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[bookmark: _Toc160919562]Research Background
Social Media Marketing's impact on consumer perception and brand image in the UK’s fashion industry has been one of the topics with growing significance and interest in this fast-paced digital age. The social media platforms, they are now the powerful tools for the brands to have better engagement with the consumers, build the brand image and the relationships (Jain et al., 2018). As for the fashion industry of UK, known for its innovation and creativity, it has embraced the social media like the marketing strategies key component to influence the targeted audiences.
In recent years, the fashion industry has experienced a significant shift in consumer behavior. With the influx of social media platforms, consumers now have more access to information, trends, and products than ever before. This has led to a change in how consumers engage with brands and make purchasing decisions. As of 2022, WhatsApp is the most used social media platform in the UK, with Facebook, Instagram, Facebook Messenger, and Twitter following closely behind. In 2023, there are 62 million social media users in the UK (Statista, 2023). Social media is most popular among Gen Z and Millennials, with usage decreasing with age (Statista, 2023). 29 percent of users have a bachelor's degree, while 20 percent have a secondary level education. 12 percent of users have a household income below 15.6 thousand GBP (Statista, 2023).
By ensuring to evaluate social media marketing strategies' effectiveness upon the consumer perception and the brand image in the fashion industry of the UK, herein the report, it’s aimed to offer some useful insights which can help the brands to enhance their online presence, drive in the business success and also connect with that of the targeted audiences in much more effective manner. Understanding the social media marketing, in such a context, it will give valuable guidance for the fashion brands which are out there trying to optimise marketing approaches and remain competitive within the evolving digital landscape of today.
[bookmark: _Toc160919563]Research Rationale
Social media has become a part of daily life, with over 3.6 billion people actively using it worldwide. By the third quarter of 2022, WhatsApp was the most popular social network in the UK, with nearly 75 percent of internet users using it, followed closely by Facebook at 70.7 percent and Instagram at 56.4 percent (Dixon, 2023). YouTube has a wide audience in the UK, making it an appealing platform for advertisers across various income brackets, with almost all UK residents using it monthly (Dixon, 2023). Despite recent growth, Facebook maintains a strong market position in the UK, holding about 56 percent market share. The UK division of Facebook generated 1.1 billion British pounds in revenue in 2019, with an operating profit of 121.9 million pounds (Dixon, 2023). With the rise of e-commerce and the increasing use of social media in purchasing decisions, it is crucial for fashion brands to understand how these digital platforms impact consumer perception and ultimately their brand image.
Furthermore, the fashion industry of UK, is evolving rapidly. Consumer preferences fluctuate quite frequently. So, the comprehensive analysis of such social media marketing impact, it is indispensable. Considering social media serves as a powerful tool for customer engagement, brand promotion and brand image, it can offer the fashion business the knowledge required for tailoring marketing strategies in an effective manner (El-Sayed, and El-Fanagely, 2022). It is through conducting the research that the companies will be able to adapt the social media campaigns of theirs for enhancement of the brand visibility, building positive brand image which can easily resonate with that of the consumers and attracting the targeted audience from the competitive fashion landscape of the UK.
The research would also help with some actionable insights for the fashion marketers who look forward to optimise the efforts in digital marketing. To understand how the social media activities do create the impact upon the consumer perceptions regarding credibility, brand authenticity and the desirability, it can help the fashion brands for refining the online presence, engaging in the authentic manner with the audience and hence trying to differentiate themselves within the crowded market (Jain et al., 2018). 
[bookmark: _Toc160919564]Research Aim and Objectives
The aim is to evaluate social media marketing's impact on consumer perception and also the brand image within the fashion industry of the UK. There is also a need to explore the relationship between consumer perception and social media marketing strategies, the study seeks to understand how the initiatives taken influence brand image in the fashion industry.
Objectives
· To analyze the impact of social media marketing on consumer perception in the UK fashion industry.
· To investigate how social media activities influence brand image in the context of fashion brands.
· To explore the effectiveness of different social media platforms for engaging with consumers in the fashion industry.
· To identify best practices and strategies for utilizing social media to enhance brand visibility and loyalty among UK consumers.
[bookmark: _Toc160919565]Research Questions
· What is the impact of social media marketing's impact on consumer perception of fashion brands within the UK market?
· How do social media activities influence brand image for fashion brands in today's digital landscape? 
· Which social media platforms prove most effective for engaging with consumers within the dynamic world of fashion?
·  What are the best practices and strategies that companies can employ to leverage social media effectively to enhance brand visibility and foster loyalty among UK consumers?
[bookmark: _Toc160919566]Literature Review
[bookmark: _Toc160919567]Social Media Marketing Impact on Consumer Perception
The social media platforms, including Twitter, Facebook and Instagram, have transformed the ways in which the consumers now interact with the market available fashion brands. Especially in the industry of the UK which is known for the innovation and creativity, such platforms allow the brand to engage with the consumers, showcase products, and create the unique brand identity which can easily resonate with the targeted audience. It is through leveraging such platforms in the right way that the brands are now enhancing the consumer perceptions of the brand and creating a positive brand image (El-Sayed and El-Fanagely, 2022).
By ensuring to share values, unique stories and the glimpses of behind-the-scenes, the brands are not creating the stronger brand identity while they resonate with that of the targeted customers (Agustian et al., 2023). With the use of authentic interactions, clever marketing strategies, etc., brands are not just getting a boost in consumer perceptions but also trying to build a positive image, which is helping them to set themselves apart within the competitive market.
Furthermore, the brands have also understood transparency and authenticity importance within the saturated market of today (Chatzopoulou and de Kiewiet, 2021). This is why by opening up regarding the creative process, showing diverse faces and talking about the sustainability efforts through social media, the brands are creating genuine connections. Such a shift towards the relatable and personal approach, it has now, not just humanized the brands but even helped them in fostering the trust and loyalty amidst the consumers.
With us continuing to witness the fashion industry’s ever-changing landscape, it’s quite clear that the brands are now looking forward to being creative, having meaningful connections and prioritizing authenticity within the competitive environment (Bruckberger et al., 2023). As for the future of fashion brands, it now is totally reliant on the brand's ability to adapt, engaging and inspiring. So, it would be exciting to see how the brands would push the boundaries and continue to redefine what exactly it would mean to connect with audiences in a meaningful manner.
[bookmark: _Toc160919568]Influence or Impact of social media marketing on brand image in the UK fashion industry
Social media marketing is the use of various social media platforms to promote products or services and engage with potential customers. According to Henninger, Alevizou, and Oates, (2017) in the UK fashion industry, social media has become a prominent tool for brands to showcase their products, interact with their audience, and create a brand image. The rise of platforms like Instagram and TikTok has given fashion brands a new way to reach consumers. These channels allow brands to connect with their audience on a more personal level by sharing behind-the-scenes content, influencer collaborations, and user-generated content. Roggeveen et al., (2021) highlights that through social media marketing, fashion brands can shape their brand image by curating their online presence and creating a digital persona that resonates with their target audience. By consistently posting high-quality content that aligns with their brand identity, they can establish themselves as leaders in the industry. Moreover, Helal, Ozuem, and Lancaster, (2018) suggests that social media also plays a significant role in shaping consumer perception towards a brand. With the constant influx of information on these platforms, consumers are exposed to various perspectives and opinions about different brands. This can influence how they perceive a particular fashion brand and its products. For instance, if a brand is known for having an ethical supply chain or promoting body positivity through its campaigns on social media, it may be perceived positively by consumers who value these ideals. On the other hand, Hansen, Kupfer, and Hennig-Thurau, (2018) argues that if a brand is involved in a controversy or receives negative feedback on social media, it can significantly impact consumer perception and ultimately affect its brand image. Therefore, social media marketing has become an integral part of the UK fashion industry, allowing brands to promote their products, engage with consumers, and shape their brand image. Understanding the impact of social media on consumer perception and brand image can help businesses develop effective strategies to stay competitive in this ever-evolving landscape. 
[bookmark: _Toc160919569]Different social media marketing strategies employed by UK fashion brands
While the social media platforms are offering the brands an opportunity to connect with the audience, it’s also their chance to build the brand awareness, relationships and do much more. It is by creating relevant and engaging content, like showcasing new collections, having influencer collaborations, etc., that the brands will be able to retain followers interested in the products and the values.
With the help of effective strategies, there can come in better consumer engagement, considering the followers interact with the posts using shares, likes, direct messages, etc. It would help to create a sense of community and gather valuable insights and feedback from the audience (Sigurdsson et al., 2020). Only by listening to such needs, and preferences, the brands will be able to build loyalty and trust and therefore leading them towards brand advocacy and repeated purchases. In such a manner, the social media would serve like the powerful tool for the companies and will help to reach wider audience in competitive world.
Furthermore, with activities including Q&A sessions, polls, etc., companies can show a brand’s human side, allowing the customers a chance to interact directly and feel their voices heard (Warren, Antle, Kitson, and Davoodi, 2023). It will help to establish trust and loyalty in itself. According to Rungruangjit, and Charoenpornpanichkul (2022), even the timely responses to comments, feedback and queries, they together Show Company is valuing opinions and is committed towards excellent service. It’s a proactive approach, which is the best means for enhancing brand reputation and fostering of the stronger relationships with the customers. It’s further notable that consistency is a key for the content creation. By delivering the authentic and high-quality content, the fashion companies of UK are now keeping the audience interested and engaged, allowing themselves to differentiate in the competitive market (Elf, Werner, and Black, 2022). It is only by harnessing the social media power and having focus on the customer engagement that the fashion industry can strengthen the brand, bring loyalty and continue to stand out in the ever-evolving fashion industry (Ozuem, and Ranfagni, 2021).
[bookmark: _Toc160919570]Proposed Methodology
In conducting research on the impact of social media marketing in the UK fashion industry, various methods were considered. The utilization of secondary data collection was chosen due to its cost-effectiveness and efficiency in accessing a wide range of existing information. Using the qualitative secondary methodology would help to analyse the existing literature and also do proper research. Academic journals such as the Journal of Fashion Marketing and Management have been referenced to explore scholarly perspectives on branding strategies and consumer perception in the fashion realm. These peer-reviewed articles from databases like google scholar, science-direct etc. offer in-depth analysis and theoretical frameworks to support the research findings. Additionally, the adoption of an inductive research approach allows for flexibility and adaptability in exploring emerging trends and patterns within the data collected. This method is well-suited for uncovering new insights that may not have been initially anticipated. Furthermore, embracing interpretivism philosophy aligns with understanding consumer perceptions and brand image subjectively (Pope, and Mays, 2020). It emphasizes the importance of context, meaning, and human experiences in shaping these constructs within the fashion industry landscape. Moreover, to explore the subjective experiences of consumers who interact on social media with fashion brands, the use of interpretivism will offer a deeper understanding of how brand image and perceptions can be shaped by interactions. The thematic analysis would be the analysis method that will help to identify, analyze, and present the recurring themes with the research done (Robinson, 2022).
By applying thematic analysis, the study will be able to reveal a pattern or insight into the social media influence on the consumer perception and the brand image within the UK fashion industry. Such an approach would allow for the comprehensive analysis of the data, hence revealing even the inconsistencies within the research area. In this study on social media marketing in the UK fashion industry, several keywords have been identified to focus the investigation effectively. These keywords include 'social media marketing', 'consumer perception', 'brand image', 'UK fashion industry', and 'impact'. The below inclusion and exclusion criteria are maintained while selecting the final research papers-
	Inclusion Criteria
	Exclusion Criteria

	Selecting sources that are recent, credible, and specifically related to social media marketing and consumer perception in the fashion sector
	Excluding outdated sources, irrelevant publications outside of the fashion industry

	Published Year: 2015-2023
	Articles without full-text PDF

	Language: English
	Blog posts

	Full-Text Availability
	Non-English language articles


Table 1: Inclusion Exclusion Criteria
(Source: Created by Author)
[bookmark: _Toc160919571]Conclusion 
To conclude, the impact of social media on the UK fashion, it’s undeniable. While the platforms are trying to empower the brands for connecting with the consumers, shaping the image and influencing the purchase, the effective strategies use is helping them to foster loyalty, enhance perception and building better brands. The study herein, it has explored the link that exists between the social media strategies with the consumer perception. It highlights the importance of engagement, relevance and authenticity while showing how social media efforts are aligned with the brand values for creating maximum impact. Such insights, it can help the fashion brands of UK for refining their approach and thriving within the digital age.
[bookmark: _Toc160919572] Research Plan 
The research schedule will be ensured through the Gantt chart in figure 1.
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Figure 1: Gantt chart
                                                                                   
(Source: self-created)
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