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Introduction
Social media has grown to be an essential aspect of contemporary marketing plans, especially in the clothing sector, where brand storytelling, trend responsiveness, and aesthetic appeal are critical to preserving competitive advantage. Clothing brands have access to strong digital platforms like Facebook and Instagram that allow them to communicate with consumers, display their identities, and raise their profile internationally (Dwivedi et al., 2021). Social media, in contrast to traditional advertising, facilitates customer participation and two-way communication, giving firms the ability to shape views through ongoing interaction.
Global companies like H&M, a well-known fast-fashion store in Sweden, use social media to promote influencer partnerships, new collections, and sustainability. leverages Facebook and Instagram to promote ethical production, cultural authenticity, and community empowerment (BRAC, 2023). Despite being in the clothing industry, both firms' strategies represent different market environments—one local, one global. Gaining insight into how these tactics affect brand recognition can help determine how successful social media marketing is in various settings.
The purpose of this dissertation proposal is to investigate how H&M's utilization of Facebook and Instagram marketing techniques affects consumer views and brand awareness. A qualitative primary research design will be used, with an emphasis on the perspectives and experiences of both consumers and marketing experts.
Research Objective
To investigate how social media marketing affects brand awareness in the clothing sector, with a particular emphasis on the ways that local business A H&M and worldwide brand H&M use Facebook and Instagram to sell their brands.
Research Questions
· How does H&M use Facebook and Instagram to enhance its brand awareness in the apparel industry?
· What type of social media content (e.g., promotional campaigns, influencer collaborations, and brand storytelling) is most effective in increasing consumer awareness of H&M?
· How do consumers perceive and emotionally respond to H&M’s social media marketing strategies?
· How does H&M’s approach to social media marketing reflect broader trends in the apparel industry’s use of digital platforms to build brand awareness?


2. Literature Review
2.1 Social Media Marketing and Brand Awareness
The use of digital platforms to generate, connect, and provide value to consumers while enhancing brand relationships is known as social media marketing (SMM) (Dwivedi et al., 2021). SMM has grown to be an essential part of contemporary marketing strategies because to its interactive nature, real-time communication, and wide reach. Traditional marketing has moved toward social media and digital interaction as customers depend more and more on digital platforms for knowledge, trends, and brand discovery (Perera, 2023). Social media allows brands to increase consumer loyalty, develop brand identity, and raise awareness through two-way contact and user-generated content.
2.2 The Role of Social Media in the Fashion Industry
Social media marketing is very beneficial to the fashion business, which is both visual and trend-sensitive. Brands may interact visually and emotionally with their target audiences through platforms like Facebook and Instagram (Laradi, 2024). Instagram's image- and video-based format facilitates lifestyle promotion and storytelling, enabling fashion firms to successfully convey their personality and values. According to Nyange (2024), visual storytelling improves consumer remember and brand salience. Similar to this, Shwastika and Keni (2021) discovered that consumer purchase intentions in the apparel industry are greatly influenced by engaging social media content, indicating the connection between online engagement and brand awareness.
2.3 H&M’s Use of Social Media Marketing
A good example of a fashion company using social media effectively to raise brand awareness is H&M. To attract fashion-savvy and socially conscientious customers, the brand incorporates trend-driven promotions, sustainability storylines, and influencer partnerships on Facebook and Instagram (Brinquis, 2023). H&M successfully presents itself as a socially conscious and inclusive brand by coordinating its advertising with cultural and environmental values (BRAC, 2023). This strategy shows how fashion firms may communicate their brand identity, values, and social responsibility on social media in addition to using it as a promotional tool.
2.4 Research Gaps and Emerging Perspectives
There are still certain study gaps despite the expanding corpus of literature on social media marketing in the fashion sector. The majority of earlier research has been on developed markets and Western brands, with little emphasis paid to how clothing companies in emerging economies utilize social media to raise brand awareness (Kizgin et al., 2020). Additionally, comparative study on how multinational corporations like H&M modify their social media strategy in various cultural and economic situations is lacking. This disparity emphasizes the need for more research on how global clothing companies use social media, especially Facebook and Instagram, to create and maintain brand recognition in a variety of market contexts.
2. Methodology
Research Philosophy
This study adopts an interpretivist research philosophy, which emphasizes understanding social phenomena through the meanings and interpretations individuals and organizations assign to them. Because this study focuses on examining how H&M uses social media platforms—specifically, Facebook and Instagram—to increase brand awareness within the fashion business, interpretivism is applicable. This study seeks to understand the underlying tactics, messages, and interactions that influence H&M's online brand identity and customer engagement rather than depending on quantitative measurement or statistical generalization (Saunders et al., 2019). Thus, this philosophy aligns with the study’s aim to explore the subjective meanings behind H&M’s social media marketing practices.
Research Approach
An inductive research approach will guide this study. Induction allows theories and insights to emerge from the data rather than being imposed through pre-existing hypotheses. This is particularly relevant given the exploratory nature of the research, which seeks to understand how H&M’s social media marketing contributes to brand awareness. The inductive approach enables the identification of emerging patterns, themes, and relationships between social media content, engagement, and brand perception (Kizgin et al., 2020). Therefore, this approach supports the development of deeper insights into H&M’s social media-driven brand awareness strategies.
Research Strategy
The research will adopt a qualitative case study strategy, focusing on H&M as a single case within the apparel industry. A case study approach is suitable because it allows an in-depth examination of real-world practices, providing rich insights into how social media platforms are strategically used to build and sustain brand awareness (Yin, 2018). The study may contextualize the brand's communication style, content strategy, and customer interactions by examining H&M's Facebook and Instagram activity.
Data Collection Methods
This research will primarily rely on secondary data. Data will be drawn from a range of credible and authoritative sources, including peer-reviewed academic journals, industry and market research reports (e.g., Statista, Mintel, or Euromonitor), H&M’s official website and social media pages, and reliable digital marketing publications such as Forbes, Social Media Examiner, and Marketing Week. To ensure validity and reliability, all secondary sources will be selected based on the following criteria: Credibility: Only data from reliable academic, institutional, or business sources will be utilized. Currency: To guarantee relevancy to contemporary social media marketing strategies, preference will be given to data released within the last five years (2020–2024). Relevance: Sources must have a clear connection to brand awareness, social media marketing, and the retail or clothing industries. Accuracy and objectivity: To guarantee consistency and prevent bias, data will be cross-checked across several sources.
H&M's social media campaigns (from Facebook and Instagram) will be chosen based on thematic relevance to brand awareness objectives and engagement metrics like likes, shares, comments, and campaign reach. Triangulation will be made possible by data from several secondary sources, increasing the reliability and validity of the results (Dwivedi et al., 2021).
Data Analysis:
A qualitative content analysis method will be used to examine the gathered data. In order to find recurrent themes, patterns, and tactics related to brand awareness, this approach entails methodically examining H&M's social media material and pertinent literature. Themes including customer interaction, visual storytelling, influencer participation, and brand identity will be used to code and categorize posts, images, and campaigns. This theme analysis will reveal how H&M's social media marketing strategies help raise brand awareness in the clothing sector.
3. Expected Findings
A qualitative thematic content analysis will be employed to interpret the collected data. This analytical method enables the identification of recurring themes, visual strategies, and messaging techniques used by H&M to promote its brand online. The process will involve coding and categorising data according to major themes, such as sustainability messaging, influencer partnerships, seasonal promotions, and audience engagement patterns. Through thematic analysis, the study aims to uncover how these strategies contribute to brand awareness and consumer perception (Laradi, 2024). The insights derived from the thematic content analysis will provide a comprehensive understanding of how H&M’s social media strategies influence brand awareness. These findings will form the basis for interpreting the broader implications of social media marketing within the global apparel industry.
4. Limitations
The primary limitations of this study are its qualitative nature and limited sample size, both of which limit generalizability. Access to senior marketing professionals may sometimes be restricted by time and resource constraints. Furthermore, visibility and engagement may be impacted by algorithmic variations among social media platforms and markets, which are outside the researcher's control.
5. Timeframe
The research will be completed over a four-month period, following a structured schedule to ensure timely progress and quality control. The Gantt chart below outlines the key research activities and their expected duration. Each stage builds upon the previous one to maintain a coherent and systematic research process.
	Activity/Task
	Month 1
	Month 2
	Month 3
	Month 4

	Topic refinement and proposal finalization
	
	
	
	

	Comprehensive literature review 
	
	
	
	

	Identification and selection of secondary data sources(academic journals, reports, H&M social media content)
	
	
	
	

	Data collection(H&M Facebook & Instagram campaigns, engagement data, reports)
	
	
	
	

	Data analysis( thematic content analysis and interpretation)
	
	
	
	

	Drafting dissertation chapters(findings, discussion, conclusion)
	
	
	
	

	Editing, proofreading, and formatting
	
	
	
	

	Final submission
	
	
	
	



Note: Each shared block  (        ) indicates the period during which a specific activity will be carried out. Overlapping stages ensure a smooth workflow and continued progress toward completion.
Conclusion
By contrasting H&M with AH&M, this study seeks to offer a thorough grasp of how social media marketing affects brand awareness within the clothing business. It is anticipated that the findings would emphasize how crucial influencer cooperation, visual storytelling, and cultural relevance are to building and maintaining brand awareness (Nyange, 2024). Ultimately, the study aims to provide actionable insights for both global and local apparel brands to enhance brand awareness through strategically designed social media campaigns. “By demonstrating how global brands may modify their social media strategy across a range of markets, the study will advance both academic research and management practice. Additionally, it will help local brands like AH&M by showcasing how community values and authenticity can propel digital brand success. Best practices for social media-driven brand recognition in the global garment business will ultimately be informed by the study.
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