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Introduction
Some big changes have happened in the last few decades in how fashion companies market themselves, businesses no longer use old-fashioned forms of promoting, instead they use more modern digital methods. 
This is because technology is changing quickly, customers are acting in new ways and more and more people are using social media therefore, how fashion companies talk to, sell to and interact with their customers has changed because of these. I think it's important for fashion marketers to know about these changes so they can stay competitive in a field that is always shifting.
There have been changes in fashion marketing over the years. This is because fashion is a big part of global culture and economic trends and identity, business is tough, and times change so you need to come up with new ideas all the time.
As technology makes people more linked, they want marketing that is real, one-of-a-kind and fun. This research looks at how digital tools and social media have changed fashion marketing and how that has changed the relationship between businesses and customers.
The study will use a qualitative approach and include current and past marketing campaigns as well as transcripts of semi-structured interviews with experts in fashion marketing.
The focus of this study will be on medium sized to large fashion companies in Western countries, as they are often the first to use new digital technologies and marketing strategies.
This research aims to identify important trends in fashion marketing, look into new ways for customers and brands to connect with the digital world and give fashion marketers useful tips for improving their strategies.
Brands may use results to stay ahead of the competition and build better relationships with customers in a marketing world that changes quickly.


Research Objectives and Research Questions
The point of this study is to look at how marketing strategies have changed over time in the fashion industry, to look into how digital media and technology have changed the way fashion marketing is done today and to look into how changing marketing tactics affect how interested and loyal fashion consumers are to a brand.
Some questions I aim to answer are:
· How have marketing strategies for fashion changed from using old-fashioned methods to using current tools?
· How do fashion brands sell themselves online? What are the most important trends and strategies they use?
· What effects do digital marketing tactics have on how interested and likely people are to buy something in the fashion world?

Since these goals are clear and attainable, the study can still go ahead as long as marketers and other sources, such as ad case studies and industry reports have accurate information.
Literature Review
People used to think that fashion shows, newspaper ads and sales in stores were the main means to market, things changed though as the internet and social networks grew there is many new ways to appeal to consumers and show that a product is trendy and affordable, creating the urge of purchasing it. According to Kim et al. (2020) ‘social media’ and ‘sustainability’ are the mainstream of successful fashion business and management. As media technologies advance, social media is becoming an integral part of fashion consumers as well as business organizations. Social media is evolving in new interactive platform not only to create new paradigm of shopping for fashion but also to foster fashion marketing including customer service, vicarious experience, creative advertising option and new business opportunities.
There has been a lot of fresh studies on how digital technology has impacted the fashion industry.         Which discuss about how social media platforms like Instagram, Facebook, and TikTok are transforming the way businesses and customers talk to each other.’ ‘Providing customer support through social media channels is gaining popularity’ Herzig et al. (2016).
People can talk to businesses on these sites right now which helps them feel like they belong and creates a sense of community.
Influencer marketing is also a terrific technique to get things done these days, as the credibility and authority of leaders in social media significantly influence public perceptions of brands and their actions. For example, Leung et al. (2022) say ‘investing in beauty influencers, so the consumers these influences reach are those who like and need cosmetics products. This allows us to target our consumer segment’, showcasing the use of these fairly recent social concepts.
Fashion businesses are also utilising AI more and more to make shopping more fun and to boost their marketing, it's now easier for businesses to market their goods.
There haven't been many studies that look at both old and modern fashion styles at the same time to understand how clothes marketing has changed throughout time, so the aim of this study is to address that deficiency by examining the evolution of fashion marketing and the impact of contemporary digital tools on consumer trust.

Research Methods
A qualitative research method and secondary data will be used in this study to get a deep understanding of how fashion marketing has changed over time.    Because they are more in-depth, qualitative methods are good for studying things like how marketing has changed over time, how customers are involved and how digital platforms can be used strategically.
There are many types of modern fashion marketing efforts, and this paper aims to look at the content of some of them, these include business websites, social media and digital ads. Through this I can find out what fashion brands are doing now and how they get new ideas from this.
I will also use reviews and industry reports on the fashion business from well-known market research groups that talk about how marketing has changed, how people shop and how the fashion industry uses technology.

We are going to use a purposeful sample method to find marketing efforts and industry studies that are relevant and show how fashion marketing has changed over time, also secondary info that was open to the public is the only thing that will be used in the study.  Because of this there is no way to get in direct touch with the subjects which lowers the ethical risks, accordingly the work will properly cite sources and uphold intellectual property rights.

Potential Implications
In an academic setting, it will employ both past and present points of view to explain how fashion marketing methods have changed throughout time, allowing for insights to be drawn regarding the future direction of the fashion industry, and somewhat of marketing in general.  I will examine the impact of digital media on consumer-brand interactions and the adaptation of brands within an ever-evolving landscape to showcase the most recent and obvious change, which helps make brands a lot more personal and is a huge part of fashion, an industry where trends are at the top.
The study's recommendations will help apparel designers execute their jobs better now as well,         the study could help businesses with their social media marketing, engaging with influencers and building tailored campaigns by showing them which digital tools and tactics work and which ones don't.
This research will demonstrate that honesty and ethical business practices are essential for all individuals as well, and this could encourage businesses to use clearer and more environmentally friendly wording in their marketing.
Lastly businesses and lawmakers might use the information to support laws and programs that help marketers act ethically and set regulations around social media in terms of marketing to ensure everything remains ethical and consumer friendly.
If all is implemented well, hopefully in the future people will have more faith in fashion brands and they will be able to keep ahead of the competition in a field that is becoming more computerized.


Conclusion
This study will look at how the fashion company's marketing strategies have changed over time. The main idea behind the idea is the switch from traditional methods to digital methods as the main focus of research.  
Interviews and secondary data analysis are two qualitative methods that will be used in the study as these will be used to find important trends and see how they change how involved customers are.      The study's questions and goals were made to be useful and realistic in the business world of today, evaluating current developments and looking at just how different things used to be, giving us an idea of how different things could be in the future yet again, highlighting that adaptability and being up-to-date with any innovations is essential in marketing, but even more so in fashion marketing as trends are the most important things to keep in touch with the consumer base more likely to be into fashion.
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