by the fashion company to implement an integrated marketing communication strategy in the digital era 
· To analyse the benefits of using integrated marketing communication to memorize recognizable fashion products in the digital era
· To compare and contrast integrated marketing communication among UK fashion brands
[bookmark: _Toc172801097]1.4. Research question 
· What is the impact of integrated marketing communication strategies on building brand equity for uk fashion brands in the digital modern era?  
[bookmark: _Toc172801098]1.5. Significance 
Currently, in the UK fashion market, 67 % of companies have started using integrated marketing communication strategies in their business functions. It helps to increase the brand reach. The main reason for using this strategy in the marketing section is that it helps to get the scope to communicate with customers directly (Belch and Belch, 2018). Mainly, the fashion hubs are selecting digital platforms to communicate with customers. From the current statistics, it is clearly seen that globally, 56 % of women are engaged in digital or social platforms. 67% of young adults are engaged in the social platform (Ihzaturrahma and Kusumawati, 2021).   UK is a technologically advanced region where Generation Z is highly engaged in social platforms.
The fashion companies switch their marketing communication channel from traditional mode to digital mode. Currently, different digital modes and platforms help to get a strong connection with the customers instead of traditional modes. Mobile applications, laptops, tablets or any other electronic devices are more flexible items for today’s generation (Galloway, 2020). Marketing through newspapers, magazines radio does not help to create any strong market awareness.  Due to this reason, there is a huge transition noticed in the marketing communication strategy on the digital edge. This research is focused on the integrated marketing communication strategy which fashion companies use. The benefits of building a brand equity model in the business function are explored in this research (Dharmappa, 2018).  Discussion of integrated marketing communication strategy helps to know the current digital channel, media and platform used by the fashion company. On the basis of the discussion, it is easy to know about the popular channel which has a significant impact on the marketing strategy. This research will help other fashion entrepreneurs to know the existing brands follow current business strategy hitch (Çınar, 2020). This research also states the different company policies, which are useful for documenting the current information. Mainly, this research uses all the large to medium-scale companies which are currently operating in the UK fashion industry. It helps to understand the challenges and barriers which the company faces in adopting the integrated marketing communication strategy. 
[bookmark: _Toc172801099]1.6. Rationale 
Digital transformation significantly impacts the marketing strategy of the fashion company. To improve the relationship with the customer, the marketing managers of the fashion companies adopt several new approaches which help them to be recognizable in the market through the brand equity model (Dharmappa, 2018). The contribution of the brand equity model with respect to customer relations is very high. Based on the customer's feelings, persona, preferences and needs currently, fashion brands develop their marketing communication strategy. The strategic decisions differ from one another, which creates a different value in this competitive market. This research helps to get the overviews that in which way integrated marketing communication strategy in fashion industry helps to develop the brand image (Dharmappa, 2018).  This reach helps to develop a clear understanding and overview of the current integrated marketing communication strategy, which fashion companies use to target audiences.  Primary data helps to know the current situation of the brand in fashion firms.   To build a strong market position in the market, fashion companies made several changes in the digital era. Current data from the fashion industry helps to know the current challenges which fashion brands face in the digital era to implement integrated marketing communication strategies to develop brand equality in the competitive market (Galloway, 2020). In the current time, it has been noticed that by using an integrated marketing communication strategy, companies are able to get several benefits. It helps to build a direct connection with customers. On the basis of the consumer persona, fashion brand selects the channel to promote their product. In the current time, it has been noticed that the main motto of fashion brands is to create high market awareness, which helps to boost sales performance. To create brand loyalty, it is important to stay connected with the customer. Through email marketing, digital marketing, messaging, and social media promotion fashion companies are given the scope to stay connected (Galloway, 2020).  Digital connectivity increases the accessibility rate. Customers can easily get product details and information.  In this digital era, the competition is in case adopt. Without the help of modern features, it is not possible for the firm to sustain itself in the market. This research critically evaluates the impact of the integrated marketing communication strategy in the digital era. 
[bookmark: _Toc172801100]1.7. Theoretical framework 
The brand equity model helps to define the framework that assesses the perception, values, and feelings of customers and strengthens the brand's position in the market. The brand equity model helps to evaluate the various kinds of parameters in the business function, such as brand awareness, brand associations, brand loyalty and perceived quality (Juska, 2021). By using the brand equity model, it is easy to measure the brand value in the market. Application of the brand equity model in the business function correctly helps to enhance brand recognition in the market.  All fashion brands use this model in their business function. But the focused area is different from one another. In major cases, it has been noticed that the fashion brand prioritises brand loyalty or brand awareness in the market.  By using the brand equity model, it is easy for the firm to select the strength of the brand which helps to create strong awareness. Storing a brand helps to make the company different from other competitors.  In the general case, fashion companies focus on customer behaviors (Blakeman, 2023). The fashion industry is highly dynamic.  In the current time, marketing managers are using advice demand forecasting tools to predict consumer behaviour. Products and services based on customer behaviour help to increase brand loyalty. In this regard, currently, the fashion firm has started to promote products through various channels. The application of Aaker’s Brand equity model emphasises liabilities, brand association and perceived quality. This research will explore this factor to build strong value in the competitive fashion market (Shariq, 2018). A positive brand equity model in the business function helps to facilitate the long-term growth of the business. The sustainability rate in competitive fashion mate gets increased. 
[bookmark: _Toc172801101]1.8. Structure 
The following chapter reviews and discusses the existing literature and concepts. The next chapter starts by providing clear objectives, specific discussions, and understanding. The third section clearly states the method of collecting data. Chapters 4 and 5 lay out the major research findings. 
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