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[bookmark: _Toc166210935]Abstract
[bookmark: _Toc159330897]This dissertation investigates how digital marketing affects consumer purchasing decisions for fashionable products with the help of brand awareness. This research focuses on popular digital channels among fashionable consumers: social media, websites, mobile applications, and influence via person (mouth-to-mouth marketing). Here, I have used quantitative research methodology. As per the research, I have found a connection between digital marketing channels and consumer purchases of fashionable wear. Research has demonstrated that social media, websites, and mobile applications, when influenced by people (mouth-to-mouth marketing), beneficially affect consumer buying behaviour. However, sometimes social media marketing has an unfavourable effect. The current research contributes to the current research on digital marketing and consumer behaviours in fashion businesses. To maintain profitability and boost sales, businesses must employ effective marketing strategies. Ended by people (mouth-to-mouth marketing).  Beneficially affect consumer buying behaviour. However, sometimes social media marketing has an unfavourable effect. The current research contributes to the current research on digital marketing and consumer behaviours in fashion businesses. To maintain profitability and boost sales, businesses must employ effective marketing strategies.
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[bookmark: _Toc166210937]CHAPTER 1: INTRODUCTION
[bookmark: _Toc166210938]1.1 Introduction, Background and Research Problem
[bookmark: _Toc159330899][bookmark: _Toc166210939]1.1.1 Introduction
[bookmark: _Toc159330900]The UK fashion business, a dynamic mix of worldwide brands and young designers, depends on its ability to engage customers and set trends. In this dynamic environment, digital marketing has emerged as the silent conductor, directing consumer behaviour and developing brand recognition through a symphony of strategies and methods. Understanding how various digital notes interact is critical for fashion firms looking to break themselves from the ever-changing roar of rivals. 

[bookmark: _Toc166210940]1.1.2 Background
The UK fashion industry is a dynamic and ever-evolving sector, contributing significantly to the national economy. In 2023, it was valued at £35 billion, employing over 890,000 individuals (Harris et al., 2023). Digital technologies have drastically transformed the sector, transforming how firms communicate with customers and establish purchasing decisions. In today's rapidly evolving and dynamic marketplace, traditional, flexible marketing tactics are no longer relevant. To stay ahead of the line, brands must negotiate a complicated network of digital platforms, personalised marketing, and customised experiences. This suggests that digitalization is bringing about major shifts in the landscape. The advertising methods and strategy of digital technology have changed in the marketing landscape, particularly in the fashion industry. To reach and connect with consumers, the fashion business in the UK, it is a strong and competitive sector, is changing fast to adopt digital marketing strategies. The development of social media platforms, analytical targeted marketing, and influencer marketing had a big impact on consumer buying behaviour and brand awareness.

[bookmark: _Toc159330901][bookmark: _Toc166210941]1.1.3 Research Problem
Despite the widespread utilisation of online advertising, we have an insufficient understanding of its hidden influence on UK clothing consumer behaviour and brand recognition. Current research frequently focuses on wide marketing strategies or specific digital methods, neglecting to capture the complex interplay of these factors and their impact on consumer purchasing decisions and opinions of the brand. This knowledge gap prohibits clothing companies from making the most of their digital strategy and reaching maximum market success.
· Lack of knowledge of the overall impact of numerous digital advertising techniques and tactics on customer behaviour throughout the buying process (awareness, consideration, purchase, and after purchasing) (Gatobu, 2018).
· There has been little research on the importance of various digital platforms (e.g., social media, influencer marketing, e-commerce) in increasing brand awareness and loyalty in the British fashion sector.
· There is a lack of statistical analysis into the unique demands and preferences of UK clothing customers in the world of technology.
· Lacking knowledge of the importance of new technologies (e.g., Augmented Reality (AR), virtual try-on) in changing customer behaviour and brand perception in the UK design business (Gazzola et al., 2020).

[bookmark: _Toc159330902][bookmark: _Toc166210942][bookmark: _Toc159330903]1.2 Research Aim, Objectives, and Research Questions
[bookmark: _Toc166210943]1.2.1 Research Aim
To discover how online marketing approaches and methods affect consumer behaviour and brand recognition in the UK clothing sector, intending to deliver practical insights for clothing businesses to improve their digital marketing efforts. The purpose of this research project is to gain insight into customer buying behaviour and brand awareness in the UK fashion industry are impacted by digital marketing techniques and methods. The impact of several digital marketing tactics, including search engine optimization, email marketing, social media marketing, influencer marketing, content marketing, and customer purchasing decisions and brand perception will be looked into in this study. To increase customer engagement and brand awareness, this study will additionally search for best practices for applying digital marketing techniques in the fashion industry.

[bookmark: _Toc159330904][bookmark: _Toc166210944]1.2.2 Research Objectives
For insight into the impact of important digital marketing methods (such as social media marketing, influencer marketing, search engine optimisation, and content marketing) on customer behaviour and brand awareness in the UK clothing business.
· Impact of Digital Marketing - This means studying the ways in how consumers in the UK fashion sector make decisions about what to buy via using various digital marketing techniques such as email, social media, SEO, and content marketing. The frequency of purchases and reasons behind the products that consumers choose to buy (Rathnayaka, 2018).
· Influence of Digital Marketing Tactics - The understanding of various fashion businesses among customers is influenced by different methods of digital marketing. This can include researching how consumer awareness and recognition of brands are raised through strategies like influencer marketing and personalized advertising (Ozuem and Azemi, 2017).
· Role of Social Media Platforms - Examining the various ways in which influencers and social media impact consumer behaviour and brand perception in the UK fashion market. A suitable avenue of investigation is the impact of recommendations from influential people on customers' brand perceptions and purchasing decisions (Alatawy, 2022).

To recognise and evaluate the impact of various digital marketing methods on various customer segments in the UK fashion business (such as teens and young adults, environmentally concerned consumers, and premium shoppers). To analyse the impact of online advertising attempts on brand awareness, engagement, and, consequently, revenue for UK clothing companies. To create advice for successful digital advertising techniques based on research results and adapted to specific segments of the Great Britain fashion industry.

[bookmark: _Toc159330905][bookmark: _Toc166210945]1.2.3 Research Questions
1. Various digital marketing strategies (e.g., influencer marketing, social media advertising, user-generated content advertising campaigns) influence consumer buying decision-making in the UK fashion industry?
1. Digital marketing strategies enhance brand awareness and loyalty for different consumer groups in the UK fashion the marketplace?
1. Effective digital marketing tactics for promoting environmentally friendly clothing purchases in the UK?

[bookmark: _Toc166210946]1.4 Significance / Relevance of Study 
· Academic Significance: The results of this research can fill a gap in research by offering an in-depth understanding of how digital marketing techniques and tactics affect customer buying behaviour and brand recognition in the UK fashion industry. While this topic has been the focus of some research, there isn't an in-depth investigation that includes the range of digital marketing techniques and strategies as well as what factors influence customer purchasing behaviour and brand recognition. So, this study can add to the collection of knowledge in the field and serve as a basis for further research.

· Practical Significance: The results of the research will provide those who work in the UK fashion sector with useful data. Fashion firms can maximize their digital marketing efforts by using the data to identify the most effective techniques and strategies for increasing customer engagement and brand awareness. In addition, this research can provide fashion companies with beneficial guidance on how to use social media influencers and platforms, as well as how to use data-driven targeted marketing in order to influence consumer buying decisions.

· Societal Impact:
· Consumer Self-Decision - This research can give knowledge about how customers engage with fashion brands online. With this information, customers will feel better equipped to make decisions about the brands they support and the information they provide online (Selvi and Kalarani, 2019).
· Sustainability Awareness - This research provides insight towards how fashion companies can use digital marketing to promote environmentally friendly habits. It can involve examining the various ways in which brands are communicating their dedication to equal hourly wages, eco-friendly materials, and ethical manufacturing via the use of online channels (Thorisdottir and Johannsdottir, 2020).

· Business Significance:
· Improves Marketing Effectiveness - Fashion-related companies can maximize their advertising campaigns by knowing how numerous digital marketing strategies and tactics impact on consumer buying behaviour and brand awareness. With the aim to better connect with the consumers they are targeting, brands can employ the insightful information in this dissertation to personalize their online presence, which will ultimately boost sales, engagement, and brand awareness (Rathore, 2021).
· Identifies Emerging Trends - The acceptance and effectiveness of new digital marketing trends in the UK fashion sector can be examined in the dissertation. Companies can use this information to keep ahead of the trend and modify their strategies in response to the evolving digital world (Kim et al., 2021).
· Details of Competitive Edge - Fashion companies can gain a competitive advantage by recognizing how consumers interact with various digital marketing strategies. By offering information about customer preferences and practical strategies, this dissertation helps brands recognize out from the competition in the digital world.

[bookmark: _Toc159330909][bookmark: _Toc166210947]1.5 Methodology
Method – I’m selecting Systematic Literature Review the justification for the topic, reason, pros & cons are described below with the enhanced details.
I am using literature research methods in this research. In this research method, I will collect data from the existing 50 articles and examine data, literature, and material related to this research issue. I will gather information from Google Scholar and examine data from the already available research related to my research dissertation topic. This technique is perfect for examining the effects of digital marketing strategies and tactics on consumer behaviour and brand awareness in the UK fashion industry. As well as I will research and examine the data from the 50 articles to better understand about digital marketing strategies and how they affect consumer buying behaviour and brand awareness.

· [bookmark: _Toc159330910]Justification For This Topic – The reason behind this topic is mentioned below.
· Passion and Interest - Fashion style has always captured my interest, not just for innovation and trending designs, but also for the interesting connection between businesses, customers, and the ever-changing digital world. These are the main reasons why I am so excited about utilizing the power of digital marketing techniques and methods to better understand customer behaviours and build a reputation in the fashion sector.
· Creative Problem-Solving Approach
Challenge - Textile waste is a serious problem.
Solution - Create an application and website for purchasing and selling used clothes, upcycling garments into new designs, or using recycled materials in new collections. Partnership with tech companies to develop AI-powered tools for personalized upcycling recommendations.

· [bookmark: _Toc159330911]Reasons for Adopting Digital Marketing
· Shifting Consumer Landscape - Online applications and websites are becoming more and more important for UK consumers for fashion inspiration, research, and online purchases. Digital marketing allows company to reach their customers on their preferable channels.
· [bookmark: _Toc159330912]Cost-Effectiveness - Compared with traditional offline outlets, digital marketing offers targeted advertisement campaigns, results, and potentially massive return on investment (ROI).

[bookmark: _Toc166210948]1.5 Ethics
· Gather authorised permission for marketing strategy and tactics in the research project.
· Never make claims that breach the boundaries of the data and analysis.
· Always be reveal about research methods and results.

[bookmark: _Toc159330913][bookmark: _Toc166210949]1.6 Risk Factors
I. Content and Messaging - False advertisements and influencer collaborations can confuse consumers and harm a company's reputation. Overloading consumers with irrelevant or too many marketing messages can lead to disengagement and brand weakness. Eco-washing or a lack of information about ethical behaviour can turn off knowledgeable customers.
II. Technology and Measurement - Dependent on platforms and technology can expose brands to unexpected changes or algorithm updates. Calculating the effectiveness of digital marketing campaigns may be difficult, resulting in wasted resources (Ashdown and Dunne, 2006). Targeting methods based on sensitivity to the population can result in unfair outcomes and harassment.
III. Brand Reputation and Perception - Uncontrolled online feedback and social media negative thoughts can harm company image and revenue. Partnering with unsuitable influencers or receiving untrustworthy support may not work and harm the brand image. Failure to react properly to negative public relations or online problems may increase harm and compromise brand trust.
IV. Legal and Regulatory Compliance - The failure to fulfil the requirements of data protection laws such as the General Data Protection Regulation can result in significant monetary penalties and reputational damage. Participating in misleading advertising strategies can result in legal problems and opposition from consumers. Targeting kids with inappropriate advertising campaigns can be both illegal and ethically unacceptable (Bulut and Lane 2011).

[bookmark: _Toc166210950]1.7 Summary
In conclusion, the fashion industry in the UK is a vibrant, dynamic field that combines innovation, financial impact, and social significance. Throughout the years, British fashion has changed and become more globally recognized. Investigate environmental sustainability methods, social media marketing tactics, and the influence of fashion brands on customer behaviour. Digital marketing tactics can be used by the UK fashion industry to raise brand awareness, engage customers, and encourage favourable customer behaviour. Success in today's digital environment requires a comprehensive strategy that incorporates social media interaction, targeted content, and well-thought-out advertising. To summarize, there is a lot of research being done on how digital marketing techniques and tactics affect customer behaviour and brand awareness in the UK fashion business. The suggested study methodology will shed important light on this subject and includes a thorough literature assessment of fifty pertinent papers. The research aims to enhance academic knowledge and practical applications in the field of digital marketing within the UK fashion sector by analyzing and synthesizing the findings from these papers. Overall, this study has the potential to significantly advance our knowledge of digital marketing's impact on consumer behaviour and brand awareness in the UK fashion sector.


[bookmark: _Toc166210951]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc166210952][bookmark: _Hlk165898107]2.1 Introduction
[bookmark: _Toc161329316]The fashion industry in the United Kingdom is a strong competitor and developing market. In the 21st century, digital marketing strategies and techniques have an important effect on customer behaviour and brand awareness. Because of the rapid digitization of daily life and shifts in customer buying behaviour, traditional methods of advertising are being replaced by innovative online channel businesses. To better understand how these digital marketing strategies affect consumer buying behaviour and brand awareness within the UK fashion sector, this chapter analyses the body of current research.

[bookmark: _Toc166210953]2.2 Research Areas / Topics – Critical Review
· Consumer Behaviour in the Digital Age
To achieve success in the digital ecosystem, businesses should prioritise strategies like user experience (UX), influencer marketing, user-generated content (UGC), and electronic word of mouth (eWOM) (Saura, 2020). The digital age has changed customer buying behaviour, and understanding these developments is critical for fashion companies. Researchers have extensively researched several factors that influence customer behaviour in the digital age, including simple steps, easy access, and personalisation. Furthermore, there has been a lot of discussion about online customer engagement and how it affects brand support and loyalty. Businesses are analysing data and user behaviour to better understand the elements influencing online decision-making. All of these factors can be influenced by internet users, feedback, personal experiences, and engagements in digital settings, including social networks (Gursoy, 2019). The impact of user-generated content and electronic word-of-mouth is extensively researched in the literature (Reyes-Menendez et al., 2020). In these ecosystems, users are influenced by gaining more followers and engaging in user communities. User feedback, such as reviews and comments, significantly influences user decisions (Cheng & Jin, 2019). The factors influencing user behaviour in the digital era. It focuses on digital marketing tactics used to promote different types of digital content.

· Digital Marketing Strategies and Tactics
Search engine optimisation (SEO), social media marketing, content marketing, influencer marketing, and email marketing are some of the approaches used in digital marketing strategies. Examine how SEO methods affect brand exposure and organic visitor acquisition for UK fashion websites. Critically evaluate studies on keyword optimisation, content optimisation, and building relationships tactics in the UK fashion business. Identify relevant topics for future studies on the changing SEO market and its influence on UK fashion firms. Each strategy has its unique advantages and problems; in the next steps, I will investigate their efficacy in reaching and engaging target audiences. Fashion's growing sociological effect may be attributed to technological advancements and online interactions within the fashion sector (Guercini et al., 2018). Fashion connects with online media, creating opportunities to integrate digital technologies into the fashion industry and unique customer experience (Kalbaska & Cantoni, 2019; Soni et al., 2019).  The research topic examines how fashion firms use digital and social media to retain their customers. Firms must generate high-quality content to target and analyse certain audiences effectively. To retain customers in the fashion industry, firms should leverage digital media and social networks, as youngsters are the most engaged generation. Influencer marketing is a popular and effective digital technique in the fashion business. Innovation is a successful strategy for brands to communicate their message to customers. To build brand recognition, it's important to communicate creatively and effectively through proper platforms. The fashion sector depends on SEO and SEM, as well as social media platforms like Instagram, Facebook, and Twitter, to maintain and influence consumer behaviour on the internet. This research highlights the importance of Customer relationship management (CRM) platforms for managing customer data, QR codes for communicating company channels, and Big Data analysis for understanding user content generation (Muniesa and Giménez, 2020).

· Social Media Marketing
Social media platforms are evolving into effective tools for fashion companies to communicate with consumers, increase brand recognition, and increase engagement. Analyse the influence of platforms such as Instagram, TikTok, and YouTube on fashion discovery, brand collaboration, and purchasing decisions. Evaluate research on influencer marketing, user-generated content, and social media's role in brand development. Identify areas where proof of the successful outcome of certain social media efforts for UK fashion companies is lacking. Borgan (2010) suggested social media as a shift in people's attention to online social networking sites because of an approach that encourages people to explore, exchange, and get knowledge. Social media initially became available in 1986 (Storey et al., 2014). Global IT innovation resulted in organisations building an online presence through search marketing and marketing strategies. Digital technology, especially SMM approaches, plays a crucial role in the fashion sector by enhancing the sharing of information, brand awareness, and education for the textile and garment industries (Kalbaska & Cantoni, 2018; Muniesa & Giménez, 2020). Fashion history involves both physical and virtual factors, including customs and traditions, social understanding, and local knowledge, due to the significant impact of textile legacy on fashion trends and product adoption (Permatasari & Cantoni, 2019). Social media can effectively establish a brand's value and reach a broad audience at a low cost. Lipiäinen and Karjaluoto (2015) suggest that integrating social media can help shape a brand's identity effectively. Kim and Ko (2012) identified five social media marketing components for luxury fashion businesses: entertainment, engagement, fashion consciousness, customisation, and word of mouth. Luxury firms can use these to predict customer behaviour, but the accuracy isn't always clear.

· Influencer Marketing
Influencer marketing has also received a lot of attention, with investigations looking at how influencers affect consumer buying choices and brand perceptions. SMIs are defined by their number of followers into four categories: nano, micro, macro and mega (Oliveira, Barbosa and Sousa, 2020). Nano influencers frequently have 1,000–10,000 followers, which limits their market reach. However, their established social presence and modest following make them considered more trustworthy (Oliveira et al., 2020). According to Oliveira et al. (2020), micro-influencers with 10,000–100,000 followers have a stronger reputation and engagement because of their frequent engagement and continuous content creation. Macro influencers, with numbers of followers ranging from 100,000 to 1 million, are viewed as less credible by consumers due to their thinking fraud (Bakker, 2018). Mega influencers are individuals with over a million followers, such as footballer Ronaldo or singer Beyoncé (Oliveira et al., 2020; Alassani and Görtez, 2019). SMIs might not be very well-known, but their massive internet following increases them to a 'celebrity-like' status (Mudge and Shaheen, 2017). Influencers popularity emerges from their concentration on certain sectors, such as cosmetics, fitness, or fashion, where they can earn commissions by collaborating with relevant firms (Sudha and Sheena, 2017).

· Content Marketing
Content marketing has become a vital strategy for fashion firms looking to educate, explain, and engage their target audience. Investigate the impact of beneficial, engaging material (such as blog data entries, videos, and fashion magazines) on customer behaviour. Examine studies on how content marketing techniques may increase brand awareness, educate customers, and generate sales for UK fashion firms. Identify potential areas for further study on the best content types and delivery methods for the UK fashion sector. Content marketing is the practice of distributing digital material through digital platforms to benefit a business (Rowley, 2018). Content marketing aims to achieve brand recognition, consumer leadership, conversion, and customer service, encourage consumers to buy more, and attract their products (Pulizzi and Rose, 2011). Consumer education may enhance a company's reputation (Hall, 2013). Holliman and Rowley (2014) and Patrutiu (2015) have suggested various kinds of data for measuring consumer engagement with digital media, including likes, comments, shares, and numbers of sales. Companies can track the efficacy of their content marketing using statistics such as likes, hashtags, retweets, comments, and content sharing (Ahmad et al., 2016).

· User-Generated Content
User-generated content (UGC) has grown increasingly powerful, and academics are studying its function in changing customer views and developing brand trust. User-produced content (UGC) is described as content that is "made available through freely accessible transmission media such as the Internet; shows a certain level of innovative effort; and is generated for free outside professional routines and practices" (Christodoulides et al., 2012, p. 55). There are many different types of user-generated content, but it is anything that a person takes the time to make, from a YouTube video exhibiting strong brand advocacy to a highly bad review on a product forum. The literature on UGC in fashion is far from complete. Khan and Khan's (2017) study of the Indian market for top fashion brands discovered that brand awareness and loyalty are more crucial participants in company equity than association with brands and opinions of quality, and investigating these in different cultural contexts will allow academics to support various national and cross-national fashion organisations.

· Omnichannel Marketing and Personalization
The combination of online and offline outlets, known as omnichannel marketing, has become essential for fashion firms to create continuous consumer experiences. Channel choice has an important role in brand profitability and performance, making it an important concern among managers and economists (Xiao and Choi, 2009). Multi-channel marketing involves selling or connecting over numerous channels while maintaining their own identities. Adopting multi-channel retail tactics is crucial for boosting product information and encouraging non-store transactions, complementing existing methods. In multiple-platform retail, buyers can prioritise selecting the most efficient channel for their buying experience (Jihyun and Lee, 2008). Personalisation tactics, assisted by data analytics and artificial intelligence, have also gained popularity in adapting marketing efforts to customer preferences. Hyper-personalization includes both customisation and personalisation, resulting in solutions adapted to consumers' unique demands, whether a product or variety. These demands can be met through a variety of techniques, including providing a marketing mix accurately suited to a customer based on big data (i.e., personalisation; Jain et al., 2021) and allowing the customer to specify one or more elements of the marketing mix through modularization (i.e., customisation; Arora et al., 2008). Provide availability rather than ownership to a large range of variety and variations from which the consumer can choose (i.e., rental model; Mukendi & Henninger, 2020). The concept of hyper-personalization involves all of the various ways, both traditional and developing, that are utilised to attain the common goal of meeting the exact demands of one consumer. We will look at hyper-personalization for both products and services from several angles, including producers, merchants, and customers. In the fashion sector, a gap exists between client desire for hyper-personalization in products and shopping experiences (Epsilon Marketing, 2018). The fashion industry is working to fill this gap. According to a recent poll of 200 marketing experts by Forbes Insights, 57% of respondents said that they want to improve their personalisation abilities in the upcoming year (Forbes, 2019).

· E-commerce and Online Shopping
Investigate how online shopping platforms and mobile applications influence customer behaviour and brand awareness in the UK fashion sector. Examine studies on the elements that influence online fashion purchases, including user experience, product photography, and personalisation. Identify topics for more study on the influence of new technologies such as virtual reality and augmented reality (AR) on online buying behaviour in the UK fashion sector. E-commerce allows numerous kinds of business transactions between businesses and their consumers via the Internet, lowering costs while increasing process effectiveness and the duration of business transactions. E-commerce platforms have been extensively utilised throughout the past few decades due to their effectiveness in managing numerous activities and information management. Considering the fast expansion of E-Commerce, total international internet sales are expected to surpass $27 trillion by 2020 (Scarano, 2020). With the rapid advancement of technology, e-commerce is experiencing multiple improvements to connect with various technologies. For example, E-Commerce has integrated different social media sections into its platforms, such as feedback and ratings, referrals, and recommendations, increasing customer involvement on E-Commerce platforms.

[bookmark: _Toc161329317][bookmark: _Toc166210954]2.3 Conceptual Framework
Based on the critical review of the literature, a conceptual framework can be developed to guide the research on the role of digital marketing strategies and tactics on consumer behaviour and brand awareness in the UK fashion industry. This framework may include the following key elements:
· Digital Marketing Strategies and Tactics: social media marketing, influencer marketing, content marketing, SEO, email marketing, and personalisation strategies.
· Consumer Behaviour: Exploring factors such as online consumer engagement, purchase decision-making processes, brand loyalty, and advocacy.
· Brand Awareness: Examining the impact of digital marketing on brand recognition and brand perceptions.
· Outcomes: Assessing the overall effectiveness of digital marketing strategies and tactics in driving consumer behaviour and brand awareness within the UK fashion industry.

[bookmark: _Toc161329318][bookmark: _Toc166210955]2.4 Summary
This literature study provided an in-depth review of current studies on digital marketing strategies and methods, consumer behaviour, and brand recognition in the fashion sector. By thoroughly reviewing the numerous research fields and themes, it has determined the important concepts, theories, and discoveries essential to the investigation. The suggested conceptual framework provides a guiding structure for the research, combining the key parts and connections between digital marketing tactics, consumer behaviour, and brand awareness. It also recognises the possible impact of moderating variables and industry-specific factors. Overall, this literature analysis provides an established foundation for future investigation into the function of digital marketing in changing consumer behaviour and brand recognition in the UK fashion sector. The outcomes of this study will help to further our understanding of the issue and give vital insights for fashion firms looking to effectively employ digital marketing.


[bookmark: _Toc166210956]CHAPTER 3: RESEARCH METHODOLOGY 
[bookmark: _Toc166210957][bookmark: _Hlk165900309]3.1 Introduction
The current study uses digital marketing strategies and tactics to find out how consumer behaviour and brand awareness are established and how satisfied customers are with new marketing approaches. This study mainly investigated how consumers behave while purchasing clothes. As well as their perspective on the brand or company. In this research, I have analysed and reviewed more than 100 articles, but I'm gathering data from the most relevant 50 articles. The number of sample articles I have used is 50 about digital marketing strategies and tactics to find out consumer behaviour and brand awareness. Secondary data is collected from various authentic literature sources via Google Scholar. They have done their research on consumer behaviour, brand awareness, digital marketing techniques, various approaches to marketing, etc., similar to my research topic. 
This chapter covers the study methods used to carry out a systematic literature review on the impact of digital marketing strategies and tactics on consumer behaviour and brand awareness in the UK fashion sector. The systematic literature review objective is to generate and critically evaluate the current section of information on the subject, finding gaps and establishing a strong platform for future research. The chapter is going to provide a complete summary of the study ideas, assumptions, design, methodologies, data collection methods, and ethical issues, as well as relevant academic references.

[bookmark: _Toc166210958]3.2 Research Philosophies and Assumptions – With Justification
In this research, I'm going to use a systematic literature review methodology which accepts the existence of an objective reality while recognising its limitations and inefficiencies in recognising and evaluating that reality (Creswell and Creswell, 2018). This perspective is appropriate for a systematic literature review because it enables the objective study and analysis of current research while accepting possible variations and limitations in the literature (Guba and Lincoln, 1994). The positive paradigm's principles will drive the study, highlighting the significance of actual data and precise methods to minimise errors and mistakes (Phillipset et al., 2014). By adopting this perspective, the study will attempt to evaluate the quality and validity of current literature while also acknowledging the possible effects of the researcher's opinions and conceptual frameworks (Creswell and Poth, 2018).

[bookmark: _Toc166210959]3.3 Research Design – Justification
I am providing an in-depth discussion of the systematic literature review method for this part, along with the reasons it is the best research design for your project. Demonstrating a systematic literature review includes a methodical and complete search, assessment, and synthesis of relevant research on my research topic (Jesson et al., 2011; Booth et al., 2016).
Justification for the method's selection by demonstrating its ability to provide an in-depth and objective analysis of the body of current information, decreasing the possibility of missing significant studies, and limiting possible errors (Denyer and Tranfield, 2009; Booth et al., 2016).
The search strategy, inclusion and exclusion criteria, data extraction techniques, and quality assessment methods are described in the protocol for the systematic review (Moher et al., 2009). Describing that the accuracy and dependability of the results are increased when an established procedure is followed, as this guarantees transparency, validity, and consistency in the review process (Denyer and Tranfield, 2009; Booth et al., 2016).

[bookmark: _Toc166210960]3.4 Research Approaches – Justification for the Use of Research Approach
This research will take a logical research strategy, which involves creating proposed theories and assumptions based on current research and ideas on digital marketing techniques, consumer behaviour, and brand awareness in the fashion sector (Saunders et al., 2019). The systematic literature review will help evaluate and improve these theoretical statements by critically reviewing current actual data and finding gaps or disagreements (Bryman and Bell, 2015). This research's logical methodology will help to create and enhance theories about digital marketing and its influence on consumer behaviour and brand recognition. The systematic literature review will give an in-depth and critical analysis of current information, allowing for the discovery of trends, errors, and areas that need more investigation (Creswell and Poth, 2018). In this way, an in-depth and critical analysis of the body of information will be provided by the systematic literature review, enabling the identification of trends, conflicts, and areas in need of more research (Creswell and Poth, 2018; Bryman and Bell, 2015).

[bookmark: _Toc166210961]3.5 Data Collection Methods – Description and Justification
The study will use an extensive and established data-gathering strategy for the systematic literature review, and I will gather data from Google Scholar and the university library.

· Literature Search and Identification
Online databases: Important academic resources such as the University Library and Google Scholar will be searched using an established list of keywords and search terms related to digital marketing strategies, consumer behaviour, brand awareness, and the UK fashion industry (Jesson et al., 2011).
Additional sources: Reference lists of relevant studies will be carefully reviewed, looking for any relevant material that was not identified in the original database search (Booth et al., 2016).

· Screening and Eligibility Assessment
Inclusion and exclusion criteria: Established criteria will be used to guarantee that the studies included in the review are relevant and high quality, as well as from an authentic and trustworthy website. Criteria can involve publication date range, language, study design, and relevance to the research issue (Booth et al., 2016).
Title and abstract screening: The selected research paper titles and summary paragraphs will be evaluated against the inclusion and exclusion criteria to evaluate eligibility for full-text review (Moher et al., 2009).
Full-text review: The remaining research-complete texts will be considered for ultimate consideration in the review (Denyer and Tranfield, 2009).

· Data Extraction and Quality Assessment
Data extraction form: A standardised data extraction form is going to be applied to collect relevant data from each included study, including study characteristics, methods, findings, and limitations (Jesson et al., 2011).
Quality assessment: The methodological quality of the included research studies will be evaluated using suitable tools for quality evaluation or checklists, such as the Critical Appraisal Skills Programme (CASP) (CASP, 2018) or the Joanna Briggs Institute (JBI) critical evaluation tools (Aromataris and Munn, 2020).
The systematic and planned strategy for data collection will enable a thorough and objective analysis of the current literature, increasing the validity and dependability of the findings (Booth et al., 2016).

Justification of the selection of data collection method by highlighting their systematic and planned approach, which guarantees an in-depth and objective analysis of the body of current research, boosting the trustworthiness and validity of the results (Booth et al., 2016; Denyer and Tranfield, 2009).

[bookmark: _Toc166210962]3.6 Ethical considerations
Since a systematic literature review focuses on published material and does not require direct human engagement, ethical concerns continue to be discussed. According to Saunders et al. (2019, p.815), research ethics refers to the principles of behaviour that influence behaviour regarding the rights of individuals affected by one's work. 

[bookmark: _Toc166210963]3.7 Research Limitation 
1. Scope Limitations: Since focusing on the UK fashion sector gives beneficial perspectives into a specific market, the findings may be limited in their usefulness to other locations or industries. Consumer behaviours, marketplaces, and rules and regulations, for example, could change dramatically between countries or industries (Smith, 2018).
2. Generality: The unique characteristics of the UK fashion sector can limit the finding's application to more general environments. Cultural preferences, customer demographics, and market dynamics change among areas, and they could have different effects on the effectiveness of digital marketing efforts (Jones et al., 2019).
3. Consumer Behaviour Complexity: In addition to digital marketing, cultural rules and regulations, social variables, and individual preferences all have an impact on consumer behaviour. It may fail to effectively express the complexities of these interactions, resulting in reductions or absences in interpreting consumer behaviour (Anderson & Harris, 2018).

[bookmark: _Toc166210964]3.8 Summary
This chapter explains the study methods for performing a systematic literature review on the impact of digital marketing strategies and tactics on consumer behaviour and brand recognition in the UK fashion sector. The positive methodology and analytic research technique offer a solid foundation for critically analysing and combining existing knowledge. The systematic literature review strategy, with its organised and complete data-gathering procedures, guarantees that the relevant literature is thoroughly and objectively examined The study will follow ethical guidelines to ensure transparency, objectivity, and responsible research. Overall, the research methodology described in this chapter establishes the basis for a thorough and demanding systematic literature review, resulting in a better understanding of the impact of digital marketing strategies on consumer behaviour and brand awareness in the UK fashion sector.


[bookmark: _Toc166210965]CHAPTER 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
[bookmark: _Toc165307491][bookmark: _Toc166210966]4.1 FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
50 academic articles have been selected through a systematic literature review approach from various sources (Google Scholar, university library databases) that are used as data to answer my research question. I have critically analysed data from all selected literature. I have found some good insights they have covered in their research. I am going to discuss research as well as some of my perspectives about consumer behaviour while purchasing products and some marketing techniques to boost sales & build brand awareness.
This research topic aims to develop an in-depth understanding of the current state of research in social media marketing in a specific area of the fashion sector and to identify areas that need more investigation. By conducting a systematic literature review of 50 articles and performing a thematic analysis, this research addressed three research questions:
1. Various digital marketing strategies (e.g., influencer marketing, social media advertising, user-generated content advertising campaigns) influence consumer buying decision-making in the UK fashion industry?
2. Digital marketing strategies enhance brand awareness and loyalty for different consumer groups in the UK fashion the marketplace?
3. Effective digital marketing tactics for promoting environmentally friendly clothing purchases in the UK?
This study contributes to the body of knowledge on social media marketing by offering an organised summary of studies conducted in the fashion sector, as no prior review has examined the use of social media in marketing within the particular context of fashion. The concerns discussed in each topic and the emerging gaps in the current literature are presented in this section with a clear and comprehensive perspective, as they evolved from the field of interest as previously discussed in the chapter. With a focus on social media marketing in the context of fashion, the section is organised around major themes that developed in the previous section and delicately outlines any gaps in each subject. To influence further study, this section fills in gaps in the body of knowledge by providing insightful information on the field's current state of knowledge. These important study gaps can be further investigated by future academics to improve our understanding of how social media is used in the fashion industry for marketing purposes and to increase consumer purchases.
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[bookmark: _Toc165307492][bookmark: _Toc166210967]4.1.1 Finding
[bookmark: _Toc165307493]This chapter discusses some major topics that have appeared in research on social media marketing for the fashion sector. Using keywords from the chosen collection of articles, a systematic literature review on social media marketing was also going to be covered. The first collection of codes, such as those for social media marketing campaigns, consumer behaviour, social influencers, and electronic word-of-mouth, was created after papers were examined at the same time throughout the theme analysis stage. Relationships between the chosen papers and study topics were developed to generate themes within the social media marketing literature in the context of fashion. The similarities and linkages identified across different categories were arranged using a theoretical structure.
Descriptions of every subject and citations to relevant studies are given above. Each topic had a similar number of papers that occasionally covered rather than being limited. The above table's major reference section lists the most important studies within each research theme rather than including all of the research papers that make up that specific theme. To illustrate the present state of research, subjects, and ideas covered in each topic, a detailed discussion of each of the research themes and their conclusions is provided in the section that follows.

[bookmark: _Toc166210968]4.1.2 Research Finding
1 Digital marketing strategies (e.g., influencer marketing, social media advertising, user-generated content advertising campaigns) influence consumer buying decision-making in the UK fashion industry.
The majority of clothing companies globally have begun using social media in their communication strategies in response to the shifting marketing landscape, to capitalise on the potential afforded by this new platform. In trying to capitalise on social media's visibility and interaction, luxury and mass-market fashion businesses are employing it more and more in their marketing strategies. Numerous studies have focused on how different fashion brands use social media as part of their marketing and communication strategies. Studying that brands across various fashion industry categories are using social media to communicate is essential for understanding social media marketing tactics currently used in the fashion industry (Ozuem et al., 2017). This topic has gained popularity in academic research due to the similarity between social media marketing and the traditional marketing system of high control and consistency. The research articles reviewed looked into social media marketing strategies used by a variety of fashion brands, including high fashion (Coach, DKNY, Calvin Klein), fast fashion (H&M, Zara), sports brands, fashion small and medium-size, and designer brands (LV, Dior, and Burberry). 
· These research articles have been separated into two groups for the review: mass-market fashion brands, which include fast fashion, sports brands, and fashion small and medium-size and luxury brand social media marketing techniques, which include designer brands and luxurious clothing labels (Patil., 2020). The majority of the literature on these subjects discusses the topic of social media marketing strategies used by luxury fashion companies. Following the quick use of social media Five characteristics of social media marketing for luxury fashion brands have been set forward in the luxury fashion segment: trendiness, entertainment, engagement, customisation, and word-of-mouth (Easey, 2009). According to their research, each of the five characteristics of a luxury fashion company's social media marketing strategies has a favourable impact on consumer relationships and purchase intentions. The beneficial effects of these five characteristics were found to be that these social media marketing qualities significantly improve brand equity and value equity, in addition to helping to build relationship equity. 
· The investigation mentioned above concentrated on the social media marketing strategies of specific companies like Zara and Louis Vuitton. Five characteristics were used to examine how consumers from four different nations were affected by the social media marketing campaigns of several luxury fashion businesses. Enhancing these qualities can be applied generally. By showing the beneficial effects of the five parts of social media marketing activities on enhancing brand recognition and image—and subsequently on consumer brand loyalty, brand preferences, and purchase behaviour—their research advanced further the earlier studies. All things considered, earlier studies have shown that luxury fashion firms can utilise social media marketing strategies that emphasise entertainment, interactivity, customisation, word-of-mouth, and fashion (Ozuem et al., 2017). Additionally, trustworthy researchers used a case study methodology to explore the social media marketing strategies used by certain luxury fashion firms in greater detail. Examined Burberry's social media marketing strategies, for example, to see how it rebuilt its reputation. Burberry was able to effectively use social media to create a customer experience and possibly increase its profits by utilising the potential of social media brand communities, live streaming fashion shows to online branch shows on multiple social media sites and encouraging customers to participate by sharing their pictures on the "Art of Trench" society (Parkin and G, 2016).
· Compared to the early refusal of luxury fashion firms to embrace social media because they feared losing their confidentiality, the majority of the research included in this analysis indicates that social media is now acknowledged as an essential tool for marketing communication. According to their experimental study of the social media marketing strategies employed by three international fashion brands, luxury brands are actively using social media to improve their online brand performance by utilising a variety of strategies, including blogger collaboration, user involvement, and creative interaction techniques like personal marketing (Drummonf et al., 2020). I investigated Coach's social media marketing efforts on Weibo in China to demonstrate the value of content marketing in social media. Based on the authors, Coach was able to establish itself in the Chinese market through a variety of strategies, including brand-building initiatives like postings that showcase the company's history and craftsmanship, product-related information sharing in advertisements, sales promotion initiatives like providing deals and discounts on social media platforms, and customer interaction through the introduction of creative campaigns. Repeating the proactive approach to making use of social media for marketing in the luxury fashion industry, it was further suggested that luxury fashion brands are also utilising social media as a co-creation tool to engage consumers. Outlining and sharing stories on social media is an efficient marketing strategy that guarantees high performance while allowing brands to build a loyal customer base. 
· The "What Makes Love True" campaign, in which the brand invited consumers to submit their own love stories and join their community, is one of the most well-known instances of employing storytelling as a collaboration tool. Luxury clothing companies can consequently jointly build value on social media by letting customers take an active role in brand-related activities. the comprehension of value collaboration in the development of social media marketing through the use of logic. study demonstrated that luxury fashion brands can effectively lead to value co-creation through their social media marketing campaigns that encourage consumers to share their positive attitude and affection with the brand, develop experiences that boost their status, share brand knowledge and tips on the brand page, and offer customised online services (Easey, 2009). The study was based on the idea that value collaboration involves the exchange of resources between parties involved. Furthermore, highlighted the significance of branded events in the creation of values, offering a fresh viewpoint on brand-consumer co-creation on social media. Research shows that experiential events have the potential to motivate consumers to share business advantages through the innovative creation of user-generated content. For instance, the high-end fashion label invites fashion enthusiasts to its runway presentations and exhibitions, encouraging them to share images and videos of the events on social media. The concept of value collaboration is founded on experiences that are mutually fulfilling for consumers and luxury fashion brands. As a result, consumers who engage with these brands typically develop social, self-expressive, obsessive, and practical values, which consequently influence brand value through high brand performance, brand loyalty, and increased purchase intentions. Nevertheless, greater customer involvement in value creation can also be difficult since, in certain cases, it might even result in value destruction if the brand fails to measure up to customer expectations. 
· Therefore, luxury fashion firms social media marketing strategies must prioritise understanding consumer demands and motivating people to spread good brand value (Kingsnorth et al., 2022). The complicated nature of consumer behaviour in the setting of social media is an important problem that has been covered by a good variety of articles. Given the complexity of consumer behaviour and the structures that support it, especially in the area of social media, it has become essential for researchers to comprehend these dynamics in modern times. Understanding "why" consumers use social media and interact with brands on these platforms is the goal of research on "social media marketing and consumer behaviour. In addition to the various social media marketing initiatives used by clothing companies, the literature also summarises the elements that affect how customers react to these brands”.
· Social media communication, which is covered in this area. Social media has changed how people seek, evaluate, select, and purchase products, which is one of the main causes of the increased interest in this field (Kalsi and A, 2022). It has also changed how users communicate with one another. Social media has an increasingly significant impact on consumer decision-making processes; it is now their main source of information and even influences their intention to make purchases. Understanding the complicated network of factors influencing the ways consumers use social media must theoretically help better categorise the reasons behind online fashion consumer's attitudes about company social media marketing campaigns (Nash and J., 2019). This research theme highlights the ways that user characteristics, such as lifestyle and decision-making style, vary from one another and highlights how user motivations and beliefs impact behaviour, which has been previously examined in the literature (Ryan and D, 2016). The consumer-behaviour-related components that emerged from the review were then divided into two categories: "personal factors," which stand for qualities connected to the personality of the consumer, and "psychological factors," which have an impact on the behaviours of the consumer on social media, such as motivation. This subject initially briefly addresses "personal factors" impacting consumer behaviour before moving on to a discussion of "psychological factors" to address these findings. The method by which a client searches for, purchases, utilises, evaluates, and discards a service or product that they had thought would satisfy their needs is referred to as customer behaviour. 
· Customer behaviour is a crucial component of marketing since it shows how consumers decide how to allocate their available resources—such as money, time, and effort—to consumption-related goods. Customers actions reveal a great deal about the products they want to buy, why they need them, when they need them, and how frequently they plan to buy and use them. The model that represents how customers make decisions is shown in the above graphic. A customer's decision-making process or purchasing behaviour is a process that happens in their inner consciousness. The impact of both internal and external stimuli is taken into consideration when making the ultimate purchasing choice. In this instance, the marketer of a good or service is extremely important. Through the use of external marketing strategies that comprise price, product, location, and promotion, the marketer effectively induces the customer. These elements significantly influence the customer's intention to buy (Studente et al., 2019). The inputs collected from the internal and external business environments are significantly impacted by the social and cultural components of the environment. These factors are considered during the decision-making process, which involves the buyer determining their wants, searching for a product, and assessing their options before making a choice based on their psychological situation. Depending on the use, type, and quality of the product, the consumer determines whether to make another purchase or not after deciding to buy a particular product or service (Yu and S, 2017).
· A new type of consumer-brand connection is presented by social media, which presents a challenge for marketers and consumer researchers. Through word-of-mouth, information sharing, product comparisons, advice-seeking, and most importantly, establishing social interactions among members, communities can effectively promote themselves (Cawsey et al., 2016). Consumer relationships and views about brands are significantly influenced by interactions among and between members of the social media network. These interactions help create emotional ties with the subject of the social media network and encourage customer loyalty (Kontu and H., 2015). Since social media marketing creates a large non-transactional pathway to brand loyalty, consumers characterised engagement behaviour—characterized by sharing, recommending, interacting with others, and collaborating in online brand communities—observes similar impacts among social media users (Sethna, 2023). The social networks that form inside brand communities provide a unique setting for the development of communication tactics that enhance client loyalty and trust. Numerous businesses have been utilising social media as a marketing strategy for the last few years (Rahman, 2023). Companies use Pinterest, Twitter, and Facebook as their social media platforms. Facebook is primarily used due to its higher user base and perceived visual appeal. Compared to Facebook, Twitter and Pinterest are not seeing as much use. Considers Because the fashion business is so visual, brands should exercise caution while implementing SMM, as the industry is still relatively unaware of its uses. Their primary motivation for using social media marketing is tied to branding goals. They include boosting the reputation of the brand, encouraging favourable word-of-mouth, and developing or growing brand awareness and loyalty (East et al., 2021).

2 Digital marketing strategies enhance brand awareness and loyalty for different consumer groups in the UK fashion marketplace.
The world has decreased to the size of a global village, and the development of information technology has fundamentally changed how people communicate and conduct business. Social media's entrance has completely changed how the world operates and brought individuals and countries closer together. Commonly used media is used by groups of people to share information, experiences, and viewpoints online. These activities, practices, and behaviours are referred to as social media. In essence, conversational or conversational media are web-based tools that facilitate the creation and sharing of text, images, audio, and video material (Tran and H, 2020). In the past ten years, social media has developed into a powerful instrument for marketers. It has given rise to a new aspect of marketing as well as numerous chances to raise consumer awareness of brands. It is currently regarded as the most transparent, interesting, and participatory method of marketing. People use social media, which is a collection of online platforms and communication channels, to exchange information, profiles, presumptions, observations, awareness, anxiety, and media itself (Tariq, M and Chowdhury). 
· It promotes communication and interactions between various international audiences. Fashion is one sector that is said to be ideally suited and a natural fit for social media. Regarding the fashion industry, social media refers to social networking sites and other online platforms that allow businesses to use cutting-edge social networking technology to engage with their customer base. Social media is being used by the fashion industry to research trends and predict consumer behaviour. It is adopting social media, which has made it possible for it to become a well-known event (Bendoni and W, 2017).
· The emergence of social networking sites like Facebook and Twitter has given fascists new inspiration. We receive a variety of viewpoints from many locations via Facebook, Twitter, and other social networking platforms, from fashion blogs to live streaming of catwalk shows, from major fashion weeks to social shopping. It has become one of the fashion industry's most significant runways.  There is no denying social media's strength and impact on the fashion business. A fashion designer's online presence on social media platforms is crucial in the twenty-first century. The designers and brands with large fan bases are the ones who understand the actual value of social media. In addition, fashion bloggers currently hold an important position within the industry. They have a voice in the industry and are regarded as thought leaders (Maksimova et al., 2021). The fashion bloggers act as a channel between the businesses and their target audience, providing the brands with feedback on their items. Through blogs, designers can get comments on their collections. Because blogging allows customers to interact with the businesses they love and admire, it has given rise to new inspiration. The print medium was once powerful and omnipresent, but today's power lies with the customer and what they consider trustworthy. It is also regarded as powerful if they believe bloggers to be trustworthy. The fashion industry is currently leading the way in embracing blogging because it is unquestionably defining, altering, and redefining the media environment and how it operates. Thanks to social media's explosive growth in recent years, the fashion industry is now more widely accessible to the general population. 
· Customer awareness has increased over the past ten years as a result of information accessibility. The ability to evaluate information and select the best purchase has been made possible by the availability of data and details. Among the most significant features of today's business environment are the wealth of information and the existence of clients on Internet platforms. Customers are accepting some features because of knowledge and technological advancements. The accompanying figure illustrates a few of the characteristics. Consumers can negotiate prices and consider options before deciding to buy. Their increased control and decreased loyalty are the results of the online feedback-sharing system. They conduct studies to develop their answers and suggest others. With the help of technology, the traditional process of making a buying decision has completely changed and been digitalized. The previous illustration illustrates how the internet has digitalized consumers' decision-making processes (Rahman, Mannam and M, 2018). They can contrast costs and quality. Consumers can conduct regular product research by exploring multiple websites and e-commerce platforms. After its creation, the internet's use experienced a rapid transformation, and now it's seen as a central location for decision-making. In the internet age, social patterns in the retail fashion industry have changed, and this aspect has mostly altered how clients behave. Customers from Generation Z and millennials behave differently in the retail fashion industry. In the past, recommendations from other customers or word-of-mouth had the biggest impact on customers. But these days, before purchasing a fashion item from an online or physical store, there are several other things to take into account. 
· Social media sites are a major factor in figuring out what luxuries and fashion consumers want to buy. Additionally, the dynamic nature of consumer needs changed, which forced the marketers of the fashion industry to implement calculated adjustments that would allow them to meet the needs of their various target markets. Customers in the retail fashion industry seek out ways to engage with their purchases rather than simply making purchases to meet their basic needs. Customers today have a wide range of options through both offline and online channels, especially Gen Z and youngsters. To attract fashion consumers, makers must utilise digitization to its fullest potential. Regarding the retail fashion industry, one can say that it developed because of the daily shifts in style and fashion trends (Helal et al., 2018). But as digital media has grown in popularity, determining consumer needs and preferences has become a crucial, intricate, and important task. Many industries have benefited from technological advancements because they boost economic growth and brand recognition on the international stage. One of the beneficial effects of digital technology is social media; it draws potential clients to the company and helps to increase sales growth. Promoting goods and services on the market and raising brand awareness are the main goals of social media (Cheung et al., 2019). 
· The retail fashion business in the UK is experiencing an enormous surge in competition.  As a result, marketers must employ appropriate and effective promotional techniques to cultivate strong client loyalty. Marketers need to communicate pertinent information about products and services to have a strong brand position in the UK market. It needs to be mentioned that for businesses to gain a significant competitive edge, they must be able to influence the purchasing behaviour of consumers. Consequently, utilising social media as a platform for promotion benefits in drawing in new clients. Conversely, marketers working for fashion retail companies can learn more about the wants and preferences of their customers Marketers can then create effective marketing plans and tactics to ultimately build a strong brand and expand their market. Global businesses typically use Facebook, Twitter, and Instagram as important social media platforms to boost sales growth and establish a strong brand.
· The success of small and medium enterprises in retaining customers through building brand loyalty, brand association, brand preference, brand attachment, and buying enthusiasm is investigated in this study by utilising the small and medium enterprises (SMME) framework to analyse the fashion market. By examining and evaluating earlier research, I have created a model to better understand and explain our findings. The information that follows is a presentation of the research model (Ghai, Rahman and O, 2018). The establishment and development of brand loyalty is our first measurement parameter. This is a recurring issue in market research. A consumer's final level of engagement and relationship with a brand is symbolised by their brand loyalty, which can be viewed as the dimension of consumer brand resonance frequency When people choose one brand over another that is equally priced and easily accessible, it is referred to as brand preference. Therefore, in this investigation, brand preference is used as the second measuring parameter. The expansion of a customer's preference for a particular company's customised assistance over those of other companies included in the factors set is known as brand preference. Function-related brand associations are significantly easier to obtain than attribute-related ones, making the former easier for consumers to remember and retain for a longer period. Strong brand attachment has the potential to impact others, which leads to the last objective and dimension—buying commitment. However, businesses certainly can enhance sales performance and acquire preference, association, and brand loyalty via social media (Jossy and Reena, 2024). 
· The purpose of this study is to determine whether fashion websites small and medium-sized can maintain client loyalty. The age group of 18 to 34 years old is the one that uses social media platforms most frequently. As a result, they are part of the survey to ascertain the performance metrics by using evidence. We also investigate the possibility of small and medium-size actions promoting long-lasting brand awareness among internet shoppers. Utilising a statistical method, I have examined five dependent factors: buying commitment, brand attachment, preference, loyalty, and association, as well as the degree of thinking and emotional reactions to the products. Consequently, our goal is to add to the expanding database of research on online purchasing and the impact of online store design on long-term customer retention (Dewi and Ko, 2010). The present study has five goals: (1) assess the effectiveness of social media marketing (SMM) to encourage social media interaction and brand recognition. (2) assess the potential of SMM in fostering brand loyalty through the online platforms of local fashion brands; (3) evaluate the efficacy of SMM in product development that aligns with consumer preferences; (4) ascertain whether consumers are willing to make online purchases or guarantee to purchase local fashion products online, which is the ultimate sustainable objective of all marketing activities; and (5) fill the knowledge gap in the fashion industry. 
· The SMM methods employed by regional fashion brands are examined in this research. Promising things are happening on the internet platforms of the top local fashion brands. One of the most effective platforms for a luxury and fashion brand's prospective promotional plan is social media. A structured survey of consumers who are familiar with local, foreign, luxury, and non-luxury fashion brands is employed to perform the current study. They also have access to technologically advanced devices that can link them to social media sites and sufficient time and money to engage and make purchases online. The rest of this paper is organised as follows: Moreover, it offers a succinct analysis of the literature on previous studies and gives information about concepts. It also provides an extensive description of the process, including the analytical steps and the analytical verification of the findings (Hsiao et al, 2020). The research concludes with the findings, management and organisational impacts, the scope and limitations of this study, and suggestions for further research.

3 Effective digital marketing tactics for promoting environmentally friendly clothing purchases in the UK.
Many people still have little awareness of sustainable fashion, which indicates that international fashion businesses could put a significant amount of waste in waste dumps, increasing the freshwater shortage. However, the historical blending of Malay, Chinese, Indian, and indigenous peoples, coupled with recent political changes, makes it necessary for international clothing companies like Zara, LV, H&M, Bershka, Forever 21, and Kloth to concentrate on creating and promoting eco-friendly textiles. Due to its negative impact on the environment, the apparel sector is typically regarded as less sustainable. Approximately 100 billion garments are produced worldwide, which is 13 times more than the number of people on earth (Acuna, 2023). In addition to revenue, the key drivers of today's huge fabric manufacturing industry continue to be human necessities, status awareness, thoughts, and social roles. 
Nonetheless, it is up to the consumer to change clothing consumption and make it more sustainable. In 2018, the fashion industry became aware of the topic of sustainable fashion as several international firms took practical measures to mitigate their environmental impact (Acuna, 2023). Consumers of fashion continue to have little awareness of sustainable fashion consumption and its effects on the environment. The fashion industry's low-cost approach gave rise to the fast fashion phenomenon in 2000, and its quick growth has resulted in a lack of understanding regarding sustainable fashion consumption. To draw in customers, fast fashion apparel firms regularly release affordable, in-style items into the market. Customers become dependent on cheap clothing as a result, which benefits businesses financially. Nevertheless, these addictions harm the environment.

[bookmark: _Toc165307494][bookmark: _Toc166210969]4.2 Analysis
The introduction of digital technology has significantly altered the marketing environment, especially in the highly competitive UK fashion business. Digital marketing strategies and methods have become essential tools for fashion firms aiming to influence customer behaviour and increase brand awareness. According to a researcher, "Businesses that have completely adopted digital innovations are experiencing higher revenue growth, expanded market share, and improved consumer happiness”. This research highlights the significance of digital marketing in influencing customer behaviour and increasing brand awareness in the fashion sector. Furthermore, according to analysis, "59% of customers in the UK communicate with companies using social media, creating an essential tool for fashion brands to connect with their ideal audience". This statistic shows the importance of social media marketing methods in shaping customer behaviour and increasing brand recognition. The findings suggest that digital marketing strategies and techniques have a critical influence on consumer behaviour and brand recognition in the UK fashion sector. Fashion businesses could efficiently leverage digital platforms and approaches.
· The research findings shed light on numerous critical features of the relationship between digital marketing techniques, consumer behaviour, and brand recognition in the UK fashion industry. To start with, the data showed a substantial positive relationship between the use of digital marketing methods and increased consumer brand recognition. This is consistent with current studies, which show that a good digital presence increases brand awareness and recognition. Furthermore, the research paper emphasises the importance of social media platforms as an incentive for altering customer attitudes and behaviours. The study results show that the majority of the participants discovered fashion brands through social media channels, underscoring the substantial impact of platforms like Instagram, Facebook, and Twitter on brand discovery and engagement. This finding is consistent with previous research showing the impact of social media on consumer decision-making processes. Furthermore, the study highlights the importance of personalised marketing methods in increasing customer engagement and loyalty in the UK fashion business. Personalised information, personalised suggestions, and targeted marketing have emerged as important variables in shaping consumer preferences and buying intentions. This is consistent with research literature emphasising the effectiveness of personalised marketing in developing brand-consumer relationships and promoting sales. Furthermore, the study demonstrated the growing importance of user-generated content (UGC) in shaping consumer opinions and purchasing decisions in the UK fashion business. The growing influence of influencer marketing and user-generated reviews are emerging as important drivers of brand authenticity and trustworthiness. This finding is consistent with previous studies emphasising the influential impact of UGC on customer behaviour and brand engagement.
· Overall, the research results provide important insights into the complex dynamics of digital marketing techniques and their impact on consumer behaviour and brand recognition in the UK fashion industry. This research contributes to a better understanding of the dynamics driving consumer-brand interactions in the digital age by bridging the theoretical and practical divides. 

[bookmark: _Toc166210970][bookmark: _Toc165307495]4.3 Discussion
1 Digital marketing strategies (e.g., influencer marketing, social media advertising, user-generated content advertising campaigns) influence consumer buying decision-making in the UK fashion industry.
Marketing strategies are increasingly being employed by luxury and mass-market fashion businesses to capitalize on the potential of social media. Research has shown that these strategies have a positive impact on consumer relationships and purchase intentions, enhancing brand equity and value equity. Luxury brands like Louis Vuitton, Zara, and Burberry have successfully used social media marketing strategies that emphasise entertainment, interactivity, customisation, word-of-mouth, and fashion. Luxury fashion brands are increasingly embracing social media as an essential tool for marketing communication, using platforms like Facebook, Pinterest, Twitter, and Instagram to engage consumers and build value. The "What Makes Love True" campaign, where consumers submit their own love stories, is one of the most well-known instances of employing storytelling as a collaboration tool. Value collaboration in the context of social media marketing involves the exchange of resources between parties involved, and brand-related events can motivate consumers to share business advantages through user-generated content.

· Understanding the complexity of consumer behaviour in the context of social media is crucial for businesses to better leverage the potential of social media to enhance their brand recognition and image. Customer behaviour is a crucial component of marketing, as it shows how consumers decide how to allocate their available resources to consumption-related goods. Social media marketing creates a new consumer-brand connection, creating emotional ties with the brand and encouraging customer loyalty. Companies are increasingly using platforms like Pinterest, Twitter, and Facebook as their marketing strategies, with Facebook being primarily used due to its higher user base and perceived visual appeal. Brands should exercise caution when implementing social media marketing (SMM) in the fashion industry, as it is still relatively unknown. Their primary motivation for using SMM is tied to branding goals, such as boosting reputation, encouraging positive word-of-mouth, and growing brand awareness and loyalty.

2 Digital marketing strategies enhance brand awareness and loyalty for different consumer groups in the UK fashion marketplace.
Social media has revolutionised communication and business, bringing people and countries closer together. It is a collection of online platforms that facilitate the creation and sharing of text, images, audio, and video material. In the past decade, social media has become a powerful tool for marketers, providing numerous opportunities to raise consumer awareness of brands. The fashion industry is ideally suited for social media, as it allows businesses to use cutting-edge social networking technology to engage with their customer base. Customer awareness has increased over the past decade due to information accessibility. With the wealth of information and the existence of clients on Internet platforms, consumers can negotiate prices and consider options before deciding to buy. 
· The digitalization of consumers' decision-making processes has led to increased control and decreased loyalty. Consumers can conduct regular product research by exploring multiple websites and e-commerce platforms. The dynamic nature of consumer needs has forced marketers to implement calculated adjustments to meet the needs of their various target markets. To attract fashion consumers, makers must utilise digitization to its fullest potential. As the retail fashion business in the UK experiences an enormous surge in competition, marketers must employ appropriate and effective promotional techniques to cultivate strong client loyalty. This study investigates the success of small and medium enterprises (SMME) in retaining customers through building brand loyalty, brand association, brand preference, brand attachment, and buying enthusiasm. The research model uses the small and medium enterprises (SMME) framework to analyse the fashion market and assess the effectiveness of social media marketing (SMM) in encouraging social media interaction and brand recognition.

3 Effective digital marketing tactics for promoting environmentally friendly clothing purchases in the UK.
Sustainable fashion is a growing trend that aims to reduce waste and contribute to the environment. However, the fashion industry, which is predominantly composed of Malay, Chinese, Indian, and indigenous peoples, is often viewed as less sustainable due to its negative impact on the environment. With approximately 100 billion garments produced worldwide, the industry is primarily driven by human necessities, status awareness, and social roles. In 2018, the fashion industry began to recognise the importance of sustainable fashion, with many international companies taking practical measures to mitigate their environmental impact. However, consumers still lack awareness of sustainable fashion consumption and its negative effects on the environment. By promoting eco-friendly textiles and reducing waste dumps, the industry can work towards a more sustainable future.

[bookmark: _Toc165307496][bookmark: _Toc166210971]4.4 Linking Results with Literature
Across the discussions, the findings have been connected back to previous literature, with theories and research methods used to evaluate and explain the results. The findings are consistent with the larger scholarly research on the effects of digital marketing on customer behaviour and brand recognition. Research published in the Journal of Internet Marketing investigated the importance of social media marketing in the fashion sector and discovered that "effectively, social media campaigns can boost customer engagement, brand loyalty, and buying intentions.". Furthermore, it has continuously focused on the importance of digital marketing methods, stating that "businesses that engage digital transformation and utilise digital advertising strategies can acquire a competitive advantage and promote company development". In conclusion, the research emphasises the importance of digital marketing strategies and techniques in changing consumer behaviour and increasing brand recognition in the highly competitive UK fashion business. Fashion businesses that recognise digital marketing tactics can successfully engage with their target audience, influence purchase decisions, and create client loyalty, resulting in commercial success in the age of social media.


[bookmark: _Toc166210972]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 
[bookmark: _Toc166210973]5.1 Summary of Main Findings 
1. Influence on Consumer Buying Decision-Making: Various digital marketing methods have an important effect on consumer buying behaviour in the UK fashion business. Influencer marketing, for example, is growing as an effective strategy for reaching and influencing customers. Customers believe recommendations from influencers they follow on social media platforms, which frequently results in higher buy intention and future purchases (Petrovici, Marinov, and Marinova, 2019). Similarly, social media advertising has been suggested to have a major influence on consumer fashion purchasing decisions. Social media advertising is successful at boosting engagement and conversions among fashion-conscious customers (Tuten and Solomon, 2017). Furthermore, user-generated content advertising efforts have been demonstrated to increase authenticity and credibility, ultimately affecting customer views and buying decisions (Muntinga et al., 2011).  
2. Enhancement of Brand Awareness and Loyalty: Digital marketing methods are critical for increasing brand recognition and creating loyalty among a wide range of customer groups in the UK fashion business.  Engaging customers through digital platforms is critical for developing brand connections and long-term loyalty (Balabanis and Katsikeas, 2013). Fashion firms can develop a strong online presence and interact with their customers on more fundamental levels by using digital marketing platforms consistently and strategically. Furthermore, personalisation tactics such as targeted email marketing and tailored content have been demonstrated to improve brand perception and loyalty (Verhoef et al., 2010).
3. Promotion of Environmentally Friendly Clothing Purchases: Effective digital marketing methods for encouraging environmentally friendly clothing purchases in the UK include using digital platforms to promote sustainability initiatives and eco-friendly product offers. According to Hines and Bruce (2007), customers are increasingly valuing sustainability and environmental responsibility in their purchase decisions, especially in the fashion sector. Fashion businesses can target environmentally concerned consumers and increase demand for sustainable fashion by including sustainability messaging in digital marketing campaigns and emphasising eco-friendly product qualities.
[bookmark: _Toc166210974]5.2 Summary based on the research questions
1. Various digital marketing strategies influencing consumer buying decision-making in the UK fashion industry: It directly shows that different internet marketing methods have a major impact on customer purchasing decisions in the UK fashion business. Influencer marketing, social media advertising, and user-generated content advertising campaigns have developed effective strategies for engaging customers and influencing their purchasing decisions. Influencer endorsements, in particular, have been shown to affect consumer choices and boost conversions by taking advantage of the trust and authenticity formed between influencers and their followers. Similarly, targeted social media advertising and user-generated content campaigns utilise the interactive aspect of digital platforms to create personalised and appealing brand experiences, influencing customers purchasing decisions. Therefore, fashion firms must carefully employ these digital marketing methods to effectively interact with their target audience and generate sales in a competitive market. 

2. Digital marketing strategies enhancing brand awareness and loyalty for different consumer groups: Digital marketing methods are critical for increasing brand recognition and creating loyalty among a wide range of customer groups in the UK fashion business. Fashion firms can utilise digital channels like social media, email marketing, and content development to enhance their brand messaging and interact with customers in a more personal way. Brands can promote intense feelings and loyal customers by using targeted communication, personalised suggestions, and engaging experiences. Furthermore, by continually giving value and remaining transparent in digital interactions, firms can develop consumer trust and loyalty, resulting in repeat purchases and engagement. In a continuously changing digital world, digital marketing has become an essential instrument for creating customer loyalty and gaining a competitive edge.  

3. Effective digital marketing tactics for promoting environmentally friendly clothing purchases in the UK: The promotion of environmentally friendly clothing purchases in the UK requires a smart and advanced strategy within digital marketing campaigns. Fashion firms must match their marketing with consumer values and sustainability goals, utilising digital channels to educate consumers about the environmental effects of their purchase decisions. By incorporating sustainability messaging into brand storytelling and product marketing, businesses may inspire positive behavioural change and generate demand for sustainable fashion alternatives. Furthermore, marketers may highlight eco-friendly qualities of products, such as natural supplies or ethical sourcing procedures, to enable customers to make educated decisions that are consistent with their beliefs. Fashion firms can advertise themselves as environmental leaders and have a significant influence on the UK fashion sector by using smart marketing, captivating stories, and honest communication.  


[bookmark: _Toc166210975]5.3 Recommendation (Practical and Theoretical)
Practical Recommendations:
· Take advantage of omnichannel integration, collaboration with influencers and celebrities collaboration and UGC initiatives: The seamless Fashion retailers should prioritise seamless integration of online and offline channels to ensure a consistent and unified brand experience across all touchpoints. As proven by Louis Vuitton's success, omnichannel customers have a much better lifetime value than single-channel customers. Click-and-collect services, in-store digital experiences, and integrated loyalty programmes are all examples of techniques that can improve consumer engagement and loyalty. Strategic relationships with important individuals, such as celebrities, models, and micro-influencers, can have a major impact on brand awareness, attractiveness, and consumer behaviour, especially among younger groups. Fashion retailers should carefully select collaborations that correspond with their company values and target demographic, assuring authenticity and relevancy. Encourage and incentivize consumers to share their experiences, clothes, and content via UGC campaigns to promote a sense of community, authenticity, and social proof. Fashion shops should actively incorporate user-generated content (UGC) into their marketing efforts, product pages, and social media platforms to increase engagement, trust, and conversions.
· Implement data-driven personalisation as well as retargeting and focus on immersive digital experiences: Using consumer data and advanced analytics to provide personalised product suggestions, targeted advertising campaigns, and customised marketing experiences can have a big impact on conversion rates and average order values. Fashion retailers should invest in personalisation technologies and data-driven tactics to increase customer engagement and sales. Exploring unique and immersive digital experiences, such as augmented reality try-ons, virtual fashion shows, and interactive product displays, may fascinate customers while driving website traffic and conversions. Fashion retailers should constantly research and use cutting-edge technologies to deliver engaging and memorable brand experiences.

Theoretical Recommendations:
· Develop a comprehensive digital marketing strategy and promote a customer-centric approach: Fashion retailers should create a complete digital marketing plan that is consistent with their overall business goals and target demographic. To maximise reach and impact, this plan should include a variety of digital platforms, such as social media, influencer marketing, content marketing, search engine optimisation (SEO), and targeted online advertising. Theoretical frameworks and models should highlight the significance of a customer-centric approach in digital marketing initiatives. Prioritising client demands, preferences, and behaviours allow fashion retailers to offer more engaging and personalised experiences, eventually boosting brand loyalty and maximising customer lifetime value.
· Use data analyses and consumer information, integrate sustainability and ethical practices as well as continuous innovation and adaptation: Theoretical models and frameworks should emphasise the importance of data analytics and customer insights in shaping digital marketing strategies. Fashion retailers may use consumer behaviour data to make data-driven decisions, optimise marketing efforts, and provide highly personalised and relevant experiences to their target audience. As customers become more aware of environmental and ethical issues, theoretical frameworks should include sustainability and ethical practices in digital marketing techniques. Fashion merchants should look at ways to promote and showcase their commitment to sustainable and ethical practices, aligning their brand values with consumer expectations. Theoretical models should emphasise the significance of continual innovation and adaptability in the rapidly changing digital environment. Fashion merchants should embrace agility and be willing to change their strategy to accommodate new technologies, customer trends, and market dynamics to maintain long-term relevance and competitiveness. Theoretical models should emphasise the significance of continual innovation and adaptability in the rapidly changing digital landscape. Fashion merchants should embrace agility and be willing to change their strategy to adapt to evolving technologies, customer trends, and market dynamics to maintain long-term relevance and competitiveness.

[bookmark: _Toc166210976]5.4 Limitation of Research
1. Limited Scope: The study concentrated on the digital marketing strategies and methods of fashion companies, a premium apparel company, in the UK market. While the findings and insights are useful, they may not be completely applicable or transferable to other fashion businesses, especially those operating in various market sectors or geographical regions 
2. Rapidly Evolving Digital Map: The digital landscape is continually changing as new technology, platforms, and consumer preferences emerge rapidly. The research findings and recommendations are based on current digital marketing strategies and approaches, but they may become less relevant or useful if new trends and disruptive breakthroughs arise (Hootsuite, 2024; Sprout Social, 2024).
3. Limited Consideration of Cultural and Demographic Factors: The study did not thoroughly investigate the potential impact of cultural and demographic aspects on consumer behaviour and digital marketing methods in the UK fashion industry. Consumer preferences, brand perceptions, and responsiveness to digital marketing methods can be influenced by various cultural backgrounds, age groups, and socioeconomic considerations (Kantar, 2023; Euromonitor International, 2024).
4. Ethical and Sustainability Considerations: While the study discussed the possible implications of digital marketing strategies for encouraging ecologically friendly clothing purchases, it did not go further into the ethical and sustainability issues surrounding digital marketing practices in the fashion sector. As consumer knowledge and sustainability expectations grow, this issue may demand additional examination (Ethical Fashion Forum, 2023; Deloitte, 2024).

[bookmark: _Toc166210977]5.5 Recommendation for Future Work
1. Conduct Primary Study: To acquire a better knowledge of customer behaviour and preferences in the UK fashion sector, future studies should include primary data-gathering methods such as consumer surveys, focus groups, and interviews. This will give direct insights from the target audience, enhancing the secondary data sources employed in the current study (Bryman and Bell, 2015).
2. Expand Global and Market Segment Coverage: While this current study focuses on the fashion segment in the United Kingdom, future studies should investigate increasing the scope to include an expanded number of places and market categories within the fashion industry. This will allow for a greater understanding of the function of digital marketing tactics across various consumer groups and market conditions (Solomon et al., 2019).
3. Long-term Studies: Because the digital world is constantly shifting, long-term investigations that monitor the impact of digital marketing strategies and approaches over time would be beneficial. Such research could shine a light on these tactics long-term success, flexibility to evolving trends, and ability to generate continuous brand loyalty and consumer engagement (Malhotra and Dash, 2016).
4. Establish Ethnic and Statistics Parts: Future studies should specifically look into the impact of cultural and social factors on customer behaviour and the effectiveness of digital marketing methods in the UK fashion business. This could include looking at how age, ethnicity, financial status, and cultural values influence customer choices, brand perceptions, and reactions to digital marketing methods (Kotler and Armstrong, 2018).
5. Consider Sustainability and Social Marketing Strategies: With growing consumer knowledge and expectations of environmental and legal procedures, future studies should focus on the role of Internet marketing in encouraging ecologically friendly and ethically sourced fashion items. This can involve looking at successful digital marketing strategies for expressing sustainability objectives, influencing customer behaviour towards sustainable fashion choices, and building brand trust and loyalty among environmentally conscious customers (Henninger et al., 2016).
6. Use Advanced Data Analytics and AI: Future studies can use advanced data analytics techniques and artificial intelligence (AI) to acquire a better understanding of consumer behaviour trends, sentiment analysis, and prediction for digital marketing tactics in the fashion business. It can result in more personalised and focused advertising efforts, as well as the creation of unique digital experiences that match specific customer interests (Wedel and Kannan, 2016).
7. Collaborate With Industry Stakeholders: Researchers may look into partnering with clothing manufacturers, retailers, and industry groups to obtain access to confidential information, insights, and real-world difficulties. Collaborations like this might result in more useful and effective suggestions, as well as the creation of sector-specific strategies and guidelines for taking advantage of digital marketing techniques in the fashion industry (Riefler and Diamantopoulos, 2018).

By utilising the above suggestions in future research goals, we can gain an enhanced and delicate understanding of the role of digital marketing strategies and tactics in influencing consumer behaviour and brand awareness in the UK fashion industry, which will benefit academics as well as business stakeholders.
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