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[bookmark: _Toc152125345]1. Introduction
[bookmark: _Toc152125346]1.1Background
The fashion industry is recognised for its innovative approach to introducing new product designs and colour texture that attracts customer attention. Over the decades, the industry has adopted social media channels to increase sales, awareness, and relationships with customers. It is noted that 80% of consumers in the fashion industry make purchasing decisions on social media posts (Forbes, 2022). Social media has a significant impact on consumer purchasing decisions as it helps to instil trust in a buyer through reviews and feedback. The luxury sector in the fashion industry is expected to grow from 5 to 10% in 2023 driven by a strong momentum of rising eco-friendly products. 
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Figure 1: UK fashion market
(Source: Globaldata.com, 2023)
The fashion industry achieved a 21% growth in revenue in 2020-2021, and the EBITA margins doubled by 6% and went to 12.3% (McKinsey, 2023). Social media is shaping the marketing approach of the industry to develop strategic relationships with customers and influencing buying patterns.  
[bookmark: _Toc152125347]1.2Research aim
This research aims to understand the impact of social media on customer buying decisions in the context of the fashion industry. 
[bookmark: _Toc152125348]1.3 Research objective
· To assess the influence of social media platforms on consumer awareness and knowledge about fashion products and trends. 
· To examine the strategic role of user-generated content in shaping consumer perceptions of fashion purchasing decisons
· To evaluate the challenges encountered by businesses in utilising social media for consumer engagement within the fashion industry 
· To recommend a strategy for businesses to deal with identified challenges and strategies to leverage social media platforms to increase brand awareness and visibility. 
[bookmark: _Toc152125349]1.4 Research Question
· What is the influence of social media platforms on consumer awareness and knowledge about fashion products and trends?
· How does user-generated content contribute to shaping consumer perceptions of fashion brands?
· Why do the challenges associated with utilising social media affect consumer engagement?
· What are the recommended strategies applied to leverage social media platforms to promote business visibility and awareness? 
[bookmark: _Toc152125350]1.5 Research rationale
The primary issue in this research involves changing consumer buying patterns in the fashion industry. Consumer perception is influenced by socio-economic factors as it impacts consumer buying patterns and behaviours. Organisations are utilising social media platforms to impact consumer buying behaviours. Recently, the total number of social media platforms is 4.95 billion around the world which equates to 61.4% of the total world population (Datareportal, 2023). Consumer preferences are continuously changing as they seek more personalised products and services from organisations. 
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Figure 2: Fashion market value forecast
(Source: Statista.com, 2023)
The changing consumer buying pattern is an issue evolving in the fashion industry and organisations are adapting consistent approaches on social media to deal with the issues. In 2021, the industry has a growth of 36% for companies that have a strong foundation (Mckinsey, 2023). In recent times, cultural factors, geo-political tensions and hyperinflation have significantly affected consumer buying decisions. It affects the income level of people and changes the mindset of people to purchase fashionable products and services. The study sheds light on the discussion of the effective strategies that contribute to influencing consumer buying behaviour through leveraging social media platforms. 
[bookmark: _Toc152125351]1.6 Research significance
The significance of the research is that it illustrates the impact of social media influence on consumer buying behaviour as it guides in finding right path to attract more customer for the business. 


[bookmark: _Toc152125352]2. Literature review
[bookmark: _Toc152125353]2.1 Introduction
The changing consumer behaviour is a rising concern for businesses as it restricts supplying the actual needs and wants of customers. This section will discuss the theme developed based on the research topic and align with theory to develop an understanding of the research topic. 
[bookmark: _Toc152125354]2.2 Influence of social media platforms on consumer awareness and knowledge
Social media platforms provide an edge to organisations to reach and convey the product message to targeted audiences. It strategically aids in increasing consumer awareness and knowledge about the products and services delivered by the fashion industry. As opined by Cao et al. (2021), social media is a norm for businesses seeking to engage with the target audiences. In recent times, different social media have been utilised by organisations such as Facebook, YouTube, Twitter and WhatsApp to increase brand awareness and influence consumer buying decisions. Additionally, most consumers spend maximum time on social media platforms as it provides the best option to assess feedback and reviews regarding products and services. It has become essential for organisations to leverage the effective utilisation of digital platforms to share product information and knowledge with a larger audience. As opined by Tchelidze (2023), the concept of digital marketing is increasingly important globally and the process has been easier due to digitalization, social media substantially enhances brand awareness. Social media platforms provide access to a larger customer base that seeks feedback and reviews before purchasing a product or service. Facilitating consumer awareness and knowledge about the products and services influences the buying patterns of the customer.
[bookmark: _Toc152125355]2.3 Role of user-generated content in shaping consumer perceptions of fashion brands
The concept of user-generated content has evolved with the rising social media platforms as it helps an organisation to develop unique content that consumer likes. As opined by Park et al. (2021), creating user-generated content helps in recalling customers and maintaining engagement with the customers. This content also helps in building trust and authenticity, increasing engagement, fostering community and driving business results. Recently, organisations have adapted the approach to engage customers effectively in the highly competitive market. It also contributes to shaping consumer perceptions about a brand and drives to make a purchase decision. The approach is adapted as it enables organisations to tap into the creativity and enthusiasm of the audience in an effective manner. As opined by Timoshenko and Hauser (2019), user-generated content helps in identifying customer needs that help in shaping customer perceptions. In order to shape consumer perception, it is essential to create compelling content that significantly resonates with the targeted audiences. Hence, it is of utmost importance for brands to create and implement user-generated content in shaping consumer perception about purchasing a product and services. 
[bookmark: _Toc152125356]2.4 Challenges encountered by businesses in utilising social media for consumer engagement
Businesses face challenges while utilising social media for consumer engagement as the changing trends and algorithms are some common challenges. According to Bouvier and Machin (2020), social media have evolved to define a way to communicate and brings numerous challenges for business in customer engagement. It is evident that social media is continuously tweaking of algorithms in order to provide a good experience to its customers. It often creates challenging situations for businesses. In simple terms, businesses utilise social media platforms to increase engagement with its customers in order to increase its sales and profitability, Social media platforms provide the best possible solutions for businesses engaging with a large customer base throughout the world. The changing trends restrict organisations from developing user-generated content that effectively resonates with the targeted audiences. Cyber bullying, exposure and fake news are some common challenges organisations face while utilising social media platforms in recent times. As opined by Dwivedi et al. (2021), organisations assess the huge potential to facilitate customer engagement through utilising social media. Therefore, it is essential to develop organisations to implement effective social media strategies to avoid issues like cyberbullying, and fake news and deal with changing trends.  
[bookmark: _Toc152125357]2.5 Strategies to deal with the issues and challenges associated with the utilisation of social media for increasing brand awareness and visibility
Brand awareness and visibility are the two concepts associated with the field of business as organisations devise effective approaches to develop visibility and awareness. According to Hermandaet al. (2019), social media influencers also contribute in increasing brand awareness, image and visibility of a brand. Organisations are required to execute several campaigns as it would help strategically contribute to promoting its products and services. Additionally, it is also essential to identify the customer effectively in order to target the audience effectively. As opined by Moran et al. (2020), the relationship between media cues and content components impacts positively enhancing brand engagement Organisations are required to rethink its strategies to deal with issues like bullying, fake news and exposure and strengthen its security systems. Initiation of the same contributes significantly to dealing with digital vulnerabilities and leads to increased brand awareness and visibility. Therefore, it is important for brands to identify the current trends to develop user-generated content that connects audiences with accurately and influences on consumer purchasing decisions. 
[bookmark: _Toc152125358]2.6 Theoretical framework
Theory of Planned Behaviour 
The theory of planned behaviour states that human behaviours are mainly influenced by intentions. The intentions are determined by key factors such as attitudes, perceived behaviours, and subjective norms (Judge et al. 2019). Application of the theory would help strategically in identifying the external factors evolving in the business environment that impact the sales and profitability of a business.
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Figure 3: Impact on purchase intention
(Source: Judge et al. 2019)
Social cognitive theory 
Social cognitive theory illustrates the influence of individual experiences, environmental factors and action of others. The key elements associated with the research involve self-efficacy, behavioural capability, expectation, and self-control (Schunk and DiBenedetto, 2020). Application of the models strategically contributes to organisations in understanding the social perceptions reading the products and services. 
[bookmark: _Toc152125359]2.7 Summary
It can be summarised that the utilisation of social media platforms possesses the benefit of increasing customer engagement. This section highlights the influence of social media platforms on consumer buying behaviour. It discussed key theories such as social cognitive theory and the theory of planned behaviour. 


[bookmark: _Toc152125360]3. Methodology
Research philosophy is a set of beliefs that aids in providing factual data and information about a concerned research topic. In this study, the positivism philosophy will be selected as it enables assessment of factual information that correlates with research aims and objectives of this research. According to Park et al. (2019), positivist philosophy helps in understanding and illuminating the quality of findings.  The research approach helps in providing a systematic and structured approach to developing research. An inductive research approach would be selected as it helps in delivering a broader perspective on the topic. As stated by Kyngäs (2020), an inductive approach is mainly used in qualitative studies as it provides a structured approach to developing the study.  It would give an overview of social media and the process of leveraging the communication tool in the business environment. 
Research design is referred to as the strategy applied within research to address research objectives and questions. These methods are essential to employ within a research (Fisher &Buglear, 2010). This study will select a descriptive research design as it helps in describing the topic in a detailed way. The application of this design helps in comparing the variable of social media which correlates with these research objectives.  
The Research strategy provides an outline for searching for and assessing information to develop the research. In this study, a qualitative research strategy is will  help in understanding people's perceptions and thoughts that relate to the research topic as it delivers a way to understand people's buying behaviour. As opined by Busettoet al. (2020), qualitative study helps in determining the social phenomenon to answer research questions. 
Sampling is a process of studying a population by collecting and analysing the data from the market.Non-convenience sampling will be employed within the research as it helps in assessing the practical choices of people. Based on the research topic four themes were developed and 12 articles will be selected to conduct the research to develop understand influence of social media on consumer buying decisions. 
Data collection is a process of collecting or gathering data to address research questions and objectives. Secondary data collection methods will be employed as it provides a wider option to assess information on a research topic such as libraries, articles, journals, and government websites. Implementation of secondary data collection relates to the research topic in order to assess information about social media influence. 
Data analysis is the process of interpreting and analysing the collected data to draw valid conclusions on a topic. Thematic data analysis methods will be employed as it would benefit the research in accomplishing research aims and objectives related to social media in a business environment. 
Ethical Considerations
· This research would adhere Data Protection Act (2018) to safeguard the collected information. It helps in preventing digital vulnerabilities such as cyber-attacks, data theft (legislation.gov.uk, 2023)
· Maintain consent, anonymity and confidentiality. Therefore, adhering to the same helps in conducting research in an ethical manner while safeguarding data and information.
Research Timeline
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Figure 4:  research timeline
(Source: Self-created)
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