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1. [bookmark: _Toc175048047]Introduction

New technological advancements have contributed greatly to social media thus changing the way marketers get to the general public. This is especially so in the fashion industry whereby aesthetics and trends are quite crucial solved by this shift. At the same time, there is an awareness of sustainable living (Abdullahi, 2021). People are increasingly demanding sustainable clothing. ecommerce marketing strategy due to its vast coverage and interactive nature is used by brands to market sustainable fashion products (Pal and Gander, 2020). Thus, this dissertation is concerned with social media marketing’s impact on the consumer’s sustainable fashion consumption behaviour, to establish the processes through which distinct marketing approaches can effectively promote sustainable fashion consumption.

[bookmark: _Toc175048048]1.1 Significance of the Topic
The relevance of this study is that it seeks to provide insights on how to close the gap between various organisational marketing-sustainability activities and consumer-sustainable behaviour. To sum up, it is critical to grasp the position of social media marketing for more sustainable fashion consumption if brands want to stay relevant locally and/or globally for the consumer generation that is increasingly concerned about environmental impacts. Given that sustainability features have emerged as influential media perception factors, knowledge from this research can be beneficial to fashion brands (Atherton, 2023).

[bookmark: _Toc175048049]1.2 Purpose of the Research 
The research question of this aims to examine how social media marketing affects the consumer’s decisions about sustainable fashion. Thus, this study’s objective is to establish an comprehension of the effects of social media marketing techniques on sustainable fashion branding and the consumer’s perceptions of the same by assessing the level of engagement with these strategies.
The fashion sector has undergone an important turn toward sustainability in recent years, driven by consumer demand for more ethical and environmentally friendly products. However, there is still a knowledge gap in understanding how social media marketing influences consumer decisions specifically regarding sustainable fashion. This study aims to fill that gap by exploring how social media marketing strategies impact consumer perceptions and choices in the sustainable fashion sector.
This research will provide valuable insights that can help sustainable fashion companies optimize their social media marketing strategies, improve consumer engagement, and ultimately drive sales.

[bookmark: _Toc175048050]1.3 Rationale of the Study
This study aims to address the critical need to understand how social media marketing influences consumer behaviour regarding sustainable fashion. Social media has a bigger influence on customers decisions as the market for ethical and ecologically friendly products expands. Despite this, there is a gap in the literature on how social media marketing specifically impacts sustainable fashion consumption. By exploring these dynamics, the study will provide valuable insights for brands seeking to align their marketing strategies with sustainability goals. Ultimately, this research will help fashion brands enhance their social media marketing effectiveness in promoting sustainable consumption.

[bookmark: _Toc175048051]1.4 Proposed Aim, Objectives, and Research Questions
Aim:
To investigate the impact of social media marketing on consumer preferences for sustainable fashion.
Objectives:
· To analyse the types of social media marketing strategies used by sustainable fashion brands.
· To assess consumer perception and engagement with these strategies.
· To measure the influence of social media marketing on purchasing decisions related to sustainable fashion.

[bookmark: OLE_LINK10][bookmark: OLE_LINK11]Research Questions:
· What social media marketing strategies are most effective for sustainable fashion brands?
· How do consumers perceive and engage with social media marketing in the context of sustainable fashion?
· To what extent does social media marketing influence consumer purchase decisions towards sustainable fashion?
These questions will be answered using a quantitative research approach, given that such research design is most suitable for the systematic investigation of the research questions while offering research findings that can be useful for both theoretical and pragmatic interest in a sustainable fashion.

[bookmark: _Toc175048052]2. Literature Review
[bookmark: _Toc175048053][bookmark: OLE_LINK1][bookmark: OLE_LINK2]2.1 Definitions and Characteristics of Sustainable Fashion and Social Media Marketing
Eco fashion or sustainable fashion is about the production, distribution, and consumption of textiles, clothes, and footwear in a special way so that the negative impact of the process is reduced (Muthu, 2019). Sustainable fashion emphasises sustainable materials and resources, proper treatment of labour, minimising waste production and encouraging longevity rather than buyer oneness. Sustainable fashion includes considerations like utilising scarce resources, environmental pollution or poor working conditions, and child and sweatshop labour which is characteristic of the current fashion industry (Abdullahi, 2021).
Social media marketing involves utilizing social media platforms and websites to promote products or services. This includes creating and sharing content, interacting with followers, and analysing metrics to enhance results. Social media marketing is characterized by its interactive nature, the ability to reach a large audience quickly, and the opportunity for real-time communication with customers. It also involves leveraging user-generated content and community building to foster brand loyalty and drive sales (Tuten & Solomon, 2017). Social media marketing is the strategic use of social networks, blogs, forums, and other online platforms to promote products or services. It is characterized by its capacity to engage customers directly, create brand awareness, and generate word-of-mouth marketing. Key aspects of social media marketing include content creation, influencer partnerships, data analytics, and targeting specific audience segments. The flexibility and reach of social media allow businesses to tailor their messaging and engage in two-way communication, fostering deeper relationships with consumers (Evans, 2020).

[bookmark: _Toc175048054][bookmark: OLE_LINK12][bookmark: OLE_LINK13]2.2 Addressing the Research Objectives
· What social media marketing strategies are most effective for sustainable fashion brands?
The most effective social media marketing strategies for sustainable fashion brands typically include influencer collaborations, and user-generated content. Influencers, particularly those aligned with eco-friendly values, can enhance the message of a brand and reach targeted audiences. Additionally, user-generated material promotes a feeling of trust and community, such as comments and images, encouraging others to engage with and support the brand. These strategies, when combined, can create a compelling and persuasive brand presence on social media platforms.
· How do consumers perceive and engage with social media marketing in the context of sustainable fashion?
Consumers tend to perceive social media marketing by sustainable fashion brands as more credible and trustworthy when it is transparent and aligns with their values. They engage more with content that educates them on sustainability issues, offers behind-the-scenes looks at production processes, and highlights the tangible impact of their purchases. Interactive elements, such as polls, quizzes, and direct communication with the brand, further enhance engagement. However, consumers can be sceptical of “greenwashing,” where brands falsely present themselves as more sustainable than they are, which underscores the importance of authenticity in marketing efforts.
· To what extent does social media marketing influence consumer purchase decisions towards sustainable fashion?
Social media marketing significantly influences consumer purchase decisions towards sustainable fashion, particularly when it effectively communicates the brand’s ethical values and the environmental benefits of its products. Consumers are more likely to purchase from brands that not only align with their values but also provide clear, accessible information about sustainability. Additionally, social proof, such as endorsements from influencers and testimonies are important in influencing consumer decisions. However, while social media marketing can drive awareness and interest, the final purchase decision is often contingent on factors like price, product availability, and the perceived authenticity of the brand’s sustainability claims.

[bookmark: _Toc175048055]2.3 Models and Theories Related to Social Media Marketing
Three theories help in the practice of social media marketing which include the Social Media Engagement Theory, AIDA model and the Two-Step Flow Theory. These models assist in understanding the behaviour of consumers towards social media content and the effect that these interactions have on the buying behaviours of the consumers. The Social Media Engagement Theory focuses more on the creation of material that encourages clients to interact and remain contracted (Chaffey and Chadwick, 2019).
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AIDA Model Diagram:
The diagram above illustrates the AIDA model, which stands for Awareness (Attention), Interest, Desire, and Action. It’s a marketing model that outlines the steps consumers go through before making a purchase (Kotler & Armstrong, 2018). 

[bookmark: _Toc175048056]2.4 Advantages and Disadvantages of the AIDA model
The AIDA model offers advantages for marketers aiming to understand and influence consumer behaviour. It provides a structured approach by dividing the buyer’s journey into Awareness, Interest, Desire, and Action, enabling marketers to develop targeted strategies for each stage (Kotler & Armstrong, 2018). This framework emphasises a customer-centric approach, focusing on the sequential steps consumers take before purchasing. It also helps marketers set clear objectives for campaigns, aiding in progress tracking and strategy optimisation. The AIDA model is versatile, applicable to various marketing channels, and adaptable to different platforms.
[bookmark: OLE_LINK8][bookmark: OLE_LINK9]The disadvantages of the model can be that it oversimplifies consumer behaviour, failing to account for the complexities involved in modern decision-making. The model’s linear progression from awareness to action does not always reflect the more complex and non-linear nature of how consumers make decisions today (Kotler & Armstrong, 2018). Additionally, by focusing mainly on the stages of Awareness, Interest, and Desire, the model may overlook other crucial factors that influence consumer behaviour, such as social proof or brand reputation. Moreover, it assumes that consumers make decisions rationally, which may neglect the significant impact of emotions and social influences.

[bookmark: _Toc175048057]3. Research Methodology
[bookmark: _Toc175048058]3.1 What is a research methodology?
The term "research methodology" describes the specific techniques and processes applied in the collection, selection, management, and analysis of data on a subject. The methodology part of a research article gives the reader the tools to evaluate the validity and reliability of the study (Kothari, 2004).

[bookmark: _Toc175048059]3.2 Diagram of the Research Onion model

[image: Understanding the Research Onion | Writing Guides | 15 Writers]
Source: https://15writers.com/research-onion/

[bookmark: _Toc175048060][bookmark: OLE_LINK16][bookmark: OLE_LINK17]3.3 Research Philosophy
Among the research philosophies, the one that has been chosen for this research is positivism. Positivism holds to the determinant that reality, on its part, is measurable or comprehensible through observable characteristics. This philosophy is relevant for this research because it enables the collection and analysis of quantifiable data, which will show the impact of social media marketing on sustainable fashion consumption patterns. Based on this understanding, there is a desire to present positivist evidence, which will reveal systematic effectivity and main ideas, implementing objectiveness and reliability (Atherton, 2023).

[bookmark: _Toc175048061]3.4 Research Approach
The research approach that is used in the conduct of this research is the deductive approach. Deduction entails the formation of hypotheses following theories which is followed by empirical evaluation of these hypotheses. This approach is appropriate for this study because it initially posits general theoretical propositions concerning social media marketing and consumer behaviour, and a subsequent attempt is made to apply these theories in the context of sustainable fashion (Palmatier and Harmeling, 2022). The deductive approach ensures that there is a structured method employed in the arrangement of the work since it is anchored on the hypotheses theory developed which can be affirmed or denied based on the outcome acquired from data (Bryman and Bell, 2020).

[bookmark: _Toc175048062][bookmark: OLE_LINK18][bookmark: OLE_LINK19]3.5 Research Strategy
The method of research that has been chosen for the present research is survey. This method is selected for its convenience in reaching a large number of participants and capturing diverse consumer attitudes and perceptions towards social media marketing in sustainable fashion. This approach aims to enhance response rates and collect comprehensive data from various demographics (Stokes, 2019; Miller et al., 2021).

[bookmark: _Toc175048063][bookmark: OLE_LINK20][bookmark: OLE_LINK21][bookmark: OLE_LINK3][bookmark: OLE_LINK4][bookmark: OLE_LINK5]3.6 Type of Investigation – Primary Research
[bookmark: OLE_LINK22][bookmark: OLE_LINK23]The method of gathering original data directly from sources as opposed to depending on pre-existing data is referred to as primary research. This type of investigation involves methods such as surveys, interviews, or experiments, where the researcher gathers firsthand information to address specific research questions or hypotheses (Creswell and Creswell, 2018). Primary data will be collected via survey.
Secondary Research involves analysing and interpreting data that has already been collected and published by other researchers or organisations. This type of research typically uses existing sources such as books, journal articles, reports, and databases to address research questions or to provide context for new research (Creswell and Creswell, 2018). The secondary data is collected via the literature review. 

[bookmark: _Toc175048064]3.7 Choices 
What is Quantitative Research?
[bookmark: OLE_LINK24][bookmark: OLE_LINK25]In quantitative research, variables of interest are described, explained, predicted, or controlled through the gathering and analysis of numerical data. Its methodical methodology and dependence on quantifiable data to establish facts and identify patterns define it (Creswell and Creswell, 2018). 

What is Qualitative Research?
The goal of qualitative research is to better understand people's attitudes, behaviors, and social circumstances by examining phenomena through the collection of non-numerical data, such as words, images, or objects. It is frequently more open-ended and inquisitive, enabling a deeper comprehension of complicated problems (Creswell and Creswell, 2018).

Mono Method
This study will employ a mono method, relying solely on quantitative research to gather and analyse data. This method is chosen for its ability to provide statistical insights into consumer behaviour. Quantitative research relates to the accumulation and analysis of data that utilises numbers whereby it becomes relevant in evaluating, contrasting, estimating as well as attaining patterns of occurrences. This is suitable for conducting an Exploratory analysis of the Perception consumers have about sustainable fashion because the approach allows the use of statistical methods in case of survey data to come up with Empirical findings (Muthu, 2019).

[bookmark: _Toc175048065]3.8 Time Horizons - Cross-Sectional 
[bookmark: OLE_LINK6][bookmark: OLE_LINK7]The research employs a cross-sectional temporal horizon, meaning that data is gathered at a specific moment in time. This is appropriate for capturing a snapshot of consumer behaviour regarding sustainable fashion in relation to current social media marketing strategies. (Creswell and Creswell, 2018,). 

[bookmark: _Toc175048066]3.9 Data Collection ana Analysis
Self-generated questionnaires in the form of online questionnaires will be used through well-known website including Google Form. Such tools enable participants’ responses to be collected easily, and these responses can be sorted and analysed easily. Some of the questions in the questionnaire will be focused on the kind of social media marketing implemented, consumers’ engagement with the marketing strategies and purchasing behaviour towards sustainable fashion products (Chaffey and Chadwick, 2019).

[bookmark: _Toc175048067]3.10 Sample Size
A sample size of 50 participants will be used to ensure statistical significance and reliability of the results. The resercher will gain access to a 50 people through social media platforms and targeted mailing lists, focusing on individuals who have shown interest in sustainable fashion.

[bookmark: _Toc175048068]3.11 Sample Type
The sample will be stratified to include women aged 20-40 located in the United Kingdom, particularly in London, to ensure the reliability of the results.  

[bookmark: _Toc175048069]3.12 Sampling Method
This study will use probability sampling, and in particular, it will use the stratum random sampling method (Stratified sampling). This involves collecting data from a sample of sub-groups in a population in proportion to the size of the population. The sample is randomly drawn from individual sub-groups. This reduces the chance of sampling bias to the maximum so that the results are broadly applicable to portray the population (Swarr et al., 2023).
 
[bookmark: _Toc175048070]3.13 Data Collection Method - Questionnaires
The survey will include close-ended variation questions designed to gauge consumer perceptions and behaviours related to social media marketing and sustainable fashion. 
Questionnaire Example: 
The survey will consist 10 closed ended questions. The survey will be conducted online with 50 customers of sustainable fashion brands. Respondents will have 10 minutes to complete the survey anonymously.

[bookmark: _Toc175048071]3.14 Analysis of Data
Data analysis will focus on statistics, and the data analysis tools that will be applied include the Statistical Package for the Microsoft Excel System. The control of variables will focus on comparing the presence or non-presence of social media marketing on sustainable fashion outcomes and the strength of its positive effect (Fletcher, 2022).

[bookmark: _Toc175048072]3.15 Research Ethics
The rules and values of research ethics control how research is conducted to guarantee the integrity of the study and protect participants' rights. In this study, all primary data collected will be kept private and confidential. Participants will be informed of their rights and requested to indicate their readiness to participate by signing consent forms. The study will follow Institutional Review Board (IRB) procedures to ensure ethical standards are upheld throughout the research process (Fletcher, 2022).

[bookmark: _Toc175048073]4. Time Prospects of the Research (Gantt Chart)
Gantt chart of the research will illustrate clearly and in detail the timeframe for the completion of each of surveys, data collection, data analysis and the writing of the report. The research is expected to be completed over ten weeks.
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