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Abstract 

Considering social media’s widespread marketing possibilities this study aims at 

investigating consumer engagement across YouTube, Facebook and Twitter and how luxury 

fashion brands can produce such activities on their corporate social media pages. Through 

applying a mixed method combining both social media data collection together with 

conducting a content analysis, both quantitative and qualitative measurements were attained. 

This to provide a deeper understanding when analyzing actual consumer engagement efforts 

and what role brands’ content strategies play in encouraging these activities. The results 

confirmed some expectations of the heterogeneous nature of social media as the level of 

consumer engagement showed to vary notably between both platforms and brands. More so, 

the results in the current study were not able to confirm any great effects of firm engagement 

having a direct effect on consumer engagement, instead response and interaction seems to be 

strictly related to content and product factors. In turn, these factors in relation to aspects such 

as the psychological state of mind, social, emotional and behavioral aspects showed to be 

encouraging added consumer engagement. 

 

Keywords: Luxury fashion, Social media marketing, Social media activities, consumer 

engagement, Co-creation, brands’ social media content  
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1. Introduction 

1.1. This study in context 

Wealthy consumers have come to expect a lot from luxury retailers both online and in stores 

(Roman, 2015, paragraph 2). This target group of customers, also known as luxury 

customers, have become highly impatient and expectant in terms of wanting great firm 

performances and experiences. In order to still be competing among all other brands on the 

luxury market, marketers have to perform seamlessly both online and offline. Their 

consumers, not wanting to spend any time searching for information, has to be provided with 

offers on point and highly relevant to them (Roman, 2015, paragraph 4). In order to know 

how to meet this very demanding clientele, brands need to understand the consumer decision 

journey and the way they experience and react on the different medias and points of 

interaction. Additionally, brands then have to adjust their strategies and offers accordingly 

(Franzé, 2017, paragraph 4; Roman, 2016, paragraph 1). 

1.2. Background 

Social media has become a popular hang-out area for people on the internet, somewhere 

where they can express themselves, seek information or inspiration and also follow news 

topic discussions (Schultz & Peltier, 2013, p. 87), this in a very relaxed and casual way 

(Geissinger & Laurell, 2016, p. 186). Due to the fact that people like expressing themselves 

about different experiences and due to information being shared and spread incredibly fast, it 

is impossible for anyone to control the content put out across the different platforms on the 

internet (Kaplan & Haenlein, 2010, p. 59-60). Most companies, in order to have their own 

voice and not be overruled by (negative) reviews and contents about them (Ferguson, 2008, 

p. 180), have their own accounts on social media (Gautam & Sharma, 2017, p. 872). This 

way they hope to be able to affect and influence some of the content put out there.  

 

Although social media have existed for over two decades (Gautam & Sharma, 2017, p. 872), 

companies seem to be taking too light-heartedly on its potential and effects (Barger, Peltier, 

& Schultz, 2016, p. 269; Felix, Rauschnabel, & Hinsch, 2017, p. 1). According to a study 

conducted by TrackMaven in 2016 (cited in Barger et al., 2016, p. 269) the content put out on 

companies’ social media accounts increased by 35% from year 2014 to 2015. But somehow, 

that same year, the engagement and response on that content actually decreased by 17% 
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(Barger et al., 2016, p. 269). Accordingly, companies continue to fail to benefit from the 

opportunities of the social media platforms on the internet (Barger et al., 2016, p. 269). 

Moreover, social media and its function within marketing would often be classified as a soft 

science, meaning the lack of profitable and long-term strategies to capture its revenues 

(Brown & Fiorella, 2013, p. 73; Barger et al., 2016, p. 268). Meanwhile, social media has 

proved to have positive effects, often linked to relational matters (Gautam & Sharma, 2017), 

which will be viewed further. 

1.3. Social Media Marketing, Consumer Engagement and Co-Creation 

Companies invest notably, both creatively and financially, into their accounts on different 

social media in order to increase their connection and interaction with customers (Barger et 

al., 2016, p. 268; Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 35). Especially within 

fashion retailers (Geissinger & Laurell, 2016, 180-181; McCormick & Livett, 2012, p. 23) 

and more specifically luxury brands (Gautam & Sharma, 2017, p. 873; Godey, Manthiou, 

Pederzoli, Rokka, Aiello, Donvito, & Singh, 2016, p. 1-2; Kim & Ko, 2010, p. 164), who 

wishes to be part of the communities created online. Much of marketing and its structures and 

strategies are founded in the interaction and communication between companies and the 

consumer (Kliatchko, 2005, p. 11). From integrated marketing communications (Kliatchko, 

2005, p. 7-8) to how to manage different types of brand-customer interactions (Palmatier, 

Dant, Grewal, & Evans, 2006; Verma, Sharma & Sheth, 2016), there is always an element of 

interest for integration among brands’ and consumers’ views and experiences (Schultz & 

Peltier, 2013, p. 87).  

 

Statistics show that 42.4% (Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 33) of the 

world’s population make up the online population today. Around two thirds of them (Godey 

et al., 2016, p. 1) are active on social media and reached by its content. The term, social 

media, consist of internet platforms such as social networks, blogs and reviews on shopping 

sites (Kaplan & Haenlein, 2010, p. 59). For sure, we can say that the internet has created a 

whole new era, connecting so many people in no time (Godey et al., 2016, p. 1), not just 

millennials but people in the generation X as well (Kaplan & Haenlein, 2010, p. 59). But still 

companies tend to only use social media to create short-term sales promotions (Barger et al., 

2016, p. 268), and strategies for how to use the wide spread platforms more efficiently are 

highly requested (Barger et al., 2016, p. 279; Escobar-Rodríguez & Bonsón-Fernández, 2017, 
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p. 47) in order for companies to create more long-lasting values from them (Barger et al., 

2016, p. 268; Brown & Fiorella, 2013, p. 73). 

 

As stated, the evolution of internet and its social and communicative outlets has created new 

opportunities for companies to develop new marketing strategies (Schultz & Peltier, 2013, p. 

87). These opportunities include advantages both for brands, to explore and develop 

dimensions of integrated marketing communications using different methods conveying their 

message (Kliatchko, 2005, p. 11), and to co-create consumer engagement by allowing 

consumers to interact with each other (Brodie, Ilic, Juric, & Hollebeek, 2013, p. 105; Schultz 

& Peltier, 2013, p. 87). The studying of online consumer engagement is attractive and the 

attention towards it is growing both in theories and research, and among marketers (Dessart, 

Veloutsou, & Morgan-Thomas, 2016, p. 4). Consumer engagement behavior has moreover 

been defined as customers’ behavioral manifestations that goes beyond purchase and results 

from motivational drivers (Groeger, Moroko, & Hollebeek, 2016, p. 2). These behaviors 

include interactive and word-of-mouth activities online, inspiring and helping others 

(Groeger et al., 2016, p. 2), and generally being involved in brands’ activities and contents. 

 

Researchers (Gautam & Sharma, 2017, p. 872; Godey et al., 2016, p. 8; Kim & Ko, 2010, p. 

170) align in the understanding that social media creates five main activities (entertainment, 

customization, interaction, word-of-mouth and trendiness) which is to explain much of its 

popularity. These activities help understand the importance of viewing consumer engagement 

in social media beyond the economic profits that transactions result in (Schultz & Peltier, 

2013, p. 86). It calls for an understanding of how points of interaction can co-create value in a 

different sense, all linked to the five activities of social media that appeals to consumers. 

These consequences of consumer engagement include greater brand equity, consumer 

retention, return on investment (ROI) and proactive w-o-m (Schultz & Peltier, 2013, p. 87). 

Again the authors (Schultz & Peltier, 2013, p. 87) explain the way internet has developed and 

has left much operational space for the online communities to be created, where people look 

for information (Godey et al., 2016, p. 3) and seek to identify with other like-minded 

consumers (Schultz & Peltier, 2013, p. 87).  
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1.4. Fashion brands on social media  

Fashion retailers have especially benefited from the rise of the internet’s communicative 

platforms in order to create communities where consumers integrate, communicate, inspire 

and influence each other (McCormick & Livett, 2012, p. 21). For fashion brands, social 

media activities help them promote, show ways of use and accommodate consumer opinions 

(McCormick & Livett, 2012, p. 21), and this by the brands just being present in the online 

space where their customers express themselves. Working very naturally with change, as 

fashion collections change multiple times during the course of a year, the fashion retailers 

benefit from their constant new releases in making their social media promotions appealing 

and time-current (Mower, 2018, paragraph 4). More so, fashion brands, often portraying a 

whole concept or a lifestyle, can easily incorporate the current topics discussed, trends, linked 

to entertainment (Mower, 2018, paragraph 6), which will very naturally integrate the five 

activities presented earlier.  

 

Furthermore, luxury fashion brands have proved to appeal to the technical tools and 

opportunities that social media has developed (Gautam & Sharma, 2017, p. 873; Kim & Ko, 

2010, p. 166). Godey et al. (2016, p. 2) explain how brands such as Louis Vuitton and 

Burberry were relatively early to establish themselves on the online platforms with their own 

accounts. Using these accounts in clever ways by creating their own marketing opportunities, 

giving their audiences access to areas that had not before been accessible to others than actual 

customers (Godey et al., 2016, p. 2). Making something available to everyone, something that 

had used to be exclusive to the brand’s customers that visited one of their actual stores, 

created a great sense of belonging which naturally encouraged participation and interaction 

from their audience (Godey et al., 2016, p. 2). Knowing their audience well, their 

personalities and intentions (Brodie et al., 2013, p. 106; Muntinga, Moorman, & Smit, 2011, 

p. 29) fashion and luxury brands has proved to really benefit from social media activities 

(McCormick & Livett, 2012, p. 23).  

1.5. Research Gap 

Although, the heavy use of the social media on the internet, there is a lack of generalizable 

measurements to see how consumers and brands interact, engage and co-create values and 

experiences across the user features on different platforms (Barger et al., 2016, p. 281; Brodie 

et al., 2013, p. 113; Gautam & Sharma, 2017, p. 885). Barger et al. (2016, p. 279) say social 
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media marketing is still a growing field expanding in both users and content. However, there 

is still a need to grasp its effective means (p. 279) to become better at co-creating social 

media engagement (Barger et al., 2016). Understanding how consumer engagement is context 

dependent and if psychological, social, emotional and behavioral aspects are related to 

platform, content, source and product/service offerings rises and falls on the lack of more 

pragmatic research which would give a more accurate view of reality (Barger et al., 2016, p. 

281; Gambetti, Graffigna, & Biraghi, 2012, p. 662; Pomirleanu, Schibrowsky, & Peltier, & 

Nill, 2013, p. 178; Scholz & Smith, 2016, p. 149). Moreover, understanding the meaning 

behind consumer response on social media and when it is most likely to occur considering the 

widespread of online platforms, still falls short in today’s research (Barger et al., 2016, p. 

274, 281; Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 47). 

1.6. Purpose/Aim 

To analyze how luxury fashion brands can co-create consumer engagement across different 

social media platforms, and provide a deeper understanding of how brands’ different contents 

produces consumer engagement. 
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2. Theory 

2.1. Social Media 

2.1.1 Social Media Marketing 

Social media marketing (SMM) is a well-integrated element in company marketing strategies 

nowadays (Felix et al., 2017, p. 1). And though the rise of interest and popularity in 

researching social media as a marketing phenomenon (Coutant & Stenger, 2013, p. 108; Kim 

& Ko, 2012, p. 1481; Pomirleanu et al., 2013, p. 177), literature still seem to view SMM only 

as an effective communicative tool and little is known about the actual presence of brands on 

the various popular platforms online (Coutant & Stenger, 2013, p. 108). Social media, as a 

point of connection that both offers and produces certain interactive activities usually also 

lead to people wanting to engage and react (Piligrimiene, Dovaliene, & Virvilaite, 2015, 

453). Social media create mainly five activities that makes it appealing for people to become 

active on social media’s different platforms (Gautam & Sharma, 2017, p. 872; Godey et al., 

2016, p. 8; Kim & Ko, 2010, p. 170). All of these five activities (entertainment, 

customization, interaction, word-of-mouth and trendiness) are moreover defined as 

foundational for social media’s popularity (Gautam & Sharma, 2017, p. 872).  

2.1.2. Entertainment 

Entertainment in content, adds value by providing easygoing messages with a level of 

entertainment to them (McCormick & Livett, 2012, p. 33; Gautam & Sharma, 2017, p. 885). 

McCormick and Livett (2012, p. 23) discuss hedonism and how this helps improve the 

relationship between businesses and consumers through the interaction being entertaining and 

enjoyable, and how this in turn adds value to the online experience. Additionally, the 

relationships that tend to be built upon intimacy and trust, Gautam & Sharma (2017, p. 885) 

found, have a tendency to become stronger when being enjoyable and entertaining for the 

consumer. This especially in the luxury industry among fashion brands on the internet, where 

both purchases and loyalty derives from customers valuing a good experience (McCormick & 

Livett, 2012, p. 23). Moreover, the presence of visuals and extra purchasing aid in terms of 

being able to view garments in more detail have shown to result in increased purchase 

intentions (McCormick & Livett, 2012, p. 33).  
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Simultaneously, people seem to forget the fact that brands are selling them items when they 

visit brands’ websites since these websites oftentimes look more like blogs that incorporate 

visuals and becomes an area where consumers go to attain fashion inspiration (McCormick & 

Livett, 2012, p. 34). Young consumers today go on the internet both for information and for 

entertainment purposes (Correa, Hinsley, & de Zúñiga, 2010, p. 247; McCormick & Livett, 

2012, p. 36), and the internet play a big role in their lives. In fact, they get both enjoyment 

and entertainment from the aesthetic fashion information which adds another dimension of 

appeal to them (McCormick & Livett, 2012, p. 36). Meanwhile, every activity produced both 

by and on social media should be entertaining (Kim & Ko, 2010, p. 164). 

2.1.3. Customization 

Several, authors highlight the fact that social media helps brands build relationships with their 

consumers (McCormick & Livett, 2012, p. 23; Gautam & Sharma, 2017, p. 873). In this 

relational aspect, customization reflects companies’ ways of providing with customized 

information on their social media space despite its potentially huge following (Gautam & 

Sharma, 2017, p. 873). Put differently, this profiles brands’ need for operating both in the 

large scale, handling large numbers in their following, and in the smaller scale, maintaining 

intimacy and customization in their offers. Gautam and Sharma (2017, p. 873) explain how 

luxury brands especially, tend to balance both casual messages and relaxed interactions with 

their audience as well as highly customized content. Furthermore, through this method, by 

operating both in the big scale and on a more intimate level, they can manage to build 

competitive advantages and operate in the highly competitive marketplace as is the luxury 

fashion industry (Gautam & Sharma, 2017, p. 873). According to Kim and Ko (2010, p. 164) 

customized both functions and services are one of the things that consumers expect from 

luxury brands and has been shown to have a positive effect on trust towards the brand.  

2.1.4 Interaction 

Interaction, fairly self-explanatory in the context of social networks and important in its most 

casual sense (Gautam & Sharma, 2017, p. 874), where it has become a natural part of 

people’s everyday lives (Pittman & Reich, 2016, p. 156). Coherently, the interaction that not 

only happens between the brand and the consumer but equally between the consumers, Kim 

and Ko (2010, p. 165) found, has an effect on customer’s trust, as the interaction happens 

between consumers with like-minded interests (Tuten & Mintu-Wimsatt, 2018, p. 1). What 

seems to be amazing is that technology has given new opportunities for this type interaction 
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(Gautam & Sharma, 2017, p. 872; Macchion, Danese & Vinelli, 2015, p. 19) and brands have 

been given new ways to introduce themselves to audiences to provide them with information 

(Kim & Ko, 2010, p. 166). Moreover, the interaction has proven to have even more of a 

measurable impact proving by having a positive effect on a customer’s purchase intentions 

(Kim & Ko, 2010, p. 164).  

 

Social media interaction oftentimes takes on a relational focus between the different people 

that meet in common activities and through communication (Tuten & Mintu-Wimsatt, 2018, 

p. 1). Authors stress on these social communities creating both two-way and multi-way 

communication, conversation, collaboration as well as the sharing of experiences (Kim & Ko, 

2012, p. 1482; Tuten & Mintu-Wimsatt, 2018, p. 1). In this, interaction may also take another 

sense, especially within luxury fashion brands where the interaction between different media 

tools help add to the experiences and perceptions of the communicative activities (Kim & Ko, 

2010, p. 166; Kim & Ko, 2012, p. 1482). Merging services with advertisement and vice versa 

will continue to add value as well as mixing and combining different events, entertainments, 

retailers and digital services together (Kim & Ko, 2010, p. 166). This combines consumer 

interactions with both information acquiring, information giving, and entertainment, all to 

increase sales and profitability (Kim & Ko, 2010, p. 166). 

2.1.5. Word-of-Mouth 

Although word-of-mouth (w-o-m) and viral marketing is not a new subject (Ferguson, 2008, 

p. 180), the methods have taken a new shape in embracing new technology features such as 

social media platforms. Long before printed advertisement and television advertisement, 

word-of-mouth was the only method to market what companies offered (Ferguson, 2008, p. 

180). Today we are still doing it and thanks to the internet, expressing ourselves is easier than 

ever and reaches larger masses of people in no time (Barger et al., 2016, p. 274; Escobar-

Rodríguez & Bonsón-Fernández, 2017, p. 33; Ferguson, 2008, p. 180). However, companies 

still underestimates social media’s power and its potential role in marketing purposes by 

taking too lightly on the ways of creating customer engagement through its platforms (Barger 

et al., 2016, p. 269).  

 

As social media operates as a large word-of-mouth platform, people function as brand 

advocates in distributing and exchanging information about brands and their offers between 

both consumers and firms (Wang & Kim, 2017, p. 19). A brand advocate giving a positive 
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review by sharing their experience will encourage more people to share their positive 

experiences (Mangold & Smith, 2011, p. 21). In the past celebrities have shown to work as 

norm entrepreneurs (Brockington, 2015, p. 395), but nowadays we see not only celebrities in 

brands’ campaigns, but influencers and actual and loyal customers. What global brands have 

to realize is how celebrity (and people) advocacy and their recognisability will be different in 

different countries, linked with each country’s histories, media and global connection 

(Brockington, 2015, p. 394-395). Moreover, they will need to have the same symbolic power 

everywhere in order to appeal to and attract the right people (Brockington, 2015, p. 395).    

 

Smilansky (2009) talk about the power of a personal recommendation and how it is 

unbeatable (p. 13), this in the sense that if someone external to the brand is willing to 

recommend it, the brand has really succeeded in terms of establishing trust and trustworthy 

relationships between the brand and the consumer. The two-way communication and 

interaction that happens help bring brand personalities to life and add value to the targeted 

audience (Smilansky, 2009, p. 13). In fact, the correlation between a message both seen and 

heard is highly relevant to how the experience will be perceived (Smilansky, 2009, p. 24). 

Explicitly, advocacy and w-o-m have shown to have the most positive impact on experiential 

marketing, more than actual relationships (Smilansky, 2009, p. 14). Moreover, brands are 

constantly trying to get consumers to do the talk and marketing their communication 

(Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 34). The reason why this has proven to 

be more efficient, is because a message becomes more powerful and impactful when there is 

message alignment between the source and the recipient (You, Vadakkepatt, & Joshi, 2015, 

p. 8). Escobar-Rodríguez & Bonsón-Fernández (2017, p. 35) continue to explain how w-o-m 

and especially e-w-o-m (electronic w-o-m) has created ways of developing online brand 

communities and consumer engagement. 

2.1.6. Trend 

Being time-current is both a motivation and an outcome from being involved in the 

discussions on social media (Kim & Ko, 2010, p. 165). Specifically in the fashion and luxury 

industry, innovation and trendiness are part of the nature of the business they operate in (Kim 

& Ko, 2010, p. 165). Fashion brands have not only been forward in terms of the actual 

products they sell but also in customer management, marketing mixes, customer services, 

retail strategies etc. (Kim & Ko, 2010, p. 166; Mower, 2018, paragraph 4). More so, fashion 
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brands, often portraying a whole concept or a lifestyle, can easily incorporate the current 

trends and topics discussed, linked to entertainment (Mower, 2018, paragraph 6). 

 

Trendiness, which oftentimes is something people would expect from luxury fashion brands, 

together with entertainment and customization, has also shown to have a positive effect on 

trust between brand and consumers (Kim & Ko, 2010, p. 164). Moreover, operating with 

well-developed social media sites and performing up to trend, enhances customer 

relationships (Kim & Ko, 2010, p. 164) both in facilitating and encouraging the interactions 

and engagement (McCormick & Livett, 2012, p. 35-36; Parrot, Danbury, & Kanthavanich, 

2015, p. 19) but also by being leaders of technology in their way of using them (Kim & Ko, 

2010, p. 165). On this note, advocates simultaneously are attracted to staying committed and 

loyal to a brand that is constantly inventing new fashion trends and facilitating brand 

communities (Parrot et al., 2015, p. 19).  

2.2. Luxury Fashion Brands on Social Media 

2.2.1. Value Adding and Profitable Communities 

Through being sources of information, news and trends, fashion brands and luxury fashion 

brands have managed to create communities with people that inspire each other (Wang & 

Kim, 2017, p. 19). The interaction between both brands and their consumers and between the 

consumers themselves have also inspired more people to engage in the brands and has created 

beneficial exchanges for both parties (Brodie et al., 2013, p. 112; Lusch & Vargo, 2006, p. 

284; Van Doorn, Lemon, Mittal, Nass, Pick, Pirner, & Verhoef, 2010, p. 254; Wang & Kim, 

2017, p.15-16, 18).  

 

Fashion brands and especially fashion luxury brands were among the earliest of adopting  

social media into their marketing strategy (Gautam & Sharma, 2017, p. 873; Kim & Ko, 

2010, p. 166). Through social media’s ease of use and communicative nature (Tuten & 

Mintu-Wimsatt, 2018, p. 1) brands have been able to become a natural influencer in people's 

everyday lives. Social media, being somewhere people turn to for both information and 

pleasure, has removed any pressure people might feel that brands constantly want to sell them 

things (McCormick & Livett, 2012, p. 34), and instead people follow brands to get the latest 

news, see the latest trends and to be inspired. Moreover, brands view social media as an 
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opportunity to connect with their customers and learn more about their needs and wants 

through data collection of sorts (Brodie et al., 2013, p. 112).  

 

According to Escobar-Rodríguez and Bonsón-Fernández (2017, p. 33) the main two focus 

points for companies on the internet are word-of-mouth (w-o-m) marketing and brand 

community, which makes up what is known as viral marketing or social media marketing. 

The industry of fashion have managed well both in adapting technologies of today (Gautam 

& Sharma, 2017, p. 873; Kim & Ko, 2010, p. 166). Additional to the value that consumers 

create in interacting with brands and each other, the brands themselves also contribute in 

being value creating (Groeger et al., 2016, p. 14). Information spreading quick by going viral 

on the internet and people sharing products and offers has resulted in speeding up purchase 

decisions and behaviors through the increased exposure (p. 15) to brands and their products 

(Groeger et al., 2016). 

2.3. Consumer Engagement 

2.3.1. A Multidimensional Concept 

Consumer Engagement focuses on behavioral aspects and often extensive attention is put 

towards purchase behavior. Researchers have defined consumer engagement and its 

behaviors as to go beyond transactions, and [that it] may be specifically defined as a 

customer’s behavioral manifestations that have a brand or firm focus, beyond purchase, 

resulting from motivational drivers (Van Doorn et al., 2010, p. 254). Moreover, for now over 

ten years researchers have pointed out consumer engagement as a key concept (Islam & 

Rahman, 2016, p. 2008) in marketing. 

 

Consumer engagement is based on interactive relationships between consumers, and in turn 

the perceived value experience from that interaction (Geissinger & Laurell, 2016, p. 178). 

Sometimes engagement has been defined as the customer’s physical, cognitive and/or 

emotional state in the relationships with brands (Brodie et al., 2013, p. 107; Geissinger & 

Laurell, 2016, p. 178). Other times, consumer interaction based on specific activities and 

offers from the brand in question, could explain the basis for consumer engagement 

(Geissinger & Laurell, 2016, p. 178). Social media represents a platform that is filled with 

expressions of social interaction based on different activities (Coutant & Stenger, 2013, p. 

114; Geissinger & Laurell, 2016, p. 179). Internet users who then participates in social media 
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are considered to be socially engaged (Geissinger & Laurell, 2016, p. 179). It is also within 

these social contexts that brand communities are developed (Geissinger & Laurell, 2016, p. 

179). 

 

Because of the many aspects of consumer engagement, the term should be understood as a 

multidimensional concept consisting of cognitive, emotional and behavioral factors 

(Geissinger & Laurell, 2016, p. 180; Islam & Rahman, 2016, p. 2019). Brodie et al. (2013, p. 

105) studied the nature and scope of consumer engagement in an online brand community 

environment and in line with Geissinger and Laurell (2016, p. 180) the authors say, with 

additional support from other authors that consumer engagement is highly dynamic and of 

complex nature (Brodie et al., 2013, p. 112; Mollen & Wilson, 2010, p. 3; Gambetti et al., 

2012, p. 680). Moreover this multidimensional concept and its intensity varies over time 

which to the authors proves that engagement varies on the different states of the engager 

(Brodie et al., 2013, p. 105). According to Geissinger & Laurell (2016, p. 180) social media 

and the use of its social platforms become a great outlet for all of those aspects, allowing 

people to engage socially with others, meet others with similar interest, express experiences 

and opinions, and be influenced by both media and other users (Kim and Ko, 2010, p. 165).  

2.3.2. Context Dependent 

Being an interactive process, the levels of intensity also affects the engagement state and will 

show in learning, sharing, advocating, socializing and co-developing (Brodie et al., 2013, p. 

112). It is therefore imperative for marketers to understand the dynamic and changing nature 

of social media. According to Coutant and Stenger (2013, p. 116), on the basis of their model, 

it is possible that the different platforms will develop and change user features to reach other 

demographics which will result in continuous changes within the social media market and its 

marketing strategies. As many states (Brodie et al., 2013, p. 112; Coutant & Stenger, 2013, p. 

116; Mollen & Wilson, 2010, p. 3; Gambetti et al., 2012, p. 680) it is important that 

companies grasp the dynamic nature of social media and adapt their strategies accordingly. 

 

As well as social media and its context on the internet is constantly under change, the change 

and development of these medias have to follow, especially in order to be able to benefit 

from its features (Geissinger & Laurell, 2016, p. 180). The authors found that people use 

micro blogs, blogs and social networks, in that order of popularity to discuss brands. They 

further explain how low-entry barriers can result in increased interaction which is important 
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to understand when companies want to encourage the engagement activity (Geissinger & 

Laurell, 2016, p. 186). Consumer engagement is also the foundation for interactive online 

brand communities and value co-creation between the people in the communities (Brodie et 

al., 2013, p. 105). According to Brodie et al. (2013, p. 105) engaged consumers set a good 

start for consumers evolving to becoming loyal, satisfied, emotionally bonded and committed 

etc. to the brand in question. 

 

The reason for companies wanting to maintain engaged consumers is because these favorable 

brand-related behaviors have appeared to be a source of competitive advantage and long-term 

profitability (Groeger et al., 2016, p. 1). Consumer brand engagement, including dimensions 

such as cognitive, emotional and behavioral aspects, has oftentimes though been difficult to 

measure (Groeger et al., 2016, p. 1-2). But then social media have created ways for tracking 

certain engagement behaviors of consumers online which has shown to be foundational for 

consumer loyalty, revenues, lifetime value as well as shareholder value (Groeger et al., 2016, 

p. 1-2).  

2.4. Antecedents to Consumer Engagement 

Barger et al. (2016, p. 271-276) discuss main antecedents to consumer engagement and how 

these will contribute to and affect the way consumers respond. 

2.4.1. Brand Factors 

Consumers will not only react to the actual content they see, their engagement will be 

affected by the consumers perception of the brand and different brand factors such as brand 

attitude, brand warmth, for-profit vs- non-profit status, spending on traditional advertising 

and a firm’s commitment to communication technologies etc. (Barger et al., p. 271). When it 

comes to sharing content especially, consumers will be affected by their attitude towards the 

brand, and even more so in the context of posting negative reviews (Hennig-Thurau, 

Gwinner, Walsh, & Gremler, 2004, p.42 ; Mazzarol, Sweeney, & Soutar, 2007, p. 1488). 

Consumers in fact will more easily post negative reviews of brands than positive, sometimes 

even though they have never tried or used the brand (Barger et al., p. 271). 

 

Further, Barger et al. (2016, p. 271) stress upon the fact that consumers will engage more 

with brands they perceive to be warm and non-profit, more so than for-profit brands. 
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Likewise, others have pointed out that consumers will engage more and better to a non-

commercialized brand image (Barger et al., 2016, p. 273). Moreover, adapting to new 

technologies and communication methods has become a competitive advantage factor 

between companies that will affect consumers’ engagement as well (Barger et al., p. 271). 

When companies learn to use technologies and its different features to collect consumer data, 

it gives the companies great opportunities to carefully develop marketing strategies that will 

reach and make an impact on the specific targeted customers for that specific brand (Barger 

et al. p. 275).  

2.4.2. Product Factors 

Whether a product is new or not might also have an impact on consumer engagement towards 

the brand (Barger et al., 2016, p. 275). In a study on two different car models, one model that 

had been redesigned and one that was completely new to the market, the research showed the 

redesigned car model to produce more consumer engagement than the entirely newly 

introduced car model (Barger et al., 2016, p. 275). Also, another example, this time of books, 

showed that very positive and highly ranked reviews often generated lower or less positive 

reviews (Barger et al., 2016, p. 275). The reason for this is that people tend to more often 

express their opinions when they differ or oppose from previously expressed comments 

(Barger et al., 2016, p. 275). Furthermore, product quality is also something that will affect 

reviews, where products with either very low or very high quality will more likely be the 

subject of online written reviews (Barger et al., 2016, p. 275). Feelings such as 

disappointment, frustration and anger tend to drive more negative reviews and comments, as 

consumers then stronger feel the need to express themselves over a product’s and brand’s 

poor quality (Barger et al., 2016, p. 275). 

2.4.3. Content Factors 

Brands will try to put out content that will appeal to consumers, which in turn, they will want 

to share with their friends in order to obtain maximal effect of consumer to consumer 

engagement (Barger et al., 2016, p. 276). As seen previously, consumers are more likely to 

respond and interact to other consumers content rather than to the actual content put out by 

the brands. Therefore, it is important that the first content put out will generate engagement 

too (Barger et al., 2016, p. 276). Social media engagement is the relationship between firm 

and consumer engagement and is defined as a mutually beneficial process through which 

firms and consumers co-create brand-related content and social experiences on social media 
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(Barger et al., 2016, p. 279). The authors (Barger et al., 2016, p. 279) make a final statement 

saying companies have to change their ways of carelessly posting content without intention, 

and instead make better strategic implications and methods for their content. This to create 

meaningful and engaging content for consumers to respond to (Barger et al., 2016, p. 279). 

 

Consumer interaction and engagement is more likely to happen with posts that are not overly 

commercial (Barger et al., 2016, p. 273). Campaigns that portray the brand as the problem 

solver are more likely to be shared (Barger et al., 2016, p. 274), as well as when the content 

interacts with the audience and involves them in the co-creation of brands’ visions and 

programs (Barger et al., 2016, p. 278). Moreover firm engagement have proven to increase 

the engagement intentions of consumers and brands seem to make sure their content is easy 

to use, frequent, social and relevant (Ashley & Tuten, 2015, p. 19; Wang & Kim, 2017, p. 18) 

which is a subject that according to Barger et al. (2016, p. 279) need further research. It is 

important for brands to engage in engaging consumers in the online brand communities, and 

this through a non-commercial way to be of any use (Brodie et al., 2013, p. 112). However, 

sometimes content pushing the audience to interact may have an opposing effect making 

them reluctant to engage (Ashley & Tuten, 2015, p. 16). 

 

Although social media have existed for over two decades (Gautam & Sharma, 2017, p. 872), 

companies seem to be taking too light-heartedly on its potential and effects (Barger et al., 

2016, p. 269; Felix et al., 2017, p. 1). According to a study conducted by TrackMaven in 

2016 (cited by Barger et al., 2016, p. 269) the content put out on companies’ social media 

accounts increased by 35% from year 2014 to 2015. But somehow, that same year, the 

engagement and response on that content actually decreased by 17% (Barger et al., 2016, p. 

269). Accordingly, companies continue to fail to benefit from the opportunities of the social 

media platforms on the internet (Barger et al., 2016, p. 269). And social media marketing 

would often be classified as a soft science, for its lack of profitable and long-term strategies 

to capture its revenues (Brown & Fiorella, 2013, p. 73; Barger et al., 2016, p. 268). 

Meanwhile, social media has proved to have positive effects, often linked to relational 

matters (Gautam & Sharma, 2017, p. 875), and will be viewed and discussed further in order 

to understand the vision to explore how to be able to benefit from social media in marketing 

purposes (Barger et al., 2016, p. 279; Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 47). 
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2.4.4. Social Media Factors 

Seldom social media in itself is mentioned as an antecedent to consumer engagement, 

however it does have an effect and will be viewed more in the empirical study. Barger et al. 

(2016, p. 274) say that previous research and studies on how the different social media 

platforms differentiate from each other has shown that Youtube produces most brand-related 

user-generated content (UGC) and is more about self-promotion than Twitter, where the 

brands seems to get more attention. Facebook is argued to be somewhat a mix of both or an 

in-between, portraying and promoting both the consumers’ knowledge as well as the brands’ 

(Barger et al., 2016, p. 274). Social media’s ease of use seemed to be the initial explanation 

for its popularity (Coutant & Stenger, 2013, p. 109; Escobar-Rodríguez & Bonsón-

Fernández, 2017, p. 36) and then also the social relationships, entertainment and information 

access (Gautam & Sharma, 2017, p. 885; McCormick & Livett, 2012, p. 33; Wang & Kim, 

2017, p. 16). On this note, given the wide array of social media platforms in use today 

(Overdrive Interactive, 2016), our understanding of consumer engagement would benefit 

from further exploration of differences across social media platforms (Barger et al., 2016, p. 

274). 

 

Facebook, Twitter and YouTube are often classified as the most important social media 

platforms (Barger et al., 2016, p. 274; Muntinga et al., 2011, p. 13; Smith, Fischer, & 

Yongjian, 2012, p. 103) in terms of user popularity and marketer interest (Smith et al., 2012, 

103). Previous research have found that people like to engage themselves in content on the 

internet (Barger et al. p. 274; Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 40). 

Moreover, there is no doubt that the internet has given both consumers and companies new 

opportunities (Godey et al., 2016, p. 1), both for communities to be created and for 

relationships between brands and their consumers to reach new dimensions. The internet 

growth have opened up new platforms for these communities to take place and people meet 

in a very relaxed way, where information is easy to take part of (Brodie et al., 2013, p. 112; 

Muntinga et al., 2011, p. 18; Tuten & Mintu-Wimsatt, 2018, p. 3). Even companies choose to 

be active on social media because of the ease of spreading information and reaching out to a 

lot of people (Escobar-Rodríguez and Bonsón-Fernández, 2017, p. 36). 

 

Though the different platforms and social media have been defined as heterogenous (Coutant 

& Stenger, 2013, p. 116), there are features both aligning them as there are features 
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diversifying them. Additionally, they attract heterogeneous groups of both brands and 

consumers (Felix et al., 2017, p. 2; Geissinger & Laurell, 2016, p. 186). Facebook is a social 

network were people can become friends and exchange content in texts, pictures, videos etc. 

The platform attracts interaction between users through features making it possible to like, 

comment, and share contents with each other and is often viewed as the main platform on 

social media (Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 34). Moreover, Facebook 

attracts a lot of people and have become a very social space where people like to spend time 

and participate both in activities but perhaps more so take part of informative and entertaining 

contents (Coutant & Stenger, 2013, p. 108, 115).  

 

Next Twitter, a micro-blog where people post tweets – a short text of no more than 140 

characters, which allows other users to reply or forward posts. Most users on Twitter are 

there to share and take part in information which also enables an easiness in tracing back 

where the information came from and where the content was first created, which in turn 

accounts for posts’ credibility and reliability (Smith et al., 2012, p. 103). YouTube, on the 

other hand, Smith et al. (2012, p. 104) say, is the platform where the creativity of consumers 

is most valued by its content creating the most response among other users. As for the other 

social medias, YouTube also allows anyone to create a personal account and post videos, 

comment on other videos, share and link to content as well as expressing their interests 

through liking videos (Coutant & Stenger, 2013, p. 115; Smith et al., 2012, p. 104). Content 

on YouTube also generally gets appreciated for being creative and more so oftentimes both 

produced and consumed by normal people.  

2.4.5. Consumer Factors 

Consumer reviews are the type of engagement that most likely will encourage potential 

purchasers (Barger et al., 2016, p. 275). In their attempt to refine (p.3) the dimensions of 

engagement, Dessart et al. (2016, p. 6, 12) address this concept of consumer engagement in 

saying that existing empirical studies fail to recognize this multidimensional phenomenon. In 

short, they explain how previous researchers oftentimes only investigate one concept of 

consumer engagement at a time, for example how psychological factors affect but then fail to 

account for its interactive nature or actual behaviors of engagement or motivations for the 

interactions (Dessart et al., 2016, p. 12).  
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Seeing the categorizations of social media’s from previous researchers (Coutant & Stenger, 

2013, p. 113) we understand that they all are, despite their heterogeneity, different from each 

other and attract different kinds of users and expressions (Barger et al., 2016, p. 274). Brodie 

et al. (2013, p. 112) say consumer engagement is context-dependent which also depend on 

the psychological state of the person, and more so be a psychological state of mind (Syrdal & 

Briggs, 2016, p. 74). Assessing consumer engagement behavior (CEB), Groeger et al. (2016, 

p.1) point out the issue of examining consumer engagement based on paradigms for actually 

paying customers. Instead they highlight that there is a difference in both outcomes and 

motivations for non-paying CEB (Groeger et al., 2016, p. 1), which they say comprises three 

key components of augmenting/ co-developing, influencing/mobilising and Market/Brand 

Experience Creation (p. 16).  

 

In a study Brodie et al. (2013, p. 112) highlights consumer engagement as being an 

interactive and experimental process, based on the engagement of individuals with a brand, 

an organization or other brand community members as the objects. The concept of 

engagement does link to a relational point of view between consumers and brands which 

includes involvement and participation (Brodie et al., 2013, p. 112). Involvement and 

engagement are two words that commonly accompany each other (Brodie et al., 2013, p. 

112). The two could not replace the other, instead involvement could be seen as the 

antecedent of engagement (Geissinger & Laurell, 2016, p. 178).  

2.5. Consumer Engagement Outcomes and Behaviors 

2.5.1. Measuring Consumer Engagement  

The purpose for which brands have their own social media brand page, Wang & Kim (2017, 

p.18) say is to encourage consumers to react or interact (e.g., liking, commenting, sharing). 

They explain how, when companies first show intention to interact and co-create value with 

customers, the level of customer engagement should increase, allowing them to better receive 

information about them and make them feel that they are valued (Wang & Kim, 2017, p.18). 

According to He, Zha and Li (2013, p. 464, 466) consumers’ response in terms of likes, 

comments and shares can be linked with relational co-creation between brands and their 

consumers where the companies become interested in what their audience/their consumers 

interests and opinions are through providing with content they like, which in turn will 

encourage them to respond and engage. When consumers give their opinion it creates 
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opportunities for the companies to customize their offers and will therefore better meet the 

needs of their clientele (He et al., 2013, p. 466). 

 

Authors (Barger et al., 2016, p. 270; Bonsón & Ratkai, 2013, p. 791; Escobar-Rodríguez & 

Bonsón-Fernández, 2017, p. 38) agree that the ways of responding on social media by liking, 

commenting, sharing and joining communities make up a measurement for consumer 

engagement on the internet. Communication and user engagement can be measured in three 

topics: popularity, commitment and virality on social media, which makes it easier to 

quantify the feedback from the audience (Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 

38). Specifically on Facebook, these measurements are represented by number of likes 

(popularity) and comments (commitment) a post produces, and how many times a message is 

shared which shows its effectiveness of reaching a big audience (virality) (Escobar-

Rodríguez & Bonsón-Fernández, 2017, p. 38). 

 

Using likes as a measurement of popularity in consumer engagement has though been 

criticized. Authors argue it being too weak a signal of future engagement behavior (John, 

Emrich, Gupta & Norton, 2016, cited by Wang & Kim, 2017, p. 20) this because it only takes 

mere seconds of attention to click the like button. In lieu, when consumers decide to share a 

post or contents by a brand, this shows them having the intention to share it with their own 

network and therefore requires more both time and attention to the actual post (Wang & Kim, 

2017, p. 20). Wang and Kim (2017, p. 20) therefore consider number of posts customers 

actually share to be a better way of measuring consumer engagement. In despite of this, 

companies are interested in measuring all data they can acquire (Groeger et al., 2016, p. 2, 

17). In fact, one of the main purposes with consumer engagement lies with companies’ 

interest in expanding their consumer databases, learning about them and formulating their 

offers and products according to them (Piligrimiene et al., 2015, p. 465). Furthermore, one of 

the main challenges for and about social media data has to do with its oftentimes 

overwhelming volume and how to manage it (Chan, Wang, Lacka & Zhang, 2016, p. 2-3).   

2.5.2. Co-developing and Co-creating 

Different to concepts of simply consumer-brand relationships, brands commitment and so on, 

consumer engagement showcases and enhances the relationships between consumer and 

brands as an interactive process (Dessart et al., 2016, p. 4). Furthermore, the studying of 

consumer engagement have provided with insights into how the notion goes beyond the usual 
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brand focus, and instead sees consumers as partners in the interactive process of producing 

consumer engagement (Dessart et al., 2016, p. 7). The ability for companies to access 

information on consumer on social networks online, rather than information generated by the 

company, have been recognized as a source of long-term value and competitive advantage 

(Groeger et al., 2016, p. 15). When brands manages to both create and capture relevant 

experiences this raises the firm value and can be related directly to consumer satisfaction and 

in turn, indirectly to brand personality and to predicting future purchases (Groeger et al., 

2016, p.15). Moreover, Wang and Kim (2017, p. 18) argue that when brands then show 

intentions to interact and co-create value with their customers, the consumer engagement 

level should increase. This because they then can receive better information and feel valued 

by the brand (Wang & Kim, 2017, p. 18).   

 

Trust, often being pared to loyalty, describes the way a consumer will believe in a brand’s 

ability to perform and live up to its promises (Gautam & Sharma, 2017, p. 875). Furthermore, 

Gautam & Sharma (2017, p. 875) explain how trust can only produce positive behaviors, 

encourage purchase intentions and affect positive w-o-m etc. Therefore trust has become 

important and vital in the context of customer relationships being a factor that helps produce 

loyalty and a level of certainty for brands that their customers will come back and make 

repurchases (Gautam & Sharma, 2017, p. 875-876). Additionally, authors agree in saying 

trust will help brands earn brand equity and at the same time be an indicator of market 

acceptance (Gautam & Sharma, 2017, p. 876; Wang & Kim, 2017, p. 19). In turn, market 

acceptance will help luxury brands reach sustainability being able to count on loyal 

customers (Gautam & Sharma, 2017, p. 876). In this, social media activities such as 

entertainment, customization, interaction, w-o-m and trend is also found impacting both 

decision making processes and purchase intentions, especially within luxury fashion brands 

(Gautam et al., 2017, p. 885; Tuten & Mintu-Wimsatt, 2018, p. 3). 
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2.6. Synthesis 

 

Figure 1 – Cartography of focus points in theory chapter 

 

(1)This study discusses social media’s roe in marketing programs. Most brands nowadays 

include social media marketing (SMM) into their corporate strategies as it is a space where 

people spend a lot of their time, and brands being on social media enables access to 

consumers’ personal spaces and to their most honest reactions and responses. Previous 

research have discovered five main activities that seem to be the reason to why people go 

online and prefer the social nature of social media. These five activities shoe in different 

contents and are entertainment, customization, interaction, w-o-m and trendiness. (Coutant & 

Stenger, 2013; Felix et al., 2017; Gautam & Sharma, 2017; Godey et al., 2016 ; Kim & Ko, 

2010 ; McCormick & Livett, 2012).  

 

(2) Fashion brands, especially in the luxury sector, have in general adapted well to SMM and 

have been in the forefront of applying new technologies and features as to be appealing to its 

consumers. The five social media activities are often found in their programs and luxury 

fashion brands have managed well at creating a sense of community and benefit from the 

social exchange that occurs on social media. (Gautam & Sharma, 2017; Godey et al., 2016; 

Kim & Ko, 2010, 2012). 

 

(3) Furthermore, social media have developed a multitude of possibilities to enhance and 

encourage consumer engagement as brands wishes to build stability and more long-term 

loyalty through their marketing programs. Yet researchers stress on the importance of 

viewing consumer engagement beyond its mere economic profits and instead consider 
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consumers as partners and co-creators. Barger et al. (2016) discuss the main antecedents to 

CE and how these contribute to and affect consumers’ willingness and way of responding. 

 

(4) In literature, many different dimensions and variables of consumer engagement are being 

referred to, and researchers highlight a multitude of different areas for future research within 

this subject. The concept of consumer engagement is also argued for being context dependent 

which also directs research into being more attentive of different contexts and its influence on 

the outcome of consumer engagement. (Brodie et al., 2013; Coutant & Stenger, 2013; 

Geissinger & Laurell, 2016). 

 

(5) Moreover, social media have created new ways of measuring consumer engagement 

through the features allowing people to like comment and share posts. This have proven to be 

useful for brands in information acquisition about their consumers, which is also beneficial to 

consumers allowing them to contribute in the creation and development of corporate offers of 

which the aim is to suit them. In this, there is a continuing interest in learning what brands do 

to encourage co-creation and how they can obtain increased consumer engagement. (Barger 

et al., 2016; Bonsón & Ratkai, 2013; Dessart et al., 2016; Gautam & Sharma, 2017; Groeger 

et al., 2016; Wang & Kim, 2017). 
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3. Methodology 

3.1. Reviewing Literature 

The subject of this article was chosen based on the authors previous studies and interests in 

the luxury fashion industry, which initially gives the current study an authentic and genuine 

approach. Driving from that interest, research within literature was done to ascertain topics 

and discussions that contemporary research was dealing with. Staying within the subject of 

business research, social media and consumer engagement appeared to be popular fields of 

study, and while being academically connected to business sciences yet it still has a strong 

connection to our everyday lives and our somewhat unconscious behaviors. The studying of 

literature began in researching studies on social media and social media marketing efforts 

(SMME) (Godey et al., 2016, p. 1), which then led on to the interactive and co-creative 

nature of the internet and moreover, how and why people and brands seem to connect on 

different social media platforms and outlets. The article Social media and consumer 

engagement: a review and research agenda by Barger et al. (2016) then led on to the more 

niched concept of consumer engagement, understanding its imperative value for both 

consumers and brands.  

  

In finding articles appropriate to the subject, databases such as Google Scholar, Emerald, 

Springer, and Academy Elite were used. Initially this study was to focus on w-o-m and its 

effect online, so called e-w-o-m (Ferguson, 2008, p. 180; de Matos & Rossi, 2008; You et al., 

2015). However, after studying some articles on the subject of user generated content (UGC), 

often expressed through e-w-o-m, the interest shifted more to investigating brands’ role on 

social media and how they can be a part of and influence consumer engagement. Moreover, 

keywords such as Social Media Marketing, Consumer Engagement on Social Media, 

Consumer Engagement in Luxury Fashion, and Luxury Fashion Brands on Social Media 

were applied to find articles in this research field. To obtain an accurate view of the most 

recent findings and discussions within this ever trending and changing was of social media 

(Pomirleanu et al., 2013, p. 166-167; Barger et al., 2016, p. 279), the time interval on the 

research databases was often limited to articles from 2010 or 2015 in order to obtain an 

accurate view of the ever changing ways of the internet and social media. For this reason 

articles have been carefully selected to when in time they were published and most articles 

date from later than 2010.  
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3.1.1. Previous Social Media & Consumer Engagement Research 

Although the heavy interest and increased popularity, research on consumer engagement is 

relatively new in the context of marketing and prior studies have applied a widespread of 

different approaches and methodologies to studying the concept (Dessart et al., 2016, p. 8). 

Both quantitative and qualitative studies have been carried out. Quantitative study approaches 

have included surveys (Godey et al., 2016), questionnaires (Gautam & Sharma, 2017, Kim & 

Ko, 2010, and Kim & Ko, 2012), and content analyzes (Escobar-Rodríguez & Bonsón-

Fernández, 2017) and have focused on luxury fashion brands social media marketing efforts 

and the conceptualization  of consumer engagement. Qualitative studies have consisted of 

diary entries of consumer data (Heinonen, 2011), content analyzes (Ashley & Tuten (2015), 

Geissinger & Laurell (2016), Pinto & Yagnik (2017) and, Smith et al. (2012), interviews and 

qualitative questionnaires (Gambetti et al. 2012, McCormick & Livett, 2012), as well as 

combining multiple qualitative methods (Brodie et al., 2013, Felix et al., 2017, Parrot et al., 

2015, Pittman & Reich, 2016) in order to examining more the relationships and effects of 

different social media content on consumer engagement. 

 

Despite being a relatively new study object, multiple studies take on different approaches and 

perspectives of consumer engagement, investigating effects of user-generated-content 

(Geissinger & Laurell, 2016; Smith et al. 2012), analyzing different product and brand 

categories’ consumer engagement on single social media platforms (Escobar-Rodríguez & 

Bonsón-Fernández, 2017), and consumer behavior following social media marketing (Godey 

et al., 2016) etc. Also, due to the widespread and inconsistent naming of engagement, such as 

engagement, brand engagement, brand community engagement, consumer engagement etc., 

the focus and attention of consumer engagement may appear quite diverse (Dessart et al., 

2016, p.11). This discrepancy in the terminology, however, witnesses the use of and need for 

further investigations into the concept (Dessart et al., 2016, p.11). And more so, add value in 

providing empirical studies of real time (Scholz & Smith, 2016, p. 149), more pragmatic and 

arguably more accurate findings of consumer engagement on social media (Gambetti et al., 

2012, p. 662; Pomirleanu et al., 2013, p. 178). 
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3.2. Research Approach  

3.2.1. Ethnographic study 

The study in this paper applies an ethnographic approach, also known as netnographic when 

conducted on the internet (Kulmala, Mesiranta & Tuominen, 2013, p. 22-23; Parrott et al., 

2015, s. 5-6). This by studying a concept by becoming a part of the studied object (Bryman & 

Bell, 2013, s. 437) going on social media and analyzing the response given there, which will 

be explained further. Ethno stands for the culture of the people and graphy stands for 

description, which means that ethnography is about studying and trying to describe people’s 

cultural behaviors and expressions (Bryman & Bell, 2013, p. 437; Parrot et al., 2015, p. 5). 

Ethnography has risen in popularity especially within the field of business research where 

specific organizations and companies are being studied through the studying party, during a 

set time, becoming part of the organization’s culture (Bryman & Bell, 2013, p. 436; Parrot et 

al., 2015, p. 5). And by being a part of the studying object, one is more likely to attain ample 

information and a more unobtrusive, truthful and realistic perception of the studied group 

(Bryman & Bell, 2013, p. 436; Heinonen, 2011, p. 364; Parrot et al., 2015, p. 6).  

3.2.2. Knowledge Approach 

This study takes an ontological approach, meaning its main purpose is to analyze a 

phenomenon - consumer engagement, in the context of social media (Bryman & Bell, 2015, 

p. 32). Within the ontological aspect, to have the understanding that data as facts can be 

viewed and perceived differently to different people, is important (Mauthner & Doucet, 2003, 

p. 416). Therefore, this study strives to be open-minded by presenting theories and results 

meekly, and hopes to demonstrate this through the understanding that reflexivity, approach 

and perspective will influence the outcomes and results of the study (Mauthner & Doucet, 

2003, p. 416, 418).  

 

In literature on methodology and different science and knowledge theories, some authors 

argue that the method of a study alone can speak for the knowledge perspective of the study 

(Bryman & Bell, 2013, p. 631; Mauthner & Doucet, 2003, p. 415). They say that a 

quantitative method automatically takes an epistemological approach because it accepts data 

in numbers without any estimations and values, whereas a qualitative method directly speaks 

for the study to have an ontological view on knowledge (Bryman & Bell, 2015, p. 160). 

However, in the current study this does not apply in the same way since I use mainly a 
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quantitative method, collecting quantifiable data, but also combining this with qualitative 

measurements such as analyzing different content posts of the brands. Moreover, Bryman and 

Bell (2013, p. 620) agree that the former statement about the two methods being so separated 

create issues and have shortcomings. This especially when wanting to broaden one’s 

perspective and assemble multiple factors.  

3.2.3. Combining Methods 

There has been an increase in popularity of literature concerning social media and how 

brands can use the different online platforms to engage consumers (Pomirleanu et al., 2013, 

p. 178). Also, more than just being a popular subject, research on implementation strategies 

have increased and this through applying more pragmatic approaches, Pomirleanu et al. 

(2013, p. 178) explain. I accordance with this, Felix et al. (2017, p. 2) say we are moving 

away from the more descriptive studies and moving towards studies aiming at understanding 

consumers and their behaviors. Bryman and Bell (2013) explain how applying a mixed 

method is appropriate in order to get a more extensive view of data and research results, this 

if they manage to enlighten each other (p. 630) and confirm what the other also show.  

 

As this study means to research consumer engagement on social media and analyze how the 

content published by luxury fashion brand generates engagement, the provision of both 

generalizable measures as well as more descriptive measures will be useful. When applying a 

combined method strategy one is able to obtain a more in depth understanding through 

qualitative research and a more width in understanding through quantitative data (Palinkas, 

Horwitz, Green, Wisdom, Duan, & Hoagwood, 2015, p. 2). Naturally, through applying a 

mixed method with both qualitative (through content analysis) and quantitative measurements 

(through the collection of social media data) we are able to obtain a less descriptive research 

and a more practical one that can offer suggestions on implementation strategies (Rohm, 

Kaltcheva, & Milne, 2013, p. 298).  

 

Through the quantitative study, looking to brands’ audience and the responses from 

consumers we will get relative measurements showing differences in popularity, commitment 

and virality (Bonsón & Ratkai, 2013, p. 791). Then, through combining these findings with a 

qualitative content analysis coding brands’ content, data will be classified into different 

categories to obtain more manageable information (Piligrimiene et al., 2015, p. 455). This 

with the aim to detect potential similarities and patterns in what content strategy and format 
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produces the most consumer engagement, we will learn more about what people engage 

around and how they do this. In this the aim is also do detect if differences occur between the 

different brands and across different social media platforms, to provide with an extension to 

studies previously done (e.g. Ashley & Tuten, 2015; Escobar-Rodríguez & Bonsón-

Fernández, 2017; Pinto & Yagnik, 2017) but in my case research several brands across 

multiple social media platforms. 

3.2.4. Reflexivity 

As the present study has one author and is built on reflective investigation and analyzation 

(Guillemin & Gillam, 2004, p. 274), reflexivity has to be considered in order to have an 

accurate approach to the theories, results and discussions. Especially since this study is 

dealing with qualitative data (Mauthner & Doucet, 2003, p. 415) and oftentimes this 

phenomenon is forgotten in studies but is yet so important for how the analysis and 

discussion of that data is conducted (p. 418). Researchers talk about research being a reflexive 

process (Guillemin & Gillam, 2004, p. 274) and moreover, that the authors of a study not 

only report facts from research, but to some extent are also constructing interpretations which 

in turn translates to knowledge within the study (Guillemin & Gillam, 2004, p. 274). 

Reflexivity can be both a good thing by it retaining some distance to the actual facts in 

research, as it can also be a variable that makes the study a little too dependent on who the 

author is (Guillemin & Gillam, 2004, p. 273-274). However, this does not constitute any 

serious problems and is mentioned purely as an encouragement to keep a reflective and open 

mind, and to allow a hindsight view on the findings and facts argued for in the discussion. ed  

3.2.5. Research Framework 

Therefore, the purpose of this paper is to provide examples of and an analysis on how luxury 

fashion brands’ different content produces different kinds of responses which will help 

understand how social media can be used differently for different desired effects. Moreover, 

content across three social media platforms, namely Facebook, Twitter and YouTube will be 

reviewed in order to potentially recognize differences in audiences and responses. Previous 

studies, for the most part, view and argue that Facebook, YouTube and Twitter are the most 

influential social media platform which is why this study will investigate consumer 

engagement across these three platforms. 
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Furthermore, since fashion brands, especially in luxury, were early to adapt to and benefit 

from social media marketing opportunities (Kim & Ko, 2012, p. 1480), this study can provide 

useful inspiration on how this industry manages to apply this seemingly effective tool. To 

concretize more specifically, this study aims investigating the previously highlighted research 

shortages recognized by Barger et al. (2016, p. 281).And through analyzation and empirical 

data focus on discussing how consumer engagement on social media is expressed and to what 

extent it is context dependent. Also if psychological, social, emotional and behavioral aspects 

of consumer engagement seem to be related to platform, content, source and product/service 

offerings. Furthermore also understand the meaning behind consumer response, in terms of 

liking, commenting and sharing, when each is more likely to occur and  how this can be 

related to viral marketing. Additionally,  through applying a content analysis investigate the 

seemingly best ways for firms to be engaged and how the level of firm engagement impact 

consumer engagement. 

3.3. The Empirical Study 

3.3.1. Sample 

The time frame for which this study took place was during a week in March 2018. Between 

April 9 and April 14, webpages showing brands’ social media accounts were downloaded. 

The webpages showed content from March 21 to March 28 2018, and the downloaded sample 

in total consisted of 114 posts from six luxury fashion brands across all three platforms. The 

week of study had been intentionally selected to not interfere with the busyness during the 

fashion month of February where brands tend to be more active than usual due to new 

collection launches, fashion week shows and other promotions having to do with increased 

activity.  

 

At the time of the study the closest month coming to an end was the month of March. From 

March 4 to April 4 2018, all brands’ number of posts on each social media platform were 

counted. This to obtain a relative measurement which would enable the weekly content to be 

measured against and compared to a number showing a larger timespan, to obtain an 

overview. To know what social media platforms to look research on I looked at the most used 

platforms on the internet where people have accounts and can post content, reply on content 

etc. Seeing that Facebook, Twitter and YouTube are often argued to be the most popular and 
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influential social media platforms these three were selected for research in the current study 

as well (Barger et al., 2016, p. 274; Muntinga et al., 2011, p. 13; Smith et al., 2012, p. 103).  

 

The selection of the brands of this study, was done typing the keywords world’s most 

influential luxury fashion brands on Google. Five “lists” were found and evaluated where 

brands in the top ten of the lists varied. Only the brands that were mentioned on three or more 

of the five lists were selected which appeared to be Louis Vuitton (5), Burberry (5), Gucci 

(5), Hermès (5), Chanel (4), Prada (4), Dior (3), and Cartier (3) (Colton, 2016; Grant, 2017; 

Heller, 2017; Ranker, 2018; SuccessStory, 2018). Cartier was eliminated due to its 

differentiation in product category which only includes jewelry, watches and accessories 

whereas the other brands offer ready-to-wear or haute couture clothing and therefore targets a 

similar demography. Later on, Prada was also eliminated from the study because of its 

extremely high activity on social media with some days over ten to twenty posts a day. The 

assumption was made that Prada uses a different marketing strategy when compared to the 

others which resulted in me not including them in the current study. In the end my study 

included six of the most influential luxury fashion brands namely, Louis Vuitton, Burberry, 

Gucci, Hermès, Chanel and Dior. 

3.3.2. Measurements 

Even though research on social media activities have become more and more popular there 

are still confusion on how social media data can be used, measured and translated to be useful 

and beneficial for companies (Brodie et al., 2013, p. 113; Gautam & Sharma, 2017, p. 885). 

Previous researchers have equated consumer response with consumer engagement and 

therefore has established number of followers, likes, comments and shares of posts as data 

which can be used to measure the response and engagement of different contents and 

different social media platforms (Bonsón & Ratkai, 2013, p. 791; Barger et al., 2016, p. 270; 

Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 38). 

  

These measurements on consumer engagement on social media Bonsón and Ratkai (2013, s. 

791) explain stands for commitment (comments), popularity (likes) and virality (shares). Both 

Barger et al. (2016, s. 279) and He et al. (2013, s. 469) agree that the response from 

customers creates ways and opportunities for co-creation, of both customer experience as 

well as perceived value. Furthermore, as a secondary part to understanding more in depth 

what factors produces and encourages consumer engagement, a content analysis will be 
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applied following Ashley and Tuten (2015, p. 21-22), Escobar-Rodríguez and Bonsón-

Fernández (2017, p. 40) and Pinto & Yagnik (2017, p. 488) previous studies. Coding contents 

according to Ashley and Tuten (2015, p. 21-22) coding sheet for spotting what strategies 

brands tend to use for their contents by also explain the format of their posts in accordance 

with Escobar-Rodríguez and Bonsón-Fernández (2017, p. 40) and Pinto & Yagnik (2017, p. 

488), will simplify the organizing of the different types of contents across the brands’ social 

media pages on the different platforms. 

3.3.3. Practical Research Procedure 

After having established which brands to include in the study and what social media 

platforms to collect data from, I used Google to type in the brand name and the platform to 

find the corporate account of each individual brand. All brands’ accounts appeared as the first 

alternative and were easy to access. On YouTube each post between March 21 to March 28 

were downloaded as a printscreen of the webpages where the date when posted, the number 

of views, number of likes and dislikes and the number of comments were all visible (as 

examples show in Appendix 1). Moreover, these numbers were documented (Appendix 2) 

into separate excel files in order to create a more manageable overview of all brands’ data. 

 

On Facebook the features measuring likes comments and shares look differently if accessed 

via computer or via the brands’ smartphone applications. When posts have over 50 comments 

the exact number on the total amount of comments is only visible through Facebook’s phone 

app. Therefore, the data collection of the amount of comments was done on a smartphone. 

However, the number of likes and shares were collected from printscreen of the webpage as 

well as the date and time for when each post had been posted, as was done on YouTube. 

Moreover, since one of Facebook’s later updates multiple reactions can be expressed through 

the former like-button. The six expressions are the classic thumb up (like), a heart (love), a 

laughing face (haha), a face in awe (wow), an angry face (anger) and a sad face (dislike). Due 

to previous studies not acknowledging the dislike factor, I chose to not include this in my 

analysis either. However the numbers were documented into excel and he number of likes 

were calculated (Appendix 3) from adding the likes, loves, hahas and wows as these were 

considered to be positive responses.  

 

For Twitter, when downloading print screens of the webpages, ad windows appeared to be 

hiding some of the numbers needed. Because of this, the data collection on Twitter had to be 
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done live, scrolling the posts on the actual webpage. This was carefully done during a set 

time of one hour, and all webpages were open at the same time and were not refreshed during 

the data collection. Through applying this procedure the numbers proved to be static when 

calculating the number of likes, comments and retweets (shares). The date and exact time for 

when the posts were published was also collected and documented on Twitter for each 

individual brand and post (Appendix 4). 

 

When all specific data on all three social media platforms for each individual brand and post 

during the week of study had been documented,the number of posts posted that week was 

summarized for each brand and platform. Moreover, the total number of posts for each 

individual brand and on each platform was also collected for the entire month, from March 4 

to April 4, to provide with a relative number for if the number of posts during the week of 

study would be somewhat representable looking in a larger scale (to be seen in Table 1). 

 

The first part of the study being documented, the quantitative data for which to apply Bonsón 

and Ratkai’s (2013) equations were now finalized and ready. Following this, the second part 

of the study meant to look more into the actual content posted by the brands, and coding them 

to make collectable and manageable data. This to help highlight factors that the study aims to 

analyze and discuss. Following Escobar-Rodríguez and Bonsón-Fernández (2017, p. 40) and 

Pinto & Yagnik (2017, p. 488) content analyzes, expressing the format of post, elements 

included in post, and marketing promotions, Ashley and Tuten’s (2015, p. 21) coding sheet 

was used in order to categorize different content types and strategies used by the brands. 

  

Their original coding sheet (Appendix 5) was modified to fit the purpose of this study, which 

is to investigate and determine factors producing consumer engagement on social media. All 

categories analyzed followed Ashley and Tuten’s (2015) Table 3 for Message strategy Usage 

(p.22). These included contents’ functional appeal, resonance, experiential appeal, emotional 

appeal, unique selling proposition, social cause, exclusivity, animation, comparative appeal 

(direct or indirect comparison), spokespeople (typical people or celebrities) where the a 

category for models were added, and lastly spokescharacter. Additional to this, the content 

format was coded similar to Escobar-Rodríguez and Bonsón-Fernández (2017, p. 40) and 

Pinto and Yagnik (2017, p. 488), categorizing posts into photo (P), photo album (PA), video 

(V), text only (T), or link (L). Altogether, 17 posts out of all 114 across all platforms, showed 
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significant scores in consumer engagement (likes, comments and shares) and were coded 

according to the procedure.  
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4. Results 

4.1. Data Collection 

        

 Brand SM Platform Nbr of Followers  Nbr of Posts   

   09-04-2018  1 v (21March-28March) 1 m (4March-4April)  

  YouTube 191369  1 9  

 Louis Vuitton Facebook 22411349  2 14  

  Twitter 7340453  10 75  

        

  Youtube 314462  0 3  

 Burberry Facebook 16954812  1 7  

  Twitter 8640251  17 83  

        

  YouTube 497388  1 12  

 Dior Facebook 16124339  3 24  

  Twitter 8286064  9 32  

        

  Youtube 1057155  5 15  

 Chanel Facebook 21008872  9 30  

  Twitter 13582702  11 54  

        

  YouTube 51542  2 33  

 Hermès Facebook 2979147  0 4  

  Twitter 47312  3 12  

        

  YouTube 215323  1 4  

 Gucci Facebook 16750611  19 79  

  Twitter 5530685  20 91  

        

Table 1 - The number of followers & the number of posts for each individual brand on each 

social media platform. 
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4.1.1. Social Media Following & Posting 

Having studied the social media accounts of six luxury fashion brands on YouTube, 

Facebook and Twitter, Facebook showed to be the platform that attracts the biggest audience 

in terms of number of followers, as can be seen in table 1 (hence the green highlighting). 

Colors have been used in the table to highlight the different numbers, green representing the 

highest number, yellow the second highest and red the lowest number, for each brand 

respectively. Six out of six brands had their biggest following on Facebook, spanning from 

Hermès’ almost 3’000’000 fans to Louis Vuitton’s over 22’400’000 fans. Furthermore, 

Twitter showed to be the second biggest in terms of following size, in five out of six cases. 

Only Hermès’ Twitter following showed to be less than their YouTube subscribers, having a 

little over 47’000 fans on Twitter and over 51’500 on YouTube. The five other brands’ 

following spanned from Gucci’s around 5’500’000 fans to Chanel’s over 13’500’000 fans. 

Moreover, for all brands except Hermès, their YouTube accounts had the smallest amount of 

followers (subscribers) where Louis Vuitton had around 190’000 fans and Chanel over 

1’000’000. 

 

 

Figure 2 - Brands’ total number of posts for one week follow the same division as for the 

entire month. 

 

In terms of firm engagement, posting frequency and number of posts published by the brands 

during the week of study, Twitter showed to be the platform with most amount of content 

posted for all six brands - Louis Vuitton having 10 posts, Burberry 17, Dior 9, Chanel 11, 

Hermès 3 and Gucci 20.  Also, looking to the total amount of posts over the duration of an 

entire month, five out of the six brands showed to post the most amount content on Twitter. 
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Only Hermès had more content posts on YouTube. Disregarding this, in the majority of the 

cases, the number of posts on each social media platform followed the same division for the 

week of study as for the entire month, as figure 2 visualizes. This is why the measurements 

from one week is considered representable for the brands and their activity on their online 

platform accounts, and the figure shows that the fluctuations for the amount of posts follow 

each other relatively smooth. 

4.1.2. Consumer Engagement - Popularity, Commitment & Virality 

                

 P3 Youtube Facebook Twitter  C3 Youtube Facebook Twitter  V3 Youtube Facebook Twitter  

 

Louis 

Vuitton 0,4912 0,3561 0,7062  

Louis 

Vuitton 0,0418 0,0113 0,0069  

Louis 

Vuitton - 0,0256 0,243  

 Burberry - 0,0176 0,017  Burberry - 0,00006 0,0002  Burberry - 0,0008 0,0027  

 Dior 0,1769 0,0934 0,0554  Dior 0 0,0017 0,0005  Dior - 0,0095 0,0121  

 Chanel 0,6587 0,2925 0,0714  Chanel 0,0267 0,0072 0,0006  Chanel - 0,0137 0,016  

 Hermes 0 - 1,3174  Hermes 0 - 0,0142  Hermes - - 0,4861  

 Gucci 1,1703 0,1163 0,2087  Gucci 0,0975 0,0024 0,003  Gucci - 0,0072 0,057  

                

Table 2 - Measuring the general amount of popularity (P3), commitment (C3), and virality 

(V3) for each brand across the three different social media platform. 

 

Measuring the consumer response, all numbers of the variables accounted for were 

documented into excel files separately for each social media platform (attached as Appendix 

2, 3 & 4) and followed Bonson & Ratkai (2013, p. 791) and Escobar-Rodríguez & Bonsón-

Fernández (2017, p. 39) equations to calculate consumer engagement for all brands and social 

media platforms respectively. Through the appliance of these calculations all numbers were 

relative to the brands’ following and posting activity. Moreover, the results are presented in 

table 2 P3 showing the number of likes per 1000 fans and indicates, following Bonson and 

Ratkai’s (2013, p. 791) findings, the level of popularity (P) of the post. Furthermore, C3 

measures the commitment (C) and V3 the level of virality (V), which derives from the 

numbers of comments and shares per 1000 fans respectively (Bonson & Ratkai, 2013, p. 

791).  
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As the results show in table 2, P3 on YouTube spread from 0,1769 (Dior) to 1,1703 (Gucci), 

and C3 from 0,0227 (Chanel) to 0,0975 (Gucci) being less expansive than the former. On 

Facebook P3 spread from 0,0176 (Burberry) to 0,3561 (Louis Vuitton), C3 from 0,00006 

(Burberry) to 0,0113 (Louis Vuitton), and V3 from 0,0008 (Burberry) to 0,0256 (Louis 

Vuitton). Lastly, P3 on Twitter spread significantly from 0,017 (Burberry) to 1,3174 

(Hermès), C3 from 0,0002 (Burberry) to 0,0142 (Hermès), and V3 from 0,0027 (Burberry) to 

0,4861 (Hermès). Moreover, these results show the engagement to be widely spread across 

both platforms and varies between different brands.  

 

  Number of Likes/Comments/Shares per 1000 fans  

 Youtube P3 (Likes) C3 (Comments) V3 (Shares)  

 Louis Vuitton 0,4912 0,0418 -  

 Burberry - - -  

 Dior 0,1769 0 -  

 Chanel 0,6587 0,0267 -  

 Hermes 0 0 -  

 Gucci 1,1703 0,0975 -  

      

 Facebook P3 (Likes) C3 (Comments) V3 (Shares)  

 Louis Vuitton 0,3561 0,0113 0,0256  

 Burberry 0,0176 0,00006 0,0008  

 Dior 0,0934 0,0017 0,0095  

 Chanel 0,2925 0,0072 0,0137  

 Hermes - - -  

 Gucci 0,1163 0,0024 0,0072  

      

 Twitter P3 (Likes) C3 (Comments) V3 (Shares)  

 Louis Vuitton 0,7062 0,0069 0,243  

 Burberry 0,017 0,0002 0,0027  

 Dior 0,0554 0,0005 0,0121  

 Chanel 0,0714 0,0006 0,016  

 Hermes 1,3174 0,0142 0,4861  
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 Gucci 0,2087 0,003 0,057  

      

Table 3 - The preferred type of response (form of consumer engagement), popularity (P3), 

commitment (C3), and virality (V3) across all three social media platforms.  

4.1.3. Response on YouTube 

On YouTube the main activity showed to be likes. Based on the number of views and how 

many people responded by liking the video, Louis Vuitton proved to have the highest 

response on 5,72% (94 likes/1642 number of views). Burberry had zero due to no content 

post, and Dior was 2,60 %, whereas Chanel, based on their five posts that week, had a 

response level between 1,86%-2,45% (1800/96492 and 628/25621) (Appendix 2). Hermès 

had two posts but no response on them despite the number of views being 665 and 845 

respectively. Lastly, Gucci had a liking response on 5,11%. Moreover, in terms of 

commenting, the response levels spanned from 0%-0,48% which was then was the second 

most common form of consumer engagement. However, in terms of sharing there was no data 

available since YouTube do not provide with that feature seeing how many times a post have 

been shared. Instead the number of views gave an indication for how many people the 

content/message reached.  

4.1.4. Response on Facebook 

On Facebook liking also showed to be the main engagement activity. Generally the number 

of likes were lower on Facebook than on YouTube but liking was still the most common 

activity compared to commenting and liking. Sharing was the second most common activity 

for the majority of the brands. Only Hermès was the exception but had besides no Facebook 

content post this week. Furthermore, commenting was the least popular response activity, 

although every post from each of the brands had at least one comment (Appendix 3) and 

more so, the number of comments was varied notably between different contents posted by 

the brands that had several posts during the week. For example, Chanel had 22 comments on 

one post and 457 on another post on the same day.  

4.1.5. Response on Twitter 

As on both YouTube and Facebook, the biggest most common form of engagement shown on 

Twitter was liking. For all six brands this was the biggest activity, in terms of numbers. 
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However, the response varied between the different posts as for Louis Vuitton for example, 

with its 10 posts had 535 likes on one post and 45’000 likes on a different post during the 

same week. Gucci also had 0 likes on one post and 8’700 on another post that same day. 

Commenting on Twitter showed to be spread across the different brands. Furthermore, 

sharing was the second most common activity on Twitter but compared to Facebook, most 

sharing/virality was produced on Twitter as seen in table 2. Continuously as on Facebook 

commenting was the least common activity on Twitter, an activity that moreover notably 

varied again between posts and brands, as Louis Vuitton had 1 comment on one post to 354 

comments on another, Burberry between 0 and 5 comments on all their 17 posts, Dior 

between 1 and 12, and Gucci all from 0 to 84.  

4.2. Content Analysis 

4.2.1. Coding Content 

 

          

  Strategy Nbr of Posts (tot 17) Percentage of 17 posts   

  Resonance 17 100%   

  Spokespeople 12 70,60%   

     Typical people 2 11,80%   

     Celebrities 7 41,20%   

     Models 3 17,60%   

  Functional Appeal 10 58,80%   

  Experiential Appeal 7 41,20%   

  Exclusivity 6 35,30%   
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  Unique Selling Proposition 5 29,40%   

  Emotional Appeal 4 23,50%   

  Animation 2 11,80%   

  Comparative Appeal 2 11,80%   

     Direct comparison 0 0,00%   

     Indirect comparison 2 11,80%   

  Social Cause 1 5,90%   

  Spokescharacter 0 0%   

       

  Format       

     Photo P 12 70,60%   

     Video V 3 17,60%   

     Photo Album PA 2 11,80%   

     Text Only T 0 0%   

     Link L 0 0%   

          

 

Table 4 - Coding Contents & the Number of Posts in each category.  

 

As previously explained, all posts with significantly high levels of consumer engagement, in 

terms of likes, comments and shares, were singled out and were analyzed and coded against a 

coding sheet similar to Ashley and Tuten (2015, p. 22) and in accordance with Escobar-
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Rodríguez and Bonsón-Fernández (2017, p. 40) and Pinto and Yagnik (2017, p. 488) content 

analyzes. Table 4 visualizes the results from the analyzation of all 17 posts with the most 

consumer engagement. The content/message strategy that brands use that showed to produce 

the most significant level of consumer engagement was resonance (17/17 posts), the 

resonance between image and words (Ashley & Tuten, 2015, p. 21). Secondly, 12/17 had 

some kind of spokesperson, either a typical person (2/17), a celebrity (7/17) or a 

model/models (3/17).  

 

10/17 posts were coded as contents showing some sort of functional appeal and 7/17 with an 

experiential appeal, allowing the recipient to experience products’ way of use, sight, touch 

and more (Ashley & Tuten, 2015, p. 21). 5/17 posts were coded to offer a unique selling 

proposition and 4/12 were content with an emotional appeal, attending to the consumer’s 

psychological and social needs (Ashley & Tuten, 2015, p. 21). 2/17 posts used animation in 

their content and 2/17 posts also showed to generate a comparative appeal, direct comparison 

(0/17) or indirect comparison (2/17) to other brands and brands’ offers (Ashley & Tuten, 

2015, p. 21). Lastly, 1/17 post was content with links to a social cause. Following this, the 

content format was also coded and 12/17 posts were photos (P), 3/17 posts were videos (V) 

and 2/17 posts were photo albums (PA) showing multiple photos. Additionally, all posts, in 

despite of their format, had some sort of explanatory text and/or hashtag/link to them as well. 
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5. Discussion 

Following the discussion of how social media oftentimes have been seen as an inconclusive 

and soft field to study (Brown & Fiorella, 2013, p. 73; Barger et al., 2016, p. 268), the 

demand for and interest in studying the concept of consumer engagement on social media 

across its different interactive forums is prominent (Brodie et al (2013, p. 113; Gambetti et 

al., 2012, p. 662; Pomirleanu et al., 2013, p.178). Because despite the former criticism, social 

media has shown to have opened new ways for communication and interaction between, not 

only consumers and brands, but between multiple parties on the internet (Barger et al., 2016, 

p. 269; Brodie et al., 2013, p. 105; Gautam & Sharma, 2017, p. 874; Kliatchko, 2005, p. 11; 

McCormick & Livett, 2012, p. 23; Schultz & Peltier, 2013, p. 87). The fact is that social 

media’s technical features have rendered it possible to both attain information about but also 

measure the level of activity and response from their consumers, which has been especially 

favorable among fashion retailers and fashion communities online (Gautam & Sharma, 2017, 

p. 873; Godey et al., 2016, p. 2; Kim & Ko, 2010, p. 166;). 

 

Additionally, beyond these both theoretical and strategic opportunities of information 

acquisition (Wang & Kim, 2017, p.18), social media has also developed new cooperating 

relationships between brands and their consumers (He et al., 2013, p. 464, 466; Groeger et al., 

2016, p. 15; Schultz & Peltier, 2013, p. 87; Brodie et al., 2013, p. 105, 112) where the 

consumer acts as a co-creative partner (Dessart et al., 2016, p. 7) in the interactive process of 

consumer engagement, both within experience enhancement and added value. Furthermore, 

the relational aspect of this have seemingly had more long-lasting effects, increasing trust and 

loyalty, which moreover provides a certainty for brands knowing their consumers will come 

back (Gautam & Sharma, 2017, p. 875-876). Arguably this is beneficial for the luxury 

consumers as well, who preferably would reach for easy and attainable information (Roman, 

2015, paragraph 4), and in their impatience, go back to brands they know and know will 

deliver, given that the brands perform seamlessly.   

5.1. Heterogeneous platforms 

Having studied real time consumer engagement on YouTube, Facebook and Twitter - three 

social media platforms considered to be heterogeneous in marketing purposes (Coutant & 

Stenger, 2013 p. 116) - the results from the current study as well as prior studies (Gautam & 

Sharma, 2017, p. 872; Godey et al., 2016, p. 8; Kim & Ko, 2010, p. 170) showed certain 
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differences in the social activities and behaviors in terms of popularity, commitment and 

virality.  

  

The results from YouTube, being a mostly a creative, self-expressing and self-promoting 

platform (Barger et al., 2016, p. 274; Smith et al., 2012, p, 104), showed in general high 

scores in popularity (numbers of likes) and commitment (numbers of comments). Further, due 

to measurements for virality (number of times posts are shared) not being visible analyzation 

of this responsive activity was not practicable. However, the number of views for each post 

allowed a notion of how many was actually reached by the content/message. Though, due to 

invisibility and incomparability for the number of views across all platform, this was not 

investigated further. Instead, as to the response on each post, likes showed to be, the most 

interactive activity on YouTube. Moreover, out of the five brands with posts on YouTube 

during the week of study, two brands’ popularity scores (P3) were the highest on YouTube 

across all platforms, and three out of the five brands scored the highest in commitment (C3) 

on YouTube. This arguably witness for YouTube attracting a relatively dynamic and engaged 

audience through consumers participating in expressing their likes and interests (Coutant & 

Stenger, 2013, p. 115). 

  

Facebook, being the platform with the biggest following for all of the six brands in this study, 

had generally lower scores for all three engagement measurements (popularity, commitment 

and virality) among all brands. Despite researchers stressing on Facebook being the main 

platform (Escobar-Rodríguez & Bonsón-Fernández, 2017, p. 34) on social media, the current 

study shows relative passiveness amongst its following in terms of engagement. The large 

following or the big amount of users align with Coutant and Stenger (2013, p. 108), arguing 

for Facebook attracting people to hang around, spend time with friends and consume both 

entertainment as well as information. Although, seemingly from the results in this study the 

participation in Facebook content scoring notably low in engagement activity, the platform 

could be considered as more social than expressive of people's interests in accordance with 

Coutant & Stenger’s (2013, p.115).  

  

On Twitter consumer engagement scored high mainly in terms of virality (number of shares), 

people sharing and re-tweeting content. A concept within marketing called viral marketing 

that in fact, is not new but that has taken a new format and a new width on behalf of social 

media (Barger et al., 2016, p. 274; Escobar-Rodriguez & Bonsón-Fernández, 2017, p. 33; 
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Ferguson, 2008, p. 180). Moreover, Twitter as a platform tends to give brands more attention 

compared to the more self-promoting YouTube or the more widespread nature of Facebook 

(Barger et al., 2016, p. 274). Most users on Twitter are there to share and take part of 

information, and the information is easy to trace back to its source which also positively 

affects contents reliability (Smith et al., 2012, p. 103). Possibly, this could explain the 

relatively high virality (V3) of Twitter and why people feel encouraged to engage and 

participate in spreading content on Twitter. Simultaneously, five of the six brands had their 

second biggest following on Twitter and had the most amount of content posted during the 

week of study. Only one brand (Hermès) diverged from the rest and showed extensive high 

numbers in number of posts on YouTube during that entire month. The conclusion was made 

that this depended on temporary and momentary factors but was not investigated further.  

5.2. Popularity, Commitment & Virality - ‘Engage in Engaging’ 

As consumer engagement was measured according to Bonsón and Ratkai (2013) in the 

current study, the collection of the number of likes, comments and shares on different brands’ 

social media contents could then be translated into popularity (likes), commitment 

(comments) and virality (shares) among the audience on these posts. And although some have 

criticized likes as a measure of popularity (John, Emrich, Gupta & Norton, 2016, cited by 

Wang & Kim, 2017, p. 20), liking constitutes an activity of expressing an interest in 

something (Coutant & Stenger, 2013, p. 115) and does help brands in their consumer 

information acquisition, knowing what they prefer and do not like (He et al., 2013, p. 466). 

According to Wang and Kim (2017, p. 18) the purpose of companies having their own social 

media brand pages is to encourage consumers to react and interact, to engage in engaging 

them (Brodie et al., 2013, p. 112), and learn more about them (Groeger et al., 2016, p. 15; 

Kim & Ko, 2010, p. 166).  

 

Through using the measurement scale calculating consumer engagement relative to each 

individual brand (Bonson & Ratkai, 2013), a brand like Hermès could be included despite 

being a relatively new brand on social media and having a relatively smaller following 

(Godey et al., 2016, p.4) than the other brands in the same study. Having a newer entry on 

social media to compare the others to could also compose an interesting perspective seeing 

potential differences between the more accustomed brands to social media marketing. 

Moreover, how firms engage and how much they engage have previously shown to be 
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correlated with the level of consumer engagement (Barger et al., 2016, p. 279). In fact, 

increased firm engagement have shown to increase the engagement intentions of consumers 

(Barger et al., 2016, p. 279). Therefore, understanding how the content and the way brands 

operate on their social media pages becomes valuable in order to grasp the effective means 

for producing consumer engagement that will be useful for brands.  

 

Analyzing brands’ strategies and how the brands engage in engaging, the time and date for 

each post was noted for each individual brand and social media platform during the week of 

study. Through further analysis of this, it showed that the brands use different strategies and 

that these vary across platform as well. None of the brands showed to post at any regularity 

on YouTube. On Facebook and Twitter however, also due to more content posts in general, it 

was easier to spot certain patterns for when, how much and how often the brands put out 

content. One brand on Facebook (Gucci) had at least one post a day during the week of study 

and the time for which the content was published was, for the most part, at even hours 

(Appendix 3). One other brand (Chanel) posted content every day except one and published 

at even hours as well. However when comparing the popularity (P3), commitment (C3) and 

virality (V3) in their totality, Louis Vuitton, a brand with no regularity in their posting 

strategy scored higher in all three of these categories on Facebook. This could confirm 

Ashley and Tuten (2015, p. 16) in them saying how too much content might have an 

opposing effect causing consumers to be reluctant to engage. 

  

In terms of frequency on Twitter, being the platform with the most amount of posts for all 

brands during the week of study, more brands showed to post content systematically. 

Meaning, two out of six brands (Dior and Gucci) posted content at least once a day, every 

day and three other brands (Louis Vuitton, Burberry and Chanel) every day of the week 

except one or two. Although, in terms of consistent regularity four out of the mentioned five 

brands posted irregular amounts of content from day to day not following any particular 

pattern. For example (Appendix 4), Gucci posted only one post on 21st of March, six posts on 

the 22nd, and 2 posts on the 23rd, and Burberry had seven posts on the 23rd, no posts on the 

24th or 25th and then three on the 26th. Only Dior posted with the regularity of one post a day, 

and with the exception of two posts the 24th. Looking to how this affected their consumer 

engagement the brand with most frequency and regularity in their posting (Dior) did not show 

to score any higher in neither popularity (P3), commitment (C3) and virality (V3). In fact, 
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Hermès, the one brand that was the most inconsistent and additionally being the newcomer to 

social media (Godey et al., 2016, p.4), scored the highest in all three of these categories.  

 

Summarizing the effects of firm engagement in terms of how intentionally and systematically 

brands posted their content, frequency did not show to be an exceptionally dependable factor 

on consumer engagement. Therefore this study is not able to confirm brands’ ideology that 

frequency and increased intentions in engaging consumers would have a positive effect on 

consumer engagement (Ashley & Tuten, 2015, p. 19; Wang & Kim, 2017, p. 18). Instead the 

results showed consumer engagement to vary widely across both platforms and varies 

between different brands and, seemed to be more related to the brand or moreover the actual 

type of content.  

5.3. Context and Contents  

The best way to get people to want to interact and engage with content is when posts are not 

overly commercialized (Barger et al., 2016, p. 273). As several researchers say, the best way 

to produce social media engagement is oftentimes stated through the co-creation of both 

experiences and values (Barger et al., 2016, p. 279; Brodie et al., 2013, p. 112; Wang & Kim, 

2017, p.15-16, 18, 19). This also through visualizing products and offers in exciting and 

appealing ways, which previously have shown to increase purchase intentions (McCormick & 

Livett, 2012, p. 33). Moreover, the correlation and resonance in messages both seen and 

heard have shown positive effects on how well consumers perceive and trust the experience 

(Smilansky, 2009, p. 24). As social media have facilitated this and the communications, is 

has also enabled consumers to interact with businesses which in turn have encouraged them 

to become active in co-creating their experiences (Wang & Kim, 2017, p.15-16).  

 

Social media’s function and opportunities in co-creative and co-developing activities between 

consumers and brands is repeatedly accentuated upon in literature and in some more recent 

studies (Dessart et al., 2016; Groeger et al., 2016; Wang & Kim, 2017). With co-creation, 

authors refer to customers participating in the creation of offerings and the development of 

both services and products and the production of them (Lusch & Vargo, 2006, p. 284; Van 

Doorn et al. 2010, p. 254). The co-creation of both experience and value happens when 

consumers participates in discretionary behaviors and through them interacting with the 

brands (Van Doorn et al. 2010, p. 254). 
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Investigating actual consumer engagement across different platforms, enabled the analyzation 

of the co-creative and discretionary behaviors that happen in consumers’ natural 

environment. As discussed, when applying the current research method, the results and data 

of such a study are more accurate and natural than other forms of data collection only 

measuring one or few dimensions (Palinkas et al., 2015, p. 2; Pomirleanu et al., 2013, p. 178; 

Rohm et al., 2013, p. 298). Moreover, having singled out the posts with the highest scores in 

terms of consumer engagement (likes, comments and shares), 17 posts out of all 114 

appeared to have produced significantly higher levels of response and interaction. As Wang 

and Kim (2017, p. 19) stated as with higher levels of consumer engagement, brands can get to 

know the preferred ways of interaction of their audience (their psychological state of mind 

(Syrdal & Briggs, 2016, p. 74) and in turn, through adapting to those, create a better company 

image as well as improve the consumers’ experiences and have an impact on future purchase 

behaviors (Groeger et al., 2016, p.15). 

  

As of this, through the studying of contents that produced such levels of consumer 

engagement, the results showed that resonance, the echoing between the image and words 

(Ashley & Tuten, 2015, p. 21) was present for 100% of the posts. Therefore, brands’ 

alignment in their messages and between seeing and hearing the same things (McCormick & 

Livett, 2012, p. 33; You et al., 2015, p. 8), seems to be imperative for consumers wanting to 

engage. Simultaneously, spokespeople showed to be present in 70,60% of the 17 posts, 

following people responding well to having an actual, and relatable in some sense, person 

advocating for a brand or an offer (Brockington, 2015, p. 395; Ferguson, 2008, p. 180; 

Mangold & Smith, 2011, p. 21; Smilansky, 2009, p. 13). 58,80% also showed to have some 

sort of functional appeal which arguably could be an indication for people’s need for 

interaction and sharing through communities that helps add value to their experience 

(Groeger et al., 2016, p. 15; Mower, 2018, paragraph 6; Wang & Kim, 2017, p. 19).     

  

Furthermore, common strategies that were used included contents with an experiential appeal 

(41,20%), showing exclusivity (35,30%), offering somewhat a unique selling proposition 

(29,40%), and having an emotional appeal (23,50%). In turn, this speaks for luxury brands 

especially having an audience that values and demands customization and moreover, how 

these brands benefit from balancing messages to the masses through still making the offers 

seem personal and exclusive (Gautam & Sharma, 2017, p. 873; Kim & Ko, 2010, p. 164). 
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Also, as the responses on these posts varied, the engagement seem to be heavily related to 

what the content is actually showing and be dependent mainly on actual content factors as 

well as actual product factors (Barger et al., 2016, p. 274-275). This also because of the no 

remarkable difference in contents between the different platforms (social media factors), 

considering their heterogeneity (Barger et al., 2016, p. 274; Coutant & Stenger, 2013 p. 116) 

nor between the different brands (brand factors) (Barger et al., p. 271, 273, 275). 

 

Lastly, the results of consumer engagement on different social media contents shows to be 

context-dependent, in accordance with Brodie et al. (2013, p.112). The dynamic and ever 

changing nature of social media is a fact that makes the studying of different social media 

contexts interesting and imperative for its development. The level of engagement also has to 

do with who the target consumers are (consumer factors) and how they react and behave 

which will affect the level of intensity and co-creation of value adding activities. As the 

consumers show in the current study to respond well to contents’ resonance (100%), 

experiential and emotional appeal (41,20% and 23,50% respectively) as well as its functional 

appeal (58,80%), exclusivity (35,30%) and unique selling propositions (29,40) among more, 

this indicates the type of activities luxury fashion consumers value. This also opens up to 

seeing consumer engagement in its own context as non-paying consumer engagement 

(Groeger et al., 2016, p. 1) which is different from consumer engagement with paying 

intentions and speaks for its value beyond its direct economic profits (Schultz & Peltier, 

2013, p. 86).    
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6. Contribution & Further Research 

6.1. Theoretical & Practical Contribution 

6.1.1. Theoretical Contribution 

The findings indicated consumer engagement being context-dependent (Brodie et al., 2013, p. 

112) and confirmed the heterogeneous nature of different social media platforms (Coutant 

and Stenger, 2013, p. 116). This supports the purpose of this study which was to analyze 

consumer engagement. In conclusion, this study addresses real-time data and contents from 

six of the most influential luxury fashion brands’ corporate social media pages, this with an 

ethnographic approach and through the appliance of combining methods accounting for both 

quantitative (social media data) and qualitative (content analysis) measurements. 

 

Measuring expressions of consumer engagement through numbers of followers and through 

the participation of communicating interests through liking, commenting and sharing on 

brands’ content posts followed previous studies (Bonsón & Ratkai, 2013; Escobar-Rodriguez 

& Bonsón-Fernández, 2017; He et al., 2013). And despite the divisions in how these could be 

translated into consumer engagement, this study employed values of popularity (likes), 

commitment (comments), and virality (shares) as it accounts for all consumer activities on 

brands' posts. Furthermore, the results from the current study support Twitter as the platform 

where brands’ corporate content and messaging gets the most attention through consumers 

being the most willing to advocate for brands content on this platform (Barger et al., 2016, p. 

274). Whilst Facebook showed to be ultimately a social platform where a lot of people hang 

out, in accordance with previous research (Coutant & Stenger, 2013, p. 108; Escobar-

Rodríguez & Bonsón-Fernández, 2017, p. 34), my results found the platform to be relatively 

passive in engagement. Moreover, I found that although Youtube have been described as a 

platform attracting a relatively dynamic and engaged audience (Coutant & Stenger, 2013, p. 

115), my results found brands, despite this, to be most passive in terms of posting content on 

YouTube.  

 

Simultaneously, my results from the content analysis of posts with the most interaction 

revealed how consumer engagement activities seem more dependent on actual content and 

product factors. This to the extent where psychological, social and behavioral aspects of 
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luxury consumers affect their resonance with mainly content as well as product factors, 

described in literature as engaging consumers around what actual products and offers they are 

exposed to as well as how it is presented (Barger et al., 2016, p. 275-276; Gautam & Sharma, 

2017, p. 875). In turn, showing in them responding well to contents with resonance in 

information and through advocates, consisting of an emotional, experiential and functional 

appeal and offering uniqueness and exclusivity. 

 

This study also confirms that excessive firm engagement does not necessarily encourage 

consumers to engage more, but instead make consumers hesitant or resistant to engage and 

participate in brands’ engaging activities, in accordance with Ashley & Tuten (2015, p. 16). 

Nonetheless, literature reveals firms’ interest in attaining consumer engagement for co-

creative and co-developing purposes (Brodie et al., 2013, p. 112; Dessart et al., 2016, p. 7; 

Groeger et al., 2016, p. 15; Lusch & Vargo, 2006, p. 284; Van Doorn et al., 2010, p. 254; 

Wang & Kim, 2017, p. 18). Through the translation of likes as popularity, commenting as 

commitment and sharing as virality, following Bonsón and Ratkai (2013), brands are able to 

acquire decently large-scale information about their consumers. Moreover, this study, 

through applying the combination of quantitative and qualitative measurements, is able to 

investigate brands’ message strategies for 17 posts that generated the most amount of 

engagement, as mentioned previously. This, in turn witnesses of content factors luxury 

fashion consumers, in general, seem to respond well to.   

 

Figure 3 – Empirical Contribution 

   

The current empirical study measures consumer engagement on the three social media 

platforms Youtube, Facebook and Twitter through analyzing the number of likes, comments 

and shares on luxury fashion brands’ different posts. Then, through a content analysis of 
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posts with the high scores of consumer engagement brands’ strategies were coded and 

categorized for the purpose of creating an understanding of how and what brands’ do to that 

will encourage consumers to engage with brands. By investigating brands’ power and role in 

producing, co-developing and co-creating consumer engagement, it was found that content 

and product factors seem to be heavily dependable antecedent factors to CE in the industry of 

luxury fashion. The current study focuses on the luxury fashion industry since it has been 

considered to be forefront in adapting new technologies and strategies in marketing.  

 

As accounted for and as Figure 3 shows, the current study provides an extension to previous 

research within consumer engagement addressing this emerging phenomenon focusing on 

how it is measured, how it can be co-creating and co-created and its antecedent factors. The 

contributions of this study comprises both theoretical and practical research by being 

cumulative upon previous research and prior empirical studies conducted by several different 

authors in the same field (Ashley & Tuten, 2015; Bonsón & Ratkai, 2013; Escobar-Rodríguez 

& Bonsón-Fernández, 2017; Pinto & Yagnik, 2017). More specifically, the current study 

contributes to previous literature by addressing social media marketing efforts analyzing the 

way luxury fashion brands integrate social media activities into their contents, which in turn 

manages to encourage and engage their consumers in the communities and interactions 

created online. 

 

The study further addresses consumer engagement activities on these luxury fashion social 

media pages and communities. Its co-creative nature is measured in numbers of contents 

popularity, commitment and virality among consumers and are then used to discover content 

and product factors being prominent set offs of consumer response and engagement. This 

through applying a mixed research method comprising of real time data showing accurate 

results from actual brands social media pages rather than the more theoretical and conceptual 

discussions of consumer engagement and its effects.  

6.1.2. Practical contribution 

Wealthy consumers (or luxury customers) constantly requiring bigger and better - greater 

experiences and additional value - brands need to seek to carefully understand them to be 

able to meet them accordingly. Through learning about their consumers and how to engage 

them to also provide for them, brands can still be competing among all other brands that seek 

to capture their attention. To do this brands need to understand the psychology, socialization, 
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emotions and behaviors of their clientele, how they experience and react in different contexts 

and to different contents, how they react and how brands can act best in order to enhance 

consumers wanting to engage with them. By this brands will be able to meet the very 

expectant and impatient wealthy consumers (Roman, 2015, paragraph 2). This study 

contributes to this through, 

 

● Providing with accurate and pragmatic data from actual social media pages for six 

highly influential luxury brands across three of the most used online social media 

platforms, bridging the gap between mere speculations of how consumers should react 

and how they actually do react.  

● Showing how consumers’ value trending offers carefully thought through before 

masses of branded content. This by Hermès, one of the most recent brands to go 

online, scored significantly higher results on consumer engagement on Twitter in 

popularity, commitment and virality (Table 3).   

● Understanding how factors such as resonance (100%), spokespeople (70,60%) 

functional appeal (58,80%), experiential and emotional appeal (41,2% and 23,5%), 

unique selling proposition (29,40%) among more, in the type content brands produce 

also generated the most consumer engagement.  

● Additionally, based on the above, an understanding of how mainly content and 

product factors should be incorporated into brands’ social media marketing strategies 

as the type and amount of consumer activity and engagement seem to be especially 

encouraged through those.    

6.2. Future Research 
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Figure 4 - Proposing inquiries for further studying. 

 

Along with the contributions of this study, the findings also produced inquiries for future 

research allowing to dig deeper and investigate more dimensions of consumer engagement its 

different concepts, visualized in an extension of the original model in figure 4. 

 

Starting with this study’s limited data sample, this was due to the data collection being done 

manually. Following this, the examples were limited to the sample of six luxury fashion 

brands’ social media posts during one week of study. Although the studying arguably showed 

to be representable and relative to the amount of posts for the entire month, more accurate 

results could be obtained through collecting actual data for a longer period of time. In turn, 

this would strengthen the reliability even more. Future studies could therefore benefit from 

using technical tools to both collect and analyze large sets of data to provide with even more 

examples from this specific brand and product category. Data/Text mining would be 

examples of technical instruments enabling the analyzation of more data following He et al. 

(2013). It would additionally be interesting to compare the present results to another period in 

time, to see if different periods in time seem to have an effect on consumers’ engagement.  

 

Also, as this study focused on the positive aspects of consumer engagement and singled out 

content that generated the most amount of consumer engagement, future studies could include 

research on social media content generating little consumer engagement, and analyze factors 

and underlying aspects for this. Knowing what produces both more and what produces less 

consumer engagement could create a better understanding of how brands and marketers can 

operate and furthermore evaluate their own performances. Moreover, the way this study 

combines quantitative and qualitative measurements could be applied to any product/brand 

category and in turn contribute to research with more pragmatic and real time data in multiple 

fields and markets of study. This also to diminish the current gap in much research of 

frameworks being too theoretical and far from reality (Gambetti et al., 2012, p. 662; 

Pomirleanu et al., 2013, p. 178).  

 

Future studies could include more brands in their studies, use a different product/brand 

category or even conduct research on two separate product/brand categories in order to obtain 

comparability between how different companies use their strategies and which seem to 

produce more consumer engagement. For example, a similar study could be applied to 
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consumer engagement for non-luxury fashion brands (e.g. H&M, Topshop, Zara etc.) and 

compare those results to the current study. Additionally, investigations of other luxury 

product/brand categories where the same type of wealthy consumers assemble (e.g. 

automobiles, food and drinks, watches, furniture etc.), could undertake and highlight 

additional factors (i.e. brand factors, product factors, content factors, consumer factors and 

social media factors). 

 

Lastly, consumer engagement activities have in this study showed to be dependent on the 

consumer and aspects such as their mind-set (psychology), interests, emotional, social and 

behavioral, and more so how they react to specific posts and contents. Though determining 

this the study does not account for investigating more deeply into consumer factors. Future 

research could therefore account for consumer factors more, explaining more who the luxury 

fashion consumer is and additionally maybe determine if their level of engagement is 

remarkable either high or low in comparison to other product/brand categories. 
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🤗🤗🤩🤩🤩🤗🤩🤩🤩🤩🤩🤩😊😞😊😊😊

1

Pelumi Azeez för 2 veckor sedan

🤩🤗🤗🤗🤗🤩🤩🤗😂🤗🤩😊😊 

0:11

Preview of the Louis Vuitton Men's
Fall Winter 2018 Fashion Show
Louis Vuitton
6,9 tn visningar

0:29

Louis Vuitton for UNICEF - World
Children's Day
Louis Vuitton
5 tn visningar

0:59

The Spirit of Travel by Louis Vuitton
Louis Vuitton
3,9 mn visningar

0:40

Louis Vuitton Women's Fall-Winter
2018 Fashion Show Space
Louis Vuitton
4,1 tn visningar

0:29

Louis Vuitton Women's Fall-Winter
2018 Fashion Show Set
Louis Vuitton
3,9 tn visningar

0:30

Louis Vuitton Savoir-Faire |
Accessories
Louis Vuitton
43 tn visningar

2:09

SORTERA EFTER

SVARA

Visa alla 4 svar

SE
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Jorge Sanchez för 2 veckor sedan

5th 

David Verschuren för 2 veckor sedan

wauw what a great companie 

leo_x_king king för 2 veckor sedan

👊👊👊bravo 

Husnain Azhar för 2 veckor sedan

70th 

Champions rc för 2 veckor sedan

I love Lv for unicef 

SVARA

SVARA

SVARA

SVARA

SVARA

SVARA

SE



 

Appendix 2 - Documentation of all brands’ Youtube posts between 21 March to 28 March 2018. 

 

Time & Date of 
Posting 

Nbr of 
Views 

Nbr of 
Likes 

Nbr of 
Dislikes 

Nbr of 
Comments 

Nbr of 
Shares 

Total nbr of 
Likes 

Total nbr of 
Comments 

Total nbr of 
Shares 

Louis 
Vuitton       94 8 - 

Post 1 27 March 1642 94 7 8 -    

          

Burberry       - - - 

          

Dior       88 0 - 

Post 1 21 march 3359 88 22 0 -    

          

Chanel       3482 141 - 

Post 1 23 march 16745 347 27 12 -    

Post 2 26 march 96492 1800 66 74 -    

Post 3 26 march 25621 628 28 18 -    

Post 4 26 march 12143 304 23 15 -    

Post 5 26 march 17551 403 26 22 -    

          

Hermès       0 0 - 

Post 1 21 march 665 0 0 0 -    

Post 2 26 march 845 0 0 0 -    

          

Gucci       252 21  

Post 1 22 march 4934 252 6 21 -    



 

Appendix 3 – Documentation of all brands’ Facebook posts between 21 March to 28 March 2018. 

 

Time & Date of 
Posting 

Nbr of 
Likes 

Nbr of 
Dislikes 

Nbr of 
Comments 

Nbr of 
Shares 

Total nbr of 
Likes 

Total nbr of 
Comments 

Total nbr of 
Shares 

Louis 
Vuitton      15964 510 1149 

Post 1 26 mars kl 8:05 11424 10 439 867    

Post 2 27 mars kl 19:31 4540 15 71 282    

         

Burberry      299 2 13 

Post 1 22 mars kl 16:47 299 0 2 13    

         

Dior      4519 84 461 

Post 1 23 mars kl 20:37 1942 1 28 150    

Post 2 24 mars kl 16:10 1103 1 17 99    

Post 3 27 mars kl 10:00 1474 0 39 212    

         

Chanel      55306 1365 2581 

Post 1 22 mars kl 18:00 2810 0 39 221    

Post 2 23 mars kl 18:00 10139 2 281 430    

Post 3 24 mars kl 18:00 8660 7 203 352    

Post 4 25 mars kl 13:00 2939 0 67 272    

Post 5 25 mars kl 18:00 6794 1 113 240    

Post 6 26 mars kl 13:00 1676 0 22 123    

Post 7 26 mars kl 18:00 13636 3 457 566    

Post 8 27 mars kl 18:00 3412 3 114 154    



 

Post 9 28 mars kl 18:00 5240 0 69 223    

         

Hermès      - - - 

         

Gucci      37010 756 2288 

Post 1 21 mars kl 19:01 1610 1 12 66    

Post 2 21 kl 21:00 2971 0 30 144    

Post 3 21 kl 23:00 1095 0 16 56    

Post 4 22 kl 15:00 756 1 17 95    

Post 5 22 kl 17:00 3211 2 110 717    

Post 6 22 kl 19:00 1568 1 52 61    

Post 7 22 kl 21:00 1224 1 22 50    

Post 8 23 kl 16:00 2352 1 47 90    

Post 9 23 kl 19:00 1348 1 31 49    

Post 10 24 kl 10:00 1996 1 58 78    

Post 11 24 kl 13:00 1530 0 19 60    

Post 12 24 kl 17:00 3795 3 94 245    

Post 13 25 kl 16:00 2766 4 56 157    

Post 14 26 mars kl 13:00 4171 1 71 122    

Post 15 26 mars kl 17:00 1886 1 29 82    

Post 16 26 mars kl 20:00 1317 1 28 74    

Post 17 27 mars kl 14:03 1028 4 23 41    

Post 18 28 mars kl 14:42 576 0 10 13    

Post 19 28 mars kl 18:33 1810 1 31 88    



 

Appendix 4 – Documentation of all brands’ Twitter posts between 21 March to 28 March 2018. 

 

Time & Date of 
Posting 

Nbr of 
Likes 

Nbr of 
Comments 

Nbr of 
Shares 

Total nbr of 
Likes 

Total nbr of 
Comments 

Total nbr of 
Shares 

Louis 
Vuitton     51840 509 19056 

Post 1 22 mars 721 5 121    

Post 2 23 mars 867 3 131    

Post 3 23 mars 706 4 113    

Post 4 24 mars 994 4 158    

Post 5 24 mars 896 5 147    

Post 6 24 mars 1000 5 189    

Post 7 26 mars 45000 354 18000    

Post 8 27 mars 567 125 6    

Post 9 28 mars 554 1 88    

Post 10 28 mars 535 3 103    

        

Burberry     2397 23 401 

Post 1 22 mars 184 0 26    

Post 2 22 mars 108 0 18    

Post 3 22 mars 167 2 24    

Post 4 22 mars 120 1 21    

Post 5 22 mars 132 5 20    

Post 6 23 mars 149 1 26    

Post 7 23 mars 132 1 18    

Post 8 23 mars 149 2 19    



 

Post 9 23 mars 304 3 56    

Post 10 23 mars 118 0 16    

Post 11 23 mars 137 0 27    

Post 12 23 mars 63 3 15    

Post 13 26 mars 107 1 22    

Post 14 26 mars 175 3 27    

Post 15 26 mars 114 0 16    

Post 16 28 mars 101 0 15    

Post 17 28 mars 137 1 35    

        

Dior     4130 35 906 

Post 1 21 mars 916 12 227    

Post 2 22 mars 508 6 112    

Post 3 23 mars 380 3 71    

Post 4 24 mars 431 4 88    

Post 5 24 mars 320 2 62    

Post 6 25 mars 368 1 75    

Post 7 26 mars 327 1 61    

Post 8 27 mars 489 3 110    

Post 9 28 mars 391 3 100    

        

Chanel     10675 90 2389 

Post 1 22 mars 607 6 163    

Post 2 23 mars 1300 10 270    



 

Post 3 23 mars 769 3 166    

Post 4 24 mars 1600 10 305    

Post 5 24 mars 1100 13 269    

Post 6 25 mars 726 7 182    

Post 7 26 mars 797 4 162    

Post 8 26 mars 522 11 143    

Post 9 27 mars 1400 16 310    

Post 10 28 mars 985 6 222    

Post 11 28 mars 869 4 197    

        

Hermès     187 2 69 

Post 1 21 mars 49 1 17    

Post 2 22 mars 89 1 35    

Post 3 22 mars 49 0 17    

        

Gucci     23086 329 6302 

Post 1 21 mars 922 9 278    

Post 2 22 mars 0 6 96    

Post 3 22 mars 363 7 85    

Post 4 22 mars 235 1 64    

Post 5 22 mars 8700 84 3700    

Post 6 22 mars 2100 32 326    

Post 7 22 mars 2200 97 447    

Post 8 23 mars 821 7 132    



 

Post 9 23 mars 605 18 85    

Post 10 24 mars 879 3 122    

Post 11 24 mars 665 7 123    

Post 12 24 mars 905 22 173    

Post 13 25 mars 737 7 126    

Post 14 26 mars 896 8 126    

Post 15 26 mars 556 10 88    

Post 16 26 mars 764 5 129    

Post 17 27 mars 505 3 50    

Post 18 28 mars 304 2 27    

Post 19 28 mars 406 1 51    

Post 20 28 mars 523 0 74    

 

 

 



Appendix 5 - Ashley and Tuten’s (2015) Table 3 for Message strategy Usage (p.22). 

 

 


