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[bookmark: _Toc71751268]1.0: introduction
[bookmark: _Toc71751269]1.1: Background
The last decade has witnessed social media emerging as the cornerstone of the marketing framework of fashion brands. The management of organisations operating in the fashion retail industry have recognized the importance of social media owing to its rapid growth in usage and relevance. The benefits witnessed by the fashion retail industry after the emergence of social media platforms is undeniable as there has been a growth in demand, sales and popularity alike. Fashion brands have been utilizing social media marketing practices towards creation of brand awareness, development of a positive brand image and improved sales (Jayasuriya, Anupama Jayasuriya and Ferdous, 2017). The advantages of using social media strategies are not limited to enhance sales and brand recognition as it enables proper customer relationship management by enforcing communication and coordination with the customers which enhances brand loyalty and client retention. Evidence has indicated that almost all the large-scale fashion retailers have social media presence. The determining factor of investing towards social media marketing strategies for fashion brand is the fact that it influences the consumer purchase decision in a positive manner (Kawaf and Istanbulluoglu, 2019). A case of the fashion industry has been adapted to understand how fashion brands in the country have been benefitting from social media marketing strategies and the extent of its impact on consumer purchase decisions.
[bookmark: _Toc71751270]1.2: Research Aim
The research aims to understand and evaluate the impact of social media marketing strategies on consumer purchase decisions in the fashion industry across the UK. It prioritizes the development of a framework which would enable an insight into the extent of impact of social media practices of fashion retailers on the consumer buying behaviour.
[bookmark: _Toc71751271]1.3: Research Objectives
1. To evaluate the impact of social media marketing strategies on consumer purchase behaviour.
2. To understand the extent of impact of social media marketing practices on buying behaviour of consumers in the fashion retail industry of the UK.
3. To evaluate future trends with respect to social media marketing strategies to influence consumer purchase decision in the fashion industry of the UK.
[bookmark: _Toc71751272]1.4: Research Questions
1. What is the role of social media marketing strategies in influencing consumer purchase behaviour in the UK fashion sector?
2. What is the extent of impact of social media strategies on the overall consumer buying behaviour in the fashion industry of the UK?
[bookmark: _Toc71751273]2.0: Literature review
[bookmark: _Toc71751274]2.1: Growth of Social Media Practices in Retail Sector
The role of social media marketing in the retail sector has emerged as stronger and more relevant in the last five years. The rapid growth in social media users depicts that the positive influence of social media marketing practices for the retail sector would continue to grow in its nature. Harnessing the benefits of social media marketing is crucial as it has been stated to be to most powerful tool for conducting marketing operations as it enables the company to reach out to a larger customer base (Frasquet et al., 2018). Social media marketing practices have also proven to beneficial in ensuring the conversion of users of these platforms to customers for the retailing organisations that are advertising on these platforms (Cheung, Pires and Rosenberger, 2019). The fashion sector has witnessed improvement in its revenue performance through the enhancement of its presence on varying social media platforms. The major benefits witnessed by the fashion brands utilizing social media platforms for marketing include:
1. Improved Customer Relationships
2. Higher traffic to e-commerce stores and social media pages of the respective brands.
3. Increase communicative capabilities
4. Enhanced brand image and increase in brand awareness
5. Targeted marketing towards potential customer base.
[bookmark: _Toc71751275]2.2: Impact of Social Media Marketing on Consumer Purchase Decision in Fashion Industry across the UK
Fashion brands with a target of being competitive and financially successful have utilised social media marketing as a powerful tool to leverage the benefits of a growing demand for the products offered by the fashion industry (Cooley and Parks-Yancy, 2019). Proper implementation of social media marketing strategy has emerged as the most important aspect in ensuring a situation within which the fashion retailer can reap the benefits as discussed earlier. Among the varieties of retailers, the presence of fashion retailers on social media is the highest. The key factor promoting the extended usage of social media marketing strategies by fashion brands is the fact that the companies in the sector tend to prioritize measures which allow it to reach out the potential customers across the globe (Ziyadin et al., 2019). Furthermore, the interactive nature of marketing, advertising programs utilised by fashion retailers ensures a higher probability to influence the consumer behaviour of potential customers.  Current studies have been indicative of the fact that the influence of social media marketing strategies for fashion retailers is that these practices have a long-term impact on the development of a brand image and creation of a positive response on the performance in terms of sales generation (Cullinane et al., 2019). 
[bookmark: _Toc71751276]2.3: Research Gap
Modern research on social media has been exploring different realms related to it in order to gain insights into the functioning of social media platforms and its impact on the retail industry. This particular research adapts towards a unique approach by quantitatively aiming to understand how social media marketing has been influencing the consumer purchase decisions across the fashion industry in the UK (Han et al., 2016). It can be determined that the research would aim to address crucial aspects with respect to the research topic and ensure its contribution towards it by providing an in-depth analysis.
[bookmark: _Toc71751277]3.0: Research Methodology
[bookmark: _Toc71751278]3.1: Research Philosophy
The role of the research philosophy within the framework of the research methodology has proven to be critically important. The philosophy provides the researchers with a guidance based on which the data would be collected, evaluated and analysed prior to its representation. There are three major forms of research philosophy which includes positivism, realism and interpretivism (Žukauskas, Vveinhardt and Andriukaitienė, 2018). The research evaluating the impact of social media marketing practices on consumer purchase decisions in the UK fashion industry focuses on the adaptation of a positivism philosophy. The key reason behind the selection of the philosophy is the fact that it is suitable for quantitative research conducted on a scientific approach and would ensure its effective interpretation.
[bookmark: _Toc71751279]3.2: Research Approach
There are primarily three types of research approaches which includes the inductive, deductive and abductive approach. The selection of the proper research approach is crucial in ensuring that the researchers are able to effectively conduct the research in an accurate manner. Deductive research approach has been selected for the particular research which involves measures towards evaluating existing theories and content related to the topic of the research towards developing new insights into the topic of social media marketing on the consumer purchase decision of the fashion industry in the UK (Tjara, 2020). 
[bookmark: _Toc71751280]3.3: Research Design
The selection of the effective research design has proven to be crucial in determining the findings of the research. The explanatory research design has been chosen for the research which would ensure an insight into how social media has been influencing consumer purchase decisions in the UK’s fashion sector. Explanatory research design ensures that the key aspects related to the research are addressed through effective evaluation and representation of the analysis (Griffin, 2021). The particular research design is highly suitable for quantitative research methodologies such as the particular research which involves conducting survey to gain insights into the functionality of social media platforms.
[bookmark: _Toc71751281]3.4: Data Collection and Sampling
The role of data collection has proven to be quintessential in ensuring the completion of the research in an effective manner towards achieving its key objectives by answering the research questions. The particular research adapts a combined methodology in which primary and secondary data are evaluated qualitatively and quantitatively respectively. The particular approach has proven to be important in ensuring the development of measures which would facilitate the evaluation of the collected data. A structured questionnaire will be used to collect the survey data which will be in the form of a Likert Scale (Goertzen, 2017). The particular scale would focus in the utilization of measures to evaluate the responses from the participants based on the gradings which might for example range from strongly agree to strongly disagree. The sampling technique is also an important part of the research methodology which ensures the colleciton of unbiased data to be evaluated by the researchers. This paper utilizes the non-probability convenience sampling strategy to strategically select the survey participants from the total population of the participants (Zangirolami-Raimundo, Echeimberg and Leone, 2018).
[bookmark: _Toc71751282]3.5: Data Analysis
Data analysis focuses on the utilization of measures which enable the evaluation of the collected information for the research. Selection of the proper days analysis techniques is crucial in determining the ability of the research to achieve its research objectives by answering the research questions properly. A regression analysis would be conducted to analyse and interpret the primary data that has been collected through surveys (Basias and Pollalis, 2018). The secondary data would be analysed through a literature review and its comparison to the primary data analysis would be conducted through a cross-sectional study which is important in determining the nature of the research and ensuring its interpretation (Basias and Pollalis, 2018).
[bookmark: _Toc71751283]
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The aim of this research has been to evaluate the impact of social media on consumer behaviour in the fashion industry in the UK. The study has relied on a survey strategy by adopting an interpretivist philosophy, inductive approach and an exploratory design, non-probability convenience sampling and a regression analysis technique to identify patterns in observational data. Hypothesis testing has revealed that social media has a positive impact on consumer attitude, attractiveness and brand preferences, and social media does not have an impact on brand engagement and brand preferences. 


Table of Contents
ABSTRACT	2
1.0: INTRODUCTION	5
1.1: Background	5
1.2: Research Aim	6
1.3: Research Objectives	6
1.4: Research Questions	6
1.5: Research Hypothesis	7
2.0: LITERATURE REVIEW	7
2.1: Social Media Marketing Practices in Fashion Industry of the UK	7
2.2: Social Media Marketing Reliability and Impact on Consumer Trust	9
2.3: Role of Social Media as a Source of News and Engagement Platform for Consumers	10
2.4: Social Media’ Influence in Attracting Consumers and Influencing Purchase Decision	11
2.5: Research Gap	13
2.6: Conceptual Framework	13
3.0: RESEARCH METHODOLOGY	13
3.1: Research Philosophy	14
3.2: Research Approach	15
3.3: Research Design	16
3.4: Data Collection and Research Instruments	17
3.5: Research Strategy	17
3.6: Sampling Strategy	18
3.7: Data Analysis	18
3.8: Ethical Considerations and Research Limitations	19
4.0: FINDINGS AND ANALYSIS	20
4.1: Findings	20
4.2: Analysis	27
5.0: IMPLICATIONS OF FINDINGS	29
6.0: CONCLUSION AND RECOMMENDATIONS	32
6.1: Conclusion	32
6.2: Recommendations	34
REFERENCES	35
APPENDICES	40
Appendix 1: Survey Questionnaire	40




[bookmark: _Toc71750964]1.0: INTRODUCTION
[bookmark: _Toc71750965]1.1: Background
Understanding consumer behaviour is a crucial factor for the fashion industry as it enables companies to improve its market share and enhance the ability to achieve long-term growth. Owing to the nature of the fashion industry in the UK which is highly competitive, it is necessary for the organisations operating within it to prioritize its marketing strategies (Arshad, 2019). Most fashion brands have been opting for social media marketing as it has emerged as one of the most powerful methods of conducting marketing practices (Pandey, Sahu and Dash, 2018). Social media marketing prioritizes measures which ensure a higher brand exposure, recognition and an ability to reach out to potential consumers through communication and collaboration. Social media marketing strategies tend to focus on optimizing the presence of fashion brands in the UK through an omni-channel marketing approach which allows the company to deliver unified messages to its customers through various delivery channels I.e., different social media platforms (Devereux, Grimmer and Grimmer, 2019). Key examples include Zara, ASOS and H&M which have been able to adapt towards social media marketing and have ensured the development of market presence across these platforms which provides it with an opportunity to achieve its growth potential by exploiting the opportunities of growing social media users in the UK and globally alike (Nagaraj, 2020). 
Prioritization of measures to promote the growth of fashion brands have prompted the adaptation towards social media marketing strategies which does not only provide a large-scale platform with significant exposure to advertise on but also provides a channel for communication with customers and fashion brands. Enhanced consumer engagement and regular communication through social media marketing has enabled the companies in the fashion sector to improve efficiency of its customer relationship management practices (Schwemmer and Ziewiecki, 2018). The last five years has highlighted an exponential increase in investment made towards social media marketing strategies by the fashion sector as the number of social media users in the UK have risen to approximately 77% of the total population (Kelly et al., 2019). The growth in the relevance of social media platforms prompts a quick adaptation towards marketing strategies through social media which offer interactive experiences to the customers and an improved probability to attract customers. 
A discussion about how social media marketing influences consumer purchase decision has prompted research as fashion brands aim to positively impact the consumer intentions to make purchases through its advertisements and customer relationship management practices on social media. Social media marketing practices tend to influence consumer purchase behaviour positively by providing a sense of fulfilment of social, psychological and cultural needs which depicts that the influence of social media marketing is relatively higher than traditional marketing practices towards influencing purchase decisions (Wang et al., 2019). The growing relevance of the aforementioned marketing strategies is a result of the positive influence it has had on the fashion brands that have implemented it over the years. Organisations have benefitted from improve market presence, a higher conversion rate and improved brand perception among consumers (Schwemmer and Ziewiecki, 2018). The research focuses on prioritizing on adapting a holistic approach towards understanding how social media marketing influences the consumer purchase decision in the fashion industry across the UK by evaluating key insights and dynamics of the subject which has been presented through a comprehensive data analysis mechanism.
[bookmark: _Toc71750966]1.2: Research Aim
The research aims to understand and evaluate the impact of social media marketing strategies on consumer behaviour in the fashion industry across the UK. It prioritizes the development of a framework which would help gain an insight into the impact of social media practices of fashion retailers.
[bookmark: _Toc71750967]1.3: Research Objectives
1. To evaluate the impact of social media marketing strategies on consumer purchase behaviour.
2. To understand the extent of impact of social media marketing practices on buying behaviour of consumers in the fashion retail industry of the UK.
3. To evaluate future trends with respect to social media marketing strategies to influence consumer purchase decision in the fashion industry of the UK.
[bookmark: _Toc71750968]1.4: Research Questions
1. What is the role of social media marketing strategies in consumer behaviour in the UK fashion industry?
2. What is the impact of social media strategies on consumer buying behaviour in the fashion industry of the UK?
[bookmark: _Toc71750969]1.5: Research Hypothesis
H1: The use of social media is positively related to consumer trust.
H2: Social media usage is positively related to brand engagement.
H3: Social media usage is positively related to consumer attitude.
H4: Social media usage is positively related to consumer brand preferences.
H5: Social media usage is positively related to consumer attraction.
H6: Social media reliability is positively related to the ability of social media to aid in providing news. 
H7: Social media reliability is positively related to the ability of social media to channel information to consumers across the globe. 
[bookmark: _Toc71750970]2.0: LITERATURE REVIEW
The literature review aims to critically evaluate and interpret the existing studies understanding the role of social media marketing on the consumer purchase behaviour across the UK fashion sector. A discussion of the existing social media marketing practices by fashion industry in the UK have been critiqued. Further sections discuss how social media marketing influences key aspects of consumer behaviour such as trust and functions as an engagement platform. Finally, the impact of social media on attracting customers and influencing purchasing decisions has been provided along with the evaluation of the prevalent research gap.
[bookmark: _Toc71750971]2.1: Social Media Marketing Practices in Fashion Industry of the UK
The emergence of social media as an important marketing tool has been prompted as its influence on consumer behaviour has grown. Primary factors influencing the role of social media marketing for fashion brands is the growing presence of users on social media platforms. The online fashion sector is expected to reach a total sales value of US$ 759 billion in 2021 with expected revenue growth 7.18% annually in the next five years (Statista, 2020). Adaptation towards social media marketing practices by the fashion industry in the UK is extremely prominent with fashion brands investing heavily towards improving its presence on social media platforms. Networking sites such as Instagram, Facebook and YouTube are the most popular for social media marketing practices but the emergence of alternative platforms has resulted in fashion brands diversifying its social media strategies across varying platforms (Wang et al., 2019). The motive of conducting social media marketing practices is to influence consumer behaviour positively by creating a brand presence and recognition by getting adequate exposure to the products/services being offered by the fashion brands.
The growth of concepts such as e-commerce and social commerce have resulted in fashion brand investing extensively towards social media marketing strategies in a bid to attract potential customers as the number of social media users reach all-time highs. Currently, more than 50% of the global population is actively using social media platforms which results in it emerging as the most effective marketing tool for social media. Statista (2020), highlights that the total number of social media users as of 2021 is 4.2 billion with Facebook being the most widely used social media platform. From the perspective of the fashion industry, social media marketing provides brands with the opportunity to increase brand presence, enhance customer loyalty and drive traffic to its products/services or e-commerce stores allowing it with the probability to influence consumer behaviour positively (Jayasuriya, Anupama Jayasuriya and Ferdous, 2017). 
Elven (2018) has opined that fashion brands that were able to prioritize social media marketing strategies in the UK witnessed improved performance as these brands were able to gain higher exposure and enhanced capability to develop brand recognition. Based on a locational study conducted across the UK, the most successful brands in terms of its social media presence had been evaluated which depicted Nike has fared extensively well in developing its presence on social media with a very high-following on key social media platforms such as Instagram, Facebook etc (Ananda, García and Lamberti, 2017). The adaptation of social media marketing strategies by other fashion brands such as H&M, Zara, Guess, ASOS etc has benefitted in developing consistent engagement with customers globally and ensuring an improvement in its functional performance by achieving growth in the brand presence, recognition and ultimately influencing the consumer purchase behaviour positively through advertising programs and customer relationship management practices on social media platforms (Lorenzo-Romero, Cordente-Rodríguez and Alarcón-del-Amo, 2019). 
[bookmark: _Toc71750972]2.2: Social Media Marketing Reliability and Impact on Consumer Trust
Despite rapid proliferation of social media marketing practices there are arguments related to the reliability of social media marketing practices. Businesses have been intensely enhancing its brand presence on social media which has resulted in the presence of information overload for the consumers which makes numerous users questions the reliability of social media marketing. Ionos (2017) has evaluated that the information overload through excessive advertising on social media platforms often results in the users purposely overlooking the advertising and marketing programs. The prevalent circumstances depict the necessity for fashion brands to develop differentiated social media advertising campaigns which would enable it to reach out to the consumers. The aforementioned marketing strategy remains to be the most effective methodology for marketing (Camacho-Otero, Boks and Pettersen, 2019). However, the growing presence of brands has enhanced competition and towards developing reliability it is quintessential for fashion brands to develop unique and differentiated social media marketing programs which would enable it to develop brand awareness and loyalty (Millman and El-Gohary, 2017).
Scepticism related to social media marketing was evident five years ago, the growing usage of these platforms have resulted in the development of trust among consumers pertaining to social media-based advertising (Casadei and Lee, 2020). Heidegger’s theory of a shared world depicts that intimacy and proximity in the modern society are key elements which explains the consumer behaviour on social media platforms. It explains that the concept of the shared world explains consumers follow similar behaviour based on social trends and norms (Newlands, 2016). The growing trust among consumers regarding fashion brands that operate on social media platforms has ensured an improvement in the trusted bestowed by the consumers on these platforms. The consumer trust towards social media marketing despite overexposure to content has been gradually increasing which highlights the justification of fashion brands prioritizing social media marketing towards influencing consumer behaviour positively (Nielsen, 2020). 
[bookmark: _Toc71750973]2.3: Role of Social Media as a Source of News and Engagement Platform for Consumers
The role of social media as a source of news has proven to be critically important. Initially social media marketing has emerged as a crucial platform for advertising and promotion while also functioning as a measure to provide news to the consumers. The perceived benefits of social media marketing are not limited to enhanced product exposure and brand awareness. Businesses can effectively improve its customer relationship management practices towards improving its engagement with the customers (Camacho-Otero, Boks and Pettersen, 2019). Enhanced customer engagement has proven to be a crucial practice which promotes a higher probability to facilitate long-term brand relationships with its clientele. Brands have been able to effectively communicate with its customers on social media platforms and the growing importance of user-generated content has resulted in the development of new entrepreneurial prospects such as influencers, bloggers and vloggers which has revolutionized the method brands engage with its clientele across social media platforms. Large-scale fashion brands such as H&M, Zara and Marks & Spencer have been focusing on influencer marketing across the UK towards enhancing its brand news spread and improving engagement with its clientele. The new methods of engaging with customers is a measure adapted towards by fashion brands to overcome the saturation of conventional social media advertising and promotional methodologies (Ananda, García and Lamberti, 2017). 
Influencer marketing has proven to be a highly effective and convenient method for fashion brands to advertise, engage and communicate with its clientele. Partnering with influencers on social media enables the fashion brands to develop direct relationships with consumers and exposing itself to the follower base of the specified influencer as well (Michaelidou, Siamagka and Christodoulides, 2015). The overall impact of influencer marketing in enhancing consumer-brand engagement has proven to be crucial with the number of fashion brands in the UK opting for influencer marketing strategies rising at a rapid pace. The communicative and collaborative nature of social media practices have enabled the fashion brands to develop communities within which regular consumers of fashion products can coordinate, discuss with each other (Bowen and Ozuem, 2017). The UK has a very well-knit fashion community which is present on social media platforms. This depicts the requirement to promote measures which would enable enhanced brand presence for the fashion brands. An evaluation of the fashion industry has shown that brands such as Zara and ASOS which have significant social media presence in the UK have been able to achieve higher marketing benefits from social media marketing (Millman and El-Gohary, 2017). 
Papasolomou and Melanthiou (2019), have opined that social media marketing differentiates from traditional marketing as it promotes both way communication which is one of the key reasons due to which it has benefitted both consumers and brands alike. Initially social media marketing practices remained focused on promotion and advertisement only. Recent developments have ensured that social media platforms are multi-purposely utilized as a method of engagement, coordination with the consumers enhancing the potency of customer relationship management strategies. Fashion brands in the UK such as ASOS, Zara and H&M regularly engage with consumers through comments, direct messages and posts promoting an omni-channel marketing strategy which ensures the delivery of a unified message to the consumers (Brison, 2020). Social media pages of the fashion brands are also used towards posting news and information related to the fashion brands and its products/services which emphasizes on the earlier discussions that social media marketing has emerged as a powerful tool allowing fashion brands in the UK to gain a significant competitive advantage by influencing the consumer behaviour positively (Charlesworth, 2019). 
[bookmark: _Toc71750974]2.4: Social Media’ Influence in Attracting Consumers and Influencing Purchase Decision
Social media and its impact on consumer behaviour have been extensively researched and presented. There are few studies that aim to understand why social media is able to influence the consumer behaviour positively. Social media collaboratively uses various media forms such as videos, audios, livestream and interactive internet features which enable the company to improve its market presence by enhancing the ability to achieve the ability to attract consumers (Vinerean, 2017). Fashion companies are more connected with its customers and stakeholders through social media practices which allow it with a higher probability to facilitate long-term improvement and growth in its business practices by achieving higher levels of customer attention, brand exposure and recognition. The positive impact of social media marketing strategies is not limited to large-scale fashion retailers in the UK as SMEs with limited market presence can also benefit from its usage by gaining maximum exposure and an improved capability to achieve its growth potential through higher marketing efficiency (Tien, Amaya Rivas and Liao, 2019). Social media marketing provides an opportunity to SMEs to gain market attraction and achieve an ability to reach out to a larger number of potential customers which would not be viable in traditional marketing due to the limited capabilities to provide exposure and customer attention.
Discussing the impact of social media practices on the influence on consumer purchase decision of the fashion retail sector across the UK provides an insight that these practices positively impact the key motivating factors that determine consumer purchase decisions (Bhatti and Scholar, 2018). The consumer decision making towards purchases is often influenced by social, psychological and cultural needs. Fashion brands utilize social media promotion and advertising to fulfil these key hierarchical needs which would influence the consumers to purchase its respective products (Huang and Benyoucef, 2017). The growth in the inbound traffic and enhanced presence of fashion brands on these platforms enable the development of an ideal framework through which companies can attract customers and facilitate an influence on the purchase decisions of the consumers (Lăzăroiu et al., 2020). Fashion brands are driven towards achieving loyal customer bases and ensuring improvement in its functional capabilities to enhance its conversion rate through advertising strategies. The leverage achieved through the extensive exposure provided through social media presence enables the fashion brands to exercise a positive influence on the ability consumers purchase decisions (Voramontri and Klieb, 2019). It also enables businesses to adapt an approach of omni-channel market allowing the fashion brands to delivery unified marketing messages to its clientele which improves brand awareness, reputation and recognition through strategic processes to impact the psychology of the consumers by improving brand perception.
Fashion retailers have benefited from social media emerging as an effective marketing tool which has enabled it to attract customers and ensure higher ability to overcome competition to establish a loyal customer (Lăzăroiu et al., 2020). Understanding the key benefits of social media highlight that the diverse and interactive methods of social media marketing are the key factors that provide it an advantage over traditional marketing methods which enables it to attract customers and influence consumer purchase decisions positively (Lăzăroiu et al., 2020). The practices towards promoting social media marketing are expected to continue at rapid pace for the fashion industry across the UK as leading brands and SMEs prioritize the improvement in its market presence through a range of growth centric practices (Lăzăroiu et al., 2020). 
[bookmark: _Toc71750975]2.5: Research Gap
Research around social media marketing has witnessed significant growth and contribution as the importance of it has exponentially risen in the domain of marketing (Huang and Benyoucef, 2017). Studies remain focused on understanding the implications of social media marketing and its perceived benefits on businesses. Evaluating the fashion industry, numerous studies have cantered around depicting an insight into how fashion industry has grown exponentially through the usage of social media marketing in the last decade and continues to witness unprecedented improvement in its market share through social media marketing frameworks (Huang and Benyoucef, 2017). Despite the current trends evaluating social media marketing with respect to the fashion industry in the UK, there is a research gap which does not adapt a quantitative approach to understanding trends in social media marketing in context of the fashion industry (Huang and Benyoucef, 2017). This particular research would focus on quantitative analysis to gain an insight into the current trends and future probabilities of social media marketing and its influence on the fashion industry and the ability to positively enhance consumer purchases decisions. 
[bookmark: _Toc71750976]2.6: Conceptual Framework

[bookmark: _Toc71750977]3.0: RESEARCH METHODOLOGY
This chapter of the research presents the chosen research methods for collection, analysing and interpreting the collected data (Saunders, Lewis and Thornhill, 2009). The research methodology abides by the research onion, as developed by Saunders, Lewis and Thornhill (2009). This chapter presents the philosophy, approach, design, data collection method, research strategy, data analysis technique and the ethical considerations that guide the research. 
[bookmark: _Toc71750978]3.1: Research Philosophy
In academic research, philosophy is the nature or the belief through which data is collected and analysed. Bryman (2016) opined that the research philosophy acts as a base through which the data collected is analysed and used for completing the research. Saunders, Lewis and Thornhill (2009) opined that the research philosophy guides researchers on the methods through which data should be analysed. The research philosophy is based on two theories; ontology and epistemology. Ontology refers to the study of being whereas, epistemology refers to the study of knowledge. 
 
Positivism philosophy is one where a researcher uncovers the law that would depict human behaviour and this philosophy is used in conjunction with a quantitative method. On the contrary, under an interpretivist philosophy, the object would have different reactions from different people, thereby conducting a qualitative analysis (Saunders, Lewis and Thornhill, 2009). Lastly, the realism philosophy covers the limitations of both, the positivist and interpretivist philosophy. 
The current research focuses on consumer behaviour due to the intervention of social media, and the research would aim to uncover the behaviour of humans due to social media. Thus, the research follows the theories of study of knowledge to integrate human behaviour for conducting quantitative data analysis. In line with views of Saunders, Lewis and Thornhill (2009), the current research adopts the positivism philosophy. 
[bookmark: _Toc71750979]3.2: Research Approach
In research, the approach refers to the plan that is used for transforming vague ideas into a detailed method for data analysis and interpretation. According to Saunders, Lewis and Thornhill (2009), approach refers to the measures adopted for data collection, analysis and interpretation. Gray (2013) opined that deductive, inductive and abductive approach are commonly used in academic research. 
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Figure 1: Deductive Approach
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Figure 2: Inductive Approach
The deductive approach is a top-down approach where researchers validate existing theories and patterns by analysing observational data. The deductive approach is used for quantitative data analysis (Saunders, Lewis and Thornhill, 2009). This approach is appropriate for the research as it validates consumer behaviour patterns that are present in academic literature.
[bookmark: _Toc71750980]3.3: Research Design
Research design refers to the blueprint or structure of the research and it refers to the structure and parameter of the research (Saunders, Lewis and Thornhill, 2009). According to Bryman (2016), the design covers different parameters of the project and it works as a plan for data collection and analysis. 

Amongst the three designs identified above, the research adopts the exploratory design. The exploratory design is proven to be useful in studies where data is collected using survey or interviews (Saunders, Lewis and Thornhill, 2009). The use of an exploratory design helps enhance the scope of the research and inculcate personal opinion of individuals.
[bookmark: _Toc71750981]3.4: Data Collection and Research Instruments
Research is conducted using a myriad of data as greater data helps expand the scope of a research (Saunders, Lewis and Thornhill, 2009). Data collection is a practice of collecting information for analysis. Broadly, data is divided into quantitative and qualitative (Saunders, Lewis and Thornhill, 2009). Further, academic research is conducted by using primary and secondary sources of data. Primary sources of data reflect first-hand current information from respondents, whereas secondary sources of data reflect published qualitative and quantitative data. The current research utilises on primary and secondary sources of data. Primary sources of data are collected from respondents using the survey strategy whereas secondary sources of data are collected from published sources such as reports, qualitative reports and other scholarly sources such as journals and articles.  
For the research, questionnaire and IBM SPSS were research instruments. Bryman (2016) opined that questionnaires are research instruments that comprise a set of questions and other types of prompts used for collecting data from respondents. In the current research, the researcher relied on closed-ended questions by providing options for answers of each question (Appendix 1). The questionnaire comprises of demographic and closed-ended questions to analyse the collected data, the researcher utilised SPSS, which is a statistical analysis tool. 
[bookmark: _Toc71750982]3.5: Research Strategy
According to Chang, Van Witteloostuijn and Eden (2010), a research strategy refers to the plan that is used to collect data for analysis purposes. Driscoll (2011) added that interview, case-study, survey and experiment strategies are commonly used in academic research. Out of these strategies, the current research relies on the survey research strategy. 
Given that case-studies are not present in the research, the case-study strategy has been discarded from the research. As the current research had no scientific inclination, the experiment strategy has been discarded. To conduct the survey, the research relied on a questionnaire comprising of structured questions that were graded based on a Likert-Scale (Appendix 1). The research questions were sent to the respondents on email and they were given 24 hours to complete the questionnaire. The researcher avoided in person data-collection methods as coronavirus pandemic has forced lockdowns and social distancing norms to be implemented across the globe. Using email for data collection helped avoid in person gatherings. The use of the survey strategy has helped the researcher retract insights and opinion about respondents on topics related to social media and consumer behaviour. 
[bookmark: _Toc71750983]3.6: Sampling Strategy
Etikan, Musa and Alkassim (2016) opined that sampling refers to the practice of narrowing down a population for narrowing the scope of the research. Broadly, sampling is categorised into probability and non-probability techniques. Under a probability sampling technique, there exists an unequal chance of selection of a respondent, whereas, under a non-probability sampling technique, the chance of selection of a respondent is equal. 
Due to the on-going coronavirus pandemic, primary data collection has become a cumbersome task. Due to social distancing norms and lockdowns, personal contact has been limited. Out of the available sampling techniques, the researcher relied on the non-probability convenience sampling technique for identifying respondents for the research (Saunders, Lewis and Thornhill, 2009). Thus, the respondents for the research were known to the researcher and it was easier to obtain consent from these respondents for conducting the research. For the current research, 40 respondents were chosen.
[bookmark: _Toc71750984]3.7: Data Analysis
Data analysis is a crucial component of every research as it is used for generating inferences from the collected data and address the research objectives (Bryman and Bell, 2015). Primary and secondary sources of data were analysed to generate inferences and address the research objectives. 
As stated above, closed-ended questions (drafting a questionnaire) were distributed to respondents known to the researcher as per the non-probability convenience sampling technique. Information retrieved from the respondents were transcoded into an excel sheet. Further, the data was imported into SPSS to conduct descriptive statistics and regression analysis. Descriptive statistical analysis helped create bar charts that identified the proportion of respondents that agreed or disagreed to a particular phenomenon. Regression analysis helped identify any pertinent relationship between the dependent and the independent variable. To conduct the research analysis, the following two models were utilised.
Regression Equation 1
 = a b1x1 + b2x2 + … + bn xn + c.
· : Consumer Trust
· : Brand Engagement
· : Consumer Attitude
· : Brand Preferences
· : Attract Consumers
· : Social Media Usage
Regression Equation 2 
 = a b1x1 + b2x2 + … + bn xn + c.
· : Source of News
· : Channel Information
· : Social Media Reliability
These two models are regressed and the hypotheses identified in chapter 1 are tested at the 5% level of significance. If Alpha (0.05, α) is greater than the p-value of the independent variable, the null hypothesis has (failed to be rejected), and there is a significant relationship between the dependent and the independent variable. 
[bookmark: _Toc71750985]3.8: Ethical Considerations and Research Limitations
Every research has its own limitations and barriers. The current research was conducted amidst the pandemic, and primary data collection was conducted without any personal interaction with respondents (Saunders, Lewis and Thornhill, 2009). There could be a possibility that sampling bias could arise due to this venue of data collection. 
Despite the research limitations identified above, the researcher has abided by relevant rules and regulations pertaining to research ethics (Walliman, 2017). For example, private confidential information of respondents was stored online on cloud-servers and backups of the data were created to ensure data safety. Particularly, the researcher abided by the General Data Protection Regulation (GDPR) rules and the data was encrypted on cloud-based servers (Wahyumi, 2012). Secondary sources of data were only retrieved from verifiable sources and quality journals as it helped enhance the efficacy of research (Saunders, Lewis and Thornhill, 2009). For example, scholarly databases such as Google Scholar and Emerald Insight were used to procure secondary data. Moreover, the collected primary information was analysed without generating any bias or data, and the research was only intended for academic purposes and no commercial gain was generated through the research. Also, after research competition, collected data was deleted. 
[bookmark: _Toc71750986]4.0: FINDINGS AND ANALYSIS
This chapter of the research presents the findings from the data collection process. It presents the regression output, cross-tabulation results and descriptive statistics of the respondents. The second part of this chapter presents the analysis of the findings using regression and descriptive statistics.
[bookmark: _Toc71750987]4.1: Findings
Regression Model 1
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Figure 3: Model Summary
Figure 3 shows the model summary of the first regression equation. The model yielded an R-Squared of 61.9%.
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Figure 4: Coefficient
Figure 4 shows the coefficient output of the first-regression model. Based on Figure 4, the p-values for the independent variables can be summarised as follows. 
· Trust: 0.02
· Brand Engagement: 0.200
· Consumer Attitude: 0.046
· Brand Preferences: 0.064
· Attract Consumers: 0.01
Regression Model 2
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Figure 5: Model Summary
Figure 5 shows the model summary of the second regression equation. Based on Figure 5, the R-Squared of the model is equivalent to 33.5%.
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Figure 6: Coefficients
Figure 6 shows the coefficient output from the second regression output. Based on Figure 6, the p-values of the independent variables are as follows. 
· Source of News: 0.025
· Channel Information: 0.021
Descriptive Statistics
[image: ]
Figure 7: Social Media Usage
Figure 7 shows that 57.50% of the respondents agreed that social media is used in the fashion industry for gathering information about products. None of the respondents disagreed to the first statement (Appendix 1). 30% of the respondents strongly agreed to the fact that social media usage is prominent in the fashion industry.
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Figure 8: Trust
Figure 8 shows that a significant proportion of respondents have agreed that social media impacts perceived security and trust. For example, figure 8 shows that 35% (Agreed) and 32.50% (Strongly Agreed) that social media impacts perceived security and trust. A minor percentage (2.5%) strongly disagreed. 
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Figure 9: Brand Engagement
Figure 9 shows that 47.50% of the respondents strongly agree that social media is useful in the retail industry for brand engagement. Only a mere portion of the respondents 2.50% disagreed to it.
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Figure 10: Consumer Attitude
Figure 10 shows that a significant number of respondents (42.50%) considered their attitudes to evolve as a result of the use of social media. None of the respondents disagreed to the fact that consumer attitudes evolve due to social media advertisements.  
[image: ]
Figure 11: Brand Preferences
Figure 11 shows that 15% of the respondents disagreed whereas 32.50% of the respondents strongly agreed. 
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Figure 12: Attracting Consumers
Figure 12 shows that none of the respondents disagreed that social helps attract consumers in the fashion industry. Moreover, 42.50% of the respondents agreed to the sstatement.
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Figure 13: Social Media Reliability
Figure 13 shows that 52.50% of the respondents agreed that social media to be reliable in comparison to traditional marketing. None of the respondents preferred traditional marketing over social media marketing.
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Figure 14: Source of News
Figure 14 shows that 42.50% of the respondents strongly agreed that social media can be used as a source of news in the fashion industry. However, 7.50% of the respondents disagreed to the statement. 
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Figure 15: Channel Information
Figure 15 shows that 30% of the respondents strongly agree that social media can be used channelling information about products and services in the fashion industry. 7.50% of the respondents disagreed and 2.50% of the respondents strongly disagreed.
Cross-Tabulation
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Figure 16: Social Media Usage and Social Media Reliability
Figure 16 shows that a large proportion of respondents (30% Agree) that social media usage is more reliable in comparison to traditional marketing, and this is one reason why they consider using social media marketing in the fashion industry. This finding is further validated by the fact that no of the respondents disagreed to both the statements (Figure 16).
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Figure 17: Cross-Tabulation Results
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Regression Analysis
Hypothesis 1
H1 tests the relationship between social media usage and consumer trust. At the 5% level of significance, the null-hypothesis is rejected (failed to be accepted) as the p-value of trust (0.02) is lower than 0.05 (α). This suggests that a significant relationship between social media usage and consumer trust. Moreover, a positive coefficient (0.203) signifies that a positive relationship exists between the two. Findings from Figure 8 also support H1 as 32.50% of the respondents strongly agreed between social media and consumer trust in UK’s fashion industry.
Hypothesis 2
H2 tests the relationship between brand engagement and social media usage in UK’s fashion industry. The null hypothesis is accepted as the p-value of the independent variable (Brand Engagement; 0.200) is greater than α. This suggests that no significant relationship exists between brand engagement and social media usage. However, Figure 9 shows that 47.50% of the respondents strongly agreed that social media helps engage with brands. 
Hypothesis 3 
H3 tests the relationship between social media usage and consumer attitude. At the 5% level of significance, H3 is rejected as the p-value of (Consumer Attitude) is lower than α. This suggests a positive relationship between social media usage and consumer attitude. Similarly, Figure 10 shows that none of the respondents disagreed that social media usage impacts the attitude of consumers. 
Hypothesis 4
H4 tests the relationship between social media usage and brand preferences. At the 5% level of significance, H4 is accepted as the p-value of Brand Preferences (0.064) is greater than α. This indicates that no significant relationship exists between the dependent and independent variable. Similarly, 15% of respondents disagreed that social media impacts brand preferences, and 32.50% of the respondents strongly agree to the statement. Thus, a significant contradiction exists.
Hypothesis 5
H5 tests the relationship between social media usage and the ability of social media in the fashion industry to attract consumers. At the 5% level of significance, H5 is rejected as the p-value of attract consumers is 0.01, which is lower than α. Thus, there is a significant relationship between social media usage and consumer attraction. Figure 11 also supports this finding as 42.50% of the respondents agreed that social media is useful for attracting consumers. 
Hypothesis 6
H6 tests the relationship between social media reliability and the ability of social media to generate news. At α, H6 has been rejected as the p-value of source of news is 0.025. This suggests that a positive relationship exists between social media usage and its ability to provide news about products and services. Even Figure 14 shows that 42.50% of the respondents agree that social media is used as a source of news in the fashion industry. This suggests that social media has the ability to source news. 
Hypothesis 7
H7 tests the relationship between social media and its ability to channel information in the fashion industry. At the 5% level of significance, H7 is rejected as the p-value of the independent variable (channel information) is 0.021, which is lower than α. As a result, a significant relationship exists between social media usage and its ability to channel information about products and services. Figure 15 also supports this evidence as 40% of the respondents agreed and 30% of the respondents strongly agreed. Thus, cumulatively 70% of the respondents agreed that social media helps channel information.
The findings from the hypothesis testing are summarised as follows. 
· H1: Failed to be Rejected
· H2: Rejected
· H3: Failed to be Rejected
· H4: Rejected
· H5: Failed to be Rejected
· H6: Failed to be Rejected
· H7: Failed to be Rejected
[bookmark: _Toc71750989]5.0: IMPLICATIONS OF FINDINGS
Drawing in on literature review presented above, social media marketing in UK’s fashion industry has grown exponentially. Fashion brands are considering social media platforms for advertising their products to influence the purchase decision of consumers. Empirical research on UK’s fashion industry has shown that brands within the fashion industry are heavily investing in social media to increase their presence. For example, Wang et al., (2019) added that social media platforms such as Instagram and Facebook are used by retailers in the fashion industry. Reports presented by Statista (2020) have shown that social media has become the corner stone of fashion houses and consumers and businesses both acknowledge the prevalence of social media in the fashion industry. For example, H1 and H3 suggest that social media marketing is used as a tool to build consumer and trust and positively impact consumer attitudes. This suggests that fashion brands can use social media for improving consumer attitude and establishing trust. By building trust, retailers can cultivate their brand image and gain a clear idea of what consumers actually want. Indirectly, it can help brands develop and effective marketing strategy and to increase brand recognition. Once customers trust the brand, they are more likely to purchase the products and be loyal to the brand, rather than turn to a competitor (Jamaludin and Ahmad, 2013). 
Findings from the second regression analysis suggest that the growth of social media in the fashion industry has narrowed the gap between a consumer and brand. Based on Wang et al., (2019)’s views, businesses use social media to engage with customers by posting about products on social media platforms. Findings from H6 support the views of Wang et al., (2019). Even Ananda, Garcia and Lamberti (2017) had added that social media is used by UK retailers such as H&M and Zara to spread news about products and services. Thus, fashion companies should utilise social media to send news about products to a wider audience. For example, fashion companies can use social media to post about products. These posts can describe product characteristics in detail, and consumers can view these advertisements to get updated about new product launches. Thus, in line with the views of Ananda, Garcia and Lamberti (2017), social media should be used be used by fashion companies for providing news to consumers. By doing so, retailers in the UK can increase their digital presence and attract potential customers. With social media users increasing on a daily basis, retail companies in the fashion industry must take advantage of its benefits (Statista, 2020). 
On comparing social media marketing to traditional forms of marketing such as word of mouth and newspaper advertisements, it is imperative that the latter is not being used today. Compared to traditional forms of marketing, social media marketing provides flexibility as it can be used for announcing new products and introduce developments to consumers. Based on figure 13, it can be deduced that a large proportion of respondents (52.50%) agree that social media is more reliable in comparison to traditional marketing. Camacho-Otero, Boks and Pettersen (2019) opined that social media in the fashion industry is useful for reaching out to consumers. However, the use of social media marketing is prone to limitations as it is easily accessible to every business, and this causes competition to intensify. In academic literature, influencer marketing, as a subset of social media marketing, has gained prominence. In such an environment, influencer marketing has been an important strategy for retailers in the UK. 
Literature on influencer marketing has shown that it has an ability of attracting consumers and generate trust. For example, Lou and Yuan (2019) opined that expenditure on influencer marketing has risen over the past decade and it has the ability of influencing the follower’s trustworthiness through branded posts. Lou and Yuan (2019) also added that trustworthiness has the ability of influencing brand awareness and purchase intention. Findings from the hypothesis testing are in line with the views of Lou and Yuan (2019). For example, H1 and H5 has deduced that social media usage in the fashion industry positively impacts consumer trust, and it can be used by retailers to attract consumers. From the current survey, figure 12 shows that 42.50% of the respondents agree that social media helps attract consumers, and figure 8 shows that a large proportion of consumers in the fashion industry consider social media usage to impact the trust of consumers. This shows that interest in social media marketing has been prominent in the fashion industry, and findings from the current research have supported the views of Wang et al., (2019) and Camacho-Boks and Pettersen (2019). 
The two regressions models proposed above have investigated the role of social media in consumer behaviour in the fashion industry, and evaluated why social media is preferred over conventional forms of marketing. Findings from the study are suggestive of social media marketing to generate value for retailers. The ability of social media to influence consumer attitudes and trust, in-turn affects brand awareness and purchase intention. Findings from the research have added to empirical literature and it has generated implications for researchers and businesses that wish to adapt to social media marketing. The research’s findings are concentrated on how social media impacts consumer behaviour and how fashion companies should use social media for advertising. Results from the research demonstrate that social media can be used as a medium to influence consumer trust, attitude and brand preferences. 
Findings from the first-regression model also presented evidence contradictory to academic literature. For example, H2 deduced that social media cannot be used for brand engagement in the fashion industry. These findings directly contradict the views of Ananda, García and Lamberti (2017) that suggest that fashion brands use social media marketing in the UK to directly engage with consumers. This contradiction implies that fashion retailers do not use social media marketing for engaging with consumers. Rather, findings from H1 and H3 provide evidence of how social media marketing in the fashion industry impacts consumers. These findings help achieve the research objectives and address the research question. 
Findings from H4 open up a significant gap in academic research. Drawing in on the discussion above, H4 suggests that social media marketing is not related to brand preferences. This implies that social media practices do not have an ability of impacting consumer preferences. This has contradicted empirical literature suggested by Vinerean (2017). Veinerean (2017)’s findings suggest that companies use social media for collaborative purposes for identifying consumer preferences. This contradiction opens up a significant gap in UK’s fashion industry. 
The study also examined the role of social media usage and whether consumers in the fashion industry prefer social media marketing over traditional forms of marketing. Cross-tabulation results has shown that consumers in the fashion industry prefer social media platforms. These results agree with studies of Wang et al., (2019) and Lăzăroiu et al., (2020). These findings highlight the importance of investigating upon the benefits of social media marketing within the fashion industry.
Findings from the hypothesis testing and descriptive analysis also provide recommendations to fashion retailers in the UK. In UK’s fashion industry, social media plays an important role in consumer trust and brand awareness. By impacting these two variables, social media indirectly impacts the purchase decision of consumers. Thus, brands can estimate the trust of consumers by using social media and evaluating the perception and awareness of followers. Such knowledge could help retail companies formulate engagement metrics and shift their marketing practices to target the required niche. 
Findings from this study also conveys an important message to consumers in the fashion industry. It suggests that consumers should use social media for acquiring product related information in the fashion industry, for being aware of brands and building trust with the brand. However, they should not base their preferences on the advertisements viewed on social media, and they should engage with brands through social media. This finding has opened up a significant gap in academic literature that could be exploited by future researchers. 
[bookmark: _Toc71750990]6.0: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc71750991]6.1: Conclusion
The aim of this research had been to evaluate the role of social media marketing on consumer behaviour in the fashion industry in the UK. The objectives of the research were to understand the impact of social media practices on UK’s consumer buying behaviour and identify future trends with respect to social media marketing.
The report has shown that social media has grown to become a critical tool for marketing for companies, and growth of fashion companies across the globe is expected to be fuelled using social media. The fashion industry has been focused on aesthetics, lifestyle and culture, and this provides marketers with the ability of using social media to drive growth. The critical review of literature presented above has shown that academic literature on social media’s impact is concentrated around purchase behaviour. Social media has been used as a tool to drive personal growth, and leverage fashion brands to the online space. Factors such as trust, brand awareness and consumer attitude play a mediating role in consumer purchase decisions, and the ability of social media to impact these variables extends to impact purchasing behaviour. This suggests that retailers in the fashion industry must use social media to influence purchasing behaviour by increasing brand awareness and generating consumer trust. 
The study proposed two theoretical models for testing the importance of social media in UK’s fashion industry and understanding some of the reasons why social media is used by retailers in the fashion industry. Findings from the first model revealed that social media marketing is used by retailers in the fashion industry as it impacts consumer trust, attitude and it helps retailers attract consumers. The second model showed that social media marketing is effective in comparison to traditional marketing because of its ability to channel information from the brand to the consumer, and it can aid consumers in gathering information about products and services. 
Today, the world has become a global village, and researches conducted to investigate the impact of social media has been rising over the past decade. The fashion industry is one such industry where consumer preferences and trends change faster than ever. Empirical research identified above has shown that a key issue for marketers today is to understand the role of social media in the consumer purchase decision process. Findings from the hypothesis testing has revealed that social media has helped marketers influence the consumer purchase decision process. However, hypothesis testing has revealed that social media marketing does not mediate brand engagement and brand preferences. 
To conclude, social media marketing has played a key role for retailers to help shape marketing strategies. The growth of social media is forcing every business to hop on the bandwagon and adopt social media as part of their marketing strategy. Inconsistencies noted in the impact of social media on brand engagement and preferences open up a significant gap in research that future researchers can aim to exploit.  
[bookmark: _Toc71750992]6.2: Recommendations
Drawing on the discussion above, social media marketing has caused competition to intensify as the costs are minimal. In such an environment, some of the recommendations for retailers in the fashion industry are as follows. 
· Tracking Competitors: Given that social media is accessible by everyone, retailers can use it to track the development of competitors. For example, fashion companies can social media to identify the products and trends as evident in the context of other companies.
· Influencer Marketing: Influencer marketing is an emerging trend within the field of social media marketing. Fashion companies can use influencer marketing to connect with a wider audience. Retailers can pay influencers to post company related products and services. 
· Social Media Communication: Using social media platforms, fashion retailers must communicate and engage with consumers. For example, they should supplement existing customer service processes using social media. 


[bookmark: _Toc71750993]REFERENCES
Ananda, A.S., García, Á.H. and Lamberti, L. (2017). SME fashion brands and social media marketing: from strategies to actions. International Journal of Web Based Communities, 13(4), p.468.
Arshad, S. (2019). Influence of Social Media Marketing on Consumer Behavior in Karachi. International Journal of Scientific and Research Publications (IJSRP), 9(2), p.p8670.
Bhatti, A. and Scholar (2018). Science Arena Publications International journal of Business Management Sales Promotion and Price Discount Effect on Consumer Purchase Intention with the Moderating Role of Social Media in Pakistan. International Journal of Business Management, [online] 3(4), pp.50–58. Available at: https://sciarena.com/storage/models/article/ujY91gcY2S6S5Mi1fBXj06BxlO0uuGg1E32h0OjP9069B2obiHqxVbzWndjU/sales-promotion-and-price-discount-effect-on-consumer-purchase-intention-with-the-moderating-role-.pdf.
Bowen, G. and Ozuem, W. (2017). Competitive social media marketing strategies. Hershey, Pa: Business Science Reference, An Imprint Of Igi Global.
Brison, N. (2020). Redirecting... [online] heinonline.org. Available at: https://heinonline.org/hol-cgi-bin/get_pdf.cgi?handle=hein.journals/jlas23§ion=10 [Accessed 12 May 2021].
Bryman, A. (2016). Social research methods. London: Oxford University Press
Bryman, A. and Bell, E. (2015). Business research methods. The USA: Oxford University Press.
Camacho-Otero, J., Boks, C. and Pettersen, I.N. (2019). User acceptance and adoption of circular offerings in the fashion sector: Insights from user-generated online reviews. Journal of Cleaner Production, 231(2), pp.928–939.
Casadei, P. and Lee, N. (2020). Global cities, creative industries and their representation on social media: A micro-data analysis of Twitter data on the fashion industry. Environment and Planning A: Economy and Space, 52(6), pp.1195–1220.
[bookmark: _Hlk522640022]Chang, S. J., Van Witteloostuijn, A. and Eden, L. (2010). From the editors: Common method variance in international business research. Journal of International Business Studies, 41(2), pp. 178–184. 
Charlesworth, A. (2019). An Introduction to Social Media Marketing. [online] Google Books. Routledge. Available at: https://books.google.com/books?hl=en&lr=&id=2DGLBQAAQBAJ&oi=fnd&pg=PP1&dq=social+media+marketing+in+UK&ots=d7CUXNQaA4&sig=Y-J7wr7bQ88PtParQFJqTFyieIY [Accessed 12 May 2021].
Devereux, E., Grimmer, L. and Grimmer, M. (2019). Consumer engagement on social media: Evidence from small retailers. Journal of Consumer Behaviour, 19(2).
[bookmark: _Hlk522969428]Driscoll, D. L. (2011). Introduction to primary research: Observations, surveys, and interviews. Writing spaces: Readings on Writing, 2, pp. 153-174.
Elven, M. van (2018). These are the high street brands nailing social media in the UK. [online] FashionUnited. Available at: https://fashionunited.uk/news/retail/these-are-the-high-street-brands-nailing-social-media-in-the-uk/2018100939362 [Accessed 12 May 2021].
[bookmark: _Hlk31581180]Etikan, I., Musa, S. A., and Alkassim, R. S. (2016). Comparison of convenience sampling and purposive sampling. American journal of theoretical and applied statistics, 5(1), 1-4.
Gray, D. E., (2013). Doing research in the real world. The USA: Sage.
Huang, Z. and Benyoucef, M. (2017). The effects of social commerce design on consumer purchase decision-making: An empirical study. Electronic Commerce Research and Applications, 25(2), pp.40–58.
Ionos (2017). Information overload in the era of mass media. [online] IONOS Digitalguide. Available at: https://www.ionos.com/digitalguide/online-marketing/online-sales/information-overload-too-much-advertising/.
Jamaludin, A. and Ahmad, F. (2013). Investigating the relationship between trust and intention to purchase online. Business and Management Horizons, 1(1), pp.1-9.
Jayasuriya, N., Anupama Jayasuriya, N. and Ferdous, S. (2017). The Impact of Social Media Marketing on Brand Equity: A Study of Fashion-Wear Retail in Sri Lanka Need to cite this paper? International Review of Management and Marketing The Impact of Social Media Marketing on Brand Equity: A Study of Fashion-Wear Retail in Sri Lanka. International Review of Management and Marketing, [online] 7(5), pp.178–183. Available at: https://www.academia.edu/download/55638698/22_IRMM_5663_jayasuriya_okey_2010125_V2.pdf.
Kelly, Y., Zilanawala, A., Booker, C. and Sacker, A. (2019). Social Media Use and Adolescent Mental Health: Findings From the UK Millennium Cohort Study. EClinicalMedicine, [online] 6(2589-5370), pp.59–68. Available at: https://www.thelancet.com/pdfs/journals/eclinm/PIIS2589-5370(18)30060-9.pdf.
Lăzăroiu, G., Neguriţă, O., Grecu, I., Grecu, G. and Mitran, P.C. (2020). Consumers’ Decision-Making Process on Social Commerce Platforms: Online Trust, Perceived Risk, and Purchase Intentions. Frontiers in Psychology, 11(2).
Lorenzo-Romero, C., Cordente-Rodríguez, M. and Alarcón-del-Amo, M.-C. (2019). Open Collaboration as Marketing Transformation Strategy in Online Markets: The Case of the Fashion Sector. Resources, 8(4), p.167.
Lou, C. and Yuan, S. (2019). Influencer marketing: how message value and credibility affect consumer trust of branded content on social media. Journal of Interactive Advertising, 19(1), pp.58-73.
Michaelidou, N., Siamagka, N.T. and Christodoulides, G. (2015). Usage, barriers and measurement of social media marketing: An exploratory investigation of small and medium B2B brands. Industrial Marketing Management, [online] 40(7), pp.1153–1159. Available at: https://www.sciencedirect.com/science/article/abs/pii/S0019850111001374.
Millman, C. and El-Gohary, H. (2017). New Digital Media Marketing and Micro Business: A UK Perspective. [online] International Journal of Online Marketing (IJOM). Available at: https://www.igi-global.com/article/new-digital-media-marketing-micro/52104 [Accessed 12 May 2021].
Nagaraj, S. (2020). Customer Engagement by Fashion Brands: An Effective Marketing Strategy. [online] Circular Economy and Re-Commerce in the Fashion Industry. Available at: https://www.igi-global.com/chapter/customer-engagement-by-fashion-brands/255584.
Newlands, M. (2016). Book Review: Heidegger and the Media. Media International Australia, 154(1), pp.149–150.
Nielsen (2020). Newswire | Consumer Trust in Online, Social and Mobile Advertising Grows | Nielsen. [online] Nielsen.com. Available at: https://www.nielsen.com/us/en/insights/article/2012/consumer-trust-in-online-social-and-mobile-advertising-grows/.
Pandey, A., Sahu, R. and Dash, M.K. (2018). Social media marketing impact on the purchase intention of millennials. International Journal of Business Information Systems, 28(2), p.147.
Papasolomou, I. and Melanthiou, Y. (2019). Social Media: Marketing Public Relations’ New Best Friend. Journal of Promotion Management, 18(3), pp.319–328.
Saunders, M., Lewis, P., and Thornhill, A. (2009). Research methods for business students. Pearson education
Schwemmer, C. and Ziewiecki, S. (2018). Social Media Sellout: The Increasing Role of Product Promotion on YouTube. Social Media + Society, 4(3), p.205630511878672.
Statista (2020). Fashion - Worldwide | Statista Market Forecast. [online] Statista. Available at: https://www.statista.com/outlook/dmo/ecommerce/fashion/worldwide.
Tien, D.H., Amaya Rivas, A.A. and Liao, Y.-K. (2019). Examining the influence of customer-to-customer electronic word-of-mouth on purchase intention in social networking sites. Asia Pacific Management Review, 24(3), pp.238–249.
Vinerean, S. (2017). Importance of strategic social media marketing Importance of Strategic Social Media Marketing. Expert Journal of Marketing, [online] 5(1), pp.28–35. Available at: http://zbw.eu/econis-archiv/bitstream/11159/1381/1/1009506463.pdf.
Voramontri, D. and Klieb, L. (2019). Impact of social media on consumer behaviour. International Journal of Information and Decision Sciences, [online] 11(3), p.209. Available at: https://www.inderscienceonline.com/doi/pdf/10.1504/IJIDS.2019.101994.
Wahyumi, D. (2012). The research design maze: understanding paradigms, cases, methods and methodologies. Journal of Applied Management Accounting Research, 10(1), pp. 69-80.
Walliman, N. (2017). Research methods: The basics. Abingdon: Routledge.
Wang, Y., Chowdhury Ahmed, S., Deng, S. and Wang, H. (2019). Success of Social Media Marketing Efforts in Retaining Sustainable Online Consumers: An Empirical Analysis on the Online Fashion Retail Market. Sustainability, [online] 11(13), p.3596. Available at: https://www.mdpi.com/2071-1050/11/13/3596/htm.


[bookmark: _Toc71750994]APPENDICES
[bookmark: _Toc71750995]Appendix 1: Survey Questionnaire
Research Title: Role of Social Media Marketing on Consumer Behaviour: An Analysis of Fashion Industry in the UK
Dear Respondent, 
The following information presents the demographic and survey questions that would be useful for me to gather insight onto your opinion and view regarding the research question. This will hardly take up 10-15 minutes of time. These questions are structured and graded on the basis of a Likert-Scale design. For example, each number represents the extent to which you agree or disagree to the statement. 
· 1: Strongly Agree
· 2: Agree
· 3: Neutral
· 4: Disagree
· 5: Strongly Disagree
Your inputs to the questionnaire would be transcoded into an Excel Sheet and it would be analysed by me for understanding the role of social media marketing on consumer-purchase decisions in UK’s fashion industry. Inputs and information provided by you are kept confidential and secured, and it is expected that the information will be deleted from the hard-drive and cloud-servers once the research has been completed. The following relate to the demographic and survey questions that form the basis of the research that I would be conducting. 
Demographic Questions
1. What is your sex?
a. Male
b. Female
2. What is your profession?
a. Student
b. Teacher
c. Business Man
d. Others
3. What are you located?
a. China
b. United Kingdom
c. United States of America
d. Rest of the World (ROW).
4. What social media platform do you utilise?
a. Facebook
b. Instagram
c. Tik Tok
d. Twitter
Survey Questions
The following are the questions that cover different areas of the current research. Particularly, it covers different facets of social media usage in the fashion industry. The following table is bifurcated on the basis of the Likert-Scale. Please tick the appropriate box. Each box is reflective of the extent to which you agree or disagree to a particular statement. 
	Particulars/Question
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	Social media is utilised by fashion companies in the UK.
	
	
	
	
	

	In the fashion industry, social media is more reliable than traditional marketing.
	
	
	
	
	

	Social media impacts the perceived security and trust of consumers. 
	
	
	
	
	

	Social networks act as a source of news for consumers.
	
	
	
	
	

	Social media networks help consumers engage with brands.
	
	
	
	
	

	Social media platforms help an organisation evolve their attitudes.
	
	
	
	
	

	Social media marketing impacts brand preferences of consumers.
	
	
	
	
	

	Social media marketing helps channel information about products and services.
	
	
	
	
	

	Social media helps fashion companies attract consumers.
	
	
	
	
	



Thank you for filling this questionnaire and giving this research your valuable time. I believe that your inputs will be valuable for the current research and it will help me address my research objectives!
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Realism Philosophy


Interpretivism Philosophy



Research Approach


Inductive Approach


Deductive Approach


Abductive Approach
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Descriptive
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Role of Social Media in UK's Fashion Industry


Research Gap


2
image1.GIF
Tieeny| —gy
MR
=





image2.GIF
Tentative .
Hypothesis
-
Observation e o8




image3.png
Model Summa\ryb

Change Statistics

Adjusted R Std. Error of R Square Durbin-
Model R R Square Square the Estimate Change F Change dfl df2 Sig. F Change Watson
1 .8172 .668 .619 .392 .668 13.697 5 34 .000 1.962

a. Predictors: (Constant), Attract Consumers, Brand Engagement, Trust, Brand Preferences, Consumer Attitude

b. Dependent Variable: Social Media Usage




image4.png
Standardized 95.0% Confidence Interval for

Unstandardized Coefficients Coefficients B Correlations Collinearity Statistics

Model B Std. Error Beta t Sig. Lower Bound  Upper Bound  Zero-order Partial Part Tolerance VIF

1 (Constant) -.174 .256 -.680 .501 -.696 347

Trust .203 .061 332 3.308 .002 .078 327 343 493 327 .966 1.035

Brand Engagement .104 .079 .161 1.307 .200 -.058 .265 .359 219 129 .646 1.549

Consumer Attitude 214 .103 274 2.070 .046 .004 425 .584 335 .204 .558 1.793

Brand Preferences 135 .071 226 1.912 .064 -.008 279 .503 312 .189 .700 1.428

Attract Consumers 334 .091 1401 3.674 .001 .149 .519 .555 .533 .363 .817 1.224

a. Dependent Variable: Social Media Usage




image5.png
Model Summa\ryb

Change Statistics

Adjusted R Std. Error of R Square Durbin-
Model R R Square Square the Estimate Change F Change dfl df2 Sig. F Change Watson
1 5792 .335 .299 .536 .335 9.329 2 37 .001 1.300

a. Predictors: (Constant), Channel Information, Soure of News
b. Dependent Variable: Social Media Reliability




image6.png
Standardized

95.0% Confidence Interval for
Unstandardized Coefficients ~ Coefficients B Correlations Collinearity Statistics
Model B std. Error Beta t Lower Bound  Upper Bound  Zero-order Partial Part  Tolerance VIF
1 (Constant) .852 220 3.877 .407 1.297
Soure of News .201 .086 340 2333 .026 375 480 358 313 844 1184
Channel Information 222 .092 353 2.420 .036 408 487 370 324 844 1.184
a. Dependent Variable: Social Media Reliability





image1.tiff
Percent

60

50

a0

30

20

10

57.50%]

Social Media Usage

[12.50%]

30.00%]

Agree

Neutral

Social Media Usage

Strongly Agree





image2.tiff
Percent

a0

30

20

10

35.00%]

Agree

7.50%]

Disagree

Trust

22.50%]

Neutral

Trust

32.50%]

Strongly Agree

2:50%]

Strongly Disagree




image3.tiff
Percent

Brand Engagement

Neutral

Brand Engagement

Strongly Agree

Strongly Disagree




image4.tiff
Percent

50

a0

30

20

10

32.504]

Consumer Attitude

[42.50%

25.00%]

Agree Neutral Strongly Agree

Consumer Attitude




image5.tiff
Percent

W0

30f

20|

Agree

Brand Preferences.

Disagree Neutral
Brand Preferences

Strongly Agree




image6.tiff
Percent

50

a0

30

20

10

Aftract Consumers

[a2.50%

32.50%]

25.00%]

Agree Neutral Strongly Agree

Attract Consumers




image7.tiff
Percent

0

a0

Social Media Reliability

Social Media Reliability

Strongly Agree




image8.tiff
Percent

50

Soure of News.

Neutral

Soure of News

Strongly Agree

Strongly Disagree




image9.tiff
Percent

Channel Information

Agree Disagree Neutral
Channel Information

Strongly Agree  Strongly Disagree




image10.tiff
Count

Bar Chart

Neutral Strongly Agree
Social Media Usage

M strongly Agree




image7.png
Social Media Usage * Social Media Reliability Crosstabulation

Count
Social Media Reliability
Strongly
Agree Neutral Agree Total
Social Media Usage  Agree 10 3 10 23
Neutral 5 0 0 5
Strongly Agree 6 1 5 12
Total 21 4 15 40





