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The paradigm of “social media marketing” has encompassed the critical benefits of refined business policies to revamp the brand positioning strategy of an enterprise, thereby attuning customer satisfaction to the assets of the organisation. The rapidly evolving business infrastructure of the “fast fashion industry in the UK” is a testament to the need for revamping marketing techniques to enhance market reach through the endorsements of advertisements and promotional campaigns across the multifarious “social media platforms”. Besides accentuating flexible business regiments, the creative policies of advertisements have ensured the development of brand loyalty. The beneficial effects have resonated with the sophisticated architecture installed in the vogue sector of the UK, which has formed the foundation for the discussion of this thesis. To solidify the arguments of this research, a sample size of 40 participants intricately associated with the vogue industry has been surveyed to extract market-driven insights.  By amalgamating the framework of “qualitative” investigation of responses from 5 participants and “quantitative” measures for the rest, this thesis has expanded the scope of its applicability. Overall, the research has validated the effective techniques undertaken by fast fashion enterprises in the UK to institutionalize social media marketing. Further, the study has addressed the challenges and their respective solutions for mitigating the complexities. 
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[bookmark: _Toc158636520]Chapter 1: Introduction 
[bookmark: _heading=h.1fob9te][bookmark: _Toc156668053][bookmark: _Toc158636521]1.1 Background of the study
In a contemporary business landscape, “social media” is considered the most influential marketing tool that may influence the customer's behaviour and impact the brand's perception in the consumers' consciousness (Shafiq et al. 2023). The study's objective is to examine how “social media marketing (SMM)” initiatives affect buyer equity in the UK's fast-fashion sector. Some of the essential metrics that the businesses strive to attain to sustain their current market position are Consumer equity, encompassing brand loyalty, perceived quality, and brand associations. It has been observed that the fast fashion sector is highly dynamic and extremely competitive which has acknowledged the impact of SMM on the brand identity and contribution to consumer equity for all the organisations that are operational in the given space (Khoa and Huynh, 2023). The study will evaluate the strategies adopted by the companies and explore the effectiveness of the initiatives through marketing employed by the “fast fashion brands” in the economy of the UK to explore the influencer collaborations, and affiancing tactics on platforms like Instagram, Facebook, and Twitter.
The characteristic that separates the fast fashion industry of the UK from other economies that are operational, is the rapid production of affordable, trendy clothing, that caters to the rapidly changing preferences of the customer base (Dzhengiz et al. 2023). The key players in the UK’s fashion industry are Zara, H&M, and Primark who have managed to make quick turnovers by introducing the latest trends from the runways to the brands. However, this fast-paced production model must also be pondered upon because it raises concerns regarding the ecological impact it makes. It is essential that the companies that produce heavily must ensure that the measures it takes to remain competitive and expand their market position are sustainable and follow ethical business practices. This is projected that in a span of five years i.e. 2023-24 the UK’s fashion industry will experience an expansion of 2.4% which is £22.4 billion (IBISWorld.com, 2023). It is due to this opportunity that the companies are experiencing intense competition. The brands are crafting strategies that are intended to sustain their position in the market. The oversaturation of the industry makes it crucial for the companies to develop strategies to survive the cutthroat competition. 
For a fast fashion company, the usage of SMM is considered necessary because it allows the brands to leverage these platforms so that it can effectively showcase its catalogue, and engage with its consumers. These tactics help the companies ensure that a possibility of urgency is created around the products offered to them (Jassemi, 2023). This study will disintegrate the details of the relationship that persists between SMM and the equity of consumers in the industry. With the help of the understanding obtained from the study, effective strategies may be developed that might be employed by the companies to increase their likeness among the customers and promote “brand loyalty and perceived quality”. When consumers begin to associate the products offered by the companies then it can execute its expansion strategy and capitalise on the growth opportunity of the industry.            
[bookmark: _heading=h.3znysh7][bookmark: _Toc156668054][bookmark: _Toc158636522]1.2 Research Rationale
“Social media” has evolved as one of the major elements in shaping the UK “fashion ecosystem”. Underlying a UK survey, it has been viewed that about 30.06% of fashion consumers preferred social media content to move their choice toward final purchase. While, on the other hand, 29.86% of fashion consumer prefer prerecorded videos made by brands as a part of their marketing, while live videos were chosen by 21.53% (statista.com, 2023). This illustrates that customer preferences and interests differ and to meet the needs, a brand must ensure to make a thorough investigation and adopt effective marketing tactics. Despite this, the research problem revolves around the way social media marketing strategies impact customer equity. The issues might include about the influencers that utilise this media to shape the fashion industry. The study also seeks to understand social media marketing efficiency and further to determine this the study intend to find out if the influence is for short-term purpose or to assist the company in sustaining longevity. However as this sector-based firm strives to obtain a competitive edge, in regard to this, the study remains upon a particular feature, and its rationale remains which implies that the study will delve into a complex view of consumer perception as well as brand loyalty that gets impacted by social media engagement. 
Today social media platforms have become pivotal for brands and among UK fashion businesses, Instagram has been contributing the most when engaging or influencing customers (statista.com, 2022). Underlying some existing studies, the focus has been to determine the guidance of “social media marketing”, but it failed to go deeper into the study particularly underscoring industry-specific intricacies. Moreover, “when it comes” to the constant developing  nature of “social media”, it implies that the trend and the way it has been utilised have emerged. As consumer preferences shift, this particular facet adequately showcases an effective linkage that is to be employed and explored further. However, it is vital to note that consumers in today's era are majorly reliant upon social media to obtain inspiration or discover products out of recommendation (Tariq, 2021). Leveraging this scope, the brand evidently fosters unique marketing strategies through which brand loyalty and revenue are obtained. However, investigating such strategies and their impacts, the study intends to deliver an insightful facet through which it can determine how this aspect possesses the greater potential to impact customer choices. Despite this, underscoring from an academic perspective, the subject matter upholds an “lucky chance” to contribute a comprehensive fathoming, particularly “in the context of” the fast fashion business.  Despite this, using this relevant idea, effective frameworks are to be leveraged in the study for in-depth analysis that are pertinent to both professionals and researchers as a whole. 
[bookmark: _heading=h.2et92p0][bookmark: _Toc156668055][bookmark: _Toc158636523]1.3 Aims and Objectives 
Aim
The goal of the study is to evaluate how “social media marketing (SMM)” has affected UK fast fashion. It focuses further on examining the effects that social media marketing campaigns implemented by UK fast fashion corporations have had on consumer equity in that nation.  
Objectives
· To assess the importance of SMM in the UK fashion sector. 
· To examine how SMM efforts have improved customer equity in the UK fast fashion sector.
· To determine the obstacles fast-fashion firms face when putting SMM strategies into practice in the UK in order to build consumer equity. 

[bookmark: _heading=h.tyjcwt][bookmark: _Toc156668056][bookmark: _Toc158636524]1.4 Research Questions 
· What is the importance of SMM in the UK fashion sector?
· What are the SMM efforts that have improved customer equity in the UK fast fashion sector?
· What are the obstacles fast-fashion firms face when putting SMM strategies into practice in the UK in order to build consumer equity?
[bookmark: _Toc158636525]1.4 Research Gap
There is a scarcity of comprehensive study on SMM's capacity to increase consumer equity in the context of the UK fast fashion business in the existing literature. Even with the increasing importance of digital platforms for brand promotion, there is still a lack of study on the precise processes by which social media activities support consumer equity in this sector (Khoa and Huynh, 2023). A focused exploration into the strategies employed by the UK Fast fashion brands is warranted as the study seeks to close the disparity by employing rigorous methodologies to provide valuable insights and nuanced knowledge of the complex interplay between consumer equity and SMM in the UK Fast Fashion sector.
[bookmark: _heading=h.3dy6vkm][bookmark: _Toc156668057][bookmark: _Toc158636526]1.5 Research Framework
Introduction
The format in which the research proceeds begins with an Introduction that concisely outlines the primary elements of the research. It provides insight into the overview of the study, significance of the study, rationale, aims and objectives, and research questions (Zhou and Jiang, 2023). This section examines further the research and overarching research framework.
Literature Review
The “literature review” that is carried out in this study takes a comprehensive take into the operations of SMM and the impact it has once it is applied by the fast fashion companies operational in the “UK’s fashion Industry”. By specifically emphasising the implementation within such a dynamic landscape in the “fashion industry of the UK”. 
Research Methodology
The next section of this study will be the Research methodology wherein a thorough discussion will be executed in the context of the methods adopted (Vincent et al. 2023). This encompasses and highlights different facets such as the philosophy chosen by the invigilator for the groundwork, “the research approach, its design, the method for collecting data, data analysis techniques and ethical consideration that is responsible for the process of examination”. With the help of these methodological considerations, the usage of SMM in the UK’s industry of fast fashion will be explored thoroughly. 
Findings and Analysis
The subsequent section linchpins on the “analysis and findings” of the study wherein the layers of the data gathered are unraveled in a meticulous manner which allows the substantiation and augmentation of the research. 
Conclusion and Recommendation
Finally, the research will be concluded with a section that is compactly dedicated to casting light upon the conclusion and recommendations. In this section, the researcher presents actionable measures for the manner in which SMM might be put into action in the practice of fashion business (Chigbu et al. 2023). This synthesis of insight offers closures to the research but also provides applicable guidance for the effective implementation of SMM strategies.            


[bookmark: _heading=h.1t3h5sf][bookmark: _Toc156668058][bookmark: _Toc158636527]Chapter 2: Literature Review 
[bookmark: _heading=h.4d34og8][bookmark: _Toc156668059][bookmark: _Toc158636528]2.1 Introduction 
With the advancement of technologies, digitalization is taking place rapidly and as a result of this various corporate firms cannot help but give their optimum attention to the blossoming of modern advertising approaches like “social media marketing”. The fast fashion sector in the United Kingdom is no different, and this chapter will provide a detailed analysis of how social media marketing strategies have improved “customer equity” in the context of the fast fashion sector in the UK. 
The chapter will depict the setting of SMM including customer equity which is followed by an analysis of the importance of the role of SMM in the “UK’s fast fashion sector”. Moreover, the correlation between “social media marketing” and “customer equity” will also be highlighted in the chapter along with the thwack analysis of the SMM on ameliorating the “customer equity” of the “UK’s fast fashion industry”. Apart from this, the factors which can influence SMM initiatives will also be mentioned along with the identification of the obstacles generated by using SMM to strengthen customer equity in the “UK’s fast fashion industry”.
[bookmark: _heading=h.2s8eyo1][bookmark: _Toc156668060][bookmark: _Toc158636529]2.2 Concept of Social Media Marketing and Consumer Equity 
In “social media” (SM), as mentioned by Zollo et al. (2020), the saturated procedure of creating, consuming, and sharing brand material has evolved, switching the power to shape a company's image from mainstream marketing to digital marketing and consumer interactions. As social media affords professionals with unanticipated possibilities to meet innovative customers on “social media” sites and eventually build strong relationships with them, reputable brands in today's sophisticated corporate landscape recognise the “power of SM” in developing, perpetuating, stimulating, and connecting with new prospective customers (Li et al. 2021). To be exact, consumers at SM may share their opinions with an enormous audience in a matter of seconds.
Amongst different types of marketing initiatives, “social media marketing” is among the comprehensive styles of “marketing”. This particular marketing style is utilised by various business firms in order to grab the attention of an extensive customer base since people nowadays remain extensively active on diverse social media platforms. As per Li et al. (2021), the concept of SMM can be elaborated as the strategy in which different “social media platforms” are effective in promoting the new or existing products or services offered by a brand to a large consumer base effectively. On the other hand, Arora and Sanni, (2019), claim “social media marketing” is a marketing style of interacting with clients digitally by the envisage of “social media platforms” and maintaining a “strong brand image” in the harshly competitive business market. Contrarily Hermanda et al. (2019), say that SMM can be explained as the way of marketing in which a brand is using different SMM platforms” for selling any particular product or service so that better engagement of the brand with the customers can be created.
Proper implementation of social media marketing by an organisation can lead to the betterment of consumer equity. According to Kim et al. (2020), “customer equity” is elucidated as the sumation of the client's “lifetime value” for every consumer of a specific brand.  Contrarily, Ho and Chung, (2020), say that Customer lifetime value (CLV), which can be determined based on previous purchasing patterns of customers and tends to be a fairly constant value, is multiplied by the number of new clients gained for calculating customer equity. Exclusively, Dedeoğlu et al. (2019), claim that consumer equity is the projected value of all of the client’s relationship with a particular brand calculated on the basis of a definite time frame. 

[image: ]
[bookmark: _Toc157870972][bookmark: _Toc158636530][bookmark: _Toc158651929]Figure 1: Social media marketing strategies
(Source: Li et al. 2021)
In accordance to de Oliveira Santini et al. (2020), the right use of the SMM method can assist a company develop lasting relationships with its target clientele while also boosting engagement with clients. In contrast, since every commercial organization focuses on adopting SMM, internet platforms have grown extremely packed with diverse marketing. Thus, the high congestion of social media advertisements becomes quite difficult for the firms to maintain for competency in the challenging business market (digitalscholar.com, 2024). Also, as per Khan et al. (2022), the demands of the customers are changing rapidly, thus, the task of maintaining and increasing customer equity has become challenging for business “firms and the use of SMM tactics demands rapid modifications. Additionally, Oliveira et al. (2023) brand equity, which is closely related to consumer equity enhanced the intrinsic worth of products in terms of ideas, expressions, and customer preferences. A number of strategies allowed for the development of economic value for brands, and as a result, businesses benefited from increased sales or decreased expenses. 
[bookmark: _heading=h.17dp8vu][bookmark: _Toc156668061][bookmark: _Toc158636531]2.3 Important Role of Social Media marketing in the UK’s Fashion Sector 
SMM is a strategy to utilize digital platforms” to showcase the brands’ services and products. Wibowo et al. (2020), assert that it facilitates creating and sharing information about the brand to increase sales and generate website traffic. In addition to this, it helps to build social networks with the customers and engages them with their brand through targeted advertising and also attracts new users to purchase their products by enhancing brand awareness. E-marketing is important as it has purpose-built data analytics, allowing the company to track its visibility and its efforts to reach and influence the users and further identify various ways to make the content engaging, fostering brand loyalty. It enables a cost-effective advertisement facility for better targeting and also makes the company aware of the industry trends. Ebrahim, (2020), estimated that 74% of consumers find social media purchasing suitable, facilitating the growth of social commerce.
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[bookmark: _Toc157870973][bookmark: _Toc158636532][bookmark: _Toc158651930]Figure 2: Effectiveness of SMM among fashion and lifestyle buyers in the United Kingdom, 2022
(Source: statista, 2024)
[bookmark: docs-internal-guid-6eb57c20-7fff-ac6e-98]The graph is a picturesque depiction of the impact of SMM among UK fashion buyers which is indicated as a rise of 32.24% in purchase rate based on a monthly analysis, followed by 9.92% purchases made within a week (statista.com, 2024). Retailers are now focused on adapting to the fashion industry trends and trying to bridge the gaps between online and offline marketing and encapsulating them into a single shopping experience. For instance, as observed by Bazi et al. (2020), some brands have experimented with augmented reality try-ons through TikTok to enable customers to try their designer dresses or shoes virtually. In the opinion of Nash (2019), social media marketing fulfills many goals but the most important aspect is it increases brand awareness by creating engaging content that perfectly resonates with the customers’ needs and demands. 
Fashion firms now use online media as a crucial element of their “communication and marketing” strategies (Ananda et al. 2019). The fashion industry has seen a notable transformation owing to the widespread and swift implementation of “social media marketing” by customers and organisations alike. Due to the introduction and ultimate ubiquity of social media, the concepts of uniqueness and access have been increasingly distorted during the last ten years. As per Nash, (2019), a major driving force behind the globalisation of fashion has been the explosive growth of “social media platforms like “YouTube”, Facebook, and Twitter”, which promote user-generated content and collaborative culture. Individuals these days are constantly online, never restricted by time or place, and always linked due to social media applications. Wang et al. (2019), assert that regular engagement with the target audience will increase their sales. Creating featured advertisements which include social media posts and videos, that are tailored to reach a particular demography helps in boosting sales. 
On a similar note, Hsiao et al. (2020), contended that E-marketing is to be utilized for generating revenue which results in brand equity creation. Zhang et al. (2021), highlight that emphasis should be put on analyzing the individual characteristics and the underlying psychological factors that govern consumer buying behavior through their “social media activities. According to Dubblelink et al. (2021), these brands attract and retain their customers by sharing product details with their photos and videos, and below that they provide hyperlinks to the company’s website. They also prefer celebrity endorsements and conduct campaigns to engage their customer base and further enhance their experience. On special occasions, they reward their customers by offering special discounts which are displayed via various social media platforms. According to research, online clothing sales make for 28.8% of UK sales, up from 20% in 2019. Overall, the entire sector grew by 5.7% in 2021 (statista.com, 2023). The online retail trend in fashion is not about to calm down at any point shortly. Experts predict that UK fashion companies will generate somewhat less than $40 billion in revenue by 2025. Brands may effectually unswerve “social media users to their website” for making apparel procurements by using an effective approach, which frequently involves sponsored advertisements.
[bookmark: _heading=h.3rdcrjn][bookmark: _Toc156668062][bookmark: _Toc158636533]2.4 Correlation between Social Media Marketing and Consumer Equity 
[bookmark: _heading=h.y4l6mloaspuk] SMM provides a bunch of facilities to consumers nowadays. The respective platform has been one of the major choices for the customers regarding marketing, purchasing, and choosing a wide range of products. Customer equity depends highly on that aspect as well (Lim et al. 2020). For example, SMM provides “entertainment” to customers regarding various shopping or certain content that matches their preferences. Another manner through which the SMM establishes a correlation with customer equity is through “interaction”. Similarly, “trendiness” is another option that customers prefer which allows the customers to stay in touch with the new trends that can be evaluated through SMM thoroughly. Lastly, “customisation” means seeing content that is solely related to customer preferences (Ebrahim, 2020). Customers choose their preference for SMM and the content that they prefer or desire to see. Hence, through certain technologies, the platform analyses the preference and shows content or products that relate to their tastes which is customisation.
[bookmark: _heading=h.ru0m122ne8qg]
[bookmark: _heading=h.736kr6vaewjc] 
[image: Unpacking the relationship between social media marketing and brand equity:  The mediating role of consumers' benefits and experience - ScienceDirect] [image: ]
[bookmark: _Toc157870974][bookmark: _Toc158636534][bookmark: _Toc158651931]Figure 3: Relationship between social media marketing and customer equity
(Source: Zollo et al. 2020)
This pattern of marketing is getting altered greatly due to the advent of various modern technologies. People nowadays are extensively using “social media platforms” and as a result of this various business firms cannot help but shift their marketing strategy from the conventional type to the social media marketing approach (Yu and Yuan, 2019). This marks the reason, as elucidated through the above image, why business firms, through the proper application of “social media marketing”, can establish interconnections for better customer and brand equity, essential for the enhancement of the business prospect. Thus, it can be said that a “strong correlation” between SMM and customer equity is present”. 
Apart from this, based on the analysis of Zollo et al. (2020), the effective implementation of SMM can allow a firm to present a new product to customers by highlighting greater details so that the advertisement can be able to gain greater attention from the customers. This in the long run makes the buyers urge for the service more which ultimately results in modification of the buying decisions of the clients. Therefore, the customer engagement rate and the number of loyal customers of a particular brand, implementing an appropriate social media marketing strategy can be enhanced. This represents the presence of an inter-relationship between “social media marketing and consumer equity associated with a business firm”.
[bookmark: docs-internal-guid-4fdcf41e-7fff-c1e1-9b]In addition, Poturak and Softic (2019) have shown that the effective implementation of an SMM strategy can enhance brand identity and image. On the basis of the efficiency of the brand in designing creative marketing content and choosing the appropriate social media platforms for the promotion of a particular “product or service”, a company can promote a strong brand equity (Zollo et al. 2020). This in the long run emphasises greater customer equity as creative social media advertisements can readily grab the attention of an enormous client base. Thus, social media marketing and customer equity are highly correlated.
On the contrary Koay et al. (2020), said that the efficacious incorporation of SMM can present greater insights regarding the brands and can also keep the loyal customer base informed about the new products launched by the firm. Also, the ongoing sales and increase in discount rates on products or services can be promoted by the application of “social media” “marketing” which can lead to an enhancement in the sales rate of a firm. As an outcome of this, the profitability of the firm can be increased which in turn can also enhance the brand portfolio resulting in ensuring greater brand identity. The diversification of the product range which a brand offers is presented to the huge customer base effectively with the usage of “social media marketing”. Hence, the accuracy of “social media marketing” correlates with the betterment of customer equity.
[bookmark: _heading=h.26in1rg][bookmark: _Toc156668063][bookmark: _Toc158636535]2.5 Impacts of SMM Practices on Improving the Consumer Equity of the UK’s Fast Fashion Industry 
[bookmark: _heading=h.1i9k3njzyuea]There has been a certain discussion regarding how SMM contributes toward customer equity. SMM practices have been extremely supportive regarding contributing towards consumer equity in every possible manner. Starting from customisation of content to suggesting trendy news and advice while ensuring privacy and safety to the consumers. SMM is also known to be transparent regarding customer preferences and does not allow the possibility of misconception. Hence, to further analyse this, two certain models can support the study which is the “RACE Marketing Model” and “Honeycomb Model”. These models are known to be supportive in terms of analysing the impact and evaluating it thoroughly. 
The RACE marketing model was developed in 2010 by Dave Chaffey, the cofounder as well as author of one of the most famous digital marketing consultancies (smartinsights.com, 2024). The main aim behind the development of this particular model is that Chaffley has noticed no business firms are incorporating an effective plan for the implementation of a digital marketing strategy. The four components of the model are Reach (R), Act (A), Convert (C) and Engage (E).
[image: ]  
[bookmark: _Toc157870975][bookmark: _Toc158636536][bookmark: _Toc158651932]Figure 4: The RACE marketing model
(Source: Chaffey and Smith, 2022)
The fast fashion industries of the UK utilise the “RACE model” as an efficient plan and implement respective digital marketing strategies. 
Reach (R): The initial component of the model is determined to develop strong brand awareness by depicting the product diversity offered by a brand. Boohoo, one of the famous fast fashion retailers of the UK utilises this initiative to make its social media marketing efforts more effective.
Act (A): The second component of the model indicates the manner in which a particular brand interacts with a large customer base in order to enhance customer engagement rate. Boohoo as well as Been London are two quite famous fashion retail firms which are extensively using various social media sites to interact with a large potential base of clients. As a consequence of this, both firms are able to promote customer engagement or customer equity.
Convert (C): The next component of the model is related to the modification of the purchasing choices of the customers by incorporating attractive content in the digital marketing approach. As per Dwivedi et al. (2019), Been Londoin is depicting the sustainability of its products by use of social media marketing whereas Boohoo is highlighting the diverse range and high product quality to grab the attention of the customers.
Engage (E): The final step of the model is to promote engagement of a large customer base so that loyalty towards a brand can be enhanced. As per Mishra, (2019), both Boohoo and Been Londoin promote extensive offers and discounts via social media marketing to boost customer engagement.
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[bookmark: _Toc157870976][bookmark: _Toc158636537][bookmark: _Toc158651933]Figure 5: Honeycomb model
(Source: Wang et al. 2018)
The honeycomb model was developed in 2011 by Kietzmann, Hermkens, McCarthy and Silvestre and the important objective of the model is to denote the forces which hold repercussions in the “social media” ecology. The seven components which are incorporated in the model are- 
Sharing: This component detects the rate of exchange of information among the users. As per Maria et al. (2019), with the inclusion of  SMM the “fast fashion industries of the UK” such as Boohoo and Been London are enjoying this facility to maintain a critical  “brand image”. This in turn is vital for the betterment of “brand equity”. 
Presence: The component promotes the use of digital platforms for the development of the digital community. UK retail firms like Boohoo use SMM to promote brand identity to a large base of customers, which is necessary for increased brand equity.
Relationships: This particular component determines the rate of interconnection among social media users. According to Ceyhan, (2019), this digital relationship development facility is exploited by the UK fast fashion industries like Boohjoo to keep the huge base of customers engaged.
Identify: The component deals with the rate of determination of a particular individual in distinctive “social media platforms”. The UK fast fashion industries like Boohoo and Been London are creating strong brand recognition via social media marketing which is essential for increasing brand equity.
Conversation: It indicates the rate of communication which a user performs with others on different online platforms. This feature of “social media” is used by social media marketers to enhance their loyal customer base, an essential need for improving customer equity.
Reputation: It indicates maintaining a good image of an individual on social media platforms. Different fashion retail firms in the UK like Boohoo are employing social media marketing to maintain a clear brand image which is necessary to boost client equity.
Group: It depicts the communities made by the users to remain connected digitally via the usage of web platforms. The promotion of any particular product is done effectively by fashion retail firms of the UK such as Boohoo using social media marketing as digital connectivity among customers is increased through group development in social media platforms. 
The Honeycomb model and the RACE marketing model are quite different from each other since the RACE model was developed to assist business firms in creating and implementing effective digital marketing plans. On the contrary, the Honeycomb framework is associated with the identification of the forces which impact the social media ecology. Despite the differences, both models nowadays are used by various business firms to analyse and assess the “efficiency of respective SMM plans before implementation. 
[bookmark: _heading=h.lnxbz9][bookmark: _Toc156668064][bookmark: _Toc158636538]2.6 Factors influencing the impact of the “social media marketing” initiatives in the UK fast fashion industry 
Certain elements pose an egregious impact on SMM initiatives in every sector. While focusing on the UK fast fashion industry, the factors are also identical. For example, certain economic factors influence the impact such as “recession, inflation, taxes, interest rates, exchange rates, and income level of the population”. In the case of “inflation” which is a rise in prices of certain items within a specific period due to externalities or certain internal issues, the market analysts in the economy ensure that the SMM assures certain measures unlike before and this forces the platform to make changes in the initiatives (Zollo et al. 2020). “Taxes, interest rates, and exchange rates” have quite similar effects to inflation as the rates keep fluctuating and this affects the SMM initiatives as the platforms are also required to adjust to these circumstances more precisely and evidently. 

[bookmark: _heading=h.rjmpijlob9ih][image: ]
[bookmark: _Toc157870977][bookmark: _Toc158636539][bookmark: _Toc158651934]Figure 6: Economic factors affecting Social Media Marketing
(Source: Navickas et al. 2015)
In the opinion of Rienda et al. (2023), “social media” is emerging as a significant part of fashion companies' communication practices and marketing approaches. Social media has driven the fashion industry to adopt a ubiquitous marketing approach and rapid proliferation among consumers which has remarkably increased the profitability of “fashion brands over the last decade”. Tsironis and Tsagarakis, (2023), explained that the usage of SMM provided the “fashion industry” with a holistic approach to current research covering topics that are trending among consumers. Social media has presented a multi-dimensional marketing tool that provides various opportunities for marketers that offer unique brand awareness and extraordinary customer loyalty. In the view of Gornostaeva, (2023), social media is a compilation of platforms that are used to make effective communication worldwide and interact with customers across the country. In the “fashion industry”, the appearance of “social media” contributed to the transformation of effective functionality which includes practices, behaviours, and activities that gather online information and customer perspectives using colloquial media. This colloquial media practically is an online-based application that enables the creation and transition of content in the form of video, photos, audio, and quotes.
“Social media” has facilitated the fashion industry to attain a change and sustainable advocation that influences consumers to choose their brand. Many fashion brands utilise social media to increase awareness and shape consumers’ minds about their purchase decisions. Social plays a pivotal role in helping consumers find relevant and reliable information for structuring their preferences and creating evaluations. The UK fashion industry has implemented Web 2.0 tools to provide consumers with a plethora of interactive and user-controlled information that assists marketers in acquiring brand information. Xue et al. (2023), concluded that social media platforms generate a bulk of data that provide marketers in the industry with information about consumers’ beliefs, desires, purchasing patterns, and commitment habits. The UK fashion industry has witnessed a prominent and upto-the-mark grip on its business due to the presence of social networking sites which has grown the fashion retail sectors.
 Siregar et al. (2023), demonstrated that young adults in the UK are the most influential users of social media sites and their engagement rate is higher than other consumers from different age groups. Around 12603 young adults in the UK have engaged themselves with their fashion brands through “social media platforms”. Based on the Young Adult Revealed survey it has been recorded those “18 to 24 years old customers in 26 countries in the UK” engage and purchase the products online or through social media approach. According to, Shen, (2023), Zara has shown particular interest in Instagram and Twitter to get access to fashion couture houses, retailers, and various designers which help them with an endeavour of driving their brand personality in real-time worldwide platforms. Around 51% of UK fashion marketers are influenced by SMM approaches as they drive website traffic and recurring customer base. As per the study of, Rathore, (2023), the two most mentioned fashion brands in the UK Shein and PrettyLittleThing effectively use TikTok to engage more young adult customers. 
In the view of, Munjal et al. (2023), Social media platforms actively offer bloggers, influencers, and designers to the vogue industry outlet of “the UK fashion industry” which gives them a global reach. Social media is the UK fashion’s newest muse as it explores the potential of the designers and primarily helps the brand to contact efficient designers and offer them better communication with customers and consumers. As per, Vladimirova et al. (2023), “Social media platforms” in the UK vogue production sectors foster creativity and inclusivity and aid in the emergence of a social fashion category that applies to foster and support bloggers and freelancers with unique talent. The brands in the UK fashion industry indulge in small interventional marketing that includes many influencers, bloggers, and freelancers allowing them to gain appreciation. Calaza et al. (2023), demonstrated that 71% of Instagram users and 66% of Twitter users in the UK have confirmed their regular purchases of beauty and fashion products online. However, social media platforms enable consumers to accept recommendations from different applications which influence the purchase decision of the customers. 
Social media increases the regular rate of usage of user-generated content created by customers that is brand-specific. As stated by, Tsironis et al. (2022), the commencement of fashion bloggers was the first implemented by Burberry. It has brought a change in everything from printing to publishing user-generated content. The renowned brands in the UK fashion industry such as Dolce & Gabbana acknowledged online fashion bloggers like Tavi, Gala Darling, and many more to establish design collaboration and stimulate communication with targeted consumers. H&M has considered Twitter and Facebook to be the most priceless and valuable platform that fosters real-time consumer service in the fashion industry. 
[bookmark: _heading=h.35nkun2][bookmark: _Toc156668065][bookmark: _Toc158636540]2.7 Obstacles encountered in considering “Social Media Marketing” for strengthening consumer equity 
SMM was formerly considered a luxury, but for contemporary firms, it has become essential (Xue et al. 2023). The simple fact that social media is being used by internet users worldwide for an average of “two hours and twenty-seven minutes” is a good indicator of the strength of social media. Furthermore, nearly 80% of individuals base their purchasing decisions on “social media advertisements”. “Social media” is a revolutionary platform “for brands” all across the globe. Nevertheless, it has its fair share of challenges and obstacles that affects productivity and impedes the path of consumer equity. 
For organizations and consumers alike, social networking site utilization has grown fundamental. “Social media” has been employed by organizations as a marketing measure or tool for boosting “customer equity” and “loyalty to the brand”. In the opinion of Mathur, (2020), as a way of networking purposes, functioning, and recognition, consumers embrace “social media platforms”. The popularity of “social media platforms” in the fashion sector has brought about an overhaul in successful performance, that involves operations, acts, and accumulating digital information along with consumer viewpoints through informal communication. As per Sağtaş, (2022), through the embracement of SMM endevaors the fashion sector had the opportunity to confront cutting-edge studies on consumer-trending issues in an extensive behaviour. The advent of “social media” has given prominence to an increasingly versatile medium for advertising that presents marketing firms with an array of alternatives featuring excellent client commitment and individual recognition of the brand. Zollo et al. (2020), further opined that social networking sites represent an ensemble of web-based networks and sites that have been utilized for communicating with clients all over the nation as well as encouraging prosperous global interaction. 
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[bookmark: _Toc157870978][bookmark: _Toc158636541][bookmark: _Toc158651935]Figure 7: Road blocked endured by companies by implementing social media marketing to strengthen client equity
(Source: Bansal et al. 2014)
As per the above image, an organization or corporation has been influenced by social media initiatives in two ways: directly and indirectly. “Social media marketing” efforts, notwithstanding their swift rise to prominence, present obstacles, notably an adverse impression of brands, unfavorable client and influencer opinions, and restricted visibility of brands. Ebrahim, (2020), highlights the fact that corporations rely upon client devotion for the continued success of their brand identities throughout their entire journey. “Customer equity” serves as a metaphor for those kinds of loyalty from consumers. Similarly, Koay et al. (2020), assert that to facilitate the connections between clients and organizations to progress effortlessly, devoted clients are inclined to endorse their favorite goods and share favorable feedback on social media platforms. Consequently, there ought never to be an unfavorable connection between a firm and its clientele. As indicated by previous investigations, there exists an intense connection between “customer equity” and “marketing efforts” on social media platforms. 
In conjunction with the research findings of Nuseir and Elrefae, (2022), pinpoint the fact that Even though “social media” has been contributing substantially to the enhancement of consumer equity throughout the UK’s fast-fashion sector, a multitude of promotional marketing breaches have currently developed as a consequence of an ongoing spike in news coverage on a worldwide basis, which might cause substantial obstacles to corporations in the coming years. Furthermore, Zarei et al. (2022), demonstrate that the potential and prospects related to “data theft” have become greater as an outcome of a variety of business enterprises spending a substantial percentage of their economic framework design to unify their corporate framework with appropriate and fruitful digital innovations. 
Ahmed et al. (2023), however, contend that corporate firms’ privacy practices have allowed third-party services convenient accessibility to an array of sensitive information, involving client information kept on the company’s database and statistical analysis of big data, attributable to the inadequacy of effective encryption gateways. Given that the UK’s fast fashion businesses lack the ability to adequately safeguard their client information against unscrupulous intervening and third-party cyber frivolity, the unexpected spike in cyber theft has led to consumers becoming profoundly concerned regarding privacy and security.
[bookmark: _Toc158636542]2.8 Conceptual Framework
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[bookmark: _Toc157870979][bookmark: _Toc158636543][bookmark: _Toc158651936]Figure 8: Conceptual Framework
(Source: Self-created)
[bookmark: docs-internal-guid-4ed573cf-7fff-bca4-7d]The "Intellectual Framework's" inference depends on the creation of a coherent relationship between the "dependent factor" and the related "independent variables" to vividly illustrate the empirical results and infer the study's goals (Varpio et al. 2021). The research establishes crucial outcomes on the implications of “Social Media Marketing” being a critical tool for achieving consumer equity within the UK Fast Fashion industry. On the basis of this framework, the chosen dependent variable includes consumer equity, followed by connected independent factors encompass Social Media Engagement, Content Quality, Influencer Collaborations and Frequency of Campaigns. Every individual element displays an influence on the preferred dependent variable which aids in determining the scope of SMM within the UK Fast Vogue sector, including embedding its impact on enhancing consumer equity amongst its target customer segment.
[bookmark: _heading=h.1ksv4uv][bookmark: _Toc156668066][bookmark: _Toc158636544]2.9 Literature Gap 
[bookmark: docs-internal-guid-f4cd4122-7fff-0a93-1d]In this chapter, an examination of the collision of SMM initiatives on improving “customer equity” is depicted in the light of the “fast fashion industry of the UK”. Since no particular fast fashion retail firm in the UK has not selected for conducting the research, it has become quite difficult to incorporate necessary data or explanations within the limited word count. Apart from this, as the research topic is quite vast, the research outcome has been able to incorporate instances of a few UK fast fashion retail firms which may not meet the premonitions of the purveyors. Moreover, this chapter includes the obstacles which are encountered in considering or using SMM initiatives for strengthening customer equity. But no recommendation section has been incorporated in this chapter which can depict thre ways for overcoming the challenges for the fast fashion industries of the UK.
[bookmark: _heading=h.44sinio][bookmark: _Toc156668067][bookmark: _Toc158636545]2.10 Conclusion 
This literature review section has effectively drawn on the aftermath of SMM on the functionality and overall success of the “UK fast fashion industry”. This section has proceeded to depict the interrelations between the customer equity of a tagline and SMM. This section has delivered a preview of the role of SMM in the “UK fast fashion sector” and how it positively impacted the growth the fashion brands. Furthermore, this section elaborated on the elements impacting SMM in the “UK fast fashion industry” through real-time views. This section has also captured the factors that created obstacles for SMM in providing customer equity to fast fashion brands. The literature review section has focused on the factors that are important for increasing customer equity in the brands.


[bookmark: _heading=h.2jxsxqh][bookmark: _Toc156668068][bookmark: _Toc158636546]Chapter 3: Research Methodology 
[bookmark: _heading=h.z337ya][bookmark: _Toc156668069][bookmark: _Toc158636547]3.1 Introduction 
The “methodology” portion of a research study outlines the key procedures that are necessary for carrying out effective research and producing satisfactory outcomes. Details on the approaches and strategies that will be used to solve the investigation ideology are given in this section.
[bookmark: _heading=h.3j2qqm3][bookmark: _Toc156668070][bookmark: _Toc158636548]3.2 Research Onion 
The methodology involves the systematic application of approaches and methods to ensure the proper completion of the entire study. 

[image: ]
Figure 9: Saunders Research Onion Model
(Source: Saunders et al. 2019)
The utilisation of the “research onion”, specifically following the “Saunders Research Onion Model”, as outlined by Saunders et al. (2019), serves to delineate the entire methodology into distinct layers. These layers, namely, “Research Philosophy”, “Research Approach”, “Research Design”, “Research Strategy”, “Data Collection Method” and “Time Horizon”, collectively contribute to the synchronised formulation of the research methodology. The six layers, therefore, play a pivotal role in guiding the research study towards obtaining relevant and meaningful outcomes.
[bookmark: _heading=h.1y810tw][bookmark: _Toc156668071][bookmark: _Toc158636549]3.3 Research Philosophy 
In research, a researcher's methodology is guided by a set of fundamental presumptions and convictions known as the “research philosophy” (Akpan, 2022). It involves the investigator's perceptions concerning actuality and the process of comprehending. There are three types: “positivism”, which supports quantifiable, objective facts; “interpretivism”, which emphasises subjective interpretation; and “realism”, which aims to comprehend reality's complexity and dynamic character. 
Justification 
A comprehensive understanding of SMM's” impact on “customer equity” can be gained from this mixed philosophy. “Positivism philosophy” offers measurable, objective data that may be used to assess the success of marketing campaigns. Conversely, “interpretivism philosophy” offers a comprehensive perspective by capturing the individualised experiences and perspectives of customers (Lim, 2023). The research is improved by combining the two ideologies, providing a sophisticated knowledge of the intricate social dynamics and measurable results in the context of UK fast fashion. Due to the aspects of “reliability” ingrained in the “interpretivism” philosophy, this research technique is reputed to produce a relatable yet credible thesis by exemplifying “personal motivational cues”. While the former technique finds its grounds in the “qualitative” aspect of this research, the “positivist” factor has augmented the interpretation of data collected from a larger sample size.  
[bookmark: _heading=h.4i7ojhp][bookmark: _Toc156668072][bookmark: _Toc158636550]3.4 Research Approach 
The general strategy or plan outlining the methodology of an investigation is referred to as the “research approach” (Al-Ababneh, 2020). The “quantitative method”, which emphasises numeric data as well as analysis based on statistics, alongside the “qualitative approach”, which emphasises subjective knowledge using non-statistical information like interviews and surveys, are the two primary categories. Based on the goals of this study, experts have selected and integrated these methodologies.
Justification 
“Quantitative approaches” provide statistical information on customer behaviour and quantify and assess the success of marketing campaigns. Bush et al. (2020), assert that “Qualitative approaches”, like previously uploaded articles, journals and interviews, provide depth by delving into the unique experiences, perspectives, and motives of each participant. This unique assimilation of “research approaches” has contributed to the “versatility” of the discussion. While the “qualitative” method has secured the authenticity of the research through the minute inspection and speculation of integrated data, the “quantitative” method has introduced “standard” procedures to reduce the threat of “subjective” elucidation. The strategic manoeuvre to amalgamate “numeric” records with “in-depth analysis” of critical information related to clients has sustained the comprehensiveness of the research. With this combination, researchers obtained a qualitative understanding of the root causes in addition to a quantitative assessment of the impact. It provides an understanding of the complex dynamics of consumer equity impacted by SMM within the particular framework of the UK's fast fashion sector.
[bookmark: _heading=h.2xcytpi][bookmark: _Toc156668073][bookmark: _Toc158636551]3.5 Research Design 
In research, the plan or framework that describes the methods for gathering and analysing data is termed “research design” (Tomaszewski et al. 2020). It establishes the validity and dependability of the investigation. The three primary categories are “explanatory”, “descriptive”, and “exploratory”. These designs fulfil a distinct function, assisting researchers in carrying out their studies with accuracy and clarity.
Justification
To fully comprehend the effect of SMM on “customer equity” in the UK “fast fashion” business, “descriptive” and “exploratory” study methodologies are utilised. A “descriptive design” offers a comprehensive picture of the existing situation by outlining and quantifying the features of consumer equality (Vita et al. 2023). To infer, the “descriptive” design accommodates the possibility of scouting through the divergent aspects of a thesis by depending on a substantial volume of data collected from the participants. Conversely, “exploratory research design” enables a thorough investigation of fundamental causes, revealing fresh perspectives and possible elements impacting consumer equity. This technique balances the extensiveness of this research by “narrowing” the topic to a specific “hypothesis”. Combining the two methods gives researchers a comprehensive picture that includes insights into the variables influencing consumer equity in the dynamic environment of fast fashion in the UK as well as a thorough grasp of the state of affairs.
[bookmark: _heading=h.1ci93xb][bookmark: _Toc156668074][bookmark: _Toc158636552]3.6 Research Strategy 
The “research strategy” involves a systematic hypothesis of the data acquired while conducting the research process to furnish comprehensive insights into the research outcomes (Pandey and Pandey, 2021). Effectively executed research strategies aim to obtain authentic data crucial for research development, with three predominant approaches of "qualitative", "quantitative" and "mixed".
Justification
The research has adopted both qualitative and quantitative research strategies to yield precise results from the collected data (Pandey and Pandey, 2021). While the “quantitative strategy” relies on formulating statistical analysis regarding SMM initiatives” affecting “consumer equity” within the “UK Fast Fashion Industry”, the “qualitative strategy” indulges in acquiring subjective results on the endeavours through which consumer equity is shaped using SMM tactics by the UK fast fashion companies. The sole application of “quantitative strategy” and “qualitative strategy” is deemed ineffective owing to their biases and irrelevant perspectives overshadowing the study’s objectives.
[bookmark: _heading=h.3whwml4][bookmark: _Toc156668075][bookmark: _Toc158636553]3.7 Data Collection Method 
The process of gathering data stands as a crucial component in research as the nature of the acquired data significantly influences the overall findings of the study (Mishra and Alok, 2022). There exist three methods utilized to understand the characteristics of the collected data: “primary”, “secondary” and “mixed”.
Justification
The rationale behind employing both “primary and secondary data collection methods” in this study lies in both the direct acquisition of the data from real-time sources to ensure utmost accuracy as well as collecting data from relevant secondary sources, such as verified articles, academic journals and others (Mishra and Alok, 2022). By obtaining data directly from the participants as well as reliable secondary research-based information, this method fosters authenticity and upholds transparency of perspectives surrounding the relationship between SMM initiatives and consumer equity” within the “UK Fast Fashion Industry”. However, using “primary” and “secondary data collection methods” independently could potentially distort the study’s results due to the risk of plagiarized data.
[bookmark: _heading=h.2bn6wsx][bookmark: _Toc156668076][bookmark: _Toc158636554]3.8 Data Analysis 
The research investigation includes the crucial element of data analysis which plays a “pivotal role” in supporting the essential elements of the research study to achieve its objectives fervently (Newman and Gough, 2020). This research methodology is bifurcated into “thematic”, “statistical” and “mixed” for establishing credible outcomes for the study.
Justification
The study utilises both the “thematic” and “statistical” strategies to assess the “reliability and validity” of the factual “data collected” from surveys as well as varied secondary sources, such as reputable journals, articles, government websites and official portals. This analysis pertains to subjective views on the opportunities and challenges of SMM impacting consumer equity in the UK “fast fashion” sector while the primary data from the survey provides relevant insights on the subject effectively. To validate the integration of both, “thematic” and “statistical”, the former abides by the delineation of novel perspectives, while the latter incentivises the research outcomes through the specification of trends. Nonetheless, considering the laxity in credibility over synthesizing secondary sources with primary responses, the sole usage of “thematic” and “statistical” has been omitted.
[bookmark: _heading=h.qsh70q][bookmark: _Toc156668077][bookmark: _Toc158636555]3.9 Population and Sampling 
The research investigation involves the implementation of a suitable “sampling process” which enables the researcher to observe a small group of individuals from a larger population (Berndt, 2020). Therefore, in this context, a survey has been conducted with 40 fast fashion consumers selected from social media platforms. Additionally, the qualitative analysis has been conducted over 5 consumers to get diverse perspectives on the significant role and impact of SMM on “consumer equity”. As highlighted by Stratton, (2021), employing the “snowball sampling technique” has been instrumental in saving both time and cost, forming the foundation of the research study, with the sample type for data acquisition and analysis being demographic and geographical.
[bookmark: _heading=h.3as4poj][bookmark: _Toc156668078][bookmark: _Toc158636556]3.10 Linking objectives with methodology 
The research delineates the influential factors associated with SMM within the “UK Fast Fashion Industry”, using both "interpretivism" and "positivism philosophy", while evaluating the challenges of SMM on consumer equity” within the concerned industry by scrutinising data collected from participants through the survey including “secondary data” from relevant sources via the “mixed data collection method” (Al-Ababneh, 2020). Additionally, the study furnished valuable insights derived from the “mixed data analysis” approach for deducing the key facets of SMM positively shaping consumer equity towards purchasing fast fashion products in the UK.
[bookmark: _heading=h.1pxezwc][bookmark: _Toc156668079][bookmark: _Toc158636557]3.11 Research Limitations 
The research faces several limitations when “investigating the influence” of SMM on enhancing “consumer equity” within the “UK fast Fashion industry”. Firstly, the mixed “data collection method” may overlap due to the diverse perspectives of the participants and the data collected from secondary sources, potentially affecting the study’s accuracy amidst the dynamic nature of “social media platforms” and the competitive industry of fast fashion (Akanle et al. 2020). Furthermore, the generalisability might be compromised due to the focus on a specific industry and geographic location. Additionally, the findings of the study may also be influenced by the “subjective nature” of consumer perspectives and behaviours, leading to potential bias.
[bookmark: _heading=h.49x2ik5][bookmark: _Toc156668080][bookmark: _Toc158636558]3.12 Research Ethics 
The ethical considerations in research encompass the adherence to values and ethical standards throughout the research process. The validation of a philanthropical framework is ensured by compliance with the “Data Protection Act 2009”, which forms a pivotal measure in upholding the relevancy of the groundwork (Drolet et al. 2023). Integration of this Act fosters accessibility between the research worker and visualizers, averting potential legal or copyright complications in the future. Furthermore, adherence to the regulatory policies outlined in this Act ensures that due credit is given to the source or author, whilst maintaining the confidentiality of the participants' personal information.
[bookmark: _heading=h.2p2csry][bookmark: _Toc156668081][bookmark: _Toc158636559]3.13 Conclusion
[bookmark: __DdeLink__11885_288558254]In summary of this investigation, it can be deduced that the methodology employed in the research serves as a vital component in facilitating “the researcher to” construct a thorough prelude of the study's diverse stages to attain a conclusive outcome parallel to the objectives.


[bookmark: _Toc156668082][bookmark: _Toc158636560]Chapter 4: Analysis & Discussion 
[bookmark: _Toc156668083][bookmark: _Toc158636561]4.1 Introduction 
The “analysis and discussion” segment of the particular thesis has categorically refined the thesis discussion by amalgamating the prospects of “qualitative evaluation” besides adopting the benefits of “quantitative” interpretation. This section will segregate the sample size of 40 participants to subject the data recorded from 5 respondents to the framework of “qualitative” examination, meanwhile, the remaining information will be subjected to statistical interpretation based on SPSS methods. In this context, a specific “hypothesis” will navigate the results from “descriptive statistics”, “graphical illustration”, “correlation matrix”, “collinearity diagnostics”, “regression framework” and “residual statistics” to ameliorate the research findings.
[bookmark: _Toc156668084][bookmark: _Toc158636562]4.2 Specification of variables 
In studies, the "dependent variable" refers to the observable result or reaction, which is impacted by the researcher-manipulated "independent variable." The person conducting the study hypothesizes that the "dependent factor" will vary in reaction to differences in the "independent factor." This critical connection among the variables provides an outline for comprehending the way experimental alterations affect the measurable results in the research (Duncan and Kefford, 2021).

	Dependent Variables
	· Social media marketing creates an impact  



	Independent Variables
	· Come across on social media platforms
· Extent that influences fashion choices
· Engage with fast fashion brands 
· Face any challenges 


[bookmark: _Toc157871192]Table 1: Specification of variables
“Social media marketing creates an impact”, as the "dependent variable", emphasizes the critical function of social media promotion requirement. Meanwhile, “Come across on social media platforms”, “Extent that influences fashion choices”, “Engage with fast fashion brands” and
“Face any challenges” serve as "independent variables" in the study. These characteristics notably emphasize a variety of measures targeted at improving customer equality, which contributes to a more complete knowledge of the influence of digital advertising on customer attitudes and actions.
[bookmark: _Toc156668085][bookmark: _Toc158636563]4.3 Specification of hypotheses 

	Hypothesis
	Statement
	p-value
	Result

	H0
	There is no significant impact of SMM initiatives on enhancing consumer equity
	0.00
	Rejected

	H1
	There is significant impact of SMM initiatives on enhancing consumer equity
	0.00
	Accepted


[bookmark: _Toc157871193]Table 2: Specification of hypotheses
The hypothesis formulated for this study was tested at a "significance level" of 0.05. The H0 was dismissed despite a p-value greater than 0.05, but the H1 with a p-value of 0.00 was approved. This implies a statistically meaningful divergence from the "null hypothesis", which supports the "alternative hypothesis" (Sattler and Zimmermann, 2024).
[bookmark: _Toc156668086][bookmark: _Toc158636564]4.4 Descriptive Statistics 
	Statistics

	
	Age
	Gender
	Social media marketing creates an impact
	Prefer platform for shopping
	Come across on social media platforms
	Extent that influences fashion choices
	Advantages while purchasing social media products
	Engage with fast fashion brands
	Face any challenges
	Kind of challenges
	Prefer social media for buying products

	N
	Valid
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	
	Missing
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Mean
	1.63
	1.68
	.73
	1.80
	1.85
	1.65
	2.60
	2.20
	.70
	1.83
	1.75

	Median
	1.00
	2.00
	1.00
	2.00
	2.00
	1.00
	3.00
	2.00
	1.00
	1.00
	2.00

	Mode
	1
	2
	1
	2
	2
	1
	3
	1
	1
	1
	1

	Std. Deviation
	.838
	.474
	.452
	.648
	.893
	.834
	.900
	1.418
	.464
	1.083
	.809

	Variance
	.702
	.225
	.204
	.421
	.797
	.695
	.810
	2.010
	.215
	1.174
	.654

	Skewness
	.822
	-.777
	-1.048
	.808
	1.673
	1.313
	-.870
	.991
	-.907
	.875
	.498

	Std. Error of Skewness
	.374
	.374
	.374
	.374
	.374
	.374
	.374
	.374
	.374
	.374
	.374

	Kurtosis
	-1.062
	-1.473
	-.953
	2.256
	3.822
	1.395
	-.284
	-.393
	-1.242
	-.739
	-1.284

	Std. Error of Kurtosis
	.733
	.733
	.733
	.733
	.733
	.733
	.733
	.733
	.733
	.733
	.733

	Range
	2
	1
	1
	3
	4
	3
	3
	4
	1
	3
	2


 
[bookmark: _Toc157871194]Table 3: Descriptive Statistics 
(Source: Generated by SPSS)
· The descriptive statistics suggests a greater synthesis with the opinion of the respondents on the skewness of “social media promotions” and “come across on social media platforms”.
· However, negative kurtosis was also found for “face any challenges” when administering SMM within UK Fast Fashion companies.
The utilisation of “descriptive statistics” is rudimentary to consolidate the diversified interpretation of information of broad sample size by summarising the essential results through “statistical metrics” (Salvatore, 2021). To shed light on the intricacies of associations between the “dependent variable” of SMM creates an impact” and “independent” factors such as “extent that influences fashion choices”, the “descriptive statistics” implements significant coefficients of ‘mean, ‘median’, ‘standard deviation’, ‘skewness’ and ‘kurtosis’. The ‘mean’ value for SMM creates an impact” stands at 0.73, implying the similarity in the opinion of respondents regarding the efficacy of “social media promotions”. Meanwhile, the ‘median’ estimate for “come across on social media platforms” is 2.000, which serves as a guide for the “centrality” of the substantial dataset. This inclined ‘median’ coefficient counters the augmented ‘skewness’ factor of 1.673, denoting the greater degree of asymmetry in the responses of the participants. 
The possibility of “extreme values” recorded in the dataset is further illustrated by the spectrum of ‘kurtosis’ values, which has reached a nominal threshold of -1.473 for the “gender” segment of the database. Meanwhile, a “positive” ‘kurtosis’ or “symmetric distribution” of information is observed for the research parameter of “come across on social media platforms” with a value of 3.822. In contrast, a “negative kurtosis” estimate of -1.242 for the criteria of “face any challenges” demonstrates the variety of problems faced by the professionals in administering the sophisticated architecture of SMM. To address the uniqueness of customer perception regarding the propensity of social media promotions in the vogue industry, a ‘standard deviation’ estimate of 1.418 for the gauge of “engage with fast fashion brands” responds to the impact of creative advertisements. By exemplifying the “statistical significance” of such values in the fashion industry, “descriptive statistics” has refined the research findings.    
[bookmark: _Toc156668087][bookmark: _Toc158636565]4.5 Graphical Representation 
[image: ]
[bookmark: _Toc157870980][bookmark: _Toc158636566][bookmark: _Toc158651937]Graph 1: Age
(Source: Created through SPSS)
According to the graph, 60% of the 40 participants aged 16 to 36 were between the ages of 16 and 25, 17.5% were between the ages of 26 and 35, and 22.5% were over the age of 36. Particularly, the majority of the active respondents, who engaged and provided thorough comments during the discussion process, were between the ages of 16 and 25. Therefore, the graph displays the age-group of 16-25 as the most engaged in social media.
[image: ]
[bookmark: _Toc157870981][bookmark: _Toc158636567][bookmark: _Toc158651938]Graph 2: Gender
(Source: Created through SPSS)
Out of the 40 individuals shown in the graph, 67.5% are female and 32.5% are male. According to the information, women make up a smaller proportion of those taking part than men. As a result, it seems that male applicants provided additional details during the interviewing process, showing a greater level of engagement and involvement in the rounds of interviews.


[image: ]
[bookmark: _Toc157870982][bookmark: _Toc158636568][bookmark: _Toc158651939]Graph 3: Social Media Marketing Creates an impact 
(Source: Created through SPSS)
As the graph illustrates, 72.5 percent of respondents think SMM strengthens relationships with customers, whereas 27.5 percent don't agree. This aligns with the study goal of examining the significance of social media marketing in the fashion sector in the United Kingdom.. The responses demonstrate a strong recognition of the influence, offering evidence on the perceived significance of social media promotion in developing customer relations in the backdrop of the UK fashion sector.
[image: ]
[bookmark: _Toc157870983][bookmark: _Toc158636569][bookmark: _Toc158651940]Graph 4: Prefer Platform for Shopping
(Source: Created through SPSS)
The graph depicts respondents' buying platform tastes, with 30% using Facebook, 62.5% choosing Instagram, 5% choosing YouTube, and 2.5% using every platform. The consistent replies in determining the relevance of online advertising, in the UK apparel sector, shows a concentration on Instagram as a major purchasing platform, offering helpful perspectives into the function of certain online platforms to impact consumer habits in the clothing industry.
[image: ]
[bookmark: _Toc157870984][bookmark: _Toc158636570][bookmark: _Toc158651941]Graph 5: Come across on social media platform
(Source: Created through SPSS)
The graph above illustrates participants' perspectives on discovering fashion-related information on social networking sites. Notably, 35% "very often" encounter such content, 55% "often" do, 2.5% "occasionally," and 5% encounter it "rarely." The frequent exposure suggests a possible relationship between SMM tactis and increased customer interaction in the fast fashion industry, which is in line with the research objective of analyzing the impact of social media marketing strategies in the UK's rapid fashion industry on increasing loyalty among customers.
[image: ]
[bookmark: _Toc157870985][bookmark: _Toc158636571][bookmark: _Toc158651942]Graph 6: Extent that influences fashion choice
(Source: Created through SPSS)
The graphical representation  displays participants' perspectives on the impact of social media on fashion decisions. The majority (55%), firmly contend that networking sites has a major effect on their fashion selections, while 35% feel it has an average effect. A smaller minority, 7.5%, believe they have a slight impact, while 2.5% claim they have no influence. The research aim of examining the influence of SMM in the UK fast fashion business, providing facts about the strong influence of  SMM shaping and improving consumer loyalty.


[image: ]
[bookmark: _Toc157870986][bookmark: _Toc158636572][bookmark: _Toc158651943]Graph 7: Advantages of purchasing social media products
(Source: Created through SPSS)
The graph shows that 20% value seeing presentations of chosen items, 7.5% value the number of alternatives, and 65% value the benefit of budget appropriateness. In addition, 7.5% support receiving all of the aforementioned advantages. This data supports the study's goal of assessing the way social media advertising effects on consumer equity by explaining the apparent advantage of “budget compatibility” which contribute to increased client involvement and fulfillment in the fashion business.


[image: ]
[bookmark: _Toc157870987][bookmark: _Toc158636573][bookmark: _Toc158651944]Graph 8:  Engage with fast fashion brands
(Source: Created through SPSS)
The presented graph delineates participant likelihood to engage with fast fashion brands on social media following marketing initiatives. A significant 42.5% indicate "very likely," while 30% consider themselves "likely" to engage. In contrast, 10% think it's "unlikely," and 12.5% say it's "very unlikely." This evidence largely fits with the research's objectives, as it reveals the major influence of SMM campaigns in engaging with the UK fast fashion brands, providing evidence on customer preferences and its possible consequences on their value.

[image: ]
[bookmark: _Toc157870988][bookmark: _Toc158636574][bookmark: _Toc158651945]Graph 9: Face any challenges
(Source: Created through SPSS)
The graph depicts 40 participants' answers to challenges when selecting social media-marketed items for purchase. A sizable 70% report encountering obstacles in this area, whereas 30% believe differently. Upon identifying difficulties encountered by fashion retailers when implementing "social media marketing initiatives" in the UK in establishing customer trust, the graph sheds light on the limitations hindering the successful outcome of such efforts in influencing consumer opinions.
[image: ]
[bookmark: _Toc157870989][bookmark: _Toc158636575][bookmark: _Toc158651946]Graph 10: Kind of Challenges
(Source: Created through SPSS)
The graph below summarizes 40 participants' reactions to problems in selecting social media-marketed items for purchase. A strong 70% identify encountering obstacles in this area, compared to the 30% who disagree. Intended to determine obstacles encountered by UK fast-fashion businesses, upon when launching social media advertising campaigns, “fake demonstrations of products” act as an impediment that negatively affects customer equity and satisfaction.
[image: ]
[bookmark: _Toc157870990][bookmark: _Toc158636576][bookmark: _Toc158651947]Graph 11: Prefer social media for buying products
(Source: Created through SPSS)
The graph shows people's tastes in using "social media" for subsequent decisions about purchases. Notably, 47.5% favour using social networks as an instrument for making choices. In contrast, 30% express an unwillingness to rely on the internet for future purchases, while 22.5% remain undecided. This data is important in understanding the various opinions regarding the function of social media in affecting future consumer decisions.



[bookmark: _Toc156668088][bookmark: _Toc158636577]4.6 Correlation Analysis 
The effective management of large-scale datasets promulgates a prudent inclusion of statistical software to affirm optimal representation of the data. Saccenti et al. (2020) explain that the application of a “correlation matrix” ensures the critical functionalities of the tool for meticulously examining the statistical associations among diverse data points. This framework facilitates a thorough analysis of the “correlation coefficients”, revealing the symbolism of the relationship between the “dependent variable” of “Social Media Marketing creates an impact” and its associated independent factors. 
	Correlations

	
	Age
	Gender
	Social media marketing creates an impact
	Prefer platform for shopping
	Come across on social media platforms
	Extent that influences fashion choices
	Advantages while purchasing social media products
	Engage with fast fashion brands
	Face any challenges
	Kind of challenges
	Prefer social media for buying products

	Age
	Pearson Correlation
	1
	.524**
	-.888**
	.614**
	.677**
	.835**
	.544**
	.928**
	-.890**
	.943**
	.918**

	
	Sig. (2-tailed)
	
	.001
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Gender
	Pearson Correlation
	.524**
	1
	-.427**
	.784**
	.669**
	.548**
	.829**
	.595**
	-.454**
	.535**
	.652**

	
	Sig. (2-tailed)
	.001
	
	.006
	.000
	.000
	.000
	.000
	.000
	.003
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Social media marketing creates an impact
	Pearson Correlation
	-.888**
	-.427**
	1
	-.542**
	-.613**
	-.738**
	-.466**
	-.912**
	.941**
	-.886**
	-.824**

	
	Sig. (2-tailed)
	.000
	.006
	
	.000
	.000
	.000
	.002
	.000
	.000
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Prefer platform for shopping
	Pearson Correlation
	.614**
	.784**
	-.542**
	1
	.921**
	.768**
	.870**
	.714**
	-.545**
	.679**
	.685**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	.000
	.000
	.000
	.000
	.000
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Come across on social media platforms
	Pearson Correlation
	.677**
	.669**
	-.613**
	.921**
	1
	.858**
	.753**
	.794**
	-.606**
	.767**
	.728**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	
	.000
	.000
	.000
	.000
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Extent that influences fashion choices
	Pearson Correlation
	.835**
	.548**
	-.738**
	.768**
	.858**
	1
	.629**
	.885**
	-.742**
	.896**
	.856**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	
	.000
	.000
	.000
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Advantages while purchasing social media products
	Pearson Correlation
	.544**
	.829**
	-.466**
	.870**
	.753**
	.629**
	1
	.627**
	-.479**
	.584**
	.634**

	
	Sig. (2-tailed)
	.000
	.000
	.002
	.000
	.000
	.000
	
	.000
	.002
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Engage with fast fashion brands
	Pearson Correlation
	.928**
	.595**
	-.912**
	.714**
	.794**
	.885**
	.627**
	1
	-.881**
	.925**
	.939**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	
	.000
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Face any challenges
	Pearson Correlation
	-.890**
	-.454**
	.941**
	-.545**
	-.606**
	-.742**
	-.479**
	-.881**
	1
	-.923**
	-.820**

	
	Sig. (2-tailed)
	.000
	.003
	.000
	.000
	.000
	.000
	.002
	.000
	
	.000
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Kind of challenges
	Pearson Correlation
	.943**
	.535**
	-.886**
	.679**
	.767**
	.896**
	.584**
	.925**
	-.923**
	1
	.885**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	
	.000

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40

	Prefer social media for buying products
	Pearson Correlation
	.918**
	.652**
	-.824**
	.685**
	.728**
	.856**
	.634**
	.939**
	-.820**
	.885**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	

	
	N
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40
	40



[bookmark: _Toc157871195]Table 4: Correlation Analysis
(Source: created through SPSS)
·  “Social Media Marketing creates an impact”, as the DV, and “come across on social media platforms” propose an indirectly proportionate correlation.
· A similar negative result was determined between the DV and “extent that influences fashion choices”.
· Both “engage with fast fashion brands” and “face any challenges” indicate a positive relationship with the DV.
The negative correlation between “Social Media Marketing creates an impact” and “come across on social media platforms”, stands at -0.613, establishing a negligible link between SMM marketing and consumer equity within the UK fast fashion industry. Similarly, the correlation value of -0.738 between “Social Media Marketing creates an impact” and “extent that influences fashion choices” implies on a highly negative relationship, indicating a divergent progression. The statistical significance threshold of 0.00 attests this finding, confirming its statistical relevance. The significant scores, all below 0.05, further validates the statistical credibility of the connection, stating that Social Media Marketing, as an integral part of strategic digital marketing, displays a nuanced yet complex relationship towards the changes in consumer equity, attempting to shape the perceptions and operations of the UK fast fashion companies. 
Additionally, a correlation coefficient of -0.914 is noted between “Social Media Marketing creates an impact” and “engage with fast fashion brands”, suggesting a negative coherent movement of these factors. Upon examining the independent variable of “face any challenges”, a notable positive correlation of 0.941 is observed with “Social Media Marketing creates an impact”. Therefore, overall, the resultant correlation values, therefore, enforce a significant yet negative relationship between the dependent an independent elements.
[bookmark: _Toc156668089][bookmark: _Toc158636578]4.7 Regression Analysis 
The "regression analysis" provides the quantitative vitalities of the study by allowing for the acquisition of the relative link between the "dependent" and the "independent" factors, taking into consideration the vital possibilities of statistically analyzing with a research procedure. Shrestha, (2020), elucidates that the “regression analysis” underlines the proneness of the variable’s “value and stance” for highlighting the advantageous communication developing among the variables. By complying with the principles of the “regression analysis”, the vicinity of “regression values” of “R value” and “R square value” to the standard value of “1” acknowledges the tendency of attaining a positive correlation between the “dependent” and “independent variables”. 
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	.964a
	.928
	.920
	.128
	.928
	113.552
	4
	35
	.000
	1.821

	a. Predictors: (Constant), Face any challenges , Come across on social media platforms, Extent that influences fashion choices, Engage with fast fashion brands

	b. Dependent Variable: Social media marketing creates an impact



[bookmark: _Toc157871196]Table 5: Regression Analysis
(Source: created through SPSS)
· Both “R square” and “Adjusted R square” value positively correlate with “Social Media Marketing creates an impact”.
· The IVs and DV are shown to link positively over the above values being closer to 1.
Therefore, reflecting on the regression table drawn above, it can be established that the “R square” of 0.928 and “Adjusted R square” value of 0.920 display an immediacy of the variables towards the standard value of “1”, therefore, shedding light on a directly proportionate correlation between the “dependent variable” of “Social Media Marketing creates an impact”, and “independent variables”, comprising “come across on social media platforms”, “extent that influences fashion choices”, “engage with fast fashion brands” and “face any challenges”. Subsequently, the outcomes facilitate a positive relationship achieved between the “dependent variable” and its independent factors, owing to the propinquity of both the “R” and “R square” towards the standard value of “1”. Based on these aspects, the potential for successive and continuous relationship between variables is established, amidst invigorating a reliable relationship between the DV and IVs, thereby influencing each other’s variability and credibility within the research. 
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	7.404
	4
	1.851
	113.552
	.000b

	
	Residual
	.571
	35
	.016
	
	

	
	Total
	7.975
	39
	
	
	

	a. Dependent Variable: Social media marketing creates an impact

	b. Predictors: (Constant), Face any challenges , Come across on social media platforms, Extent that influences fashion choices, Engage with fast fashion brands



[bookmark: _Toc157871197]Table 6: ANOVA Analysis
(Source: created through SPSS)
· At 0.00, the significant value determines the acceptance of DV’s variability within the regression analysis.
· This shows the regression model to be accurately aligned with the study’s objectives.
Whilst affirming with the values displayed in the aforementioned regression table, the “analysis of variance” or ANOVA is incorporated for determining the significance of the predictor variables’ dependendablity, therefore, bifurcating the total variability into nuanced components to ascribable regression and residual errors (De Menezes et al. 2021). With respect to the findings of the ANOVA analysis, it can be witnessed that the “mean square” values for “regression value” and “residual value” are calculated at 1.85 and 0.016, respectively. This outcome indicates that while the mean squares of “regression value” is greater than 1, the low “residual mean value” discern a “moderately secure relationship” among the various variables. Therefore, the findings heighten the chances of accepting the “alternative hypothesis” (H1), that is “there is significant impact of social media marketing initiatives on enhancing consumer equity”.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	.573
	.131
	
	4.375
	.000
	
	

	
	Come across on social media platforms
	.050
	.047
	.098
	1.062
	.295
	.239
	4.189

	
	Extent that influences fashion choices
	.084
	.063
	.155
	1.330
	.192
	.152
	6.600

	
	Engage with fast fashion brands
	-.206
	.047
	-.644
	-4.409
	.000
	.096
	10.450

	
	Face any challenges
	.534
	.098
	.548
	5.431
	.000
	.201
	4.972

	a. Dependent Variable: Social media marketing creates an impact



[bookmark: _Toc157871198]Table 7: Coefficients Table
(Source: created through SPSS)
· The IVs of “engage with fast fashion brands” and “face any challenges” draw positive effects on the DV.
· Moderately positive relationships between the DV and majority of the IVs are suggested through the significant values of 0.00.
The instrumental aspect of the coefficient table, in the regression analysis process, fosters changes in “dependent variables”, amidst the retention of consistency of “independent variables” (De Menezes et al. 2021). The above analysis propels a moderately positive relationship between the variables as all the influencing factors have affected “Social Media Marketing creates an impact”, with majority of the “significant values” of the “independent variables” being valued at 0.00.
[bookmark: _Toc156668090][bookmark: _Toc158636579]4.8 Collinearity Diagnostics 
The dimensions of “collinearity diagnostics” have encompassed the detection and specification of errors or disparities associated with the recorded data by assigning the degree of incongruity to “multicollinearity” (Salmerón-Gómez et al. 2020).  
	Collinearity Diagnosticsa

	Model
	Dimension
	Eigenvalue
	Condition Index
	Variance Proportions

	
	
	
	
	(Constant)
	Come across on social media platforms
	Extent that influences fashion choices
	Engage with fast fashion brands
	Face any challenges

	1
	1
	4.233
	1.000
	.00
	.00
	.00
	.00
	.00

	
	2
	.686
	2.484
	.00
	.00
	.00
	.01
	.06

	
	3
	.047
	9.513
	.13
	.48
	.01
	.12
	.02

	
	4
	.021
	14.058
	.04
	.43
	.97
	.09
	.02

	
	5
	.012
	18.513
	.83
	.09
	.02
	.79
	.90

	a. Dependent Variable: Social media marketing creates an impact



[bookmark: _Toc157871199]Table 8: Collinearity Diagnostics
(Source: Created through SPSS)
· The aforementioned table attests the presence of multicollinearity, through high eigenvalues and condition indices, making the DV statistically significant to the IVs.
· This displays a dynamic collinearity among the IVs, positively affecting the DV.
To evaluate the scope of disproportion in the recorded dataset, the “eigenvalues” for the consecutive dimensions have been benchmarked against the threshold of 0.000 for high variance. The yardstick for “condition indices” is, however, 30, to denote the possibility of imbalance. The “eigenvalues” for the statistical association in each dimension are 4.233, 0.686, 0.047, 0.021 and 0.012, with the 5th dimension nearing the threshold. Meanwhile, the “condition indices” account for 1.000, 2.484, 9.513, 14.058 and 18.513, implying the paucity of “multicollinearity”. To surmise, the responses gathered from participants regarding the “statistical significance” of associations between research variables reflected significant congruity. 
[bookmark: _Toc156668091][bookmark: _Toc158636580]4.9 Residual Statistics 
The difference obtained through the comparison of the “predicted” and “authentic” outcomes generated from the thesis is termed “residual value” and the tabular representation of the spectrum of “residual” and “anticipated” outcomes is defined as “residual statistics” (Jurado et al. 2020).  

	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	-.10
	1.08
	.73
	.436
	40

	Residual
	-.224
	.571
	.000
	.121
	40

	Std. Predicted Value
	-1.901
	.825
	.000
	1.000
	40

	Std. Residual
	-1.754
	4.469
	.000
	.947
	40

	a. Dependent Variable: Social media marketing creates an impact



[bookmark: _Toc157871200]Table 9: Residual Statistics
(Source: SPSS Generated)
· Being close to or near 1, the standard deviation of both the “predicted” and “residual” values indicate a directly proportionate connection between the DV and IVs.
· Similar interpretations were made in the case of the standard “predicted” and “residual” values which attested the statistical significance of the DV.
The “spectrum” of “predicted value” ranges from a “minimum” estimate of -0.10 to a “maximum” limit of 1.08, while the confinement of “residual value” extends from -0.224 to 0.571. The “mean” value for the “predicted value” accounts for 0.73, which is declined to 0.000 for “residual”, “standard predicted” and “standard residual” values. However, the “standard deviation” for the values recorded measures up to 0.436 for “predicted”, 0.121 for “residual”, 1.000 for “standard predicted” and 0.947 for “standard residual” parameters. The deviations in the “anticipated” and “original” outcomes of the research are suggestive of the diversified assortment of perspectives.
[bookmark: _Toc156668092][bookmark: _Toc158636581]4.10 Discussion 
Discussion on graph 
The research has prepared a conducive framework for illustrating the perspectives of the respondents surveyed for extracting potential insights about the proficiency of “social media marketing” in renovating the “fast fashion industry of the UK”. In a sample size of 40 respondents, the perspective of 35 candidates has been examined through the “statistical matrix” using the SPSS method. Through this evaluative approach, 72.5% of the respondents associate their opinion with the profoundness of “social media marketing” in impacting the industry, while 52.5% of the participants accede to the significant influence of such creative marketing framework on fashion preferences. The pattern of modifications is in conformance with the outlook of Salem and Salem, (2021), which validates the proficiency of “social media promotions” in augmenting brand loyalty through customised services that connect with the customers. To further justify the potential of this innovative business strategy, the opinion of 62.5% of the participants regarding the preference of “Instagram” as a domain of shopping has a profound impact. To explore the factors modifying the purchasing intentions of customers, 65% of the respondents appoint the reason of “budget compatibility” through social media purchases as the pioneering factor.  
Discussion on correlation analysis 
Arora and Sanni, (2019) state that “social media marketing” is a beneficial mode for digitally interacting with clients, using different “social media platforms”, to build a strong brand image within the complex business environment. De Oliveira Santini et al. (2020) acknowledge that the proper implementation of a special media marketing approach aids in strengthening customer relationships with the brand through high congestion of social media advertisements. Subsequently, Khan et al. (2022) dictate that the rapidly-changing and evolving demands of the consumers as well as increasing consumer equity has been a challenging prospect for the UK fast fashion companies. However, in congruence to this aspect, the correlations analysis has attained somewhat trasversational results, in comparison to the secondary perspectives within the Literature Review, underscoring an inversely proportionate relationship between the “dependent and independent variables”. This analysis, hence, justifies that while “social media marketing” is an optimal tool to attract a massive customer base, digital communication often falters to retain them in the long run.
Discussion on regression analysis 
According to Yu and Yuan, (2019), the extensive usage of diverse social media platforms has forced varied UK fast fashion companies to alter or completely shift their traditional marketing strategies to conventional ones, establishing an ardent motive to encapture a large consumer base and enhances their consumer equity. In the opinion of Zollo et al. (2020), the effective implementation of SMM has reinforced firms to develop innovative products and utilise social media advertisement, as a channel, to gain more attention from the customers, shaping their buying decisions fervently. As per the literary perspectives encapsulated in the study, similarities can be attested through the outcome of the regression analysis, stipulating on the highly positive values of “R-value” and “R-Square value” and thereby, accepting that “there is significant impact of social media marketing initiatives on enhancing consumer equity”. The result also facilitates the enhancement of business prospects through conducive social media marketing tactics for better consumer equity.
Qualitative Analysis 
SM advertising efforts have a significant influence on increasing customer equity by encouraging brand involvement and loyalty. Brands enhance their consumer relationships through specific material, customized conversations, and community-building activities (Lim et al. 2020). The constant change of social media platforms allows for real-time input, allowing businesses to adjust and respond to customer preferences. Finally, these measures lead to a favorable brand impression, higher confidence, and a more devoted clientele, all of which are critical components in developing and enhancing consumer value.
From the viewpoint of Participant 1
“Social media encourages my fast fashion buys with intriguing offers, unique discounts, and limited-time advertisements, influencing my selections based on pricing and incentives.”
In the viewpoint of Participant 2
“Social media influences my fast fashion purchases through influencers, reviews, and pictures, which impact trends and create a sense of urgency.”
From Participant 3's perspective
“Social media-marketed items provide a vast range of selections, styles, and brands, enhancing the purchasing experience.”
 As seen by Participant 5.
“While purchasing social media-marketed items, I've benefited from easy access, unique promos, trend variety, and expanded options, all of which have improved my entire shopping experience.”
From Participant 4's context.
“I observe fast fashion hashtags for the most recent designs, and influencer looks on social media affect my wardrobe selections.”
In participant 3's evaluation
“Social media trends like capsule wardrobes and thrift flips influence my fast fashion choices, emphasizing sustainability and unique styles.”
According to the viewpoint of Participant 1
“I had size concerns with social media-marketed items, which led to returns and hassle in obtaining the appropriate fit.”
Participant 5 stated that
“Delayed delivery was a concern for me when making online purchases through social media, reducing overall brand satisfaction and trust.”
The variety of opinions represented in these comments highlight the multifaceted influence of “social media” advertising on consumer equity. The good features have been pointed out, such as exciting deals, distinctive price reductions, and a varied variety of products, all of which contribute to an improved shopping experience. The impact of celebrities, evaluations, and trends highlights the importance of social media in determining consumer decisions. However, issues such as size limitations and postponed shipping create significant roadblocks that might undermine brand loyalty and confidence (Ebrahim, 2020). Overall, findings indicate that, while online advertising campaigns improve customer loyalty and satisfaction, tackling logistics issues and providing an effortless purchasing procedure is critical in creating and enhancing consumer trust in the fast fashion sector.
Comparative Analysis 
The research facilitates a comprehensive evaluation on the impact of SMM and its initiatives on enhancing and shaping equity of consumer within the “UK Fast Fashion Industry”. The study aims to figure out the various facets of "social media marketing" that impact the consumer fairness within the relevant industry. Its mixed results include "quantitative evaluation" of 40 participants, chosen from social media platforms, and "qualitative discussion" with 5 participants. Wibowo et al. (2020) claim that SMM as a strategic area of digital marketing, makes it easier for brands to create and disseminate vital material that drives traffic to the website and boosts sales. Furthermore, Ebrahim, (2020), alleges that this channelised mode aids in budiling strong relationships and social networks with clients to engage with their demands and expectations, through targetted advertising, as well as increase brand awareness. Based on a comparison with viable literary perspectives, the primary findings suggest that majority of the participants attest that “social media marketing” creates an impact on their purchasing decisions, amidst often coming across several social media platforms, such as “Instagram and Facebook”, for fast fashion shopping. Therefore, the dual analysis is suggestive of social media marketing being an effective tool for facilitating growth of social commerce and consumer equity.
While the UK fast fashion companies were forced to switch between online and traditional marketing mechanisms, post the Covid pandemic, Hsaio et al. (2020) contend on e-marketing strategies being utilised for generating revenues as well as building brand equity fervently. In addition to the above, Poturak and Softic, (2019), claim that the efficacy of branding, through innovative marketing content and advertisements on “social media”, emphasises on the growth of consumer equity, displaying a highly correlated connection between “social media marketing and consumer equity” within the “UK fast fashion industry”. In terms of the graphical representation of the mixed findings, strong influence of “social media” on fashion choices has been established by the participants, attesting the parallel perspectives with the literary results. However, the correlation analysis suggests otherwise, as majority of the independent variables, “including,  come across on social media platforms”, “extent that influences fashion choices” and “engage with fast fashion brands”, has showcases negative dependability on “Social Media Marketing creates an impact”, as the “dependent variable”. In contrast to the aforementioned evaluation, the “regression analysis” matches the point of views highlighted within the Literature review, stating a highly positive relationship between the “dependent and associated independent factors”. Therefore, amalgamating the prospective outcomes of the comparative analysis, it can be observed that while the effectiveness of “social media marketing” claims a strong interpersonal relationship with consumer equity, a multitude of online promotional marketing breaches have demonstrated a nuanced yet complex integration of digital technology deterring consumers from engaging with different UK fast fashion companies. 
Nonetheless, the holistic overview of the comparing the literary outlooks and the empirical findings through a mixed approach determines a substantially proportionate relationship between  “social media marketing and consumer equity” within the “UK fast fashion sector”, claiming the acceptance of the alternative hypotheses (H1) of “there is significant impact of social media marketing initiatives on enhancing consumer equity”.
[bookmark: _Toc156668093][bookmark: _Toc158636582]4.11 Conclusion 
This specific segment has strategically administered the statistical framework for examining and reviewing the accumulated data about the influence of “social media marketing” on the “fast fashion sector of the UK”. The intricate models of “descriptive statistics”, “graphical elucidation”, “correlation matrix”, “residual statistics” and “collinearity diagnostics” have adroitly ventured into the appraisal of recorded data. Meanwhile, the research findings have been benchmarked against the theoretical models elucidated in authentic scholarly sources to infer the viability of research outcomes. In summary, the study has carried out an intensive probe into the measures, drawbacks and influence of administering “social media marketing” in the “fast fashion” domain.


[bookmark: _Toc156668094][bookmark: _Toc158636583]Chapter 5: Conclusion and Recommendation 
[bookmark: _Toc156668095][bookmark: _Toc158636584]5.1 Introduction 
The respective study deals with the influence of the “Social Media Marketing (SMM)” initiatives on improving consumer equity while focusing specifically on the UK apparel industry (Kushwaha et al. 2020). SMM is known for its dynamic platform for any organisation to share and contribute its efforts in the ascertaining audience while reading and evaluating their choices. Furthermore, the respective platform is also known as a revolutionary measure that can change the structure of marketing while amelioration brand recognition and consumer equity. This segment will discuss the necessary context with a broader analysis while ensuring the objectives are met along with proper findings and evaluation followed by recommendations. 
[bookmark: _Toc156668096][bookmark: _Toc158636585]5.2 Discussion 
The study defines the impact of SMM initiatives in improving consumer equity which can be seen in the respective study more effectively while focusing on the UK fast-fashion sectors. SMM or “Social Media Marketing” is a preferred option for people across the globe (Algharabat et al. 2020). The SMM allows individuals to analyse the trends and outcomes of a product or several products at a time. The UK fashion sector is known to be the most prominent sector in the respective country that is known for its fast fashion and the SMM platform supports the sector more enthusiastically to promote its products online. The sector utilises the SMM platform for its promotions while captivating customer attention. This ensures the brand is transparent and the platform allows the brand to be specific regarding the products which enhances the customer equity as well. Hence, it can be said that the SMM initiatives support brand promotion and also support brands being transparent so that customer satisfaction and equity can be established and maintained (Ho, and Chung, 2020). Furthermore, regarding this, the introductory segment of this study has briefly explained the context and this further supported in deriving certain objectives that have been met in the “literature review segment”.
The “literature review” segment details the complete study which includes the concept of social media that describes the initiatives of SMM and also why and how that can be utilised to promote products (Koay et al. 2020). Similarly, the segment details the significance of the SMM platform regarding the UK fashion sector which states that to reach out to the maximum audience, the respective sector utilises the platform and receives better results. The segment delved into the depth of the context by explaining the correlation between SMM and consumer equity through various models and theories that underline the usage of SMM in ameliorating the promotion of the respective sector. The respective segment also defines the impact of the SMM platform on the improvement of customer equity and this states that customers rely on certain reviews and scrutiny regarding a product hence it can be said that this improves the quality of the customer preferences while ensuring customer equity. Lastly, it underlines the factors that affect the SMM platforms such as economic issues and also other factors that are social or technological as well (Seo et al. 2020). The segment also mentions the challenges in the respective context while enhancing consumer equity that emphasises the issues and their mitigation.
Through the implementation of a “Quantitative research method”, the data has been gathered through the “Online questionnaire” where a set of questions were distributed to the people from online platforms that included questions directly related to the context of the study. A “total of 40 participants” were selected to contribute in this “online survey” through a proper questionnaire. The data that was collected was based on “graphical visualisation” as well as “descriptive statistical method” (Siedlecki, 2020). All the data that has been collected represents that there are two variables which are “dependent” and “independent”. It is minutely observed that there is one “dependent variable” which is “Social media marketing creates an impact” and four “independent variables which are “Come across on social media platforms”, “Extent that influences fashion choices”, “Engage with fast fashion brands”, and “Face any challenges”. It is further observed that, the “dependent variable” “Social media marketing creates an impact” has a “positive correlation with the “independent variables” “Come across on social media platforms”, “Extent that influences fashion choices”, “Engage with fast fashion brands”, and “Face any challenges”. Because of the “non-inclusion” of “1” the correlation cannot be evaluated as a “Perfect Positive Correlation” (Wibowo et al. 2020).
In the “regression analysis” it has been found that the “R-value” and the “R-square value” aid in determining the “possible consequences” that are drawn from the “hypothesis” (Shrestha, 2020). Furthermore, the “p-value” has been discovered to be less than “0.05” that states this to be “statistically significant” for which “alternate hypothesis” is suitable.
The “qualitative analysis” further states that social media is a suitable platform for brand promotions to gain consumer equity, loyalty, and brand recognition (Dzwigol, 2020). Furthermore, the respective analysis also states that the respective platform is one of the most suitable platforms for the brands to promote because it is a transparent platform where customers involve through their choices more evidently. For a favourable impression and loyal clientele, the social media platform is known to be extremely efficient as well as elaborative and informative. Furthermore, through the qualitative analysis it can be also further analysed that certain individuals have certain expressions of underlining how the SMM platform is significant to them individuals. Lastly, through this, it can be also known that the platform provides wide options through which customers can easily choose their requirements and that makes the experience of shopping more addictive for which several individuals prefer the respective platform more concretely than other options.
[bookmark: _Toc156668097][bookmark: _Toc158636586]5.3 Limitations of study 
The respective study has critically provided every aspect of the context while ensuring the details are discussed broadly over the context. While doing so, every researcher certainly encounters some limitations that act as a barrier to the context that restricts the researcher from improving the study outcomes (Majeed et al. 2021). While highlighting these concerns, it is also important to note that this study had some restrictions that prevented it from obtaining a wider scope while making it challenging to incorporate facts and data that was easier to grasp. The shortcomings of the study is that the study limited itself by mentioning the “UK fashion industry” specifically. The study limited itself and could not discover more comprehensive areas that could have supported the study to be more accurate (Ahmed et al. 2023). The respective study also encountered a limitation in the context while it focused on the impact rather than the role of the SMM (Social Media Marketing).
[bookmark: _Toc156668098][bookmark: _Toc158636587]5.4 Recommendations 
As can be seen the study critically dealt with the concept of the SMM initiatives in maintaining customer equity focusing on the respective sector of the UK trends industry (Manzoor et al. 2020). The study mentioned the importance, factors, influences, challenges, and more throughout the research. Hence, it can be further said that the study positively touched every aspect of the concept. However, there are still some areas where it could have improved its quality. For example, the study vociferously focused on the impact rather than the role of the SMM. Even though the study mentioned a few roles of the SMM in maintaining customer satisfaction and equity through brand recognition and promotion, it could have focused more adamantly as a distinctive point of the study. The study could have been more elaborate regarding the role of various organisations as well (Ibrahim et al. 2020). Furthermore, the study mentioned the respective industry as the main focus whereas the study could have mentioned other industries as well as a general concept of the study. In other words, a comparative analysis could have made the study more evaluative and more concrete regarding the context. The comparison between the chosen industry and other significant industries across the globe or in the same country that utilises SMM for consumer satisfaction and equity could have been utilised as well (Yuan et al. 2021). Lastly, the inculcation of these changes required proper time which could have been also focused on. A proper timeline is recommended along with other recommendations to improve the study quality. 
[bookmark: _Toc156668099][bookmark: _Toc158636588]5.5 Further research 
The respective changes that have been recommended can positively affect future research as these changes are evident to make the study more informative. For instance, the study focusing on the role more the concept or impact could provide future studies with more comprehensive outcomes as well as quality improvements (Dolega et al. 2021). Furthermore, the study has covered every aspect of the research concretely but however, failed to include a comparative analysis between the chosen sector and other similar sectors. By including a comparative analysis, the future scopes of the research could gain more information regarding the context and hence, can improve the study quality.
[bookmark: _Toc156668100][bookmark: _Toc158636589]5.6 Conclusion 
The respective study has included every aspect of the context while ensuring that the quality of the study is also maintained. The study has critically focused on the concept of SMM and its impact on organisations or industries regarding customer satisfaction and for this, the study focused specifically on the “UK fashion sector”. The study has evaluated every aspect and element related to the study while also ensuring that the information is accurate and elaborate. To make sure the study is authentic and elaborate the study utilised a few theories and also mentioned that while concluding.  
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1. What is your age?
a. 16 to 25  
b. 26 to 35  
c. 36 and above 
2. What is your gender?
a. Male 
b. Female 
c. Others 
 
3. Do you think Social Media Marketing is significant and creates an impact on customer relationships?
a. Yes 
b. No 
4. Which Social Media platform do you prefer more for shopping?
a. Facebook 
b. Instagram  
c. YouTube 
d. All of the above  

5. How often do you come across fashion-related content on social media platforms?
a. Very often 
b. Often 
c. Occasionally 
d. Rarely 
e. Never  
6. To what extent do you believe social media influences your fashion choices?
a. Strongly influences 
b. Moderately influences 
c. Slightly influences 
d. Does not influence 
7. In what ways do you think social media has influenced your purchasing decisions regarding fast fashion brands?

8. What advantages have you witnessed while purchasing social media marketed products?
a. Presentation of preferred products 
b. Huge number of options 
c. Budget compatibility 
d. All of the above 
e. Please specify any other

9. Have you noticed any specific trends on social media that influence your choices?

10. How likely are you to engage with a fast fashion brand on social media after seeing their marketing initiatives?
a. Very likely 
b. Likely 
c. Neutral 
d. Unlikely 
e. Very unlikely 
11. From your perspective, how do fast fashion brands effectively leverage social media influencers to enhance customer equity?
12. Did you face any challenges while preferring social media marketed products for shopping?
a. Yes 
b. No 
13. What kind of challenges did you face?
a. Fake demonstration of products 
b. Incorrect details 
c. Quality issue  
d. All of the above 
e. Please specify any other
14. Would you like to prefer social media for making choices of buying any products in the future?
a. Yes 
b. No 
c. Maybe
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