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Abstract
The concepts based on fashion marketing and related elements have been discussed. Key challenges facing social media marketers in the UK fashion sector have been analysed, with rapid demand changes and low availability of talent determined as the major challenges. In response, consistent brand image management, implementation of AI and big data analytics, and creation of engaging content through various visual media have been recommended as effective strategies. 
[bookmark: _heading=h.gjdgxs]The Interpretivism research philosophy and inductive research approach are useful for gathering knowledge about the research topic as they help in analysing social conditions and theories respectively. Descriptive design methodology has been chosen for both aspects of qualitative and qualitative research. Primary quantitative and secondary qualitative data collection method has been used for the findings. Thematic analysis and statistical analysis are carried out with the surveys that have been done with the use of SPSS tool. This research has been conducted considering the factors ethically. The investigation type is considered a mixed method using primary quantitative and secondary qualitative processes. The primary quantitative process is considered for conducting a 81 individual and 31 close-ended question-based survey. The secondary qualitative process is considered with 10 article-based thematic analyses.
The findings chapter has included the secondary data sources for identifying challenges regarding the social media marketing process for the UK fashion industry. Moreover, the mitigation strategies for social media marketing regarding UK fashion industry have also been evaluated in this section.
Concluding on the proposed topic it is clarified that fashion marketing practices through social media does have an impact on UK women’s buying behaviour. The objectives taken have been fully mitigated by the literature review and data analysis. Recommendations have been given on specific targeting, prioritising and involving influencer marketing to attract more UK women. Limitations has been seen with lack of case analysis and limited country-based discussions which can be mitigated by future studies. 
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[bookmark: _Toc147848172][bookmark: _Toc147848321][bookmark: _Toc148625437]Chapter 1: Introduction
[bookmark: _Toc147848173][bookmark: _Toc147848322][bookmark: _Toc148625438]1.1 Introduction
Through the emergence of social media fashion marketing entered into a transformational phase which has made it easier to reach out to targeted audiences. The emergence of social media has also enhanced the shopping experience of customers as they are able to discover and purchase fashion clothes. Accordingly, the present chapter sets a foundational basis which defines the relationship between social media and fashion marketing and its impact on women consumers in the UK. In an attempt to achieve so, the chapter presents a lucid description of the context which has propelled the growth of fashion marketing through social media. Subsequently, the present research significantly contributes to the growing knowledge of the interconnection between social media marketing and fashion brands.     
[bookmark: _Toc147848174][bookmark: _Toc147848323][bookmark: _Toc148625439]1.2 Research background
The emergence of Social media has enhanced the accessibility of fashion brands to consumers as consumers now are able to discover and purchase products easily on social media. In the UK, digitalisation has reached an effective peak and in January 2023 there were 57.1 million active social media users which translate to a penetration rate of 84.4% (Dixon, 2023). As Figure 1.1 shows almost all types of social media platforms have been used by UK residents. However, the most used social media platforms in the UK were WhatsApp with a rate of 75%, Facebook with a rate of 70.7% and Instagram with a rate of 56.4% (Dixon, 2023). This growth in social media use is concurrent with the growth of the fashion industry which has seen massive growth in revenue and profitability. 
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[bookmark: _Toc147849043][bookmark: _Toc148625537]Figure 1.1: Most popular social media platforms by reach in the UK 
(Source: Dixon, 2023) 
The soaring use of social media for marketing purposes has led fashion brands to consider these platforms as effective mediums for marketing. 
[bookmark: _Toc147848175][bookmark: _Toc147848324][bookmark: _Toc148625440]1.3 Research Rationale 
At the onset of digitalisation throughout the world, social media has been gaining wider attention from both sellers and consumers as a potential option for reaching out to each other. As commented by Rathore (2021) the emergence of social media has helped fashion brands create brand awareness and reach out to wider customer segments. Before the emergence of digitalisation and social media, fashion brands used to depend on traditional media for marketing and the outcomes were not profound. However, as assessed by Wang et al. (2021) with the genesis of digital media, the marketing attempts of fashion brands were able to accentuate lower operational costs. Besides that, the preferences of consumers have been continuously undergoing a transition which further creates an array of challenges for fashion brands. Accordingly, the study by Jin and Shin (2021) has highlighted the ways the 4th industrial revolution as well as digitalisation has helped in mitigating the challenges posed by transforming consumer preferences through hyper-personalisation. Additionally, the consumers have expressed their concerns with environmental sustainability which can also be addressed with the inclusion of social media marketing. The study by Rathore (2019) has explored the ways the inclusion of digital technologies such as AI can help in the enhancement of the industry’s transition to a green one from high-trend turnover. These further addresses the demands related to environmental sustainability among consumers.
The utilisation of social media has particularly been helpful for fashion brands in the contemporary context when the fashion world has been disrupted by growing activism related to sustainability and inclusivity. As found in a recent report six out of ten women in the UK feel dissatisfied with their bodies (Publications.parliament.uk, 2020). Fashion brands can leverage social media to market body positivity and plus-size clothing to spread a positive message to women consumers. This can help in the enhancement of all-inclusive sustainable growth for these fashion brands. 
[bookmark: _Toc147848176][bookmark: _Toc147848325][bookmark: _Toc148625441]1.4 Research Significance 
The present research significantly contributes to the identification of the ways fashion marketing through social media can impact women consumers in the UK. Especially, when consumer preferences have been undergoing radical changes due to ongoing activism and spending crunch. Additionally, an increasing trend for environmental sustainability can be observed among consumers. Additionally, the majority of fashion shoppers in the UK emphasise the environmental sustainability of the fashion brands they purchase from (Smith, 2023). In light of that, the present research significantly explores the ways current fashion brands can address these demands through social media marketing. Additionally, while researching the researcher has observed that fashion brands often struggle with operational cost increases due to the disruptions related to the changing landscape of consumer preferences. Several scholars have explained the ways hyper-personalisation, sustainability and productivity help in mitigating these challenges. The present research contributes to the growing body of literature on fashion brand marketing by demonstrating a comprehensive understanding of the aforementioned factors. Additionally, this research attempts to establish a correlation between marketing by fashion brands through social media and their women consumers. Such a correlation would help in understanding the ways fashion brands can enhance their marketing practices to emerging demands from women consumers. Additionally, the ongoing activism in relation to environmental sustainability and body positivity are determinant factors for addressing women consumers by fashion brands (Vlastelica et al. 2023). Unable to address these factors effectively would mean slowed down sales and profitability for fashion brands. On the contrary, the integration of social media has helped fashion brands to create enhanced brand awareness among consumers and they can establish an ethical image by addressing these issues.   

[bookmark: _Toc147848177][bookmark: _Toc147848326][bookmark: _Toc148625442]1.5 Research gap
The research is trying to find out the impact of fashion marketing on women and social media in the United Kingdom. Although there is much research already constructed on fashion marketing and influence on social media and women's fashion separately. However, women and social media factors are not considered together in many studies which create a gap in the field of research. In addition, there is a scarcity of updated data which also be fulfilled through this research. Henceforth this research is trying to fill the gap of scarcity of data, and outdated data through performing the research. Additionally, it is essential to address the increasing environmental sustainability-like factors which are disrupting the contemporary fashion world and consumer perception. While the majority of the previous work in this field has discussed the importance of influencer marketing types of marketing, user-generated content has also been gaining momentum. This study will try to understand the implications of those factors as well by conducting a thorough research.
[bookmark: _Toc147848178][bookmark: _Toc147848327][bookmark: _Toc148625443]1.6 Research aims and objectives
[bookmark: _Toc147848179][bookmark: _Toc147848328][bookmark: _Toc148625444]1.6.1 Research aim
The aim of this research is to find out the impact of fashion marketing on women and social media in the United Kingdom
[bookmark: _Toc147848180][bookmark: _Toc147848329][bookmark: _Toc148625445]1.6.2 Research objectives
· To investigate the correlation between marketing and fashion with social media and women within the apparel industry of the UK
· To analyse different factors associated with fashion marketing in the apparel industry of the UK which influence women by utilising social media
· To assess challenges faced within the UK’s apparel industry during the implementation of social media marketing for women customer 
· To recommend best strategies in order to alleviate raised issues in the fashion apparel industry during the implementation of social media marketing for women
[bookmark: _Toc147848181][bookmark: _Toc147848330][bookmark: _Toc148625446]1.7 Research Questions
Q1. What is the correlation between marketing and fashion with social media and women within the apparel industry of the UK?
Q2. What different factors associated with fashion marketing in the apparel industry of the UK influence women by utilising social media?
Q3. What kind of challenges were faced within the UK’s apparel industry during the implementation of social media marketing for women customer 
Q4. How to alleviate raised issues in the fashion apparel industry during the implementation of social media marketing for women
[bookmark: _Toc147848182][bookmark: _Toc147848331][bookmark: _Toc148625447]1.8 Chapter Overview 
Figure 1.8.1 illustrated in the following section highlights the chapter orientation of the present chapter. Chapter 1 has been constructed as an introductory chapter which demonstrates the contemporary intersection of fashion marketing and social media and its impact on women consumers. Chapter 2 is Literature Review which will draw information from the growing body of literature on the research field to support the findings of the study. 
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[bookmark: _Toc147849044][bookmark: _Toc148625538]Figure 1.2: Structure of the dissertation
(Source: Self-created)
Accordingly, Chapter 3 of the research methodology demonstrates the research methods which will be utilised for gaining adequate data for the study. Besides that, Chapter 4 has been dedicated to demonstrating the findings of the present research. Lastly, Chapter 5 of Conclusions and Recommendations will present inferences and recommendations for practical implications.    
[bookmark: _Toc147848183][bookmark: _Toc147848332][bookmark: _Toc148625448]1.9 Summary
The implications of social media marketing for fashion brands in the contemporary era are wider in numbers. This chapter has developed a foundational base on which the rest of the study will stand. This chapter presented a concise research background which demonstrated an effective context for fashion brands to include social media marketing for targeting wider customer segments. Additionally, the chapter has emphasised the ways the inclusion of fashion marketing through social media can help brands raise brand awareness among consumers. Additionally, by addressing their consumers through social media brands have been able to reduce their operations costs as well and have been able to establish an ethical image by addressing ongoing activism related to body positivity and sustainability.  

[bookmark: _Toc148625449]Chapter 2: Literature Review
[bookmark: _Toc148625450]2.0 Introduction
The research aim stated in the previous chapter focuses on determining the role of fashion marketing on women and social media in the UK. Based on this, relevant literature has been reviewed and critically discussed in this chapter. The initial discussion is based on the concepts of fashion and marketing in the global apparel industry. Following this, the discussion has focused on the role of social media in correlating marketing and fashion for women in the UK fashion industry. Additionally, various factors driving marketing influence on women through social media have been discussed. Various key challenges facing the apparel industry during social media marketing implementation have been elaborated, followed by a discussion of strategies that can help mitigate the challenges. 
[bookmark: _Toc148625451]2.1 Conceptual Framework
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[bookmark: _heading=h.tyjcwt][bookmark: _Toc148625539]Figure 2.1: Conceptual framework
(Source: Self-developed)
[bookmark: _Toc148625452]2.2 Concept of Fashion and Marketing in Apparel Industry
Fashion marketing is defined as the procedure of advertising and selling clothing items to a particular target audience within a target market. According to Silva et al. (2020), marketing in the fashion industry helps significantly boost sales of apparel and other related fashion products. Increased number of sales brings higher profitability and competitive advantage. In addition, an effective fashion marketing strategy is essential for building high brand awareness that can assist in altering customer perceptions towards respective fashion brands and products. Another study by Melovićet al. (2020) states that brand perception is essentially based on the kind of marketing tactics applied. For instance, based on the marketing strategy, a brand can be perceived as luxury or affordable, tailoring or streetwear and for mature or young consumers. 
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[bookmark: _heading=h.jfv88esvlrcf][bookmark: _Toc148625540]Figure 2.2: Social media marketing platforms
(Source: Inspired by Ioanas, 2020)
Fashion marketing is conducted through various channels and mediums, most prominently including magazines, billboards, television advertisements and public events. In recent years, social media marketing has gained significant traction owing to the rapid development of digital technologies (Ioanas, 2020). Hence, social media channels are considered one of the major marketing channels for fashion brands in the current market landscape. Through different marketing channels, fashion brands are required to maintain consistent brand messaging. As opined by Jinet al. (2019), consistent brand messaging, such as maintaining a consistent colour or image, helps a brand to gain maximum appeal from the target audience. This ensures a higher number of sales to be generated across respective markets that in turn significantly improves profitability and competitive advantage for fashion firms.
In fashion marketing, various job roles serve to fulfil different marketing roles that would ensure a highly successful marketing strategy to be developed and implemented. In this regard, Sánchez-Gutiérrez et al. (2019) state that value creation is a primary area of responsibility within a marketing operation. Through a high-value creation, fashion firms can map the current and future desired position of the organisation in a particular market. On the other hand, Gupta et al. (2020), states that developing analytical skills is essential for a marketing manager. High analytical skills would help fashion marketing managers to fulfil the role of determining the success of marketing campaigns. Developing analytical skills would specifically help marketing managers to determine the resonating factors of the target audience, alongside determining the communication method preferred by respective consumers.
[bookmark: _Toc148625453]2.3 Role of Social Media in Understanding Correlation of Marketing and Fashion for Women in UK
Use of social media for marketing of fashion products is increasing in recent times as this helps to make effective correlations between marketing and fashion. Social media plays an important role for increasing brand awareness and credibility as it helps to make an effective correlation between marketing and fashion. As per the view of Molina-Pradoset al. (2022), social media is considered as the best platform for showcasing the fashion window which also helps to create effective networks. These networks help to adopt good marketing for introducing fashion products as this helps in making effective correlation between marketing and fashion. About one among three fashion companies in the UK use social media for marketing fashion products in which 22% prefer Facebook and 16.7% prefer YouTube (Statista.com, 2022). People get effective information regarding women fashion proper marketing of fashion brands through social media. However, according to Harriganet al. (2021), social media is useful for understanding demands and buying decisions of customers for fashion products which ultimately helps in better marketing. Customers can share their feedback and comments through social media regarding a fashion product by which a company can change its marketing approaches.
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[bookmark: _heading=h.4d34og8][bookmark: _Toc148625541]Figure 2.3: Role of Social Media in Understanding Correlation of Marketing and Fashion
(Source: Self-created)

Social media provides an opportunity to fashion companies to make a good conversation with potential customers which has a positive influential effect on marketing of fashion products. As argued by Samala and Katkam (2020), with the help of better conversation rate, fashion brands can identify requirements of customers which help to make a good marketing approach for advertising fashion products. This contributes to effective correlation between marketing and women's fashion. Moreover, as stated by Lennartsson and Zeka (2021), social media provides good marketing tools to fashion barns for effective advertising their products. This is useful for attracting more potential customs for burying fashion products by improving marketing regarding fashion products. About 60% of big fashion brands and 57% small fashion companies use social media for better marketing regarding fashion in the UK (Marketingtechnews.net, 2022). Social media is also effective for streamlining of the business procedure along with updating of marketing strategies which is useful for creating good correlation between marketing and women's fashion. 
Social media is associated with reduction of overhead costs in marketing of fashion products which helps to improve marketing approaches. On the other hand, in accordance with Zhou et al. (2021), creation of contents regarding fashion products and adoption of marketing strategies through social media are cost effective. This helps fashion businesses to adopt the most effective marketing approaches for promotion of their fashion products by maintaining a good correlation between marketing and fashion. About 12.2% overhead costs of fashion marketing are reduced by social media (Oracle.com, 2022). Thus, it has been identified that social media plays an essential role for maintaining correlation between marketing and women's fashion.        
[bookmark: _Toc148625454]2.4 Factors Driving Fashion Marketing to Influence Women through Social Media in UK
Social media is considered as an effective marketing tool which can make a positive influential effect on customers including women clients. About 74% of customers rely on social media in the UK as this has an influential effect on purchasing decisions of customers through fashion marketing (Digitalmarketingmagazine.co.uk, 2022). Social media is useful for making proper campaigns about fashion products which has an influential effect on purchasing behaviours. In the view of Creeveyet al. (2022), social media integration is an important factor associated with fashion marketing as this provides encouragement to customers. This helps to provide an opportunity to customers for giving feedback reading fashion products which has also an effect on fashion marketing. Social media integration helps fashion companies to adopt most appropriate marketing strategies for creating a positive influential effect on the decision of clients. On the contrary, according to Cao et al. (2021), posting frequently on social media about fashion products is also another effective factor for fashion marketing and creating influence on customers. Huge gap in posting fashion related contents in social media is frustrated and boring for customers which also makes a negative impact on marketing and cannot positively influence clients. About 55.3% women customers are influenced due to effective marketing through social media in the UK according to 2021 data (Statista.com, 2022). Frequent posting on social media helps fashion businesses to make a proper posting schedule plan which helps to take good market strategies and create a positive influential effect on customers. 
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[bookmark: _heading=h.17dp8vu][bookmark: _Toc148625542]Figure 2.4: Factors Driving Fashion Marketing to Influence Women through Social Media
(Source: Self-created)

A mixed content strategy is another good factor related with marketing and influential procedure through social media. As argued by Rusfian and Alessandro (2021), a mixed content strategy on social media by fashion brands is useful for implementation of best marketing approaches and attracting more potential customers. This is effective for making a positive influential effect on customers’ buying decisions through appropriate marketing methods. This also makes a positive influential impact on customers which helps to enhance sales and revenue of fashion companies. However, as stated by Kujur and Singh (2020), social media provides an opportunity to engage customers which is also an essential factor for proper marketing and making a positive impact on customers. This helps to gather feedback from customers which improves marketing approaches and provides value to clients.   
[bookmark: _Toc148625455]2.5 Challenges Faced by the Apparel Industry During Implementation of Social Media Marketing for Women in the UK
Various challenges are faced by fashion marketers while trying to implement social media marketing for women in the UK. According to Malesev and Cherry (2021), keeping up with changing trends in the fashion market is determined as a major challenge faced by marketers. The average lifespan of a particular trend has been rapidly shrinking in recent years. This results in a larger number of trends being generated within a given period. An increasing number of trends are determined to be beneficial for customers seeking hyper-targeted micro trends that appeal to respective fashion interests and preferences. However, harnessing trends is becoming more complicated for fashion marketers.
Failure to meet rapid changes in fashion trends hurts the overall brand presence of fashion brands in the UK. According to a recent survey conducted in 2023, 49% of marketers in the fashion sector have identified responding to rapid changes in the market as a major challenge. Accordingly, the marketers have also faced issues regarding the maintenance of the brand's social presence in the UK fashion market. Another study by Velichety and Ram (2020) stated that social media marketers are facing an effect similar to a needle in a haystack. This can be mainly attributed to the need for shifting through an endless amount of content across social media platforms to gain relevant customer insights. Furthermore, most fashion brands, primarily involving SMEs, do not have the budget to implement social media tools for automating processes based on social media analytics. 
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[bookmark: _heading=h.697oqnxemg1][bookmark: _Toc148625543]Figure 2.5: Effectiveness of using Social Media marketing in the fashion industry of the United Kingdom
(Source:Statiata, 2023)

Finding the appropriate talent to handle social media marketing, analytics and other related aspects is also a major challenge faced by UK-based fashion companies. The effceticveness of using the social marketing is highly effective for enhancing the engagement of the women customers in the UK as mentioned in the above graph. According to Baird and Parayitam (2019), brands are now actively seeking individuals who have excellence as strong strategists while also being robust copywriters. Additionally, a high preference is also placed for individuals who have a strong understanding of Internet culture. Therefore, having such huge criteria makes it significantly challenging for fashion brands in the UK market to recruit proper talent. In a similar context, a recent report has stated that over half of the social media markets find it highly challenging to find experienced talent for respective marketing teams (Barnhart, 2023). This causes fashion brands in the UK to work with poorly established teams, leading to the development and implementation of ineffective social media marketing strategies.
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[bookmark: _heading=h.26in1rg][bookmark: _Toc148625544]Figure 2.6: Challenges faced by social media teams
(Source: Barnhart, 2023)
Besides sourcing appropriate talent, Figure 2.4 indicates proving ROI, social execution, and resourcing as other major challenges being faced by current social media teams. In this context, Barnhart (2023) states that certain companies fail to understand the importance and value of investing in social media as a major marketing channel. In addition, the various social media metrics in use are often difficult to properly interpret and translate to determine the overall impact of a particular marketing activity on consumer behaviour. Therefore, creating a business case for social media can be determined as a major challenge faced by fashion businesses in the UK market. 
[bookmark: _Toc148625456]2.6 Strategies to Mitigate Issues Faced by the Apparel Industry to Enhance Social Media Marketing for Women Customers in the UK
Given the above challenges faced, social media marketers across fashion companies in the UK can undertake certain effective strategies. In this context, being consistent in brand messaging can be determined as a primary example of a strategy that can improve social media marketing effectiveness. According to Foroudi (2019), maintaining a consistent consumer attitude can be obtained by maintaining a consistent brand image that resonates perfectly with the image of the organisation. Therefore, by maintaining a consistent brand image, such as via a particular colour scheme or logo, fashion brands in the UK can ensure a positive influence placed on overall consumer attitude. 
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[bookmark: _heading=h.4cfczrdaluey][bookmark: _Toc148625545]Figure 2.7: Primary focus of the social media marketing strategy by the fashion brand
[bookmark: _heading=h.q4x4tpilrqvh][bookmark: _Toc147411743][bookmark: _Toc148625546](Source: Self-created)
The regular creation of engaging and interesting content should be primarily focused upon while trying to maintain an effective social media marketing strategy. A recent study has stated that in the current business landscape, social media feeds and timelines are facing saturation from millions of people across respective platforms (Hoskins, 2020). The maionfoeus of the fashion brand in the UK fashion sector for the women customers can be creation of unique and good content resulted toe the present scenario. Furthermore, for ensuring good content creation, a clear focus should be placed on the overall newsworthiness of the content being posted. The kind of media being used is also a major determinant of the degree of appeal provided to the social media crowd. For instance, Dean (2019) states that using gifs and short video clips is an excellent means to post social media content, in contrast to static images. Therefore, the implications of good social media contest in the social media platform help the UK fashion brand to attract more women customs which enhance business's financial performance.
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[bookmark: _heading=h.35nkun2][bookmark: _Toc148625547]Figure 2.8: Benefits of predictive analytics in social media marketing
(Source: Inspired by Ghaniet al. 2019)
Using advanced social media analytics tools is another effective means to ensure a highly successful social media marketing strategy is implemented. As per the views of Ansari et al. (2019), placing a core focus on social media analytics is a major step for marketers to build a strong online brand presence. Recently, almost every social media application has been equipped with the necessary technology to automatically track key customer metrics. Therefore, by promoting extensive usage of social media apps among customers, fashion organisations in the UK can gain the necessary customer insights to develop a robust marketing strategy. Furthermore, the usage of more advanced technologies, such as AI and big data, can also help significantly in improving social media marketing effectiveness for UK-based fashion companies. According to Ghaniet al. (2019), using AI alongside big data analytics helps in generating predictive analytics for a wide range of customer insights and market trends. Besides accurate detection of future consumer behaviour, Figure 2.5 depicts various other benefits of using AI-based predictive analytics for social media marketing. 
[bookmark: _Toc148625457]2.7 Theoretical Perspectives
[bookmark: _Toc148625458]2.7.1 Marketing mix theory
The marketing mix theory can be defined as the marketing theory which focuses on the comprehensive marketing plan of the organisation. As per the report of Othman et al. (2019), the implications of the marketing mix theory will help the organisation to achieve customer satisfaction through its marketing plan. The implication of the marketing mix helps in the implication of the marketing plan that not only focuses on the product but also on the people and the price of the product. The implication of the marketing mix theory in fashion marketing helps in promoting a fashion product among the target population which is women in the UK. Moreover, the implication of marketing helps the fashion business to identify strategies to enhance the market reach of the producer among the women population. As per the report of Othman et al. (2020), the implication of the marketing mix helps the business to develop strategies to meet customer satisfaction and enhance customer loyalty. This indicated that the identification of the price as well as promotional strategies help the fashion business to meet product satisfaction in the fashion industry of the UK. Therefore, the implications of the four Ps of the marketing mix which are price, product, promotion, and people in the marketing help the fashion business to enhance customer reach. 
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[bookmark: _heading=h.t48onemsnujw][bookmark: _Toc148625548]Figure 2.9: Marketing mix theory
(Source: self-developed)
[bookmark: _Toc148625459]2.7.2 Kotler Marketing Theory
The Kotler Marketing Theory can be defined as the marketing theory that helps to map the needs of the customers in the target population. As per the report of Praesri et al. (2022), the implications of the Kotler marketing theory help the business to develop the marketing plan for the product based on customer demands. On the other hand, this indicates the implications of this theory in the business in the fashion industry to achieve customer satisfaction within the fashion market of the UK. Moreover, this theory helps in the identification of the needs of potential customers to enhance the quality of the product in the UK. The identification of the demands of women in the UK helps the business to hold a strong position in the competitive global fashion market of the UK. Therefore, effective marketing growth based on changing of marketing condition has effectively enhanced the scope of business in an efficient manner. 
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[bookmark: _heading=h.yqvps4xq0xet][bookmark: _Toc148625549]Figure 2.10: Stages of Kotler Marketing Theory
(Source: self-developed)

[bookmark: _Toc148625460]2.8 Gap in Literature
The studies reviewed in this chapter lacked sufficient theoretical views regarding the concepts of social media marketing and fashion marketing. Additionally, the literature collected and discussed lacked any clear scope based on the fashion industry or the UK fashion landscape. Therefore, a major portion of the discussion had to be conducted with a broadened view of the topic, thereby decreasing the overall discussion accuracy. Furthermore, most of the recommendations provided had little real-world evidence and hence, cannot be fully integrated as recommended strategies for improving social media marketing effectiveness.
[bookmark: _Toc148625461]2.9 Summary
In this chapter, the key concepts based on fashion marketing and social media marketing have been discussed. Furthermore, the role of social media marketing in driving fashion marketing in the UK landscape has been elaborated, followed by a discussion of the key factors that influence fashion marketing. Poor talent availability and insufficient resources have been determined as the major challenges faced while implementing social media marketing strategies. In response, the creation of engaging content, maintaining consistency in brand messaging and usage of AI predictive analytics has been recommended as strategies to improve social media marketing effectiveness. 


[bookmark: _Toc148625462]Chapter 3: Research Design and Methodology
[bookmark: _Toc148625463]3.1 Introduction
The research methodology concerns mixed method-based research where both secondary qualitative and primary quantitative data will be collected and evaluated. For this purpose, the broad aspects of philosophy, approach and design are also selected according to mixed method requirements. The topic related to the impact of fashion marketing on women and social media can be evaluated both satirical using numerical evaluation of primary responses and thematically using scholarly articles. Both fact-based and statistics-based evaluation can present a more comprehensive and detailed method of data collection and analysis.
[bookmark: _Toc148625464]3.2 Research Philosophy
Research philosophy refers to the belief of researchers which provide guidance about better conducting of a study. As per the view of Tamminen and Poucher(2020), research philosophy deals with source and nature of information which contribute to better development of knowledge. Research philosophy is divided into three types such as interpretivism, positivism and realism research philosophies. This paper deals with the interpretivism research philosophy for conducting the study. Positivism research philosophy is not considered in this paper as this is based on individual relationships which cannot provide knowledge about the impact of fashion marketing. However, realism research philosophy has not been taken in the paper as this based on assumption which is not suitable for this research. 
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Figure 3.1: Types of research philosophies 
(Source: Self-created)

Interpretivism research philosophy is suitable for this paper as this is considered social realities. In the context of this paper, this research philosophy is useful for understanding social reality about the demands of women and the condition of social media in the UK for getting knowledge about the impact of fashion marketing. 
[bookmark: _heading=h.q47tebhb48ek][bookmark: _Toc148625465]3.3 Research Approaches
Research epoch refers to the procedure by which information is collected, analysed and interpreted. In the view of Sileyew(2019), the research approach provides an appropriate plan to researchers for better methodology. Research approaches are divided into three types such as inductive, deductive and abductive research approaches. The paper sheds light on the inductive research approach for conducting this study. Deductive research approach has not been chosen for this paper as this mainly focuses on explanation of theory which can restrict gathering of information about impact of fashion marketing. On the contrary, an inductive research approach has not been considered as this based on guesses which makes wrong results about the research topic.      
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Figure 3.2: Types of research approaches 
(Source: Self-created)

The inductive research approach provides an opportunity to researchers for studying new concepts and phenomena. In the context of this paper, this research approach is suitable for studying new concepts of social media and attitudes of women in order to understand the impact of fashion marketing. According to O’Kaneet al.(2021), an inductive research approach helps in analysis of theories for making a better conclusion. This research epoch is useful for analysis of marketing mix theory and Kotler theory for understanding impact of fashion marketing on women and social media.
[bookmark: _Toc148625466]3.4 Research Design
[image: ]
[bookmark: _heading=h.wzjjpqchrh1f][bookmark: _Toc148625550]Figure 3.3: Types of research design
(Source: self-developed)
A descriptive research design has been chosen to evaluate the impact of the fashion market on women and social media in the UK. Based on the type of data collected and the evaluation method, research designs can mainly be of four types such as descriptive, correlational, quasi-experimental and experimental research design (Gopalanet al. 2020). The descriptive research design process concerns a detailed critical description of all mediator and moderator variables in research to come to a specific conclusion. Correlational research design concerns attempt to evaluate the relationship between the dependent, independent, moderator and mediator variables (Sileyew, 2019). The mixed-method analysis considers the use of both qualitative and quantitative processes and in this research, a primary qualitative and quantitative evaluation will be made. A correlational design cannot be considered as the impact variable of social media fashion marketing has not been determined and will only be disclosed after data analysis. Despite the research being a cause-effect scenario quasi-experimental and experimental designs also are not suitable as these designs require the fabrication of the variables. Alternatively, a descriptive design will ensure the finding of the moderator and mediator variables through the data analysis process (Pawar, 2020). Thus, descriptive design can also help in critically evaluating the variables to understand their effects on UK women and social media. 
[bookmark: _Toc148625467]3.5 Research Strategy
[bookmark: _Toc148625468]3.5.1 Type of Investigation
The type of investigation done in this research is both primary quantitative and secondary qualitative. Conducting both primary and secondary types of investigation will present both factual and numerical analysis of the required data (Malmqvistet al. 2019). The proposed study subject's evaluation of the impact of fashion marketing on women and social media in the UK. Attending a primary response regarding the matter from the UK population will help the study understand the impact from a customer-based perspective. The statistical analysis of the responses will ensure a numerical and graphical representation of customer choices, likes and dislikes regarding fashion marketing. Furthermore, the secondary qualitative analysis will be used to critically evaluate and compare the primary findings with the other research and peer-reviewed opinions on this matter. Thus, using both research types can help in presenting a more reliable and valid research process. 
[bookmark: _Toc148625469]3.5.2 Choices
Research conductance and strategy choices are based on mixed-method research. In conducting the primary quantitative research, a survey process has been chosen. Among various choices of statistical analysis through SPSS descriptive statistics, correlation, regression reliability and validity will be used as choices for evaluating the survey data. The survey responses are then subjected to an SPSS-based statistical analysis. According to Pratiwiet al. (2023), surveys help in understanding a clear view of primary respondents' opinions about a scenario. Alternatively, thematic analysis has been chosen as a choice of secondary qualitative analysis. The first thematic table will be developed to acquire secondary peer-reviewed research articles and will be arranged in themes created from the objectives. Then the themes will be critically discussed based on the secondary articles to gradually filter out key findings. The thematic analysis will be compared with the statistical analysis to analyse and discuss the key findings. 
[bookmark: _Toc148625470]3.5.3 Time Horizon
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[bookmark: _heading=h.49x2ik5][bookmark: _Toc148625551]Figure 3.4 Time horizon of the project
(Source: Self-Developed)
[bookmark: _Toc148625471]3.6 Sampling method
[bookmark: _Toc148625472]3.6.1 Sample type
Sample types may vary based on the nature of the data to be collected and analysed. Studies are conducted in samples as it is impossible to create a study based on the entire population. Conclusions drawn from the analysis of the samples are generalised and relate to the entire population (Andrade, 2021).  Conducting the primary quantitative analysis, the sample types selected are UK citizens who are actively involved in social media marketing-based shopping. For the secondary qualitative research, the sample type will involve valid and peer-reviewed journals and articles. 
[bookmark: _Toc148625473]3.6.2 Sample size
The sample size can be large or small depending on the research process conducted. Interpretive research generally concerns, a large sample size is collected and evaluated while in descriptive research a small sample size is evaluated and described critically in detail (Braun and Clarke, 2021). This research concerns a mixed-method analysis where both primary and secondary research is conducted. For the primary qualitative research, a relatively large sample of 81 women has been selected to conduct the analysis subjecting them to 31 close-ended questions. For the secondary qualitative research, a total of 10 articles have been selected as a small sample size to conduct thematic analysis. 
[bookmark: _Toc148625474]3.6.3 Sampling method
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[bookmark: _heading=h.kt0o5lpp80gp][bookmark: _Toc148625552]Figure 3.5: Types of sampling
(Source: Self-Developed)
The sampling method also varies on the type of data collected and the process of data analysis. Depending on the involvement of bias, sampling can be either probability or non-probability sampling.  Probability sampling concerns a completely unbiased and random sampling process while non-probability sampling concerns selective bias (Lehdonvirta et al. 2021). For the primary quantitative data collection process simple random sampling is used to select 81 women individuals from an initial UK population. Thus probability sampling is used in this case. Alternatively for the secondary qualitative data analysis, a stratified sampling process is conducted using inclusion and exclusion criteria. The inclusion criteria concern selecting recent, peer-reviewed English journals and the exclusion criteria concern rejecting old, non-peer-reviewed and non-English journals. Thus, to properly conduct the mixed-method research, both probability and non-probability sampling have been used.
[bookmark: _Toc148625475]3.7 Data collection method
[bookmark: _heading=h.recira7k5mbo][image: ]
[bookmark: _heading=h.a0akkcgd54fb][bookmark: _Toc148625553]Figure 3.6: Data Collection Plan
(Source: Self-developed)
A combination of primary quantitative and secondary qualitative data has been used in this research to inform an effective analysis about the impact of fashion marketing. Mixed methods have been used for completing this research; it is more useful in assessing the data. This research has referred to both primary quantitative and secondary qualitative information for acknowledging and comparing the current research findings with previously stated information. Data collection will be helpful in gathering the reliable information that is related to the essentiality of fashion marketing for women in the UK. This will be improving the overall research result via enduring research efficiency. As per the view of Lemon and Hayes (2020), secondary data collection helps the researchers in assessing the research from other authors. Primary quantitative data collection implies surveys from a diverse range of participants regarding the context of analysis. Their responses are categorised and organised to inform the highest choice against other alternatives. This research will integrate surveys to qualify direct responses from women participants in UK. 81 survey responses have been collected with a set of 31 questions. The journals and articles collected for secondary research were obtained from only the last 5 years. This helped to compare the survey responses with updated research findings thereby citing effective analysis.
[bookmark: _Toc148625476]3.8 Data Analysis Plan
This research has been following the primary quantitative and secondary qualitative method for analysing the data that is collected beforehand. Data collection is a process that helps in applying systematic analysis of the collected data. Based on the view of Lochmiller (2021), secondary qualitative research helps the research being diverse and has a scope of using a variety of techniques for producing an understanding of the datasets. Moreover, statistical calculations will be performed on the responses acquired from the survey and along with application of SPSS software. The themes have been made from the objectives and the data got from the findings. Thematic analysis has been helpful in making appropriate understanding of the research topic. An understanding of the impact of fashion marketing on women and social media has been gained. Secondary data analysis has helped this research in gaining information about the impact of fashion marketing on women in the UK. As per Sundleret al. (2019), thematic analysis helps in having a descriptive approach to the research. This thematic analysis has focused on identifying, interpreting qualitative data patterns and analysing the data. Thus, both statistical and thematic analysis will be evaluated for the effectiveness of this research. 
[bookmark: _Toc148625477]3. 9 Ethical Considerations
This research based on fashion marketing on women and social media in the UK has been following secondary and primary analysis. Therefore, information regarding the research is gathered for survey and various relevant sources. This research has been conducted by following ethical factors, which would be ensuring the accurate research legislation. The research has been conducted by using The Copyright, Designs and Patents Act 188 (c. 48), which has provided appropriate ethical rights (Legislation.gov.uk, 2023). Moreover, maintaining this act will be required for this research as this will protect all the collected data from unauthorised usage.
[bookmark: _Toc148625478]3. 10 Research limitations and Accessibility issues
The research despite being methodically comprehensive can mostly have limitations in outcome. The main limitation of mixed-method research is that it is more complicated to carry out (Gov.uk, 2023). Furthermore, the research requires coming to a specific conclusion from the findings. However, the results of the qualitative and quantitative data may not match with one another which will make the conclusion more general than specific. Moreover, combining different resources for mixed-method research requires extra resources such as time and money which can increase the cost of the research. In terms of accessibility issues, the secondary resources were easily accessible, but accessing 81 women for the survey responses was an issue due to the unavailability of time for large population-based research. 
[bookmark: _Toc148625479]3.11 Conclusion
Concluding on the methodological choices, a mixed method is deemed best as it will ensure both statistical and factual analysis of data. Relating to that, the data collection approach was chosen for primary quantitative. A survey was conducted with 81 sample women population each individual answered 31 questions. The secondary qualitative approach is considered with an objective-based thematic analysis using 10 selective articles. SPPS is used as a primary analysis tool. The main limitation is that the research analysis process is fairly complex. 
[bookmark: _Toc147421175][bookmark: _Toc148625480][bookmark: _Toc147411482]Chapter 4: Data analysis and discussion
[bookmark: _Toc147421176][bookmark: _Toc148625481]4.1 Introduction 
Fashion marketing has a substantial impact on women because it helps them to fulfil mood-boosting and is imperative for self-esteem. Social media marketing can benefit fashion brands in multiple manners containing higher engagement with the target audience, increased brand awareness, improved customer retention, capability to reach a wider audience and increased sales and website traffic. The concern chapter has identified the impact of fashion marketing on women and society in the UK in addition, the chapter has also critically analysed the correlation of marketing and fashion with social media and women in the apparel industry in the UK. 
[bookmark: _Toc147421177][bookmark: _Toc148625482]4.2 Findings
[bookmark: _Toc147421178][bookmark: _Toc148625483]4.2.1 Primary Quantitative Findings
Demographic Analysis
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[bookmark: _Toc148625554]Figure 4.1 Demographic Statistics
(Source: SPSS)
The demographic statistics progressed with the consideration of age, gender, occupation, and income of the survey participants. Quantitative findings highlight that std. deviation of age and gender is near 0.7286 and 0.50400. Furthermore, occupation and income involve the std. deviation of 0.58161 and 0.94199 respectively. Thus, inclusion of different demographic aspect has contributed to advancing the representability of quantitative findings that has increase the study credibility. 
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[bookmark: _Toc148625555]Figure 4.2: Age Distribution
(Source: SPSS)
The demographic statistics represent that the majority of participants are encompassed in the age group of 25 to 40. Nearly, 25.93% of respondents are involved in the age group of 41 to 60. The study also incorporates people within the age group of 18 to 25 and above 60 years for progressing the quantitative findings. 
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[bookmark: _Toc148625556]Figure 4.3: Gender Distribution
(Source: SPSS)
Based on the demographic data, around 62.96% of survey participants are female and nearly 35.60% of individuals were male. 
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[bookmark: _Toc148625557]Figure 4.4: Occupation Distribution
(Source: SPSS)
Qualitative findings represent that nearly 82.71% of survey respondents were career-oriented and nearly 9.83% of participants were unemployed. Demographic statistics also highlight that 7.41% of survey participants were self-employed. 
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[bookmark: _Toc148625558]Figure 4.5: Income Distribution
(Source: SPSS)
Quantitative data display that the majority of research participants had income between 25,000 to 49,999 GBP. Moreover, nearly 17.26% and 16.05% of respondents include income of 10,000 to 24,599 and 50,000 to 74,999 GBP respectively. Around 7.41 % of research participants encompass income capability over 75,000 GBP, which ensure higher purchasing power within the domestic market. 


Descriptive
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[bookmark: _Toc148625559]Figure 4.6 Descriptive statistics
(Source: SPSS)
The descriptive statistics show that survey participants' interest in the fashion industry is near 0.54120, which implies that the majority of individuals have significant interest. The mean of fashion product spending of the research respondents is near 3.6049 with the inclusion of std. deviation of 1.126844. Furthermore, descriptive statistics also corroborate that interest in online fashion shopping among the 81 survey participants was extensive as it highlights the mean value of 2.2222. Lastly, descriptive statistics highlight that the majority of survey respondents agree with the statement that fashion marketing can influence the buying behaviour of consumers as it involves std. Deviation of 0.74162. 

Correlation 1
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[bookmark: _Toc148625560]Figure 4.7 Correlation Analysis
(Source: SPSS)
The correlation between fashion industry capabilities understanding with fashion product platform preference is near 0.232, which implies correlated understanding that showcases that the above data is valid. Moreover, the sig value of participants' platform preference is near 0.37. It implies that the chosen data set is effective as it lies between the standard sig value, which is between 0.1 to 0.5. On the other hand, the sig value of social media brand location identification in relation to buying platform preference is near 0.146 and it also aligns with standard sig value. 
Regression
[image: ]
[bookmark: _Toc148625561]Figure 4.8 Model Summary
(Source: SPSS)
Based on regression analysis, the model summary of the chosen data set identifies that the R Square value is near 0.146 and estimated std. error value is near 0.77545. It implies that the R Square value of the included data set is effective as it encompasses positive value, which aligns with a standard value.  Therefore, it can be stated that the included data set corroborates that fashion marketing involves a significant influence on women buying behaviour in relation to social media. 
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[bookmark: _Toc148625562]Figure 4.9 ANOVA value
(Source: SPSS)
The regression analysis also depicts that the sum of squares within the chosen data set is near 7.920 with the association of mean square of 2.640. Furthermore, the sig value based on regression analysis of the chosen data set is near 0.007, which lies between a standard value of 0.1 to 0.5. This identifies that overall quantitative findings are valid and effective. 
Correlation 2
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[bookmark: _Toc148625563]Figure 4.10 Correlation Analysis 2
(Source: SPSS)
The quantitative finding involves the consideration of survey participants' responses regarding approaches to mitigate the intrusive ads issue in relation to social media marketing implications. The sig value regarding the intrusive ads mitigating approach with respect to social media influence on buying behaviour is near 0.471, which aligns with the standard sig value. On the other hand, the sig value of SMM impact of customer attraction in relation to intrusive ads issues is near 0.569, which implies the presence of a correct data set. Therefore, correlation analysis demonstrates that dependent and independent variables associated with the research question of significantly correlated. 
Regression 2
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[bookmark: _Toc148625564]Figure 4.11 Models Summary 2
(Source: SPSS)
Regression analysis highlights that the model summary of the chosen data set incorporates the R Square value, which is around 0.165 and estimated std. error value is near 0.78800. This corroborates that the R Square value present within the included data set is effective as it encompasses positive value, which lies under the standard value.  
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[bookmark: _Toc148625565]Figure 4.12 ANOVA Value 2
(Source: SPSS)
Regression analysis also determines the Anova value to highlight the validity of the chosen data set. The sum of squares value of the included data set is near 0.567 with the inclusion of a mean square value of 4.783. Apart from this, the sig value based on regression analysis is near 0.01 which ensures valid and efficient research findings. 


Reliability 
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[bookmark: _Toc148625566]Figure 4.13 Reliability Statistics
(Source: SPSS)
The reliability statistics of the chosen data set are depicted on the basis of Cronbach’s alpha value. Moreover, Cronbach’s alpha value of the incorporated data is near 0.468 and it align with the general value of alpha that ensure the reliability of the study findings. 
[bookmark: _Toc147421179][bookmark: _Toc148625484]4.2.2 Secondary qualitative findings
(Refer to Appendix-1)
Theme 1:  Fashion marketing with women and social media has provided a seamless purchasing experience for the fashion products
Fashion marketing is the procedure of advertising accessories and clothing to the desired target customer. One of the most impactful aspects of fashion marketing is that it helps to boost sales and profits along with increasing customer engagement and brand awareness.  As per the findings of Chen and Chi, (2021), retailers and fashion brands have been advancing rapidly within the UK market to deliver women as well as male consumers a more seamless omnichannel shopping experience. In this regard, the COVID-19 pandemic has accelerated the growth of omnichannel shopping. 
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[bookmark: _Toc147411504][bookmark: _Toc148625567]Figure 4.14: Fashion marketing on social media during the pandemic 
(Source: Chen and Chi, 2021)
Based on Figure 4.14, it can be stated that the pandemic has influenced fashion marketing on social media because it permits consumers to integrate proper transaction information and allows store-to-home delivery. Digital marketing such as social media has to play a vital role in fashion marketing. As per the comment of Purwaret al. (2019), A digital marketing strategy is a series of actions that help in fashion marketing to achieve their company's goals through carefully selected social marketing channels. In this regard, fast fashion brands such as H&M and Zara have used social media marketing to interact and communicate with customers to increase their sales and profitability.  As per the statement of Mirzajee and Rashid (2021), the benefit of social media marketing for marketers is that it creates a public voice and builds an existence on the web to increase the purchasing intent of female and male consumers. Thus, social media marketing of fashion marketing boosted and integrated communication activities. 
Theme 2:  Social media marketing has influenced women with increased brand awareness and active participation 
Social media platforms enable a high level of online brand exposure. In addition, engaging in social media marketing, brands can reach millions of users in real-time and at a low cost. This approach boosts brand visibility and awareness, increasing communication, engagement, patronage, and revenue. As per the observation of Koayet al. (2020), Instagram and Facebook have been reported to include about 1 and 2 billion daily active users and adults spend almost 45 minutes on social media via smartphone in the UK market. This clearly indicates that the use of social media platforms is a great medium for marketing communication for the apparel industry to influence the purchasing behaviours of women in the UK market.  
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[bookmark: _Toc147411505][bookmark: _Toc148625568]Figure 4.15: Social media marketing increases brand experience for fashion marketing 
(Source: Koayet al. 2020)
Based on Figure 4.15, it can be stated that social media marketing has helped to increase the brand experience and help to build customer-based brand equity by connecting and interacting with female customers. It has also helped to understand their needs and preferences which permits the fashion marketers to provide proper service as well as products as per their requirements.  As per the statement of Khan et al. (2019), social media are widely considered a promising platform to conduct promotional activities by modern businesses to effectively engage and attract their customers.  Hence, social media platforms such as YouTube, Twitter, and Facebook have the most robust media platforms which interact with consumers and also create brand stories to increase fashion marketing to influence women's purchasing behaviour. 
Theme 3: Social media marketing create challenge regarding the process of the humanising shopping experiences and after sales experience for women 
The inclusion of social media marketing for the fashion industry creates challenges regarding the process of humanising the shopping experience. The social media marketing process of fashion companies in the UK like H&M is unable to make the products tangible that create confusion regarding the purchasing decision of the consumers. In the views of Popović-Šević et al. (2021), the lack of humanising aspects for the marketing process of the fashion industry reduces the rate of repurchase intentions among the women customers. Women customers from the UK fashion industry prefer to visit physical stores as it provides the opportunity to trial the products before purchasing. Lack of trial opportunities on the social media platforms reduces the customer engagement rate from the UK fashion sector. 
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[bookmark: _Toc147411506][bookmark: _Toc148625569]Figure 4.16: Customer purchasing intention on online platforms
(Source: Influenced by Rago, 2022)
The figure has showcased that social media marketing process for the fashion industry of the UK includes challenges regarding the process of managing the after sales experience for women customers. As per the views of Rago (2022), the social media marketing platforms create issues regarding the process of exchange and return due to the complex process of placing order. Thus, it can be stated that the lack of effective management regarding social media marketing for the UK fashion industry reduces satisfaction of women customers.                     
Theme 4: The inclusion of influencer marketing and trends consideration for the social media marketing in the UK fashion sector is helpful for mitigating the marketing challenges. 
Influencer marketing for the UK fashion industry is helpful for mitigating the challenges due to lack of humanising the fashion products. In the views of Belancheet al. (2021), the promotional advertisements for the fashion products by collaborating with the special media influencer helps to provide effective product review to the omen customers. The inclusion of influencer marketing process is helpful for promoting the fashion brand such as Zara with effective product review that attracts the women customers. The women customers base of the UK fashion industry gets highly influenced with the recent trends among social media influencers. Thus, influencer marketing is effective for enhancing the rate of active engagement of the women customers.
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[bookmark: _Toc147411507][bookmark: _Toc148625570]Figure 4.17: Flow of social media marketing process
(Source: Influenced by Gazzolaet al. 2020)
The figure has evaluated UK fashion companies such as TK Maxx and JD need to align the organisational production with recent trends of the market as it helps to gain customer attention. As per the views of Gazzolaet al. (2020), the alignment with recent market trends is effective for enhancing the brand reputation that increases the engagement rate of the women customers. Besides, the implementation of conversational commerce for social media promotions helps to build strong customer relations by utilising messaging apps such as Facebook and Whatsapp (Bandara, 2020). Hence, the improvisation of the social media marketing is helpful for enhancing the engagement rate of the women customers that increase profitability. 
[bookmark: _Toc147421180][bookmark: _Toc148625485]4.3 Analysis
[bookmark: _Toc147422589][bookmark: _Toc148625486]4.3.1 Primary analysis
Customers have a vital role in managing the sales rate of fashion products by determining their service in order to fulfil the demands of the customers. UK fashion companies can influence their position by considering customers’ needs and demands to strengthen their brand value in the market. As per the data findings, it can be analysed that the majority of the participants were female. This depicts that it can be easier for the UK fashion industry to evaluate valid information about the demands and requirements of female customers. Fashion marketing is mainly dependent on female customers who provide valid information and attaining data from the female participants can help fashion companies to analyse the UK market to retain a competitive edge. Further, the majority of the female respondents are between the ages of 25-40 years which comprehends that working-class women by interpreting their average monthly income can increase their affordability by purchasing products frequently. Therefore, this can be beneficial for fashion companies to develop their brand image in the market by attracting the majority of the customers. Thus, UK fashion companies can develop their brand position in the market by attracting the majority of customers and retaining their loyalty to the business organisations.
UK fashion companies can improve their business operations by attracting a majority of women customers by understanding their fashion interests. Therefore, UK fashion companies such as H&M and Zara can attain valid information from social media platforms by interacting with the customers. Based on the data findings, it can be analysed that evaluating the fashion interests of the customers through communicating with the customers can help the companies understand their demands. Additionally, the expenditure rate and buying behaviour of the customers can also determine the sales of the products and the success rate of the fashion companies in the UK market. Therefore, this shows that UK fashion companies can improve their value and reputation in the market by attaining accurate information about the customers’ needs by interacting through social media platforms. Inducing online shopping facilities for customers can increase their interaction with the companies which might influence their experience level and urge to spend. As per the descriptive data findings, it can be analysed that the buying behaviour of the customers can be influenced by the implementation of social media marketing. Therefore, the customers can also attain valuable information about the business organisations that influence their perspectives and buying attitudes. Thus, UK fashion companies can determine their profit margin in the market by managing their interaction with customers through social media platforms. 
Managing and interpreting buying platforms can help fashion companies retain the engagement between business organisations and customers by allowing the buying and selling process of the products. Based on the primary data findings, the correlation between the factors is positive which comprehends that social media marketing and platforms can influence the engagement rate of customers along with their buying process. As a result, it can be analysed that factors have a stronger correlation that can help to understand the influence of SMM to boost the operations of fashion companies. Therefore, UK fashion companies such as H&M can understand the importance of cooperating with customers to boost their performance and productivity in the market. This can be done with the help of attaining valuable insights about the market situations and customer demands. Hence, creating proper and advanced buying platforms for customers can support fashion companies in improving their experience level. Developing the buying experience of the customers can increase their satisfaction level and leverage their buying habits in the market. Fashion companies can boost their performance and position in the market by attaining a competitive edge with the help of proper marketing and engagement with customers. As per the primary data findings, the assimilation of valid and accurate data can help to analyse the effectiveness of implementing social media marketing to attract wider customers from the global market.  Thus, UK fashion companies can determine their value by enhancing their capability to fulfil customers’ demands and needs. 
Interpreting primary data findings can help to understand the influence of incorporating valid data is effective in interpreting the variables. Therefore, analysing the effectiveness of attaining information about the customers’ perspectives related to fashion demands can help the UK apparel industry develop its brand image in the market. In fact, fashion companies can also attain long-term sustainability and survival in the market with the proper engagement of the customers to attain valuable information about the market insights. Further, fashion companies can evaluate the majority of customers’ demands and current fashion trends by interpreting the information and reviews of the customers about the products and services from social media platforms. Therefore, it can be considered that the regressive statistics have a greater impact on this research work by determining the variables related to social media marketing and business operations of fashion companies in the UK. Hence, as per the regression statistics, it can be analysed that assimilating valid data can be beneficial for fashion companies to determine the UK market situation. This can help UK fashion companies strengthen their position in the market by engaging with the majority of the customers by fulfilling their demands and requirements. 
Incorporation of valid data can be beneficial for the UK fashion industry to attain a real market situation by interpreting customers’ demands to influence the sales rate in the market. Hence, as per primary data findings, it can be analysed that assimilating valid data can help to understand the demands and needs of the customers related to the fashion industry that might influence the brand position of the fashion companies. As per the Cronbach alpha value, it can be analysed that the data that are collected can be considered to be highly reliable for this study. Therefore, UK fashion companies can develop their organisational reputation by focusing on the quality of the products and the execution of innovative services in order to attract the majority of customers. Thus, by analysing the reliability statistics, it can be interpreted that incorporating reliable and valid data can help fashion companies to attain valuable insights and perceptions of customers and leverage business operations successfully.
[bookmark: _Toc147421181][bookmark: _Toc148625487]4.3.2 Secondary Analysis
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[bookmark: _Toc147411508][bookmark: _Toc148625571]Figure 4.18:  Digital Marketing
(Source: Purwaret al. 2019)
Based on Figure 4.18, it can be stated that digital marketing easily finds fashion lovers all over the world through advanced technologies. Digital technology provides a variety of media presentations such as text, voice, images, videos, graphs and display (Purwaret al. 2019). It can be analysed from the findings that Zara has approx. 26.4 million followers on Twitter and 24.3 million on Instagram and its social media strategy also depends on visual content which helps to attract female consumers within the apparel industry in the UK (Chen and Chi, 2021).  Social media marketing helps fashion marketers to deal with challenges which they face during the uncertainties and pandemic such as low aisles, lack of customer engagement and inconvenience (Mirzajee and Rashid, 2021). It can be interpreted that social media marketing platforms help to provide a convenient and fast shopping experience to the customer which allows for an increase in fashion organisation profitability and value. 
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[bookmark: _Toc147411509][bookmark: _Toc148625572]Figure 4.19: Social media impact on female and brand awareness 
(Source: Khan et al. 2019)
Based on Figure 4.19, it can be analysed that marketing in social media platforms helps to increase brand awareness because it focuses on interaction, sharing and trendiness regarding the customer and fashion trends (Khan et al. 2019). In addition, fundamental social media marketing activities have a positive and direct influence on consumers' price premium willingness in an important factor for apparel brands. It can be interpreted that social media increases brand awareness by increasing customer loyalty and a positive brand image by effectively communicating and valuing customers with attractive visual content.  In addition, fashion marketers thrive and survive their social media brand engagement via the sharing of communication and information with existing and new consumers (Koayet al. 2020).  This helps to build strong brand awareness and a positive brand image which boosts their sales. Hence, it can be analysed that effective social media marketing activities are essential factors regarding fashion marketing in the UK’s apparel industry influencing women by using social media.
The analytical view of the third theme has evaluated that the social media marketing process for the UK fashion industry includes challenges due to the lack of humanising shopping experiences. The engagement rate of the women customer base of the UK fashion industry got reduced due to the lack of trial opportunities on social media marketing platforms. Furthermore, the implementation of influencer marketing is also effective for reviewing the quality of the fashion products that influence the purchasing habits of the women customers. Besides, the thematic analysis has evaluated that lack of humanising aspects for the marketing process reduce the rate of repurchase intentions among the women customers (Popović-Ševićet al. 2021). The women customers from the UK fashion industry can face issues regarding the process of exchanging the products due to the security issues regarding online transactions. 
The social media marketing faces issues due to the presence of false information regarding the product offers that reduce positive brand reputation. Inclusion of social media marketing includes challenges due to the lack of humanisation of the marketing process. The women customers from the UK fashion sector prefer to take trial of the products before purchasing. The third theme has also evaluated the complex process of product replacing and exchanging via social media reduces the satisfaction rate of women customers.  
The thematic analysis regarding the fourth theme has showcased that the challenges of social media marketing get mitigated with the help of influencer marketing as it increases brand awareness. The findings of the research have underpinned that the inclusion of influencer marketing is essential for providing effective product review for the women customers that enhances humanisation process. Moreover, the inclusion of live shopping and look kits for the social media marketing process can also help to ensure humanisation of the marketing process in the UK fashion industry. 
The product reviews from the social media influencers help to influence the purchasing habits of the women customers (Gazzolaet al. 2020). Influencing purchasing habits is essential for increasing the profit rate of the fashion companies such as Zara and H&M. The thematic analysis of this chapter has showcased that the social media platforms are unable to provide trail opportunities such as physical stores. The issues due to lack of trail reduces the purchasing intentions among the women customers that is impactful for brand awareness and profitability. Thus, the inclusion of live shopping and look kits for the social media marketing process can help to enhance the shopping experience of the women customers with descriptive reviews of the fashion products.  
[bookmark: _Toc148625488]4.4 Discussion 
The findings have revealed that the pandemic has accelerated the growth of the seamless omnichannel experience in the UK fashion marketing with the involvement of women fashion marketing. The explored effects of the social media channel integration for the fashion brands are divided into six aspects. These aspects include promotion, product, and price, transaction information along with the information access and customer service. According to the views of Chen and Chi (2021), social media has enhanced omnichannel retailing which helps the UK fashion retailers to deal with the uncertainties. During the pandemic, the UK fashion retailers provided contactless shopping options to reduce the number of customers inside the stores. The UK fashion retailers adopt the omnichannel approach in order to unify and solidify the business positions in the marketplace. In comparison to the literature findings, social media plays a significant role to increase brand awareness and credibility. An omnichannel shopping experience contributes to the effective correlation between marketing and women's fashion. Therefore, it can be interpreted that social media is effective to streamline the fashion business of the UK by generating a positive influential effect upon the women customers. 
The findings further revealed that women agree to buy fast fashion brands at a lower price even when the production is unsustainable. As opined by Abdul (2022), the renowned UK fashion brands like Zara, H&M and others have initiated interactive efforts to understand the value of information sharing. In terms of providing prompt responses to the online customers, these UK fashion brands addressed the queries of the women customers' concerns. Their concerns typically include price, variants, colour and quality of the products. In contrast to the literature findings, almost 55.3% of the UK women are not bothered about the price, variants and colours of the products shown in social media. They prefer to experience the products in physical stores. Hence, it can be interpreted that the frequent posting on social media is effective for the UK fashion brands to adopt better marketing strategies for creating a positive influence. 
Apart from that, the significant UK fashion retailers such as Marks and Spencer, Vero Moda present simple and styling women's clothing with sustainable materials. They showcase their product offerings to the Generation Z women through social media to create relationships. Social media has become a platform for these UK fashion brands to establish a two-way communication with their buyers and perceive feedback therefore. The findings show that the UK apparel brands are operating with the high-quality pictures of their products on social media to add extra value to the generation Z. The individuals of the generation Z appreciate images, humour and personalised contents (Mirzajee and Rashid, 2021). Both primary and secondary findings showcase that the most relevant social media channel is Instagram where the female customers of the UK apparel industry quickly identify their value when they are being targeted. On the contrary, literary findings highlight that the relevant factors of fashion marketing to influence women through social media include mixed content strategy, social media integration, regular posting and others. A mixed content strategy is considered efficient to attract the potential customers. The fashion enthusiastic women of the UK can have potential benefits of utilising the sales promotion offers of the renowned fashion brands on the social media platforms. Hence, it can be interpreted that social media paves an opportunity for the women to access the personalised contents of the products and offerings. 
The findings stated that brand experience is considered as a mediator between the perceived social media marketing activities on the consumer-based brand equity. In the UK, Facebook and Instagram have been reported to have about 2 and 1 billion daily active users (Koayet al. 2020). The UK fast fashion brands typically survive and thrive through the social media brand page engagements. Social media positively affects the existing customer spending habits. In terms of influencing the UK women, the social media pages of the fashion brands help them to make a decision of purchase based on the recommendations. The majority of the UK women often turn to Instagram for inspiration when buying fashion products. 
In comparison to the literature findings, social media is considered beneficial to improve the cost-effective marketing approaches in the UK. The social media pages of the renowned fashion brands of the UK successfully reduce the overhead costs to maintain correlation between marketing and women's clothing. 
Apart from that, the attributes of the social media marketing activities are based upon the factors such as interaction, sharing and trendiness. Social media provides a platform for the fashion brands to connect, communicate and interact with the followers. According to the views of Khan et al. (2019), the factors such as brand equity, brand image and brand awareness help the companies to play a mediating role between the social media marketing and customer’s response. The majority of women in the UK follow influencers, bloggers and celebrities on Instagram and Facebook to understand the visually appealing contents of the products. In context with the two types of customer responses of price premium willingness and customer loyalty, the UK fashion brands mediate the brand equity and customer response. 
The advanced innovative usage of social media influences women to share their pictures with the brand outfits to create a sense of community and encourage others. Besides, the social media platforms are also considered as the significant moderators to strengthen the brand equity to gain the better success of customer response. It can be discussed that the brand related trendy information influences the UK women to discover new brands, browse new collections along with making purchases with the few taps on the smartphones. In comparison to the literature findings, the secondary qualitative findings reveal that social media influences the UK women to make decisions for the fashion purchase by creating several influential trends. Social media integration also helps them to provide feedback about the fashion products to improve the brand ratings. Hence, it can be interpreted that women's choices for the fashion purchases are always influenced by their personal preference, budget constraints and other factors. 
Internet networking has become a competitive game with traditional social media management in terms of consumer attention and focus. As opined by Popović-Ševićet al. (2021), classical industrial products in the fashion markets have created brand identity crises via the online brand communities of the UK fashion. Besides, certain norms and rules regarding the brand value issues decreased the shared experience of the functional consumer expense. In terms of generating excessive brand crises, social media technologies cannot offer the customers of the renowned UK fashion brands like Zara to customise products online. The disadvantage of customisation, therefore, weakens the user experience for better conversion opportunities. The functions in terms of providing information and guidance and order processing have created challenges within some interactive social media tools such as Facebook, Instagram and Twitter. As a result, it decreases the online regime of the UK fast fashion brands to manage the decision making for purchasing the fashion products. In contrast to the literary findings, it can be discussed that keeping up with the changed trends for the UK fashion market posed a great challenge for the UK retailers. A failure to meet with the rapid social media changes of the UK fashion brands hurts the brand presence. Hence, the main interpretation that can be derived from here is that the shift of the social media trends regarding the fashion brands creates challenges for the UK retailers to understand the consumer insights. 
Consequently, the UK based fashion companies made a definitive shift towards the different social media channels. The e-commerce shares of the UK fashion sales decreased by 16% (Rago 2022). The non-digital natives of the UK did not become able to adopt the social media innovations such as live streaming, customer service video chats along with the social shopping as well. The trends have accelerated in the future which ultimately resulted in the prevented digital growth. Customer demands have prevented the two-way digital interactions for optimising the channel mix (Rago 2022). The need for the huge investments has widened the gap between the best performing fashion companies such as Zara, Marks and Spencer and others. As a result, the partners and the suppliers of the UK fashion companies cannot become able to produce sustainable production in terms of respecting human rights and preserving the natural resources. On the other hand, the existing literature has highlighted that that the social media channels pose challenges for the UK fashion companies in terms of limiting the human resources and social execution. Proving ROI has become one of the most relevant challenges of the UK fashion brands to understand the value of investing in social media. It creates an obstacle for the UK fashion retailers to translate the marketing activities of social media into consumer behaviour. Hence, it can be interpreted that fashion brands of the UK face challenges in investing properly in the social media campaigns.  The investment challenges, therefore, lead to the ineffective incorporation of social media engagement among the customers. 
[bookmark: _Hlk147413345]Discussing the findings of the primary and secondary analysis, it can be said that influencer marketing plays a key role in the mitigation of challenges of fashion marketing for UK women. The primary findings suggest that most customers prefer to use online product buying options and mostly buy fashion products once a month and prefer influencer products. This context, Blanche et al. (2021) found that influencer marketing helps to create a better customer-product congruence that is essential to build a relationship with the customers. Increased customer-product congruence positively affects customer attitudes and contributes to two main intentions of the customers. Customers develop the intention to purchase and the intention to recommend the products further which increases the product market. In contradiction, Foroudi (2019) stated that maintaining a consistent consumer attitude can be obtained by maintaining a consistent brand image that resonates perfectly with the image of the organisation. Thus, influencers must be concerned with developing a better brand image to obtain and keep women customers in the fashion industry of the UK.
On a contrary note, the perception of sustainability and circular economy is most prevalent among women customers. The primary findings found a large agreeability among women that influencer marketing has a direct impact on women's buying behaviour related to sustainable and economic fashion. Attending sustainability and circular economy concerns by the influencers can thus raise women's interest towards fashion. Gazzolaet al. (2020) suggest that the new women's fashion trends in the industry concern more sustainable and circular economy products. The influencers have to present the products on social media while focusing on the sustainability and usefulness of the products to attract more female customers. Contracting this, Hoskins (2020) mentioned that the main focus of the fashion brand in the UK fashion sector for women customers can be the creation of unique and good content resulting in the present scenario. Furthermore, ensuring good content creation along with unique advertisement practices can attract women towards unique fashion products. Thus, this uniqueness can be brought to women customers by adopting suitability and circular economy practices to the fashion products attracting more women customers.
Contradicting the above discussion, it can be said that fast fashion advertisements through social media are also capable of attracting a large number of women customers. The primary findings suggest that most women prefer Instagram for their fast fashion demands. Discussing fast fashion influences Bandara (2020), finds that fast fashion has been a social media trend for a long time and is largely used by influencers and bloggers for content creation. Social media has influenced women customers' quick fashion behaviour involving fast fashion; however, the practices have not been sustainable. On a contrary note, Dean (2019) finds that using reward opportunities is more influential than fast fashion-based attractions. However, both fast fashion and rewarding practices are largely regulated by influencers. Thus, influencers do play a key role in creating better fashion product demand through social media.  
[bookmark: _Toc147411483][bookmark: _Toc148625489]4.5 Summary
The findings of the study have summarised that the fashion marketing through social media platforms such as Facebook and Instagram help to attract the women customers’ base by providing seamless purchasing experience. Moreover, the inclusion of social media processes is effective for increasing brand awareness by highlighting the positive growth of the fashion companies. The UK fashion companies such as TK Maxx and JD need to implement the live shopping and look kit options for providing online reviews of the products that accelerate women customer engagement rate. Therefore, the thematic analysis has evaluated that the inclusion of social media marketing for the fashion sector of the UK requires an effective management process for increasing women customer satisfaction. 


[bookmark: _Toc147410520][bookmark: _Toc148625490]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc147410521][bookmark: _Toc148625491]5.1 Introduction
This chapter concludes the findings of the literature review and the data analysis and justifies the arguments made compared to the objectives. Furthermore, a finalised discussion has been made on the proposed topic, recommending improvement solutions, identifying the limitations and creating future scopes to address the limitations. 
[bookmark: _Toc147410522][bookmark: _Toc148625492]5.2 Conclusion
Analysing and discussing the proposed topic, it can be said that online fashion marketing practices do positively influence women's buying behaviour in the UK. The literature finds that the modern women population is largely present on social media platforms such as Instagram. Relating to this, the data analysis finds that influencer marketing and blogging using social media are directly responsible for attracting women customers towards fashion brands. Thus, in conclusion, it can be said that UK women are largely influenced by the digital marketing practices of the fashion industry. 
Further evaluation of factors involved in the relationship between women and fashion bards the customer engagement opportunities, mixed-content strategies and ad posting frequencies are found as factors, the data analysis aligns with this argument as most women agree that they find preferable fashion deals due to good frequency of SM posting by the fashion brands. The concern of fast fashion is also proven by the findings as the customers agree that they often buy new clothes due to the variety and attractiveness of the products. Thus, it can also be concluded that the fast fashion and buying behaviour of UK women is driven by the actions of fashion brands in social media. 
The findings largely agree that they find social media ads largely useful in their decision-making and prefer influencer videos and ads for recommendation-based description-making. Thus, influencer marketing can be an effective solution for the fashion industry to ensure a better UK women's customer attraction. More influencer marketing can encourage women to become loyal to fashion brands. Thus, the impact of fashion marketing through social media can be considered as positively impactful towards the preference creation by the UK women. 
[bookmark: _Toc147410523][bookmark: _Toc148625493]5.3 Linking with Objectives
The first objective was to understand the correlation between fashion and marketing with women and social media in the UK apparel industry. Both the literature review and the data analysis find that fashion marketing and its activities are directly positively correlated with women's preferences in social media. Thus, the concern is identified critically in the literature review and evaluated in detail in the data analysis section. 
The second objective was to identify the factors regarding fashion marketing in the UK’s apparel industry influencing women by using social media. The factors have been found as changes in overhead costs, customer conversion potentiality, brand awareness and credibility. These factors have been identified in the literature review and evaluated in detail in the data analysis section. 
The third objective was to recognise challenges faced by the fashion apparel industry during the implementation of social media marketing for women customers in the UK. Keeping up with changing trends, the level of social presence and the effectiveness of social marketing have been considered as challenges. These have been identified in the literature review and analysed in detail in the data analysis section.
The last objective was to recommend strategies for reducing issues raised by the fashion apparel industry. Direct business-to-customer communication, social feed improvement, customer saturation, better content creation and direct commutation have been identified as potential solutions that are analysed in detail in the data analysis section.
[bookmark: _Toc147410524][bookmark: _Toc148625494]5.4 Recommendations
Recommendation 1: Recognising the demographics and niche can help the companies know their women customers better.
Apart from gender prioritisation, fashion marketing practices have to consider demographics such as age group, economic condition, location, environment and preferences. These demographics vary in a larger environment and the fashion markets have to become specific in targeting separate demographics of the same gender (Musovaet al. 2021). The target demographics and niche of the women customers being more specific can help the companies know their target customers better and attend to them for specific need mitigation. 
Recommendation 2: Focussing on women as the best target buyers can increase women's loyalty
The fashion marketing operations to attract wider women customers have to consider women as the best buyers. Considering women as the best buyers, the fashion industry can target more women customers and attend to their needs. Social media ads and the actual products then can be rearranged suitable to women's needs (Kadeswaran et al. 2020). With more attendance to customer preferences fashion products can earn more women customer loyalty and positively affect the buying behaviour of the women.
Recommendation 3: Partnering with fashion bloggers and influencers can increase marketing visibility.
Fashion bloggers and influencers play a key role in influencing customer minds towards a specific brand. Fashion marketers can use women fashion bloggers and influencers to advertise their products to attract women's minds (Karakavak and Özbölük, 2022). However, the brands also have to consider the alignment of the women's styles with the fashion blogger posts and company fashion products to succeed in this endeavour. Aligning women's demands with fashion products and fashion blogger publishing can increase the trust of the customers for the company, further increasing loyalty. 
[bookmark: _Toc147410525][bookmark: _Toc148625495]5.5 Research limitations
The research has mostly had subjective limitations and minor data analysis limitations. The subjective limitations include confining the study to UK fashion customers and women only. Fashion marketing through social media has a global audience and a country and specific population-based analysis limits the mediator and moderator factors involved in the relationship. Practically, despite the analysis being a mixed method lacks a case evaluation which would have presented an exemplification of fashion companies and make the study more critical. 
[bookmark: _Toc147410526][bookmark: _Toc148625496]5.6 Future research suggestions
Future research can develop on the aspects that the current study lacks. Future studies can concentrate on globally accountable fashion marketing as social media is used to reach global customers. Furthermore, future research can also include case study evaluation as a data analysis process to exemplify different organisations attending to women's fashion needs through social media. This would make the findings more reliable for future stakeholders.  
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SECTION E: Details of Research Activity
	1
	Indicative title:
	THE IMPACT OF FASHION MARKETING ON WOMEN AND SOCIAL MEDIA IN THE UNITED KINGDOM 
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	Proposed start date:
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	Purpose of Research Activity
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	Objectives of Research Activity

· To understand the correlation of fashion and marketing with women and social media in apparel industry the UK
· ﻿﻿To identify the factors regarding fashion marketing in UKs appare industry influencing women by using social media
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Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.
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	The methodology has identified the applied method in the research to help in collecting proper information regarding the research topic. This part is helpful to conduct research with appropriate data, which are relevant to increase research outcomes. Research Onion uses six different methodological layers such as research development, philosophy, strategy, theoretical development approaches, methodological choice, and time horizons. However, research philosophy has dealt with three various aspects such as interpretivism, realism, and positivism. This research will follow the interpretivism philosophy to analyse fashion marketing on women and social media in the UK. Interpretivism philosophy will help to evaluate proper concepts of fashion marketing on women and social media. The research approach refers to the process and plan that will help in deciding the actual research process. Research approach would be helpful for building a proper understanding as well as credibility of research topics. This research will follow the inductive approach to keep in accordance with proper research techniques. The inductive approach will be helpful to identify the factors affecting fashion marketing on social media and women in the UK. The other two approaches will not follow in this research as these would rely on such premises and not be understandable for researchers.  
Research strategy in research refers to an effective scheme for assessing appropriate data regarding research topics. However, the research strategy will provide proper direction to conduct the research and also help to enhance the research outcomes. Research strategies have seven variants such as experiments, case studies, surveys, archival, action, ethnography, and grounded theory. This research will follow case study research to complete the research properly. However, the case study will be analysed in depth regarding fashion marketing in the UK. A case study strategy will be helpful for recommending a particular process for mitigating every major issue in the fashion industry in the UK. The mono method will help to mitigate the facing challenges by fashion marketing on social media. Moreover, using qualitative methods the research will allow every researcher to ask crucial questions regarding the research topic that could not be understood by the human experience. Data collection will refer to specific techniques that will be needed to collect authentic data regarding research topics. This research has included primary quantitative and secondary qualitative process for collecting and analysing the relevant research data. The primary quantitative analysis has included UK citizens who are actively involved in social media marketing-based shopping. Additionally, the secondary qualitative research has followed the sample of valid and peer-reviewed journals and articles. This research includes mixed-method analysis where both primary and secondary research is conducted. Relatively large sample of 81 women has been selected to conduct the primary quantitative study. For the secondary qualitative research, a total of 10 articles have been selected as a small sample size to conduct thematic analysis. For the primary quantitative data collection process simple random sampling is used. Secondary qualitative data analysis, a stratified sampling process is conducted using inclusion and exclusion criteria. The primary data analysis method has included application of SPSS software. This has included regression and co relation analysis that is essential for assessing statistical interpretation from the study and collected data. Secondary data analysis has included thematic overviews that are effective for analysing different aspects of the research. However, data collection will be helpful for gathering reliable information related to the importance of fashion marketing for women in the UK. It will enhance the overall research outcome by ensuring research efficiency. Moreover, data collection used two data variants such as primary and secondary to conduct research. This research will follow secondary research to analyse the importance of social media in women’s lives to purchase fashion products.
Data analysis is a process that applies systematically for analysing the collected data. In this research, all collected data regarding the fashion marketing in the UK will be analysed in an appropriate manner. Data analysis also follows two distinct variables such as thematic and statistical analysis. This research will follow the secondary qualitative method and in the context of this method, the research will follow the thematic analysis by conducting some crucial themes based on research objectives. Thematic analysis will be helpful for making a proper understanding of the research topic. The research based on fashion marketing on social media will follow secondary analysis. Thus, information regarding this research will be gathered from various relevant sources. The research will be conducted by following every ethical aspect that would ensure the proper research legislation. This research will be conducted by using “The Copyright, Designs, and Patents Act 1988 (c. 48)” which will provide appropriate ethical rights. However, maintenance of this act will be necessary for this research as it will protect all collected data from unauthorised use.
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	Location of research activity
Identify all locations where research activity will take place.

	8
	London, UK

(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	
No

(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.
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	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO
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	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:
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SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☒
	☐

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☒
	☐

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
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	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	Estimated 81 people. 
(this box should expand as you type)

	11
	Who will the participants be?

	

Women are actively involved in social media marketing-based shopping 
(this box should expand as you type)

	12
	How will you identify the participants?
	

Random sampling technique 
(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☒

	22
	If NO to any of above questions, please give an explanation 
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	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☒

	
	
	No
	☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:


(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:


Emotional Distress, Personal Health and safety, Interest Conflict
(this box should expand as you type)
	How you will mitigate the risk to the investigator:

Adapting research practice, and procedure would be helpful to mitigate the emotional distress. In addition, redesigning the job as well as replacing machinery, materials and processes could be helpful to reduce personal health and interest conflict issues.

(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

Data Protection, Financial risks, and Adverse Publicity

(this box should expand as you type)
	How you will mitigate the risk to the University:

	

	Storing sensitive data security as well as using tools of data protection could be helpful to mitigate data protection issues. Moreover, the framework to manage the financial risk has included ongoing risk assessment and clear responsibilities identification.  

	6
	





(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

N\A
(this box should expand as you type)
	How you will mitigate the risk to environment:


N/A
(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	


(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	


(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	No

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	No

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
Me and supervisor 

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
Me  and supervisor 
(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	



Storing sensitive data security as well as using tools of data protection could be helpful to mitigate data protection issues. Moreover, the framework to manage the financial risk has included ongoing risk assessment and clear responsibility identification.

(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒



SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Antonella Palermo 
	Date: 13.10.2023




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Jayalakshmi Gopalkrishnan 
	Date: 19.10.23

	3
	Signature:
	
Jayalakshmi Gopalkrishnan 
	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.


	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.


This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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2. What is your gender? *

Mark only one oval.
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Female

Others
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Unemployed
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7. How do you prefer buying fashion ~ *
products?
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8. How often do you shop for fashion *
online?
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) More than once a week
() Once a week
) Once a month
) Less than once a month

) Never
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9. How far do you believe fashion W
marketing has influenced women's
buying behaviour in the UK market?
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Strongly disagree

10. Was the fashion industry capable *
of understanding the demands and
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No
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11. Do you agree that fashionable *
clothes help to increase confidence in
individuals?

Mark only one oval.

~) Strongly agree
) Agree
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) Strongly disagree

) Disagree

12. Which social media platformdo ~ *
you mostly prefer for viewing fashion
products?

Mark only one oval.

) Facebook
) Instagram
) Twitter
) Snapchat
) YouTube
All of the above
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others, please specify
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13. Do you follow fashion brands on  *

social media?
Mark only one oval.

) Yes

) No

) Maybe

14. Which famous brand do you i
follow across your social media
handles?

Mark only one oval.

) Gucci
) H&M
) Nike
) Adidas
All of the above
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others, please specify
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15. Do you agree that, by using social *
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their favourite fashion brands that can
suit their unique preferences in the

UK market?

Mark only one oval.
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) Agree
: Neutral
a Disagree
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16. Do you think it is necessary to »
plan shopping trips carefully?
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17. Why do you most often buy new *
clothes?

Mark only one oval.

) As a gift
i ) Replacing worn-out clothes
) To enrich my wardrobe
 JAsa daily routine
) All of the above
:, None of the above

Others

others, please specify

18. What type of clothes do you *
mostly look for in social media posts
and ads?

Mark only one oval.

) Trousers, shorts and skirts
) T-shirts, sweaters and sweatshirts
() Underwear
) Jackets and outerwear
: Footwear
) All of the above
) Others
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fashion products useful?

Mark only one oval.

Yes
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) Maybe

20. What kind of social media fashion *
ads do you mostly prefer to view
while looking for fashion products?

Mark only one oval.
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21. Do you think UK fashion
companies must create mobile-
friendly ads across social media
platforms?

Mark only one oval.

() Strongly agree
. Agree

) Neutral
) Disagree

() strongly disagree

22. Do you find certain social media
ads to be intrusive?

Mark only one oval.

) Yes

) No

) Maybe
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23. How do you think UK fashion
companies can mitigate the issue of
intrusive ads on social media
platforms?

Mark only one oval.

) Lowering advertising frequency
) Relevant native ads
) Sponsored ads
Email ads
() All of the above

_) Others

others, please specify

24. Do you think your preferred
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customer experience?
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Yes
) No
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25. What type of social media o
marketing is appropriate for

influencing customer purchasing
behaviour?

26. How do you keep up-to-date with *
fashion trends and news?

27. How often do you like to buy ¥
fashionable clothes through social
media websites?
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28. What piece of clothing do you #
spend your money on the most?

29. How far do you agree with the ¥
concept of social media marketing to
influence the buying behaviour of
customers?

Mark only one oval.

) Strongly agree

) Agree
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Disagree

) Strongly disagree
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30. Do you think social media "
marketing is beneficial for a fashion
company to attract customers from

the global market?

Mark only one oval.

) Yes

No
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31. Did the fashion industry facea  *
challenge to understand the demands
of the customers and fulfil the
satisfaction level of the costumers in
the UK market?

Mark only one oval.

) Yes

) No
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