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Abstract
Viral marketing in the fashion industry is focusing on how it affects consumer perceptions, trust, and actions, is studied in this research. 
Collecting data through a sample consisting of 12 respondents, the research discusses interesting insights of viral marketing in this setting. Recognizing the disadvantages of a small size sample the research identifies several main findings. Virtually, viral marketing campaigns come out as attractive forces of attitudinal changes, with trust in infuencers way more than that of traditional advertising. 
Additionally, the research focuses to the possibility of long term shopping patterns under viral marketing. Truth is born out of the campaigns that go viral as a fundamental pillar, to highlight the need for truthful content in attracting the attention of the consuming masses. The art of regression analyses through the complex interplay of variables guides to elucidate more subtle relationships in the consumer behavior. Nevertheless, limitations like the absence as several demographic data and the cross-sectional nature of the study should be weary of analyzing them. 
Concluding the studied, the authors come with a series of comprehensive recommendations; given that in today’s fashion industry when trust and brand perception of matters, the fashion brands holistically integrated viral marketing as well as data-driven decision making has indeed been a fairly important success in their future. Future research directions, for instance, large-scale surveys, longitudinal analyses, and cultural studies, are, therefore, suggested to deepen our knowledge of viral marketing in the digital world currently in such dynamic evolution in driving consumer behaviour.
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Chapter 1: Introduction
[bookmark: _Toc158064706]1.1 Introduction
In this fast-paced age of hyperconnectivity, the field is under a need to comprehend viral marketing initiatives’ dynamics; especially within the fashion industry. It has been established that viral marketing strategies have found fertile ground in the fashion industry. The fashion industry can be seen to have an interesting relationship with viral marketing campaigns due to its visual appeal, changing trends and a consumer base dominated heavily by social media activity. This study sets out to analyse the lasting legacy of viral marketing campaigns in fashion, revealing approaches, impacts and implications pertaining this nascent phenomenon.
[bookmark: _Toc158064707]1.2 Research Background
The adoption rates of social networks can be explained by the following statistics from Digital Information World in 2017 (Dwivedi et al., 2021). From this information, the world’s population was 7.476 million people and from these how many were connected to internet is 3. Of these users of the internet. 2.789 billion had been actively utilizing several social media sites while on others and meanwhile four point nine one seven billion owned specific mobile devices that were their own which two point 549 billion among all continued to be active through sociability via cell phones Facebook had roughly 1.87 billion active users, YouTube reached a benchmark of one billion user subscribers (Dwivedi et al., 2021). Instagram attracted over six hundred million fans while Twitter drew three hundred and seventeen million followers; as LinkedIn pulled in more than one-hundred five millions adherents into its domain (Dwivedi et al., 2021). 
Social media networks are the basis of advertisement which leads to an organization’s achievement of several goals (Li, Larimo and Leonidou, 2020). Such campaigns allow organizations not only to facilitate more effective information storage but also unveil evolving informational and knowledge needs of the users. Besides, they support the occasion of worth feedback and enable organizations to control users’ interests as well as involvement with activities or product/service provided (Li, Larimo and Leonidou, 2020).
[bookmark: _Toc158064708]1.3 Research Rationale
Unveiling the 21st century, social media has emerged as a mighty communicative tool and information disbursement channel (Guriev and Treisman, 2022). Unlike many other platforms, Facebook, Instagram Twitter and Linkedln, have billions of users globally making them a big part of the everyday lives of people all over (Guriev and Treisman, 2022). Knowing the effect and mechanism of advertisement campaigns on these channels is essential for businesses that want to reach their intended audiences with success. The emergence of social networking sites has provided a platform for the audience to interact closely with organizations (Guriev and Treisman, 2022). Marketing programs on such platforms do not only provide information flow but also help gather important feedback and insights. A major component of contemporary marketing is knowing how to use this feedback for better campaigns.
[bookmark: _Toc158064709]1.4 Research Significance
In the current digital world, viral marketing is one of the most powerful tools that brands can use to attract and engage their target audience (Puriwat and Tripopsakul, 2021). Nevertheless, the fact that such campaigns have long-term effects is what makes this particular research especially important. While much research has focused on the short-term effects of viral marketing, this study seeks to take a closer look as it employs case studies in its attempt to analyze how these campaigns influence consumer behavior, brand perception and overall strategies over time (Puriwat and Tripopsakul, 2021).
[bookmark: _Toc158064710]1.5 Research Gap
While the literature on viral marketing and its immediate impact has grown substantially in recent years there are still significant deficiencies with regard to research into long-term effect of such campaigns. It is widely acknowledged that many studies have analyzed the factors responsible for content virality and short-term benefits associated with these campaigns (Denisova, 2022). However, there are few comprehensive case studies on how such campaigns continue to affect consumer behaviour, brand perception as well an organisation’s strategy after long terms.
This research vacuum is manifested particularly acutely in the context of social media dynamics, where trends are developing fast enough and algorithms as well user preferences keep changing. Much of the research already available captures moments in virality, but lacks breadth to understand how such viral instances influence brand-audience relations over a long period.
[bookmark: _Toc158064711]1.6 Research Aim and Objectives
[bookmark: _Toc158064712]1.6.1 Research Aims	
“This study’s main aim is to assess the long-term effects of viral marketing initiatives on social media in the context of the fashion sector”.
[bookmark: _Toc158064713]1.6.2 Research Objectives
· “To Investigate viral marketing strategies that drive the virality of campaigns in the fashion industry, including content creation, engagement tactics, and influencer roles”
· “To assess impact on consumer behavior and brand perception such as consumer attitudes and behaviors towards fashion brands, and their effect on brand image and equity”
· “To Examine the role of social media platforms to the success and spread of viral marketing campaigns, and their role in engaging consumers”
· “To analyze the effects on digital marketing strategies on how viral campaigns have transformed long-term marketing strategies in the fashion industry”
[bookmark: _Toc158064714]1.7 Research Question
· “How vital marketing strategies have been useful in the content creation, engagement tactics, and influencer roles?”
· “What is the impact on consumer behaviour and brand perception such as consumer attitudes and behaviours towards fashion brands, and their effect on brand image and equity?”
· “What is the role of social media platforms in the success and spread of viral marketing campaigns, and their role in engaging consumers”?
· “How do digital marketing strategies affect viral campaigns that have transformed long-term marketing strategies in the fashion industry”?


[bookmark: _Toc158064715]1.8 Chapter overview

[bookmark: _Toc158064716]1.9 Summary	
The advent of social networking sites has brought about a significant change in how organizations engage their audiences; they provide not only channels for information but also platforms to gather useful feedback. Today, the world is going digital; viral marketing has become one of the strongest weapons for brands to attract and intervene with their target population. This research is especially important because it addresses the aftereffects of viral marketing campaigns that are rarely discussed.
[bookmark: _p0ey6laknc9a][bookmark: _Toc158064717]Chapter 2: Literature Review 
[bookmark: _9ywkb13xtmt1][bookmark: _Toc158064718]2.1 Introduction
The following chapter will discuss the literature part for the following research paper to discuss the essential aspects of the research questions. Therefore, the following chapter will include a discussion on the vital marketing strategies used in the content creation, engagement tactics, and influencer roles. Besides that, the chapter will also briefly discuss the impact of Vital Marketing Strategies on different aspects of consumer behaviour and brand perception within the fashion industry. On the other hand, opportunities for using social media and digital media in the success and spread of viral marketing campaigns will also be included in the following chapter. Along with the impact of digital marketing strategies on viral campaigns adopted by the fashion industry as long-term marketing strategies. 
[bookmark: _zij955m010gr][bookmark: _Toc158064719]2.2 Viral marketing strategies used in the content creation, engagement tactics, and influencer roles
In content creation, engagement tactics and influencers' performance are some critical marketing strategies necessary for an effective campaign. Therefore, content generation entails the creation of useful and suitable content that will attract a particular audience while retaining them. Besides that, engagement strategies aimed at interaction with the audience and relationship building through communication (Li, Larimo and Leonidou, 2020). On that account, influencer roles refer to the phenomenon of using individuals with a large following on social media and influence among users as their key features to promote products or services. Therefore, these techniques play a significant role in helping businesses reach their target audience effectively and attract the potential audience for the business.
On the other hand, the creation of content is an essential strategy in marketing that aims to provide quality information to people to provide value and use. Therefore, this process may include blog posts, videos, infographics and social media (Jamil et al., 2022). On the other hand, the objective of content creation is to deliver materials that address both their needs and interests according to brand values. On that account, with each new piece of content businesses can position themselves as experts in their field and earn the trust of their audience (Dwivedi et al., 2021). On the contrary, engagement tactics are acts that engage the audience and establish a relationship with them. Therefore, engage with the audiences through comments on social media platforms, online events such as live interaction or webinars, surveys and crowd-sourcing. 
Besides that, The success of any engagement strategy lies in its ability to establish a sense of the brand’s community to make customers loyal and increase awareness regarding the products (Dwivedi et al., 2021). On the other hand, the influencer roles in vital marketing include working with people with a wide fan base on various social media sites. On that account, these influencers have managed to gain the trust and credibility of their audience such that they are great partners in promoting products or services. Therefore, with the use of these influencers businesses can access a larger audience and the established relationship between the follower base of an influencer.
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[bookmark: _Toc158065327]Figure 2.1: Total share of fashion products on e-commerce sales globally
(Source: Statista, 2023)
In the fashion industry digital marketing has become an essential tool for different brands to reach and engage with the targeted audience. Therefore, Content creation, engagement tactics, and influencer roles are vital components of the digital marketing strategies in the fashion industry. Besides that, the above figure represents the total share of the sales of fashion products on the e-commerce platforms through digital marketing. On that account, it has been observed that there is a total of 21.1% shares of online sales have been acquired by the fashion products on the global e-commerce market (Statista, 2023). Digital marketing has become an indispensable asset in the fashion industry to target and interact with customers. As an important part of digital marketing strategies in the fashion industry, content creation helps brands to show their product portfolios and illustrate their brand story to resonate with their target audience (Chen, 2023). In digital marketing, there are various important content creation strategies in the fashion industry. 
Visual content plays a very important role in the fashion industry because brands can present their products in interesting and eye-catching ways. Brand image is characterized by high-quality images, videos as well as other visual content that then helps create an engaging narrative which resonates with consumers (Haenlein et al., 2020). The fashion industry needs to focus on personalization when it comes to digital marketing. Brands utilize data-driven insights in order to deliver customized content which is more appealing to specific individuals, resulting in increased engagement levels and conversions. Fashion brands use various digital channels such as websites, mobile apps, email marketing and online marketplaces to provide a great shopping experience for their customers. Making this message consistent across these channels results in a congruent brand presence, which helps to improve the overall customer experience. Social media is rapidly becoming an essential part of fashion brands different platforms such as Instagram, Facebook or Pinterest are used to target the audience. The followers’ interaction through comments, direct messages and interactive content creates a loyal community thereupon around a brand.
The most important aspect of social media in the fashion industry is that it allows for engaging with consumers through a number of platforms including Instagram, Facebook, Twitter and Pinterest. Using these platforms, fashion brands and influencers present their products reveal backstage action and collaborate with influencers engaged (Vinerean and Opreana, 2021). Besides that, in the case of fashion, it is necessary to create appealing content that attracts attention. This also involves the creation of high-quality imagery, videos, blog posts and articles that appeal to the brand’s target audience with its individual personality. Using data-driven insights, fashion brands can personalize marketing campaigns to target particular consumer tastes (Lim and Rasul, 2022). Through personalized communication, targeted promotions and individual shopping environments with the use of effective CRM strategies brands can establish a lasting relationship with their customers. Given the emerging relevance of e-commerce, making improvements in such platforms is essential to interact with consumers in fashion. 
This entails improving the user interface, making the buying process easier and using data analysis for consumer behaviour patterns. Specifically, influencers in the fashion sector pay much attention to content that is genuine and interesting for their fans. They usually demonstrate their individuality, give some fashion pieces of advice and disclose how they can use various brands or products. In order to establish trust with their audience, influencers should remain authentic in promoting fashion brands (Malodia et al., 2022). Most influencers work with fashion brands to produce sponsored content that includes product reviews, styling videos and brand endorsements. These partnerships give influencers an opportunity to present the latest trends and collections in fashion as well as useful information regarding advertised products for their followers. Competent influencers create a one-of-a-kind personal brand that embodies their specific identity and style. This branding strategy allows them to distinguish themselves from other competitors in the world of fashion and gain a loyal following who are drawn by their aesthetic and philosophy.
[bookmark: _n1le55mtdslb][bookmark: _Toc158064720]2.3 Impact of Viral Marketing Strategies on different aspects of consumer behaviour and brand perception 
Consumer attitudes and behaviour with regard to fashion brands are deeply influenced by important marketing strategies applied to consumption. Marketing strategies shape consumer perceptions and behaviors regarding fashion brands which determines the image of a brand as well as its equity. Understanding the interaction between marketing strategies, consumer behaviour and brand perception is critical for fashion brands that aspire to have a long presence in markets as well as create lasting relationships with their core consumers (Hien and Nhu, 2022). The attitudes and behaviors of consumers towards fashion brands are shaped by various elements including the brand marketing strategies. The orientation of fashion brands in the market, their values and the identity that they transmit to consumers through a lot of different marketing channels affect consumer perceptions towards them (Forghani et al., 2021). For instance, brand and marketing activities capable of producing an image associated with desiredness as well as exclusivity result in positive views about a fashion label. Relatively inappropriate marketing strategies lead to negative consumer perception which influences the consumers of a brand's willingness to interact with it.
The marketing strategies play a direct role in developing the image of fashion brands among consumers. By using branding, advertising, and promotional activities in a clever way fashion companies manage to create certain meanings from which the general image of their brands is determined (Ahmad Zuhairi Zainuddin et al., 2023). This picture includes effects including perceived quality, style, applicability and artistic connection that all depend on how the brand is retailed to a target group. Besides that, a marketing strategy with good excrescencies can turn a fashion brand into an aspirational bone by associating it with consumer tastes. On the other hand, ineffective or inconsistent marketing sweats can damage the brand’s character and destroy consumers' trust (Nazarov, 2020). Brand equity is the set of impalpable aspects that add value to a brand in terms of perceived quality,  mindfulness among consumers and customer fidelity between contending brands. Marketing strategies have a significant part in developing and sustaining brand equity for fashion brands. exercising innovative approaches to marketing with tactics similar as existential marketing, influencer collaboration, brand image and digital engagement allows fashion brands to increase their strategic value through meaningful customer connections. These connections ensure long-term fidelity and advocacy among consumers, leading to a stable request position for the brand. 
On the other hand, it is essential for the marketers to understand different engagement strategies and their effects on consumer perceptions and behaviours related to fashion brands, including brand image and equity implications. Engagement techniques significantly affect the attitudes and behaviours of consumers toward fashion brands (Chen et al., 2022). Some engagement tactics that have a significant impact on consumer perceptions include social media interactions, influencer collaborations, experiential events, personalised communication and community-building initiatives. On that account, active involvement on social media channels enables fashion brands to interact with consumers directly, promote their products in natural environments and build a community among followers (Zou, Luh and Lu, 2022). In this manner, such kind of involvement makes a positive impression on the consumers’ attitudes making them feel included and personally touched with regards to the brand. Just as influencer collaborations can improve brand attributions by attaching desirable lifestyles and personalities with the brand, which would influence consumer behaviour on account of aspirational value.
Brand image and equity in the fashion industry are also developed through the application of engagement tactics. The brand image involves the overall perception that consumers have about a brand, including its personality attributes, values and company positioning in the market (Zhang, Liu and Lyu, 2023). The best engagement strategies can ensure that fashion brands are able to create a desirable brand image through content that is always engaging the target audiences. Additionally, such strategies increase brand equity through improving awareness of brands, the quality attributed to them as well loyalty from consumers. By delivering valuable connections and customer engagement, wearable brands are able to build their brand equity and distinguish themselves from competitors in the intensely competitive global market.
Content creation strategies can guide consumer perceptions towards fashion brands. Therefore, by creating compelling and applicable content fashion brands can help shape consumer perceptions about the attitudes toward their products as well as values. On the other hand, with storytelling and visual imagery brands can portray a particular type of lifestyle that values correspond to the target audience. Therefore, it leads to the creation of favourable attitudes towards a brand as consumers may view it in terms of their own aspirations and identity (Purwar, 2019). Consumer behaviour towards fashion brands is also influenced by content creation strategies. Important content can also motivate consumer commitment and response to the brand. From social media movements, partnerships with influencers or attention to online experiences precisely planned content can make consumers engage in conduct similar to making purchases or sharing brand-related activities from brands cons. Similar to content creation strategies can directly affect consumer behaviour by impacting sales and brand loyalty. 
Besides, influencing attitudes and behaviour brand image equitization is also veritably important in the fashion sector among other content creation strategies. Effective content that's harmonious and poignant can help to establish an important brand image which will connect with the consumers (Rizvanović et al., 2023). This picture includes both the brand’s visual identity and its perceived values, personality as well as positioning within a  request. It's also through effective content creation that fashion brands can distinguish themselves from rivals and define a specific identity for their target followership (Khan et al., 2022). Brand equity is a conception that relates to the counteraccusations of strategies for content creation in terms of its impalpable value deduced from the brand. constantly producing high-quality and material content allows fashion companies to improve their brand equity by strengthening associations with desirable traits in the consumers ’ minds. It can lead to increased loyalty to the brand, advanced quality comprehension and further resistance to competitive threats. 
[bookmark: _rv1h7ixamzxr][bookmark: _Toc158064721]2.4 Opportunities for using social media and digital media in the success and spread of viral marketing campaigns 
Viral marketing drives are exceptionally effective and broadly shared when they utilize social media and digital media. The expansive arrival at these stages, which empowers organizations to in a flash draw in with an overall crowd, is one significant open door (Baum et al., 2019). Organizations might take advantage of the billions of customers on social media stages like Facebook, Instagram, Twitter, and TikTok to deliver fascinating and viral substance. One more significant part is shareability, which permits customers to effectively disperse material to their organizations, which supports openness massively. Moreover, social media's intuitive highlights consider constant investment and input, which fortifies the sensation of the local area around a mission (Baum et al., 2019). Moreover, since digital media stages give different arrangements like photos, recordings, and intelligent substance advertisers might evaluate numerous ways to deal with attract watchers. Constant following and investigation of mission achievement pointers give savvy information that helps advertisers change and work on their strategies on a case by case basis (Li, Larimo and Leonidou, 2020). Basically, the smooth progress among digital and social media offers a space where inventive and connecting with campaigns might take off rapidly, growing their crowd and raising their profile.
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[bookmark: _Toc158065328]Figure 2.2: Different aspects of viral marketing through digital channels
(Source: Dwivedi et al., 2021)
The vast majority trust that Augmented Reality (AR) is a "medium in which digital data is layered on the genuine climate in a manner that is intelligent progressively and in both spatial and transient enlistment with the actual world (Dwivedi et al., 2021). As Microsoft disclosed the HoloLens in 2016, "very realism AR"  that is, content that is really integrated into the climate as opposed to simply superimposed has come to be inseparable from blended reality (Dwivedi et al., 2021). Then again, a device that includes Google Glass that clearly doesn't give genuine material isn't normally alluded to as a blended reality, regardless of whether the Milgram Continuum recommends that it certainly ought to be.
On the other hand, regardless of being laced with social media, digital media carries a one of a kind arrangement of irregularities to the discussion (Jamil et al., 2022). Indeed, even while vivid encounters, intelligent missions, and video content might catch crowds and increment virality, more modest firms with tight resources might find it hard to deliver great digital media because of its resource-escalated nature (Raudeliūnienė et al., 2018). In addition, the objective market and the sort of item or administration being publicised decide the way that effective digital media is at becoming viral. It is more enthusiastically to isolate out from the group in the undeniably blocked digital scene (Himelboim and Golan, 2019). Moreover, the transient idea of social media patterns presents a threat to the drawn-out viability of missions, as what turns into a web sensation one day couldn't be recollected the following.
Viral missions might contact a more extensive crowd beyond social media because of digital media, which incorporates a more extensive scope of channels like as sites, websites, and online papers (Kim and Kim, 2022). By utilizing search engine optimization (SEO) procedures the material might turn out to be more apparent and all the more effortlessly found by the individuals who are effectively searching for important data (Mladenović et al., 2022). One more part of digital media is email marketing efforts, which give a direct and tweaked method for contacting a particular crowd. By joining these few digital stages, viral marketing might be drawn closer thoroughly and from various points, improving the probability that a mission will succeed.
In contradiction, Zhang et al., (2023) argued that viral marketing endeavours experience issues because of the inborn attributes of digital and social media stages. Since there is such a lot of material accessible on these channels, the opposition is wild and it is trying for one mission to be heard over the rest. Unnatural calculations that oversee content circulation might make it doubtful for anything to become viral, and content perceivability limitations might make it less noticeable (Bhattacharya, Gaurav and Ghosh, 2019). It is likewise hard for a viral mission to keep energy since shoppers stand out ranges and social media is a quick-moving climate where patterns change as often as possible. Moreover, disregarding the chance of troublesome blowback is unthinkable. Although the objective of viral missions is to produce positive cooperation for an enormous scope, there is consistently an opportunity that they may be misjudged or have startling outcomes, which could blow up and hurt the mission's picture (Bhattacharya, Gaurav and Ghosh, 2019). Social media's viral nature has the ability to amplify input, both great and negative, which builds the impact of any slip-ups.
Apart from that, social media stages' constant statistics and comments permit marketers to change and work on their missions without warning (Mukherjee, Das and Chakraborty, 2023). By observing shares, likes, and comments, it is feasible to figure out which material is generally well-known and make information-driven changes to work on the mission's viability. Social media's lightning-quick speed assists organizations with staying adaptable and responding quickly to customers' ways of behaving and drifting. Concisely, social media makes it more straightforward to utilize figured pioneers and forces to be reckoned with to extend the span of viral drives (Mukherjee, Das and Chakraborty, 2023). Since their underwriting has weight with their crowd, utilizing powerhouses' followings and reputations may incredibly expand the openness of the mission. Marketers might contact previous gatherings and exploit their validity by cautiously choosing powerhouses that share similar qualities as their mission to make viral achievements (Ayswarya et al., 2019). Therefore, digital and social media stages are basic to the achievement and spread of viral marketing drives since they give an extensive range as well as unique devices for collaboration, constant optimization, and powerhouse support.
[bookmark: _kf3wx7pcq55z][bookmark: _Toc158064722]2.5  Impact of digital marketing strategies on viral campaigns adapted by the fashion industry as long-term marketing Strategies 
The fashion area has seen a change in crowd commitment because of digital marketing strategies, with viral missions arising as a powerful long-haul marketing device. These strategies affect customer association and brand openness (Jung and Shegai, 2023). Viral marketing have the ability to for all time change a brand's insight because of its fast and broad conveyance employing social media and other web channels. Most importantly, the fashion industry's utilization of digital marketing strategies has incredibly expanded brand influence (Rizvanović et al., 2023). Surprisingly fast, fashion firms can contact an overall crowd with very much-planned viral missions, growing their market presence and attracting new customers. These missions are very much developed on social media locales like Instagram and TikTok, which give fashion firms a chance to introduce their products in a tastefully satisfying and handily shared manner. 
Besides, by advancing incorporation and a sensation of local area, these viral drives help to increment customer contribution. Fashion firms might start correspondence with their crowd by utilizing customer-created material and spurring commitment through hashtags and challenges (Rehman, Gulzar and Aslam, 2022). Laying out an immediate channel of contact with customers further develops brand faithfulness as well as assists organizations with staying pertinent in a continually changing business sector by permitting them to conform to changing buyer inclinations. Also, the fashion business might get significant experience in customer conduct and inclinations by utilizing digital marketing strategies. Brands might further develop their marketing procedure and make content that requests their interest group by dissecting the information created by viral missions (Ray and Nayak, 2023). Fashion firms can now enhance their drawn out marketing plans and guarantee ceaseless progress in a continually impacting digital world because of this information driven dynamic cycle.
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[bookmark: _Toc158065329]Figure 2.3: Social Media Framework to Direct Marketing Activities
(Source: Ananda, Hernández-García and Lamberti, 2018)
Social media development has been extraordinarily helped by the presence of Web 2.0, or second-age Web-based applications. a specialized infrastructure stage where individuals team up and effectively add, alter, and change applications and content (Ananda, Hernández-García and Lamberti, 2018). Social media, likewise alluded to as social systems administration locales, are content-centred stages where customers effectively add to the improvement of data. Social media are web-based programs that empower the creation and sharing of customer-produced content. They develop the calculated system and innovation underpinnings of Web 2.0.
The digital marketing strategies have totally changed how the fashion business connects with its crowd, particularly with regard to the utilization of viral missions. From one perspective, advocates guarantee that these strategies have significantly expanded brand mindfulness and effort, bringing about a more lively and drawn-in customer association (Chandra et al., 2022). Fashion organizations might contact a more extensive crowd and maybe improve memorability and customer securing by creating connecting with and shareable content across numerous digital channels (Chandra et al., 2022). Fashion organizations may likewise concentrate on buyer conduct and inclinations because of the data-driven nature of digital marketing, which makes it conceivable to make more individualized and designated crusades that might encourage getting through customer unwaveringness.
On the contrary, Ali et al., (2023) argued that a few contend that viral publicizing's sharpness and transient nature couldn't necessarily change over into long-haul brand achievement. Indeed, even while a viral occasion could create a great deal of fervour from the beginning, shopper commitment or devotion may not be guaranteed to follow. In view of the fashion industry's reliance on trends, it very well might be challenging for organizations to foster a trustworthy and durable personality because of an absence of legitimacy (Mishra, 2020). Besides, the ceaseless search for the following viral achievement might remove assets from making major areas of strength for a for long haul brand development, making organizations more vulnerable to changing economic situations.
The disagreement between these two perspectives features how troublesome it is for the fashion industry to utilize digital marketing, particularly viral missions, as a long-haul technique (Mladenović et al., 2022). Although viral material might give moment consideration and energy, it likewise raises worries about how dependable brand-purchaser associations can be cultivated by such procedures. Fashion marketers exploring the continually influencing universe of web advancement actually have trouble finding some kind of harmony between the immediate impact of digital marketing and the requirement for a solid, enduring brand presence (Mladenović et al., 2022). Eventually, the conversation over what digital marketing strategies mean for viral missions in the fashion area over an extended time is an impression of the ceaseless search for a fruitful and enduring marketing procedure in the digital age.
Besides, fashion firms might discuss straightforwardly with their crowd thanks to the intelligent idea of digital marketing. Shoppers are urged to effectively take part in the brand story by means of customer-produced content and participatory drives, which develop a sensation of local area and steadfastness (Puriwat and Tripopsakul, 2021). As well as expanding brand mindfulness, this cooperation manufactures getting through securities with customers, laying out viral missions as fundamental components of an organization's drawn-out marketing plan.
In any case, there are hindrances in the digital world, for example, the transient idea of viral material and the requirement for firms to continually develop to attract customers. Likewise, issues that should be painstakingly explored incorporate the chance of backfire and the impacts of drop culture (Puriwat and Tripopsakul, 2021). Fashion firms expecting to expand the progress of viral missions should get a handle on the nuances of digital correspondence and work out some kind of harmony between inventiveness, validity, and responsiveness.
The fashion industry's progress to digital marketing is for the most part being driven by the manner in which buyers' way of behaving is advancing because of the rising utilization of social media and web stages (Ozuem et al., 2021). Digital stages are dynamically replacing conventional publicizing channels, as fashion organizations utilize different methods to make viral missions that interface with their objective segment. Fashion organizations might use developing patterns by catching and exploiting constant communication through digital stages' immediacy and intuitiveness. Social media areas like Instagram, Twitter, and TikTok are successful instruments for rapidly and generally sharing material (Ozuem et al., 2021). Fashion firms use big names and forces to be reckoned with cautiously to spread their message, and they rely upon the powerhouses' enormous followings to expand the mission's impact and reach. As well as working with additional perceivability, this commonly useful organization among powerhouses and organizations likewise assists with fostering a certified and receptive brand picture.
[bookmark: _xab3z44e93sf][bookmark: _Toc158064723]2.6 Theoretical Perspective 
Social Influence Theory
The “Social Influence Theory” addresses the significant influence of others on individuals’ thoughts, feelings, and behaviours (Lim, 2022). Therefore, within the scope of viral digital marketing on social media in the fashion industry, it may serve for evaluation as to how one’s perspective can affect and social engagement influence the long-term viability or failure rate of viral campaigns.
Consumer Engagement Theory
The “Consumer Engagement Theory” theory is concerned with the study of consumer-brand relationships and marketing activities (Razmus, 2021). Therefore, It can be used to measure the ongoing effects of viral digital marketing campaigns through consumer engagement levels over time and their influence on brand loyalty and advocacy.
Network Theory
The “Network theory” is concerned with the structure and development of social networks (Hollebeek et al., 2021). In terms of viral digital marketing on social media within the context of the fashion industry, this theory can help to study different information that goes through online groups and impacts consumers’ thinking patterns over time.
[bookmark: _bwwetlm48twv][bookmark: _Toc158064724]2.7 Literature gap 
There is a major literature gap in the evaluation process of the long-term impact of viral marketing efforts on social media platforms focusing on the fashion industry. As stated by Zhang et al. (2023) the short-term impact of viral marketing in general has been studied, but there is a lack of comprehensive studies focusing on long-term effects and its particular application to the fashion industry. Therefore, it is vital for fashion businesses to understand how viral marketing campaigns on social media platforms shape consumer behaviour product brand loyalty and market trends over the long-term period (Bhattacharya et al., 2019). On that account, the different dimensions of the long-term impact of viral marketing need to be explored in the following study as well.
[bookmark: _g7chr8e9cw7t][bookmark: _Toc158064725]2.8 Summary 
The following chapter has discussed the vital marketing strategies used in the content creation, engagement tactics, and influencer roles. Besides that, the chapter has also included the significant impact of Vital Marketing Strategies on different aspects of consumer behaviour and brand perception within the fashion industry. On the other hand, opportunities for using social media and digital media in the success and spread of viral marketing campaigns have also been included in the following chapter. Besides that, the impact of digital marketing strategies on viral campaigns adopted by the fashion industry as long-term marketing strategies has also been included in the literature part of the following research paper.
[bookmark: _tl2kdijsc2ug][bookmark: _Toc158064726]Chapter 3: Methodology 
[bookmark: _ddinrso7yvgr][bookmark: _Toc158064727]3.1 Introduction
The methodology part lays out the establishment for a broad request by giving the essential system that tends to the exploration objectives. This part gives a definite outline of the review plan and methodology, making sense of the means engaged with social occasions and deciphering information. To ensure a piece of extensive and nuanced information on the concentrated on peculiarities, this study uses a double strategy procedure that incorporates primary quantitative and qualitative exploration approaches. The underpinning of this request is the quantitative examination, which utilizes measurable methods and coordinated reviews to evaluate factors and recognise designs in the dataset. To investigate the intricacies of human encounters, viewpoints, and intentions, qualitative exploration philosophies are utilised.
[bookmark: _c8zwfj8r8pt3][bookmark: _Toc158064728]3.2 Research Philosophy
A review's origination, execution, and understanding are totally impacted by its examination philosophy. It gives the structure that analysts use to investigate the philosophical assumptions that guide their review (Alborough and Hansen, 2022). Choosing between quantitative and qualitative methodologies in essential exploration is critical and addresses different examination viewpoints. Interpretivism and positivism are the two most popular paradigms that are being widely incorporated by a major proportion of researchers in the broader context.
There are a few drawbacks to interpretivism as an examination philosophy, particularly with regard to essential quantitative and qualitative exploration. Its subjectivity and predisposition potential are two significant downsides (Alborough and Hansen, 2022). Since translations are unequivocally influenced by the specialist's own perspectives and values, interpretivism might bring about an absence of objectivity and trustworthiness in qualitative exploration, which plans to grasp the implications and perspectives of members. Besides, interpretivism could run into issues with generalizability (Žukauskas, Vveinhardt and Andriukaitienė, 2018). For solid generalizability, quantitative exploration which utilizes measurable examination to recognize examples and connections frequently needs a more positivist methodology. Interpretivism's accentuation on setting and specific conditions might make it harder to apply research results to bigger populations, subsequently decreasing the review's outside legitimacy.
An exploration philosophy known as positivism puts major areas of strength for an on employing logical methods and experimental perception to find out about and grasp the social climate (Park, Konge and Artino, 2020). Both quantitative and qualitative strategies might be in accordance with positivist thoughts when utilized in essential examination. Positivism energizes the orderly assortment of mathematical information for quantitative review through investigations, overviews, and factual examination of accessible information (Park, Konge and Artino, 2020). While doing quantitative exploration, positivist specialists search for examples, connections, and consistencies to foster wide standards or speculations that apply to all circumstances. A positivist methodology in qualitative exploration involves the goal and purposeful investigation of non-mathematical information, which is frequently obtained through strategies that reciprocate substance examination, meetings, and perceptions. The objective is to expansive social peculiarities inside a specific climate while keeping up with adherence to severe and coordinated conventions. In the qualitative examination, positivism searches for patterns, consistencies, or comprehensive material experiences that advance our insight into social reality (Bonache and Festing, 2020). Hence, this exploration strives to incorporate the positivist research paradigm to lead the way for the successful execution of the study.
[bookmark: _wl5isyo3nnp][bookmark: _Toc158064729]3.3 Research Approach
Proper selection of a research approach is considered to be crucial to set a clear directive for the exploration and ensure the meeting of the ultimate objective. Inductive and deductive are the most widely learned approaches employed in an extensive range of studies. Contrasting essential quantitative and qualitative exploration approaches with the inductive examination system, which involves going from individual perceptions to more extensive speculations, uncovers a portion of the deficiencies. A striking limitation is the conceivable shortfall of generalisability (Makri and Neely, 2021). Applying the consequences of inductive exploration to a more extensive populace might be troublesome since it at times relies upon little example sizes or specific conditions. Essential quantitative examination, then again, looks for measurable portrayal through greater sample sizes, yielding discoveries that are more reliable and extensively appropriate (Makri and Neely, 2021). Moreover, as the specialist's perspective influences translations, inductive exploration might be scrutinized for subjectivity and potential predispositions.
Deductive examination is a coordinated and deliberate interaction that starts with an exact and obvious hypothesis or speculation, which is then tried or approved utilizing genuine information (Casula, Rangarajan and Shields, 2020). Deductive thinking is an essential quantitative examination in forming a theory in view of acknowledged thoughts or before studies. Then, researchers plan an examination to accumulate quantitative data that will either verify or refute the hypothesis. For instance, on the off chance that the speculation is that two factors are related, quantitative information is gathered by means of an examination or review, and then, at that point, measurable strategies are utilized to dissect the information and make derivations (Casula, Rangarajan and Shields, 2020). A deductive system is essential qualitative exploration begins with a specific hypothetical structure or speculation that coordinates the social occasion and assessment of proof. A reasonable system or series of expectations might be created by the specialist utilizing previous thoughts; they are then examined during the most common way of getting together qualitative information (Borgstede and Scholz, 2021). This strategy ensures that the exploration remains immovably situated in acknowledged hypothetical perspectives by offering a coordinated focal point through which to examine and grasp the qualitative information.
[bookmark: _642in6s3bqqk][bookmark: _Toc158064730]3.4 Research Design
The review will utilize a descriptive examination approach to completely inspect and evaluate the characteristics, activities, and characteristics of the chosen subject (Aggarwal and Ranganathan, 2019). The get-together of mathematical information to gauge and measure various attributes will be the primary focal point of the quantitative exploration component (Aggarwal and Ranganathan, 2019). A delegate sample will be given studies and organized surveys, empowering statistical examination of the information to distinguish patterns, trends, and correlations. it will utilize statistical procedures like mean, middle, and standard deviation to examine and grasp the mathematical outcomes.
Concurrently, a qualitative examination procedure will be utilized to get a comprehensive comprehension of the emotional parts of the point (Sharma et al., 2023). The review will investigate the members' fundamental intentions, perspectives, and discernments utilising centre gatherings, interviews, and unassuming surveys. The review will utilize topical investigation and coding strategies to observe intermittent subjects, patterns, and nuances inside the qualitative information (Sharma et al., 2023). The review will utilize the descriptive exploration design to execute the research and determine the ultimate conclusion.
[bookmark: _x26w6lw5on4l][bookmark: _Toc158064731]3.5 Data Collection
Various information-gathering strategies are utilized in essential quantitative and qualitative exploration, each with an explicit capability in the examination cycle (Zhang, 2021). The point of essential quantitative exploration is the statistical investigation and mathematical information. Experiments and surveys are well-known procedures for getting together quantitative information (Zhang, 2021). Analysts can actually gauge and examine answers by involving “close-ended” questioning in surveys that have foreordained reaction options. In an examination, factors are changed to perceive what they mean for a reliant variable; this frequently brings about mathematical information that can be dissected. Essential qualitative examination, then again, endeavours to explore and comprehend basic implications, insights, and encounters. Techniques for social occasion qualitative information incorporate centre gatherings, perceptions, and interviews (H. R. and Aithal, 2022). Interviews work with inside and out grasping by empowering real-to-life articulation of thoughts and feelings. Centre gatherings act as a discussion for bunch conversations, which permits scholastics to examine different perspectives about a specific subject. 
Around 12 participants have been elected as a sample for executing the survey and 5 participants are considered for conducting interviews regarding the topic. Apart from that, a questionnaire would be circulated through Google Forms that would consist of around 12 questions for gathering the broader insights from the survey. 2 demographical questions are there to understand the demographic characteristics of the sample size. Alongside this, 2 Yes/No questions and 8 objective questions will consist of the questionnaire in the larger context. These techniques are being incorporated to execute the study and gather proper insights from both the primary qualitative and the quantitative datasets in an extensive context.
[bookmark: _aahddq5vm0x][bookmark: _Toc158064732]3.6 Data Analysis
Research data analysis has been promoted qualitative examination through SPSS. SPSS (Statistical Package for the Social Sciences) is a commonly involved program for essential quantitative examination. While putting together, cleaning, and breaking down mathematical data acquired from surveys, experiments, or other quantitative procedures, specialists use SPSS (Dhakal, 2022). It gives different statistical techniques, going from modern inferential examinations to crucial descriptive measurements. Statistical analysis such as regression, Anova, alpha test and correlation analysis have also been conducted. Furthermore, Charts have been formed through the Google form in order to analyse the findings of the survey. 
To make important discoveries, analysts could look at connections, patterns, and trends in their data. The formation of tables, diagrams, and outlines utilizing SPSS assists with making results more straightforward to communicate (Dhakal, 2022). 
[bookmark: _93zmgr6cdpfm][bookmark: _Toc158064733]3.7 Ethical Aspects
The credibility, regard, and government assistance of study members are significantly subject to ethical issues in essential quantitative and essential qualitative examinations. To safeguard member privileges in the quantitative examination, where data is normally gathered through controlled methods like surveys or experiments, scientists should keep ethical rules. Guaranteeing that members are completely informed on the objective, strategies, and potential risks of the exploration is urgent, and it requires informed consent (Michael et al, 2023). 
Moreover essential are obscurity and confidentiality, which safeguard members' protection by getting their information and personalities (Michael et al., 2023). To ensure that the discoveries fair-mindedly and definitively address the data that was gathered, straightforwardness in data analysis procedures is critical. Researchers need to be alert while revealing any discoveries in a particular way as this would possibly contort the consequences of the examination. In addition, ethical concerns incorporate the proper reference of programming apparatuses and systems, paying some respect and recognizing any potential disadvantages connected to the chosen scientific approaches.
[bookmark: _8pryltjo8prj][bookmark: _Toc158064734]3.8 Summary
The exploration process is illustrated in the technique part, which likewise fundamentally affects the review's conclusions. To get exhaustive experiences into the review's central concerns, a blend of essential quantitative and qualitative examination philosophies was utilized in this section. A delegate sample of the objective populace was given organized surveys as a feature of the quantitative component. To gather mathematical data for statistical analysis to track down patterns, trends, and correlations, these surveys utilised open-ended questions. Confidentiality and informed consent are two ethical elements that were totally followed all throughout the data-gathering methodology. Thus, this section gives a broad and efficient strategic system that ensures a cautious assessment of the examination objectives while maintaining the review's honesty and ethical principles.
[bookmark: _Toc158064735]Chapter 4: Data analysis and discussion
[bookmark: _Toc158064736]4.1 Introduction 
This chapter outlines the intended scope of this study to appraise the sustained influence of viral marketing campaigns implemented on social media, particularly, the fashion industry an extremely ephemeral fuelled sector based on the currency of trends and the excitement of appearances. Out of all the ever-changing trends in digital marketing strategies, the viral marketing campaigns are now being seen as stables in the fashion industry. However, the dynamic growth of social media comes inevitably with consumer-to-consumer communication demanding their attention and an efficient strategy where consumer relationship is taking place. The social media has pointed the way for the fashion brands where they see new ways of engaging with their consumers’ offering brand identity, as well as sale increasing formats. Such campaigns do not only leave a temporary imprint on the market but they have an ability of changing the behavior and perceptions especially among the consumers in a long-term perspective. 
[bookmark: _Toc158064737]4.2 Data analysis plan 
At the beginning, data cleaning and preparation stage is the importing the survey data from Google Forms into SPSS observations at this point are critical, in which, missing values are painstakingly checked, outliers detected and resolved, and the accuracy and formatting of variable labels and formats are confirmed. Accuracy and reliability of the subsequent analysis is a lot dependent on a good procedure of data cleaning.
The second step comprises descriptive statistics offering preliminary information over the data. For any survey question statistical measures such as mean, median, mode, standard deviation, and frequency distribution are computed. These statistics give an overall picture of the central tendencies and dispersion of the data.
Data visualization is the next important aspect. Here, there come into the picture the charts on Google Form surveys, providing visual statements of the received information in a presentable way. Graphs are used when necessary to visually represent survey outcomes; bar charts, pie charts, histograms, and scatterplots are among types of graphs used. Not only do such charts provide a more effective presentation but contributing to making the data understandable.
The fourth step should be a hypothesis testing, if the theoretical part allows to test the hypotheses formulated by the researcher. The basic tasks that one can perform with SPSS are statistical tests, including t-tests, regression analysis of ANOVA. Interpretations of being done with these tests are that they are investigated as to whether there are statistically significant relationships or differences between variables, in accordance to the research hypothesis.
Hypothesis 
Null Hypothesis (H0)
· Viral marketing campaigns on social media do not have a significant influence on consumers' perceptions of a fashion brand.
· Consumers do not trust the fashion-related content shared by influencers more than traditional advertising.
· Social media platforms are not effective in promoting new fashion trends and products any more than other channels.
· Viral marketing campaigns do not change consumers' long-term shopping habits in the fashion sector.
Alternative Hypothesis (H1)
· Viral marketing campaigns on social media significantly influence consumers' perceptions of a fashion brand.
· Consumers trust the fashion-related content shared by influencers more than traditional advertising.
· Social media platforms are more effective in promoting new fashion trends and products than other channels.
· Viral marketing campaigns change consumers' long-term shopping habits in the fashion sector.
[bookmark: _Toc158064738]4.3 Survey analysis
[bookmark: _Toc158064739]4.3.1 Findings on primary survey 
[image: Forms response chart. Question title: What is your age?. Number of responses: 12 responses.]
The above pie chart demonstrates the representation of age for the respondents of a survey which consisted of 12 participants. The largest group is 18-25 years old and constitutes 66.7% of the responses, reflecting two smaller and equal segments, each representing 16.7% of the responses, follow the fact that the majority from among the participants are young people.This: the 26-35 and 36-45 age cohorts. The smallest group represented in this survey at all, is the 46 and above category. 
[image: Forms response chart. Question title: What is your gender?
. Number of responses: 12 responses.]

The given pie chart represents gender composition of respondents from the 12 surveypeople. Among the respondents half, that is 50%, have opted to be male. 33.3 percent of the participants have reported as females. Another small portion; 16.7% have selected the ‘Prefer not to say’ option. The distribution implies a fairly even distribution of genders between male and female respondents with a more sizable number of participants choosing to remain anonymous as regards their gender identity. This is important information since it highlights the demography of those who were involved in the survey and such demography can also positively highlight different viewpoints based on gender, especially if such survey involves gender-based meaning or behavior preferences.
When it comes to marketing or social media studies knowledge of gender dynamics is especially helpful. To achieve this, marketers rely on gender as a segmentation tool whereby they target both female and male on the gender basis. The fact that there are people who DO not wish to state their gender shows that relationship and individual privacy must be realized and that gender identity is non-binary in research. This element of data gathering resorts to limitation of gender of gender being often intricate to develops inclusion in terms of survey construction and implementation.

[image: Forms response chart. Question title: Have you ever purchased a fashion product based on a viral marketing campaign you saw on social media?
. Number of responses: 12 responses.]

The provided pie chart delineates the purchasing behavior of 12 respondents concerning fashion products influenced by viral marketing campaigns on social media. A significant majority, 91.7%, report that they have not purchased fashion items triggered by viral marketing campaigns. In contrast, a minimal segment, 8.3%, confirm making such purchases. This stark discrepancy suggests that while viral marketing has the potential to reach a wide audience, it does not necessarily translate into a high conversion rate in terms of actual sales within this small sample group. Other brands following allows influencers and brands to stay on top of industry trends, competitor strategies and new product launches. This allows them to gain knowledge about the market dynamics and consumer tastes which helps them to make changes in their own strategies (Wang and Geng, 2019). Additionally, it reflects a discerning consumer base that is cautious about purchasing products through viral channels, possibly due to a skepticism of online marketing tactics or an aversion to impulse buying (Li et al., 2020). However, the limited sample size must be taken into account when drawing conclusions, as it cannot be representative of the general population’s response to viral marketing in the fashion sector.
[image: Forms response chart. Question title: Do you follow any fashion influencers or brands on social media platforms?
. Number of responses: 12 responses.]
The pie chart shows social media interaction relating to influencers or brands for 12 respondents. The most dominant responded 75% stated that they do not follow any style influencers, whom they follow on social media. This is in comparison to 25% who actually do interact with fashion influencers or brands by following them on such platforms.
This distribution shows that in this small sample most of them are either not interested in fashion content on social media or they choose to interact with fashion content by other means than following influencers or brands. Those that do follow such accounts make up the 25% segment and these could be more intensely involved with the current trends and products in the fashion industry through social networks. This infers that an act leaves a relatively active influencers and brands audience on social media that a bigger part could be out of peculiar marketing manners required commercially effective reach (Linnéa et al., 2018).
[image: Forms response chart. Question title: Have you shared or engaged with viral content related to fashion on your social media accounts?
. Number of responses: 12 responses.]
The pie chart displays responses of 12 people on how viral fashion content on social media interacts. A slight majority of 58.3%, show that they have not posted or interacted with fashion viral content on their social media accounts. In the meantime, a sizable segment, 41. Viral campaigns frequently generate talk among consumers, online and offline (Onlinemkt, 2022). The positive word-of-mouth generated through viral marketing can increase impact, since people tend to take into account recommendations by their friends, relatives and peers. In addition, word-of-mouth marketing helps promote the image of the brand among the customers. It can be stated that there is a clear image of the difficulty of the marketers and social media strategists in developing viral content that does not just hit millions of people but also makes them engage (Denisova, 2022). 
Moreover, this insight might be useful for guiding fashion brands on varying intrigue of the users and set their code of the content strategy, to convert passive viewers to active engagers (Mukherjee, Das and Chakraborty, 2023). Nevertheless the results are qualified thusly as the sampling was relatively small and the significance of the survey on contemporary social media behavior trends was considered limited and further research would be needed for clearer conclusions in relation to fashion (Gazzola et al., 2020).

[image: Forms response chart. Question title: Viral marketing campaigns on social media significantly influence my perception of a fashion brand.. Number of responses: 12 responses.]
The pie chart represents the thoughts of twelve respondents regarding the influence of viral marketing campaigns on their beliefs about fashion brands. Of importance, 66.7% are in the agreement whatsoever or strongly agree that a viral marketing campaign in social media majorly impacts their perception of a fashion brand. The dominance of this response attests to an overwhelming power of viral marketing in influencing consumer attitudes toward brands within the world of fashion (Krishnan et al., 2021). On the other hand, one out of four of the respondents are neutral on the statement either agreeing or disagreeing with it, which can be attributed to either selective inference of such campaigns influencing their perceptions or general disregard to viral marketing tactics. 
The success of a viral marketing campaign also impacts the brand's product's perceived value and quality (Huang, 2022). When a campaign becomes viral, it creates social proof by showing that many people find the brand or its products either attractive or valuable. Further, the fact that negative and agree to disagree responses are present point to the idea that viral campaigns cannot be equally effective across the entire population. For the fashion marketers interest in the subtleties of these different scales of influence is the key for developing strategies that appeal to a more extensive audience (Pangarkar, Shukla and Taylor, 2021).

[image: Forms response chart. Question title: I trust the fashion-related content shared by influencers more than traditional advertising.. Number of responses: 12 responses.]
The pie chart depicts four levels if trust that twelve people share towards the fashion-related content published by influencers compared with the conventional forms of advertising. The research finds out that a large number of people, 75%, either agree or strongly agree with the statement, suggesting that they are largely ceding to the influencers over others traditional advertisements. This might allude to the believed genuineness and relatability of the authors or a decision to see to the involvement of every word of the influencer.
However, a sliver of 16.7% of the sample population is neutral, an indication that they can think the same credit given to influencers and traditional advertising or other factors guide their trust more crucially. Just 8.3% disagree with the statement, showing skeptic about influencer contentor more confidence in the credibility of traditional advertising mostly based on the consistency and regulatory requirements that it is subject to. These responses imply a society development pattern of the consumer behavior, in which social evidence and recommendations of intermediaries through the influencers have a significant impact on trust and decisions to purchase, particularly on fashion industry (M and K, 2017). This information becomes more crucial to marketers who should realize the importance of influencer partnerships in brand endevour.

[image: Forms response chart. Question title: Social media platforms are effective in promoting new fashion trends and products.
. Number of responses: 12 responses.]
From the pie chart above, it is possible to see that the perception of 12 respondents on how efficient social media applications are for promoting new fashion trends and product innovation are presented. At least 50% of the respondents agree with this statement implying that social media is a strong marketing platform for fashion trends and products. This is an evidence of an understanding of the vast coverage and impact which is enjoyed by social media in the current which is currently the market place especially in the latest industry where appeal is largely visual.
For the confirmation that social media is an essential tool in marketing the fashion industry, another 16.7% agreed strongly showing that the level of agreement in the research has been reinforced. Contrastingly, a minority disagrees 8.3% and a further 8.3% strongly disagree, which expresses skepticism in social media marketing effectiveness or an inclination towards another marketing avenue.
Social media influencers play a significant role in both pushing fashion trends and goods. Influencers with large followers equally collaborate with many fashion brands to use their products to a bigger audience (Wang and Geng, 2019). On contrary, Social media gives fashion brands the opportunity to target particular demographics through advanced targeting options that require age, location, interests, and online behaviour (Linnéa et al., 2018). It brings forward the fact that a considerable part of the surveyed sample recognizes the influence of social media in dictating fashion trends and that opinions are divided on its effectiveness as a whole (Alves de Castro, O’Reilly and Carthy, 2021).

[image: Forms response chart. Question title: Viral marketing campaigns have changed my long-term shopping habits in the fashion sector.. Number of responses: 12 responses.]
The pie chart shows 12 respondents’ reactions to viral marketing fully influencing their prolonged habitual shops in the sector of fashions. 75% of the participants either disagree or strongly disagree with the statement, that is, viral marketing campaigns have not altered their long-term shopping patterns markedly. This has been implying that though viral campaigns increase enthusiasm or excitement, up to a given time they do not change a thorough consumption pattern for most of this group.
Compared,, a minuscule amount, 16.6% consider that their buying practices have been influenced by such campaigns. The subgroup of respondents could belong to consumers susceptible to the effects of social media marketing or those who closely match the trends and lifestyles the viral content emphasizes Viral. campaigns affect consumer perceptions and attitudes about particular products and industries (Wang, Thi and Lan, 2022). Through portrayinga brand or a product in a certain light and associating it with particular values, viral marketing leads to shaping how consumers view and relate with those offerings in the long run.
To marketers, even such insights can prove to be critical in understanding the genuine effects of viral campaigns on the customer behaviour beyond the immediate ads of engagement metrics (Holiday et al., 2020). Viral marketing channels into emotions, trends, or social causes to alter consumer behavior. As regards to this, initiatives targeting sustainability or social responsibility can cause a change over time in consumer tastes towards environment-friendly or ethically-produced goods (Jia et al., 2023).  

[image: Forms response chart. Question title: The authenticity of a fashion brand's viral marketing campaign on social media is crucial for my engagement and trust in the brand.
. Number of responses: 12 responses.]
The pie chart of 12 respondents shows the level of the importance of originality for their personal involvement in the brand’s viral advertising campaign and their confidence in a brand primarily. A vast majority of 58.3% strongly agree with the statement which shows considered authencity as an important aspect to be credible enough to engage them. This is also endorsed by 25% more that agree, which further points to the fact that, true and real marketing processes are liked by the vast majority of the respondents.
On the other extreme side, a mere 8.3% disagree with the statement deducing that genuineness in viral ads cannot hold much significance for their involvement with or confidence in a trend brand. The remaining 8.3% are not impressed as to how important rigour to one’s authenticity is in their decision to interact with a fashion brand and communicate trust to it. As a whole, the chart shows evident favouritism towards natural viral strategies that the respondents can prepossess. 
Can you tell us about your background and experience in the fashion industry, particularly in relation to digital and viral marketing?
· Yes
· I don’t have experience in particularly
· No
· For a career in fashion marketing, our Level 4 Digital Marketing or Level 4 Fashion Retail (with Marketing) diploma courses will get you qualified for an entry-level role in the industry in just one year
· Great
· Good
· Insta
· All over good experience
· Quality
· Yes good
· Very nice

	The responses range from positive answers to gained practice in the fashion industry to admission of zero experience as such. Some participants just support warrant only a ‘Yes’, others specify that they do not possess specific experience I do not have specialty experience’ or explicitly deny having any.
After the question of experience, however one can find a promising statement for diploma courses in digital marketing and fashion retail with marketing to imply that the seeker canenter the industry in about 1 year. This statement, depending on how people respond to it, cango from expressly positive, moderate to downright minimalistic, possibly indicating that this is a social media statement with an implicit focus or platform preference.
Finally, the responses appear to address the standards of an undefined entity, it canbe referring to the courses stated above, or, maybe the quality of experiences of the respondents in the world of fashion. These are all positive with words like “ All over good experience,” “ Quality,” “ Yes good,” and “ Very nice.”
Analyzing this text, it seems to be representative of different outlooks on the significance of formal education in fashion marketing and the quality of such educational programs. On top of that, the positive responses can mean that the respondent is pleased with his or her education that he or she received and there is potential to be influenced by sensorineural questions (Schrammeijer et al., 2022). The single-word answers, such as yes, can be seen as showing that respondent needed more interaction and a more specific to be engaged and complete.



What key elements do you believe contribute to the virality of a marketing campaign in the fashion industry?
· No
· compelling storytelling, humor, and user participation
· Good
· No
· Social media influencer and popular celebrity marketing
· Yes
· Promoting
· Good
· Great

	The responses collected offer a glimpse of thoughts on the essential factors which promote virality in marketing campaigns within the fashion industry (Puriwat and Tripopsakul, 2021). While some merely nodded Yes or No, or used general positive sentiment such as Good or Great, others cited particular elements. The authors identified the above as a key trio implying that a powerful narrative, humor, and user engagement drive sharing due to user participation. Moreover, “Social media influencer popular celebrity marketing” was signaled, between the lines implying the presence of prominent individuals, lending campaigns a feeling of importance and scope. 



In your view, how critical are influencers in the success of viral marketing campaigns in fashion?
· Yes
· Excellent
· A lot in terms of their popularity
· No
· it lends credibility and authenticity to the campaign allows brands to gain more visibility with new audience and to build trust with consumers.
· No idea
· Great
	The opinions elicited provide an interesting multiplicity of views concerning the role of influencers in the success of the campaign on viral marketing by the fashion industry (Szarecki, 2021). Some respondents affirmed the importance of influencers with phrases such as “Yes,” “ Excellent,” and “Great,” and some of them commented on flavors that helped them to develop their conclusions. This indicates that the role of influencers is not really all about popularity but goes beyond that in the campaign of unknowingly done marketing. They provide so much credibility and authenticity to campaigns therefore making the campaigns more believable and confident for consumers to rely on. Furthermore, influencers are perceived as agents of increased brand recognition to new markets and long-term consumer trust, two elements crucial to the market´s rapid changes and increased competition characterizing the fashion industry (Turku, 2023). 



How do you think viral marketing campaigns on social media influence consumer behaviours towards fashion brands?
· No
· No
· The tent purchase products even without experience just because influencer is following
· increased visibility, engagement, and brand awareness
· Honourable
· Great
· Yes
· Increased visibility, engagement, and brand awareness.
· It depends
· Excellent
· Good
	Some participants hinted scepticism with straightforward ‘No’ answers, other participants revealed the intricate process via which such campaigns were influencing. The reference that consumers spend money on products as a result of their endorsement by influencers has also been pointed out above to reveal that consumers idolize some influencers because they have the capability to influence their decisions to a high degree while other bloggers have a but less power over consumers.
On the contrary, the authors who put a focus on the positive manifestations note that viral marketing stimulates product visibility, engagements, as well as awareness of the brand. 



Which social media platforms do you find most effective for viral marketing in fashion, and why?
12 responses
Yes
Instagram
No
Instagram and TikTok are highly visual and ideal for showcasing your latest designs through stunning visuals and short videos
Trustable
Honourable
NA
Great
Yes, good

	The responses provided have stated various opinions on what social media can be identified as the most efficient on the diffusion of virus marketing in the clothing sector and short explanations for each response. The second popular choice of visual communication is Instagram which is very visual-oriented and can show off fashion designs not only with attractive interesting visuals, but with short videos as well. This corresponds with the brand of this platform which has been defined as the centre of fashion inspiration and trends.
Equally, TikTok is the up and coming star in the field of fashion marketing through its short video format that gives ease in transmitting a trend or style to hordes and tuned in audience. A few respondents mention “Trustable” and “Honeurable” but don’t specify platform, implying generalized trust in the diffusion of social media for marketing virality in the fashion platform. 



How have viral marketing campaigns transformed your long-term marketing strategies?
· No
· Not so strongly
· create something that's inherently shareable, like a funny video or an interesting article, that people will want to pass along to their friends.
· Yes,good
· Yes, good
· Yes
· Trust and Credibility.
· Very good
· So trustable

	The gathered responses show a part of the picture of how viral marketing campaigns influence long term strategies indicating a variety of views. However, two respondents pointed out that these campaigns have hardly transformed the strategies, and yet others illustrated a more optimistic scenario.
A strand of the viral election was highlighted by some participants in the creation of content that is inherently sharable such as videos that are funny or articles that are intriguing as a tactic induced by viral campaigns. This further reaffirms the importance of material that stimulates participation and further dissemination among the audience completing a viral marketing approach.
From the above positive remarks which are “yes, good” trust and credibility, and very good,” it is thus evident that the successful use of viral campaigns has contributed to improving trust, credibility, and general marketing strategy. The crucial issue was the trust that was demonstrated as a dominating concept in regard to the consumer’s trust core, defining long-term marketing strategies. 



[bookmark: _Toc158064740]4.3.2 Statistical analysis 
Descriptive statistics 
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The descriptive statistics section gives a description of survey responses on the influence of viral marketing in the fashion industry. The sample size for each variable is 12; this indicates that the study is small, perhaps exploratory.
Age is a demographic of significant concern since the respondents aged are between 1 and 3 years, with a mean of 1.5, this could also imply a young population if these categories relate to the age groups. Gender distribution is slightly weighted towards lower values having a mean of 1.83, which might imply majority of one gender over the other, again depending on the coding used. The data reveals that most of the respondant has not often purchased fashion goods because of viral marketing campaigns, expressed with an SD value of 1.08 and a kurtosis of 2.70. That means most of the scores are on the left and outliers lie on the right.
Another another developed and is only marginally popular among respondents is following fashion influencers on social media with a mean of 1.25. Likewise, involvement with social media internet based life format influenza is satisfactory at 1.42. Nevertheless, the way respondents appear to view these campaigns as influencing the way they perceive a brand they are close to a mean response of 4. 17 and a relatively symmetrical distribution that hints of some agreement among the participants.
Correlation 
[image: ]

T-test 
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The results stated from running a statistical analysis of the data that was uploaded show that despite the fact that viral marketing directly influenced purchases being relatively low among the respondents, their engagement with influencers as well as viral content on social media is rather significant. Furthermore, viral marketing campaigns have a great effect on the respondents’ impressions of fashion brands thus implying that such campaigns work by persuading attitudinal changes, rather than creating an increase in sales (Belanche et al., 2021). Interestingly, trust in influencers presents as the leader in the influencer market, surpassing trust in traditional advertising, an indication of the changing – landscape of the consumer trust. Moreover, interviewees admit that digital media works well in creating a buzz around fashion tendencies. There is some semblance of long term shopping trends that are tied to viral marketing but not as convincing as the changes brought along by viral when it come to perception and trust. Notably, the truthfulness of viral activities is essential for attracting attention, thus making honest content the foundation of viral marking approaches (Motoki et al., 2020). By and large, these ideas show how complex the effects of viral marketing are in influencing consumer representations of consumption trends in the fashion industry.
Regression analysis 
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The correlation matrix for a research with 12 respondents, the significant relationships are between genders and being influenced by fashion influencers, engagement with viral stuff, as well as the effectiveness of social media from the standpoint of promoting fashion trends. For instance, one of the genders is shown to have a higher tendency to follow influencers, who associate with content and make it more likely to be in turn engaged, showing potentially efficacious gender-focused marketing strategies. Furthermore, while a consistent relationship between the aforementioned degree of viral marketing influence, brand perceptions, and perspectives towards influencers, implying that greater trust in influencers is coupled with greater influence of viral marketing on brand perceptions, a rather surprising relationship appears between persuasion toward influencers and changes in habits over the long-term and between the effects of It implies that while influencers can affect brand awareness, such does not always translate to the long-term behavioural change in consumer purchasing habits. Similarly, the validity of a viral campaign seems to display some positive relation with engagement and trust which shows that this aspect should be of crucial importance under any marketing initiative (Leung, Gu and Palmatier, 2022). These understandings are very essential to clarify the subtle effects of viral marketing on consumer behaviour in the fashion industry.
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The frasal results and the R value of 0.373 show relatively low perfective variables purchasing behaviour correlation. This in turn implies only a little linear correlation between the effect of viral marketing on brand perception, interaction with viral content, and the probability of buying a product.
Low model explain the variance of the dependent variable, relative variance; since the R square value is 0 relatively low is 0.139 yields about 14% of the variance in the dependant variable purchasing behaviour. This is reinforced by the negative Adjusted R Square value of -0.052 which implies that when the model is applied to a wider population, its performance candecline to an even worse outcome, most likely due to overfitting or irrelevant predictors in this particular sample.
Also, the ANOVA table shows an F statistic of 0.728, which results P value of 0.509. The high p-value indicates that the results are insignificant statistically, implying that the observed relationships in the sample are very likely random rather than a real effect. This is further highlighted from the estimated standard error of 0.296 which is significantly high considering that the mean values are near one.
In fact, the analysis indicates a non-significant model with insufficient forecasting capabilities of how viral marketing affects consumers' purchase behaviour in the fashion industry (Yeo et al., 2020). The poor quality forecasting results can find their origins in the limited sample size used in the study and the possible exclusion of other influential factors (Howes et al., 2021). This implies that a more elaborate model which can include more variables and include a larger sample can be required to better comprehend and predict the impact of viral marketing campaigns on consumer consumption behavior of the said context.
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Further, the regression model shown below, there appears to be a strong relationship between variables under discussion and the level of trust in the influencers’ content as opposed to traditional advertising with a relatively high R value of 0.818. This means that nearly 81.8% of variance in the trust of influencer-shared content can be attributed to the synergetic role of viral marketing authenticity, social platforms as trend-setters and long-term shopping behavioral shifts primarily from viral marketing.
The R Square of 0.669 basically supports such strong relationship, which means over 66.9% of variance in the dependent values can be predicted from the independent variables. In addition, the R-squared value is adjusted for predictors in the model; being 0.545, this value explains a large share of the variance on trust after controlling for the number of predictors. The standard error of the estimate appears 1.348 which reveals a mean of just how much tune the observed data points are estimated from the regression range.
Consistent with these findings, the ANOVA table backs up with F-statistics of 5.384 that is statistically significant with a p-value of 0.05. This is equivalent to saying that the likelihood of having a noise of such a F-statistic value is only about 2.5%. That is, there is a meaningful correlation between the predictors and trust in influencer-posted content.
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The coefficient of the coefficient for social media platforms’ effectiveness in the sphere of fashion product and product change is somewhat negative (-0.093), though its statistical significance p = 0.345 as cannot be determined. This implies that, from this perspective, the efficacy of social media platforms perceived does not demonstrate strong power in trusting the influencer content more than prospective advertising.
The coefficient for the effect of viral marketing campaigns on long haul shopping conducts is -0.637, with a standardized beta of -0.887, and is as a rule significant (p = 0.006). This signifies a high negative correlation meaning that the more the effects of viral marketing campaign affect shopping behaviour, the lower the trust on influencer content at the expense of traditional advertising.
The authenticity of the viral campaign has a negative coefficient (-0.188) meanwhile a standardized beta of – 0.284 is not significant statistically (p = 0.320). One of the major benefits of viral marketing is its ability to reach a large audience at a faster pace and in comparison to the traditional advertising methods; it comes at a much cheaper cost (Saha and Dhar, 2019). Once a campaign goes viral, it has the potential of reaching millions of people within a short period that in turn leads to increased brand visibility and exposure. Additionally, the perishable aspect of viral content makes its effect transient, meaning that enduring engagement and brand loyalty calls for a longer time engagement (Wang, Thi and Lan, 2022). This idea indicates that perhaps there are intertwined dynamics where people whose shopping tendency is largely swayed by viral campaigns can turn into cynics to the content shared by influencers (Mukherjee, Das and Chakraborty, 2023). It can reflect a consumer’s enlightenment on marketing techniques or a careful reaction to how marketing influences the decision to buy. Social media platform caters to consumers on feedback, reviews, and experiences sharing as they can be done publicly. Brands that listen to and address customer feedback proactively manage their reputation well, quickly at addressing the concern pertaining to the consumer experience, and improvement in the brand perception from the target market (Jia et al., 2023).
Hypothesis testing 
	Hypothesis
	Null Hypothesis (H0)
	Alternative Hypothesis (H1)
	Statistical Test
	Results

	Hypothesis 1
	Viral marketing campaigns on social media do not have a significant influence on consumers' perceptions of a fashion brand.
	Viral marketing campaigns significantly influence consumers' perceptions of a fashion brand.
	Regression Analysis
	Insignificant results. The p-value (p = 0.509) suggests that the observed relationship between viral marketing and brand perception is likely random.

	Hypothesis 2
	Consumers do not trust the fashion-related content shared by influencers more than traditional advertising.
	Consumers trust the fashion-related content shared by influencers more than traditional advertising.
	Regression Analysis
	Significant results. The strong correlation (R = 0.818) indicates a high level of trust in influencer content compared to traditional advertising.

	Hypothesis 3
	Social media platforms are not effective in promoting new fashion trends and products any more than other channels.
	Social media platforms are more effective in promoting new fashion trends and products than other channels.
	Regression Analysis
	Insignificant results. The p-value (p = 0.345) suggests that the effectiveness of social media platforms is not a strong predictor of trust in influencer content over traditional advertising.

	Hypothesis 4
	Viral marketing campaigns do not change consumers' long-term shopping habits in the fashion sector.
	Viral marketing campaigns change consumers' long-term shopping habits in the fashion sector.
	Regression Analysis
	Significant results. The negative coefficient (-0.637) indicates a strong negative correlation between the effects of viral marketing on shopping behavior and trust in influencer content.



[bookmark: _Toc158064741]4.4 Discussion 
Effectiveness of Viral Marketing Strategies
Viral marketing is due to its ability to quickly propagate brand messaging by means of sharing stands among the pillars of the contemporary marketing scene and especially that of the dynamic and imagery-centric fashion (Rubin, 2022). Viral marketing tactics can be quite complex and often depend on a number of major factors such as appeal of content, choice of a platform, level of engagement, influence of influencers, and nuances of consumer cognition (Dafonte-Gómez et al. 2020).
Compelling content is the first brick in the structure of a viral marketing campaign. In the fashion industry this often takes the shape of eye-catching visuals, unique designs or narratives that leave an emotional impact on viewers. Emotion-inducing content whether exuberance, sense of humor, or striving toward accomplishment is to encourage sharing. But the content then should match the identity of the brand as one of the things that the viewers hold dear is authenticity of the image.
Most viral strategies require engagement in the audience (Adeola, Hinson and Evans, 2019). This can motivate by means of the engaged substance, for example, the battles, hashtags or challenges; where the audience engagement is invited. In an industry such as fashion where trends tend to be fleeting moment and consumer loyalty is so incredibly valuable, instilling a sense of community and involvement is absolutely integral. This leads to more sustainable consumer relationships since involved audiences connect much deeper with the brand.
The fashion industry gives influencers great power (Pedroni, 2022). Their perceived authenticity and relatability are what makes them influencers. Even a brief nod from a well-respected influencer for sure can be marketing sign the authority that might open vistas of the product acceptance. On the other hand, influencers can assist brands in achieving partial markets and sectors that cannot be otherwise attainable (Van Driel and Dumitrica, 2020). The reliance on the influencers, however, needs moderation for fear of overuse or the wrong influencers undermining the brand’s perceived authenticity.
Impact on Consumer Behavior and Brand Perception
Viral marketing has become increasing influential within the digital epoch, revolutionising the process in which individuals engage with brands and products (Denga, Vajjhala and Asortse, 2023). The major effect of viral marketing to the consumers is creating an immediate and wide impact in the consumer behavior. Social media networking sites function as very potent ways for consumers to find new products, services, and brands. Through targeted advertising, influencer endorsements and user-generated content, consumers are presented with a multitude of options, that in large part, determine the purchase decisions they make and their subsequent behavior (Denga, Vajjhala and Asortse, 2023).
On the other hand, it has been noted that viral content usually attracts very strong emotional points that are even pathetic that at times viewers can really broken. Social media channels enable brands to tell their stories and induce desired emotions effectively. By means of captivating storytelling, visual content, and interactive experiences, brands can establish emotional attachments with consumers, influencing their perception and earning loyalty (Al-Adwan, Al-Debei and Dwivedi, 2022). The nature of this triggers people to interact with such content leading to increased amounts of sharing, liking and commenting.
Furthermore, viral content tends to be formulated in line with the target audience’ values and dreams (Adeola, Hinson and Evans, 2019). It can draw from societal trends, cultural jests, or current affairs, making it most relatable. Social media allows brands to communicate with consumers by means of interactive tools such as comments, likes, shares, and Direct Messages. In-the-moment communication spurs an affinity and intertwines the relationship between the consumers and brands, affecting brand perception and loyalty to the core (Al-Adwan, Al-Debei and Dwivedi, 2022). Organizations that effectively generate content that pleases the audience will receive a positive response from the consumer (Adeola, Hinson and Evans, 2019).
Viral marketing still hurts trust and credibility. Viral content makes people trust a brand or product paying positive image of same to them (Adeola, Hinson and Evans, 2019). Viral content would only be used by individuals who were able to find their peers or people who they were supposed to listen to had shared some content that was engaging and in the process of this they were likely to be able to trust the view of the same people as it were and therefore would be able to relate to such individuals because of similar taste of preference (Yesiloglu and Costello, 2020). This trust can be transformed into increased brand loyalty which will result to a large number of consumers like to know more about the items that the brand might offer.
Transformation of Long-term Marketing Strategies and Role of Social Media Platforms
The architecture of long-term marketing strategies has markedly changed in recent years primarily due to technological innovations and changing customer preferences (Abebe, Tangpong and Ndofor, 2021). Digital marketing channels have been also added in to traditional marketing approaches, and print advertisements and television commercials have been moreover disappeared as in many cases (Abebe, Tangpong and Ndofor, 2021). The social media platforms act as a hub for the transformation of the marketing strategies by offering relationship marketing for a long period, data driven insights, content marketing and storytelling, partnership collaborations with influencers, brand building communities, customer service and support, and empowerment of brand advocacy and user-generated content (Shahbaznezhad, Dolan and Rashidirad, 2022). Social media will not only be utilized by brands as they rethink and recreate their marketing strategies but also be an integral part of their long-term plans in engaging and nurturing relationship with the consumers (Jamil et al., 2022). Hence, long-term marketing strategies have changed from focusing on content-driven engagement, social networking and personalised messages (Kato, 2021). This transition highlights on the need of marketers to be flexible and continuously monitor emerging consumer trends so as to come up with productive long long-lasting marketing strategies.
Social platforms are tailored for different target demographics and content is presented in different ways. For instance, Instagram and TikTok are visual platforms for which creatives have been effective in fashion marketing for their visually oriented nature. Content that receives an avalanche of likes or shares very quickly will ride the wave of viral spread; the algorithms of these platforms help the popular content go viral. The selection of the platform as regards what to choose can affect both access and impact of a campaign (Coakley, Lazos and Liñares-Zegarra, 2021).
[bookmark: _Toc158064742]4.6 Summary
In conclusion, the persuasive element of viral marketing strategies has been a strong disruptor in the digital marketing space. Based on the diffusion of the shareable as well as engaging content which spreads across the social media and online space rapidly. These strategies have a major impact on consumers’ buying behavior and brands’ perception which can result in high brand recognition and superior customer interaction and sometimes sales. The contribution of social media as an initiating element of viral marketing is fundamental, being these platforms a catalyst to turn content viral.
Although viral marketing does not promise its success, it must stretch deeper than merely what the target market wants. Furthermore, brands should also ensure that the aims of their viral agreement firmly reflect their real wants, guiding the consumer from the deliberate position to the post-hastening process, thus, building consumer confidence. Long- term strategic marketing has changed from traditional channels, targeting the masses, relying on intuition to making decisions, to digital channels, data-driven decision-making, and personalized customer interactions. This shift demonstrates once again that adaptability and keeping up with emerging consumer patterns are critical to develop successful long term marketing strategies in the dynamic digital reality.
[bookmark: _Toc158064743]Chapter 5: Conclusions and recommendations 
[bookmark: _Toc158064744]5.1 Introduction 
In this chapter, it will bring these key findings to a point as they have been obtained from this detailed analysis of viral marketing strategies and how they impact the behavior of the consumer, their attitude towards the brand and long-term marketing strategy. In this chapter one would like to present the significance of viral marketing in the digital age. It will also provide recommendations to businesses and marketers which include the acquisition of the knowledge values in this study.
[bookmark: _Toc158064745]5.2 Conclusion 
Digital age has brought dramatic changes in the marketing sector, paving the way for novel strategies and prospects for business enterprises to communicate with their intended audiences (Kotler, Kartajaya and Setiawan, 2021). One such winning approach that has become the talk of the town in the modern society is viral marketing. This concluding section around which the research on viral marketing and the impacts of various strategies on consumer behavior and perceptions of brands as well as a long-term planning of marketing strategies is to be summed up. We researched on how viral promotions have a long-term impact on consumer buying behaviour. It was crystal clear that viral content is capable to hijack the attention among a large audience either geographically or demographically. Viral content makes us feel; it makes us laugh, jump back in astonishment or inspire us. Consumer enjoys such type of content which stimulates a strong emotional state, and this emotional arousal often leads to more engagement with the content, which canin turn result in sharing the content, visit to the brand’s website, purchase, among other actions.
Furthermore, social proof is a psychological effect which has a significant role in guiding consumer behaviour (Roethke et al., 2020). People are inclined to follow the bandwagon because they have seen the viral campaign about the brands or items getting popular and thumbs up from the bulk of the people. It provides social validation that drives consumers into trusting the brand and interacting with it, thereby improving the quality assurance practices through which it can ensure customer satisfaction and retention.
It also focused on the role of viral marketing as a booster that stimulates brand perception. Viral campaigns adoptable by the brand’s values and mission relate to the people at a level that surpasses other ideas. If a brand’s message spreads via virally the message will reach more audiences as well as show authenticity and relevance. As we are in the age of digital consumerism that looks for more than ‘mere makers’ of products brands that preach a purpose become necessary and complex.
Further, viral marketing provides a way for brands to get humanized by creating interesting stories (Gupta et al., 2020). Brand association and storytelling play a strong role in brand perception are stories especially that which have inspirational connections with consumers tend to showcase how strong brand perception can be (Ganassali and Matysiewicz, 2020). If, when their true identities and consumer identity as perceived in terms of the brand, consumers judge on a personal perspective relatedness strikes the cornerstone.
This study confirmed that viral marking did change things in long-term marketing approach. The conventional marketing strategy concentrates majorly on the short-term benefits and direct conversion. Further, virtual space requires moving to the understanding aimed at building relationships with the consumers that are long lasting. Brands that must how to invest in viral campaign that promotes community engagement and loyalty have the rewards of sustainable growth. In addition, the contribution of user-content cannot be overestimated. The viral marketing campaigns that require user’s contribution and content lose their content are user-driven and they make consumers advocates for the brand, Throughout this co-creation method, the brand’s consumer base spans way further that what the conventional type of advertising can achieve.
[bookmark: _Toc158064746]5.3 Recommendations 
Viral marketing should be made to be part and parcel of the overall marketing strategies for fashion brands (Puriwat and Tripopsakul, 2021). This requires insight into the intended audience, keeping content genuine, partnering with trusted influencers, choosing appropriate forums, and tracking the long-term results of viral marketing efforts. Through effortless fusion, fashion brands that so seamlessly fused viral marketing into their broader plans will harness its abilities that it has on the brand perception coupled with consumer trust to boost on their marketing activity (Puriwat and Tripopsakul, 2021).
Furthermore, the data led decision’s need to be adopted in the fashion industry. Data collection, analysis, extraction of valuable consumer insights, customization of the marketing efforts through personalization of the messaging, predictive analytics, and continuous surveillance should be applied by the fashion brands (Gupta et al., 2020). Brands are able to respond to consumer behavior changes, they optimize marketing decisions, and they ensure brands survive using data. These two recommendations strategic alignment of viral marketing and information- based decision-making present fashion brands with weapons to win the battle of loyalty and brand image in an industry where it is critical. 
[bookmark: _Toc158064747]5.4 Research Limitations 
The study into the effect of viral marketing in the fashion industry also provides great insights considering the limitations involved. The findings’ generality canbe limited due to a small sample size and limited supplied demographic description and a focus on a particular industry setting. Secondly, this study used self-reported data and was cross-sectional, these features generate concerns about response bias and the ability to derive causality. In addition, unavailability of descriptions of detailed data collection method and the lack of consideration towards geographical variations is a cry of future research to be improved from. The limitations that were discussed earlier notwithstanding, the study has enriched our knowledge on the effects of viral marketing on consumer perceptions and trust in fashion companies. Future studies, which should involve larger and more heterogeneous samples, as well as longitudinal methods and more extensive backdrop will greatly contribute to the establishment of a more wholehearted image of viral marketing, revealing the outlined behavioral effects within the environment of the volatile fashion industry.
[bookmark: _Toc158064748]5.5 Future research suggestions 
Further studies on Viral Marketing in Fashion that follows a digital age will increase understanding onto consumer behaviour. The turn to massive scale surveys of longitudinal and the impact of viral marketing through comparative industry investigation can influence a more profoundly photos account. Aspects to the implementation of experimental research designs, researchers will be able to identify causal relationships which will reveal what direct impact viral campaigns, have on consumers’ perceptions and perception’s of trust. Qualitative studies will uncover more psychological facets of viral content tapping into the richer mechanisms determining consumer reactions. A deserving research direction is geographical, cultural, and contextual aspects, as well as moral aspects of viral marketing to reveal the subtleties that determine the course of consumer behaviour.	
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[bookmark: _Toc158064751]Appendix 1: Survey questions
1. What is your age?
· 18 – 25
· 26- 35
· 36 – 45
· 46 and above
2. What is your gender?
· Male
· Female
· Prefer not to say
3. Have you ever purchased a fashion product based on a viral marketing campaign you saw on social media?
· Yes
· No
4. Do you follow any fashion influencers or brands on social media platforms?
· Yes
· No
5. Have you shared or engaged with viral content related to fashion on your social media accounts?
· Yes
· No
6. Viral marketing campaigns on social media significantly influence my perception of a fashion brand.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
7. I trust the fashion-related content shared by influencers more than traditional advertising.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
8. Social media platforms are effective in promoting new fashion trends and products.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
9. Viral marketing campaigns have changed my long-term shopping habits in the fashion sector.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
10 "The authenticity of a fashion brand's viral marketing campaign on social media is crucial for my engagement and trust in the brand."
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree


[bookmark: _Toc158064752]Appendix 2: Other questions
· Can you tell us about your background and experience in the fashion industry, particularly in relation to digital and viral marketing?
· What key elements do you believe contribute to the virality of a marketing campaign in the fashion industry?
· In your view, how critical are influencers in the success of viral marketing campaigns in fashion?
· How do you think viral marketing campaigns on social media influence consumer behaviors towards fashion brands?
· Which social media platforms do you find most effective for viral marketing in fashion, and why?
· How have viral marketing campaigns transformed your long-term marketing strategies?	
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