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1. [bookmark: 1._Introduction][bookmark: _bookmark0]Introduction
1.1 [bookmark: 1.1_Background][bookmark: _bookmark1]Background
The growing online presence of international markets has revolutionised the way companies create international presence and interact with consumers. Social media marketing (SMM) is no longer a part of communication only, but it has now become a business strategy that allows companies to increase brand awareness, build customer relations and enter global markets with the help of digital platforms, including Instagram, Tik Tok and Facebook (Chyrak, et al., 2024). At the same time, influencer marketing has become a successful marketing technique that uses the trustworthiness and influence of content creators on social media to impact consumer viewpoints and buying behaviour (Lou and Yuan, 2019). These developments are relevant to small and medium-sized enterprises (SMEs) which in most cases do not have the necessary financial and resource base in their attempts to expand internationally. Through e-commerce, the fashion industry in the UK is one of the largest retail sectors in the country with the fashion industry contributing a significant percentage of the sales in the country, and the UK reportedly having about 54.8 million active social media users in early 2025, which is over 79 percent of the population (DataReportal, 2025). The above trends reveal the increased significance of digital marketing as an enhancing element of the international competitiveness of firms.
Despite these opportunities, most of the UK fashion SMEs still face difficulties when venturing into foreign markets as a result of a lack of international networks, marketing budgets and brand recognition. Nevertheless, there is limited empirical evidence that looks at their combined contribution to international market entry of UK fashion SMEs thereby representing the need to further explore the same.
1.2 [bookmark: 1.2_Research_Aim_and_Objectives][bookmark: _bookmark2]Research Aim and Objectives
The research will aim investigate how social media marketing and influencer marketing support UK fashion SMEs to better penetrate the international market, by understanding their influence on brand awareness, customer engagement and market growth.
Objectives
· To examine the role of social media marketing in supporting the international market entry of UK fashion SMEs.

· To evaluate the effectiveness of influencer marketing in enhancing brand awareness and customer trust in international markets.
· To identify the opportunities and challenges faced by UK fashion SMEs when using social media and influencer marketing for international expansion.
· To recommend strategies for UK fashion SMEs to optimise social media and influencer marketing for successful international market entry.
1.3 [bookmark: 1.3_Research_Questions][bookmark: _bookmark3]Research Questions
· How does social media marketing influence the international market entry of UK fashion SMEs?
· How does influencer marketing contribute to the international market entry of UK fashion SMEs?
· What opportunities and challenges do UK fashion SMEs encounter when using social media marketing and influencer marketing to enter international markets?

2. [bookmark: 2._Literature_Review][bookmark: _bookmark4]Literature Review
2.1 [bookmark: 2.1_Social_Media_Marketing,_Influencer_M][bookmark: _bookmark5]Social Media Marketing, Influencer Marketing and International Market Entry
The rapidly evolving digital technologies have had a substantial influence on international marketing tactics, where firms are able to overcome geographical and resource limitation using online platforms. Dwivedi, et al., (2021) posit that social media marketing (SMM) has emerge as a significant strategic asset which adds to the customer engagement, brand visibility and market intelligence, which in turn facilitates internationalisation of firms. To the SMEs, the social media networks are cost efficient when reaching out to the foreign consumers and eliminates reliance on the traditional distribution and advertising media. Nevertheless, Alalwan, et al., (2017) argue that social media alone is hardly sufficient to ensure successful international expansion because companies are also required to gain consumer confidence and establish local market legitimacy at the same time.
Influencer marketing has developed as a supplementary approach with the use of the credibility and social capital of the influencers to influence the perception of the consumers. Hudders, et al. (2021) state that relatable and personalised content improves brand authenticity and consumer trust and purchase intentions as influenced by an influencer. In a similar manner, Vrontis, et al. (2021) state that influencer collaborations enhance the international brand awareness of firms because it allows them to effectively communicate to culturally diverse markets. However, influencer marketing is not always effective, as the results of the campaign will depend on the credibility of the influencer, the compatibility and cultural relevance with the audience.
2.2 [bookmark: 2.2_Social_Media_and_Influencer_Marketin][bookmark: _bookmark6]Social Media and Influencer Marketing as Strategic Resources for UK Fashion SMEs
The Resource-Based View (RBV) proposes that firms achieve sustainable competitive advantage by developing valuable, rare and difficult-to-imitate resources (El Nemar, et al., 2025). This viewpoint is extended by Ferreira et al., (2019), who identify digital capabilities, such as social media and influencer partnerships, as strategic organisational resources that can be used to increase international competitiveness. The capabilities are especially useful in the UK fashion industry as the SMEs usually have minimal financial support and global promotional expertise.
Although the benefits are prominent, Eid, et al. (2020) suggest that overreliance on social media algorithms diminishes the ability of firms to control customer reach, and rapid changes in

platform dynamics creates uncertainty on the effectiveness of marketing in the long term. Moreover, Campbell and Farrell, (2020) indicate that inappropriately chosen influencers can have a negative impact on brand credibility and consumer trust. Therefore, the digital marketing capabilities are to be considered as the strategic resources that need to be constantly adjusted, the knowledge of the market and attentive relations management instead of being universal solutions to internationalisation.
2.3 [bookmark: 2.3_Research_Gap][bookmark: _bookmark7]Research Gap
The available literature recognises the increasing importance of social media marketing and influencer marketing in the realm of international business, but the existing studies mainly relate to these strategies as independent or target large global companies. There is little research that focuses on their combined role in supporting the entry of UK fashion SMEs in the international market in which financial limitations and digital competitiveness pose distinct strategic challenges. This research aims to fill this gap by conducting a qualitative secondary research based on the latest academic and industry literature.

3. [bookmark: 3._Methodology][bookmark: _bookmark8]Methodology
The research philosophy followed in this study is the interpretivism since it aims to comprehend and explain the available knowledge about the significance of social media marketing and influencer marketing in helping UK fashion SMEs enter the international market. The use of interpretivism is justified as it can be used to gain a more in-depth insight into the various opinions and conclusions made by prior academic and industry literature (Saunders et al., 2023).
An inductive research approach is employed to allow themes and insights to emerge from the analysis of existing literature rather than testing predetermined hypotheses. In line with the research objectives, the study will use qualitative secondary research method, in which only published secondary data is used. Secondary qualitative research is deemed to be appropriate as it allows synthesising a substantial amount of academic evidence and addresses the limitations of time, financial and accessibility of primary data collection (Lochmiller, 2021). Peer-reviewed journal articles, books, government publications and reliable industry reports will be accessed in databases such as Scopus, Web of Science, ScienceDirect and Google Scholar to obtain data. Only sources written in English and published after 2020 and specifically referring to social media marketing, influencer marketing, internationalisation and UK fashion SMEs will be considered to make sure it is relevant and reliable.
The data obtained will be analysed with the help of the thematic analysis in accordance with the six stages framework developed by Braun and Clarke (Ruggiano and Perry, 2019). This approach allows the identification, organisation and interpretation of recurring themes in a number of sources in a systematic way, which is suitable to answer the research questions. Ethical considerations mainly concern the upholding of academic integrity by means of proper citation, preventing plagiarism and being responsible in the use of all secondary sources and in line with the copyright laws. The chosen methodology, therefore, offers a rigorous and viable structure in order to meet the research objective.
4. [bookmark: 4._Expected_Findings][bookmark: _bookmark9]Expected Findings
This study is expected to result in the synthesis of the existing academic and industry literature to produce a holistic view of the role of social media marketing and influencer marketing in the international market entry of UK fashion SMEs. It is expected that the research will establish crucial themes, trends and views on opportunities and challenges of adopting these digital

marketing strategies in international markets. In addition, the research will also add to the existing literature through offering a comprehensive qualitative understanding of two highly related marketing strategies as applied by UK-based fashion SMEs. The results can also provide valuable information to inform future scholarly study and inform strategic choices of SME managers seeking internationalisation.
5. [bookmark: 5._Limitations][bookmark: _bookmark10]Limitations
Since the research will adopt a qualitative secondary research design, the results will be solely based on the quality, availability and relevance of the available academic and industry literature, thereby restricting the ability to capture first hand views of UK fashion SMEs. Also, the UK fashion SMEs could be under-represented, which could lower the generalisability of the results to other sectors or geographical settings. To reduce these limitations, the study will employ the latest peer-reviewed articles and other industry reports, employ explicit inclusion criteria when selecting the literature, and critically assess reliability and relevance of all sources selected, to increase the credibility of the study.
6. [bookmark: 6._Timeplan][bookmark: _bookmark11]Timeplan
[image: ]
7. [bookmark: 7._Conclusion][bookmark: _bookmark12]Conclusion
This proposal has outlined the rationale to conduct a study on the importance of social media marketing and influence marketing in improving international market entry of fashion SMEs in the UK. It is expected to fill a contemporary literature gap by contributing to the existing body of information with a qualitative synthesis of the existing literature based on secondary data and thematic analysis. Despite the acknowledged limitations, the proposed methodology is deemed to

be suitable to meet the research objectives and is likely to add a valuable academic and practical knowledge on digital marketing strategies fostering the internationalisation of SME.
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