
ABSTRACT	

CERNEL,	SHELLEY	ERIN.	Evaluation	of	Fashion	Brands’	Social	Media	Interfaces	and	
Identification	of	Social	Tactics	to	Engage	Consumers.	(Under	the	direction	of	Dr.	Kate	
Carroll	and	Dr.	Marguerite	Moore.)	
	

	 The	 purpose	 of	 this	 study	 was	 to	 (a)	 evaluate	 selected	 fashion	 brands’	 social	

media	 interfaces	 using	 set	 criteria,	 then	 (b)	 identify	 the	 tactics	 that	 selected	 fashion	

brands	 use	 in	 their	 social	media	 strategy	 to	 reach	 and	 engage	 consumers	 online	 and	

offline.	The	research	sought	to	answer	the	following	questions:	(1)	How	does	a	selected	

social	media	interface	vary	across	fashion	brands,	which	are	representative	of	a	variety	of	

retail	 formats?	 and	 (2)	 What	 tactics	 are	 brands	 using	 via	 social	 media	 to	 engage	

consumers?	

	 A	qualitative	 research	design	was	 used	 to	 conduct	 a	 content	 analysis	 of	 select	

social	media	for	four	types	of	retail	 formats:	 fast	fashion	(represented	by	H&M),	mass	

merchandiser	(represented	by	Target),	department	store	(represented	by	Macy’s),	and	

designer	 boutique	 (represented	 by	 Tory	 Burch).	 One	 retailer	 was	 chosen	 to	 be	

representative	of	each	format	based	on	their	prominence	in	the	markets	and	their	social	

media	presence.	Furthermore,	Facebook	was	the	social	media	platform	analyzed,	due	to	

its	popularity	among	consumers	and	its	use	by	all	selected	retailers.	Data	was	collected	

from	each	brand’s	Facebook	page	for	a	six‐month	period	beginning	January	1,	2013	and	

ending	June	30,	2013,	with	a	total	of	1,009	posts	for	all	four	brands.		

	 To	 identify	 how	 social	 media	 interface	 varies	 across	 retail	 formats,	 a	 set	 of	

evaluation	 criteria	 was	 developed	 to	 evaluate	 each	 Facebook	 page’s	 Functionality,		



Users,	 Technical,	 Content,	 and	 Strategy.	 To	 examine	 tactics	 that	 brands	use	 via	 social	

media	 to	 engage	 with	 consumers,	 a	 social	 media	 marketing	 typology	 was	 used	 as	 a	

framework	to	categorize	the	top	fifteen‐percent	of	the	most	frequent	keywords	for	each	

format	into	the	following	categories:	Brand	Awareness,	Community	Building,	Corporate	

Social	 Responsibility,	 Customer	 Service,	 Emotion,	 Engagement,	 Fashion,	 Product	

Awareness,	Promotional,	and	Seasonal.	

	 Results	suggest	that	fashion	brands	maintain	a	brand	image	in	the	digital	space	

that	is	consistent	with	that	of	their	physical	space.	Brands	in	this	study	use	social	media	

for	 customer	 loyalty	 and	 for	 acquisition	 of	 younger	 consumers.	 Retailers	 also	 exhibit	

low	usage	of	social	responsibility	and	customer	services	tactics	on	Facebook,	likely	due	

to	 their	 use	 of	 other	 media	 channels	 for	 conveying	 this	 information.	 Additionally,	

hedonics	 emerged	 as	 a	 tactic	 for	 brands	 on	 social	 media,	 as	 positive	 emotions	 can	

motivate	consumers	to	further	engage	with	a	website.	Lastly,	Facebook	proved	to	be	an	

effective	 marketing	 vehicle	 for	 fashion	 retailers,	 as	 the	 popularity	 of	 visually‐rich	

content	on	Facebook	perfectly	complements	the	image‐centric	nature	of	fashion	brands.	

Social	media	offers	a	way	for	brands	to	engage	with	consumers	and	presents	a	new	way	

to	experience	a	brand.	
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CHAPTER	I	

INTRODUCTION	

	 Social	media	marketing	is	a	relatively	new	concept	that	is	changing	the	business	

landscape	 and	 revolutionizing	 the	 way	 that	 retailers	 and	 brands	 engage	 with	 their	

consumers.	As	world‐wide	participation	in	social	media	continues	to	increase,	with	over	

one	billion	people	on	Facebook	alone,	retailers	no	longer	have	the	option	of	whether	or	

not	to	partake	in	this	activity	but	rather	how	soon.	In	2005,	8	percent	of	online	adults	

were	 using	 social	 networks;	 by	 2013,	 this	 number	 was	 up	 to	 72	 percent	 ("Social	

networking	use",	2013).	As	Bill	Schrader,	CEO	of	Internet	service‐provider	PSINet,	says,	

“Almost	 overnight,	 the	 Internet’s	 gone	 from	 a	 technical	wonder	 to	 a	 business	must”.		

According	 to	 2013	 data	 from	 Mist	 Media	 Group,	 every	 second	 there	 are:	 100,000	

tweets;	684,478	items	shared	on	Facebook;	2	million	Google	search	queries;	48	hours	of	

video	uploaded	to	Youtube;	47,000	apps	downloaded	from	app	stores;	3,600	Instagram	

photos	 shared;	 571	websites	 created;	 and	 $272,000	 spent	 online	 (Mist	Media,	 2013).	

This	prevalence	of	social	media	among	consumers	has	great	implications	for	retailers.		

Erik	Qualman,	a	best‐selling	author	on	digital	trends	and	expert	in	social	media,	

states	 that	 93	 percent	 of	 marketers	 use	 social	 media	 for	 upstream	 and	 downstream	

business	 connections,	 77	 percent	 of	marketers	 acquire	 customers	 through	 Facebook,	

and	 80	 percent	 of	 United	 States	 businesses	 have	 a	 Facebook	 page.	 Seventy‐seven	

percent	 of	 consumers	 claim	 to	 interact	 with	 brands	 via	 Facebook,	 55	 percent	 share	

their	 purchases	 on	 Facebook,	 Twitter,	 Pinterest,	 or	 other	 social	 sites,	 and	 fifty‐three	
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percent	of	people	on	Twitter	recommend	products	in	their	Tweets.	These	numbers	are	

important	 when	 considering	 the	 fact	 that	 90	 percent	 of	 consumers	 trust	 peer	

recommendations	while	only	14	percent	trust	advertisements.	In	terms	of	e‐commerce,	

customers	 who	 watch	 a	 video	 of	 a	 product	 are	 85	 percent	 more	 likely	 to	 make	 a	

purchase,	 and	 tablet‐based	 consumers	 spend	 more	 per	 transaction	 than	 PC‐based	

consumers.	 Finally,	 63	 percent	 of	 businesses	 using	 social	 media	 report	 improved	

marketing	results	(Qualman,	2013).	

While	 previously	 consumers	 had	 to	 resort	 to	 one‐sided	 communications	 for	

information	about	companies	and	their	products,	social	media	provides	an	 interactive	

platform	 for	 engaging	with	 brands	 and	 acquiring	 both	 company‐	 and	 peer‐generated	

information.	Consumers	no	longer	have	to	actively	search	for	products	or	services—the	

brands	will	 find	 them	via	 social	media.	This	 technological	marvel	 is	not	 a	 fad—it	 is	 a	

shift	 in	 information	 acquisition.	Over	 the	 past	 couple	 of	 years,	 it	 has	 become	 evident	

that	 retailers	 choose	 to	 participate	 in	 this	 phenomenon	 and	 integrate	 it	 into	 their	

marketing	plans	in	different	ways	and	to	different	outcomes	(Qualman,	2013).		

Social	networks	can	be	defined	as	web‐based	platforms	that	permit	individuals	

to	create	a	profile;	connect	with	friends,	acquaintances,	and	businesses;	see	the	profiles	

and	connections	of	others;	and	view	and	create	content,	knowledge,	ideas,	and	opinions	

posted	within	this	virtual	community	(Kunz,	Hackworth,	and	et	al,	2011).		According	to	

Erik	 Qualman,	 social	 media	 has	 become	 the	 number	 one	 activity	 on	 the	 web.	 The	
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following	table	presents	a	sample	of	different	types	of	social	media	channels,	as	well	as	

examples	of	each	(Table	1).		

	
	
Table	1:	Types	of	Social	Media	Channels	

Types	of	Channels	 Example	Platforms	

Social	Networking	  Facebook	
 Myspace	

Business	Networking	  LinkedIn	

Social	Bookmarking	

	

 Pinterest	
 Stumbleupon	

Content	Voting	  Digg	

Aggregators	  Technorati	

Photo	Sharing	  Instagram	

Video	Sharing	  Youtube	

Blog	  Tumblr	
 Wordpress	

Microblog	  Twitter	

Collective	Buying	  Groupon	
 Living	Social	

Location‐Based	  Foursquare	

Social	Magazine  Pulse	

Social	Virtual	Games	and	
Worlds	

 Farmville	
 Second	Life	

Collective	Buying	  Wikipedia	
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Social	media	can	be	accessed	via	mobile	devices,	computers,	and	tablets.	Social	media	is	

no	 longer	 in	 its	 infancy	but	 is	 still	predicted	 to	grow	at	an	annual	 rate	of	30	percent,	

reaching	an	expected	US$4.4	billion	by	2016,	according	to	Forrester	Research	(Sands,	

Harper,	and	et	al,	2011).	With	these	high	levels	of	interactivity	and	engagement,	brands	

are	 recognizing	 the	 importance	 of	 incorporating	 social	 media	 into	 their	 integrated	

marketing	plans,	though	not	all	attempts	are	equally	successful.	

Purpose	of	Study	

	 The	purpose	of	this	study	is	to	(a)	evaluate	selected	fashion	brands’	social	media	

interfaces	using	set	criteria,	then	(b)	identify	the	tactics	that	selected	fashion	brands	use	

in	their	social	media	strategy	to	reach	and	engage	consumers	online	and	offline.		

Research	Questions	

RQ1:	How	does	a	selected	social	media	interface	vary	across	fashion	brands,	which	are	

representative	of	a	variety	of	retail	formats?	

RQ2:	What	tactics	are	brands	using	via	social	media	to	engage	consumers?	

Significance	of	Study	

	 This	 study	 is	 significant	 because	 it	 provides	 marketing	 managers	 and	

researchers	with	 a	 better	 understanding	 of	 how	 brands	 are	 approaching	 consumers.	

The	results	offer	an	in‐depth	view	of	how	brands	from	varying	retail	formats	use	social	

media	to	engage	with	their	consumers,	as	well	as	motivations	for	consumers	to	interact	

with	 the	 brands.	 From	 this	 research,	 retailers	 will	 gain	 a	 deeper	 understanding	 of	



5	

today’s	social	media	environment,	leading	to	improved	strategies	in	meeting	the	needs	

and	 expectations	 of	 their	 consumers	 and	 better	 marketing	 of	 their	 brand.	 The	

conclusions	 drawn	 from	 this	 study	 may	 also	 help	 retailers	 to	 understand	 social	

shopping,	the	future	of	both	social	media	and	online	retailing,	and	therefore	implement	

improved	and	knowledge‐based	strategies	that	are	consumer‐focused.		

Definitions	Used	In	This	Study	

The	following	terms	are	defined	for	use	in	this	study	(Keegan	and	Green):	

Department	store	–	a	category	of	retail	operations	characterized	by	multiple	product	

sections	 or	 areas	 under	 one	 roof,	 each	 representing	 a	 distinct	merchandise	 line	 and	

staffed	with	a	limited	number	of	salespeople		

Designer	boutique	 –	 a	 small	 specialty	 retail	 store	 that	 sells	 fashionable	 clothing	and	

accessories	 (created	 for	 the	 brand	 by	 the	 name‐sake	 designer	 that	 are	 based	 on	 the	

designer’s	personal	inspiration)	and	that	attracts	a	specific	clientele	

Fast	fashion	–	the	supply	chain	strategies	that	retailers	adopt	in	order	to	reflect	current	

and	emerging	trends	quickly	and	effectively	in	merchandise	assortments	

Mass	merchandiser	–	a	retail	organization	that	offers	a	full	line	of	products	and	sells	a	

wide	variety	of	product	categories	

Retail	 format	 –	 classification	 for	 different	 types	 of	 retailers	 based	 on	 their	 retail	

strategy	mix	of	price,	promotion,	product,	location,	and	effort	
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Social	media	–	the	online	applications	used	by	companies	and	individuals	to	engage	in	

two‐way	communications	

Social	media	strategy	–	how	a	brand	uses	social	media	to	manage	its	reputation	and	

achieve	 specific	 goals	 that	 are	 aligned	 with	 company	 communication	 and	 business	

strategies,	in	a	way	that	is	both	efficient	and	effective	

Brands	Featured	In	This	Study	

The	following	brands	are	featured	in	this	study:	

H&M	

Overview:	 H&M	 is	 a	 Swedish	 fashion	 retailer	 with	 international	 distribution	 in	 43	

countries.	 They	 are	 particularly	 known	 for	 their	 fast‐fashion	 for	 women,	 men,	 and	

children.	The	brand	is	ranked	as	the	second	largest	apparel	retailer	in	the	world.		

Target	Market:	H&M’s	target	market	consists	primarily	of	women,	and	to	a	lesser	extent	

men,	who	are	 fashionable	and	seek	trendy	products	at	a	high	quality	and	a	 low	price.	

They	often	want	to	be	unique	while	 in‐keeping	with	current	 trends.	These	consumers	

are	between	the	ages	of	18	and	45	(more	specifically,	under	the	age	of	30)	and	in	the	

middle	 class.	 They	 are	 typically	 single	 or	 recently	married	 with	 young	 children,	 and	

they	are	usually	employed.	Many	consumers	are	also	 “young‐minded,	budget‐minded,	

progressive”,	and	environmentally	conscious	(De	Avila	&	Podbielak,	2012).		

Digital	Strategy:	The	H&M	digital	strategy	includes	e‐commerce,	virtual	fashion	shows	

and	 live	 streaming,	 social	media,	 search	engine	marketing,	 advertisements	on	 fashion	
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websites,	mobile	applications,	and	QR	codes.	H&M’s	financial	report	states	that	through	

social	 media	 “millions	 of	 H&M	 fans	 and	 followers	 share	 ideas	 and	 opinions	 and	 get	

quick	answers	to	their	queries”	("H	&	M",	2013).	The	brand	has	had	an	online	presence	

since	1997.	

Macy’s	

Overview:	Macy’s	is	a	mid‐range	to	upscale	chain	of	American	department	stores	with	a	

renowned	flagship	in	New	York	City’s	Herald	Square.	The	retailer	is	known	for	over	150	

years	of	embodying	American	tradition,	as	well	as	for	their	pioneering	digital	strategy	

that	continues	to	embrace	new	technology.		

Target	Market:	Macys’	 primary	 consumer	 is	 an	 older,	more	mature,	 affluent	 woman.	

These	 customers	 are	 fashionable	 and	 brand	 conscious.	 In	 recent	 years,	 Macy’s	 has	

begun	to	target	a	younger	market	consisting	of	women	between	the	ages	of	13	and	30;	

now,	only	36	percent	of	customers	are	over	 the	age	of	55.	 	To	meet	 the	needs	of	 this	

new	target	market,	 the	department	store	has	 introduced	more	contemporary	product	

lines	(such	as	 tattoo‐influenced	designs	and	a	Marilyn	Monroe	 fashion	collection)	and	

expanded	their	digital	marketing	(D’Innocenzio,	2012).	

Digital	Strategy:	Macys’	digital	strategy	includes	mobile,	social,	and	e‐commerce,	as	well	

as	interactive	in‐store	technologies		("Investor	relations",	2013).	The	brand	has	had	an	

online	presence	since	1994.		
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Target	

Overview:	Target	is	an	American	retailer	that	carries	hardlines,	softlines,	and	groceries,	

as	 well	 as	 seasonal	 merchandise.	 They	 are	 known	 for	 offering	 upscale	 and	 trendy	

products	 at	 competitive	 prices,	 with	 respect	 to	 their	 competition	 ("Target's	 unique	

guests,"	2006).		

Target	Market:	Target’s	primary	consumer	is	an	upper‐middle	class,	trendy,	innovative,	

urban,	young	 family	with	an	active	 lifestyle	 ("Target's	unique	guests,"	2006).	Target’s	

consumer	is	80	percent	female,	and	40	percent	have	children	(Carmichael,	2012).	Fifty‐

one	percent	of	Target	shoppers	have	completed	college,	and	more	than	50	percent	are	

employed	 in	 professional	 or	 managerial	 positions,	 with	 a	 median	 annual	 income	 of	

$60,000.	 The	 customers	 are	 price‐conscious,	 value‐conscious,	 and	 socially	 sensitive	

("Target's	unique	guests,"	2006).	

Digital	Strategy:	In	addition	to	mobile	and	social	campaigns,	Target’s	strategy	includes	

online‐only	and	in‐store‐only	products	(“History”,	2013).	The	brand	has	had	an	online	

presence	since	1997.	

Tory	Burch	

Overview:	Tory	Burch	is	an	American	luxury	lifestyle	brand	that	creates	eclectic,	global‐

inspired	twists	on	classic	apparel	and	accessories.		

Target	Market:	Tory	Burch’s	 target	market	 is	 a	middle‐	 to	 upper‐class,	 sophisticated,	

urban	career	woman.	These	working	mothers	are	conscious	about	their	appearance	and	
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about	brand	names.	The	consumer	seeks	unique,	yet	trendy,	fashion	products	that	are	

high	quality	(Abraham,	2011).		

Digital	Strategy:	Tory	Burch	is	known	for	innovative	digital	strategy,	which	includes	e‐

commerce,	an	online	magazine,	mobile,	and	a	robust	social	media	campaign.	The	brand	

has	had	an	online	presence	since	2004	("About	the	Company",	2013).	

Social	Platform	Featured	In	This	Study	

Facebook	

Target	Market:	 The	 demographics	 of	 social	 media	 users	 are	 continuously	 changing.	

Facebook,	 in	particular,	has	been	trending	towards	an	older	consumer.	According	to	a	

2013	Pew	Research,	76	percent	of	female	online	adults	and	66	percent	of	male	Internet	

users	 are	 on	 Facebook,	 respectively	 accounting	 for	 53	 percent	 and	 47	 percent	 of	

Facebook	users.	Of	these	users,	15	percent	are	under	the	age	of	17.	Seventeen	percent	

are	 between	 18	 and	 24	 years	 old,	 21	 percent	 are	 between	 25	 and	 34	 years	 old,	 17	

percent	are	between	35	and	44	years	old,	15	percent	are	between	45	and	54	years	old,	

and	 15	 percent	 are	 over	 55	 years	 old.	 Seventy‐three	 percent	 of	 online	 adults	 with	

incomes	above	$75,000	are	on	Facebook.,	and	almost	75	percent	of	online	adults	with	

some	 college	 education	 use	 the	 social	 platform.	 Sixty‐four	 percent	 of	 Facebook	 users	

visit	 the	 social	 platform	 on	 a	 daily	 basis,	 with	 71	 percent	 checking	 the	 site	multiple	

times	a	day	and	an	average	of	18	minutes	per	visit	("Social	networking	use",	2013).	
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CHAPTER	2	

LITERATURE	REVIEW	

This	section	presents	an	overview	of	academic	literature	related	to	social	media	

marketing	for	retail	brands.	The	section	reviews	research	related	to	fashion	brands	and	

social	 media,	 web	 2.0,	 Facebook,	 user	 generated	 content,	 online	 branding	 strategies,	

online	consumer	behavior,	fashion	brands	and	social	media,	and	website	evaluation.			

Fashion	Brands	&	Social	Media	

	 It	is	essential	for	retailers	to	communicate	appropriate	information	to	influence	

brand	 and	 product	 search	 and	 purchase.	 Consumers	 no	 longer	 have	 to	 search	 for	

products	and	services;	they	find	consumers	via	social	media.	According	to	a	report	from	

Social	Media	Energy,	77	percent	of	consumers	 interact	with	brands	via	Facebook,	and	

77	percent	of	brands	acquire	customers	through	Facebook.	Research	conducted	by	Kim	

&	 Ko	 showed	 that	 social	 media	 marketing	 that	 included	 entertaining,	 interactive,	

trendy,	and	customizable	elements	had	a	 significantly	positive	effect	on	brand	equity,	

relationship	equity,	and	value	equity	of	 fashion	brands.	McCormick	and	Livette	assert	

that	 the	 inclusion	 of	 fashion	 information	 induces	 feelings	 of	 excitement	 and	 positive	

opinions	on	a	brand.	Further,	the	cyclical	nature	of	fashion	(and	thus	the	frequency	of	

trends	becoming	out‐dated)	requires	that	brands	post	regular	fashion	information	and	

style	advice	that	are	useful	and	relevant	for	consumers	(McCormick	and	Livett,	2012).	

Social	media	 is	a	 fitting	outlet	 for	 this	 type	of	 content.	 Increasing	 competition	and	an	

unstable	global	economy	means	 that	 fashion	brands	must	provide	customers	value	 in	
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every	 possible	way,	 including	 online	 –	 they	 can	 no	 longer	 rely	 solely	 on	 their	 brand	

legacy	and	quality	(Kim	and	Ko,	2012).		

	 The	popularity	of	style	blogs	and	online	look	books,	proves	the	immense	interest	

that	 consumers	 have	 in	 fashion	 knowledge	 (McCormick	 and	 Livett,	 2012).	 While	 a	

majority	 of	 fashion	 retailers	have	acknowledged	 the	necessity	 of	maintaining	a	 social	

media	 presence,	 luxury	 brands	 have	 taken	 a	 more	 high‐tech	 and	 creative	 approach,	

such	 as	 by	 broadcasting	 live	 trunk	 shows	 on	 their	 blogs,	 creating	 smartphone	

applications,	and	hosting	4D	fashion	shows	(Kim	and	Ko,	2012).	Many	fashion	brands	

are	 also	 taking	 the	 opportunity	 to	 connect	 their	 social	 media	 networks	 with	 e‐

commerce	 (such	 as	with	 a	 Facebook	 “like”	 button	with	 each	 product	 on	 the	website,	

allowing	peers	to	provide	feedback)	(Sands,	Harper,	and	et	al,	2011).	

	 According	 to	 Kim	 and	 Ko,	 fashion	 brands	 have	 a	 relatively	 effortless	 time	

acquiring	 social	 media	 fans.	 However,	 these	 brands	 have	 a	 harder	 time	 sustaining	

customer	 loyalty	 using	 social	 rather	 than	 traditional	marketing	methods	 and	may	 be	

subject	 to	 greater	 scrutiny	 by	 consumers	 based	 on	 elements	 such	 as	 product	 quality	

and	trend	level	(Kim	and	Ko,	2012).	

Web	2.0		

	 Web	 2.0	 can	 be	 defined	 as	 “web	 pages	 that	 use	 a	 two‐way	 stream	 of	

communication	between	users,	allowing	them	to	socialize	online	and	to	share	their	own	

user‐generated	 content”	 (Dooley,	 2012).	 Similarly,	 brands	 c‐an	 create	 user‐generated	

content	(or	rather	brand‐generated	content)	to	engage	with	users	and	involve	them	in	
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two‐way	 communication	 (Smith,	 Fischer,	 and	 et	 al,	 2012).	 	 As	 the	 Internet	 rapidly	

expands,	it	is	shifting	from	an	information	access	tool	to	an	interaction	tool	(Heinrichs,	

Lim,	 and	 et	 al,	 2011).	 Popular	Web	 2.0	 applications	 include	 a	 wide	 variety	 of	 social	

networking	platforms,	described	as	follows.	

Marketing	 through	 social	 media	 is	 changing	 how	 brands	 reach,	 connect,	 and	

engage	with	 their	 consumers,	 allowing	 segmentation	and	 targeting	of	 the	market	and	

cross‐promotion	across	platforms,	 as	well	 as	 connecting	people	with	 shared	 interests	

(Dooley,	 2012).	 However,	 while	 social	 media	 builds	 up	 positive	 attention	 and	 can	

stimulate	a	person’s	desire	for	a	brand,	it	is	also	changing	the	way	that	consumers	think	

about	a	brand	by	making	brand	social	conversations	seem	more	personal	and	relatable	

to	 fans	 (Kim	 and	 Ko,	 2012).	 Social	 media	 has	 created	 a	 digital	 environment	 where	

consumers	communicate	with	each	other	on	a	peer‐to‐peer	level	and	have	the	ability	to	

shape	 consumer	 brand	 perceptions,	 resulting	 in	 brands	 losing	 control	 over	 their	

messages	(Smith,	Fischer,	and	et	al,	2012).	In	fact,	research	shows	that	consumers	are	

more	 inclined	 to	make	 a	 purchase	 that	 is	 recommended	 to	 them	 (90%)	 rather	 than	

marketed	to	them	(14%),	particularly	when	this	suggestion	comes	from	a	trusted	peer	

(Kunz,	 Hackworth,	 and	 et	 al,	 2011).	 	 According	 to	 Sands,	 Harper,	 and	 Ferraro,	 70	

percent	of	consumers	visit	a	brand’s	social	media	profile	with	the	intent	to	gain	product	

information,	 and	49	percent	make	a	purchase	decision	based	on	 the	 information	 that	

they	obtain	via	social	media	(Sands,	Harper,	and	et	al,	2011).	
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The	 propagation	 of	 social	 media	 has	 drastically	 changed	 the	 marketer	 and	

consumer	 relationship.	 In	 addition	 to	 the	 traditional	 brand‐customer	 interactions,	

brand‐noncustomer	 interactions	(i.e.	when	brands	talk	 to	potential	customers	outside	

the	store),	and	customer‐customer	interactions	(i.e.	when	customers	engage	with	each	

other	 to	promote	brand	 loyalty	 and	 to	extract	 feedback),	 social	media	has	 created	an	

additional	retail	relationship:	customer‐noncustomer	(i.e.	when	customers	can	acquire	

new	consumers	for	a	brand)	(Sands,	Harper,	and	et	al,	2011).	With	consumers	sharing	

information	with	each	other,	the	value	of	a	customer	increases	far	past	the	amount	they	

initially	spend,	 turning	them	into	 intangible	assets	 that	can	and	should	be	maintained	

and	 maximized.	 Thus,	 brands	 must	 take	 into	 consideration	 both	 the	 true	 value	 of	

consumers	and	the	influence	of	social	media	on	them	(Kim	and	Ko,	2012).	

Brands	 have	 also	 discovered	 that	 consumers	 respond	 more	 favorably	 to	

marketing	when	they	feel	that	they	are	part	of	a	community	rather	than	the	target	of	a	

marketing	campaign	(Kunz,	Hackworth,	and	et	al,	2011).	Social	media	allows	consumers	

to	tap	into	the	mindsets,	tastes,	and	preferences	of	an	exponentially	larger	universe,	and	

brand	fans	(i.e.	unofficial	brand	ambassadors	in	the	digital	space	who	follow	a	brand	on	

social	media)	tend	to	be	influenced	by	each	other,	even	going	as	far	as	to	differentiate	

their	opinions	based	on	feedback	from	their	peers	(de	Vries,	Gensler,	and	et	al,	2012).	

Brands	 take	 advantage	 of	 this	 situation	 by	 running	 social	 campaigns	 that	 empower	

consumers	 and	 provide	 them	 with	 the	 opportunity	 (and	 incentives)	 to	 develop	

marketing	materials	 in	the	form	of	user‐generated	content	(Dooley,	2012).	The	power	
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of	 the	 online	 consumer	 has	 also	 paved	 the	 way	 for	 “DIY	 celebrities”,	 who	 brands	

recognize	as	being	influencers	and	in	turn	use	to	their	advantage	in	reaching	consumers	

on	a	more	relatable	 level.	The	majority	of	research	with	respect	 to	Web	2.0	discusses	

the	technological	aspects	of	the	topic,	as	well	as	the	anticipated	transition	into	Web	3.0,	

which	 is	 expected	 to	 take	advantage	of	 artificial	 intelligence	 in	 creating	a	 customized	

online	experience.	

Facebook	

	 Facebook,	 created	 in	 2004	 for	 the	 purpose	 of	 viewing	 student	 profiles,	 is	

considered	 the	world’s	most	popular	 social	network,	 the	 third	most	popular	brand	 in	

the	world,	 and	 the	 fourth	most‐trafficked	website,	 with	 1.06	 billion	 accounts	 and	 an	

additional	 600,000	 accounts	 established	 every	 day	 (Curran	 and	 Lennon,	 2011).	

According	to	Mist	Media	Group,	684,478	items	are	shared	on	Facebook	every	second.	Of	

top‐performing	 international	 brands,	 99.6	percent	have	 a	 Facebook	brand	page	 (Mist	

Media,	2013)		

In	2009,	people	were	spending	3	billion	minutes	per	day	on	Facebook.	According	

to	Nielsen’s	2012	report,	consumers	were	spending	17	percent	of	their	time	online	on	

Facebook	alone,	not	 to	mention	the	 time	spent	on	social	networks.	 	During	 their	 time	

spent	 on	 Facebook,	 65	 percent	 of	 users	 want	 to	 learn	 more	 about	 a	 brand	 and	 its	

products;	 53	 percent	 use	 social	 networks	 to	 express	 approval	 of	 brands;	 50	 percent	

express	 complaints	 about	 a	 brand;	 and	 70	 percent	 want	 to	 hear	 others’	 experiences	

(“State	of	the	Media”,	2013).		
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This	high	 level	of	activity	has	drawn	the	attention	of	retailers,	with	59	percent	

establishing	 a	 presence	 on	 Facebook	 by	 2012	 (Kunz,	 Hackworth,	 and	 et	 al,	 2011).		

These	 fan	 pages	 allow	 retail	 brands	 to	 post	 videos,	 messages,	 photos,	 and	 other	

information	 to	be	pushed	 to	 the	consumer.	Customers	can	become	a	 fan	of	 the	brand	

(voluntarily	 agreeing	 to	 receive	 brand	messages)	 and	 then	 indicate	 their	 opinion	 on	

brand	content	via	Comments,	Shares,	and	Likes,	reflecting	perceived	brand	popularity.	

Content	that	is	both	informational	and	entertaining	leads	fans	to	consume,	create,	and	

contribute	to	brand‐related	content.	Research	shows	that	consumers	who	become	fans	

of	 brand	 pages	 tend	 to	 be	 more	 loyal	 customers,	 more	 open	 to	 receiving	 brand	

messages,	 more	 emotionally	 attached	 to	 that	 brand,	 and	 more	 likely	 to	 generate	

positive	word‐of‐mouth	(de	Vries,	Gensler,	and	et	al,	2012).	Vries,	Gensler,	and	Leeflang	

assert	that	content	that	is	perceived	as	fun,	exciting,	cool,	and	flashy	has	a	positive	effect	

on	a	consumer’s	reaction	to	brand	posts	on	Facebook,	and	thus	higher	popularity	with	

respect	 to	other	brands	 that	 the	 consumer	 follows.	 Further,	 consumers	 turn	 to	 social	

networks	for	social	care	(i.e.	customer	service	via	social	media),	with	almost	30	percent	

first	seeking	out	a	company’s	Facebook	page	for	questions,	comments,	or	concerns	they	

might	have	about	a	brand’s	product	(“State	of	the	Media”,	2013).	

	 An	 important	 aspect	 of	 Facebook	 is	 the	 ability	 of	 brands	 to	 cultivate	 virtual	

communities	of	consumers	whose	shared	interest	is	that	brand.	Another	vital	factor	is	

the	user’s	ability	to	control	what	content	appears	on	their	profile,	and	even	to	eliminate	

undesired	content,	such	as	by	hiding	a	particular	brand’s	posts	from	their	newsfeed	or	
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deleting	a	brand’s	ad	from	the	sidebar.	Thus,	brands	are	unable	to	control	who	actually	

views	 their	 content,	 and	 excessive	 posting	 or	 disagreeable	 posts	 can	 even	 cause	

consumers	 to	unfollow	 their	page	 (DeAndrea,	2012).	 In	order	 to	maintain	 the	brand‐

centered	virtual	community	retailers	must	encourage	active	participation	by	supplying	

the	means	 and	 tools	 to	 facilitate	 interaction	 among	 users,	 creating	 engaging	 content,	

and	strategically	making	posts	in	terms	of	quality	and	quantity	(Heinrichs,	Lim,	and	et	

al,	2011).		

User	Generated	Content	(UGC)	

	 User‐generated	content	can	be	defined	as	published	content,	either	individually	

or	collaboratively	produced,	that	is	created	outside	of	monitored	and	professional	rules	

or	 guidelines	 and	 shared	 with	 others	 on	 social	 media	 platforms.	 UGC	 is	 typically	

produced	 in	 a	 co‐created	 brand	 environment,	 where	 both	 the	 brand	 and	 consumers	

elicit	value	from	the	exchange.	UGC	may	be	completely	voluntary	or	elicited	by	a	brand	

(Smith,	 Fischer,	 and	 et	 al,	 2012).	 A	majority	 of	 the	 current	 research	 related	 to	 user‐

generated	 content	 uses	 case	 studies	 to	 compare	 retailers	 across	 different	 product	

categories	 (such	 as	 fashion	 retailer,	 supermarket,	 and	entertainment	 retailers)	 rather	

than	different	brands	within	a	single	product	category.	For	example,	Kunz	et	al	(2011)	

found	 that	 electronics	 and	 toy	 companies	 have	more	 engaged	 fans	 than	 e‐tailers	 and	

hypermarkets.	 Kim	 and	 Ko	 (2012)	 discovered	 that	 luxury	 car	 brands	 have	 greater	

customer	 loyalty	 on	 social	media	 than	 luxury	 fashion	 brands.	 	 Researchers	 have	 also	

examined	UGC	from	the	consumer	point	of	view,	such	as	what	motivates	consumers	to	
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transition	from	observers	to	participators,	engage	with	brands,	and	post	specific	types	

of	content.	Research	shows	that	the	root	of	any	successful	social	media	campaign	is	at	

user‐generated	content,	for	without	this	two‐way	exchange	of	material,	social	platforms	

become	merely	digital	marketing	campaigns	(Smith,	Fischer,	and	et	al,	2012).		

Consumers	 are	 inclined	 to	 participate	 in	 this	 activity	 due	 to	 intuitive	 human	

responses	 in	 accordance	with	Maslow’s	 hierarchy	 of	 needs,	 particularly	 social	 needs.	

More	 specifically,	 the	 middle	 tier	 of	 the	 pyramid	 cites	 the	 need	 to	 belong,	 where	

humans	seek	love,	affection,	relationships,	and	community.	These	goals	can	be	achieved	

through	the	use	of	social	media,	where	users	can	build	a	 following	of	their	peers	who	

can	 provide	 the	 sought‐after	 recognition.	 This	 phenomenon	 also	 explains	 why	

individuals	 are	 willing	 to	 engage	 with	 other	 individuals,	 even	 those	 who	 may	 be	

unknown	or	unrelated	to	the	individual.	Curran	and	Lennon	suggest	that	social	network	

users	will	 engage	 in	behaviors	on	 these	platforms	 (such	as	making	recommendations	

and	offering	feedback)	that	they	would	not	necessarily	consider	when	face	to	face	with	

the	same	users	(Curran	and	Lennon,	2011).	Further,	social	 impact	 theory	says	that	as	

the	 number	 of	 users	 engaging	 with	 a	 brand	 and	 sharing	 brand‐related	 content	

increases,	the	impact	on	the	target	user	who	is	looking	for	this	information	and	brand	

recommendations	 also	 increases.	 This	 relationship	 can	 be	 attributed	 to	 the	 fact	 that	

there	 are	 greater	 opportunities	 for	 exposure	 to	 the	 content	 and	 thus	 corresponding	

pressure	 from	peers.	Through	extrapolation	of	 this	 theory,	 as	 the	number	of	 engaged	

users	 on	a	brand’s	page	 increases,	 impact	 on	 the	 target	user	 also	 increases.	 (Mir	 and	
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Zaheer,	2012).	 James	Curran	and	Ron	Lennon	also	assert	that	users	experience	a	high	

level	of	enjoyment	from	engaging	with	social	networks	that	positively	influences	them	

and	is	a	strong	motivator	to	continue	that	behavior	(Curran	and	Lennon,	2011).	More	

importantly	 for	 brands	 is	 the	 fact	 that	 individuals	 are	 influenced	 by	 the	 words	 and	

actions	of	others	and	even	persuaded	by	their	arguments	(Mir	and	Zaheer,	2012).	Many	

consumers	 find	 UGC	 more	 credible	 and	 reliable	 than	 brand‐generated	 content,	

particularly	when	numerous	users	share	the	same	points	of	view	and	opinions	(Smith,	

Fischer,	and	et	al,	2012).		

Consumers	also	seek	out	brand‐related	recommendations	and	reviews	in	efforts	

to	 reduce	 the	 risk	 of	 purchasing	 that	 brand	or	 its	 products;	 those	who	 create	 brand‐

related	UGC	can	be	viewed	as	knowledgeable	and	as	opinion	leaders	(Mir	and	Zaheer,	

2012).	In	his	research,	David	DeAndrea	points	out	that	whether	or	not	consumers	view	

UGC	 as	 a	 reflection	 of	 the	 brand	 (i.e.	 intentionality)	 affects	 their	 opinions	 of	 and	

favorability	 of	 that	 brand	 and	 can	 cloud	 their	 judgment.	 Additionally,	 how	 website	

owners	respond	to	UGC	can	also	affect	viewers’	impressions	of	the	brand,	particularly	if	

the	 content	 reflects	 negatively	 on	 the	 brand	 (DeAndrea,	 2012).	 Ultimately,	 consumer	

behavior	 on	 social	 media	 platforms	 is	 an	 aspect	 of	 purchase	 behavior	 and	 can	 help	

brands	to	understand	purchase	intentions	(Mir	and	Zaheer,	2012).		

Andrew	 Smith	 and	 Eileen	 Fischer	 highlight	 the	 diversity	 in	 UGC	 based	 on	 not	

only	 the	 type	 of	 brand	 and	 product	 category,	 but	 also	 the	 social	media	 channel.	 For	

example,	Youtube	demands	video	uploads,	Twitter	is	based	on	140‐character	text,	and	
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Facebook	utilizes	wall	posts.	Each	social	media	platform	represents	a	different	type	of	

channel,	 each	 which	 features	 a	 unique	 architecture	 and	 community	 structure,	

distinctive	way	of	participating	and	interacting,	and	specific	methods	of	producing	and	

consuming	content.	Along	that	line,	users	visit	each	site	with	different	intents	in	mind.	

As	 such,	 brands	must	 consider	which	platforms	 target	 the	demographics	 and	 content	

creation	that	coincide	with	their	own	key	markets	so	as	to	not	over‐saturate	their	brand	

(Smith,	Fischer,	and	et	al,	2012).	

Online	Branding	Strategies	

	 Online	branding	can	be	defined	as	the	process	of	establishing	and	disseminating	

a	brand’s	digital	presence	through	websites,	online	advertising,	online	public	relations,	

and	social	media.	Jennifer	Rowley	defines	online	branding	as	simply	“a	brand	that	has	

an	online	presence”.	Much	of	the	current	literature	on	online	branding	either	focuses	on	

the	strategic	objectives	of	engaging	in	e‐commerce,	particularly	for	fashion	retailers,	or	

discusses	case	studies.	Retailers	are	recognizing	the	opportunity	to	extend	their	brand	

presence	 into	digital	channels	 in	order	to	offer	a	more	comprehensive	and	interactive	

brand	 experience.	 Social	media	 is	 also	 changing	 the	way	 that	 brands	 and	 consumers	

communicate,	 from	 one‐way	 to	 interactive	 and	 direct	 two‐way	 communication	 (Kim	

and	Ko,	2012).	Online	activities	are	 increasingly	playing	a	 larger	role	 in	multi‐channel	

strategies,	not	only	in	the	form	of	e‐commerce	or	social	media,	but	also	combined	in	the	

form	of	social	commerce	(s‐commerce),	which	is	online	selling	through	electronic	word	

of	mouth	and	social	media	(such	as	Facebook	commerce,	or	F‐commerce).	S‐commerce	
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can	 manifest	 itself	 in	 a	 variety	 of	 shopping,	 recommending,	 and	 selling	 behaviors	

(Rowley,	2009).		

Another	 important	 part	 of	 the	 online	 branding	 strategy	 is	 brand‐consumer	

online	collaboration.	As	customer	engagement	on	social	media	 increases,	social	media	

users	 are	 increasingly	 more	 willing	 to	 collaborate	 with	 brands	 in	 assisting	 with	

business	 functions	 such	 as	 developing	 new	 products,	 creating	 marketing	 campaigns,	

improving	 customer	 service,	 and	 providing	 feedback.	 According	 to	 Kim	 and	 Ko,	with	

over	50	percent	of	social	media	users	following	a	brand	on	social	media,	platforms	can	

dramatically	 impact	a	brand’s	reputation.	These	platforms	provide	an	opportunity	 for	

retailers	to	impress	their	customers	by	establishing	themselves	as	fashion‐forward	and	

knowledgeable,	 adding	 value	 to	 the	brand	 and	positively	 influencing	 fashion	decision	

making	(McCormick	and	Livett,	2012).	This	strategy	becomes	increasingly	important	as	

social	media	creates	hyper‐informed	consumers	(“State	of	the	Media”,	2013).	Retailers	

who	 incorporate	 social	media	 into	 their	marketing	 strategies	 report	 higher	 sales	 and	

increased	profits.	Retailers	who	do	not	take	advantage	of	social	media	are	missing	out	

on	 an	 opportunity	 to	 reach	 and	 engage	with	 consumers	 (Kunz,	Hackworth,	 and	 et	 al,	

2011).	 Brands	 are	 also	 using	 social	 media	 to	 connect	 with	 consumers	 and	

collaboratively	 create	 new	 products,	 build	 new	 business	 models,	 and	 develop	 more	

effective	services	(Kim	and	Ko,	2012).	The	biggest	challenge	for	brands	is	determining	

how	to	best	use	social	media	to	attain	the	greatest	benefits	without	succumbing	to	the	
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potential	 pitfalls	 and	 vulnerabilities	 associated	 with	 the	 online	 environment	 (Kunz,	

Hackworth,	and	et	al,	2011).		

Online	Consumer	Behavior	

A	 significant	 amount	 of	 current	 research	 related	 to	 online	 consumer	 behavior	

discusses	the	theory	and	frameworks	behind	this	activity.	It	is	important	to	understand	

why	consumers	behave	the	way	that	they	do,	how	they	make	judgments	about	fashion	

products,	and	how	they	interpret	clothing	when	it	is	intangible	(McCormick	and	Livett,	

2012).	However,	 little	 research	has	been	carried	out	 to	 investigate	 the	effect	of	 social	

media	on	this	behavior.		

According	to	McCormick	and	Livette	(2012),	consumers	are	progressing	towards	

a	 more	 visual,	 right	 brain‐oriented	 society	 that	 merits	 visual	 stimulation.	 Younger	

consumers	who	grew	up	viewing	and	 interacting	 through	 televisions,	 computers,	 and	

mobile	 phones	 are	 particularly	 prone	 to	 this	 tendency,	 as	 they	 learned	 to	 read	 and	

convey	information	in	this	format.	 	This	trend	coincides	with	the	image‐centric	nature	

of	most	social	media	platforms.	Other	key	drivers	of	fashion‐related	consumer	behavior	

are	 social	 interactions	 and	 the	 values	 henceforth	 generated	 (such	 as	 when	 the	

responses	 of	 peers	 either	 validate	 or	 invalidate	 opinions).	 The	 constantly	 evolving	

social	 and	 consumer	 traits	 and	 lifestyles	 that	 customers	 experience	 are	 reflected	 in	

their	behavioral	 intentions	and	attitudes	 toward	e‐commerce.	 (McCormick	and	Livett,	

2012).	 These	 are	 key	 points	 that	 retailers	must	 keep	 in	mind	when	making	 strategic	

marketing	decisions	in	order	to	appeal	to	their	target	market.	
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Retailers	are	finding	it	beneficial	to	engage	in	online	commerce	to	facilitate	the	

shopping	experience,	to	increase	revenue,	to	manage	customer	service,	to	extract	both	

positive	 and	 negative	 feedback,	 to	 extend	 brand	 recognition,	 to	 build	 brand	

relationships,	 to	 increase	 the	 likelihood	 of	 repatronage,	 and	 to	 maintain	 e‐loyalty	

(Rowley,	2009).	People	behave	differently	online	and	in‐person,	and	parallels	to	these	

behaviors	 exist	 in	 consumers	 shopping	 online	 versus	 in‐person.	 Since	 fashion	

consumers	 are	 influenced	 by	 their	 senses	 in	 making	 purchase	 decisions,	 a	 highly	

interactive	and	 involved	online	presence	 can	help	 to	 reduce	 the	 risk	of	buying	online	

fashion	products	by	allowing	customers	to	feel	as	if	they	are	engaging	with	the	product	

(McCormick	and	Livett,	2012).	

Website	Evaluation	

	 With	 quality	 of	 interface	 becoming	 so	 important,	 it	 is	 important	 to	 develop	

criteria	 for	 assessing	 the	 performance	 of	 online	 content.	 Evaluating	 websites,	

particularly	 those	 for	 fashion	 brands,	 a	 wide	 range	 of	 criteria	 must	 be	 considered,	

including	 those	 related	 to	 function,	 aesthetics,	 and	 content.	 According	 to	 McCormick	

and	Livette,	the	design	of	a	website	should	create	riveting,	stimulating,	and	influential	

experiences	that	provide	both	function	via	information	and	recreation	via	interactivity.	

They	 go	 on	 to	 assert	 that	 the	 beliefs,	 personalities,	 and	 social	 standing	 of	 the	 target	

consumer	should	be	reflected	in	the	design	of	the	website.		

Brands	 have	 found	 it	 useful	 to	 evaluate	 their	 online	 strategies	 against	 specific	

criteria	to	determine	customer	engagement.	Rowley	suggested	examining	aspects	such	
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as	 connection	 between	 brand	 name	 and	 domain	 name,	 web	 page	 design,	 level	 of	

interactivity,	 navigability,	 information	 about	 fashion	 trends,	 relevant	 information,	

consistency	 throughout	 the	 site,	 and	 consistency	with	 brand	 elements	 and	 values,	 as	

well	as	the	presence	of	emotional	brand	associations	(such	as	excitement).	Kim	and	Ko	

add	 to	 these	 dimensions	with	 trendiness,	 customization,	 word	 of	mouth	 capabilities,	

entertainment,	 and	 interaction.	 Smith,	 et	 al,	 proposed	 identifying	 dimensions	 that	

include	 brand	 promotion	 and	 self‐presentation,	 brand	 centrality,	 apparent	 target	

market,	 consumer	 response,	 credibility	 and	 truthfulness,	 brand	 sentiment,	 and	

discussion	and	response.		In	their	research	on	social	media	evaluation,	Heinrichs,	et	al,	

suggested	 criteria	 dimensions	 of	 usefulness,	 information	 quality,	 expertise,	 accuracy	

and	 trustworthiness,	 timeliness,	 completeness,	 usage	 intention,	 intrinsic	 motivation,	

and	general	user	satisfaction.	They	also	discovered	that	sites	with	the	most	ease	of	use	

had	 the	 highest	 usage.	 Sands,	 et	 al,	 contribute	 to	 the	 criteria	 by	 looking	 at	 design	

elements,	relevance,	level	of	technology,	and	customer	experience.	In	their	research	on	

website	 design,	 Gloria	 Moss	 and	 Rod	 Gunn	 recommend	 considering	 ease	 of	 use,	

presence	 of	 brand	 elements,	 extent	 of	 formality,	 consistency,	 language,	 typography,	

visual	attractiveness,	interactivity,	and	navigation.	They	also	emphasize	the	importance	

of	 catering	 the	 content	 and	 design	 of	 each	 platform	 to	 the	 products,	 to	 the	 target	

market,	and	to	the	spending	and	decision‐making	powers,	specifically	by	gender	(Moss,	

Gun,	and	et	al,	2006).	
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	 In	 terms	 of	 criteria	 specific	 to	 social	 media,	 Vries,	 Gensler,	 and	 Leeflang	

determined	 that	vivid	and	 interactive	brand	posts	 resulted	 in	a	 significant	number	of	

likes	 and	 positive	 comments.	 Further,	 incorporating	 more	 interactive	 and	 engaging	

content	(such	as	question	and	quizzes)	results	in	a	greater	number	of	comments.	Lastly,	

the	number	of	Comments	 is	positively	 related	 to	 the	number	of	 Shares,	meaning	 that	

the	more	 feedback	 from	 their	 peers	 that	 a	 consumer	 sees	 on	 a	 brand	 post,	 the	more	

likely	they	are	to	share	the	content	(de	Vries,	Gensler,	and	et	al,	2012).	

This	 review	of	 academic	 literature	 provides	 a	 foundation	 for	 research	 on	 how	

brands	 can	 utilize	 social	 media	 marketing	 in	 their	 digital	 and	 integrated	 marketing	

strategies.	This	literature	review	also	exposed	a	gap	in	academic	research	pertaining	to	

evaluation	of	social	media	platforms	and	identification	of	tactics	for	brands	to	reach	and	

engage	with	consumers.	This	study	seeks	to	address	these	needs	through	the	creation	

of	evaluation	criteria	and	a	coding	hierarchy	for	brands’	Facebook	pages.	
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CHAPTER	3	

METHODOLOGY	

Research	Design	

	 The	purpose	 of	 this	 study	was	 to	 examine	 the	 social	media	 interfaces	 used	by	

brands	representing	different	retail	formats	and	to	then	identify	tactics	that	brands	are	

using	 to	 engage	 with	 social	 consumers.	 A	 qualitative	 research	 design	 was	 used	 to	

conduct	 a	 content	 analysis	 of	 select	 social	media	 for	 four	 types	of	 retail	 formats:	 fast	

fashion,	mass	merchandiser,	department	store,	and	designer	boutique.	One	retailer	was	

chosen	to	be	representative	of	each	format	based	on	their	prominence	 in	the	markets	

and	their	social	media	presence,	as	determined	by	a	2013	L2	Think	Tank	 Intelligence	

Report	on	Social	Platforms.	One	social	media	platform	was	analyzed,	Facebook,	due	to	

its	popularity	among	consumers	and	its	use	by	all	selected	retailers.	The	following	table	

presents	the	selected	brands,	the	retail	format	that	they	represent,	and	the	social	media	

outlets	 that	 each	 use	 in	 an	 integrated	 marketing	 plan	 (Table	 2).	 The	 integrated	

marketing	 plan	 refers	 to	 the	 marketing	 mix	 that	 incorporates	 traditional	 and	 digital	

channels	to	form	a	cohesive	brand	image.	While	Twitter	and	Instagram	were	also	in	use	

by	all	selected	retailers,	they	each	presented	their	own	issues	that	would	make	analysis	

more	 difficult:	 Twitter	 posts	 often	 include	 links	 to	 external	 content,	 and	 Instagram	

content	 is	composed	primarily	of	 images	and	hashtags	 (i.e.	words	or	phrases	 that	are	

preceded	by	the	pound	sign,	#,	to	identify	and	link	a	specific	topic).	
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Table	2:	Retail	Formats,	Representative	Brands,	and	Respective	Social	Media	Outlets	in	
2013	

Retail	Format	 Brand	 Social	Media	Outlets	

Fast	Fashion	 H&M	  Facebook	
 Twitter	
 Google	+	
 Youtube	
 Instagram	

Designer	Boutique	 Tory	Burch	  Facebook	
 Twitter	
 Pinterest	
 Instagram	

Department	Store	 Macy’s	  Facebook	
 Twitter	
 Pinterest	
 Google	+	
 Youtube	
 Instagram	

Mass	Merchandiser	 Target	  Facebook	
 Twitter	
 Pinterest	
 Youtube	
 Instagram	

	

	 To	 determine	 how	one	 social	media	 interface	 varies	 across	 brands,	 evaluation	

criteria	were	 developed	 to	 qualitatively	 analyze	 Facebook	 pages.	 These	 criteria	were	

used	to	ascertain	the	tactics	that	these	brands	are	using	to	engage	with	consumers	on	

social	 media.	 Qualitative	 data	 analysis	 software	 (i.e.	 QSR	 NVivo	 10)	 was	 used	 to	

generate	word	frequencies	and	create	word	clouds	to	help	 identify	 topics	 that	brands	

push	on	consumers.	
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Data	Collection	

	 The	 data	 collection	 process	 spanned	 a	 six‐month	 period	 beginning	 January	 1,	

2013	and	ending	 June	30,	2013.	Data	was	 collected	 from	 the	Facebook	pages	 for	 this	

same	six‐month	period,	and	 for	each	company,	brand‐generated	posts	were	compiled	

into	a	PDF	document.	These	documents	were	used	to	answer	both	Research	Question	1	

and	Research	Question	2.		

Instrument	

Research	Question	1	

	 Research	 Question	 1,	 which	 examined	 how	 a	 selected	 social	 media	 interface	

varies	across	fashion	brands	that	are	representative	of	a	variety	of	retail	formats,	was	

addressed	with	 an	 analysis	 of	 Facebook	 pages	 across	 different	 brands,	 based	 on	 the	

researcher’s	 perception	 of	 how	 they	 compare	 to	 each	 other.	 A	 set	 of	 criteria	 was	

developed	after	reviewing	literature	to	evaluate	each	Facebook	page	(see	Appendix	A).	

The	 researcher’s	 experience	 with	 analyzing	 and	 optimizing	 social	 media	 pages	 for	

business,	 as	 well	 as	 input	 from	 an	 expert	 in	 web	 design	 for	 technical	 aspects	 of	 the	

criteria,	further	contributed	to	the	development	of	these	criteria.	The	evaluation	criteria	

were	clustered	into	the	following	five	categories	with	their	respective	subcategories:	

1)	Functionality	

This	 category	 included	 several	 factors	 that	 related	 to	both	 the	brand	 and	 their	 social	

media	page.	
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 Geographic	 Reach	 determines	 whether	 the	 interface	 is	 for	 international	 or	

domestic	use	and	whether	this	geographic	spread	is	intentional	from	the	brand.		

 Aesthetic	Appeal	 takes	 into	 consideration	 first	 impressions	 and	whether	 the	

page	is	visually	appealing.		

 Captivation	 covers	 depth	 of	 site—do	 consumers	want	 to	 engage	 further	with	

the	site?		

 Findability	 includes	the	use	of	an	intuitive	URL	(one	that	 is	close	to	the	brand	

name),	 keywords,	 and	 meta	 tags,	 all	 which	 make	 a	 site	 more	 searchable	 and	

appear	higher	in	search	results.		

 Needs	Addressed	relates	to	whether	the	site	meets	the	anticipated	expectations	

of	customers	for	this	type	of	site.		

 Legitimacy	indicates	that	there	is	contact	information	available,	as	well	as	brand	

validation	and	credentials.		

 Finally,	 Reviews	 considers	 if	 there	 are	 consumer	 recommendations	 or	

testimonials	present.		

2)	Users	

This	category	included	criteria	about	the	user	of	the	social	network:	

 User	Demographics	 relates	 to	 the	 compatibility	 of	 the	 user	with	 the	 brand’s	

target	market).	

 Engagement	considers	whether	fans	are	interacting	with	social	media	content.		
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Both	of	these	elements	are	measured	based	on	the	perception	of	the	evaluator.			

3)	Technical	

This	category	included	the	following:		

 Accessibility	(ease	of	use,	handicapped	accessibility,	if	there	is	access	to	content	

without	a	Facebook	account,	and	short	and	simple	URLs),	

 Errors	(spelling,	grammar,	and	technical),	and	

 Exit	Links	(the	types	of	posted	links	and	where	they	are	linked	to).	

4)	Content	

This	category	 includes	a	variety	of	criteria	related	to	the	material	on	the	social	media	

site.	

 Interactivity	 relates	 to	 whether	 the	 content	 is	 open‐ended	 and	 encourages	

engagement,	 such	 as	 with	 polls,	 quizzes,	 and	 questions,	 and	 whether	 there	 is	

variety	in	this	content.		

 Similarly,	the	Information	criteria	attempts	to	determine	whether	the	content	is	

valuable,	relevant,	appropriate,	and	useful.	

 The	 Accurate	 criteria	 attempts	 to	 determine	 if	 content	 is	 correct	 and	 with	

authoritative	resources.		

 Further,	 is	 the	 content	 On‐Trend	 for	 the	 brand	 and	 is	 it	 Appropriate	 with	

respect	to	the	perceived	target	market.		
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 Originality	 discusses	 whether	 the	 content	 is	 brand‐generated,	 comes	 from	

reposts,	or	depends	on	external	links.		

 Feedback	 addresses	 whether	 the	 brand	 responds	 to	 consumers	 in	 an	

appropriate	 and	 timely	 manner,	 typically	 with	 regards	 to	 customer	 service	

issues.		

 In	 terms	 of	Language,	 it	 should	 be	 appropriate	 both	 to	 the	 brand	 and	 to	 the	

target	consumer.		

 Frequency	relates	to	whether	there	is	too	little	or	too	much	content	and	if	it	is	

current	and	up‐to‐date.		

 Lastly,	the	Photos	and	Videos	category	considers	the	type	of	visual	content	(i.e.	

merchandise,	models,	consumers,	charity	events),	the	relevance	to	the	brand	and	

its	 products	 and	 target	 market,	 brand‐	 versus	 user‐generated	 visuals,	

professional	 versus	 amateur	 visuals,	 enough	 interest	 and	 variety	 to	 draw	 the	

consumer	through	the	content,	how	appropriate	the	profile	and	cover	photos	are	

(as	well	as	how	frequently	they	are	updated),	and	whether	there	are	too	many	or	

too	few	albums.	

5)	Strategy	

This	category	includes	criteria	that	relates	back	to	a	brand’s	overall	marketing	strategy	

and	functions.			
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 Social	media	 best	 practices	 suggest	 that	 only	 20	 percent	 of	 content	 should	 be	

Brand‐Centric,	 or	 content	 that	 directly	 promotes	 the	 brand	 including	

information	 about	 products,	 competitions,	 special	 offers,	 freebies,	 promotions,	

and	 sales.	This	 category	also	 considers	visual	brand	cues,	 such	as	 the	usage	of	

brand	elements.	

 Promotions	discusses	how	consumers	are	directed	to	the	page	(which	external	

sites	promote	the	Facebook	page),	whether	the	brand	uses	paid	promotions,	and	

whether	they	promote	their	other	social	media	platforms.		

 App	Usage	examines	the	number	and	types	of	apps	that	the	brand	actively	uses,	

as	well	as	the	order	of	importance	that	the	company	ranks	them.		

 Brand	Element	Usage	considers	how	the	brand’s	logo,	symbols,	slogans,	colors,	

etc	are	used	within	the	site.			

 The	Off‐Line	 Connections	 criteria	 examines	 if	 and	 how	 the	 brand	 promotes	

real‐life	events	and	activities	(opportunities	 for	 the	consumers	to	 interact	with	

the	brand	and	its	products).		

 The	Transparency	 criteria	 attempts	 to	 determine	whether	 the	 brand	 is	 open	

and	honest.		

 Similarly,	 the	 Crises	 Management	 criteria	 examines	 if	 and	 how	 the	 brand	

addresses	 unforeseen	 events	 and	 considers	 whether	 these	 issues	 are	 with	 a	

specific	branch	of	the	brand,	in	a	specific	region,	or	with	specific	customers.		
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 Brand	Management	discusses	whether	the	brand	maintains	a	consistent	image,	

voice,	 and	 tone	 (including	with	 the	brand’s	message,	with	 the	brand’s	website,	

and	with	the	brand’s	other	social	media	platforms).		

 Value	Proposition	 attempts	 to	 identify	 the	presence	 of	 a	 unique	 selling	 point	

and	whether	the	site	can	be	used	as	a	resource	for	the	consumer.		

 Call	To	Action	 determines	whether	 the	brand	attempts	 to	 accrue	 interactivity	

from	 consumers	 (such	 as	 through	 contests	 and	 open‐ended	 content)	 and	

whether	 these	 actions	 are	 intended	 to	 create	higher	 engagement	 from	current	

fans	or	to	increase	the	consumer	fan	base.		

 Facebook	 Promotion	 questions	 whether	 the	 brand	 promotes	 the	 page	 as	 a	

whole,	a	specific	post,	or	some	other	specific	type	of	content.		

 Evident	Goals	considers	if	it	is	apparent	what	the	brand	is	trying	to	accomplish	

by	having	a	social	media	site	(i.e.	to	provide	information,	to	self‐promote,	to	offer	

coupons	and	deals,	to	increase	attendance	at	an	event,	to	increase	page	likes).	

Research	Question	2	

Research	Question	2,	which	examines	tactics	that	brands	use	via	social	media	to	

engage	consumers,	was	addressed	with	a	content	analysis	of	Facebook	pages	across	the	

different	 brands.	 QSR‐NVivo	 10	 qualitative	 research	 software	was	 chosen	 to	 conduct	

the	 analyses,	 as	 it	was	 the	most	 current	 qualitative	 software	 tool	 at	 the	 researcher’s	

disposal.	 NVivo	was	 used	 to	 run	word	 frequency	 analyses	 on	 the	 Facebook	 page	 for	

each	 individual	 brand	 in	 order	 to	 identify	 their	 unique	 strategies	 for	 achieving	
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engagement	on	social	media.	An	additional	word	frequency	was	run	for	all	four	brands	

simultaneously	for	better	comparison	to	each	other.	A	social	media	marketing	typology	

as	 outlined	 by	 Coursaris,	 Van	 Osch,	 and	 Balogh.,	 was	 used	 as	 the	 framework	 for	

categorizing	data	and	analyzing	content	 (see	Appendix	B).	The	seven	main	categories	

were	as	follows	(Coursaris,	Van	Osch	&	Balogh,	2013):		

 Brand	Awareness	

 Corporate	Social	Responsibility	

 Customer	Service	

 Engagement	

 Product	Awareness	

 Promotional,	and	Seasonal	

Pilot	studies	determined	that	while	 these	categories	were	mutually	exclusive,	 they	

were	 not	 exhaustive	 with	 regards	 to	 fashion	 brands,	 as	 the	 original	 model	 was	

intended	 for	 different	 industries	 that	 included	 airlines	 and	 fast	 food	 chains.	

Additional	 categories	were	added	 to	 accommodate	 the	 themes	 that	 emerged	 from	

the	data,	including	Fashion,	Emotion,	and	Community	Building.	Words	that	were	not	

appropriate	 for	any	of	 the	designated	categories	but	 that	did	not	occur	 frequently	

enough	to	merit	 the	creation	of	a	category	were	placed	in	a	Random	category.	See	

Appendix	C	for	final	categories,	subcategories,	and	definitions.	
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Analysis	

Research	Question	1		

	 Evaluation	 criteria	 developed	 to	 qualitatively	 analyze	 social	 media	 interfaces	

were	 used	 to	 evaluate	 the	 Facebook	 pages	 for	 four	 retailers,	 each	 representing	 a	

different	 retail	 format.	 Each	 criterion	 was	 explored	 in‐depth	 to	 create	 a	 thorough	

representation	of	 the	 individual	brand.	The	researcher’s	 two	years	of	experience	with	

social	 media	 management	 guided	 her	 perceptions	 of	 the	 brands’	 successes	 and	

downfalls.	The	brands	were	 then	 subjectively	 ranked	against	 each	other	 from	best	 to	

worst	for	their	performance	in	each	category,	based	on	perception	as	appropriate.		

To	increase	the	reliability	and	validity	of	this	evaluation	for	future	research,	the	

instrument	 was	 verified	 by	 three	 independent	 experts	 in	 their	 field,	 including	 web	

design,	 web	 accessibility,	 and	 digital	 public	 relations.	 When	 applied	 to	 Facebook	

business	 pages	 for	 brands	 of	 their	 choosing	 (excluding	 academia	 and	 nonprofit),	 the	

instrument	 was	 found	 by	 each	 individual	 to	 be	 functional	 and	 effective.	 Main	

suggestions	 for	 improvement	were	additional	clarifications	on	criteria	 (in	 the	 form	of	

questions	rather	than	statements)	and	the	supplement	of	definitions	for	key	terms.	

Research	Question	2	

In	order	to	identify	tactics	that	brands	utilize	to	engage	consumers,	QSR	NVivo	

10	qualitative	data	analysis	software	was	used	to	evaluate	Facebook	pages	for	each	of	

the	four	retailers.	This	method	provided	a	quick	and	efficient	way	to	analyze	the	data,	
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once	 the	 parameters	were	 determined.	 This	 software	 also	 assisted	 in	 organizing	 and	

storing	the	data,	as	well	as	increasing	validity	and	transparency.	

Word	 frequency	 queries	 list	 the	 most	 frequently	 occurring	 words	 in	 selected	

text(s),	which	can	be	useful	 in	 identifying	themes	and	concepts	 in	the	data.	Five	word	

frequency	queries	were	run,	one	for	each	of	the	four	brands	and	then	one	with	all	four	

brands,	which	may	 provide	 insight	 into	 the	 general	 social	media	 strategy	 for	 fashion	

retailers.	The	queries	followed	the	following	criteria:	search	in	text,	search	in	selected	

items,	 display	 1000	most	 frequent	words	with	minimum	 length	 of	 two,	 find	matches	

including	 stemmed	 words.	 Common	 words	 such	 as	 numbers,	 prepositions,	

conjunctions,	 and	 contractions,	 as	 well	 as	 frequent	 social	 media	 terminology,	 were	

marked	as	stopwords	(words	that	are	filtered	out	that	are	not	meaningful	to	analysis)	

so	that	they	would	not	influence	the	data	outcomes	(see	Appendix	D).		

The	 brands	 did	 not	 each	 post	 an	 equal	 number	 of	 times,	 ranging	 from	 Tory	

Burch	 with	 152	 brand‐originated	 posts	 to	 Macy’s	 with	 364	 brand‐originated	 posts.	

Thus,	 brands	with	more	 posts	 consequently	 had	more	words	 contained	within	 those	

posts.	For	 this	 reason,	an	occurrence	 frequency	 (i.e.	how	often	a	particular	word	was	

used	within	the	six‐month	time	period)	could	not	be	selected	to	apply	to	all	brands.	To	

mitigate	these	differences	in	the	number	of	posts,	the	top	15	percent	of	instances	that	a	

word	occurred	was	used	for	each	brand.	The	word	frequency	stopping	points	were	also	

calculated	for	the	top	10	percent	and	top	25	percent	of	 the	most	 frequently	occurring	

words,	 but	 these	 limitations	 were	 determined	 to	 respectively	 be	 too	 narrow	 when	
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taking	 the	 individual	 brands	 word	 frequencies	 into	 account	 and	 too	 broad	 when	

considering	the	words	contained	in	the	total	of	1,009	brand‐originated	posts	for	all	four	

brands.	Final	word	frequency	stopping	points	were	based	on	the	posting	frequency	of	

each	brand	and	were	thus	individual	to	each	brand	(see	Table	3).	The	word	frequency	

stopping	point	for	each	brand	was	as	follows:	words	that	appeared	eight	times	or	more	

for	Macy’s,	nine	times	or	more	for	H&M,	five	times	or	more	for	Target,	 three	times	or	

more	for	Tory	Burch,	and	22	times	or	more	for	all	four	brands	simultaneously	analyzed.	

	

Table	3:	Brands’	Posting	Frequency	and	Stopping	Points	

	 Macy’s H&M Target Tory	Burch	 All	Four	
Brands	

Number	of	brand‐originated	
posts	

	

364	

	

	

285	

	

208	

	

152	

	

1,009	

Word	frequency	stopping	
points	

8	 9	 6	 3	 22	

Individual	words	coded	 211	 210	 223	 227	 202	

Total	words	coded	 4,530	 4,059 2,441	 2,039	 11,431	
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The	end	product	from	coding	data	produced	by	word	frequencies	was	five	hierarchical	

node	trees	that	included	all	of	the	categories	and	subcategories,	as	well	as	the	number	

of	word	instances	that	fit	into	each.	Word	clouds,	visual	representations	of	words	where	

more	frequent	words	are	indicated	by	larger	font	sizes,	were	produced	for	each	query	

to	support	themes	identified	in	the	data	(see	Appendix	E).	
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CHAPTER	4	

RESULTS	AND	DISCUSSION	

The	 total	 number	 of	 posts	 for	 all	 four	 brands	was	 1009	 (n=1009).	Within	 the	

time	period	 from	 January	1,	2012	 to	 June	30,	2012,	Macy’s	had	364	brand‐originated	

posts,	 H&M	 had	 285	 brand‐originated	 posts,	 Target	 had	 208	 brand‐originated	 posts,	

and	Tory	Burch	had	152	brand‐originated	posts	(see	Table	4).	

	

Table	4:	Brands’	Posting	Frequency	

	 Macy’s H&M Target Tory	Burch	 TOTAL

Number	of	brand‐originated	posts 364	 285	 208	 152	 1,009	

	

	

Research	Question	1	

	 Findings	 are	 organized	 by	 individual	 retailers	 based	 on	 the	 evaluation	 criteria	

for	Facebook	analysis	and	then	followed	by	a	discussion	of	similarities	among	all	 four	

brands.	The	following	differences	among	retailers	emerged	from	the	data	(see	Appendix	

F).	
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H&M	

Functionality	

H&M,	a	 fast	 fashion	retailer,	appeared	to	be	 the	more	accommodating	 to	 the	needs	of	

consumers,	in	comparison	to	the	other	brands.	In	terms	of	geographic	reach,	H&M	has	

intentional	 international	 spread	and	meets	 the	needs	of	 its	 foreign	 fans	 from	a	 single	

Facebook	 page,	 through	 initiation	 of	 posts	 and	 replies	 to	 fans	 in	 different	 languages,	

including	German	and	Russian.	This	consideration	is	important	and	necessary	for	H&M,	

because	 a	 single	 Facebook	 page	 addresses	 the	 needs	 of	 consumers	 from	 across	 the	

globe.	While	 the	 page	 links	 to	 their	website,	 it	 neglects	 to	 cross‐link	with	 their	 other	

social	media.	First	impressions	of	the	page	were	that	it	was	somewhat	dull	for	a	brand	

perceived	 to	 be	 on‐trend	 and	 fashion‐forward.	 The	 colors	 and	 graphics	 do	 not	

necessarily	 draw	 one’s	 eye	 through	 the	 page	 and	motivate	 them	 to	 engage	 with	 the	

content.	 The	 Facebook	 page	 acts	 as	 a	 trend	 resource	 for	 consumers,	 such	 as	 by	

providing	 ideas	 for	 how	 to	 wear	 the	 latest	 fashions.	 Products	 are	 presented	 with	

fashion	 styling	 ideas,	which	 can	help	drive	 sales	 transactions	 in	 the	 store	 and	online.	

Regular	people	are	shown	wearing	the	clothing,	which	serves	as	peer	recommendation.	

This	positioning	of	the	social	media	interface	is	consistent	with	the	brand	image.	H&M	

also	 appears	 to	be	 active	 in	 the	 fashion	 community	by	 “liking”	 and	 reposting	 content	

from	 style	 and	 fashion	 blogs	 and	 websites	 (even	 those	 that	 do	 not	 feature	 H&M	

products).	 	 While	 the	 Facebook	 page	 did	 not	 feature	 any	 explicit	 consumer	
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recommendations	or	testimonials,	the	“recent	posts”	section	revealed	both	positive	and	

negative	commentary.		

Users	

	 In	 terms	 of	 user	 demographics,	 the	 types	 of	 content	 that	 are	most	 frequently	

posted	indicate	that	the	primary	social	consumer	is	female.	Content	seems	to	be	aimed	

at	trendy	20‐	to	30‐year	old	females.	While	very	few	posts	were	aimed	at	males,	none	

related	to	children,	despite	producing	children’s	wear.	With	respect	to	engagement	(see	

Table	5),	the	number	of	likes	during	the	six‐month	period	ranged	from	52	per	post	(for	

a	 post	 promoting	 t‐shirts)	 to	 57,089	 (for	 a	 photo	 album	 of	 behind‐the‐scenes	 at	

Beyonce’s	swimwear	photo	shoot).	Likes	 typically	ranged	between	500	and	5,000	per	

post.	 The	 shares	 ranged	 from	 0	 (for	 the	 same	 t‐shirt	 post)	 to	 3,398	 (for	 Beyonce’s	

swimwear	photo	album).	Comments	ranged	from	0	(for	the	same	t‐shirt	post)	to	8,292	

(for	a	lingerie	photo	album).		

	

Table	5:	Fan	Engagement	on	H&M’s	Facebook		

Likes	 Comments	 Shares	

Maximum	 Minimum Maximum Minimum Maximum	 Minimum	

57,089  52  8,692  0  3,398  0 
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Technical	

	 In	 terms	 of	 accessibility,	 H&M’s	 Facebook	 page	 has	 a	 simple	 URL	 (i.e.	

Facebook.com/hm),	and	most	content	is	accessible	without	an	account.	The	page	is	also	

accessible	 for	 non‐English	 speakers,	with	 communications	 in	 German	 and	 Arabic,	 for	

example.	Most	of	the	posts	have	accurate	spelling	but	minor	grammar	mistakes.	Their	

exit	 links	are	very	brand‐centric,	 linking	 to	 their	personal	e‐commerce	website,	other	

H&M‐sponsored	 sites	 (such	 as	music	 festivals),	 other	 social	media	 for	 the	brand,	 and	

personal	 events	 (such	 as	 store	 openings	 and	 job	 fairings).	 They	 also	 linked	 to	 other	

branded	Facebook	pages,	such	as	music	festivals,	partnerships,	and	bloggers.		

Content	

In	 terms	 of	 interactivity,	 content	 is	 frequently	 open‐ended,	 more	 so	 than	 the	

other	 retail	 formats	 in	 this	 study.	 This	 type	 of	 content	 includes	 ‘what’	 and	 ‘why’	

questions	that	cannot	be	answered	with	‘yes’	or	‘no’	and	calls	to	action	(i.e.	“click	here	

for…”),	 which	 increases	 engagement.	 They	 also	 incorporate	 a	 variety	 of	 content	 that	

includes	quizzes,	photos,	links,	statuses,	and	sales	events.	As	a	consequence	of	having	a	

younger	consumer	market	compared	to	the	study’s	other	brands,	fans	are	more	likely	to	

seek	the	brand	on	social	media	and	engage	with	H&M.	There	are	typically	two	or	three	

posts	per	day,	and	all	the	information	is	current	and	up‐to‐date.	However,	H&M	rarely	

provides	 feedback	 to	 consumer	 questions,	 typically	 only	 responding	 to	 e‐commerce‐

related	 inquiries	 (even	 those	 that	 are	non‐English).	Response	 time	 is	within	one	day.	

The	language	that	H&M	uses	on	their	Facebook	page	is	appropriate	to	the	brand	–	the	
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lingo	is	very	trendy	and	fashion‐forward,	which	appeals	to	the	target	market.	They	also	

use	 English	 spellings	 for	 words,	 which	 is	 appropriate	 since	 H&M	 is	 a	 European	

company.	Further,	they	include	topics	beyond	fashion	and	product,	such	as	about	music	

festivals.	 	With	 respect	 to	 information,	 the	 posts	 are	 valuable	 to	 consumers	 because	

sales	and	promotions	are	 included,	as	well	 as	 trend	resources,	 and	 the	site	also	gives	

statuses	on	store	openings	and	hiring.	

	In	 terms	 of	 originality,	 most	 content	 is	 brand‐generated	 and	 original	 with	 a	

limited	number	of	reposts.	The	photos	are	visually	interesting,	have	a	professional	vibe,	

and	 draw	 consumers	 through	 the	 content.	 They	 are	 also	 relevant	 to	 the	 brand	 and	

appealing	to	the	target	market.	Timeline	photos	are	primarily	self‐promotional	for	H&M	

products	 or	 sales	 events	 and	 feature	 the	 products	 alone	 or	 models	 in	 the	 apparel.	

Albums	are	of	new	clothing	collections	or	look	books	and	do	not	feature	any	consumer‐

generated	 photos.	 With	 reference	 to	 currency,	 the	 cover	 photo	 is	 updated	

approximately	monthly,	typically	featuring	models	and	products.	The	profile	picture	is	

always	 the	 logo	and	never	 changes.	While	 there	are	a	 large	number	of	photo	albums,	

H&M	 uses	 them	 as	 look	 books	 or	 trend	 guides,	 and	 each	 is	 broken	 out	 into	 product	

categories	and	has	fewer	than	twenty	photos.		

Strategy	

	 H&M’s	goals	for	their	Facebook	page	appear	to	be	to	provide	information	about	

sales,	 promotions,	 store	 openings,	 and	 job	 openings;	 to	 act	 as	 a	 trend	 resource;	 to	

promote	their	brand;	and	to	occasionally	conduct	customer	service.	Almost	all	of	H&M’s	
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content	 on	 Facebook	 is	 brand‐centric	 in	 terms	 of	 visual	 cues,	 though	 they	 exhibit	

limited	 usage	 of	 their	 brand	 name,	 as	 evident	 by	 its	 absence	 from	 the	 word	 clouds.	

Promotions	are	for	brands,	products,	sales,	and	designer	collaborations.	They	also	have	

contests	 available	 only	 to	 their	 social	 consumers	 for	 real‐life	 events	 rather	 than	

products,	 such	 as	 winning	 tickets	 to	 a	 music	 festival.	 The	 retailer	 uses	 eight	 apps	

(including	a	location	finder	and	fashion	show	app),	but	some	do	not	have	any	content,	

and	those	that	seem	important	(such	as	Events)	are	placed	lower	in	the	ranking.	While	

they	 frequently	 use	 their	 brand	 logo,	 the	 brand	does	not	 consistently	 use	 their	 other	

brand	elements,	maintain	a	color	palette,	or	use	a	consistent	tone.	They	also	maintain	

dormant	social	media	pages	for	other	sites.		

	 During	the	six‐month	period,	H&M	did	not	have	any	issues	that	would	suggest	a	

lack	of	transparency.	H&M	typically	directs	consumers	to	the	general	customer	service	

email	 and	appears	 to	have	 about	 five	 general	 stock	 answers.	The	most	 common	user	

complaints	are	 	about	apparel	quality	and	 the	extremely	 thin	models	used	 in	ads	and	

promotions.		

Macy’s	

Functionality	

	 In	terms	of	geographic	reach,	Macy’s	has	intentional	domestic	spread.	While	the	

page	links	to	their	website,	it	neglects	to	cross‐link	with	their	other	social	media.	First	

impressions	of	the	page	were	that	it	was	very	brand‐centric,	evident	by	the	prominent	

usage	of	brand	elements,	and	patriotic	 (or	rather,	all‐American)	with	a	consistent	red	
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color	palette	tying	everything	together.	They	appeared	to	have	a	good	mix	of	media,	but	

the	media	did	not	appear	to	be	very	engaging	and	was	visually	unexciting.	The	content	

seemed	to	target	an	older	audience,	such	as	with	the	types	of	products	promoted,	but	

was	inconsistent	by	using	young	models	 in	their	photos.	While	the	Facebook	page	did	

not	feature	any	explicit	consumer	recommendations	or	testimonials,	the	“recent	posts”	

section	revealed	more	negative	posts	than	positive	posts.		

Users	

	 Within	 this	 study,	 Macy’s,	 a	 department	 store,	 had	 the	 greatest	 inconsistency	

between	 their	 core	 customer,	 an	 older	woman	 over	 35	 years	 of	 age,	 and	 their	 social	

target	market,	a	younger	consumer	such	as	Millennials,	who	are	19	to	30.	Traditionally,	

Macy’s	primary	consumer	was	a	more	mature	female	with	children	and	a	middle	class	

household	income	(D'innocenzio,	2012).	However,	a	younger	demographic	is	coming	of	

age	and	entering	their	peak	earning	and	spending	years.	Department	stores	are	using	

social	media	to	reach	these	potential	consumers	and	bring	them	into	the	store,	as	social	

media	use	is	more	prevalent	among	younger	consumers.		

With	 respect	 to	 engagement	 (see	Table	6),	 the	number	of	 likes	during	 the	 six‐

month	period	ranged	from	54	per	post	(for	a	cover	photo	change)	to	106,257	(for	4th	of	

July	message	 from	Macy’s).	 Likes	 typically	 ranged	between	2,000	and	4,000	per	post.	

The	shares	ranged	from	0	(for	a	cover	photo	change)	to	5,310	(for	 the	same	patriotic	

post).	 Comments	 ranged	 from	 19	 (for	 a	 cover	 photo	 change)	 to	 1,193	 (for	 the	 same	

holiday	post).		
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Table	6:	Fan	Engagement	on	Macys’	Facebook		

Likes	 Comments	 Shares	

Maximum	 Minimum Maximum Minimum Maximum	 Maximum	

106,257	 54	 1,193	 19	 5,310	 0	

	

Technical	

	 In	 terms	 of	 accessibility,	 Macys’	 Facebook	 page	 has	 a	 simple	 URL,	 and	 most	

content	 is	 accessible	 without	 an	 account.	 Exit	 links	 connect	 to	 their	 personal	 e‐

commerce	 website,	 other	 social	 media	 for	 the	 brand,	 their	 personal	 charity	 website	

(Shop	For	a	Cause),	events	to	promote	sales,	goodwill	events	(such	as	their	sponsored	

4th	of	July	fireworks	show),	and	other	branded	Facebook	pages	(such	as	iHeartRadio).	

Content	

	 In	 comparison	 to	 the	 other	 brands	 in	 this	 study,	Macys’	 strategy	 indicates	 the	

most	variety	in	content	(including	photos,	contests,	statuses,	and	events),	the	most	calls	

to	 action,	 and	 the	 best	 connections	 to	 real‐life	 events.	 The	 brand	 tries	 to	 be	 fashion‐

forward	with	content,	but	trends	are	not	consistent	with	customer	demographics	(such	

as	leather	peplums	and	studded	dresses	for	an	older	market).	There	are	typically	two	or	

three	posts	per	day,	and	all	the	information	is	current	and	up‐to‐date.		

Of	 the	 four	 brands,	 Macy’s	 demonstrated	 customer	 service	 with	 frequent	 and	

personal	 feedback,	 suggesting	 that	 the	 brand	 understands	 the	 value	 of	 a	 customer.	

Macy’s	 responds	 to	 all	 consumer‐generated	 feedback	 (both	 positive	 and	 negative)	
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within	 a	 day	 of	 the	 original	 post.	 The	 negative	 consumer	 feedback	 portrays	 another	

deviation	 between	 the	 primary	 consumer	 and	 social	 target	 market,	 as	 evidenced	 by	

complaints	 about	 spokesmodels	 and	 music	 selections	 at	 events,	 such	 as	 with	 recent	

Fourth	of	July	fireworks	shows.	Macy’s	use	of	“employee	name	at	Macy’s”	in	responding	

to	 fan	 feedback	 indicates	 that	 they	 have	 a	 sizable	 team	 to	 keep	 up	with	 appropriate	

feedback.	As	a	department	 store	competing	against	e‐commerce	and	big‐box	 retailers	

[commonly	 cited	 as	 declining	 (Weisenthal,	 2013)],	 customer	 service	 and	 customer	

relationship	management	is	more	important	than	ever	before.	The	company	strives	to	

maintain	brand	loyalty	and	takes	all	possible	measures	to	keep	Macys’	products	at	their	

consumers’	fingertips	and	in	the	forefront	of	their	minds,	even	if	they	are	not	in	a	brick‐

and‐mortar	store.		

	 The	language	that	Macy’s	uses	on	their	Facebook	page	seems	to	try	to	appeal	to	a	

younger	market	 in	 terms	 of	 tone	 and	 voice,	while	 the	 brand	 traditionally	 attracts	 an	

older	 market.	 The	 posts	 deviate	 between	 these	 two	 markets.	 With	 respect	 to	 the	

information	 criteria,	 it	 is	 valuable	 to	 consumers	 because	 it	 discusses	 sales	 and	

promotions,	it	is	relevant	because	of	the	information	about	brands	and	their	products,	

and	it	 is	useful	because	 it	educates	the	consumers	about	the	retailer	and	their	charity	

events.	The	 target	market	 inconsistencies	also	occur	with	 their	other	 social	media,	 as	

Pinterest	 appears	 to	 target	 their	 true	market	 while	 Instagram	markets	 to	 a	 younger	

consumer.		
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The	 content	 is	 appropriate	 to	 the	 brand’s	 products	 but	 not	 necessarily	 to	 the	

brand’s	target	market.	The	target	consumer	would	seem	to	be	a	more	mature	woman,	

but	 the	content	seems	to	attempt	 to	 target	younger,	 trendier	women.	With	respect	 to	

fashion,	Macy’s	tries	to	be	on‐trend,	but	the	trends	are	not	consistent	with	the	perceived	

target	market.	They	attempt	to	act	as	a	fashion	resource,	but	they	are	not	always	on	the	

mark.	 In	 terms	 of	 originality,	most	 content	 is	 brand‐generated	 and	 original,	 but	 they	

also	 include	content	created	by	other	entities,	as	well	as	consumers.	Content	does	not	

always	give	off	a	professional	vibe	–	some	photos	seem	amateur	and	over‐edited.	They	

are	also	not	all	visually	appealing,	as	the	red	color	palette	does	not	necessarily	draw	the	

consumer	 through	 the	 content.	 Timeline	 photos	 are	 of	 store‐sponsored	 events,	

products,	and	models	wearing	 the	apparel.	There	are	also	many	photos	of	consumers	

interacting	at	sponsored	events	and	with	expert	stylist	Clinton	Kelly.	While	the	photos	

are	primarily	relevant	to	the	brand,	its	products,	and	its	missions,	they	are	not	always	

appropriate	 for	 or	 necessarily	 appealing	 to	 the	 target	 market.	 With	 reference	 to	

currency,	 the	 profile	 photos,	 which	 are	 about	 brand	 promotions,	 are	 updated	

infrequently	 and	 inconsistently.	 Their	 number	 of	 photo	 albums	 seems	 excessive	with	

respect	to	best	practices,	with	most	albums	having	fewer	than	ten	photos.	In	addition	to	

brands	 and	 products,	 Macy’s	 also	 frequently	 promotes	 their	 celebrity	 collaborations,	

such	as	with	stylist	Clinton	Kelly.		

Strategy	
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	 Macys’	goals	for	their	Facebook	page	appear	to	be	to	provide	information	about	

sales,	 promotions,	 and	 events;	 to	 attempt	 to	 act	 as	 a	 fashion	 resource	 for	 trends;	 to	

promote	 their	 celebrity	 collaborations;	 to	promote	 their	brands	and	products;	 and	 to	

conduct	 customer	 service.	 They	 balance	 content	 that	 is	 and	 is	 not	 brand‐centric	 and	

include	 consumer‐generated	 content.	 Promotions	 are	 for	 brands,	 products,	 and	 sales.	

The	 retailer	 uses	 twelve	 apps	 (including	 a	 charity	 app,	 contest	 results,	 gift	 registry,	

career	 app,	 location	 finder,	 and	 campus	 tour	 2013	 app),	 but	 they	 do	 not	 seem	 to	

appropriately	rank	them	by	importance	or	relevance.	While	they	consistently	use	their	

brand	 elements	 such	 as	 logo	 and	 color,	 they	 have	 an	 ineffective	 use	 of	 their	 slogan,	

which	can	only	be	found	in	the	About	section.		

	 Macy’s	 incorporates	 real‐life	 calls	 to	 action	 into	 their	 social	 strategy	 with,	 for	

example,	holiday	events,	fashion	shows,	opportunities	to	meet	NFL	football	players	and	

designers	 in	 select	 stores,	 days	 at	 the	 ballpark,	 and	 grilling	 contests.	 Other	 calls	 to	

action	include	contests,	interactive	social	opportunities	(such	as	shopping	the	top	pins	

from	their	Pinterest	page),	and	questions.		

	 A	 recent	 crisis	 for	Macy’s	was	 consumer	 outrage	 over	 the	 inclusion	 of	 certain	

artists	in	their	4th	of	July	fireworks	show	who	were	perceived	as	non‐patriotic.	Macy’s	

refrained	 from	 addressing	 any	 of	 those	 complaints,	which	 primarily	 seemed	 to	 come	

from	 older	 consumers	 (another	 mismatch	 between	 target	 and	 actual	 consumer).	

Another	crisis	was	the	airing	of	their	store	commercials	during	CBS’	Big	Brother,	which	

allegedly	had	racist	and	homophobic	contestants.	Consumers	accused	Macy’s	of	sharing	
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these	views.	In	both	cases,	consumers	expressed	anger	that	the	retailer	did	not	respond	

to	 their	 complaints	 on	 Facebook.	 However,	 they	 did	 respond	 to	 every	 complaint	 not	

related	 to	 a	 crisis	 (usually	 related	 to	 customer	 service	 or	 e‐commerce	 issues)	with	 a	

custom	and	personal	note	in	under	an	hour.		

Target	

Functionality	

	 In	 terms	 of	 geographic	 reach,	 Target,	 a	 mass	 merchandiser,	 has	 intentional	

domestic	 spread.	 They	 also	 maintain	 additional	 separate	 pages	 for	 other	 geographic	

areas,	 such	as	Canada	and	Australia,	 and	 for	niche	product	 categories,	 such	as	Target	

Style	and	Target	Baby.	Their	page	links	to	their	website	and	their	other	Facebook	pages	

and	 is	 cross‐linked	 with	 their	 other	 social	 media	 platforms.	 First	 impressions	 of	 the	

page	were	that	it	was	a	young	and	modern	brand	with	a	passion	for	color.	Posts	were	

visually	 appealing	with	 bright,	 bold	 colors	 and	 simple	 graphics	 that	were	 in‐keeping	

with	the	theme.	Clever	posts	and	innovative	hashtags,	such	as	#MyKindOfHoliday	and	

#SummerUp	provide	consistency	and	draw	the	consumer	through	the	page.	The	page	is	

also	 very	 brand‐centric,	 as	 they	 only	 “Like”	 other	 Target	 pages.	While	 the	 Facebook	

page	 did	 not	 feature	 any	 explicit	 consumer	 recommendations	 or	 testimonials,	 the	

“recent	posts”	section	revealed	much	negative	commentary	related	to	public	relations	

crises.,	such	as	with	the	store	dropping	Paula	Deen’s	line	of	products.		
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Users	

	 Of	the	retailers	in	this	study,	Target’s	social	media	format	is	most	consistent	with	

their	target	market.	In	terms	of	user	demographics,	the	types	of	content	that	are	most	

frequently	 posted	 indicate	 that	 the	 primary	 social	 consumer	 is	 a	 financial‐conscious,	

savvy,	modern	young	 female	with	 a	 family	 and	 children.	With	 respect	 to	 engagement	

(see	Table	 7),	 the	 number	 of	 likes	 during	 the	 six‐month	 period	 ranged	 from	170	per	

post	 (for	 a	 post	 about	 their	 wedding	 registry)	 to	 50,875	 (for	 their	 video	 about	

acceptance	and	for	their	Summer	Up	campaign).	Likes	typically	ranged	between	2,000	

and	5,000	per	post.	The	shares	ranged	from	0	(for	the	same	wedding	registry	post)	to	

7,975	(for	a	spoof	video	about	dogs	shopping	at	Target).	Comments	ranged	from	3	(for	

the	 same	 wedding	 registry	 post)	 to	 1,955	 (for	 the	 FEED	 USA	 campaign).	 Comments	

typically	ranged	between	100	and	300	per	post.		

	

Table	7:	Fan	Engagement	on	Target’s	Facebook		

Likes	 Comments	 Shares	

Maximum	 Minimum Maximum Minimum Maximum	 Maximum	

50,875	 170	 1,955	 3	 7,975	 0	
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Technical	

In	 terms	 of	 accessibility,	 Target’s	 Facebook	 page	 has	 a	 simple	 URL,	 and	most	

content	 is	 accessible	 without	 an	 account.	 Exit	 links	 connect	 to	 their	 personal	 e‐

commerce	website,	 pages	 for	 their	 registries,	 other	 social	media	 for	 the	 brand,	 other	

branded	 Facebook	 pages	 (such	 as	 Beats	 by	 Dre	 and	 Starbucks),	 and	 a	 page	 for	 their	

newly‐launched	mobile	deals	app	(Cartwheel).		

Content	

	 In	 terms	of	 interactivity,	 content	 is	not	 typically	open‐ended,	 though	 there	 is	a	

lot	of	variety	with	photos,	contents,	statuses,	polls,	videos,	links,	and	events.	The	retailer	

posts	an	average	of	six	times	per	day	but	only	posts	a	 few	days	per	week.	 In	terms	of	

digital	strategy,	Target	neglected	to	address	negative	public	relations	that	arose	during	

the	 time	 period	 of	 data	 collection,	 such	 as	 consumer	 dissatisfaction	 in	 the	 brand	

dropping	Paula	Deen	products.	Target	responds	infrequently	to	consumer	feedback	and	

does	not	answer	all	questions	or	respond	at	all	 to	negative	comments.	The	brand	has	

also	been	accused	of	deleting	negative	comments.	This	lack	of	address	was	despite	fan	

inquiry	and	complaints,	leading	to	fan	attrition.	

	 The	 language	 that	 Target	 uses	 on	 their	 Facebook	 page	 is	 appropriate	 to	 the	

brand	–	it	is	short	and	trendy,	though	at	times	it	can	sound	as	if	it	is	aimed	at	a	teenaged	

consumer.	With	respect	to	information,	it	is	valuable	to	consumers	because	it	discusses	

sales	 and	 promotions	 and	 in‐store	 product	 offerings.	 Content	 that	 is	 posted	 on	
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Facebook	is	on‐trend	with	regards	to	their	fashion	design	collaborations	(such	as	Prabal	

Gurung)	and	with	their	colors	and	patterns	of	home	furnishings.		

	 In	terms	of	originality,	almost	all	of	the	content	is	brand‐generated	and	original	

with	 no	 reposts.	 Timeline	 photos	 are	 primarily	 self‐promotional	 for	 their	 product,	

promotions,	or	new	coupon	app.	Of	the	four	brands,	Target	had	the	most	consistent	use	

of	their	brand	elements.	The	use	of	simple	graphics	with	bright,	bold	colors	to	appeal	to	

a	 more	 modern,	 visual	 consumer,	 as	 evidenced	 by	 the	 success	 of	 photo‐	 and	 video‐

sharing	 sites	 (Qualman,	 2013).	 A	 coherent	 color	 palette	 and	 placement	 of	 the	 Target	

logo	and	/	or	dog	mascot	on	every	image	lends	the	photos	a	professional	vibe.	Albums	

feature	 the	 products,	 models	 and	 designers	 for	 the	 latest	 fashion	 collections,	 and	

consumers	 who	 can	 upload	 photos	 of	 themselves.	 Images	 are	 very	 relevant	 to	 the	

brand,	 its	products,	and	 its	 target	market.	The	brand	ran	a	summer	artists	series	 that	

featured	summer‐themed	artwork	from	up‐and‐coming	artists	as	their	cover	photos.	A	

unique	type	of	content	that	Target	 frequently	uses	 is	promotion	of	“holidays”,	such	as	

National	 Puppy	 Day,	 National	 BBQ	 Month,	 and	 Take	 Your	 Kids	 to	 Work	 Day.	 With	

reference	 to	 currency,	 the	 cover	 photo	 is	 not	 consistently	 updated;	 a	 single	 image	

remains	posted	anywhere	from	a	week	to	several	months.	The	profile	picture	is	always	

the	logo,	though	it	features	seasonal	variations	that	are	updated	in	line	with	the	cover	

photos.	Almost	all	photo	albums	are	for	products	or	promotions.		
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Strategy	

Target’s	goals	for	their	Facebook	page	appear	to	be	to	promote	their	brand	and	

products,	 to	 provide	 consumers	with	 coupons	 and	 discounts,	 to	 provide	 information	

about	sales	and	promotions,	to	promote	their	new	coupon	app	for	smartphones,	and	to	

conduct	customer	service.	Almost	all	of	Target’s	content	on	Facebook	is	brand‐centric.	

Promotions	 are	 for	 coupons	 via	Cartwheel,	 their	 coupon	app.	The	 retailer	uses	 seven	

apps	 (including	 their	 coupon	 app,	 eGiftcard,	 location	 finder,	 and	 voting	 for	 charity	

campaigns),	 but	 they	 do	 not	 seem	 to	 appropriately	 rank	 them	 by	 importance	 or	

relevance.	Except	for	their	slogan,	which	is	only	apparent	in	the	About	section,	Target	

consistently	uses	their	brand	elements,	particularly	the	logo,	red	and	white	colors,	and	

style.		Unlike	the	other	brands,	Target	does	not	have	any	real‐life	interactions	between	

the	consumers	and	the	brand	outside	of	in‐store	sales.	For	example,	the	brand	does	not	

use	social	media	 to	promote	special	events	or	other	opportunities	 to	engage	with	 the	

brand	 in	 the	 physical	 space.	 A	 unique	 selling	 point	 on	 their	 Facebook	 page	 is	 their	

coupon	app	(the	only	source	for	Target	coupons).		

A	 recent	 crisis	 for	 Target	 was	 consumer	 outrage	 over	 the	 brand	 no	 longer	

carrying	Paula	Dean	cookware.	This	issue	caused	many	of	the	customers	to	threaten	to	

refrain	 from	shopping	at	Target	or	 to	call	 for	 them	to	drop	other	products	 that	 could	

potentially	 be	 found	 offensive.	 Target	 declined	 to	 respond	 to	 any	 of	 these	 comments	

and	 also	 neglected	 to	 release	 a	 press	 release	 from	 their	 website.	 During	 the	 data	

collection	period,	it	was	noted	that	they	respond	within	an	hour	to	all	other	complaints	
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(generally	 about	 customer	 service,	 online	 orders,	 or	 shopping	 experience)	 with	 an	

answer,	a	link	with	the	appropriate	information,	and	an	invitation	to	contact	them.	They	

also	respond	to	positive	comments	by	thanking	consumers	for	their	feedback.		

Tory	Burch	

Functionality	

	 In	 terms	 of	 geographic	 reach,	 Tory	 Burch	 has	 intentional	 domestic	 spread,	

meaning	that	they	deliberately	target	consumers	across	the	country.	Their	page	links	to	

their	 website	 and	 is	 cross‐linked	 with	 their	 other	 social	 media	 platforms.	 First	

impressions	of	the	page	were	that	it	was	very	personable	through	a	noticeable	lack	of	

branding	and	seemed	to	act	as	a	fashion	resource.	Based	on	consumer	posts	and	“likes”,	

the	brand	appears	to	be	supportive	of	empowering	women.	The	more	toned‐down	color	

palette	with	dark	tones	and	neutrals	is,	overall,	visually	appealing.	While	the	Facebook	

page	 did	 not	 feature	 any	 explicit	 consumer	 recommendations	 or	 testimonials,	 the	

“recent	posts”	section	revealed	mostly	positive	commentary	and	few	negative	posts.	

Users	

	 In	 terms	 of	 user	 demographics,	 the	 types	 of	 content	 that	 are	most	 frequently	

posted	indicate	that	the	primary	social	consumer	is	a	middle‐	to	high‐income,	mature,	

independent	 female	 with	 a	 desire	 for	 chic	 basics.	 With	 respect	 to	 engagement	 (see	

Table	8),	the	number	of	likes	during	the	six‐month	period	ranged	from	90	per	post	(for	

sales	promotions)	to	6,528	(for	a	Summer	2013	accessories	guide	photo	album).	Likes	
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typically	 ranged	 between	 300	 and	 2,000	 per	 post.	 The	 shares	 ranged	 from	 0	 (for	 a	

Spotify	 playlist)	 to	 505	 (for	 a	 video	 on	 five	ways	 to	wear	 a	 scarf).	 Comments	 ranged	

from	1	(for	the	Spotify	playlist)	to	124	(for	exclusive	Facebook	sales).		

	

Table	8:	Fan	Engagement	on	Tory	Burch’s	Facebook		

Likes	 Comments	 Shares	

Maximum	 Minimum Maximum Minimum Maximum	 Minimum	

6,528	 90	 124	 1	 505	 0	

	

	

Technical	

	 In	terms	of	accessibility,	Tory	Burch’s	Facebook	page	has	a	simple	URL,	and	most	

content	is	accessible	without	an	account.	The	exit	 links	have	a	good	balance	of	brand‐

centric	and	not,	linking	to	their	personal	e‐commerce	website,	women’s	empowerment	

websites,	other	branded	Facebook	pages	(such	as	Style	List	and	Top	Chef),	the	brand’s	

F‐commerce	site,	other	social	media	for	the	brand,	and	events	(such	as	fashion	shows,	

live	virtual	shows,	and	product	launches).		

Content	

Tory	 Burch,	 a	 boutique,	 was	 the	 least	 brand‐centric	 and	 seemed	 the	 most	

personable	of	all	the	retailers	in	the	study,	based	on	elements	such	as	tone.	As	a	result,	

though,	 the	 brand	 appeared	 to	 be	 the	 most	 inconsistent	 with	 brand	 elements.	 This	
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situation	can	be	attributed	to	Tory	Burch	being	the	only	brand	that	 is	also	 linked	to	a	

designer	(and	one	of	the	same	name).	However,	this	strategy	is	very	efficient	in	telling	

the	brand	story	and	offers	another	means	to	engage	with	consumers.	Tory	Burch	also	

maintains	a	digital	 image	that	 is	consistent	with	the	company	brand	image	by	posting	

about	carrying	out	their	brand	philosophy	to	connect	with	aspects	of	their	consumers’	

lifestyle.		

In	 terms	 of	 interactivity,	 content	 is	 occasionally	 open‐ended,	 such	 as	 with	

questions,	 and	 incorporates	 a	 variety	 of	 content	 that	 includes,	 photos,	 links,	 statuses,	

videos,	and	events.	While	there	are	no	connections	to	real‐life	events,	there	are	calls	to	

action	for	social	activities	such	as	virtual	 fashion	shows	and	exclusive	Facebook	sales.	

There	are	typically	posts	once	a	day	or	every	other	day,	and	most	of	the	information	is	

current	 and	 up‐to‐date.	 In	 the	 six‐month	 period,	 there	 was	 no	 public	 feedback	 for	

consumers.		

The	 language	that	Tory	Burch	uses	on	the	Facebook	page	 is	appropriate	to	 the	

brand	 and	 to	 the	 target	market.	 Posts	 have	 a	 story‐telling	 feel	 and	 use	more	mature	

descriptions	 for	 fashion	 items,	which	 is	 fitting	 for	 the	 target	market	 and	 the	 brand’s	

products.	With	respect	to	information,	it	is	valuable	to	consumers	because	it	discusses	

sales	and	promotions,	and	it	is	useful	because	of	the	trend	and	how‐to‐wear	resources.	

In	 terms	 of	 originality,	 most	 content	 is	 brand‐generated	 and	 original	 with	 a	

limited	 number	 of	 reposts.	 When	 appropriate,	 Tory	 Burch	 cites	 sources,	 but	 also	

provides	original	content	and	act	as	an	authority	on	current	fashion	trends	and	how‐to‐
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wear..	The	photos	are	visually	appealing	and	have	a	blend	of	product	on	models,	as	well	

as	 on	 consumers,	 celebrities,	 and	 socialites.	 Many	 of	 these	 photos	 highlight	 strong	

women	 and	 female	 role	models.	 The	 brand	 also	 includes	 photo	 albums	 from	 fashion	

shows,	global	trips	for	inspiration,	Tory	Burch	in	the	news,	pop‐up	stores,	and	charity	

fundraisers,	 as	 well	 as	 some	 consumer‐generated	 images.	 Photo	 albums	 correspond	

with	seasonal	lines.	All	images	appear	to	be	professionally	shot,	even	if	they	were	shot	

on	a	global	inspiration	trip	or	in	the	office.	With	reference	to	currency,	the	cover	photo	

is	consistently	updated	once	or	twice	a	month	and	typically	features	models	in	product	

and	on‐site	at	global	 locations.	Tory	Burch	is	the	only	brand	that	does	not	 feature	the	

logo	in	the	profile	picture	and	instead	posts	a	photo	of	the	designer,	which	is	updated	

about	once	a	month.	

Strategy	

Tory	Burch’s	goals	for	their	Facebook	page	appear	to	be	to	provide	information	

about	sales,	promotions,	and	events;	to	act	as	a	resource	on	trendy	versions	of	classic	

styles	 and	 fashion	 styling;	 to	 promote	 their	 brand	 and	 products;	 and	 to	 conduct	

customer	 service.	 Promotions	 are	 for	 products,	 F‐commerce	 (the	 sale	 of	 products	

directly	via	Facebook),	and	their	branded	blog,	which	provides	valuable	information	in	

the	form	of	tips	for	trendy	takes	on	classics.	The	retailer	also	has	special	promotions	for	

their	 social	 consumers.	 The	 retailer	 uses	 eight	 apps	 (including	 Facebook	 Shop,	 other	

social	media,	events,	and	locations),	which	are	appropriately	ranked	by	importance	and	
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cross‐linked.	With	 products	 in	 a	 higher	 price‐tier,	 Tory	 Burch	 can	 use	 the	 Facebook	

more	for	building	customer	relationships	and	less	for	generating	sales.		

With	 regards	 to	 brand	 element	 usage,	 Tory	 Burch	 rarely	 uses	 the	 logo	 but	

maintains	a	consistent	color	palette	with	navy	blue	and	the	signature	orange	hue.	They	

are	also	consistent	with	their	global	aesthetic,	which	is	tied	into	many	posts.	A	unique	

aspect	of	Tory	Burch’s	Facebook	page	is	access	to	behind‐the‐scenes	content,	as	well	as	

their	 Facebook‐commerce,	where	unique	products	 are	 available	 for	purchase	directly	

through	the	social	platform.	

During	the	six‐month	period,	H&M	did	not	have	any	issues	that	would	suggest	a	

lack	 of	 transparency.	 On	 the	 Facebook	 page,	 they	 do	 receive	 complaints	 related	 to	

website,	 quality,	 and	 shipping	 issues.	 Tory	 Burch	 selectively	 responds	 to	 complaints	

and	typically	provides	the	same	stock	answer	about	emailing	customer	service.	They	do	

not	address	positive	feedback.			

All	Four	Retailers	

	 There	 were	 several	 tactics	 that	 were	 consistent	 across	 all	 the	 brands	 in	 this	

study,	which	may	be	indicative	of	tactics	used	by	retailers	in	general	on	social	media.	All	

four	 retailers	used	 simple,	 intuitive	URLs	 that	 featured	 their	brand	name,	making	 the	

brands	 findable	 and	 increasing	 their	 perceived	 legitimacy	 as	 the	 official	 brand	 page.	

They	also	used	primarily	brand‐generated	content	 in	their	social	media	strategy,	with	

limited	 consumer‐generated	 content	 or	 external	 resources.	 Despite	 their	 product	

variety,	 the	 four	brands	all	 focused	on	 fashion	products	 in	 their	social	media	strategy	
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and	used	image‐heavy	posts.	They	also	all	seem	to	use	their	Facebook	pages	to	promote	

their	brand	and	products,	 to	provide	 information	about	 sales	and	promotions,	 and	 to	

conduct	customer	service.	

Research	Question	2	

Based	on	 the	NVivo	analysis,	 findings	are	organized	as	 follows:	1)	overview	of	

tactics	across	the	four	retailers,	2)	evaluation	of	tactics	used	by	each	individual	retailer,	

and	3)	comparison	of	tactics	among	the	four	retailers	representing	distinct	channels.	

Through	 assessment	 of	 visual	 representations	 of	 the	 data,	 social	media	 tactics	

usage	naturally	fell	into	four	categories	(see	Figure	1):	

 High	usage:	accounting	for	over	9.6%	of	the	strategy		

 Moderate	usage:	accounting	for	4.1%	to	9.5%	of	the	strategy	

 Low	usage:	accounting	for	up	to	4%	of	the	strategy	

 Nonexistent	usage:	accounting	for	0%	of	the	strategy	
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Figure	1:	Example	of	Visual	Assessment	Using	Average	Usage	of	Social	Media	Tactics	
Across	Retailers	

	

	

Overview	of	Tactics	Across	Retailers		

	 The	four	retailers	exhibited	some	common	behaviors	with	regards	to	their	social	

media	tactics.	All	four	used	their	Facebook	pages	primarily	for	promoting	brand	

awareness,	attaining	engagement	with	consumers,	and	informing	consumers	about	

seasonal	events,	respectively	representing	16.62	percent,	38.05	percent,	and	18.90	
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percent	of	the	total	tactics	(Figure	1)	(see	Appendix	G).	Within	the	Brand	Awareness	

category,	all	retailers	demonstrated	high	usage	of	Promotional	tactics,	with	16.62	

percent	of	total	tactics.	Within	the	Engagement	category,	the	brands	did	not	display	any	

usage	of	Appreciation,	Assistance,	Like,	and	Question	tactics.	However,	all	four	retailers	

showed	high	usage	of	Community	Building,	Directional	tactics,	and	Social	tactics,	

respectively	representing	13.10	percent,	9.61	percent,	and	12.76	percent.		These	

retailers	also	demonstrated	moderate	usage	of	Fashion‐related	tactics,	with	9.64	

percent	of	the	total,	but	they	had	extremely	low	usage	of	Corporate	Social	Responsibility	

tactics	and	nonexistent	usage	of	Customer	Service	tactics.		
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Figure	2:	Social	Media	Tactics	Used	by	All	Four	Retailers	

	

Evaluation	of	Tactics	Used	by	Individual	Retailers	

H&M	

Within	 the	 social	media	 tactics	used	by	H&M,	 the	brand	exhibited	 the	greatest	

usage	 of	 Engagement	 tactics,	 accounting	 for	 34.79	 percent	 of	 the	 total,	 followed	 by	

Seasonal	 tactics	with	18.70	percent	and	Fashion	with	18.45	percent	(see	Figure	2,	see	

Appendix	 H).	 High	 usage	 of	 fashion	 keywords	 such	 as	 ‘looks’	 and	 ‘styles’	 supports	

H&M’s	 status	 as	 a	 top	 global	 fashion	 brand.	 Within	 the	 Engagement	 category,	 the	
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tactics,	respectively	representing	11.46	percent,	10.32	percent,	and	9.61	percent	of	the	

total.	 H&M	 exhibited	 moderate	 usage	 of	 Brand	 Awareness	 tactics,	 representing	 7.19	

percent	 of	 the	 total.	 Fast	 fashion	 is	 implied,	 as	 they	were	 the	 only	 retailer	 to	 refrain	

from	 using	 heritage	 tactics.	 H&M	 did	 not	 use	 any	 Customer	 Service	 tactics	 and	

demonstrated	extremely	low	usage	of	Corporate	Social	Responsibility	(0.74%),	Product	

Awareness	(1.43%),	Emotional	(1.82%),	and	Promotional	(3.65%)	tactics.	Low	usage	of	

promotional	 tools,	 such	 as	 deals	 and	 chances,	 could	 be	 attributed	 to	 the	 brand’s	

already‐low	 price	 points	 and	 affordability.	 However,	 the	 brand	 used	 social	 contests,	

such	as	opportunities	to	win	free	trips	to	the	music	festival	Coachella,	to	reward	their	

Facebook	fans	and	incent	them	to	return	and	engage.		
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Figure	3:	Social	Media	Tactics	Used	by	H&M	

	

	

Macy’s	
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respectively	 representing	16.60	percent,	13.33	percent,	 and	9.62	percent.	 	Macy’s	did	

not	 use	 any	 Corporate	 Social	 Responsibility	 tactics	 and	 demonstrated	 extremely	 low	

usage	of	Customer	Service	(0.20%),	Emotional	(2.25%),	and	Product	Awareness	(2.56%)	

tactics.		

	

	
Figure	4:	Social	Media	Tactics	Used	by	Macy’s	
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Target	

Within	the	social	media	tactics	used	by	Target,	the	brand	exhibited	the	greatest	

usage	 of	 Engagement	 tactics,	 accounting	 for	 33.63	 percent	 of	 the	 total,	 followed	 by	

Brand	Awareness	with	21.47	percent	and	Seasonal	with	18.89	percent	(see	Figure	4,	see	

Appendix	J).	Within	the	Engagement	category,	the	retailer	displayed	high	usage	of	Social	

tactics	 and	 Community	 Building	 tactics,	 respectively	 representing	 11.72	 percent	 and	

11.59	 percent.	 Target	 did	 not	 use	 either	 Corporate	 Social	 Responsibility	 or	 Customer	

Service	 tactics	 and	 displayed	 extremely	 low	 usage	 of	 Product	 Awareness	 (0.74%),	

Emotional	 (2.54%),	 and	 Fashion	 (2.95%)	 tactics.	 This	 low	 usage	 of	 Fashion	 tactics	 is	

expected	for	Target	since	fashion	comprises	a	relatively	smaller	portion	of	their	product	

mix	 compared	 to	 the	other	 companies	 in	 the	 study.	Low	usage	of	Product	Awareness	

tactics	 suggests	 that	 the	 retailer	 takes	 more	 of	 a	 lifestyle	 approach	 to	 social	 media,	

where	they	refrain	from	pitching	specific	products	and	show	how	to	use	them	instead.	
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Figure	5:	Social	Media	Tactics	Used	by	Target	

	

Tory	Burch	

Within	 the	 social	 media	 tactics	 used	 by	 Tory	 Burch,	 the	 brand	 exhibited	 the	

greatest	 usage	 of	Brand	Awareness	 tactics,	 accounting	 for	 28.10	 percent	 of	 the	 total,	

followed	 by	Engagement	 with	 21.58	 percent	 and	 Seasonal	 tactics	with	 21.73	 percent	

(see	 Figure	 5,	 see	 Appendix	 K).	 Within	 the	 Brand	 Awareness	 category,	 Promotions	

accounted	for	26.97	percent,	representing	nearly	the	entire	category.	The	retailer	also	

displayed	moderate	usage	of	Fashion,	Promotional,	and	Product	Awareness	tactics,	with	
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8.19	percent,	6.38	percent,	and	4.61	percent,	respectively.	Tory	Burch	includes	unique	

content	 and	 incentives	 for	 social	 consumers,	 such	 as	 Facebook‐only	 promotions	 and	

behind‐the‐scenes	 content,	 to	 engage	 the	 consumer	 in	 the	 Facebook	 environment.	

These	 Promotional	 tactics	 are	 not	 typically	 linked	 with	 luxury	 brands	 such	 as	 Tory	

Burch,	yet	they	play	an	important	role	in	increasing	the	usage	of	F‐commerce,	as	many	

consumers	may	 initially	 be	 skeptical	 (particularly	 in	 terms	 of	 security).	 F‐commerce	

additionally	drives	brand	excitement	and	sales	through	social	shopping.	Tory	Burch	did	

not	use	Customer	Service	tactics	and	displayed	extremely	low	usage	of	Corporate	Social	

Responsibility	(0.20%)	and	Emotional	(1.03%)	tactics.		
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Figure	6:	Social	Media	Tactics	Used	by	Tory	Burch	

	

	

Comparison	of	Tactics	Among	Retailers		

All	 four	 retailers	 exhibited	 high	 usage	 of	 Engagement,	 Brand	 Awareness,	 and	
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demonstrated	 the	 highest	 usage,	 with	 42.56	 percent	 of	 the	 total,	 and	 Tory	 Burch	

demonstrated	 the	 lowest	 usage,	with	21.58	percent	 of	 the	 total	 (see	Table	9).	Within	

Engagement,	Macy’s	was	the	only	retailer	to	use	Assistance	and	Questions	tactics,	likely	

due	 to	 older	 consumers	using	 social	media	 as	 an	 additional	 source	 for	 questions	 and	

complaints	 rather	 than	 just	 brand	 interactions.	 H&M	 was	 the	 only	 one	 to	 use	 Likes	
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tactics,	which	can	be	attributed	to	younger	consumers	being	more	susceptible	to	 like‐

gating	(the	extortion	of	page	‘likes’	from	new	fans	in	return	for	exclusive	social	content).	

Tory	 Burch	 exhibited	 relatively	 low	 usage	 of	Community	Building,	Directional	 tactics,	

and	Social	tactics	as	compared	to	the	other	three	retailers.	This	low	usage	of	Community	

Building	can	be	ascribed	to	the	brand	maintaining	a	one‐way	dialogue	and	to	consumers	

finding	the	brand	because	of	the	existing	name	and	status	as	a	luxury	brand,	rather	than	

Tory	Burch	 seeking	 to	 draw	 in	 new	 followers.	 For	 this	 reason,	 it	was	 surprising	 that	

Tory	Burch	had	the	highest	Brand	Awareness	in	their	social	media	strategy,	with	28.10	

percent	 of	 the	 total,	 particularly	 in	 regards	 to	brand	name	usage.	H&M	displayed	 the	

lowest,	 with	 7.19	 percent	 of	 the	 total.	Within	Brand	Awareness,	 Target	 was	 the	 only	

retailer	that	neglected	to	use	Operations	 tactics,	while	H&M	was	the	only	one	that	did	

not	use	Heritage	tactics.	For	Seasonal	tactics,	Tory	Burch	showed	the	highest	usage	with	

21.73	percent	of	 the	 total,	while	Macy’s	showed	the	 lowest,	with	14.46	percent	of	 the	

total.	Within	Seasonal	tactics,	all	four	brands	primarily	used	Calendar	tactics,	with	less	

focus	on	Event,	and	Season	and	Holiday	tactics.		

The	four	retailers	exhibited	moderate	usage	of	Fashion	and	Promotional	tactics.	

For	Fashion,	H&M	by	far	demonstrated	the	highest	usage	with	18.45	percent	of	the	total,	

as	compared	to	Tory	Burch	(8.19%),	Macy’s	(5.50%),	and	Target	(2.95%).	However,	for	

Promotional	 tactics,	Target	displayed	the	highest	usage,	with	7.13	percent	of	the	total,	

while	H&M	displayed	the	 lowest	usage,	with	3.65	percent	of	 the	 total.	To	address	 the	

needs	 of	 financially	 conscious,	 young	 families,	 Target	 posts	 coupons	 and	 discounts.	
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Additionally,	instead	of	pushing	products	and	sales,	Target	uses	price	incentives,	as	well	

as	online	promotion	of	exclusive	in‐store‐only	products,	to	drive	consumers	into	stores,	

leading	to	increased	browsing.	These	tactics	help	Target	to	better	compete	with	other	

mass	merchants	with	lower	price	points,	such	as	Wal‐Mart.		

	 All	four	retailers	exhibited	low	usage	of	Emotional	tactics	and	Product	Awareness	

tactics.	 	For	Emotion,	Target	demonstrated	the	highest	usage,	with	2.54	percent	of	the	

total,	 and	 Tory	 Burch	 demonstrated	 the	 lowest	 usage,	with	 1.03	 percent	 of	 the	 total.	

However,	 the	 brands	 all	 employed	 Hedonic	 tactics	 and	 avoided	 Negative	 Emotional	

tactics.	 For	 Product	 Awareness,	 Tory	 Burch	 displayed	 the	 highest	 usage,	 with	 4.61	

percent	of	the	total,	while	Target	demonstrated	the	lowest	usage,	with	0.74	percent	of	

the	 total.	Within	Product	Awareness,	 all	 four	 retailers	 used	Apparel	 tactics,	with	Tory	

Burch	 indicating	 the	 highest	 usage.	 H&M	 did	 not	 use	Beauty	 or	Demographic	 tactics;	

Macy’s	did	not	use	Item	 tactics;	Target	did	not	use	Accessories,	Beauty,	or	Item	 tactics;	

and	Tory	Burch	did	not	use	Demographic	tactics.		

All	 four	 retailers	 also	 exhibited	 extremely	 limited	 usage	 of	 Corporate	 Social	

Responsibility	and	Customer	Service	tactics.	H&M	and	Tory	Burch	were	the	only	retailers	

to	use	Corporate	Social	Responsibility	 tactics,	 the	 former	 representing	0.74	percent	 of	

the	 total	with	Awareness	 tactics,	 and	 the	 latter	 representing	0.20	percent	 of	 the	 total	

with	Fundraiser	tactics.	Tory	Burch	was	the	only	retailer	to	consistently	promote	their	

corporate	 cause,	 global	 women	 empowerment,	 on	 their	 social	 platform,	 which	 helps	

consumers	 to	 form	 an	 emotional	 connection	 with	 the	 brand.	 Macy’s	 was	 the	 only	
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retailer	 to	use	Customer	Service,	with	Outage	 tactics	 representing	0.20	percent	 of	 the	

total.	
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Table	9:	Social	Media	Tactic	Usage	With	Respect	to	Total	Strategy
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CHAPTER	5	

CONCLUSIONS,	IMPLICATIONS,	LIMITATIONS,	RECOMMENDATIONS	

Conclusions	

	 The	 conclusions	 below	 address	 the	 two	 research	 questions:	 (1)	 How	 does	 a	

selected	 social	 media	 interface	 vary	 across	 four	 fashion	 brands,	 which	 are	

representative	of	 four	different	retail	 formats?,	and	(2)	What	 tactics	are	brands	using	

via	 social	 media	 to	 engage	 consumers?	 The	 conclusions	 are	 organized	 into	 two	

categories:	 (1)	 conclusions	 for	 the	 methodology	 and	 (2)	 conclusions	 for	 fashion	

retailers’	 social	 media	 strategies.	 	 In	 order	 to	 evaluate	 retail	 formats’	 social	 media	

interfaces,	as	 represented	by	selected	 fashion	brands,	a	 set	of	 criteria	was	developed.	

Findings	revealed	unique	attributes	based	on	those	retail	formats.		

Conclusions	for	Methodology	

1. After	 using	 the	 originally	 developed	 evaluation	 criteria	 to	 address	 Research	

Question	 One	 (How	 does	 a	 selected	 social	 media	 interface	 vary	 across	 four	

fashion	brands,	which	 are	 representative	 of	 four	 different	 retail	 formats?),	 the	

instrument	 was	 verified	 by	 experts	 in	 related	 fields.	 It	 was	 determined	 that	

minor	modifications	would	make	the	criteria	more	comprehensive.	The	revised	

version	of	 the	evaluation	 (see	Appendix	L)	 is	applicable	 for	business	pages	 for	

any	brand	(excluding	academia	and	nonprofit).	
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2. A	pre‐existing	social	media	typology	was	used	as	the	framework	for	addressing	

Research	 Question	 Two	 (What	 tactics	 are	 brands	 using	 via	 social	 media	 to	

engage	 consumers?).	Additional	data	 categories	 and	 subcategories	were	added	

to	 accommodate	 themes	 that	 emerged	 from	 the	 data,	 proving	 the	 evaluation	

more	effective	for	evaluating	fashion	brands.		

Conclusions	for	Fashion	Retailers’	Social	Media	Strategies	

1. All	 four	 retailers	maintain	a	brand	 image	 in	 the	digital	 space	 that	 is	 consistent	

with	that	of	their	physical	space.	The	brands	effectively	express	their	values	and	

brand	 elements	 on	 social	media	 for	 an	 integrated	marketing	 campaign	 that	 is	

recognizable	by	consumers	and	does	not	dilute	brand	image.		

2. All	brands	in	this	study	use	their	social	media	presence	for	customer	acquisition	

and	loyalty,	particularly	since	social	followers	often	skew	younger.	Demographic	

data	for	social	media	reveals	that	in	2013,	the	average	user	is	between	the	ages	

of	 18	 and	 29	 (Qualman,	 2013).	 Retailers	 are	 refocusing	 on	 these	 younger,	 up‐

and‐coming	consumers	and	using	technology	to	attract	them	to	brands	and	drive	

them	into	stores.		

3. All	 of	 the	 retailers	 exhibit	 relatively	 low	 usage	 of	 social	 responsibility	 and	

customer	service	tactics	on	the	Facebook	pages,	in	comparison	to	other	tactics	in	

their	social	media	strategy.	This	situation	is	likely	due	to	the	brands	using	other	

media	channels	to	convey	this	information,	such	as	websites.		
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4. All	 four	brands	demonstrate	 low	usage	of	season	and	holiday	tactics.	However,	

this	 condition	 would	 likely	 change	 if	 the	 research	 included	 data	 from	 the	

November	through	December	time	period,	as	holiday	sales	(and	the	promotion	

of	said	sales)	comprise	a	significant	portion	of	retail	sales.		

5. Product	Awareness	tactics	concentrate	on	brand	content	that	focuses	on	the	store	

as	 a	whole	 or	 on	 specific	 product	 lines	 or	 designers	 rather	 than	 on	 individual	

items.	Predictably,	apparel	retailers	(H&M	and	Tory	Burch)	had	a	higher	usage	of	

Fashion	 tactics	 in	 comparison	 to	 retailers	 with	 mixed	 product	 lines,	 i.e.		

hardlines	and	softlines	(Macy’s	and	Target).	

6. Analysis	of	the	data	further	revealed	a	substantial	usage	of	Hedonics	(see	Table	

9)	 in	 all	 brands’	 social	 strategies,	 though	 usage	 was	 relatively	 low	 when	

compared	 to	 other	 tactics.	 This	 tactic	 can	be	 attributed	 to	beliefs	 that	positive	

emotions	 can	 motivate	 consumers	 to	 further	 engage	 with	 a	 website,	 a	 fitting	

strategy	 for	 social	 media.	 As	 expected,	 all	 retailers	 also	 display	 a	 nonexistent	

usage	of	negative	 emotions,	 as	 it	 could	be	 counterintuitive	with	 respect	 to	 the	

strategy.	

7. The	 fashion	 retailers	 in	 this	 study	 used	 Facebook	 as	 	 an	 extension	 of	 their	

traditional	marketing	initiatives,	and	some	conclusions	can	be	drawn	that	apply	

to	 this	 type	 of	 retailer	 as	 a	 whole.	 The	 popularity	 of	 photos	 and	 videos	 on	

Facebook	 perfectly	 complements	 the	 image‐centric,	 visually	 rich	 nature	 of	

fashion	 brands.	 Research	 suggests	 that	 for	 these	 brands,	 social	 media	 is	 not	
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focused	on	selling	the	product	through	social	or	acquiring	customers	but	that	it	

is	effective	for	retaining	consumer	brand	loyalty.	Social	media	also	offers	a	way	

for	these	brands	to	engage	with	consumers	and	build	a	community	from	brand‐

followers,	 as	 well	 as	 presents	 a	 new	way	 to	 experience	 a	 brand.	 Additionally,	

Facebook	 permits	 brands,	 Tory	Burch	 in	 particular,	 to	 promote	 a	 lifestyle	 and	

tell	a	story	that	appeals	to	targeted	customers.	

8. Major	 differences	 among	 the	 varying	 types	 of	 retail	 formats	 emerged	 in	

perceived	 goals	 of	 the	 brands’	 respective	 social	 media	 campaigns.	 H&M’s	

Facebook	 page	 focuses	 on	 acting	 as	 a	 fashion	 lookbook,	 as	 evidenced	 by	 the	

prevalence	of	 fashion	keywords,	supporting	their	status	as	a	top	global	 fashion	

brand.	Macys’	utilizes	social	media	 to	 target	a	younger	demographic	 than	their	

primary	brick‐and‐mortar	consumer.	Target	uses	Facebook	to	meet	the	needs	of	

their	 financial‐savvy	 consumers	 via	 information	 about	 sales	 and	 promotion	 of	

their	 smartphone	 coupon	 application.	 Tory	 Burch’s	 Facebook	 page	 serves	 to	

personify	the	brand	and	convey	a	story	about	a	particular	lifestyle.	

Implications				

	 The	 study’s	 results	 have	 implications	 not	 only	 for	 large	 corporate	 brands	 but	

also	 small	 and	medium	brands	and	nonprofit	 organizations.	 Implications	 for	 industry	

are	suggested	as	follows	based	on	the	findings	of	this	study.		

Thirty‐three	percent	of	people	follow	a	brand	on	social	media;	of	these	followers,	

only	 33	 percent	 are	 a	 current	 customer,	 indicating	 that	 the	 other	 67	 percent	 are	
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potential	consumers.	In	the	next	couple	of	years,	it	is	expected	that	these	numbers	will	

increase	 to	 at	 least	 50	 percent	 of	 people	 following	 a	 company	 on	 social	 media	

(Qualman,	2013).	Many	brands	today	recognize	the	need	to	implement	a	social	strategy	

but	do	not	comprehend	how	to	successfully	execute	one.	From	this	research,	retailers	

will	gain	a	deeper	understanding	of	today’s	social	media	environment	and	insight	into	

how	to	run	a	successful	social	campaign,	potentially	 leading	to	 improved	strategies	 in	

meeting	 the	needs	and	expectations	of	 their	 consumers	and	better	marketing	of	 their	

brand,	 where	 digital	 messages	 are	 consistent	 with	 and	 as	 effective	 as	 traditional	

messages.	

Long‐term	 implications	 for	 this	 research	 provide	 marketing	 managers	 with	 a	

better	understanding	of	approaching	social	consumers	and	executing	a	social	strategy,	

through	 the	 analysis	 of	 the	 data	 collected	 for	 major	 brands	 with	 different	 target	

markets	 and	 retail	 formats	 and	 by	 evaluating	 how	 significant	 brands	 execute	 their	

strategies.	 This	 study	 provides	 companies	 with	 the	 criteria	 to	 analyze	 their	 social	

profiles	 and	 to	 then	 develop	 successful	 social	media	 interfaces.	 This	 research	 further	

helps	 retailers	 to	 identify	 an	 appropriate	 online	 strategy	based	on	 their	 unique	 retail	

format	that	can	carry	cover	into	a	cohesive	integrated	marketing	plan.		

Limitations		

	 The	 limitations	 of	 this	 study	 are	 presented	 along	 with	 directions	 for	 future	

research.	The	purpose	of	this	study	was	to	(a)	evaluate	selected	fashion	brands’	social	
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media	interfaces	using	predetermined	criteria,	and	(b)	identify	the	tactics	that	selected	

fashion	brands	use	in	their	social	media	strategy	to	reach	and	engage	consumers	online.		

	 This	 study	 focused	 on	 Facebook	 as	 being	 indicative	 of	 a	 brand’s	 social	 media	

strategy	 and	 does	 not	 take	 into	 consideration	 other	 types	 of	 social	 media,	 such	 as	

Twitter	or	 Instagram,	which	may	also	play	a	prominent	role	 in	 the	companies’	digital	

strategies	 and	 represent	 a	 different	 target	 market	 segment	 within	 the	 overall	 target	

market.	This	 study	also	used	a	 six‐month	period,	 from	 January	1	 to	 June	30,	2013,	 to	

analyze	 Facebook	 data.	 Future	 research	 should	 consider	 a	 full	 year	 of	 data	 and	 take	

seasonal	 factors	 into	 consideration,	 such	 as	 potentially	more	 concentrated	 and	 sales‐

intensive	 social	 media	 campaigns	 in	 November	 and	 December	 to	 take	 advantage	 of	

holiday	spending.		

Additionally,	this	study	only	examined	one	retailer	for	each	of	the	four	types	of	

retail	 formats.	 Future	 research	 should	 take	 into	 consideration	 multiple	 retailers	 for	

each	 retail	 format,	 such	 as	with	 a	 large	 number	 of	 single‐format	 retailers,	 as	well	 as	

additional	 types	 of	 retailers,	 such	 as	 luxury	 brands	 and	 e‐tailers,	 to	 provide	 a	 fuller	

picture	of	the	implementation	of	digital	strategies	in	the	retail	market.		

Recommendations	

	 In	order	to	evaluate	selected	brands’	social	media	interfaces,	a	set	of	criteria	was	

developed	 (see	 Appendix	 A).	 After	 completing	 the	 study,	 it	 was	 determined	 that	

additional	criteria	would	be	useful	 in	assessing	a	retailer’s	social	media	presence	(see	

Appendix	 L).	 	 For	 example,	 a	 subcategory	 under	 the	 Strategy	 category	 can	 address	
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whether	Facebook,	or	social	media	in	general,	is	appropriate	for	the	brand	or	whether	

another	 platform	 would	 be	 more	 suitable.	 A	 brief	 description	 of	 each	 category	 and	

definitions	 of	 key	 terms	 also	 make	 the	 evaluation	 more	 user‐friendly.	 Further,	 this	

evaluation	 is	 subjective,	 so	 a	 bias	 is	 introduced	 based	 on	 experience	 with	 and	

knowledge	 of	 Facebook	 pages	 for	 brands	 and	 social	media	 strategy.	 Future	 research	

should	develop	a	method	of	assessing	 the	success	of	a	brand’s	social	media	platforms	

that	would	coincide	with	the	current	evaluation	to	track	an	individual	brand’s	strategy	

success	over	time	and	to	facilitate	comparison	among	brands.	This	quantitative	scoring	

tool	could	utilize	a	scale	with	specific	criteria	 to	qualify	how	that	brand	 fits	 into	each	

specific	category.	

	 In	 order	 to	 identify	 the	 tactics	 that	 selected	 fashion	 brands	 use	 in	 their	 social	

media	 strategy	 to	 reach	 and	 engage	 consumers	 online,	 a	 social	 media	 marketing	

typology	as	outlined	by	Constantinos	Coursaris,	et	al.,	(see	Appendix	B)	was	modified	to	

address	the	fashion‐specific	nature	of	the	brands	and	then	used	to	categorize	data	and	

analyze	content	(see	Appendix	C).	The	qualitative	nature	of	this	type	of	research	poses	a	

limitation,	as	 the	 interpretation	of	 the	keywords	and	 their	 coding	 is	dependent,	 to	an	

extent	despite	contextual	reference,	on	the	perceptions	of	the	researcher.	Additionally,	

the	 nature	 of	 having	 a	 predetermined	 framework	 implies	 less	 grounded	 research,	 as	

much	of	the	context	is	not	explicitly	examined.	Further,	the	analytical	capabilities	of	the	

selected	qualitative	software	are	limited	and	relied	on	the	interaction	of	the	researcher	
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with	 software.	 Upgrades	 to	 the	 NVivo	 software,	 as	 well	 as	 different	 qualitative	

analytical	software	programs,	could	provide	more	comprehensive	analysis.		

	 Other	potential	extensions	of	this	research	include	an	examination	of	consumer	

conversations	with	 the	 brand.	While	 this	 study	 inspected	brand‐generated	 content,	 it	

did	 not	 take	 into	 consideration	 consumer	 response,	 such	 as	 responses	 in	 their	

comments.	 Additionally,	 future	 research	 should	 examine	 the	 interactions	 between	

brands	and	consumers	and	a	potential	cause‐and‐effect	relationship	over	time.	Further	

research	could	explore	the	role	of	social	media	as	part	of	a	brand’s	integrated	marketing	

plan.		
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Appendix	A:	Research	Question	1:	Evaluation	Criteria
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Appendix	B:	Research	Question	2:	Social	Media	Typography	Outline
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Appendix	C:	Research	Question	2:	Revised	Social	Media	Typography
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Appendix	D:	Research	Question	2:	Stopwords	for	NVivo	

	
#62	#63	#65	#66	#70	#71	#72	#73	#74	#76	#77	000	04	10	100	101	103	104	
108	11	12	13	131	132	134	138	139	14	143	15	150	16	164	17	18	19	20	21	22	221	
23	24	25	253	26	27	28	29	30	31	32	33	34	35	36	37	38	39	40	41	42	43	44	45	46	
47	48	49	50	51	52	53	54	56	57	58	59	60	62	63	64	65	66	67	68	69	70	71	72	73	74	
75	76	77	78	80	81	83	84	87	89	90	93	94	95	96	97	20th	a	about	above	activity	
after	again	against	all	am	an	and	any	are	aren’t	aren't	as	at	be	because	been	
before	being	below	between	both	but	by	can	can’t	cannot	can't	com	comment	
could	couldn’t	couldn't	cover	did	didn’t	didn't	do	does	doesn’t	doesn't	doing	don’t	
don't	down	during	each	Facebook	few	for	from	further	had	hadn’t	hadn't	has	
hasn’t	hasn't	have	haven’t	haven't	having	he	he’d	he’ll	he’s	he'd	he'll	here	here’s	
here's	how	how’s	how's	http	https	i	i’d	i’ll	i’m	i’ve	i'd	if	i'll	i'm	in	into	is	isn’t	isn't	it	
it’s	its	it's	itself	i've	let’s	let's	like	me	more	most	mustn’t	mustn't	my	myself	no	
nor	not	of	off	on	once	only	or	other	ought	ours	ourselves	out	over	own	people	
said	same	say	says	shall	shan’t	shan't	share	she	she’d	she’ll	she’s	she'd	she'll	she's	
should	shouldn’t	shouldn't	so	some	such	talking	than	that	that’s	that's	the	their	
theirs	them	themselves	then	there	there’s	there's	these	they	they’d	they’ll	they’re	
they’ve	they'd	they'll	they're	they've	this	those	through	to	too	under	until	up	
upon	very	was	wasn’t	wasn't	were	weren’t	weren't	what	what’s	what's	when	
when’s	when's	where	where’s	where's	which	while	who	who’s	whom	who's	
whose	why	why’s	why's	will	with	won’t	won't	would	wouldn’t	wouldn't	www	
yourself	yourselves	you've	
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Appendix	E:	Research	Question	2:	Word	Clouds	

	

		
Figure	7:	Word	Cloud	Representing	All	Four	Brands	

	

	

	

	

	

	

	



95	

	
Figure	8:	Word	Cloud	Representing	H&M	
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Figure	9:	Word	Cloud	Representing	Macy’s	
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Figure	10:	Word	Cloud	Representing	Target	
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Figure	11:	Word	Cloud	Representing	Tory	Burch	
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Appendix	F:	Research	Question	1:	Completed	Evaluation	Criteria	
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Appendix	G:	Research	Question	2:	Data	Analysis	for	All	Four	Brands
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Appendix	H:	Research	Question	2:	Data	Analysis	for	H&M
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Appendix	I:	Research	Question	2:	Data	Analysis	for	Macy’s
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Appendix	J:	Research	Question	2:	Data	Analysis	for	Target
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Appendix	K:	Research	Question	2:	Data	Analysis	for	Tory	Burch
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	Appendix	L:	Research	Question	2:	Revised	Evaluation	Criteria	for	Future	Research
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