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ABSTRACT

This research project explores the intricate relationship between social media marketing,
Generation Z consumers, and the fast fashion industry. It investigates how social media
platforms have revolutionized marketing strategies, particularly in the fashion sector, and
examines their profound influence on Gen Z's purchasing behaviors.

The study begins by analyzing the power of social media marketing, discussing how it humanizes
brands, leverages trends, and facilitates direct engagement with consumers. It then delves into
the SUCCES model of creating sticky ideas in marketing, relating these principles to successful
social media campaigns in the fashion industry.

A significant portion of the research focuses on the rise of fast fashion and its consequences. It
examines how social media accelerates fashion trends and consumption patterns, leading to
environmental degradation and social issues in the garment industry. The project presents
startling statistics on waste generation, carbon emissions, and water consumption in fast fashion
production.

Furthermore, the study investigates the labor issues prevalent in the fast fashion industry,
including poor working conditions, wage violations, and the persistence of child labor. It
highlights how the complex global supply chains often obscure these ethical concerns from
consumers.

The research also explores luxury brand marketing strategies targeting Gen Z through social
media, discussing techniques such as influencer partnerships, visual storytelling, and exclusive
content teasers. It analyzes how these strategies align with Gen Z's values and preferences.
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Through surveys and data analysis, the project provides insights into Gen Z's social media
usage, their trust in user-generated content, and the impact of social media on their purchasing
decisions, particularly in fashion and luxury goods.

Ultimately, this research aims to shed light on the multifaceted influence of social media
marketing on Gen Z's fashion consumption habits while also raising awareness about the hidden
costs of fast fashion and the potential for more sustainable practices in the industry.

Introduction

Social media has revolutionized the way we communicate, share information, and make
purchasing decisions. As a form of digital technology, it enables the virtual sharing of ideas,
information, and user-generated content, including texts and visuals. The largest social media
platforms - Instagram, WhatsApp, Facebook, YouTube, and Linkedin - have collectively
amassed over 5 billion users worldwide, creating an unprecedented opportunity for businesses to
connect with consumers.

Social media marketing leverages these platforms as powerful sales and marketing tools,
allowing companies to build an online presence and engage directly with their customers. This
approach marks a significant shift from traditional advertising methods, offering businesses a
cost-effective and highly engaging platform to reach their target audience, particularly the tech-
savvy Generation Z.

Objective of the Study:

e To investigate how social media marketing influences Gen Z's fast fashion consumption
habits.

e To assess Gen Z's awareness of fast fashion's ecological and social consequences.

e To explore the potential for promoting mindful consumption through social media.
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Detailed Study:
The Power of Social Media Marketing

Social media marketing leverages social networks as sales and marketing tools, enabling
companies to build an online presence and engage directly with their customers. This approach
marks a significant shift from traditional advertising methods, offering businesses a cost-
effective and highly engaging platform to reach their target audience.

- Humanizing Brands

One of the key strengths of social media marketing is its ability to humanize businesses. By
creating an active, personable online presence, companies can connect with their audience on a
more personal level. This strategy is particularly effective with Generation Z (Gen Z), who value
authenticity and personal connections with brands.

Example: Glossier, a beauty brand popular among Gen Z, uses Instagram to share user-generated
content and behind-the-scenes glimpses of their team, creating a sense of community and
authenticity that resonates with their young audience.

- Leveraging Trends

Participating in popular trends allows businesses to connect more deeply with potential
customers, gain exposure, and add personality to their brand. This approach is especially
effective with Gen Z, who are often at the forefront of creating and spreading trends on platforms
like TikTok and Instagram.

Example: Fashion Nova, a fast-fashion brand, frequently participates in TikTok trends and
challenges, engaging their young audience and increasing brand visibility.

- Engagement and Support

Social media platforms enable businesses to provide real-time support and information about
their services, fostering a two-way communication channel with customers. This level of
engagement is crucial for building brand loyalty, especially among Gen Z consumers who expect
quick responses and personalized interactions.
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Social Media Usage Statistics and Impact

The average U.S. adult spends 2.25 hours on social media every day, highlighting the significant
role these platforms play in our daily lives. Some key statistics that demonstrate the impact of
social media on consumer behavior include:

e Over 70% of people with a positive experience with a business on social media will
recommend it to their networks.

e 81% of people use Instagram to research products and services.

e Nearly 80% of Twitter users feel more optimistic about a business when they get a
response to their tweet.

e 46% of TikTok users engage in the app without any other distractions, providing a unique
opportunity for brands to capture undivided attention.

These statistics underscore the potential of social media as a marketing tool, especially when
targeting Gen Z consumers who are highly active on these platforms.
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The SUCCES Model in Social Media Marketing

According to Chip and Dan Heath's book "Made to Stick," there are six qualities that make an
idea stick: Simple, Unexpected, Concrete, Credible, Emotional, and Stories (SUCCES). These
principles can be effectively applied to social media marketing strategies, particularly when
targeting Gen Z consumers.
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- Simple

In the fast-paced world of social media, simplicity is key. Brands must strip their message down
to its core essence, making it easy for Gen Z consumers to understand and remember. It refers to
weeding out the superfluous elements and mastering the art of exclusion. This craft facilitates the
guide to decision making, eliminating too many choices, which tends to paralyze the decision-
making capacity of the people.

Example: Nike's "Just Do It" slogan embodies simplicity while encapsulating the brand's ethos.
On social media, Nike often pairs this slogan with powerful imagery, creating simple yet
impactful posts that resonate with their young audience.

- Unexpected

To capture and retain attention on crowded social media feeds, brands need to create content that
breaks from the ordinary. This is particularly important when marketing to Gen Z, a generation
known for its short attention span and high expectations for engaging content. Unexpected ideas
are more likely to stick because surprise triggers attention and thinking sears unexpected events
into our memories. The gap in one’s knowledge triggers curiosity in the minds of people,
keeping them hanging.

Example: Gucci's #GucciGram campaign invited artists and illustrators to reinterpret Gucci's
patterns and motifs, resulting in unexpected and visually striking content that captured the
attention of younger consumers.

- Concrete

Concrete ideas are easier to understand and remember. On social media, this translates to clear,
specific messaging and tangible demonstrations of products or services. This idea is the easiest to
accept and implement. It ensures no hindrance in communication between the business and the
audience where ideas are presented in terms of sensory information. Concreteness also enables
coordination by making targets clear and warranting that all members of the organization have
achieved the same level of understanding and are on the same page to turn an idea into a concrete
reality. Sticky ideas give us a reason to believe they’re true even when they’re not. This refers to
concreteness, where ideas can be supported by statistics, but personal experience is also a source
of credibility. ldeas that can be put into question are more reliable.
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Example: Rihanna's Fenty Beauty uses Instagram to showcase their makeup products on diverse
models, providing concrete examples of how their products look on different skin tones.

- Credible

Establishing credibility is crucial in social media marketing. This can be achieved through user-
generated content, influencer partnerships, and transparency in business practices.

Example: Patagonia, an outdoor clothing brand, uses social media to showcase its commitment
to environmental causes, sharing stories of its conservation efforts and sustainable practices,
which resonates with its environmentally conscious Gen Z audience.
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- Emotional

Content that evokes emotion is more likely to be shared and remembered. Brands can create
emotional connections by aligning with causes their audience cares about or sharing inspiring
stories. Certain ideas resonate with us on a level below our immediate consciousness and appeal
to our wishes, desires, hopes and interlock with the image of ourselves. This is an emotional idea
that induces the power of association, making people care to form an association between
something they don’t yet care about and something they do care about, making an idea stick.

Example: Dove's "Real Beauty" campaign uses social media to challenge beauty standards and
promote self-esteem, creating an emotional connection with their audience.
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- Stories

Storytelling is a powerful tool in social media marketing. Brands can use stories to showcase
their values, history, or the experiences of their customers. A good story is one that sticks, and its
power is to provide inspiration to take action. Stories encourage a kind of mental simulation or
reenactment on the part of the listener that burns the idea into the mind. Stories are the thread
between the qualities that make an idea stick- they are almost concrete, emotional, and contain
unexpected events but tackle the hardship of not being simple enough.

Example: Airbnb's Instagram account features stories from hosts and travelers around the world,
creating a narrative of adventure and connection that appeals to Gen Z's desire for unique
experiences.

Gen Z and Social Media: A Symbiotic Relationship

Social media's influence on consumer behavior is evident across various age groups, particularly
among Generation Z. To understand this influence, a survey was conducted among individuals
below the age of 27. Key findings include:

- Usage Patterns:

o The majority of individuals use Instagram regularly for four to five hours a day.
o 42.9% of participants occasionally make purchasing decisions based on what they
see on social media, while only 23.8% never do.

- Factors Influencing Purchases:

14.3% are influenced by recommendations from friends or families.

85.7% are influenced by content that aligns with their hobbies or interests.

71.4% lean towards products advertised by brands they already follow.

52.4% are enticed by appealing visuals or creative content.

38.1% are tempted by advertisements of products that provide solutions to current
needs.

o 23.8% are drawn towards personalized advertisements and those offering

O O O O O

exc I us |Ve d |SCO u ntS or pro mot |0ns What factors make advertisements on social media relevant to your interests or

needs?

Content aligns with my hobbies (85.7%)
42.9%)
(71.4%)

(23.8%)

(14.3%)
(52.4%)
(38.1%)
(23.8%)
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- Impact on Consumer Behavior:

66.6% are neutral towards the impact of social media on consumer behavior.
33.3% feel that social media has a positive impact on their overall consumer
behavior.

4.8% do not trust user-generated content, such as reviews and testimonials on
social media, when making purchasing decisions.

19% rarely trust user-generated content, 23.8% mostly trust it, and 14.3%
sometimes trust it.

38.1% are neutral to user-generated content influencing their purchasing
decisions.

How much do you trust user-generated content (e.g., reviews, testimonials) on social
media when making purchasing decisions?

@ Completely trust

@ Mostly trust
Neutral

@ Sometimes trust

@ Rarely trust

@ Do not trust at all

- Categories of Purchases Influenced by Social Media:

o O O O

85.7% are influenced to purchase clothing and fashion items.

61.9% purchase specific food items, beverages, and explore new restaurants due
to social media.

47.6% purchase beauty and skincare products.

42.9% purchase entertainment products such as movies and concert tickets.

38.1% purchase electronics and gadgets.

19% are influenced to purchase travel and hospitality services.

What types of products or services have you purchased influenced by social media?

Clothing and fashion items (85.7%)

Beauty and skincare products| (47.6%)

Electronics and gadgets (38.1%)

Food and beverages (61.9%)

Travel and hospitality services

Entertainment (movies, concerts,

etc.) (42.9%)
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- Types of Content Influencing Purchases:

O

Positive reviews and testimonials are most influential on users’ purchasing
decisions.

33.3% are influenced by product demonstrations or tutorials and
recommendations from influencers.

42.9% are influenced by the trendiness or popularity of a product advertised on
social media.

- Suggestions for Improving Social Media's Influence:

O

o

Respondents believe that social media could better influence consumer behavior
positively by promoting brands through transparent, engaging content.

Providing more transparent and reliable information while being more detail-
oriented regarding products.

Genuine reactions and unbiased reviews based on personal consumption instead
of sponsored advertisements.

Sharing more factual information with supporting evidence to guide consumers.

These findings suggest that social media's influence on consumer choices is multifaceted, with a
significant impact on purchasing behaviors, particularly in the fashion industry.
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The Dark Side of Fast Fashion: Environmental and Social Impacts
- The Rise of Fast Fashion

Fashion trends cycle rapidly, generating profits for influencers and companies alike. Social
media, through affiliate marketing, exposes millions of users to new clothing styles, increasing
demand and accelerating trend adoption. Fast fashion, an emerging buzzword, refers to the
design, manufacturing, and marketing methods focused on the rapid production of high volumes
of clothing.

This phenomenon emerged in the 1970s but gained momentum in the 1990s as companies
accelerated output to keep pace with trends. While traditional fashion operates on four seasons
per year, fast fashion brands now produce approximately 52 "micro-seasons™ annually, leading to
massive consumption.

- The Two Sides of Fast Fashion

Fast fashion presents a double-edged sword. On one hand, it offers affordable and easily
accessible clothing, allowing consumers to purchase new items frequently. On the other hand, it
carries significant detrimental impacts often overlooked by consumers.

Key characteristics of fast fashion brands include:

Trend replication

Rapid production

Use of low-quality materials
Competitive pricing
Low-wage manufacturing

the world of

o

WWWw.ijsser.org Copyright © IJSSER 2024, All rights reserved Page 3872




International Journal of Social Science and Economic Research
ISSN: 2455-8834

Volume:09, Issue:09 "September 2024"

Environmental Consequences

The environmental impact of fast fashion is severe and multifaceted:

Toxic Pollution: Companies like Boohoo, despite promoting body positivity, use toxic
chemicals, dangerous dyes, and synthetic fabrics that contaminate water supplies.

Waste Generation: In the United States alone, 11 million tons of clothing are discarded
annually, often containing non-biodegradable materials like pesticides, chemicals, and
lead.

Carbon Emissions: According to the United Nations, fast fashion contributes to 10% of
global carbon emissions, with this figure projected to rise by 0.7% annually over the next
four years.

Resource Depletion: The World Resources Institute reports that producing one cotton
shirt requires about 2,700 liters of water - equivalent to a person's drinking water for 2.5
years.

Social and Labor Issues

Ethical concerns and human rights violations plague the fast fashion industry:

Poor Working Conditions: Garment workers often endure excessively long hours, poor
wages, and unsafe working environments, including windowless spaces with dangerously
high temperatures and exposure to harmful chemicals.

Labor Exploitation: The 2013 Rana Plaza collapse in Savar, Bangladesh, which killed
1,100 workers and injured thousands more, starkly highlighted the industry's disregard
for worker safety.

Wage Violations: In 2020, an undercover report revealed that Boohoo was paying
workers in the UK £3.50 per hour, significantly below the minimum wage of £8.72.

Child Labor: Despite some improvements between 2000 and 2012, child labor in the
garment and textile industry has risen by 8.4% in recent years, reaching 160 million
children worldwide. The COVID-19 pandemic has exacerbated this issue due to
economic challenges.

It is essential to understand and raise awareness about fast fashion's ecological and labor issues.
This was done by conducting a survey among respondents under the age of 27. The key findings

were-

WWWw.ijsser.org Copyright © IJSSER 2024, All rights reserved Page 3873




International Journal of Social Science and Economic Research
ISSN: 2455-8834

Volume:09, Issue:09 "September 2024"

- Familiarity with Fast Fashion:
o 44.4% of participants were both very familiar and somewhat familiar with the
term fast fashion.
o Only 11.1% were not familiar with fast fashion.

- Awareness regarding the Environmental Impact of Fast Fashion:
o Only 33.3% were not familiar with the environmental impact of fast fashion.
o 66.7% are well aware of the detrimental environmental impacts ranging from
water pollution to textile waste.

Do you know about the environmental impact of fast fashion (e.g., water pollution,
textile waste)?

® Yes
® No

- Regularity of Purchases made from Fast Fashion Brands

o 55.6% purchase clothing from fast fashion brands such as Zara and H&M among others
very often.
o 22.2% occasionally or rarely purchased clothing from fast fashion brands.

- Importance of Ethical and Sustainable Considerations:

o Only 11.1% found the ethical and sustainable considerations of grave importance while
purchasing clothing.

o 44.4% found the ethical and sustainable considerations important while purchasing
clothing.

o 27.8% found it not very important.
16.7% paid no importance towards the ethical and sustainable implications of purchases
of fast fashion clothing.

- Information on Sustainability and Labor Practices of Fast Fashion Brands
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72.2% receive information on sustainability and labor practices of fast fashion brands on
social media.

38.9% learn information from newspaper websites.

22.2% are aware due to family and friends’ discussions.

11.1% pay heed to fashion blogs and their viewpoint on sustainability and labor practices
of fast fashion brands

5.6% read the label on the clothing items while 5.6% are not aware about such
information.

Social media (72.2%)

News websites (38.9%)

Fashion blogs (11.1%)

Friends or family (22.2%)

Reading the label on the

0,
clothes - where the pie... (5.6%)

| dont (5.6%)

Ecological and Labour Issues Influence on Purchasing Decisions:

44.4% responded to slight change in their purchasing decisions post learning about the
ecological and labor issues of fast fashion.

33.3% responded positively.

22.2% responded negatively with no change on their purchasing decisions after being
informed about the ecological and labor issues of fast fashion.

Would knowing more about the ecological and labor issues of
fast fashion influence your future clothing purchases?

® Yes
® No
© Maybe
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- Education and Awareness Campaigns:

o A majority of 83.3% believe there should be more education and awareness campaigns
addressing the impacts of fast fashion.

o 11.1% are unsure about such facilities being implemented.

o 5.6% believe no education or awareness campaigns must be implemented.

In conclusion, it is essential to raise awareness and educate those around us about the
complexities and detrimental impacts fast fashion has not only on the environment but on human
beings as well violating the Labour Laws.

- The Hidden Cost of Fast Fashion

As Lucy Siegel poignantly stated, "Fast fashion isn't free. Someone somewhere is paying.” The
true cost of cheap, trendy clothing is often hidden from consumers due to the complexity of
global supply chains. Many retailers are unaware of the inhumane conditions endured by workers
in their production processes.
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Luxury Brands and Social Media: Strategies for Engaging Gen Z

Generation Z (Gen Z) contributes to about 20% of the United States population and represents an
important target audience for luxury brands. Key insights into this demographic include:

- Market Impact:

o According to Bain & Co., Generation Z accounted for luxury market growth in
2022 and is expected to make up a third of the luxury market by 2030.

o Gen Z is making luxury purchases at a younger age than previous generations due
to easy access to brands through online luxury fashion brands, other online luxury
companies’ websites, and social media platforms.

o Gen Z has substantial purchasing power, with an estimated $360 billion in
disposable income, according to Bloomberg.

- Social Media Usage:
o 56% of Instagram users view the latest collections of brands on the platform.
o 58% use Instagram to stay aware of the latest trends and what is popular in the
industry.
o During fashion month, 64 million people generated 387 million likes, comments,
and pictures on social media, highlighting the engagement and visibility luxury
brands achieve through these platforms.

Marketing Strategies Employed by Luxury Brands:

Marketing strategies employed by luxury brands must align with the perceptions and values of
the target audience, i.e., Gen Z. Being digital natives, their purchasing power is most influenced
by luxury brands’ social media presence. To capture their attention, luxury brands are investing
an average of $1.5 million a month on social media advertising. The effective marketing tactics
for luxury brands show the dynamic nature of luxury brand marketing ranging from influencer
partnerships to cross-platform integration.

- Influencer Partnerships:
o Influencers are highly influential individuals with a social media presence and can
easily persuade their audience to purchase a product or visit a destination.
o Collaborating with influencers who share the brand’s values and aesthetic
significantly boosts reach and credibility, promoting engagement with new
audiences and enhancing visibility, trust, and aspiration.

o Transparency is ensured as on certain social media platforms like Instagram a
“paid partnership” tag is clearly displayed on a post introducing an extra level of
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honesty and trust when disclosing sponsored content for both brands and creators.
43% of Gen Z has purchased products or services directly from social media
platforms, and 73% of the businesses are currently selling via social media
platforms, with an increase in this number to 79% within the next three years.

- Storytelling:

o Visual storytelling through compelling imagery and videos conveys the brand's
history and craftsmanship behind each product.

o Transforming products into symbols of a desirable lifestyle inspires consumers to
envisage themselves as integral parts of the brand’s narrative.

o It also leads to an increase in conversation rates by turning shoppable posts and
content into campaigns. This is achieved in two ways- hyper-targeting by
partnering with small influencers and choosing affordable items to showcase.

- Live Streaming Shopping Events:

Brands are using live streaming shopping events to maximize their sales.

o This feature is relatively new, but its gripping impact on the purchasing behavior
of its target audience must be realized. It ensures instant shopping for luxury
brands.

o Post-pandemic Tommy Hilfiger capitalized on this opportunity and partnered with
celebrities and social influencers allowing viewers to add items to their carts for
checkout after the event instantly.

o Walmart regularly hosts live shopping events on its live platform. YouTube
channel and TikTok account partnering with influencers and celebrities
showcasing new product lines and seasonal favorites.

- Shoppable Posts:

o Shoppable posts on Instagram allow brands to tag products featured in posts,
creating a direct link between the post and purchase.

o This method enhances the consumer journey by providing a seamless transition
from viewing to purchasing.

- Exclusive Content Teasers:

o Offering sneak peeks or limited previews of upcoming collections, products, or
events taps into the audience's fear of missing out, building a sense of exclusivity
and privilege.
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o Example: Supreme’s collaboration with Louis Vuitton leveraged the scarcity
principle, boosting immediate sales and enhancing brand appeal by offering
unique and exclusive products making the product more desirable. The strategy of
limited-edition releases turned fashion items into must-have pieces elevating the
Supreme and Louis Vuitton’s status in both luxury and streetwear markets.
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- Interactive Contests and Giveaways:

o Interactive contests foster a sense of community, build brand loyalty, and increase
engagement.

o Example: Rolex’s #EveryRolexTellsAStory campaign invited participants to
share personal stories about their Rolex watches, creating emotional connections
between the brand and its audience.

#everyrolextellsastory
5,642 posts
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- Aesthetic Branding:

o Sharing high-quality and appealing visual content communicates the brand’s
attention to detail and commitment to excellence converting users into brand
followers.

o Example: Gucci’s mastery of visual aesthetics creates a cohesive and compelling
narrative that captivates a global audience.

- Behind-the-Scenes Strategies:

o Offering transparency and openness humanizes the brand, strengthens its
connection with followers, and creates a relatable image.

o Example: Chanel’s “Inside CHANEL” series provides insights into the design
process, history, and creation of products, emphasizing craftsmanship and detail.

o Emphasis on craftsmanship and detail elevates the brand's status by sharing close-
up images and the story behind the creation of the product, along with videos of
the production process. It provides an insight into the brand's meticulous approach
to its commitment to quality and artisanal value. Portraying a story of excellence,
focusing on craftsmanship and detail, reinforces the brand's luxury identity,
ensuring the quality of the product is worth inventing and made to last.

CHANEL

HAUTE COUTURE FASHION HIGH JEWELLERY FINE JEWELLERY  WATCHES EYEWEAR FRAGRANCE MAKEUP SKINCARE

THE STORIES

THE STORIES

P SEE THE FULL FILM
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- Personalized Customer Engagement:

o Utilizing data to craft customized messages, recommendations, and experiences
ensures each follower feels valued and engaged.

- Collaborations:

o Collaborating with other luxury brands combines strengths and audiences,
enhancing visibility and creating unique, innovative merchandise.

o These collaborations create unique and innovative merchandise that wouldn’t be
possible independently. They facilitate engagement with existing followers,
attract new customers, and help enhance brand visibility.

o Example: TAG Heuer’s collaboration with Porsche brought together luxury
watchmaking and automobile excellence.
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- Cross-Platform Integration:

o

Combining data from various platforms provides a unified view of the audience,
enhancing targeting and engagement.

Leveraging multiple social media platforms and search engines increases the
likelihood of capturing attention and driving conversions.

Embracing a cross-platform market serves as a gateway to attract, engage, and
interact with the target audience when they are most active, increasing the
likelihood of capturing attention and driving conversations.

The diverse approach of a brand that connects with individuals across various
platforms such as Instagram, Twitter, and Facebook connect individuals across
different demographics, interests, and potential customers on the other side of the
globe casting a wider reach.

Through methods of data analysis such as social media interactions, search engine
queries, and email subscriptions, among others, businesses can gain insight into
their target audiences' purchasing behavior and interests.

Cross-platform marketing assists enhanced targeting by tailoring market strategies
to target a specific audience segment. Engaging with followers across various
platforms through polls and quizzes encourages a multichannel approach
improving engagement and keeping the brand on users’ minds.

To ensure a smooth consumer journey with the brand, various brands reach out to
customers at various stages, providing relevant offers and updated content,
significantly impacting conversion rates. This seamless conversion drives
business and growth, aiding the brand in achieving its marketing organizational
goal.
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- Search Engine Optimization (SEO):

o Ensuring the brand’s visibility on search engines captures the attention of
potential customers.

o Effective SEO drives high-quality traffic to the brand’s website, contributing to
overall success.

o To build a relationship that extends beyond conventional methods of interaction
SEO serves as a bridge between these well-established luxury brands and the
younger generation.

o Majority of luxury brands cater to a global clientele, requiring an effective avenue
to navigate the complexities of a global market provided by SEO. Through
content optimization for various languages, regions, and cultural nuances, SEO
ensures an accessible and adverse digital presence to cater to a diverse
international audience.
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- Luxury Lifestyle Blogging:

o Luxury lifestyle blogging appeals to consumers by showcasing individuals
embodying a luxury lifestyle, fostering a sense of community, and belonging.

o This approach encourages followers to invest in the brand not just for its
merchandise but for the lifestyle it promotes.

o Example: Hermes uses luxury lifestyle blogging on its platform, Le Monde
d’Hermes, to showcase the brand’s designs, craftsmanship, and explores the
luxury lifestyle they advocate strengthening their brand narrative.

R

Case Study

Inside Hermes’ Best-in-Class
Leather Goods Strategy

Sy.Robart Willame How a unique approach to supply chain, design, communications and

May 2023 retail has powered blockbuster demand for iconic bags like the Birkin and
Kelly, enabling the French leather goods house to face down rivals and
become a global with a market capitalisation greater than Nike's.

businessoffashion.com
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- Experiential Marketing:

O

Owing to the perception of luxury brands by Gen Z, experiences are valued more
than possessions. Luxury brands offer memorable experiences such as exclusive,
invite-only events or stores, personalized consultations, and tours, among others.
Example: Brunello Cucinelli’s Casa Cucinelli offers a private, invite-only location
for exclusive events, building a close connection with its clientele.

Example: Gucci opened its ivy-covered appointment-only salon in Los Angeles
and Chanel’s private boutiques dedicated to top-spending clients.

Example: Mytheresa, a luxury e-commerce platform, collaborated with luxury
brand Jimmy Choo post-pandemic to accelerate special private client fashion
events. It captured content for social media amplification and fast-tracked the
trend of brands doing events in far-flung locations offering luxury tours and
catering to private clientele.

Example: In contrast to a fashion event, an exclusive and private event was
conducted by Mytheresa once again in partnership with luxury brand Schiaparelli
in Paris, inviting guests from all over the world to interact with the brand’s CEO
Delphine Bellini. This was a unique and exclusive experience to amplify their
commitment to offering different experiences to different personalities as quoted
by Isabel May, Chief Customer Experience Officer at Mytheresa.

By implementing these strategies, luxury brands can effectively engage with Gen Z, enhancing
brand loyalty, increasing sales, and strengthening their market position.

To understand the influence of social media advertisements and campaigns on Gen Z purchasing
behavior for luxury brands a survey including respondents under the age of 27 was conducted.
Key findings were-

- Social Media Platform:

0O O O O O

Majority of the respondents use Instagram actively.
47.8% use Snapchat.

8.7% use twitter, now X.

4.3% use LinkedIn.

No respondent uses Facebook actively.

WWW.ijsser.org

Copyright © 1JSSER 2024, All rights reserved

Page 3885




International Journal of Social Science and Economic Research
ISSN: 2455-8834

Volume:09, Issue:09 "September 2024"

Frequency of Purchases from Luxury Brands:

(@]

47.8% respondents purchase designer clothing, accessories, cosmetics, among
other products occasionally.

Only 26.1% purchase products from luxury brands very often.

21.7% purchase items from luxury brands rarely.

Only 4.3% never make any purchases relating to luxury brands.

How often do you purchase luxury brands (e.g., designer clothing, accessories,
cosmetics)?

@ Very often

@ Occasionally
Rarely

@ Never

Frequency of Advertisements or Campaigns for Luxury Brands on Social Media:

©)

60.9% encounter advertisements or campaigns for luxury brands on social media
multiple times a day.

17.4% have such encounters rarely.

13% receive such advertisements and campaigns once a day.

4.3% encounter campaigns surrounding luxury brands on social media few times a

week or never.

Social Media as a driver for Luxury Purchases:

(@]

60.9% made a purchase of a luxury brand product after seeing an advertisement or

campaign on social media.
39.1% did not make any purchase after any sort of advertisement on social media

surrounding luxury brands.
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- Factors of Social Media Influencing Purchasing Decisions:

o Majority of the respondents are influenced by visual appeal such as aesthetics,
product photography, among others.

o 39.1% are influenced by both product reviews or testimonials and brand
reputation or prestige.

o 34.8% are enticed by discounts or promotional offers.

o 26.1% are appealed to by influencer endorsements.

- Satisfaction from Purchases Influenced by Social Media:

o 56.5% were satisfied with their purchase influenced by social media
advertisements.

o 17.4% were very satisfied with their purchase influenced by social media
advertisements.

- Impact of Positive Social Media Reviews on Luxury Purchases:

o 60.9% are more likely to consider purchasing from a luxury brand after seeing
positive feedback or reviews on social media.

o 26.1% are unsure about any such purchases.

o 13% are less likely to purchase from a luxury brand after seeing positive
feedback or reviews on social media.

- Influence of Social Media Advertisements on Purchasing Decisions of Gen Z for
luxury Brands:

o 56.5% believe social media advertisements are very influential in shaping the
purchasing decisions of Gen Z for luxury brands.

o 39.1% feel social media advertisements are moderately influential in shaping the
purchasing decisions of Gen Z for luxury brands.

o 4.3% see only a slight influence on the purchasing decisions of Gen Z for luxury

brands. In your opinion, how influential are social media advertisements in shaping the
purchasing decisions of Gen Z for luxury brands?

@ Very influential

@ Moderately influential
Slightly influential

@ Not influential at all

WWWw.ijsser.org Copyright © IJSSER 2024, All rights reserved Page 3887




International Journal of Social Science and Economic Research
ISSN: 2455-8834

Volume:09, Issue:09 "September 2024"

In conclusion, social media marketing does play a role in influencing Gen Z consumers to
purchase a product produced by luxury brands. Majority users appeal to aesthetic visuals, content
and social media posts encouraging luxury brands to adopt the path to digital marketing through
social media.
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Case Study

The top 20 brands in the world report an average of 69% increase in their media impact value
over the course of 3 years.

Christian Dior, a luxury brand whose marketing strategy stands as a testament to time, showcases
the brand’s dedication to elegance, luxury, and innovation. Dior has become the epitome of
luxury fashion branding through a holistic approach across various platforms. The foundation of
Dior’s marketing strategy was laid in 1947 with the introduction of hourglass silhouettes and
feminine designs, redefining women’s fashion. Dior caters to a global market with products
manufactured with premium materials and exceptional craftsmanship.

Positioning Dior as a leader in the luxury market, its high-quality artistry and products are
reflected in its pricing strategy. This luxury brand exceeds boundaries to align the products
manufactured with the consumers’ needs keeping the market demand in mind. Their pricing
strategy, combined with the brand’s attention to detail, ensures their pricing strategy serves as an
investment for consumers. The key statistics for Dior 2023 are-

Total employees are 175,647
Annual revenue is $75.973 billion
Net income is $5.852 billion
Market cap is $130.33 billion

Dior has established a well-connected network across 35 countries with more than 4000 stores
worldwide to cater to its target audience of affluent individuals. The prestigious luxury brand
offers a personalized shopping experience in its stores located in fashion capitals. Their flagship
store located in Paris, France serves as a symbol of exclusivity and maintains its celebrated
reputation. Keeping in mind the influence of social media marketing on Gen Z, this luxury brand
has established a strong online platform, providing customers a chance to experience a seamless
shopping journey for their favorite pieces from the comfort of their homes anytime, anywhere.
Dior expands its presence in the luxury market through strategic partnerships with online
retailers and reputable brands and boutiques around the world. These partnerships expand the
distribution channel allowing its products to be readily available to global customers.

Furthermore, in the LVMH group, luxury brand Dior holds 42.36% of shares and 59.01% of the
voting rights. It has truly climbed up the luxury ladder and holds a strong influence in the luxury
conglomerate. Dior incorporates a blend of traditional and digital techniques, connecting with
customers on multiple platforms. The key marketing strategy employed is storytelling. The
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marketing campaigns executed focus on themes such as history, feminism, and environmental
issues, creating a sense of connection and engagement with their audience. It also leverages the
power of social media to advertise its products, endorsements, and collaborations across various
social media platforms, tapping into the tactic of influencer marketing. On the other hand, they
also invest in traditional advertising techniques such as newspaper advertisements to ensure a
successful multi-channel approach to remain visible to both their affluent target market and
fashion enthusiasts.

Dior collaborates with high-profile Hollywood celebrities like Jennifer Lawrence, Johnny Depp,
Natalie Portman, and recently F1 Racing driver Lewis Hamilton among many leading to higher
engagement rates as compared to traditional advertising. Celebrity endorsements included in
Dior’s strategy has helped the brand resonate with Gen Z and their target demographic, as well
as connect with them on a deeper level and foster brand loyalty. Charlize Theron, an American
actress, is associated with the iconic J’adior fragrance, which appeals to an audience who aspires
to embody the elegance associated with the actress and the perfume. In collaboration with model
Bella Hadid, the luxury brands saw success in targeting the younger audience.

Dior’s social media strategy has been instrumental in building a strong online presence boasting
nearly 50 million followers on Instagram, 25 million on Facebook, and 10 million on other
platforms. Furthermore, the luxury brand has established its position as a leader in the luxury
hierarchy through its use of video marketing and cinematic videos. It platforms the latest
collection with captivating narratives incorporating their storytelling narrative creating an
immersive experience. Their successful campaign, like Capture Youth, has targeted a specific
market segment appealing to the anti-aging market and has showcased the range of the
demographic clientele Dior caters to. “Consistency is the key to success”, an ideal Dior stands by
and inculcates in their digital marketing efforts. Whether it is social media posts, website
content, or video campaigns, the brand ensures consistency to maintain a cohesive image and
differentiate itself from its competitors in the competitive luxury market.

In conclusion, Dior, through its effective marketing strategies ranging from traditional to modern
methods, has propelled the brand to emerge victorious as an exclusive luxury brand. It
exemplifies the importance of luxury branding and digital reach in an ever-evolving fashion
industry. By capitalizing on influencer marketing, user-generated content, and exclusive behind
the scenes glimpses, enhancing and paying heed to consumer engagement.
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Key Statistics Increase

Advertising recall through Dior’s 43%
virtual try-on (VTO) campaign

Brand linkage compared to traditional 62%
video formats using VTO

Users indicating eagerness to share 12%
their experience

Purchase intent 36%
Respondents recognizing the brand as 17%
premium
U.S. campaign’s user engagement 0.23%
rate
Click-through-rate post-AR activation 11.25%
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Luxury brand Chanel has maintained its position amongst the top luxury brands in the market
and stands as a testament to its glamour and fashion. Chanel has exceeded beyond the boundaries
of a niche customer base and nurtured a widespread community in the realms of fashion and
apparel as well as implementing strategies to maintain a healthy relationship with audiences.

With a following of 59 million on Instagram, 23 million on Facebook, 2.39 million on LinkedIn,
and 13.3 million on X, previously known as Twitter. Its ardent following base extends to its sub-
brands like Chanel Beauty, We Love Coco, and Le 19M, a Chanel initiative.

Chanel’s social media strategy is a blend of glamorous visuals and sophisticated narratives. It
dabbles with various strategies ranging from creating and sharing content in the form of teaser
reels on Instagram, story highlights, and posts involving aesthetic visuals to appeal to a
following. This was seen in an animated video uploaded on YouTube, enticing a younger
audience with their Coco Crush fine jewelry line. Their YouTube channel is filled with celebrity
interviews, new product launch ads, and animated stories and snippets. Their strategy fuels an air
of mystery and unattainable luxury through graphic posters and striking content, keeping the
audiences hooked.

The luxury brand emphasizes engaging content using social tracking and listening, ensuring its
content tells a story of beauty, class, grace, and desirable luxury. To grasp the attention of
audiences of varying demographics, the brand often incorporates behind-the-scenes videos,
collaborations with influencers and celebrities, and interviews with fashion gurus. The Chanel
Connects campaign, a meaningful and engaging arts and culture podcast, features celebrity
interviews with Timothee Chalamet, Penelope Cruz, and Jon Gray, among others.

Consistency was the key to achieving global recognition for the exceptional brand Chanel.
Irrespective of the externalities, Chanel has remained true to its brand values and visual identity,
which are evolving and acclimating with the times. This consistency in branding is evident in its
collections envisioned in the early 20" century. Chanel refrains from crossing into snobbish
territory while maintaining its image as a niche and luxurious brand. It puts a spin on the
narrative perceived by the audience worldwide. The brand has a collection of real-life short films
like Priscilla and clips that capture stories of their illustrious history.

Chanel ensures that the buzz is brought to life on its social media platforms with the launch of
new collections via relevant and informative posts. The current Coco Neige 23-24 collection is
being marketed on their website and Instagram page to encourage engagement and connection
with the audience. Chanel ensures it fulfills its corporate social responsibility by portraying its
devotion to a cause that matters since opulence goes hand-in-hand with environmental
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preservation. It reduces its footprint to help bring out positive social and ecological change,
picturing its dedication to sustainability.

In conclusion, Chanel offers engaging user experiences that guarantee continued accessibility
and relevance. The audience drawn to this luxury brand is diverse, encompassing fashion
enthusiasts, professional women, and celebrities, among others who value the timeless elegance
of the brand. Each item featured in their advertising campaigns is presented as a symbol of
elegance and luxury carefully woven into the brand's story. Celebrity endorsements, influencer
partnerships, storytelling, and excellent visuals are all critical components of Chanel’s marketing
strategy, which has been implemented to cater to a diverse global clientele.

Focus Group

Based on multiple focus groups conducted among individuals belonging to Gen Z, the following
conclusions can be drawn based on their perceptions.

There has been a silent war brewing between luxury fashion brands & fast fashion brands.
Walking through the most popular shopping streets, the Louis Vuitton and Gucci shop windows
feature their latest drops hand-crafted from high-end materials. On the street nearby, the ever-so-
trendy Zara, H&M, and Mango feature pretty much the same designs (made with lower quality
materials) at a fraction of the price.

In their opinion, luxury and fast fashion are inherently different. On the one hand, luxury fashion
evokes exclusivity, superior quality, craftsmanship, heritage, and premium pricing, whereas fast
fashion guarantees trendy designs and silhouettes, low prices, and permanent assortment rotation.

As a young consumer, | find that the motives for shopping are also entirely different. Luxury
fashion is linked to symbols of social status, "made to last" whereas fast fashion is linked to “buy
it now 'cause it won't be here tomorrow”

Over the years, fast fashion brands have become competitors of luxury brands since they quickly
mimic the latest styles off the runway and pose a perceived threat because of their aggressive
marketing, celebrity endorsements, intense advertising spending on social media, and influencer
collaborations. Over the last decade, luxury brands have also finally moved from their traditional
one-sided marketing approach. Social media and influencer marketing are ways for luxury
brands to stay relevant, so brands can't be afraid to dive in. The key to influencer marketing for
luxury brands is to maintain their aesthetic and voice by choosing the right influencers for their
campaigns.
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While fast fashion has arguably made the benefits of self-expression and trendy fashion more
accessible to a broader range of consumers, it has also contributed to overconsumption,
overproduction, and throw-away culture.

Gen Z is the first generation to grow up entirely in the digital age. They are very outspoken and
not afraid to call out fast fashion brands or share their opinions on social media, as seen in the
H&M greenwashing case.

By 2030, Gen Z and alpha will account for 45% of the global population and will be the largest
target segment for all fashion brands. These generations want to feel a genuine connection while
engaging with brands. It’s all about engagement and two-way conversations.

Luxury brands are already being challenged to adapt to their needs in terms of content,
distribution and engagement and are hiring younger to stay relevant. Going forward -
transparency and authenticity will make a difference, and the brands that can tap into that
successfully will come out on top. Few fashion brands are already touching global causes like
Ganni, Fillipa K, Day & Age, such as ethical production, by promoting their sustainable
production and corporate social responsibility initiatives to address the needs of the Gen Z
consumer.

Conclusion

In conclusion, social media plays an instrumental role in positioning various businesses at the top
of the fashion hierarchy and has reshaped the industry with respect to fast fashion and luxury
brands targeting Gen Z. The intersection of social media and fast fashion has led to an increase in
the buzz around this trend ignoring its detrimental effects. Fast fashion presents two sides to the
same coin. On one hand, it offers affordable and easily accessible clothing, allowing consumers
to purchase new items frequently. On the other hand, it carries reliance on unsustainable and
detrimental practices on both the environment and human rights. By leveraging SUCCES-
Simple, Unexpected, Concrete, Credible, Emotional, and Stories, brands can craft campaigns that
appeal to Gen Z, the upcoming target audience, keeping them hooked. Luxury brands tend to
indulge in the storytelling tactic appealing to the perception and narratives of their audience
while at the same time appealing to the right side of their brain, creativity, and artistic skills
through aesthetic branding and visuals as adopted by various brands, including Gucci and
Chanel.

With Gen Z preferring genuine, authenticity, and transparency in all three domains of a brand-
product, advertisement, and overall contribution to the environment and society, brands are
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skeptical towards implementing superficial marketing strategies and focus on fostering a sense of
belonging and building an emotional connection to their audience. Other than storytelling, luxury
brands incorporate celebrity endorsements, influencer partnerships, cross-platform integration,
live streaming shopping events, aesthetic branding, personalized shopping experiences,
exclusivity, and collaborations with other brands, among others. All these strategies integrated
into the marketing strategies of brands have helped businesses to acclimate to the ever-changing,
dynamic nature of the fashion market.

Luxury brands like Christian Dior and Chanel exemplify how traditional advertising methods
and values can coexist and allow a business to succeed while incorporating modern advertising
methods in the digital realm. The insights drawn from focus groups reveal that Gen Z perceives
fast fashion and luxury brands as distinct identities, with luxury brands exuding exclusivity and
fast fashion dominating a society that values affordability and trendiness. The rise of fast fashion
and its dominance in the digital realm forced luxury brands to acclimate to the evolving market
and ensure their strategies resonate with the perception of the target consumers.

In the future, we can only assume an upward slope with respect to social media marketing and its
effective integration in both luxury brands and improvements in fast fashion companies. It is
essential to keep in mind the realistic and concerned viewpoint of the upcoming generation with
respect to sustainability concerns, corporate social responsibility incentives, and authentic and
genuine connections.

Usefulness/Relevance to Society and How We Can Contribute Towards the Given Cause

Fast fashion has detrimental implications which are not addressed by social media. Its reliance
on unsustainable and malpractices risking the lives of many requires immediate attention and
greater transparency and accountability in the fashion industry. Awareness campaigns must be
adopted to contribute to the pressing issues identified in this research. Still, they will be two-fold
to ensure the well-being of labourers, consumers, the success of a business, and the protection of
the environment. With consumers paying heed to applying pressure on brands to adopt
sustainable practices and ensuring fair labour conditions according to Labor Laws, brands can
ensure the protection of the environment, contributing to our society while building personal
connections with consumers and building a more reputable image. As members of society and
future leaders of the world, we must advocate mindful fashion, think before we spend, and
consider how someone is affected by each unnecessary purchase we make. We must be
torchbearers for the well-being of consumers, employees, and the environment, raising
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awareness among various focus groups and in our community to build an authentic, genuine, and
trustworthy society and an equitable future for fashion combined with digital advancements.
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