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ABSTRACT 
 
Purpose: - This study aims to describe and analyse consumer behaviour in social media toward 

fashion brands. Specifically, it is analysed consumers’ motivations to follow fashion brands on 

social media, activities developed on social media concerning to fashion brands and level of 

engagement regarding fashion brands on social media.  

  

Design/Methodology/Aproach: - The methodology conducted for this research is a quantitative 

approach through an online survey with 99 valid responses. The data was gathered using a self-

designed questionnaire method, administered by Google docs, which link was shared on the 

social media platform Facebook.  

 

Findings: - Nowadays people have different social media platforms; however, the data reveals 

that individuals are active just in one or two of them. Of those individuals, around 85% are 

following any kind of fashion brand on Social Media; mainly motivated to get more information 

about the brand they like and entertain themselves. Social media users are rather passives; in 

general they do not develop activities that implies big effort such as writing articles, share 

pictures, comment or participate in competitions. Individuals on social media limit their activities 

to read, browse the site and watch videos. Finally, the level of engagement was measured, 

resulting in low engagement between the social media users and the fashion brands.  

 

Originality/value: - This study contributes to previous studies of consumer behaviour in social 

media and brand engagement. Since earlier studies have focused in the general, the originality of 

this research strives on, in base of previous research, describe and analyse consumer behaviour 

towards brands with a focus on the fashion industry.   

 

 

Keywords: Social media, social network, brand community, engagement, fashionists  
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1. INTRODUCTION  
 
 The introductory chapter contains a description of the background presented in sub-

chapter 1.2. Further the literature review is presented in sub-chapter 1.2 and justification for this 

research is presented in sub-chapter 1.3 defined as a problem discussion. Subsequently, research 

questions and limitations are displayed in sub-chapter 1.4 and 1.5. 

 

1.1. Introduction 
 
 Today social media is the service on the Internet with major number of users counting 

more than 1,79 billion participants around the world (Stadista, 2014). Despite of the recent 

success of social media, its origins goes back as early as 1995, with the pioneers Clasmates.com 

and SixDegrees.com in 1997 (Shih, 2009) which settled the basis for the foundation of what 

today have become rather popular social networks such as Facebook, Twitter, Instagram, or 

Google+ for instances (Shih, 2009; Fuchs, 2014).  

 

 Clearly, social media is where consumers congregate and business want to be (Baird and 

Parasnis, 2011). Contemporary society has accepted the presence and use of social networks in 

their daily life; to the point that a high percentage of individuals access to these platforms as soon 

as they awake (Staad, 2013). People want to feel more connected and informed than ever before 

and social networks have become the perfect service to satisfy their needs. Some of the reasons 

for individuals to join social networks are to self-express and to feel connected with the members 

of the community (Heinonen, 2011). In general, the low barriers and the facility to become a 

member boost users to join social media networks. Instead to access to the company’s web site 

and sign up with all their information, consumers can go to the community brand page and join 

with just a click (Shih, 2009). On this paper the terms social media and social networks are 

interchangeably used to refer to those ‘websites and other digital communication and information 

channels which active consumers engage in behaviours that can be consumed by others, both in 

real time and long afterwards, regardless of their spatial location (Hennin-Thurau et al., 2010). 

Online brand community is defined as ‘the place on the Internet where companies and customers 

can interact and engage with each other’ (Gummerus et al., 2012), ‘share ideas, information and 

opinions about a certain brand’ (Kim and Ko, 2010b, Habibi et al., 2014). Muniz and O’guinn 
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(2001) define brand community as ‘a specialized, non-geographically bound community, based 

on a structured set of social relationships among admirers of a brand’.  

 

 Nowadays everything turns around social media. Firms are taking advantage of this 

dominant marketing tool; engaging directly and in real time with consumers at relatively low cost 

and high levels of efficiently (Kaplan and Haelein, 2009). One of the industries most benefited 

with the use of social media, which best has adopted the advantages offered by this new 

communication channel has been the fashion industry (Kim and Ko, 2010b). Some of the reasons 

to achieve such success are because fashion is fundamentally visual and deals with self-image 

and self-expression. Likewise, social media has become the perfect place for many individuals 

with some level of interest in fashion to express their styles and opinions about fashion, but also 

to get inspiration about others’ peoples’ style, share creations and self-promote. Further, the 

visual strength of social media and the facilities offered as a medium of self-expression have 

converted social networks the perfect place where consumers and companies from the fashion 

industry congregate and live in harmony developing different types of activities and behaviours.  

 

 This intensive use of social media by both, companies and consumers, and the higher 

interest to understand consumer behaviour on the Web, have improved the need of developing 

studies that focused on consumer behaviour towards social networks.  Due to the existence of 

previous researches and studies, marketers are able to develop better marketing strategies on 

social media (Heinonen, 2010), as well as to define the market and identify threats and 

opportunities affecting consumer’s receptivity to the product or service (Salomon and Rabolt, 

2004).   

 Despite of the study of consumer behaviour on social media has become a topic of great 

interest among scholars and marketers in the latest years (e.g. Krishnamurthy and Dou, 2008; 

Shao 2009; Heinonen, 2011, Sashi, 2012, Brodie et al., 2011a,b; Gummerus et al., 2012), the 

literature available is still limited (Habibi et, al., 2014) and little is known about the magnitude to 

which consumers engage in online behaviours (Gummers et al., 2012). Further, no research has 

been conducted to identify consumers’ motivations for following brands on social media in the 

scope of the fashion industry. Hence, what this study proposes is an analysis of consumer 

behaviour in social media, identifying consumers’ motivation to follow/like brands and the level 

of consumers’ engagement toward the brand on the media.  
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1.2 Literature Review 
 

 Brand communities on social media offer both companies and consumers a new channel 

to communicate to each other (Gummerus et al., 2012). It constitutes a powerful marketing tool 

that has been added to company’s marketing strategies and brand building activities (Brodie et 

al., 2010). Several studies have established a conceptual framework of brand communities on 

social media, facilitating marketers and researchers a better understanding about the 

characteristics and limits of to interact and communicate within this new platform (e.g. 

McAlexander et al., 2002). Consumers’ motivations to join social networks have been identified, 

analysed and supported by several studies. Consumers have been recognized to join social media 

in order to get some type of information and request for help; to improve their skills and 

knowledge about certain product or service (Shao, 2009, Park et al., 2009, Brodie et al., 2011a, 

Zaglia, 2013), to support the brand they like (Universal McCann study, 2011; Hennig-Thurau et 

al. 2004), for merely curiosity or because some other friend suggested to join the group (Zaglia, 

2013). Further, consumer behaviour on social media has been also researched (e.g. Brodie et al. 

2011b) and motives to engage on brand communities (e.g. Wolny and Mueller, 2013; Henning-

Thurau et al. 2004; Kishnamurthy and Dou, 2008; Nolan et al, 2007 as cited in Brodie et al. 

2011b). In addition, consumer’s activities on social networks are identified (e.g; Shao, 2009) and 

conceptualized by examining the motivation behind each activity (e.g. Heinonen, 2011).  

 

 Academics have found that users are not really active online; and the fact is that the 

majority of users consume the content and just a few produce it. Wolny and Mueller (2013) 

emphasize the needed to understand consumers’ motives for engaging on social media 

communications. Messages launched through this new media have a strong influence over 

various aspects of consumer behaviour, including: awareness, information acquisition, opinions, 

attitudes, purchase behaviour, post-purchase communication and evaluation (Manglod and 

Faulds, 2009). Researches have showed that in general, consumers join brand communities to 

fulfil their need for identification (Habibi et, al., 2014, Hennig-Thurau et al., 2010, Park et al. 

2009) and information (Shao, 2009, Park et al., 2009, Brodie et al., 2011a, Zaglia, 2013). 

Members feel identified with the symbols and meaning that the brand stands for; but also to share 

their passion and feel gratification from participating in the community (Zaglia, 2014). 

Additionally, Brodie et al (2011a) observe that consumer brand engagement is a process initiated 

generally by the consumers’ need for information. Zaglia (2013) supports this assumption and 
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claims that one of the main consumer motivations to engage is to obtain the necessary knowledge 

or skills to better use the product of their favourite brand. Further, Universal McCann study 

(2011) and Hennig-Thurau et al. (2004) specify four more motives to engage on social networks: 

users concern for other consumers, to get economic benefits, play the role of platform assistance 

and helping the company. Former motivations are summarized into two groups: rational 

motivation and emotional motivations (Kishnamurthy and Dou, 2008).  

 

 Despite of previous studies focus on consumer behaviour towards social media and brand 

communities, it still is considered a lack of research about online consumers’ behaviour and its 

relationships towards brand communities (Habibi, et al., 2014, Gummers et al., 2012). Therefore, 

this work intends to understand behaviours and patterns characterizing the fashion consumer on 

social media and analyse in which degree fashion consumers engage with brands on social media.  

 

1.3 Problem Discussion and Purpose 
  

 With the explosion of social networks usage among individuals and the potential for 

business to get closer to consumer (Baird and Parasnis, 2011), understanding consumer 

behaviour on the new media, as targeting the right customers can bring higher effective 

marketing strategies to the company (Salomon and Rabolt, 2004). Knowledge about the type of 

individuals that consume the content and to identify motivations, activities, and feelings towards 

brands are considered of great importance for marketers (Hanna et al., 2011).  

  

 Brand community members play an important role for companies on social media. For 

instances participants support the service department by helping other members and fixing each 

other’s problems with the brand (Schau et al., 2009). Sometimes users play the role of brands’ 

advocates (Habibi et al., 2014) trying to create a good image for the company (Schau et al., 

2009). On the other side, users reveal a great amount of information on their social profile 

(Schiffman et al. 2010), which is identified and used by companies and marketers to better know 

consumers’ needs which help to micro target the market (Schiffman et al. 2010) and to offer 

customized products, services and marketing campaigns (Salomon and Rabolt, 2004; Shih, 2009, 

pag.82). Social media and brand community members might be a source of product improvement 

and innovation, because some users are highly engaged with the brand and its future matters to 

them (Von Hippel, 2005 as cited in Habibi et al., 2014). It means that individuals on social media 
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and brand community members may influence others’ consumer behaviour in favour of the 

brand. For instances, by increasing brand loyalty (Mc Alexander et, al., 2002), brand equity 

(Schivinski, 2013), trust (Habibi et, al., 2014) brand awareness (Manglod and Faulds, 2009) and 

profits (Henning-Thurau et al. 2004 cited in Brodie et al, 2011). 

 

 As managers have become more comfortable including social networks and brand 

communities as part of its business’ marketing communication strategies, the interest to 

understand consumer behaviour on social media platforms has been raised too. However, 

consumers’ motivations depend on different elements that characterize the individual. In the 

fashion industry for instances, consumers and marketers face to a rapidly change in styles and 

designs as preferences for colours and patterns change drastically (Diamond, 2005). Thus, 

marketing campaigns and activities must adapt to this rapidly alteration and to a short selling life 

period that characterizes fashion products. Decisions to consume fashion products are generally 

less time consuming and more impulsive than to buy furniture, for instances. Consequently, the 

purpose of this study is to understand fashion consumer behaviour on social media, what 

motivate consumers to interact with fashion brands and other consumers, identify which kind of 

activities they carry out online and finally, determine in which level consumers engage with 

brands on social media.  

 

1.4 Research Question  
 
 This study was structured around the following four research questions formulated to 

answer unfulfilled gaps founded in previous researches and the literature regarding to consumer 

behaviour toward fashion brands on social media.    

 

1. How do consumers behave towards fashion brands on social media?  

2. What motivate consumers to follow fashion brands on social media? 

3. What kind of activities do consumers develop when they follow fashion brands on social 

networks? 

4. In which level consumers engage with fashion brands on social media?   
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1.5 Research Limitations 
 
 
 The scope of this study is limited to identify the motivations for fashion consumers to 

follow and engage with fashion brands on social networks and brand communities. However, the 

term social media and brand community cover any kind of social network where consumers 

congregate and interact to each other; nevertheless this paper focus on the most popular social 

networking sites and brand community: Facebook, Pinterest, Instagram, Twitter, Google+ and 

YouTube. Further, one of the main limitations of this research is the few studies focused related 

to the fashion industry on social media. In addition, because of the rapidly and constantly 

advances and improvements social media have suffered during the latest years; some studies are 

considered obsolete and no longer useful for current research.  
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2. THEORETICAL FRAMEWORK 
 
 ‘The ways consumers communicate with each other have been changing dramatically 

over the last decade, and the same is true for how consumers gather and exchange information 

about products and how they obtain and consume them’ (Henning-Thurau, et al, 2010). The 

development of new technologies offers consumers a great number of options to obtain 

information from products and services; but also to share experiences, opinions and ideas with 

others consumers. At the same time, new media offer companies multiple ways to reach 

consumers, communicate with them and study their online behaviour, which is of particular 

relevance for customer relationship management (Henning-Thurau, et al, 2010). Brands are using 

social media to promote themselves, provide information and engage with customers (Kim and 

Ko, 2010).  In addition, and according to Henning-Thurau, et al (2010) taking advantages of the 

new media involves a deeper knowledge of the reasons consumers are on social media and how 

they influence consumers’ affect and behaviour. 

 

 Social media is defined in the literature as ‘the two-ways communication platforms that 

allow users to interact with each other online, to share information and opinions’ (Kim and Ko, 

2010). Social media platforms have revolutionized the traditional foundations of marketing, 

advertising and promotions and have transformed the Internet from a platform for information to 

a platform of influence (Hanna et al, 2011). The intense growth of social media platforms such as 

Facebook (1.44billion active users, Satdista (2015)), Twitter, (288 million active users) or 

Instagram (300 million active users Satdista, (2015)) allows people and organizations to create 

online communities to interact and communicate with others (Carlyon, 2011). In parallel with the 

increased use of social media and online communities, companies have created brand 

communities on social media, which have become a main point of reference for both customers 

and firms to engage with each other (Weman and Pihlström, 2012). Thus, the concept 

‘engagement’ has become of a great interest among marketers, as a vehicle for creating, building 

and enhancing customer relationships (Brodie, et al, 2011b). 

 

2.1. Fashion Industry and Social media  
 

 Not many years ago, it was hard to know what was happening around the most well-

known fashion shows taking place within the preeminent cities for fashion such Paris, New York 



 
 

17 

or London. Before social media, this privilege was reserved just for a few individuals. However, 

today, thanks to the development of the new technologies and the extended use of social media, 

fashion is accessible to almost everyone, everywhere. Nowadays, any individual with Internet 

connection can get access to any fashion event from any part of the world at any time. Big 

fashion capitals are no longer far away from ‘fashionists’ and individuals with an interest in these 

types of events due to the facilities offered by broadcast streaming and social media; which 

operates as fast respond to inform what is happening among the assistants and participants of 

these events.  

 Technology has changed the fashion world, and marketing campaigns are also adapting 

to this change. Companies and organizations of all sizes within he fashion industry ‘are adopting 

social media as a marketing strategy to reach their customers online and reignite brand passion 

and customer loyalty’ (Lee, 2009). However, being active online is not enough and companies 

must also find the formula to be effective on the new media (Hanna et al, 2011). A good example 

showing the effectiveness that social media can bring to brands is demonstrated on the marketing 

strategy carried out by the fashion designer Marc Jacobs, who recently left the Louis Vuitton 

brand; and who launched one of the most viral marketing strategies on social media to promote 

his new brand. The opening of a new pop-up store ‘Daisy Marc Jacobs Tweet Shop’ in 

Manhattan, accepted social currency in exchange for goods. Rather than taking cash or credit, 

customers could pay with tweets and pictures on Instagram and posts on Facebook tagged with 

#MJDaisyChain to purchase fragrances, small accessories and the chance to win larger prizes 

(Ribeiro, 2014). This is just an example of the thousand of strategies fashion brands are 

developing on social media, but also as a way to give a ‘human voice to the brand’ since 

companies and designers use social media to post videos, commercials and fashion shows for 

instances (Stephenson, 2009).   

 

2.2. Consumer behaviour on social media 
 

 Consumers use social media in different ways, moved by different reasons and 

motivations. Broadly, the theory classifies the behavior into passive and active (Universal 

McCann study (UM), 2011).  Passive behaviours are those demanding less effort and 

involvement such online reading or browsing for instances. Active behaviours require higher 

cognitive processing and involvement such writing, creating videos or posting for instances.  
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 Li and Bernoff (2008) introduced social technograhics, a way of classifying individuals 

into groups, regarding their behavior in social media. With the characteristic that individuals 

from each group could belong to others group, it means that the groups overlap and people 

participate in multiples behaviours. Later, in 2010, Bernoff (2010) improved this classification, 

which is illustrated in Figure 1.   

 

 

Figure 1. Different groups of consumer behaviour on SM 
 

 Understanding online consumer behaviour is fundamental for marketers to develop 

successful marketing strategies. Further, the analysis of consumer’ engagement help marketers to 

identify better ways to reach the target market on social media and determine the activities 

consumers are more enthusiastic to participate in (Bernott et al, 2010).  
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2.3 Consumer motivation on social media 
 

 Consumer motivation is, in general terms, the reason for an action (Jackson and Shaw, 

2009) produced as a result of an unfulfilled need, which consumers try to fulfil by selecting goals 

and acting in a specific way. These goals and the specific behaviour depend on their personality, 

perceptions, previous experiences and attitudes (Schiffman and Kanuk, 2009, p.107). For 

example, all individuals need to fulfill their need of be dressed and to be protected from the cold. 

However, the specific kind of cloths and brands they buy may be the result of secondary needs or 

motives such as: fulfills social needs, increase self-steem or increase group feeling. From a 

psychological point of view, consumers frequently end up desiring a particular brand for the 

augmented benefits that a product often provides, like brand images and status (Jackson and 

Shaw, 2009).  

 

 Stafford, Staddorf and Schkade (2004) identified three motives for engage: information, 

entertainment and social aspects. Shao (2009) supported and extended these findings by adding 

two more motives: self-actualization and self-expression. Further, Park et al., (2009) found four 

motives for using social network sites: socializing, entertainment, self-status seeking and 

information. Universal McCann study (UM) (2011) revealed that individuals participate in social 

networks to promote themselves, to share new experiences with others and/or to have fun and 

spend time. Consumers also use social networks to support a cause they like, to feel part of a 

community, to learn more about the community, to share appreciation with others, to associate 

with something they think is cool, to get free content, to fill time, because it was recommended or 

to get advance news of products.  Consumers’ motivations may be summarized into two main 

categories (Krishnamurthy and Dou, 2009): rational and emotional. Rational motivations assume 

that consumers behave rationally by carefully considering all alternatives and choosing those 

that give them the greater utility (Schiffman and Kanuk, 2009, p.110). In the scope of social 

networks, Krishnamurthy and Dou (2009) categorize rational motivations those consisting in 

sharing knowledge with others and advocate a particular opinion toward an issue. Studies 

demonstrate that one of the main users’ motivations to join brand communities is to obtain the 

necessary information or skills to better use the product of their favourite brand (Zaglia, 2013). 

On the other side, emotional motivations imply the selection of goals according to personal or 

subjective criteria utility (Schiffman and Kanuk, 2009, p.110). Krishnamurthy and Dou (2009) 

identify emotional motivation in social networks as those behaviours that comprehend social 
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connections and self-expression. Social connection means the creation of new relationships and 

connections with friends, family or others Internet users; and self-expression refers mainly to 

amusement and enjoyment (Heinonen, 2011).  Social identity theory declares that consumers join 

a brand community to fulfil their need for identification with symbols and groups; which gives 

them the ability to augment their self-concept (Habibi et, al 2014).  

 

2.4. Types of social media usage and activities  
 

 Consumers are taking part in different types of activities ranging from consuming 

content, participating in discussions and sharing knowledge to contributing to other’s consumers 

activities (Heinonen, 2011). Individuals on social networks share pictures, videos, articles and 

news; participate on forums or provide other kinds of valuable information. Today, social 

networks count approximately 1,96 billion users all over the word (Stadista, 2015). However, 

despite of the great amount of users, studies have found that users in general are not as active 

online as it has been believed (Heinonen, 2011). Consumers in social networks act in different 

ways. Shao, (2009) identifies three main actions that users develop: 1) participants consume 

information and entertainment; it means that consumers just read the content that other users post 

on the web. 2) Consumers participate in social interaction and community development, it 

happens when users comments other’s people’s comments and interact with other users; and 

finally, 3) individuals use social media to express themselves and to be up to date; which means 

to post people’s own creation and content on the site.  

 

 Heinonen (2011) classify the activities based on consumer input and consumer motives. 

Consumer input refers principally the consumption and participation, and barely to production. 

Further, the motives that incite consumers to visit social media networks are: information, 

entertainment and social connection (Heinonen, 2011). This classification is based on the 

motivation behind the activity, which is analysed and further, activities related are also identified.  

 

●    Information activities (Heinonen, 2011) 

 This group include activities such as: acquire information about products or 

 download content, gather information from more formal user-generated sources,  share 

 information and access to knowledge online, such as opinions and comments; follow 
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 current news from all over the world and use knowledge for ones own benefits, such 

 as processing content or exchanging products. 

 

●      Entertainment activities 

 Heinonen, (2011) declares that consumers in social media develop four different types of 

entertainment activities: escaping the real world and relaxing, looking for inspiration and 

encouragement, enjoying oneself online and self-expression which include self-

articulation and self-promotion. 

 

●     Social connection activities  

       Finally, related to social connection activities, Heinonen (2011) identify that users 

 develop the following activities in social media: learning about friends and 

 acquaintances, sharing and experiencing with others, connecting with people, 

 knowing what is happening in one’s own community, keeping up relationships within 

 one’s own network and creating and managing a social network of friends and 

 acquaintances. 

 

2.5 Customer Engagement: social brand communities 
 

 Social networks based on brand communities are defined as a specialized, non-

geographically bound community, established on a structured set of social relationships among 

admirers of a brand (Muniz and O'Guinn, 2001). These communities are based on shared 

interests and symbols, which habitually are related to a consumption activity. As a consequence, 

these communities have a very high influence on the buying behaviour of their members and are, 

therefore, of high importance for firms (Wiegandt, 2009). When it comes to consumers’ 

willingness to engage with companies online, from a rational or economic pint of view, 

consumers revealed that mostly they interact occasionally and only a very small percentage 

engage regularly by responding to posts and creating content (Baird and Parasnis, 2011).  

 From an online marketing perspective, customer engagement is ‘intended to increase the 

time or attention a customer or prospect gives to a brand on the web or across multiple channels” 

(Chaffey, 2008). Hollebeek (2011, p. 6) defines ‘customer brand engagement’ as “the level of a 

customer's motivational, brand-related and context dependent state of mind characterized by 

specific levels of cognitive, emotional and behavioural activity in brand interactions’. Engaged 
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customers are likely to recommend products to others and even add value to the community 

(Sashi, 2009). Customers in general, engage with firms in four different ways: by buying the 

firm’s product, by suggesting the firm to other prospects using the firm’s recommendation 

program, by influencing other customers through online social media channels, and by providing 

feedback to the firm (Kudar, 2013). The study by Brodie et al., (2011) classify, from a 

psychology perspective, three different kinds of engagement: (a) social engagement: defined as 

high sense of initiative, involvement and adequate response to social stimuli, participating in 

social activities, interacting with others (Achterberg et al. 2003, as cited in Brodie, 2011); (b) task 

engagement: characterized by active striving and effort, and (c) occupational engagement: 

defined as a lifestyle in which the person has a stability among activity and rest, a variety and 

range or meaningful occupations/routines and the ability to move around society and interact 

socially (Bejerholm and Eklund, (2007) as cited in Brodie (2011)). The customer engagement 

cycle proposed by Sashi (2009) define customer engagement as those delighted and loyal 

customers who share their satisfaction with others individuals on their social networks and 

become advocates for a brand, product or company.  Further, Sashi (2009) construct a customer 

engagement matrix with relational exchange and emotional bonds and identify four different 

types of customers: transactional customers, delighted customers, loyal customers and fans. 

Henning-Thurau et al., (2004) identify eight elements that stimulate consumers to engage: 

expressing negative feelings, concern for other consumers, self-enhancement, advice seeking, 

social benefits, economic benefits, platform assistance, and helping the company. Hence, 

customer engagement is a process that enhances consumer loyalty and satisfaction, consumer 

empowerment, connection and emotional bonding, trust and commitment, as consequence of the 

perceived co-created value of the engagement process (Brodie et al, 2011,b). 

 

 Despite the popularity of customer engagement and the benefits that would bring to the 

company, marketers face to the challenge of measuring those benefits. Kumar, (2013) claims that 

it would be possible by quantifying customer experiences and deriving value out of it through 

customer management strategies. It also declares that the key of engaging with customers 

profitably is in recognizing the sources of profit contribution; in other words, focusing on 

maximizing profitable customer engagement. The study by Forrester (2008) identifies a variety of 

metrics for assess engagement including measurements of results (such as sales volume), emotion 

(such as customer satisfaction), and engagement with the Web site (such as frequency of site 

visits).  Finally, the study concludes that organizations should find the right metrics to monitor 
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the progress of the right engagement focusing on involvement, interaction, intimacy, and 

influence. The Gallup Consulting (2009) uses 11 questions to measure rational and emotional 

factors of consumer engagement and identify four levels of consumer engagement: fully engaged, 

engaged, disengaged and actively disengaged. Gallup assumes that engaged customers are not 

just satisfied and loyal, but also emotionally attached to the brand’s services and products.  

 

2.6 Different levels of engagement on social media 
 

 Building on the discussion above, it is proposed different levels of consumer engagement 

based on the motivation for the action, type of activity on social media and frequency of 

interactions with brands. Examining consumers’ activities and the motivation behind the activity; 

two levels of engagement are identified in terms of frequency for action: high engagement and 

low engagement. A high brand consumer engagement is considered when individuals have an 

active role on social networks. The frequency of visit is at least once per day, and users are 

familiar with activities such as recommend the brand to others, share information about product 

and services, post comments, upload pictures or videos and/ or participate actively within the 

community. On the other side, low engagement could be identified with consumers that rarely 

interact with the brands that they like. Some of the activities they develop consist on reading or 

browsing the content exposed on the sites for instances.  
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3. RESEARCH METHODOLOGY 
 
 This study aimed to analyse consumers’ motivations for following fashion brands on social 

media and to which level individuals engage with brands in the context of the fashion industry. In 

order to implement the research purpose and to give answer to the research questions, the 

research output needs to collect and generate quantificational data from active users on social 

networks. Hence, a quantitative approach is chosen for this research. This procedure is consistent 

with previous studies in online contexts (Bagozzi & Dholakia, 2006; Casaló, Flavián, & 

Guinalíu, 2008).  Particularly when it comes to the study of consumer behaviour or social media 

the literature review has showed a number of researches have applied quantitative approach 

(Dong-Hee, 2010; Wolny and Muller 2013).  

 

 The method chosen to collect the data is cross-sectional survey, administered through 

web-based survey. The online survey is launched within a link on Facebook. This platform is 

considered a powerful communication channel where users are able to create a profile of them, 

explore others’ people profiles and interact with each other.  

 

 The questionnaire link was posted and promoted through the social platform Facebook 

encouraging people to share it among their friends, family and any other type of groups who 

could be a potential respondent for the questionnaire.  

 

 Some of the reasons why the survey was chosen and other research approaches rejected 

rely on the fact that using a web-based survey is a more effective and efficient way to reach 

respondent. It means that the answers were easier and faster to collect but also easier to 

administer (Blaxter, 2006). Geographical boundaries were eliminated; costs of using the survey 

software was relatively low, compared with other research approach in terms of time consuming, 

quantity of money and difficulty of gathering and analysing of the data. Finally one more reason 

for choosing the survey is that, by having a good sample; it is possible to provide a good 

representation and general results (Blaxter, 2006). 
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3.1. Research Technique 
 
 This study aims to identify consumer behaviour and engagement towards fashion brands 

on social networks. For that purpose, a self-completion online questionnaire was created and 

launched through the most popular social network, Facebook. This technique was chosen because 

it enabled collecting data from a large number of people and obtaining general results, which 

represent a great population (Rowley, 2014). The main reasons for using this platform were 

because Facebook is considered a powerful communication tool that can reach a big scope of 

people, no matter where they are, or from which country they come from. In addition, this 

information is collected in a short period of time, easily and with low costs or no costs at all 

(Bryman, 2012. p.233). The creation of the survey and the implementation of the self-completion 

questionnaire have been developed through the online service: Google docs.   

 

3.1.1   Questionnaire development  
 
 The questionnaire is compound of 26 close questions and three open questions. Close 

questions are easier to answer and administer (Bryman, 2012), and the data gathered is simpler 

and faster to analyse by using statistic programs such SPSS. Q9, Q28 and Q29 are open 

questions. Q9 tries to identify those fashion brands consumers like on social media. Q28 and Q29 

are demographic questions. According to Bryman, (2012, p.247), open questions give the 

researcher opportunities of getting revealing information about consumers, which is useful for 

exploring new areas in which the researcher has limited knowledge. Nevertheless open questions 

also present some disadvantages such time-consuming to administer, greater effort from 

respondents or tendency to avoid. Hence, the questionnaire count just with two open questions 

being the rest closed questions, which are easier for the respondent to answer, but also easier to 

administer and evaluate (Bryman, 2012 p.249). 

 

The questionnaire was structured as follow: 

 

 Section 1: Consumer behaviour on social media: refer from questions 1 to 2.  

 Section 2: Consumer’s interest about fashion:  refer from questions 3 from 15. 

 Section 3: Consumer’s motivation to follow fashion brands on social media: refer 

 questions 16 and 23. 
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 Section 4: Consumer engagement and activities on social media: question 24.  

 Section 5: Consumer demographics: refer from question 25 to 29.  

 

3.1.2 The process of the questionnaire design 

 

 The pre-test questionnaire comprises five sections counting 32 questions in all. On the 

base of the pre-test some changes have done and added to the questionnaire. The final 

questionnaire embraces five sections with 27 questions in total. To avoid the reader to get bored 

when filling up the questionnaire, just one definition about ‘consumer engagement’ is given. 

Others key words such ‘posts, follow, social media/networks, fashion brand, etc.’ are taken for 

granted that are understood among social media users. 

 

 The questionnaire was originally written in English and pre-tested via e-mail. Then, once 

made the changes and ready to send it to the audience, the final questionnaire was spread out it 

via social media. However, later on, due to the difficulties of getting answers, the questionnaire 

was translated into Spanish and, spread out via the Spanish version of the social media Facebook. 

 

3.2. INSTRUMENTATION 

 
3.2.1 Coding 
 

 Of 29 questions from the total that form the questionnaire, 26 are close questions and 

three are open questions. Close questions are mostly chosen because they are easier to analyse 

and convert into numeric format for SPSS. Question number 9 is open and respondents are 

required to answer with a few words. Thus, the final analysis become a bit more time consuming 

since the answers have to be analysed separately and objectively.  

 

 Questions measuring the frequency consumers develop some kind of behaviours is based 

on a five point Likert scale giving the following value: 1= “Never”, 2=”Occasionally”, 3= 

“Sometimes”, 4= “Often” and 5= “Very Often”.  Those questions measuring level of agreement, 

is based also in a five Likert-scale, giving the following values: 1= “strongly disagree”, 2= 
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“Disagree”, 3= “Not sure”, 4= “Agree”, 5= “Strongly Agree”. For those questions that were not 

following any point scale, the values were assigned like that: 

 

Gender: 1= “Male”; 2= “Female” 

Level of education: 1= “Lower Secondary Education”; 2= “Secondary Education”; 3= “Post-

Secondary Education”; 4= “Bachelor’s Degree”, 5= “Master”; 6= “Doctoral” 

Age: 1= “[15-18)”; 2= “[19-24)”; 3= “[25-34)”; 4= “[35-45)”; 58= “[46-55)”; 6= “[Over 55)”. 

 

3.2.2  Scale 
      
 One of the most common techniques used for conducting the investigation about 

consumers’ attitudes, motivation and engagement towards brands on social media is the Likert 

scale, named after Rensis Likert (Bryman, 2012 p.166). Likert scale is a group of categories 

asking people to indicate how much they agree or disagree, approve or disapprove, or believe to 

be true or false. The aim is to measure intensity of feelings about the subject in question 

(Bryman, 2012). There is no wrong way to build a Likert scale. The most used way is including 

at least five responses; however it is possible to include a seven-point scale or other formats too. 

For this study, a five-point scale is used to measure in which degree respondents felt identified 

with the behaviours described on the sentences. 

  

3.2.3 Sample selection 
 

 Bryman, (2012, p.195) proclaims how important is for the researcher the selection of an 

appropriate sample, which is representative of the population and which findings are 

generalizable. This research attempts to study consumers’ motivations for following brands on 

social networks and the level in which consumers engage with fashion companies within the 

context of social networking. Accordingly, members who participate in this kind of community 

are considered appropriate samples to address the research question and to draw conclusions 

about the population. Hence, the target population is defined as “Social media users that 

follow/like any kind of fashion brands in any type of social media site”. However, since this is a 

student project with limited resources, having a poor representative population to answer the 

research questions is, according to Bryman (2012, p.198) acceptable, when the difficulties faced 
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are justified and explained. Likewise, the population sample of this research may not be 

representative of the general population, since the majority of respondents are familiars, friends 

and contacts from the author’s social network who probably share similar characteristics 

concerning variables such as age, socioeconomic class, education o even interests.  

3.2.4. Sampling Problems 
 

 Some difficulties have faced in the context of sampling during the developing of the 

survey. Firstly, time and resources constraints were a reality that limited the expansion and the 

opportunities to reach out many potential participants (Bryman and Cramer, 2005). The survey 

was spread out within the social network Facebook and shared with friends and specific groups 

on Facebook, so the potential population who could fill up the survey became bigger. Besides, 

personal e-mails were sent other individuals who did have not an active profile on Facebook but 

in other social networking sites. However, despite of the effort to spread out and push people to 

collaborate by answering the questionnaire, a high rate of non-respond was the main result 

(Bryman and Cramer, 2005).  

 

3.2.5 Sample size 
 

 According to Bryman (2012 p.198) the bigger the sample, the more representative the 

research is likely to be. This is because bigger samples tend to reduce the effect of sampling error 

(Graziano and Raulin, 2013). Fowler (1993) as cited in Bryman (2012) declares that it is not 

realistic that researchers specify in advance ‘a desired level of precision’. Thus, for the aim of 

this research, the questionnaire was open for 12 days, hoping to get the higher amount of 

answers. Finally, a total of 99 individuals participated in the questionnaire, which was considered 

acceptable due to the limited time to finish the research and the difficulties faced during the 

process of collecting answers. 

 

3.2.6. Limitations and Constraints 
 
 Several limitations and constraints were faced during the collecting data process. One of 

the limitations of this research was the language barrier. Since the survey was conducted in 

English, not everyone had access to the questionnaire. Further, due to the difficulty to obtain 
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answers, the questionnaire was translated into Spanish, with the inconvenience of combining all 

data into one document. Besides, the fact that English is, as said before, a limitation to 

communicate, it was possible that the respondents misunderstood some questions. However, to 

avoid this kind of complications a pilot study has been done and thus, ensured that survey 

questions operated well (Bryman, 2012).  

 

3.3 RESEARCH QUALITY 
 
 
 For quantitative researches, reliability and validity are central topics to evaluate 

(Neuman, 2003). The former author suggests that reliability consist when the same thing is 

repeated under the same or similar conditions. To improve the reliability of this study, the survey 

was pre-tested before it was officially launched. Therefore, it was ensured that the questionnaire 

was easy to understand and it embraced a number of questions to measure the phenomenon 

considered on the research questions. On the other side, validity refers to the issue of an indicator 

really measures the concept that is assigned to measure (Bryman, 2012)…estimates the extents to 

which the test or set of data or design actually measure, reflect, or produce what it is supposed to 

measure, reflect, or produce (Newman and Benz, 1998 p.32). Hence, despite of validity is more 

difficult to achieve and absolute validity is impossible to get (Neuman, 2003); concepts and 

operational definitions in this study attempt to interrelate and fit to each other within the area of 

consumer behaviour towards brands on social media.  

 

3.3.1 Reliability and Validity 
 

 Validity is concerned with the extent to which an instrument measures what it is intended 

to measure and reliability is concerned to with the consistency of the measures (Bryman, 2012). 

The reliability of an instrument is associated with its validity. It means that an instrument cannot 

be valid unless it is reliable (Tavakol and Dennick, 2011). It is widely known the method 

Cronbach’s Alpha to measure the internal consistency of a test or scale. The reasons for using 

Cronbach alpha method is because is commonly used with multiple Likert scale in the 

questionnaire (LaerdStatistics, 2015). The output is expressed as a number between 0 and 1. And 

the results describe the extent to which all the items in a test measure the same concept. 
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Reliability also estimates the amount of measurement error in a test with itself (Tavakol and 

Dennick, 2011). 

 

Table 1. Reliability statistics 
 

 The results obtained after the test of reliability Cronbach’s alpha suggest that the 

questionnaire is reliable. Results higher than 0.7 are considered reliable; according to (Tavakol 

and Dennick, 2011) there are different reports about the acceptable values of alpha, ranging from 

0.70 to 0.95, however a high value of alpha might mean redundancies and the length of the 

questions should be reduced. 

 

3.3.2 Respondents 
 

 During 15th and 25th May 2015, a total of 99 respondents participated in the survey. 

Respondents come from nine different nationalities such Greece, Spain, Sweden, Germany, USA 

or UK among others. Due to the difficulties to get responses, the questionnaire was translated 

into Spanish and spread through the Spanish version of Facebook. Responses gathered on the 

pre-test were deleted and not taken into consideration for the final results.  

 

3.3.3 Valid/Invalid responses 
 
 In order to guarantee the respondents’ presence on social media, the questionnaire was 

mainly spread through the popular social network Facebook. This guaranteed that respondent’s 

were actives at least on this platform; assuring a higher probability of valid responses. 

Nevertheless, Q12 ask to mention those fashion brands that users like on social media. The result 

here is that those respondents, who do not like any brand on social media, were not able to 

answer this question. 
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3.4 DEMOGRAPHIC INFORMATION 
 

 

Figure 2. Gender information 
 

 Frequency Percentage Valid percentage Cumulative percentage 

Male 

Female 

45 

45 

45.45% 

54.54% 

45.45% 

54.54% 

54.5% 

 

Total 99 100 100 100 

Table 2. Gender information of respondents  
 

 

Figure 3. Age information 

Male,	  
45%	  Female,	  

55%	  

28,30%	  

50,50%	  

16,20%	  

4,02%	   1,01%	  
0,00%	  

10,00%	  

20,00%	  

30,00%	  

40,00%	  

50,00%	  

60,00%	  

Under	  25	   26-‐34	   35-‐45	   46-‐55	   Over	  55	  

Age	  

Percentage	  

 Frequency Percentage Valid Percentage Cumulative 

Percentage 

Under 25 28 28.3 28.3 28.28 
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 Table 3. Respondents’ age information 

 

Figure 4. Level of education 
 

 Frequency Percentage Valid Percentage Cumulative Percentage 

Lower secondary education 

Upper secondary education 

Post-secondary education 

Bachelor’s degree 

Master 

Doctoral 

8 

7 

15 

33 

32 

4 

8.081 

7.071 

15.152 

33.333 

32.323 

4.04 

8.081 

7.071 

15.152 

33.333 

32.323 

4.04 

 

 

15.152 

30.304 

63.637 

95.96 

 

 

Total 99 100 100 100 

Table 4. Respondents’ education level  
 

8,08%	   7,07%	  

15,15%	  

33,33%	  32,32%	  

4%	  

0,00%	  
5,00%	  
10,00%	  
15,00%	  
20,00%	  
25,00%	  
30,00%	  
35,00%	  

Level	  of	  educa.on	  

Level	  of	  educaBon	  

25-34 

35-44 

45-55 

Over 55 

50 

16 

4 

1 

50.5 

16.2 

4.02 

1.01 

50.5 

16.16 

4.04 

1.01 

78.78 

94.94 

98.98 

Total 99 100 100 100 
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4. DATA ANALYSIS AND FINDINGS 
 

 In this chapter the results of the data conduction and the followed analysis is carried out 

with the intention of understanding and analysing consumer behaviour on social media towards 

fashion brands. Following the discussion of the research questions is conducted with the 

description of the data gathered towards the questionnaire.  

  

4.1 RQ1. How do consumers behave towards fashion brands on Social 
Media? 
 
This question is structured as follow:  

 Firstly it is analyzed respondent’s activity on social media and then it is identified 

respondents’ interest for fashion. Finally participants are classified into different groups 

according to the activities they develop in social media toward fashion brands. 

4.1.1 General use of Social Media 
 

 Facebook, YouTube and Instagram are the three social media in which respondents are 

most active. In the contrary, Twitter, despite its worldwide popularity, is barely used for our 

participants. 

 

Figure 5. Respondents’ use of SM sites 
 

2%	  
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4.1.2 General consumers’ interest about fashion in social media 
 

 This section tries to determine respondents’ interest for fashion. Participants are asked 

the degree in which they care about fashion and shopping. It is also intended to identify how 

often they look for new styles and trends and frequency of buying fashion products. The outputs 

are presented in the following graphs and described briefly under each figure.  

 

 

Figure 6. Respondents’ interest for fashion 
 

Around 26% of respondents do not consider themselves highly interested on following the latest 

fashion trends. Those respondents do not care about what is on fashion, but preferably want to 

wear what they feel comfortable with. 64% considered certain interest for fashion and expresses 

that sometimes they like to wear something that is ‘trendy’. Finally, around 10% of respondents 

showed to be highly interested in fashion. 

 

26%	  

10%	  64%	  

Respondents'	  interest	  for	  
fashion	  

I	  definitely	  not	  consider	  myself	  as	  a	  fashion	  junky	  and	  I	  do	  not	  
care	  what	  is	  on	  fashion.	  I	  just	  wear	  what	  I	  feel	  confortable	  with.	  

I	  do	  not	  consider	  myself	  as	  a	  ‘fashion	  junky’	  but	  my	  friends	  do.	  

I	  do	  not	  consider	  myself	  as	  a	  ‘fashion	  junky’	  but	  someBmes	  I	  like	  
to	  wear	  what	  it	  is	  trendy.	  
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Figure 7. Individuals’ interest for new trends 

 
 Considering this question is possible to observe that respondents are not really interested 

in searching for new styles and trends on Social Media. 13% of participants said that they ‘never’ 

look for new tends and 21% do it two-three times per year. On the other side, 17% of respondents 

revealed that they look for new trends at least once every month. In addition, around 5% search 

for new trends at least once per week and more than 5% do it every day.  

 

At this point, it is important to highlight that despite of individuals barely look for new trends and 

styles in social media, a big percentage of respondents (64%) like to wear, sometimes, what is 

trendy. Some of the reasons could be because parts of these respondents get inspiration for new 

trends and styles from other sources.    

 
Figure 8. Frequency respondents buy fashion 

4,80%	  

17,10%	  
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week	  
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day	  

Never	  

How	  o:en	  do	  you	  buy	  fashion	  
products?	  

How	  oYen	  do	  you	  buy	  
fashion	  products?	  
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 As the histogram bars in Firgure 8 shows, 47% of respondents buy fashion products at 

least once every month. A big percentage, 37,1% buy fashion products just several times per 

year. A little 1,9% said that they never buy fashion products and 7,7% buy with a frequency of 1-

2 times per week. Within this question it is attractive the 1,9% of respondents who said they 

‘never” buy fashion products. It is possible that they do not buy fashion products because it is 

another person who is in charge of this task; however, it would be interesting to ask those 

respondents other questions such ‘what they wear’ and ‘how much they spend in clothing’ 

 

 Following, respondents were asked to choose one of the statements proposed, with the 

aim to identify the degree in which they are interested in shopping.  The results, as Figure 9 

shows, revealed that participants do not consider shopping as their main hobby. But sometimes 

they like to go shopping and buy something new. 

 

 

Figure 9. Respondents’ interest for shopping fashion 
 

 It is interesting that high percentage of individuals considers shopping as their main 

hobby and goes shopping as soon as they have the opportunity to go (28,30%). This part of the 

participants has revealed to buy fashion products even when they have not planned to do so.  

 

More than half of respondents (53%) said that sometimes they like to go shopping and buy 

something new for their closet. 16,20% go shopping as an obligation; it means that those 

16,20%	  

2,00%	  

53,50%	  

28,30%	  

0,00%	   10,00%	   20,00%	   30,00%	   40,00%	   50,00%	   60,00%	  

I	  do	  not	  care	  about	  shopping,	  I	  go	  
shopping	  because	  I	  really	  have	  to,	  but	  

I	  do	  prefer	  other	  hobbies.	  

I	  hate	  shopping	  and	  I	  try	  to	  avoid	  it.	  

Shopping	  is	  not	  my	  favourite	  hobby.	  I	  
enjoy	  shopping	  someBmes	  but	  usually	  

I	  go	  when	  I	  would	  like	  to	  find	  

Shopping	  is	  one	  of	  my	  main	  hobbies.	  I	  
go	  shopping	  even	  if	  I	  haven’t	  planned	  
to	  buy	  anything,	  I	  think	  is	  fun	  and	  

Respondents'	  interest	  for	  shopping	  

Columna2	  
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individuals go shopping because they really have to go and buy something they need, not as a 

pleasant journey. Finally, we have a small 2% of the respondents. Those individuals hate going 

shopping and will try to avoid whenever they have the opportunity.  

 

4.1.3 Different groups of behaviours on social media towards fashion 
brands 
 

 Related to the behavior respondents have on social media towards fashion brands, it 

could be seen that the majority of participants have a passive behavior (Universal McCann, 

2011). It means that individuals do not make any effort for contributing to the social community 

and their actions are limited to read and browse the social site. Further, based on the 

classification by Bernoff et al, (2010), respondents were asked the degree in which they 

performed activities in social networks and then classified into groups. The results are visually 

displayed on the following figure.  

Figure 10. Group of consumers’ behavior towards fashion brands in social media (Bernoff 

et al, 2010). 
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• The outputs show that about 6% of respondents are Creators, it means that 6% of 

respondents publish, write and upload fashion content on social media. In other 

words a 6% of individuals create valuable content for the social community. 

• Around 1,5% of respondents are Conversationalists; it means that 1.5% of 

respondents update their status on a fashion networking social site.  

• About 5,05% is identified as Critics; developing activities such as posting rating 

and reviews of fashion products and services, commenting on someone else’s 

fashion blog or contributing to online forums which theme is about fashion.  

• 9% of respondents were Collectors, by adding ‘tags’ to fashion web page or 

photo.  

• Respondents classified within the Joiners group, did not develop however all the 

activities in the same degree.  For instances, 27,27% of respondents were more 

likely to visit fashion social networks sites; however just a 9,09% of the joiners 

group were likely to maintain a profile on a fashion social network site.  

• Finally, approximately 15% of respondents identified are Spectators, which main 

actions consist on reading fashion blogs, reading to podcasts about fashion news, 

events, etc., watch videos related to fashion, read forums about fashion, read 

reviews about fashion products/services.  

• 57% Inactive, individuals who do not care about the fashion brands. 

 

Hence, from this specific research could be highlighted that mostly individuals show a passive 

behavior regarding any kind of interaction with fashion brands in social media. It could be 

interpreted such as: Individuals, despite of they follow/like different fashion brands on social 

media; they do not really care about the brand. Those consumers are classified according to 

Bernoff et al, (2010) as inactive. 

 

4.2 RQ2. What motivate consumers to follow fashion brands in Social 
media? 
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 4.2.1 Impact of social media on consumers’ interest for fashion 
 

Section 2 of the questionnaire covers Q7, Q8, Q10 and Q11, which focus on identifying the impact 

of social media on consumers’ behaviour towards fashion and fashion brands. The outputs reveal 

the following behaviours:  

 

  

Figure 11. Impact of social media on consumers’ interest for fashion 
 
 

Q7. ‘I care more about my look and my style, since I know many people see my profile and my 

pictures on social media’ 

Q8. ‘I am more interested in fashion since the arrival of social media’ 

Q10. ‘My interest about fashion is the same as it was before; I don’t care about how people look 

at my profile on social media’  

Q11. ‘My interest about fashion has increased thanks to social media because it is easier to get 

information about the latest tendencies and new products from my favourite brands and 

designers as it was before’ 

 

 In general, consumers’ interest for fashion has barely been affected by the marketing 

effort developed by the fashion industry within social media. Nowadays it is easier for 

individuals to get information and be up to date about the latest trends from the fashion industry. 

0,00%	  
5,00%	  
10,00%	  
15,00%	  
20,00%	  
25,00%	  
30,00%	  
35,00%	  
40,00%	  
45,00%	  
50,00%	  

Strongly	  
disagree	  

2	   3	   4	   Strongly	  
agree	  

Q7	  

Q8	  

Q10	  

Q11	  



 40 

Brands, fashion bloggers and ‘it girls’ are followed every day by thousand of people on their 

social networks; individuals interact by sharing content, commenting on others’ people’s or 

participating in competitions and events created by fashion brands. However, despite of the huge 

marketing effort conveyed by fashion marketers on Social Media, marketers face to a hard task of 

reaching the right consumer. Results demonstrate that mostly people want to look good to others; 

nevertheless the fact that their profile on social media is visible to others has not changed their 

interest in fashion.  

Regarding to Q10, there is a big percentage of respondents which answers were not clear. 

Consequently, within this statement it could be said that consumers’ interest for fashion is the 

same as before and they do not care about how people look into their profile.  Finally, concerning 

to Q11, results show that mostly participants (31%) strongly disagree, means that respondents 

have not changed their interest for fashion due to the facility of gathering information in social 

media. On the contrary, a big percentage of respondents (around 27%) think that their interest 

about fashion has increased thanks to Social Media and its facility to obtain information.  

 

4.2.2. Consumers’ motivations to follow brands in social media 
 

 Section three of the questionnaire includes from Q16 to Q23 and they focus on analyzing 

consumers’ motivation to follow fashion brands in Social media. Those questions aim to measure 

the degree in which respondents agree or disagree with settled statements based on reasons and 

motivations to develop particular behaviors in the media. Researches determine that social media 

consumers are motivated for the need to get information, self-express, socialize and entertain 

(Park et al., 2009). Feeling part of a group is also a motivation that trigger consumers to like 

brands in social media (Habibi et, al 2014) 

 

 For this research, respondents’ motivations for following any kind of fashion brand are 

described as follow: 
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Figure 12.  Consumers’ motivations to like/follow fashion brands in Social Media 

 

 According to theoretical studies, consumers’ motivations for using social media can be 

identify by the activity behind the motivation (Heinonen, 2011). Thus, respondents were asked 

the degree in which they developed differed activities within the scope of fashion brands on 

social media. The results give us an idea of the respondents’ motivation for following fashion 

brands in social media.   The outputs of the survey show that: 

 

 In general individuals are motivated mainly by the need of getting information and 

entertainment, however, respondents are not interested in social connections such participate in 

fashion forums, write in a fashion blog/community, for instances. Mostly respondents are 

motivated to follow fashion brands because they want to know the latest news and trends about 

the brand they like (9,10% strongly agree and 13,1% agree). And about 25% of respondents are 

high motivated because they want to get more information.  There is a considerable percentage of 

participants 20,2% motivated for the need of feeling part of the group.  

 

 To conclude this chapter, it is possible to assume that, according to previous research 

(Heinonen, 2011), consumers in social media are not very active. However, it is important to 
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highlight that individuals are even more inactive and less motivated within the scope of fashion 

brands. One possibility of this result could be that consumer follow/like fashion brands due to the 

‘mass pressure’ existing on social media platforms.  

 

 Following it is analysed if there is any relation between the variable X: ‘I want to look 

good’ and the different motivations to follow brands on social media. With this analysis it will be 

possible to see if changes in the value of X have any effect in the other variables, Yi.  

 

4.2.3 Correlations between the motivations and the variable X: ‘I want 
to look good to others’ 
 

 Correlations are used to measure the relations between two variables. To analyse this 

correlation, it is used the coefficient r de Pearson, which results can fluctuate among -1 and 1.  A 

positive result means that when one of the variables rises up on value, the other present a similar 

behaviour. However, a negative correlation means that when one of the variable increases in 

value, the other decreases and vice versa (Keller and Warrack, 2000).  

 

 Since fashion is about self-expression, Q9 ‘I want to look good to others’ has been 

chosen as the dependent variable to measure how is correlated with the different consumers’ 

motivations to like or follow fashion brands in social media. The results are presented in the table 

13:  

X: I want to look goo to others  r Spearman Correlation N of valid Cases 

Y1: Get inspiration 

Y2: Entertainment     

Y3: Know latest trends 

Y4: Express myself 

Y5: Feel part of the group 

Y6: Get free content 

Y7: Get discounts coupons 

, 410 

, 335 

, 390 

, 277 

-, 047 

-, 024 

, 063 

, 398 

, 349 

, 401 

, 290 

, 086 

-, 031 

-, 075 

99 

99 

99 

99 

99 

99 

99 

Table 4. Correlations between the variable X1 and the motivations Yi. 
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 In general terms, the data reveals that Y1, Y2, Y3 and Y4 offer a positive correlation. 

Values are rather low, which mean that the correlation is not strong. Y4 and Y7 give a value 

under 0, 3; presenting both a positive but a weak correlation. 

 

 Positive correlations mean that when variable X1 increases, those variables that are 

positively correlated will also increase. However, this growth relay on the degree of the 

correlation. In other words, it depends on how strong the correlation between those variables is. 

If the correlation is higher, this growth will affect in a higher percentage, but with weak 

correlations, the dependent variable will barely notice the change. 

 

 In addition, it was considered interesting to analyse the correlation between the variables 

X: ‘I want to look good to others’ and Y: ‘How often do you buy fashion products’.  

   

 

Figure. 13 Correlation X,Y 
  

 The pattern of the scatter diagram provides us information about the relationship between 

the two variables (Keller and Warrack, 2000).  Figure 15 depicts a no linear relationship and no 

relationship between the two variables. Which means that growths or decreases in the value of X 

do not provoke any effect on the variable Y. 
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4.3. RQ3. What kind of activities consumers develop when they follow 
brands on social media? 
 

 Based on previous researches, different kind of activities toward fashion brands on social 

media were proposed to respondents. Then, considering individuals’ criteria, each participant 

should grade the activity according to the frequency they do develop the said activity. Figure 16 

illustrate the degree that respondents develop different actions in social media.  

 

 

 

Figure 14. Activities on SM related to fashion and brands 
 

 The results show that respondents, in general are rather passive, especially when it comes 

to develop activities that implies any kind of effort. One of the main possibilities might be due to 

the fact that respondents are not very interested in fashion within social media. For instances, 

some of the activities tested were the frequency with which respondents recommends the brand 

and share videos or pictures about the products or services from the brand they liked. The output 

results showed that around 5% of respondents do it often, however more than 50% never 

recommend the brand that they like on social media.  
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 When respondents were asked if they uploaded videos/pictures to the brand’s social 

network site, the output showed that 2%of respondents do it often and very often, nevertheless 

83% of respondents never upload videos or pictures. Concerning to reading post and watching 

videos posted on the brand’ social network site, results shows that among 16% and 19% of 

respondents develop these activities frequently. The percentage of participants who join often and 

very often to competitions were around 5% the same as those who complain about bad 

experiences with fashion brands on social media. Finally, 16% of respondents are likely to buy 

products from the brand they like on social media. 

 

4.3.1. Correlation between ‘Frequency of visiting social media fashion 
sites’ and ‘Impact of Social Media on people’s interest for fashion’ 
 

  Here it is measured the relationships between the frequency of visits to social media sites 

and the effect on respondents’ interest for fashion due to the facilities offered on social media. 

 

 The variables are defined as X and Y; where X represents the ‘frequency of visiting 

social media sites’ and Y represent ‘Impact of Social media on people’s interest for fashion’. 

Using SPSS program we obtain that:   

 

  rxy = 0,56 ;  

 

 According to Keller and Warrack, (2000) values higher tan 0.3 are considered positive 

correlated. In our research, this could be interpreted just as ‘when the number of individuals who 

visit fashion social media sites rises; it also increases the impact of social media on consumers’ 

interest for fashion.  

 

 

1.1. RQ4. In which level consumers engage with fashion brands in 

social media? 
  

 Consumer engagement in social media towards brands is generally known as the level of 

relationships individuals develop with brands in social media. In order to measure the degree in 
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which respondents engage with fashion brands questions from section four were used to 

determine the level of engagement. The theory has confirmed that consumers interact with 

companies occasionally and very small percentage does it regularly by responding to posts and 

creating content (Baird and Parasnis, 2011). This research ratifies previous studies and classifies 

individuals’ behaviours into two levels of engagement: low engagement and high engagement.  

High engaged consumers are likely to recommend the brand, add value to the community, buy 

the product from the brand and provide feedback (Sashi, 2009). Thus, as the data reveals, the 

majority of respondents barely engage with the brand they follow, which are classified as low 

engaged consumers.  
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5. CONCLUSIONS 
 

 The purpose of this research is to understand consumer behaviour in social media toward 

brands within the scope of the fashion industry. In addition, the level of engagement for the 

participants of this research is identified and described. 

 

 The previous chapter displays a descriptive analysis, which in base of the empirical data, 

defines in detail the patters and behaviours consumers develop on social media toward brands in 

the scope of the fashion industry. From this analysis, important insights have been identified: 

 

1. In general, individuals are present on social media, however they are not very active, and 

basically they update status and check profile in just one or two social media platforms. 

Due to the research sample consisted of individuals from different backgrounds; the 

outputs expose a low interest for fashion within the scope of social media. More than half 

of the users in Social Media are classified as inactive regarding to interactions with 

fashion brands.  

2. Consumers on social media follow fashion brands motivated for the whish to get 

information and to entertain themselves. Unlike the use of social media as a way to 

communicate with friends, family, colleges, etc., but social media use limited to 

interaction with fashion brands, individuals are not interested to interact in the 

community.  

3. Reinforcing previous studies, the data has indicated that social media users are rather 

passives; even more when it is related with fashion brands. It is a really small percentage 

of the population who contributes and creates content, and big percentage that consume 

it.  

4. Finally, individuals are said to be low engaged with fashion brands in social media. They 

do follow fashion brands, but they rarely interact with them.  

 

5.1. Discussion and future research suggestions  
  

The participants used in this study come from different backgrounds and geographic locations, 

which have generated an output where results are rather negative. Then, this study is considered 

more representative of general societies and not representative of fashion groups. Hence, it is 
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suggested for future studies to focus on groups interested in fashion such a students from a textile 

school.  

 

 Another suggestion would be to develop a study of consumer behaviour towards fashion 

brands focused on the social media platform which most individuals use: Facebook.  

 

 Finally, despite a lot of new insight there are some aspects that could not be measured in 

a qualitative study. Therefore, it is advices to preform a qualitative analysis, which give us a 

more detailed description of consumers’ behavior towards fashion brands on social media.   
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APPENDIX I. THE ONLINE QUESTIONNAIRE  
 

 
 
 



 
 

55 
 



 56 

 



 
 

57 
 



 58 

 



 
 

59 

 



 60 

 
 

 

 

 

 



 
 

61 

APPENDIX II. ANSWERS TO THE QUESTIONNAIRE  
 

 in which degree would you define the level of activity in the following social media sites? 
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 In which degree do you develop the following activities in Social Media? 
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 Please, choose one of the following statements according to your opinion. 

 

 
 

Which of the following statements do you feel more identified with? 
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 How often do you look for new trends? 
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 How often do you buy fashion products? 

 

 
 

 
*1-2 ‘veces a la semana’ was added to ‘ 1-2 times per week, obtaining a valid percent of 7,7.  
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pictures on Social Media 

6,70%	  

47,60%	  

37,10%	  

0,00%	   1,90%	  

0,00%	  
5,00%	  
10,00%	  
15,00%	  
20,00%	  
25,00%	  
30,00%	  
35,00%	  
40,00%	  
45,00%	  
50,00%	  

1-‐2	  
Bmes	  
per	  
week	  

1-‐3	  
Bmes	  
per	  

month	  

1-‐3	  
Bmes	  
per	  
year	  

Every	  
day	  

Never	  

How	  o:en	  do	  buy	  fashion?	  

How	  oYen	  do	  buy	  
fashion?	  
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I am more interested about fashion since the arrival of Social Media 

 

 
 

I want to look good to others 
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My interest about fashion is the same as it was before, I don’t care about how people look at 

my profile on Social Media 

 

 
My interest about fashion has increased thanks to SM because it is easier to get information 

about the latest tendencies and news products from my favorite brand and designers as it 

was before.  

 

 
 

 Could you mention the fashion brands you like on Social Media? 

 
 
How often do you check reviews on Social Media about fashion products before you make a 

buying decision? 
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 How often do you check opinions in social media about fashion products before make a 
buying decision? 
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 In which degree do you develop the following activities in SM? 

 
 

 

 

 

 

 

 

 

 

 

 

 

0,00%	   10,00%	   20,00%	   30,00%	   40,00%	   50,00%	   60,00%	   70,00%	   80,00%	  

Get	  inspiraBon	  	  
Get	  informaBon	  
Entertainment	  	  

to	  know	  the	  latest	  news	  about	  trends	  
Get	  free	  content	  

Get	  discounts	  
Self-‐express	  

Feel	  part	  of	  a	  group	  

Get	  
inspiraBo

n	  	  

Get	  
informaB

on	  

Entertain
ment	  	  

to	  know	  
the	  latest	  
news	  
about	  
trends	  

and	  styles	  

Get	  free	  
content	  

Get	  
discounts	  

Self-‐
express	  

Feel	  part	  
of	  a	  group	  

Very	  OYen	   9%	   11%	   6%	   9,10%	   3%	   1%	   6%	   8,10%	  

OYen	   10,10%	   14%	   16%	   13,10%	   8%	   1,00%	   7,10%	   12,10%	  

SomeBmes	   26,30%	   22,20%	   25,30%	   20,20%	   16,20%	   10,10%	   17,20%	   20%	  

Rarely	   15,20%	   20,20%	   14,10%	   22,20%	   17,20%	   25,30%	   18,20%	  

Never	   39,40%	   32,30%	   38,40%	   35,40%	   52,50%	   70,70%	   44,40%	   41,40%	  

Consumers'	  mo.va.on	  to	  interact	  with	  
fashion	  brands	  in	  SM	  
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When you are in SM, how often do you…? 

 
 

 

 

 

 

 

 

 

 

 

0,00%	   10,00%	   20,00%	   30,00%	   40,00%	   50,00%	   60,00%	   70,00%	   80,00%	   90,00%	  

Buy	  the	  products	  from	  the	  brand	  you	  like	  on	  
ParBcipate	  in	  compteBBons	  

Complain	  about	  bad	  experiences	  with	  the	  
Upload	  videos/photos	  to	  the	  brand's	  SM	  

Wath	  videos/pictures	  about	  producs	  
Read	  other's	  people's	  comments'/post	  
Read	  publicaBons	  by	  the	  brand	  you	  like	  

Share	  pictures,	  videos,	  news	  from	  the	  brand	  
Recommend	  fashion	  brands	  you	  like	  to	  others	  

Buy	  the	  
products	  
from	  the	  
brand	  
you	  like	  
on	  SM	  

ParBcipat
e	  in	  

compteB
Bons	  

Complain	  
about	  
bad	  

experienc
es	  with	  

the	  brand	  
you	  like	  

Upload	  
videos/
photos	  to	  

the	  
brand's	  
SM	  

profile	  

Wath	  
videos/
pictures	  
about	  
producs	  
promoted	  
by	  the	  
brand	  
you	  like	  
on	  SM	  

Read	  
other's	  
people's	  
comment
s'/post	  

Read	  
publicaBo
ns	  by	  the	  
brand	  
you	  like	  

Share	  
pictures,	  
videos,	  
news	  

from	  the	  
brand	  
you	  like	  

Recomme
nd	  

fashion	  
brands	  
you	  like	  
to	  others	  

Very	  oYen	   2%	   1%	   2%	   1%	   6%	   2%	   6,10%	   0	   1%	  

OYen	   14,10%	   4%	   3%	   1%	   10,10%	   10,10%	   6,10%	   5,10%	   4%	  

SomeBmes	   21,30%	   17,20%	   7,10%	   8,10%	   30,30%	   12,10%	   6%	   8%	   18,20%	  

Ocasionally	   21,30%	   17,20%	   7,10%	   8,10%	   30,30%	   12,10%	   6%	   8%	   18,20%	  

Never	   36,40%	   54,50%	   63,60%	   82,80%	   25,20%	   32,30%	   33,30%	   49,50%	   52,50%	  

Customer	  engagement	  and	  ac.vi.es	  in	  SM	  
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What is you gender? 

 

 

 
 

 Frequency Percentage Valid percentage Cumulative percentage 

Male 

Female 

45 

45 

45.45% 

54.54% 

45.45% 

54.54% 

54.5% 

 

Total 99 100 100 100 

 

Which category below includes your age? 

 

Male,	  
45%	  

Female,	  
55%	  

28,30%	  

50,50%	  

16,20%	  
4,02%	  1,01%	  

0,00%	  

20,00%	  

40,00%	  

60,00%	  

Age	  

Percentage	  

 Frequency Percentage Valid Percentage Cumulative 

Percentage 

Under 25 

25-34 

28 

50 

28.3 

50.5 

28.3 

50.5 

28.28 

78.78 
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What is your level of education? 

 

 
 Frequency Percentage Valid Percentage Cumulative Percentage 

Lower secondary education 

Upper secondary education 

Post-secondary education 

Bachelor’s degree 

Master 

Doctoral 

 

8 

7 

15 

33 

32 

4 

8.081 

7.071 

15.152 

33.333 

32.323 

4.04 

8.081 

7.071 

15.152 

33.333 

32.323 

4.04 

 

 

15.152 

 

30.304 

63.637 

95.96 

 

 

Total 99 100 100 100 

 

0,00%	  
5,00%	  
10,00%	  
15,00%	  
20,00%	  
25,00%	  
30,00%	  
35,00%	  

Level	  of	  educa.on	  

Level	  of	  educaBon	  

35-44 

45-55 

Over 55 

16 

4 

1 

16.2 

4.02 

1.01 

16.16 

4.04 

1.01 

94.94 

98.98 

Total 99 100 100 100 
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What is your profession? 

 

Which country do you live in? 

 
 

Number of diary answers 

 
 

 


