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1. [bookmark: _Toc164561803]Introduction 
1.1. [bookmark: _Toc164561804]Background of Research
The term high street fashion refers to the inexpensive, mass-produced garments sold by stores located on the high street (Nash, 2019). Typically located in towns or in city centres, they can be smaller, more intimate fashion retail stores or bigger, more expansive multiple department stores. The rise of fast fashion and powerful online-only shops has accelerated industry transformation, making it critical for UK high-street merchants to develop effective communication strategies that allow them to adapt swiftly to customer expectations. Fashion and trends in the retail industry are dynamic, ever-evolving, and driven by a desire to satisfy consumers' ever-evolving demands. However, Strong internet retailers have emerged as a result of the industry's rapid developments. This shows how crucial it is for the UK fashion retail sector to communicate effectively and be flexible enough to react to customers' evolving tastes. But it's important to know that social media has a big impact on how people act now, which complicates the Consumer Decision-Making Process (CDMP) (Ahmed et al., 2015). Through the use of different platforms like social media and social networking websites, consumers and the fashion industry can interact and understand each other more effectively. In this context, consumer knowledge, extent of perception, and actions are considered to be as powerful drivers of motivation. The CDMP for the fashion industry and the influence of social media in brand images are the basis of two major areas that UK businesses would do well to research in more depth still.
This research analyses the social media effectiveness of UK firms in their quest for their audience within the social media arena. To reveal the forces that underpin consumers’ decision-making, shall turn to using different types of social media marketing. The UK fostered a fast-growing fashion retail industry that mainly depend on social media as a tool of marketing (Silva et al., 2020). This study illustrates how having a social media presence is now a fashion industry trend in raising a brand’s reputation. The aim of the research was, therefore, to find out how the media had influenced the fashion industry in the UK. This publication will investigate several UK fashion businesses which have developed outstanding social media marketing strategies.


1.2. [bookmark: _Toc164561805] Aim of the Research 
This study aims to examine the impact of digital media on brand image in the UK high-street fashion retail market
1.3. [bookmark: _Toc164561806]Objectives of Research
· To analyse the impact of digital media on brand image in the UK High-street fashion retail market.
· To evaluate digital marketing strategies employed by UK High-street fashion retailers.
· To identify digital media factors and trends impacting brand image in the UK High-street fashion retail market.
1.4. [bookmark: _Toc164561807]Research Questions
· What is the impact of digital media on brand image in the UK High-street fashion retail market?
· How effective are digital marketing strategies employed by UK High-street fashion retailers?
· What are the digital media factors and trends impacting brand image in the UK High-street fashion retail market?

2. [bookmark: _Toc164561808]Literature Review
[bookmark: _Toc164561809]2.1. Digital Media
	As discussed by Abraham (2020), digital media refers to any form of media which uses electronic means for distribution purposes. Digital media is reviewed, transmitted and modified through electronic channels which commonly include software, games, social media, websites and online advertisements. Therefore, digital media is categorised as media which is encoded in machine language for the users which is different from print media or any other kind of traditional media.  In combination with computer and networking, journalism, publishing and media have been revolutionised. 

[bookmark: _Toc164561810]2.2.  Digital Marketing
According to Rathnayaka (2018), the term "digital marketing" refers to a kind of direct marketing that can be done online and uses tools like online forums, websites, email, news groups, social media, and television programs that are interactive, mobile communications, and other technologies to bring together consumers and sellers. Digital marketing often promotes services and products in a resourceful, appropriate, relevant, and personalised way; it also takes advantage of a high level of connection to enable discussions among various individuals. The fashion industry has grown as a result of the strengthening of digital marketing, branding, and creative use of technology integrated with the newest fashion trends. According to Zollo et al. (2020), the widespread use of the internet has brought digital media into reach of the general public, due to the significant technological advancements of today's world. As a whole, the fashion business is highly dependent on fleeting fads, and individual products have a very limited shelf life. Agmeka et al. (2019) argued in their study that to become a trendsetter and make digital media the best platform to find and convert customers, marketers need to be able to analyse and predict fashion trends before customers switch to competitors. Marketers can achieve this by assessing and improving digital media to satisfy customers and retain them for the long term. 
2.3. [bookmark: _Toc164561811]Social Media
The ecology of social media websites, or SM sites, is diverse and extensive, depending on the sites' goals and objectives. According to Silva et al. (2020), diversity in the social media landscape and the fact that various platforms now appeal to different demographics are both highlighted in the SM Platform Comparison. Retailers will be able to better target certain demographics and learn more about user behaviour on these platforms as a result. Nevertheless, it is difficult to identify all of them simultaneously because of the vastness of internet sites, gadgets, and consumer behaviours (Ebrahim, 2020). Therefore, consumer engagement can be defined as the tendency of customers to react, engage, and follow companies on social media. Companies have begun to realize that eWOM has a greater influence on CDM when it comes to good product or service reviews, thus they are shifting their marketing efforts towards SM. Companies like it when customers generate content and share it by tagging them.
 Although electronic word-of-mouth (eWOM) can have a beneficial effect on a company. Sharma et al. (2020) argue that firms should not always operate in SM because of the increasing power of consumers. Additionally, encounters with consumers might have a favourable or negative sentiment. Hence, it is unclear from the research how much of an impact eWOM has on customer behaviour (Ahmed et al., 2015). Evidence suggests that user reviews, as opposed to those written by experts, are more influential. Based on the findings, intentions are positively impacted by reliable sources that are transparent and lead to subjective standards. According to research by Majeed et al. (2021), fashion blogs often used amplified eWOM that resembled organic eWOM. This kind of eWOM was expected to influence customer responses to promotional materials more favourably. 
2.4. [bookmark: _Toc164561812]Customer Decision-Making Process (CDMP)
According to Nash (2019), for a long time, consumer behaviour researchers took a logical approach to CDMP, with much of the published work comprising linear models that build on the foundations of the five-stage decision-making process proposed by Dewey (1910). Most consumer behaviour textbooks still use this method. Additional research by Cheung et al. (2019), however, revealed that the CDMP is affected by many psychological aspects; one such model, the Engel-Kollat-Blackwell Model (1968), attempted to identify customers' mental health by tracking their decision-making processes and levels of satisfaction (Nuseir and Elrefae, 2022). Challenges arise from the CDMP's fundamental characteristics, as the method is inherently unquantifiable. The idea that customers' objectives are situationally generated and therefore inaccurate is introduced here. Most academics derive their beliefs from conventional DM models, which makes applying them to online consumer behaviour literature more complicated than using just traditional methods. By modifying the EBM framework to include online stimuli, Garanti and Kissi (2019) delve more into the effects of the internet on CDMP, stressing that this is an extremely complex phenomenon. 



[bookmark: _Toc164561813]3. Research Methodology
[bookmark: _1y810tw][bookmark: _Toc164561814]3.1. Research Philosophy and Design
 	Since the participants are acknowledged as social agents, this study will apply an interpretive philosophy (Nash, 2019). Although this study has the potential to reveal trends in customer behaviour and how they see brands, it is also believed that the CDMP would be affected differently depending on the amount of participation and the variables that influence CDMP. In addition, the incorporation of inductive research will contribute to the development of a complete understanding of the matter that will be investigated in this research. It will allow researchers to delve into the complex qualitative aspects of digital media integration into the high retailer business of the UK with the quantifiable impacts of digital media on the brand's image. The inductive method's adaptability, variety, and focus on the effects of digital media on marketing practices made it an ideal research strategy for studying high-street fashion retailers' business strategies. 
[bookmark: _4i7ojhp][bookmark: _Toc164561815]3.2. Research Approach
[bookmark: _2xcytpi]This research project will use a qualitative research strategy that prioritises objective observation. This research design will be appropriate for this research considering the subject and objectives of the research.  It will gather detailed information on the perspectives, habits, and experiences of people who work in digital marketing for high fashion brands, with a focus on how innovation affects these brands' reputations and images. The researcher will examine how high fashion retailers' brand images are affected by digital media using a qualitative study approach. Also, it will provide participants a chance to share their observations and experiences while also facilitating communication between the investigator and the participant.
2.5. [bookmark: _Toc164561816]Data Collection and Sampling Methods
The data collection method chosen for this research is mixed data collection. Primary data collection is a direct data collection process in which interviews are taken with the participants to acquire their perspectives on the topic. Semi-structured interviews will serve the purpose of giving detailed individual perspectives and experiences, and focus groups provide room for group discussions and interactions among participants, exposing collective perspectives and opinions  Secondary data will be collected through existing research on the impact of digital marketing on the brand image of high-street UK fashion retailers. 
2.6. [bookmark: _Toc164561817]Sampling Method and Size  
[bookmark: _1ci93xb]This study will employ a convenience sample of male and female members from Generation Y and Generation X who are interested in high-street fashion, have an interest in using social media and are in the age bracket of 19–55. Researchers used non-probability purposive sampling to choose study participants with the best chance of satisfying research requirements by selecting those with the traits most likely to provide an in-depth understanding of the topic under investigation. Ten participants will chosen for this research so that the sample size is manageable and the questionnaire will hold ten questions.
2.7. [bookmark: _Toc164561818]Data Analysis
This study will employ thematic analysis to analyse the data obtained through interviews. Thematic analysis is chosen because the study has adopted a primary qualitative research approach therefore through the thematic analysis different themes can identified from the interview transcript that are relevant to the research objectives. While focus groups are seen to be ideal for examining DM behaviour in-depth interviews are considered to be the best method for supporting this inductive approach.  For secondary data analysis, content analysis will be carried out for which data will be extracted from relevant sources including journals, research papers, websites, reports and other open-access yet credible sources
2.8. [bookmark: _3whwml4][bookmark: _Toc164561819]Ethical Considerations
Ethical issues will be a crucial factor during the research process. Participants will be informed before the voluntary participation, while their data will be strictly protected and anonymised for primary research ethical considerations. Concerning, secondary research, all the data and information which will be taken from any website, journal or other published document will be referenced thoroughly and a minimum percentage of plagiarism will be ensured.  Also, the research requires ethical permission will be requested from relevant bodies like the Institutional Research Ethics Committee or ethics committees before the actual commencement. Communications will be transparent to display any conflict of interest and bias.
3. [bookmark: _Toc164561820]Summary
The findings from this research will provide credibility to the existing literature by demonstrating that SM offers a variety of channels through which consumers can communicate with fashion businesses. Thus, due to the integration of digital into the buying experience, clothing shopping is now not limited to the main street. High-street fashion firms' performance on social media was positively impacted by participants' perceptions of quality and perceived effort, which in turn improved brand image and equity. Consistent with earlier studies, social media (SM) will reveal which brands were good at displaying their brand personality across various SM platforms. This provides support to the idea that consumers maintain an emotional connection to brands by associating those personalities with their ideal selves. This study's results could help high-street fashion marketers understand CDMP and its role in social media marketing, and they also have important implications for the field across all industries. Therefore, it is essential that they strive to understand customer needs and provide information that is relevant to those need
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