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Social media has significantly impacted brand awareness and customer engagement for fashion industry brands. With the rise of social media platforms like “Instagram”, “Facebook”, and “Twitter”, fashion brands can reach a wider audience and engage with their customers in real-time. Social media has become a powerful tool for building brand awareness in the fashion industry (Alatawy, 2022). By creating a social media presence, fashion brands can showcase their products, brand values, and style. “Social media platforms” allow fashion brands to target potential customers who may not have been aware of their brand before. Through sharing high-quality content, engaging with followers, and collaborating with influencers, fashion brands can establish a solid online presence, which can help to increase brand recognition. Social media has also changed the way fashion brands engage with their customers. Platforms like Instagram and Twitter allow brands to communicate directly with their customers, answer questions, and respond to feedback. 
Brands can also use social media to solicit feedback from their customers, which can help them improve their products and services. In the fashion industry, customer engagement can be further enhanced by using social media to showcase user-generated content (Dewi et al. 2022). By encouraging customers to share photos of themselves wearing the brand's products, fashion brands can build a community of engaged customers who feel a sense of ownership and loyalty toward the brand. Overall, social media has significantly impacted brand awareness and customer engagement in the fashion industry. Using social media effectively, fashion brands can increase brand recognition, engage with customers, and build a loyal customer base.
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This study will focus on the impact of social media is especially true for the fashion industry, which has experienced a significant shift in how it markets its products since the rise of social media. Social media platforms have billions of active users, making them powerful tools for reaching a broad audience. Fashion brands can use social media to promote their products to people all over the world, regardless of their location or time zone (Madhura and Panakaje, 2022). Traditional advertising methods such as billboards, television commercials, and print ads can be costly for fashion brands, especially for smaller businesses. Social media platforms offer a cost-effective alternative for fashion brands to market their products to a broader audience. Social media allows fashion brands to engage directly with their customers in real time, creating a more personal connection. Influencer marketing has become a significant part of the fashion industry.
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Research Philosophy
The researcher will aim at providing the needed information through approaching the "positivism philosophy". With the help of this philosophy, the researcher will primarily focus on gathering data and hence align the study to create the necessary outcomes (Alzahrani et al. 2021). 
Research Approach 
In this research study, the researcher will be observed to use and apply the "deductive approach" for formulating the study. It is expected that with the working of the deductive approach, the researcher will be able to formulate the hypothesis and gain the needed information for proving the grounds for the study (Ferrandi et al. 2021). 
Research Strategy 
The research strategy that is expected to be applied here will be "quantitative" in nature. This strategy will help in collecting more data and within a stimulated time frame (Jouan and Hallot, 2020). 
Research Design
The researcher is expected to utilise the "descriptive design" that will help the researcher to explain a particular phenomenon in depth and hence ideally record the responses of the participants. This design will help in effectively executing the research study through analysing the goals and objectives (Horowitz et al. 2019). 
Data collection method
The researcher will be considered to observe the application of the "primary research method" for getting the needed set of real-time data that is essentially needed for the proper inclusion of the information needed for executing the study.  This method will also help in analysing the subject matter in a proper manner (He and Haasis, 2020).
Data sampling 
The research will be observed to be carried on by applying the survey method of carrying forward the entire process of collecting information. A set of 50 customers will be considered for this process and that will be based on the fashion industry of the UK.  
Data analysis
The data analysis will be observed to be carried out with the incorporation of the "statistical analysis", that will incorporate the use of regression analysis, correlation matrix and Collinearity diagnostics to procure the needed information to (Bazi et al. 2020).
Ethics
The study has been developed by following the proper guidelines associated with the effective citations of the sources (Yang et al. 2020). The investigator has conducted the research by the denial of the plagiarism aspects to maintain the authenticity of the work. 
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Aims
The aim of this study is to evaluate social media's impact on the fashion industry to increase brand awareness, engagement, and sales through various social media platforms (Jacobson and Harrison, 2022). Social media allows fashion brands to increase its target audience and increase their visibility. By making attractive content and leveraging “social media algorithms”, brands can increase their reach and attract new customers.
Objectives
· To analyze the impact of “social media” on the “fashion industry” in the UK.
· To emphasize “brand awareness” to understand the role of “social media” in terms of the “UK fashion industry”.
· To make people aware of digitalization in the fashion industry.
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· What is the impact of “social media” on the “fashion industry” in the UK?
· How to increase “brand awareness” to understand the role of “social media” in terms of the “UK fashion industry”?
· How to make people aware of digitalization in the fashion industry?
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Role of social media on brand awareness and customer engagement 
Brand awareness is an extent with which any individual will be able to recognize a brand. As per Wibowo et al. (2020), for increasing brand awareness the industry must incorporate some strategies and adopt some mediums, among which social media play a significant role. It is because the current population, and mainly the young generation, are very much engaged in social media platforms. Therefore, it will be beneficial for any kind of business including the fashion industry to make marketing through social media. This will assist in attracting the customers along with boosting the brand loyalty. As stated by Algharabat et al. (2020), there are several aspects like the usage of influencer marketing, referrals, posting contents will aid the brand to reach to the customer. As the customer will know about the brand it will create brand awareness. Moreover, as per Ansari et al. (2019), fashion companies in the UK will be able to easily reach out to a broad spectrum of consumers by making an effort to employ social media platforms for the promotion of products. As a consequence, businesses will be better capable of increasing awareness levels of their brands.
As per Shahbaznezhad et al. (2021), social media also assists in creating brand engagement because, in this modern business world, social media is such a platform that assists in building and maintaining an effective relationship with the customers along with providing the brand to gather opportunities for future business operations. However, Mason  et al. (2021) stated that customer engagement within the brand increases when the customers found the brand to be fruitful, understanding the necessities of the customer, serving the consumer requirements, comprehending the issues the client is facing and taking necessary steps to mitigate it. All these functions can be efficiently fulfilled by the social media platforms because the media contains effective content which aids the brand in attracting customers. Through the comments and feedback mechanisms the industry will be able to understand the customer needs, the issues they are facing (Cheung et al. 2019). It also facilitates in building an efficient relationship with the customer which in turn increases brand loyalty and enables the customer to feel free while sharing their views and perspectives and providing suggestions.
Relationship between brand awareness and customer engagement in the fashion industry of the UK. 
Brand awareness is the amount of how much the customers are familiar with the brand along with its unique quality and features and the services and products that the brand or the organization offers. As per Zollo et al. (2020), there are several approaches that are associated with the improvement of brand awareness among which the essential ones are the creation of customer awareness, enhancing the digital platforms to reach to the customers. Brand awareness assists in enhancing the value of the brand. On the contrary, Mihardjo et al. (2019) stated that along with brand awareness, engagement of the customers is one of the most important aspects that the fashion industry must imply in order to attract the potential customer and make effective communication with them. The fashion industry can attain it by making social media campaigns and increasing direct contact with the customer. 
However, according to Bazi et al. (2020), brand awareness and customer engagement are directly linked to each other because the more the brand is known to the customer, the more the customer will be engaged with the customer. Additionally, when the brand will integrate brand awareness and customer engagement approaches, it will assist the industry in enhancing brand loyalty and develop the overall digital experience for the customer. Moreover, Oliveira and Fernandes, (2022) highlighted that the brand awareness and customer engagement for working together in a better way, can imply “engagement marketing” strategies. The ultimate objective of this strategy is to enhance brand awareness while developing trust and loyalty. As per Hollebeek and Macky, (2019), the incorporation of this strategy within the fashion industry of the UK marketplace will aid the fashion brand to boost competence and position itself higher than its potential competitors. In addition, enhanced brand awareness will result in the brand to attract more customers because effective brand awareness results in making proper decisions relevant to the purchases.
[bookmark: _Toc129190164]Research Limitations
The preferred research topic is based on the impact of social media and digital platforms on enhancing brand awareness and customer engagement of the fashion industry within the competitive marketplace of the UK (Seo et al. 2020). Therefore it will only concentrate on assimilating effective and relevant data in accordance with the effect of social media on advancing the strategies that caters and increases customer engagement and brand awareness within the fashion retail industry of the UK forum. Furthermore, in this topic, the importance of brand awareness in influencing and enhancing the purchasing decisions of the customer will not be included in this research. Additionally, the effect of social media marketing in terms of enhancing the customer engagement will not be provided (Prasanna and Fields, 2021). Moreover, any recommendations regarding enhancing the better utilization of the social media platforms will not be included in the UK’s fashion retail sector.
[bookmark: _Toc129190165]Ethical Consideration
Maintaining appropriate ethical standards is one of the key considerations while accessing and determining how beneficial the study report will be. This is due to the fact that audiences will be unable to depend exclusively on the research article without also preserving high-quality content. Therefore, research evidence will be retrieved from the relevant sources while also trying to make sure that the material of the research will be authentic in the interest of finishing this research (Wellman et al. 2020). Moreover, the 2018 Data Protection Act policies and penalties are going to be applied in an appropriate manner.
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Figure 1: Gnatt chart
(self-created)
During the initial two weeks, the research topic and the project's purpose and goals will be determined. The acquisition of secondary information will additionally be accomplished in the 8th week, in addition to the "literature review," which will be concluded in the 6th week. The research method will be finalized in the tenth week, followed by proofreading and the submission of the final research study in the twelfth week.
[bookmark: _Toc129190167]Conclusion 
To conclude, it may be mentioned that the fashion industry has increasingly turned to “social media platforms” to form a relationship with their consumers, showcase their products, and promote their brand. “Social media platforms” provide a global audience for fashion brands to showcase their products, services, and brand image. This increased visibility can lead to greater awareness and recognition of the brand.  It allows fashion brands to engage with their customers and followers directly, providing a platform for two-way communication. This engagement can help brands better understand their customers' needs and preferences, leading to improved product offerings and customer satisfaction.
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