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Abstract

This study investigates the impact of social media platforms on customer relationship management (CRM) in the luxury fashion industry. With the increasing prevalence of social media in today's digital landscape, understanding its role in shaping customer experiences and brand loyalty is crucial for luxury fashion brands. The research objectives were to determine current social media marketing strategies in the luxury fashion industry, investigate CRM strategies implemented in the sector, and analyse the impact of social media platforms on CRM in the luxury fashion industry. A combination of primary and secondary research methods was employed, including a survey of 107 participants and a literature review.
The research results indicate that luxury fashion brands are actively using social media platforms to engage with their customers, and these platforms play a significant role in influencing customer purchasing decisions. However, the effectiveness of social media marketing varies across different age groups, with younger customers being more influenced by platforms such as Instagram and TikTok. Furthermore, the study highlights the importance of personalisation and loyalty programs in enhancing customer experiences and retaining customers.
Based on these findings, several recommendations are proposed for luxury fashion brands, including personalising content and interactions, diversifying social media presence, and implementing loyalty programs without losing exclusivity. Future research should focus on expanding the sample size, incorporating qualitative research methods, and investigating the impact of emerging platforms and technologies on CRM in the luxury fashion industry.
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[bookmark: _Toc133949684]Introduction

Luxury was synonymous with haute couture for a long time, a model founded primarily on tailoring in which the designer protects the esthetical tradition of the elite classes (Cabigiosu, 2020). Luxury is characterised by exclusivity, craftsmanship, high-quality materials and originality in the eyes of consumers (Hazan et al., 2022), and although luxury goods are not essential goods are fulfilling and enjoyable to own, which possession connects consumers to a specific social status (Sperber, 2016). The world of luxury has now abandoned the spirit of holiness and exclusivity that had previously characterised it to embrace innovation and the future (Cabigiosu, 2020). Luxury fashion houses face two significant challenges in the digital age: how to stand out in an online environment where ultra-personalisation has been commoditised and how to escape the rigid constraints imposed on content creation by major social media platforms. In the past, luxury fashion houses have consistently exceeded their customers' expectations due to their sales consultants, who developed a robust and personalised relationship with each customer and gathered a vast quantity of personal information. This differentiation is diminishing in the digital age, allowing mass-market players to capture and utilise more digital consumer data (Hazan et al., 2022).
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In spite of the COVID-19 pandemic, it is anticipated that the global luxury goods market will recover and exhibit positive development over the next five years (Sabanoglu, 2023). The luxury fashion market is projected to grow by 3.47% yearly, according to Statista (2022), with Chanel, LVMH, PVH, Kering and Ralph Lauren being the major players in the industry. According to McKinsey&Company (2022), the highest inflation in a generation, growing geopolitical tensions, climatic concerns, and declining consumer confidence in the face of an impending economic crisis are all contributing factors to the instability of the global economy. Although fashion brands will require cautious planning to navigate the numerous uncertainties and risks of a recession, many luxury fashion brands have managed to remain protected or partially protected from inflation and macroeconomic volatility (McKinsey&Company, 2022). According to Frank (2023), luxury consumers are becoming wealthier and younger, and during the coming ten years, some of the youngest consumers' purchases are projected to expand three times faster compared to those of previous generations. For instance, LVMH's Fashion & Leather Goods business division brands Louis Vuitton, Dior, Fendi, Celine, Loewe, Loro Piana and Marc Jacobs reported an overall 25% increase in revenue and a 22% increase in profit from recurring operations in 2022 compared to the previous year (LVMH, 2023b). According to Bain & Co research (Frank, 2023), the luxury market's growth in 2022 was entirely driven by Millennials and Generation Z. Pew Research (Dimock, 2019) has classified individuals born between 1997 and 2012 as Generation Z, while those born between 1981 and 1996 are classified as Millennials (Generation Y). Additionally, people born between 1965 and 1980 are classified as Generation X, those born between 1946 and 1964 are classified as Boomers, and those born between 1928 and 1945 are classified as the Silent Generation (Dimock, 2019). 


[bookmark: _Toc129808327][bookmark: _Toc133949685]Background

Social media marketing has become increasingly important in the luxury fashion industry due to the growing influence of social media on consumer behaviour. Social media marketing is not the same as traditional media, where a focus on more traffic makes sense. Digital marketing is distinct and significantly more potent; it is a two-way street in where marketers interact with consumers, select traffic rather than amass it, and establish various consumer-brand relationships (Schoja, 2016).
Social media has revolutionised how customers and businesses communicate and influence each other (Li, Larimo and Leonidou, 2021), making it an effective way for businesses to attract new clients and expand brands where customers who perceive a personal connection with a brand are more likely to buy from that business (Magids, Zorfas and Leemon, 2015). Social media has also enabled luxury fashion brands to create immersive and one-of-a-kind consumer brand experiences. Luxury fashion brands have utilised social media platforms to present their products innovatively and engagingly, providing consumers with an interactive and engaging shopping environment (Jahn, Kunz, and Meyer, 2013). With 89.1 million subscribers, as of May 2022, Chanel was the most popular luxury brand on social media platforms, followed by Gucci with 78 million followers (Sabanoglu, 2023). Followers of a luxury brand are not all actual customers but typically fall into two categories: actual customers and aspirational customers. The actual customers are the wealthy, the privileged ones who covet exclusivity and high status (THAT Agency, 2022). In contrast, the aspirational customers are the less financially secure consumers who aspire to own prestige brands to elevate their status and sense of self-worth that, with the appropriate nurturing, may turn into actual customers (Danziger, 2021). Moreover, a global survey carried out among affluent consumers during the first quarter of 2022 found that, in general, female consumers engaged more with luxury brands and services on social media platforms (Sabanoglu, 2022). In general, social media marketing plays a significant role in the luxury fashion industry by enabling brands to connect with consumers, build relationships, and enhance brand awareness and loyalty.
On the other hand, to build relationships, customer relationship management (CRM) is crucial for the luxury fashion industry because it enables brands to create a highly personalised and exclusive shopping experience that nurtures long-term customer loyalty and propels business expansion (Gautam and Sharma, 2017). However, CRM in the luxury industry must consider more than just marketing communications, product quality, and after-sale methods to ensure that customers feel secure and confident in the benefits of their relationship with a brand (Scussel and Demo, 2019). The ability to collect customer feedback and insights is a significant advantage of social media for CRM in the luxury fashion industry. Using social media analytics tools, luxury fashion brands can track customer sentiment, identify trends, and monitor customer behaviour. This information can then be utilised to inform product development, marketing, and customer service initiatives (Newberry, 2023). By creating a sense of exclusivity and community via targeted marketing campaigns, loyalty programs, and other initiatives, CRM also enables luxury fashion brands to create stronger relationships with their customers. In addition, CRM enables brands to remain connected with their customers and anticipate their requirements, thereby enhancing the customer experience and allowing them to remain competitive (Perlstein, 2022). Effective CRM is critical for luxury fashion brands to build and maintain customer loyalty, trust, and satisfaction. Luxury fashion brands can improve customer engagement and retention by providing a personalised, exclusive, and technology-driven experience, leading to increased revenue and long-term success (Kapferer and Bastien, 2012).

[bookmark: _Toc129808328][bookmark: _Toc133949686]Rationale of the study

The pandemic accelerated the digital transformation across all industries, and social media played a crucial role in maintaining global connectivity. According to consumers, in terms of digital experience, the luxury fashion industry lagged behind other industries (Hazan et al., 2022). Furthermore, by 2025, 30% of global luxury sales are anticipated to take place online, making the Internet and implicitly the social media platforms the most valuable sales channel for luxury brands where Generation Z and Millennials consumers collectively will account for 70% of all luxury sales (Beauloye Eppe, 2023b). While most luxury brands recognise the value of marketing on social media, marketers still have difficulty measuring social media's efficacy as a marketing channel (Nielsen, 2022).   
Future digital marketing or social media marketing strategies can be improved with this research. Companies in the luxury fashion industry can benefit from this research by gaining a deeper understanding of the impact of social media platforms on attracting and retaining customers, as well as determining the efficacy of their current customer relationship management and social media marketing strategies.


[bookmark: _Toc129808329][bookmark: _Toc133949687]Research Gap

This study addresses a gap in the literature concerning the influence of social media on customer relationship management in the luxury fashion industry. While there is a significant amount of research on social media and CRM in other industries and a discrete amount in the luxury fashion industry also, this research is unique because it is a combination of social media marketing and customer relationship management together which seeks to fill the gap in understanding how luxury fashion brands can leverage social media to build stronger relationships with their customers. It emphasises how social media platforms can be utilised to collect consumer data and insights, personalise communication, and offer real-time customer service. For luxury fashion brands attempting to leverage social media for customer relationship management, the research provides actionable insights that can help develop effective social media marketing strategies.

[bookmark: _Toc129808330][bookmark: _Toc133949688]Research Aim

The main aim of this research is to analyse social media platforms' impact on customer relationship management in the luxury fashion industry.

[bookmark: _Toc129808331][bookmark: _Toc133949689]Research objectives

· To determine the current social media marketing strategies used in the luxury fashion industry.
· To investigate the customer relationship management strategies implemented in the luxury fashion industry.
· To analyse the impact of social media platforms on customer relationship management in the luxury fashion industry.

[bookmark: _Toc129808332][bookmark: _Toc133949690]Research questions

· What social media marketing strategies have been used in the luxury fashion industry?
· What are the customer relationship management strategies in the luxury fashion industry?
· What is the impact of social media platforms on customer relationship management in the luxury fashion industry?

[bookmark: _Toc129808333][bookmark: _Toc133949691]Dissertation outline

Chapter 1 – Introduction
This introductory chapter provides background information regarding the research topic area, the reason why this study has been conducted and what makes this research distinctive. Furthermore, the research objectives and questions are included in this chapter to guide the researcher through the study and address the research aims.

Chapter 2 – Literature Review
This section highlights pertinent literature in order to situate the upcoming research within the existing theoretical paradigms and to emphasise areas in which additional research is required. Several established SMM and CRM models will be utilised to develop a conceptual framework that demonstrates the significance of the research subject and connects the research findings. Existing secondary data will be critically analysed to provide insights into the significant issues, benefits and drawbacks of the various models and discussions of various authors on the subject area to shed light on the most pertinent debates.

Chapter 3 – Research methodology
This chapter, which describes the methods and procedures used to collect and interpret data, is an essential part of the study. Additionally, it will provide a thorough description of the research design, data collection procedures, and data analysis strategies employed in this research paper, and it will show the rigour and validity of the procedures used to guarantee the accuracy and reliability of the results.

Chapter 4 – Analysis of data
This section of the study will consist of a detailed analysis of the survey questionnaire responses with a focus on the preferences and behaviours of social media users' followers of luxury fashion brands. Additionally, it will provide valuable insights into the factors that influence purchasing decisions, the role of social media platforms in promoting luxury brands,  and customer relationship management strategies employed by these brands. The findings will be connected to the existing literature and potential limitations in the research methodology will be discussed.
Chapter 5 – Conclusion 
In this section, a summary of the research will be provided, addressing the research objectives based on the primary data collected and the literature review on the impact of social media platforms on CRM in the luxury fashion industry. Additionally, recommendations for luxury fashion brands, limitations of the study, and suggestions for further research will be presented.

[bookmark: _Toc129808334][bookmark: _Toc133949692]Literature review
[bookmark: _Toc129808335][bookmark: _Toc133949693]Introduction

The luxury fashion industry has witnessed significant changes in the way customers interact with brands due to the rise of social media platforms. Social media has become vital for luxury fashion brands to engage with customers, build relationships, and enhance customer experience (Kapferer and Bastien, 2012). The impact of social media marketing on CRM in the luxury fashion industry has become a topic of great interest for researchers and practitioners. Studies have explored various aspects of social media platforms, including their influence on customer engagement, customer loyalty, customer satisfaction, and customer experience (Hoang, Kousi and Martinez, 2022; Lu, Marjerison and Seufert, 2022; Hennig-Thurau et al., 2010). Researchers have also examined the role of social media in shaping consumer behaviour, brand image, and brand reputation (Godey et al., 2016; Huang and Sarigöllü, 2014). Furthermore, Liu, Perry and Gadzinski (2019) found digital platforms like WeChat in China to be effective for customer relationship management in the luxury fashion industry.
This literature review will provide an overview of the existing research on the impact of social media on customer relationship management in the luxury fashion industry. The review will explore the different theoretical perspectives and conceptual frameworks used in the literature and identify the research gaps and provide recommendations for future research. The review will also discuss the practical implications of the research findings for luxury fashion brands and suggest strategies for effective customer relationship management through social media platforms.

[bookmark: _Toc129808336][bookmark: _Toc133949694]Literature gap

The present study aims to fill the existing gap in the literature regarding the influence of social media platforms on customer relationship management (CRM) within the luxury fashion sector. The present research investigates the potential of social media platforms for luxury fashion companies to enhance their customer engagement and loyalty. The primary emphasis is placed on the luxury fashion sector, which faces unique challenges. Luxury fashion firms must balance social media engagement with brand exclusivity. Moreover, the study adopts a customer-centric approach, emphasising the potential of social media platforms in collecting customer data and insights, customising communication, and delivering prompt customer service. The emphasis on customer-centricity holds significant relevance in the luxury fashion sector, as establishing robust customer relationships is imperative for achieving success. Furthermore, the research offers actionable insights for luxury brands aiming to utilise social media as a tool for managing customer relationships. By highlighting the benefits and challenges associated with social media marketing and customer relationship management, the research provides actionable insights that can help luxury fashion brands develop effective social media marketing and CRM strategies.
The RACE marketing model has proven to be effective in helping marketers plan and execute their campaigns. However, there is a lack of information regarding this approach's potential disadvantages or limitations in the existing literature.
In summary, this study is distinctive in its emphasis on the luxury fashion industry, its customer-centric approach, its implications for industry practitioners and because it combines social media marketing and customer relationship management. By filling a gap in the literature and providing actionable insights, this study can assist luxury fashion brands in leveraging social media to strengthen their consumer relationships and thrive in an increasingly digital world.

[bookmark: _Toc129808337][bookmark: _Toc133949695]Social Media Marketing
[bookmark: _Toc129808338][bookmark: _Toc133949696]Social Media Marketing Definitions

Wawrowski and Otola (2020) describe social media marketing as commercial marketing activities and processes that utilise social media platforms to influence consumers' purchasing behaviour positively. 
 As defined by Kotler, Kartajaya and Setiawan (2017), social media marketing is the promotion of a product, service, or brand via social media platforms and communities. Furthermore, it includes creating and sharing content on social media platforms, interacting with followers, and utilising social media tools and analytics to measure and enhance marketing efforts to increase brand awareness, generate prospects, and ultimately increase sales and revenue.
On the other hand, Smith and Zook (2011) interpret social media marketing as the process of establishing relationships with current and prospective consumers via social media platforms. It entails creating and sharing content tailored to the needs and interests of the business's target audience, as well as engaging with that audience consistently to develop trust and loyalty.

[bookmark: _Toc129808339][bookmark: _Toc133949697]A critical review of Social Media Marketing in the luxury fashion industry

According to Bozarth and Handfield (2016), social media marketing has become a crucial component of a firm's marketing strategy due to its ability to engage with customers and create brand awareness. However, Chevalier and Mazzalovo (2012) state that social media presents luxury fashion brands with a double-edged sword. While it can help them reach new audiences and display their products, it also increases their exposure to scrutiny and criticism. Social media users are fast to call out brands for perceived errors or a lack of inclusivity. Luxury brands must be especially cautious on social media and ensure their messaging is authentic and consistent with their brand values. In addition, Kietzmann et al. (2011) also argue that social media marketing is not a solution for everything and should be used in conjunction with traditional marketing strategies for maximum impact. Furthermore, Tuten and Solomon (2015) argue that social media marketing can be time-consuming and challenging to measure and that companies should carefully evaluate its potential benefits before investing significant resources.
Kapferer (2015) states that while social media can be a valuable tool for luxury fashion brands, it is essential to maintain the exclusivity and prestige that the industry is built upon. Overuse of social media can dilute the brand image and make it seem more common and attainable. Luxury brands should carefully curate their social media presence and use it as a supplement to their traditional marketing strategies. On the other hand, González Romo, Garcia-Medina and Plaza Romero (2017) claim that social media marketing is an effective way for luxury fashion brands to build brand loyalty and reach younger consumers. The most appealing social media platforms to reach younger consumers are Instagram, with more than half of the users belonging to Generation Z and Millennials (Dixon, 2023) and TikTok being the most popular among Generation Z users (Muliadi, 2020), although not all luxury brands are active on TikTok, like Chanel for example (Friedman, 2021). Additionally, Godey et al. (2016) found that social media marketing significantly improves brand equity and consumer reactions, such as brand loyalty, preference, and readiness to pay more for a product.
These contradictory perspectives illustrate social media's nuanced and complex role in the luxury fashion industry. Therefore, luxury brands should focus on building solid relationships with their customers through high-quality products and excellent customer service, balancing their social media presence with their brand image and values, even though social media can be valuable for reaching new audiences, showcasing products and increasing brand equity.

[bookmark: _Toc129808340][bookmark: _Toc133949698]Advantages and Disadvantages of Social Media Marketing

	Social Media Marketing


	Advantages

	Disadvantages

	Increased brand awareness: Social media platforms offer a prospect to increase brand awareness through sharing content, interacting with users, and creating brand ambassadors (Alalwan et al., 2017; Smith, 2023)

	Difficulty measuring ROI: Due to the difficulty of directly attributing sales to social media initiatives, it can be challenging to determine the return on investment (ROI) of social media marketing (Zarella, 2010; Nielsen, 2022).

	Cost–effective: Compared to traditional marketing methods, social media marketing is typically more targeted and affordable, resulting in a higher return on investment  (Liang and Turban, 2011; Akar and Topçu, 2011; Abbott, 2021).
	Negative feedback and criticism: Customers have access to a public forum via social media platforms to convey negative feedback, which can be detrimental to a brand's reputation (Akar and Topçu, 2011; Papasolomou and Melanthiou, 2012; Tuten and Solomon, 2015)

	Increased customer engagement: With the use of social media, businesses can engage with their clients directly, respond to their questions, and resolve their issues, building community and boosting consumer loyalty (Kumar et al., 2016).
	Time-consuming: For businesses, creating and curating content, responding to comments, and managing social media accounts can be time- and resource-intensive (Mangold and Faulds, 2009; Kumar et al., 2016; Abbott, 2021)


	Targeted advertising: Social media platforms provide advanced targeting capabilities that allow firms to target particular audiences based on their interests, demographics, and behaviours. This could potentially lead to enhanced advertising campaigns and an increased return on investment (Chaffey and Ellis-Chadwick, 2019).
	Privacy concerns: Social media platforms collect a significant quantity of users' personal information, which can raise privacy concerns and potentially harm a brand's reputation (Smith and Zook, 2011; Ryan and Jones, 2012; Hubspot, 2022).


[bookmark: _Toc133949478]         Figure 2 Advantages and Disadvantages of Social Media Marketing (Table created by the researcher)




[bookmark: _Toc129808341][bookmark: _Toc133949699]Current Social Media Marketing Strategies used by the luxury brands

Influencer Marketing 
The collaboration between an online influencer and a brand to promote a product or service is a form of social media marketing described as influencer marketing, where influencers, unlike celebrities, can be anywhere and anyone (Geyser, 2023). According to Alvarez-Monzoncillo (2023), influencers are nearly synonymous with opinion leaders who have achieved a prominent status. They are comparable with semi-celebrities with an extensive web and social media following who can introduce novel products or trends to a larger audience. Influencer marketing has become a popular strategy for luxury fashion brands to increase brand awareness, reach new audiences, and drive sales (Luxe Digital, 2022c). 
Collaborating with fashion influencers
Luxury fashion brands collaborate with fashion influencers to illustrate their products to a broader audience (De Veirman, Cauberghe and Hudders, 2017). For example, Tod's collaborated with the Italian fashion influencer Chiara Ferragni and her family for the latest brand's advertising campaign called Tod's Generations, which was promoted on social media platforms (Tod's, 2022) to bring in the spotlight the "Gommino", the famous moccasin with spikes that made the brand's reputation, (Luxus+, 2022).
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[bookmark: _Toc133949479]Figure 3 Chiara Ferragni and her family posing for Tod's (Luxus+, 2022)

Showcasing influencers at events
Luxury fashion brands invite influencers to events and fashion shows to promote their products and expand their audience (De Veirman, Cauberghe and Hudders, 2017). For instance, Louis Vuitton was the first luxury brand to do so by inviting the 20 years old American YouTuber Emma Chamberlain, renowned for many things but high fashion, to their Paris Fashion Week in 2019 (Twersky, 2022). The influencer was able to vlog this trip into the Louis Vuitton world, enabling the brand to reach a wider audience than its typical clientele (Rebelo, 2021).

Brand Storytelling
Storytelling can be utilised as a method for producing content in the context of constructing and overseeing a brand, which is focused on producing items, services, and experiences that are perceived as having genuine worth for society (Da Costa, 2019). Visual social storytelling is a marketing strategy that utilises visual content, such as images, videos, and live streaming, to convey an emotionally engaging story. The objective is to establish an emotional connection with the audience, which can aid in fostering brand loyalty and boosting sales (Alvarez-Monzoncillo, 2023). The allure of visually appealing content, including the perceived aesthetic quality of images and videos shared on Facebook and Instagram, encourages luxury brand consumers to engage with their favourite brands on social media (Dobre et al., 2021). Instagram as a visually focused social media platform offers an ideal medium for showcasing products and experiences, making it particularly well-suited for luxury brands to employ a visual storytelling approach (Vinerean and Opreana, 2019). Storytelling is crucial when it comes to luxury brands, where emotional impulses frequently influence purchasing decisions. This involves creating a narrative around a luxury fashion brand that connects with consumers on a deeper level. Luxury is all about marketing a desired fantasy, a unique sensation, or a one-of-a-kind experience (Beauloye Eppe, 2022).
Chanel - The French luxury brand uses social media platforms like Instagram to display its latest collections, exclusive events, and behind-the-scenes moments with its followers. Chanel also created an interactive 360-degree video available on YouTube that offered viewers a behind-the-scenes glimpse into their Haute Couture collection for the Paris Fashion Week 2022 (Fashion Chanel, 2022).
Gucci has been using social media to showcase its diverse range of products, from clothing and accessories to home decor. The Italian luxury brand has also used visual storytelling to share its history and values with its followers. One of their campaigns, "Gucci Stories," was created to celebrate the brand's 100th anniversary and featured short films directed by several talented filmmakers as a tribute to the House's legacy. A century-long journey is set against the musical backdrops of a cast of characters travelling through various musical genres (GUCCI, 2021). 
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[bookmark: _Toc133949480]Figure 4 Gucci 100th Anniversary Campaign (Gucci, 2021)


Dior uses social media to present their latest collections and collaborations. In 2020, during Covid-19, as stated by Wu (2023) pioneered the live-streaming format in China, broadcasting runway performances and engaging local fashion communities. The events that were streamed live sparked a significant social buzz and generated organic online discussions, thereby amplifying the events' outreach to a broader range of communities. Dior has maintained its virtual connection with millions of Chinese viewers despite reopening China's borders three years later by releasing a teaser featuring the brand ambassador Liu Yuxin and sending digital invitations to the users of Chinese social media platforms for Paris Fashion Week 2023 (Wu, 2023). According to Launchmetrics, Dior generated $42 million in media impact value and was the most downloaded and viewed designer collection, surpassing its competitors by 62% (Socha, 2023).

User-generated content
User-generated content (UGC) is content created and shared by users of a product or service, often on social media or other online platforms. It can include text, images, videos, and other media types. The concept of  UGC has become increasingly popular in recent years, as social media has made it easier for people to share their opinions, experiences, and creativity with a broader audience (Santos, 2022). This involves encouraging customers to share their own content featuring a luxury fashion brand. This could include sharing photos of themselves wearing the brand's products or creating their own content around a specific campaign or event. User-generated content can be a powerful way to build brand loyalty and generate organic buzz around a brand (Piga, 2022). In addition, the use of UGC can foster enduring connections between clients and businesses. It is recommended that luxury brands roll out more creative content and promotions in order to win over customers (Hasbullah, Sulaiman and Mas'od, 2020).
Luxury fashion brands are also integrating UGC into their broader marketing campaigns. The #MyCalvins campaign by Calvin Klein is arguably the most well-known example of user-generated content from the past decade. The brand has successfully incentivised users to share images of themselves wearing their products by engaging individuals across a range of follower numbers, from everyday individuals to renowned celebrities. As of March 2023, the #mycalvins hashtag has accrued 281.9 million views on the TikTok platform (Masters, 2023).
Within the luxury fashion industry, a combination of the strategies mentioned above is often utilised to form a comprehensive marketing strategy that is capable of attracting customers and constructing brand loyalty. It is paramount to remember that these strategies must be deployed in a way that is consistent with the luxury fashion brand's core principles and aesthetics while being authentic and engaging for consumers.

[bookmark: _Toc129808342][bookmark: _Toc133949700]Social Media Marketing Frameworks

[bookmark: _Toc129808343][bookmark: _Toc133949701]The HONEYCOMB Model

The Honeycomb model of social media, also known as the Kietzmann Honeycomb model, explains social media's seven key functional building blocks. By evaluating the elements that influence user participation in social media, the model has been created to assess the effectiveness of social media (Kietzmann et al., 2011).
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Identity block represents a user's profile on a social media platform, including personal information, such as name, age, and interests (Kietzmann et al., 2011). Luxury brands can utilise this block to target specific demographics and create tailored content that resonates with their audience. According to RTG Consulting (Pan, 2017), Dior is highly effective at inspiring Chinese youth to express the transcendent cultural values and philosophies that they represent. Dior's Instagram account illustrate a curated collection of images and videos that reflect the brand's identity (Dior, n.d.a). Furthermore, the brand has a complete privacy policy that thoroughly explains the processing carried out on the personal data that the customer provides to the company or how this data is collected from the various points of contact, which might be the shop, customer care, official website, social networks and digital applications events (Dior, n.d.b).
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[bookmark: _Toc133949481]Figure 5 Dior's Official Instagram Account (Dior, n.d.a)

Conversations block refers to interactions on social media platforms, such as comments, tweets, and messages (Kietzmann et al., 2011). Gucci uses social media platforms to provide customer service and support, addressing their audience's questions, concerns, and feedback. Furthermore, the brand launched six customer service centres to modernise the traditional shop assistant for the smartphone era (Sanderson, 2019). By engaging in conversations with customers, Gucci demonstrates its commitment to providing exceptional service and support, which is a crucial aspect of the luxury fashion industry.
Sharing block is the act of sharing content on social media platforms, such as photos, videos, and articles (Kietzmann et al., 2011). Prada maintains a strong presence on social media platforms and shares content related to its products, fashion shows, events, and collaborations, encouraging its followers to engage with the brand and share their experiences. For instance, the #pradabag hashtag alone has gained 135.9 million views on TikTok, where the users widely share their goods, namely both newly purchased and used (Hughes, 2023).
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[bookmark: _Toc133949482]                                     Figure 6 Various TikTok users video sharing #pradabag (Tiktok, n.d.)

The presence block represents the online visibility of a user, such as the number of followers, likes, and comments (Kietzmann et al., 2011). The level of exposure a luxury brand receives on social media networks and its connections with its community are both impacted by its social media presence. According to Statista (Sabanoglu, 2023) findings, Chanel was identified to be the most popular luxury brand on social media globally for the year 2021, with a total of 89.1 million users on Instagram, Facebook, Youtube and Twitter combined.
Relationships block refers to users' connections on social media platforms, such as friends, followers, and groups. As a result, the connections between social media platform users frequently determine the what and how of information sharing (Kietzmann et al., 2011). According to Sideqik's study (Loeb, 2022), most Facebook platform activity focuses on personal and social connections. The relationships block in the luxury fashion industry is essential for fostering emotional connections, enhancing customer retention and promoting brand advocacy through personalised experiences and engagement on social media platforms (Kim and Ko, 2012). To mark the launch of their latest DIOR Addict lipstick, DIOR engaged in an industry-first campaign that leveraged global icon BLACKPINK's Jisoo to provide the brand's Instagram community with four days of exclusive content and conversations via WhatsApp (Braun, 2022).
Reputation block involves a user or brand's perceived image or reputation on social media platforms (Kietzmann et al., 2011). Luxury fashion brands can effectively manage their online reputation by monitoring social media platforms, addressing negative comments or reviews, and implementing crisis management strategies (Dwivedi et al., 2021). According to Rehman (2022), based on Trustpilot reviews, customer service, and general sentiment surrounding the brand, luxury brands like Gucci, Prada, Hermes, Balenciaga and Louis Vuitton are perceived to be overrated. A key factor contributing to luxury brands being considered overrated is their adoption of value-based pricing, which aligns with their affluent customers' perceived value of the products for social status (Rehman, 2022). Although Louis Vuitton is considered overrated by some consumers still has an established reputation among customers as one of the biggest luxury brands in the world. The company's success relies not only on its expertise in producing leather goods but also on implementing a successful marketing plan (Gan, 2022).
Groups block constitutes the communities’ users form on social media platforms based on shared interests or goals (Kietzmann et al., 2011). Over 90% of the younger generations of luxury consumers are very active and engaged in online communities, according to a new study from BCG and Highsnobiety, which reveals that community has emerged as a crucial element of luxury (Willesdorf, 2022). One of the luxury brands with the most engaged community on Instagram is Chanel. Chanel has a highly engaged Instagram community, with 55.5 million followers on their official Instagram account (Chanel, n.d.).
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[bookmark: _Toc133949483]             Figure 7 Chanel Official Instagram Account (Chanel, n.d.)

The Honeycomb model of social media helps businesses to understand the different functional building blocks of social media and how they can leverage them to build their online presence, engage with customers, and enhance their reputation. By focusing on each building block and developing strategies to improve them, businesses can effectively use social media to achieve their marketing goals.

Advantages and Disadvantages of the Honeycomb Model

The Honeycomb Model provides a comprehensive framework for understanding social media platforms by examining the seven building blocks, which allows for a holistic view of social media, which is crucial for both practitioners and researchers (Kietzmann et al., 2011). Effing and Spil (2016) state that the framework provides a good foundation for examining the various functions of social media, but it is limited because it focuses on the operational level only. 
According to Senadheera, Warren and Leitch (2017), a positive is the model's applicability across various social media platforms allowing businesses and researchers to evaluate different platforms effectively and identify opportunities for growth, marketing, and communication, and interactively distinguish and articulate the benefits or drawbacks. It also provides strategies for monitoring, interpreting, and responding to different activities on social media. On the other hand, Helms, Booij, and Spruit (2012) argued that a negative of the Honeycomb model is that it fails to account for important content-related and time-related characteristics of social media. 
Gaganjot and Singh (2019) state that the model can provide firms with a more effective strategy for observing and responding to their competitors in a constantly changing environment. Furthermore, Hanlon (2022) also agrees that the model is an excellent framework for evaluating social media networks, but it is not a decision tree which is a drawback; therefore, the organisation must still decide which social media network should be chosen. 
These references provide a range of perspectives on the Honeycomb model, with some authors emphasising its usefulness and adaptability, while others critique its limited focus and narrow scope on certain functional aspects.

[bookmark: _Toc129808344][bookmark: _Toc133949702]The RACE Model

The RACE marketing model is a framework that focuses on four critical stages of a successful marketing strategy: Reach, Act, Convert, and Engage. This model was developed by Smart Insights in 2010, a marketing advice platform to help businesses identify their marketing goals, track their progress, and measure their results (Chaffey and Ellis-Chadwick, 2012).
[image: A picture containing text, screenshot, font, design

Description automatically generated]
[bookmark: _Toc133949484]Figure 8 Race Framework (Chaffey and Ellis-Chadwick, 2019)

Reach
This stage involves creating brand awareness and attracting potential customers to the business. It includes using various channels such as search engine optimisation (SEO), social media marketing, content marketing, email marketing, and online advertising to ensure the business's target audience is exposed to its brand and offerings (Chaffey and Ellis-Chadwick, 2019). Luxury fashion brands can use a combination of channels and tactics to create awareness and attract potential customers, such as search engine optimisation (SEO) for branded and non-branded keywords, content marketing, social media marketing, influencer collaborations, and digital advertising (Dwivedi et al., 2021). Luxury brands often emphasise exclusivity and prestige, so a well-curated online presence and high-quality content are essential (Kapferer and Bastien, 2012). For instance, Hermes uses its social media platforms to promote its products, build a solid brand image, interact with its followers, and foster a feeling of community. The brand also leverages targeted advertising to reach specific demographics, such as high-end fashion and accessory enthusiasts or luxury consumers (Spencer and Melander, 2023). Additionally, shoppers can easily browse and buy products on Hermes' website and e-commerce platform, expanding the brand's reach and accessibility (PYMNTS, 2023).
Act
This stage focuses on getting potential customers to interact with the brand. The goal is to encourage engagement, such as visiting the brand's website, reading its content, or signing up for the newsletter (Chaffey, 2022). Tactics to improve engagement can include optimising the brand's website user experience, providing valuable and relevant content, and offering incentives like discounts or free trials (Chaffey and Ellis-Chadwick, 2012). In order to achieve this objective, the content provided must be high quality, captivating, and thought-provoking, with a distinct emphasis on generating value for the consumer. The significance of electronic word-of-mouth in posted reviews cannot be overstated, especially in the context of luxury products, as it serves as a crucial external indicator of quality and brand credibility (Nam and Kannan, 2020). According to Howe (2021), Burberry was awarded for its extensive presence on e-commerce platforms and its efforts to expand its online range and social media presence, as well as offering the most extensive content localisation online and through email marketing. The company's quick integration with Instagram's commerce feature was also noted, and the engagement rates for the services introduced and how customers interact with them, either on the company website or through e-commerce partnerships, have been highly encouraging (Howe, 2021).

Convert
Conversion is the process of turning website visitors or prospects into paying customers. This stage involves using persuasive techniques, such as compelling copywriting, clear calls-to-action (CTAs), and frictionless checkout processes, to encourage users to make a purchase or complete a desired action. Conversion rate optimisation (CRO) plays a vital role in this stage, as it focuses on testing and improving different elements of the brand's website or landing pages to increase conversion rates (Chaffey and Smith, 2017). The Convert phase is crucial in the luxury fashion sector since it has a direct impact on consumer satisfaction, brand loyalty, and customer retention, where companies must exhibit the worth of their brand and offerings to the extent that the consumer decides to establish a financial association (Rosenbaum et al., 2022). Luxury fashion brands use technology to enhance the customer experience and convert prospects into customers. According to Beauloye Eppe (2023a), strategies such as personalisation and the use of technology in the luxury fashion industry can help brands to drive conversions and increase customer loyalty. For instance, Louis Vuitton offers virtual consultations that enable customers to remotely connect with a sales associate and obtain tailored recommendations according to their individual preferences, all from the convenience of their residence (LVMH, 2021). Furthermore, through the LV Pass mobile application, the brand provides users with an immersive experience in the Maison's world. The Pass provides access to enriched content and product information by scanning campaign visuals. This includes behind-the-scenes, making-of content, and the ability to discover and purchase featured products and access the exclusive world of the latest advertising campaign (Louis Vuitton, 2023).
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[bookmark: _Toc133949485]Figure 9 The mobile application LV Pass (Louis Vuitton, 2023)
Engage
This final stage is about building long-term relationships with the customers. This stage involves fostering loyalty and encouraging repeat business through customer retention strategies, such as personalised email marketing campaigns, offering outstanding customer service, and creating loyalty programs. Engaging with the customers also provides an opportunity to gather feedback, allowing the brand to improve its products or services and tailor its marketing efforts to meet their needs better (Chaffey and Ellis-Chadwick, 2019). Several luxury fashion brands employ loyalty programmes and exclusive events to motivate customers to engage with the brand and foster a sense of community among their clientele. Furthermore, nowadays, many luxury firms have created apps that provide loyal customers with unique offers (Rosenbaum et al., 2022). For example, Armani Signature: The VIP Loyalty Program is a loyalty program offered in the United States by the luxury fashion brand Giorgio Armani. This program is designed to reward and recognise the brand's most loyal customers. Program members receive exclusive benefits and privileges, such as early access to promotions, new collections and live events, member-only promotion events, virtual consultations exclusives and more (Armani, n.d.).
The RACE model offers luxury fashion brands a strategic framework for planning and executing effective digital marketing campaigns. Luxury fashion brands can optimise their digital marketing efforts and strengthen their position in the competitive market by focusing on reaching the right audience, fostering interactions, converting leads into customers, and maintaining long-term engagement.

[bookmark: _Toc129808345][bookmark: _Toc133949703]Honeycomb Model versus RACE Model. Similarities and Differences


Similarities
Both models emphasise the importance of communication and engagement with the target audience (Kietzmann et al., 2011; Chaffey and Ellis-Chadwick, 2012). Furthermore, both models prioritise creating and maintaining customer relationships, ultimately leading to improved brand reputation (Kietzmann et al., 2011; Chaffey and Ellis-Chadwick, 2019). Also, both Honeycomb and RACE models focus on leveraging digital channels to achieve marketing objectives (Kietzmann et al., 2011; Chaffey, 2022).
Differences
The Honeycomb model is based on the idea that social media can be understood through seven essential building blocks representing different dimensions of social media (Kietzmann et al., 2011). On the other hand, the RACE model describes the stages of the customer journey in digital marketing, emphasising the importance of targeting the right audience and delivering the right message at each stage of the customer journey (Chaffey and Ellis-Chadwick, 2019).
The Honeycomb model specifically targets social media marketing, whereas the RACE model encompasses a broader range of digital marketing activities. According to Kietzmann et al. (2011), the Honeycomb model is made to assist organisations in making sense of the social media landscape and maximising the efficiency of their social media strategies. The RACE model, in comparison, adopts a more comprehensive strategy and offers a tactical framework that can be utilised with different digital marketing channels (Chaffey, 2022).
While both models offer valuable insights into the world of digital marketing, they approach the topic from different angles. The Honeycomb model is more focused on the different dimensions of social media and how they relate to each other, while the RACE model is more focused on the customer journey and how to engage customers at each stage effectively.

[bookmark: _Toc129808346][bookmark: _Toc133949704]Customer Relationship Management 

[bookmark: _Toc129808347][bookmark: _Toc133949705]Customer Relationship Management Definitions

Peppers and Rogers (2004) define CRM as a strategic approach that entails understanding, anticipating, and responding to customers' requirements to foster a strong relationship between the customer and the organisation.
According to Greenberg (2010), CRM is a strategy for managing customer interactions to build and maintain mutually beneficial relationships between the customer and the organisation.
CRM is a business strategy that combines customer-facing processes and systems, organisational culture, and technology to enhance customer satisfaction, loyalty, and advocacy (Payne and Frow, 2013).
Buttle (2012) claims that CRM is the central company approach that combines external networks, internal processes and functions to generate and provide value to targeted consumers at a profit. It is based on high-quality consumer data and facilitated by information technology.
These definitions provide different perspectives on what CRM entails, but all emphasise the importance of customer-centricity and building solid and profitable customer relationships.
[bookmark: _Toc129808348][bookmark: _Toc133949706]A critical review of CRM in the luxury fashion industry

Okonkwo (2007) discusses luxury fashion branding and CRM, underlining the importance of understanding the consumer and developing brand-sustaining experiences. Sustainability is an essential factor in luxury fashion CRM, according to Cervellon and Shammas (2013), particularly in mature markets. They stress that luxury brands should integrate sustainable practices into their CRM strategies to meet evolving customer expectations and increase brand loyalty. Zarantonello and Schmitt (2013) argue that in the luxury fashion industry, creating memorable brand experiences is more essential than adopting new CRM technologies. They state that an exclusive and individualised strategy will more likely result in consumer loyalty and engagement. However, according to Pontus Persson, who is in charge of developing and implementing Bulgari's CRM initiatives throughout the Middle East, CRM is now a vital tool for all luxury brands, and it should be used and implemented at every level of a retail organisation, from the sales floor to top management (Luxe Digital, 2022b).
Kapferer and Bastien (2009) highlight the unique nature of luxury management, emphasising the importance of tailoring CRM strategies to reflect the specific requirements of luxury consumers. Furthermore, Hoffmann and Coste-Manière (2012) highlight the importance of comprehending the unique characteristics of luxury consumers and implementing CRM initiatives that are specifically designed to increase customer satisfaction and loyalty. On the other hand, Pantano and Viassone (2015) examine the obstacles that luxury fashion retailers face when attempting to engage consumers through integrated multichannel retail settings. They propose that CRM strategies should consider the distinct characteristics and requirements of various channels to create flawless and individualised experiences for luxury consumers.
Kim and Ko (2012) investigate the impact of social media marketing on luxury fashion CRM, suggesting that social media can be an effective tool for improving customer equity and engagement. Fiore et al. (2013) examine the concept of entrepreneurial marketing in the context of luxury fashion CRM, proposing that luxury brands can benefit from employing unconventional marketing strategies to engage customers. They argue that a more experimental CRM strategy may be more effective at establishing long-term customer relationships. Podder and Paul (2020) examine the role of experiential marketing in luxury fashion CRM,  sustaining that luxury brands must remain at the vanguard of their luxury customers' preferences and foster brand loyalty among them by connecting with them rather than simply communicating with these customers.
In summary, to name a few of the authors cited above Kim and Ko (2012)  support using social media in CRM. In contrast, Zarantonello and Schmitt (2013) prioritise memorable brand experiences over adopting new technologies. Fiore et al. (2013) advocate for a more experimental approach to CRM, emphasising the potential benefits of entrepreneurial marketing in engaging customers, while Podder and Paul (2020) prioritise connection over communication to foster brand loyalty. 
These divergent perspectives on CRM strategies in the luxury fashion industry illustrate the complexity of the process, which requires a combination of technology, strategy, data analytics, and customer focus to be effective.

[bookmark: _Toc129808349][bookmark: _Toc133949707]Advantages and Disadvantages of CRM

	Customer Relationship Management


	Advantages
	Disadvantages


	
Increased customer satisfaction and loyalty: Using CRM to understand better and anticipate customer requirements, organisations can provide more personalised and effective service, resulting in increased customer satisfaction and loyalty (Payne and Frow, 2013; Buttle, 2012).
	
High implementation costs: Implementing a CRM system can be expensive, particularly for small and medium-sized businesses (Payne and Frow, 2013).

	
Increased sales and profitability: By identifying and targeting the most profitable customers, companies can increase sales and profitability (Chang, Park and Chaiy, 2010; Chen and Popovich, 2003).
	
Data quality issues: CRM systems rely on accurate and up-to-date data to be effective, and poor data quality can undermine the effectiveness of the system (Reid and Catterall, 2014).

	
Enhanced data analysis and decision-making: CRM systems provide valuable data and insights into customer behaviour and preferences, enabling organisations to make more informed decisions about marketing, sales, and product development (Mithas, Krishnan and Fornell, 2005; Chen and Popovich, 2003).
	
Resistance to change: Employees may be resistant to using a new CRM system, mainly if it requires changes to established processes and procedures (Buttle, 2012; Rigby, Reichheld and Schefter, 2002).
	


[bookmark: _Toc133949486]Figure 10 Advantages and Disadvantages of CRM (Table created by the researcher)

[bookmark: _Toc129808350][bookmark: _Toc133949708]CRM Strategies implemented in the luxury fashion industry

Personalised customer service
Luxury fashion brands provide tailored customer service to their customers by assigning exclusive sales representatives or personal stylists who assist them in their buying decisions. The sales representatives develop relationships with clients, understand their preferences, and provide personalised recommendations and advice (Moran, 2022). Furthermore, in the last years, technology has become a significant component of the luxury fashion sector, with approximately 80% of luxury sales occurring in the online environment (DeAcetis, 2020), where digital services like Chatbots (online chat systems) that offer 24-hour customer service have been adopted (Chung et al., 2020). The utilisation of AI-powered chatbots is increasingly becoming a cost-effective and efficient approach to managing certain aspects of the customer service experience, even though sales representatives still remain a crucial component of luxury brand marketing strategies (Beauloye Eppe, 2023a). For instance, Dior uses Chatbots to communicate with its customers on Facebook Messenger and Instagram (Zeng et al., 2023). Furthermore, in support of its latest campaign for the new Dior Addict Shine lipstick, the brand has introduced an innovative omnichannel engagement chatbot featuring brand ambassador @Jisoo on WhatsApp for its Instagram community (Braun, 2022).
Loyalty programs
To encourage repeat business, luxury fashion brands offer loyalty programs to their customers. These programs frequently offer exclusive benefits, such as access to private sales, event invitations, and personalised offers (Armani, n.d.). A dedicated concierge service and invitations to fashion shows are two strategies luxury fashion firms may use to reward their most high-spending consumers instead of the loyalty programs that many luxury brands do not typically offer (Chitrakorn, 2021). One example of a loyalty reward program is the Armani  Signature VIP Program mentioned earlier in this paper. Another example of a loyalty reward program is Burberry's "social retail" innovative concept developed in China for one of its shops which aims to replicate the digital experience within the physical store. The program can be accessed through a dedicated WeChat mini program where customers can earn rewards through the Burberry social currency functionality, thereby gaining access to unique content, event invitations and personalised experiences (Burberry, 2020).
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[bookmark: _Toc133949487]Figure 11 Burberry WeChat mini program (Burberry, 2020)


Email marketing campaigns
Most businesses today employ email marketing campaigns as a significant component of their advertising strategy (Sedani et al., 2019). Luxury fashion brands use email marketing campaigns to communicate with customers and update them on new products, sales, and events (Shrivastava, Jain and Paul,2020). These campaigns are often personalised and tailored to customers' interests and preferences. AI and automation are becoming increasingly important in email marketing. The possibility of marketing automation has been made feasible by advancements in both forms of technology, enabling the customisation of messages to a targeted audience through the utilisation of customer data. Additionally, the implementation of AI has the potential to automate and enhance various aspects of email marketing as well as manage and streamline compliance with GDPR and other evolving regulatory requirements (Martins, 2023). Luxury brands like Louis Vuitton, Chanel or Hermes use email marketing campaigns (Garcia Henriques, 2022) as part of their broader CRM strategy.


[bookmark: _Toc129808351][bookmark: _Toc133949709]Customer Relationship Management Frameworks

[bookmark: _Toc129808352][bookmark: _Toc133949710]The IDIC Model

The IDIC framework stands for Identify, Differentiate, Interact, and Customise. It is a customer relationship management (CRM) framework developed by Peppers and Rogers (2004), emphasising the importance of developing personalised customer relationships to improve customer loyalty and increase profitability. By following the IDIC framework, organisations can build stronger relationships with customers, improve customer satisfaction, and increase profitability over time.
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[bookmark: _Toc133949488]Figure 12 The IDIC framework (Peppers and Rogers, 2004)

Identify
This step involves identifying and collecting as much information as possible about customers, including their preferences, needs, behaviour, and demographics. This information can be gathered through various channels, such as surveys, social media, and customer interactions (Peppers and Rogers, 2011). Luxury fashion brands can use various channels to collect customer data, such as social media, customer surveys, and in-store interactions. By collecting data on customers' preferences, behaviours, and demographics, luxury fashion brands can better understand their customers and offer personalised experiences (Certilogo, 2022). For instance, Gucci has implemented digital technology to identify its customers and collect data, enabling the brand to deliver personalised experiences (AI, D.&.A.N., 2022).
Differentiate
Once customer information is collected, the next step is to differentiate them based on their unique characteristics and needs. This involves segmenting customers into different groups based on their behaviour, preferences, and other factors that make them unique (Peppers and Rogers, 2022). Luxury fashion brands can segment their customers based on various factors such as purchase history, lifestyle, and preferences. This allows brands to tailor their offerings to different customer segments and create unique experiences catering to their needs. Once a luxury fashion brand has identified its customers, it can differentiate them based on their purchasing behaviour, interests, or lifestyle. By segmenting customers into different groups based on their unique characteristics, brands can tailor their marketing messages and products to specific customer segments (Hazan et al., 2022). Louis Vuitton, for example, provides a diverse selection of models, albeit in limited quantities, catering to distinct consumer segments with varying price points (Muret, 2023). Furthermore, the brand has strategically entered a new market segment by introducing, this year, its first-ever Baby Collection (Jackson, 2023). The newborns are emergent consumers because they are the new generation of customers with the potential for brand loyalty.
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[bookmark: _Toc133949489]Figure 13 Louis Vuitton Baby Collection (Ph. Phillipe Lacombe)(Jackson,2023)

Interact
This step involves interacting with customers in a personalised way and relevant to their needs. This can be achieved through various channels like email, social media, or in-person interactions (Peppers and Rogers, 2017). Luxury fashion brands can interact with customers through various channels, such as social media, email marketing, and in-store events. These interactions can be personalised and relevant to the customer's needs and preferences, creating a stronger relationship between the brand and the customer (Kapferer and Bastien, 2012). Chanel regularly hosts in-store events that allow customers to experience their products and engage with the brand meaningfully (Sherman and Williams, 2022).
Customise
 The final step in the framework is to customise the products, services, or experiences offered to customers based on their unique needs and preferences (Peppers and Rogers, 2017). This can involve tailoring marketing messages, offering personalised recommendations, or creating customised products. Offering customised products and services allows luxury fashion brands to differentiate themselves and provide a unique value proposition to their customers (Mrad et al., 2022). For instance, Prada offers customisation services, allowing customers to create personalised products that reflect their unique style and preferences (Hu, 2021).
Ultimately, by implementing the IDIC framework, luxury fashion companies can better understand their target audiences and provide personalised experiences that nurture more robust customer relationships, raise customer satisfaction, and foster loyalty.

Advantages and Disadvantages of the IDIC Model

According to Peppers and Rogers (2022), an advantage of the IDIC model is that it can be used in both business-to-business (B2B) and business-to-consumer (B2C) contexts. On the other hand, Aramyan (2021) argue that IDIC is predominantly a B2B framework. Another argument in favour of the framework is that it provides a comprehensive and structured approach to managing customer relationships, focusing on key areas such as identifying customers, differentiating them from one another, interacting with them effectively, and customising offerings to meet their needs (Peppers and Rogers, 2017). In contrast, Khashab, Gulliver and Ayoubi (2020) argue that even though the model refers to segmentation as a crucial component of CRM strategy, for example, handling customers differently based on their value and needs, it makes no mention of how value or customer needs are measured.


[bookmark: _Toc129808354][bookmark: _Toc133949711]The CRM Value Chain Model

Francis Buttle (2004) created the CRM Value Chain Model as a strategic framework to help companies manage customer interactions better. The model aims to increase client satisfaction, loyalty, and, ultimately, profitability to create value for the business and its customers (Buttle, 2012). The model, as depicted in Figure 12, comprises five fundamental stages and four auxiliary conditions that culminate in the ultimate objective of enhancing customer profitability (Buttle and Maklan, 2015).
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[bookmark: _Toc133949490]Figure 14 The CRM Value Chain framework (Buttle, 2012)


Customer portfolio analysis (CPA)
This step entails classifying customers into groups based on their value to the business. Businesses can determine which of their customers are the most valuable by analysing customer data such as demographics, buying history, preferences, and behaviours and then focusing their marketing efforts on those customers (Buttle and Maklan, 2015). Understanding customer segments is a crucial aspect of the luxury fashion industry, as it enables the creation of targeted marketing campaigns and the provision of personalised experiences. Distinctive tactics may be necessary when dealing with high-value clients, such as affluent individuals and public figures, in contrast to other customer demographics (Okonkwo, 2007). Gathering and evaluating customer inclinations, expenditure habits, and demographic characteristics can help luxury fashion brands better understand and serve their clientele (Deloitte, 2015). For example, Burberry's commercial strategy was customised for each country, including focused marketing expenditures in the USA and Mainland China. Through tailored marketing initiatives and brand activations built on their distinctive tradition of exploration and adventure, Burberry's teams deepened and personalised their relationship with their customers (Burberry Plc, 2022). High-value clients are targeted with personalised marketing efforts by the luxury brand using customer data to determine who they are. They use their customer database to analyse preferences and offer customised experiences, making sure they satisfy the requirements of their most valuable customers. For example, the brand gathered customer data by using a combination of its conventional brick-and-mortar stores and online platforms like Facebook, Twitter, Pinterest, Instagram, and YouTube (Luxe Digital, 2022a).

Customer Intimacy
This stage is centred on cultivating more profound connections with customers through understanding their distinct requirements and inclinations. By acquiring and examining consumer data, enterprises can tailor their engagements, merchandise, and services to respond to the distinct requirements of individual customer segments more effectively (Buttle, 2012). Establishing robust customer relationships is paramount for luxury fashion brands, as customer loyalty and brand reputation are critical drivers of success. Providing personalised services, exclusive events, and exceptional customer service can engender a distinctive and indelible experience for high-end clientele (Kapferer and Bastien, 2012). For instance, the Kering Group, across its brands like  Gucci, offers a personalised shopping experience through their "Clienteling" program. Based on the concept called "Connected clienteling", apps like LUCE and the new one ALPHA have been developed. These apps are utilised by sales associates of the Group's brands to retrieve customers' purchase history, preferences, and profile data, enabling them to offer tailored recommendations and services during in-person visits. The objective is to establish effective communication with customers and ascertain their preferences while cultivating enduring relationships between clients and associates, with a particular focus on high-value customers (McDowell, 2022).

Network Development
During this step, companies aim to establish and sustain a network of external partners, including suppliers, distributors, and other stakeholders, who may assist in providing value to their customers. Through collaborative efforts with these partners, businesses can enhance the customer value proposition and boost overall customer satisfaction (Buttle and Maklan, 2019). Luxury fashion brands often collaborate with external partners, such as designers, suppliers, and retailers, to create customer value. For example, cultivating robust partnerships with designers can guarantee the delivery of high-quality products and services that satisfy the demands of sophisticated clientele seeking luxury (Mrad, Farah and Haddad, 2019). For instance, in February 2023, Lous Vuitton announced the appointment of Pharrell Williams, the famous artist, as the new Men's Creative Director. The inaugural collection by the aforementioned designer is scheduled to be unveiled in June 2023, coinciding with the Men's Fashion Week in Paris (LVMH, 2023a).

Value Proposition Development
Utilising the knowledge acquired from previous stages, companies can formulate unique value propositions tailored to meet the specific needs of their targeted customer segments in this phase. The process involves formulating an appealing proposition that distinguishes the organisation from its competitors and provides customers with a rationale for selecting their products or services over other alternatives (Buttle, 2012). A solid value proposition is a crucial element in the luxury fashion sector, serving to distinguish the brand from its rivals and attract the intended clientele. The overall brand image and appeal can be influenced by various factors, including but not limited to craftsmanship, design, exclusivity, and heritage (Kapferer and Bastien, 2012). Hermès is recognised for its exceptional artisanship, employment of premium materials, and exclusivity. Hermès' value proposition is characterised by its dedication to conventional craftsmanship and the utilisation of proficient artisans in manufacturing its merchandise. The brand's renowned Birkin and Kelly bags are meticulously crafted by skilled artisans, utilising premium quality leather and materials (Cheung, 2021).
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[bookmark: _Toc133949491]Figure 15 One of  Hermes' most complex bag: The Kelly bag. VanityFair (Cheung, 2021)

Manage the Customer Lifecycle
This ultimate phase encompasses the comprehensive administration of the customer journey, spanning from the initial acquisition to the subsequent stages of retention and growth. By prioritising the establishment of enduring relationships, firms can enhance customer loyalty, diminish attrition, and boost overall customer profitability (Buttle and Maklan, 2015). Luxury fashion brands must emphasise the acquisition, retention, and growth of customer relationships across the entire customer lifecycle. Various tactics, including customised marketing initiatives, loyalty schemes, and exclusive events, can be employed to sustain customer engagement and establish long-lasting relationships (Chevalier and Mazzalovo, 2012). Prada, for example, adeptly oversees the customer lifecycle by implementing strategies for customer acquisition, retention, and growth. The brand employs a combination of digital marketing, fashion shows, and partnerships with influential individuals to cultivate brand recognition and exhibits its inventive designs with the aim of expanding its customer base. To ensure customer retention, the brand places great emphasis on providing exceptional customer service and creating memorable experiences (Lang, 2022). Furthermore, in 2022, the Group continued to invest in human-led touchpoints as a core element to enhance the retail and omnichannel experience, reinforcing its commitment to a customer-centric approach. These touchpoints are a significant lever to foster intimate relationships with customers and drive loyalty (Prada, 2023).
In brief, the CRM Value Chain model furnishes a strategic framework for firms to manage their customer relationships effectively. Through the comprehension and targeting of customer segments, the establishment of deep customer intimacy, the cultivation of robust networks, the creation of compelling value propositions, and the management of the customer lifecycle, businesses can enhance customer satisfaction, loyalty, and profitability.

Advantages and Disadvantages of the CRM Value Chain Model

An advantage of the CRM Value Chain model stands in the CPA step. Existing customers are divided into groups by CPA, allowing them to receive various value propositions or, if there is no profit possibility, none at all. This can lead to more targeted and effective marketing campaigns and improved customer satisfaction (Buttle, 2023). On the other hand, TECSO (2019) website states that the perception of the model as just a software and IT solution for front and back-office operations restricts its implementation to a limited set of business processes, thereby excluding several others. For the complete realisation of the model's advantages is necessary to balance and integrate processes, technologies and people (Lendel, 2009) resulting in the generation of enhanced value for the customer (TECSO, 2019).
[bookmark: _Toc129808355][bookmark: _Toc133949712]IDIC Model versus CRM Value Chain model. Similarities and Differences

Similarities
Both models prioritise the significance of understanding customer needs and preferences to provide customised experiences that improve customer loyalty and increase profitability over time, fostering enduring relationships with customers (Buttle, 2012; Peppers and Rogers, 2022). Furthermore, each model in its first stage (IDIC in Identify stage and CRM Value chain in the CPA stage) rely on data analysis to identify customer segments and analyse customer behaviour and preferences (Peppers and Rogers, 2011; Buttle and Maklan, 2015). Another similarity also is that both models follow a cyclical process that involves identifying, acquiring, and retaining customers through continuous interaction and improvement (Peppers and Rogers, 2017; Buttle, 2023).
Differences
The IDIC model is a broad framework for managing customer relationships (Peppers and Rogers, 2004), whereas the CRM Value Chain model is a more specific approach that focuses on the operational aspects of CRM (Buttle and Maklan, 2019). Moreover, the IDIC model emphasises the importance of differentiation and customisation (Peppers and Rogers, 2011), while the CRM Value Chain model emphasises the importance of process optimisation and cost reduction (Buttle, 2023). Another difference between both models stands in the metrics. While the IDIC model emphasises customer satisfaction and loyalty as key metrics (Peppers and Rogers, 2022), the CRM Value Chain model focuses on operational metrics such as customer acquisition cost, customer lifetime value, and return on investment (Buttle, 2012).
Both models have their strengths and weaknesses, and organisations may need to use a combination of both frameworks to manage customer relationships effectively. The IDIC model can help organisations to focus on differentiation and personalisation, while the CRM Value Chain model can help organisations to optimise processes and reduce costs.

[bookmark: _Toc129808356][bookmark: _Toc133949713]The impact of social media platforms on customer relationship management in the luxury fashion industry

The luxury fashion sector has undergone a remarkable metamorphosis in the last ten years, partly owing to the rise of social media platforms as crucial channels for communication and marketing purposes (Dubey, 2023). The rise of social media has revolutionised how customers engage with brands. This has presented companies with a new opportunity to interact with their intended audience and establish enduring relationships (Tuten and Solomon, 2015).
In recent years, the luxury fashion industry has embraced social media as a vital tool for CRM. Brands leverage platforms such as Instagram, Facebook, and Twitter to create a dialogue with their customers, present their products and provide personalised shopping experiences (Jahn, Kunz and Meyer, 2013). Social media has allowed luxury fashion brands to reach a wider audience, build brand awareness, and generate customer loyalty (Hajli, 2014).
Social media platforms enable luxury fashion brands to engage with their customers in real-time, offering immediate feedback and insights into customer preferences (Certilogo, 2022). This ability to interact directly with customers allows brands to promptly address customer concerns and complaints, improving customer satisfaction and fostering long-term relationships (Kumar et al., 2016).
Luxury fashion brands have also leveraged social media influencers and partnerships to reach new audiences and create aspirational content (De Veirman, Cauberghe and Hudders, 2017). Collaborations with social media influencers have been shown to increase brand credibility, enhance customer trust, and drive purchase intentions (Hughes et al., 2019).
Despite the potential benefits of social media in CRM, there are also risks associated with its usage in the luxury fashion industry. Issues such as customer privacy concerns (Smith and Zook, 2011), the negative impact of counterfeit products, and potential damage to brand image due to social media controversies are challenges that luxury fashion brands must navigate (Dwivedi et al., 2021).


[bookmark: _Toc129808357][bookmark: _Toc133949714]Conclusion

The literature review has provided an extensive overview of the existing research on the impact of social media platforms on customer relationship management (CRM) in the luxury fashion industry. The review has highlighted the various theoretical perspectives and conceptual frameworks used in the literature and identified research gaps and future research directions. This review has also discussed the practical implications of the research findings for luxury fashion brands and suggested strategies for effective social media marketing and customer relationship management through social media platforms. Furthermore, findings in this chapter indicate that social media platforms significantly impact various aspects of customer behaviour in the luxury fashion sector, including engagement, loyalty, satisfaction, and experience. Luxury fashion brands have become increasingly aware of the importance of social media platforms as crucial instruments for engaging with customers, establishing brand awareness, and fostering long-term relationships. Through social media, luxury fashion brands can offer customised experiences, solicit feedback, and promptly address customer needs and preferences.
Luxury fashion brands must carefully manage their social media presence and communication strategies to maintain a positive brand image and reputation. Social media platforms also allow luxury fashion brands to leverage user-generated content, influencer marketing and brand storytelling to enhance brand awareness and engage with customers.
Social media platforms have emerged as a great instrument for luxury fashion brands to handle customer relationships efficiently. Implementing a strategic and integrated approach to social media is imperative for luxury fashion brands to improve customer experience and foster enduring customer relationships.





[bookmark: _Toc129808358][bookmark: _Toc133949715]Research methodology

[bookmark: _Toc133949716]Introduction

Research methodology, according to Saunders, Lewis and Thornhill (2019), is the theory of how research should be carried out, taking into account the philosophical and theoretical foundations upon which research is built and what these assumptions imply for the method(s) used.
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[bookmark: _Toc133949492]Figure 16 The Research "onion" (Saunders, Thornhill and Lewis, 2015)

The conceptual framework known as the research "onion" is utilised to depict the diverse phases and layers involved in the research process. Using research methodology is a common practice in academic and professional settings, serving as a framework to assist researchers in developing and implementing their studies. The research onion model comprises multiple sequentially arranged layers, commencing from the outermost layer and progressing towards the inner layers. Each layer of the model symbolises a distinct facet of the research process (Saunders, Thornhill and Lewis, 2015).

[bookmark: _Toc133949717]Research Philosophy

Saunders, Lewis and Thornhill (2019) describe research philosophy as a set of ideas and presumptions about how knowledge develops and the nature of that knowledge in connection to research.
As an epistemological stance, positivism supports using scientific methods to explore social reality and beyond (Bryman, 2016). Establishing explanatory linkages or causal relationships is the primary goal of positivist research since it can help predict and control the phenomenon being studied (Park, Konge and Artino, 2020). 
Positivism favours measuring and examining the event through quantitative research techniques like experiments, surveys, and statistical analysis (Saunders, Lewis and Thornhill, 2015). According to positivists, knowledge can and must be generated objectively, free from the influence of the participants' or researchers' personal beliefs (Park, Konge and Artino, 2020). Positivist research is characterised by the utilisation of a deductive approach, wherein a hypothesis and research objectives are formulated based on pre-existing theories and subsequently verified through empirical testing. As a result, scientific knowledge is improved and expanded (Saunders, Lewis and Thornhill, 2019).
In order to answer the research questions, set in the opening of this paper, positivism will be used as the guiding philosophy for this study. The utilisation of positivism in this investigation will facilitate the researcher in formulating explanations grounded on the commonly acknowledged worldview by means of obtaining scientific data and information, which will subsequently be analysed to either accept or reject the research objectives.

[bookmark: _Toc133949718]Research Approach

The research approach pertains to the methodical and structured manner in which researchers carry out their investigations, and it varies with respect to its fundamental reasoning and investigative techniques. Deduction, induction, and abduction are the three primary approaches for developing theories (Saunders, Lewis and Thornhill, 2019).
The deductive approach is a methodology for developing theories that entails verifying a theoretical proposition through a research strategy specifically tailored for this purpose (Saunders, Thornhill and Lewis, 2015). The deductive approach is common in quantitative research, where it is typically positioned at the outset of a study proposal. The researcher pursues the goal of testing or validating a theory rather than originating it (Creswell, 2013). To achieve this, the researcher proposes a hypothesis, gathers data to test it, and subsequently evaluates its affirmation or negation based on the outcomes (Creswell, 2009).
In the present study, the researcher adopted a deductive approach to evaluate the impact of social media platforms on customer relationship management within the luxury fashion sector. By building upon existing information regarding current social media marketing and customer relationship management strategies in the luxury fashion industry, the researcher has been enabled to test the research objectives regarding "the impact that social media platforms have on customer relationship management in the luxury fashion industry" through various steps. Firstly, by reviewing the existing literature on social media marketing, CRM, and the luxury fashion industry to gain an understanding of the current state of knowledge and identify relevant theories and models that connect social media platforms to CRM. Secondly, selecting an appropriate research design, such as a cross-sectional survey, to collect data from social media followers and/or consumers of luxury fashion brands to help test the research objectives. Furthermore, finally, to analyse the collected data, interpret the results and summarise the key findings addressing the research objectives, and discuss whether the results confirm or refute the assumption that "social media platforms have a significant influence on customer relationship management in the luxury fashion industry."

[bookmark: _Toc133949719]Research Strategy

Typically, a deductive research approach is linked to the survey strategy (Saunders, Lewis and Thornhill, 2019). The utilisation of this approach is widespread in the realm of business and management scholarship, with a primary focus on addressing inquiries pertaining to "who," "what," "how much,"  "where," and "how many." As a result, it is commonly employed in descriptive and exploratory research (Saunders, Thornhill and Lewis, 2015).
 A survey is a systematic way to collect data from a group of people to describe, comprehend, or otherwise explain a broader population's traits, viewpoints, actions, or attitudes (Fowler, 2013).
For this research, a survey questionnaire strategy has been employed to collect detailed, reliable and relatively easy-to-understand data from social media platforms users (followers and/or consumers of luxury fashion brands) to analyse the study's problem statement.  

[bookmark: _Toc133949720]Types of investigation

The present study has utilised primary and secondary research methods to collect and analyse data to support research objectives. These approaches allowed the researcher to gather a comprehensive understanding of the research topic from various sources, offering a more robust and reliable analysis.

· Primary Research

Saunders, Lewis, and Thornhill (2019) present primary research as the process of gathering new, original data or information tailored to a specific research project. Primary research, also referred as field research, enables researchers to address particular research questions or objectives through methods like interviews, surveys, observations or experiments (Saunders, Thornhill and Lewis 2015). 
The research “onion” provides a structured framework for conducting primary research, guiding the researcher in selecting  the appropriate methodologies that align with his research questions and objectives. This structured approach ensures a coherent research methodology, enhancing the study's quality, validity, and reliability by addressing research philosophy, approach, strategy, choices, time horizon, and techniques.
This study's primary research has been conducted through the survey questionnaire. The survey questionnaire is a popular and efficient method of collecting primary data from a large number of respondents (Bryman, 2016). This approach allows the researcher to gather standardised data on attitudes, opinions, behaviours, or demographic characteristics related to the research topic (Fowler, 2013). In this case, the survey questionnaire has provided valuable insights into the impact of social media platforms on customer relationship management in the luxury fashion industry.



Advantages and Disadvantages of Primary Research

	Primary Research


	Advantages
	Disadvantages

	
Tailored to research objectives: 
Primary research can be designed and tailored to address specific research questions, objectives, and hypotheses, ensuring the data collected is relevant and focused (Saunders, Lewis and Thornhill, 2019).
	
Time-consuming: 
Primary research can be time-consuming, as it involves designing the research instruments, selecting the sample, collecting the data, and analysing the results (Bryman, 2016).

	
Up-to-date information: 
Primary research involves collecting new data and providing up-to-date information that may not be available in the existing literature or secondary data sources (Saunders, Lewis and Thornhill, 2019).
	
Costly: 
Conducting primary research can be expensive, mainly if it involves a large sample size or extensive data collection methods, such as face-to-face interviews or observations (Punch, 2013).

	
Greater control: 
Researchers have more control over the research process, including the sampling, data collection methods, and instruments used, which can help enhance the validity and reliability of the findings(Taherdoost, 2021).
	
Access to participants: 
Gaining access to research subjects or participants can be challenging, mainly if the target population is hard to reach or sensitive to the research topic (Saunders, Lewis and Thornhill, 2019).


[bookmark: _Toc133949493]Figure 17 Advantages and Disadvantages of Primary Research (Table created by the researcher)



· Secondary Research
Secondary research refers to gathering, summarising and analysing existing data and literature collected and published by other researchers (Mertens, 2020). The latter publication of primary literature, such as books and journal articles, is known as secondary literature. Secondary data were first gathered for a different reason, but to provide more distinct insights, interpretations, or conclusions, they might be further studied (Saunders, Lewis and Thornhill, 2019).
The secondary research has been conducted through the literature review for this research paper. The inclusion of the literature review in this research paper serves the purpose of demonstrating the author's understanding of the existing body of knowledge on the topic (Punch, 2013). It also provides a foundation for the primary research, data analysis and conclusions drawn from the secondary data (Saunders, Lewis and Thornhill, 2015).



Advantages and Disadvantages of Secondary Research

	Secondary Research


	Advantages
	Disadvantages

	
Less expensive: 
Secondary research is a cost-effective alternative to primary research, as it involves utilising pre-existing data that has already been gathered and is easily accessible (Saunders, Lewis and Thornhill, 2019).
	
Data quality, accuracy and lack of control: The researchers lack information regarding the methodology employed for data collection and possess no control over it. As a result, they are unaware of either its accuracy or its margin of error (Sachdeva, 2009).

	
Time-saving: 
Compared to primary research, which necessitates organising a study, gathering new data and analysing it, secondary research can be completed more rapidly because the data is already available (Punch, 2013).
	
Incomplete or outdated information:
The data used in secondary research may be incomplete, outdated, or not representative for the current research (Sachdeva, 2009).


	
Comparative analysis:
Comparing the primary study data with the available secondary data is helpful in triangulating results. Furthermore, it allows for comparison across different studies, helping to identify trends or patterns over time or across demographics (Saunders, Lewis and Thornhill, 2019, Sachdeva, 2009).
	
Limited relevance: 
The potential limitation of the relevance of findings to a specific research topic may arise due to the lack of exact correspondence between the secondary data and the research question or objectives (Saunders, Lewis and Thornhill, 2019, Punch, 2013).
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[bookmark: _Toc133949721]Choices

The methodology choices refer to the selection of methods and tools utilised by researchers to conduct a study and address the research questions to achieve coherence in its research design. The selection of methodology is impacted by multiple factors, such as the research objectives and questions, aim, setting, accessible resources, and the expertise of the researcher (Saunders, Lewis and Thornhill, 2019).
Based on the research philosophy, the approach to theory development and the type of research, the researcher will be directed to choose one of the three methodological choices: qualitative, quantitative or mixed methods.
Qualitative research is a comprehensive concept that encompasses various interpretive methodologies aimed at elucidating, deciphering, interpreting and comprehending the significance of naturally occurring phenomena in the social world rather than merely their frequency (Merriam and Tisdell, 2016).
Quantitative research involves the identification of a research problem through the observation of trends in the field or the desire to provide an explanation for a phenomenon (Creswell, 2013). The researcher then proceeds to analyse the problem by testing objective theories and exploring the relationship between variables, which are measured numerically and analysed using various graphical and statistical techniques (Saunders, Lewis and Thornhill, 2019). 
Mixed methods is a research methodology that combines both quantitative and qualitative research methods to provide a more comprehensive understanding of a research topic (Creswell, 2013).
In this study, the author adopts an epistemological stance, employing positivism as the guiding philosophy and utilising a deductive approach that emphasises empirical, quantitative research and primary data collection to develop generalisable findings. Because only quantitative data will be gathered for this study, the mono-method quantitative research approach has been selected.




Advantages and disadvantages of the quantitative research

	Quantitative research

	Advantages
	Disadvantages

	
Objectivity and accuracy:
Quantitative research relies on numerical data, reducing researcher bias and promoting objectivity, ensuring results are more reliable and accurate (Creswell, 2013).
	
Limited in-depth understanding:
Because quantitative research focuses on specific, measurable variables, it may only partially represent the complexity of human experiences, potentially restricting the level of understanding (Bryman, 2016).

	
Generalisability:
Quantitative research frequently employs larger sample sizes, enabling researchers to generalise about the wider population (Bryman, 2016).
	
Lack of context:
Quantitative research could fail to provide enough context to understand the reasons behind the patterns and relationships observed (Rahman, 2017).

	
Easy to replicate:
The structured nature and reliance on standardised instruments in quantitative research facilitate replicability, enabling other researchers to confirm or refute the findings (Bryman, 2016; Hair, Page and Brunsveld, 2020).
	
Less flexible:
The structure of quantitative research does not allow the same flexibility that qualitative research has in exploring unexpected findings or new perspectives (Creswell, 2013).


[bookmark: _Toc133949495]Figure 19 Advantages and Disadvantages of quantitative research (Table created by the researcher)
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For this research, the time horizon is cross-sectional because the study has been conducted over a short period of ten weeks, and the data has been collected only at a specific point within that time frame. A cross-sectional study aims to provide a glimpse of the phenomenon being investigated by gathering data at a single point in time. Survey methodology is frequently used in cross-sectional studies (Saunders, Lewis and Thornhill, 2019).

[bookmark: _Toc123231136][bookmark: _Toc133949723]Data collection and analysis

[bookmark: _Toc133949724]Sampling

Sampling's basic assumption is that generalisations about the entire population can be made by choosing a subset of the population of interest in a study (Cooper and Schindler, 2014). It is essential to choose a sample that accurately represents the population from which it is drawn and has characteristics that the researcher can justify in relation to answering his research questions and attaining his objectives (Saunders, Lewis and Thornhill, 2019).

Sample Size

In this study, because the aim is to investigate the impact of social media platforms on customer relationship management in the luxury fashion industry, the target population consists of social media users that are followers and/or consumers of luxury fashion brands. Initially, for this study, a sample size of 100 respondents was considered sufficient to answer the research questions given the short time frame for the project. However, during the data collection process, 107 responses were received, slightly exceeding the planned sample size. Although a bigger sample size could increase the accuracy of the results, the researcher believes that this sample size will provide a reasonable balance between the reliability of the results, the practicality of data collection and the project's short time frame. Access to the sample size has been obtained through various social platforms where the researcher has an account with the help of friends that assisted in reaching the sample size by sharing the survey on their accounts. This strategy provided fast data collection and a diversified group of respondents.

Sample Type

The online survey targeted users of social media platforms influenced by luxury brands, including individuals of all genders. Participants were aged 18 and over, belonging to various social statuses, geographically located in the United Kingdom, Italy and Romania, representing diverse cultural backgrounds and experiences with luxury brands on social media platforms.

Sampling Method

For this study, a non-probability method, specifically convenience sampling, has been employed to select the participants. Convenience sampling is a strategy for data collection that saves time and money by choosing respondents who are readily available and willing to participate in the study (Cooper and Schindler, 2014).
The ease of access to potential respondents through social media platforms like Facebook, Instagram, and TikTok was the reason for selecting the convenience sampling method for this study. By distributing the online survey on these platforms, the researcher efficiently reached a diverse group of users influenced by luxury brands, successfully achieving the intended sample size for the study in less time than predicted. Due to its advantages, the convenience sampling method has been considered appropriate by the researcher for achieving the purpose and objectives of this study despite its limitations.

Advantages and disadvantages of the Convenience Sampling Method

	Convenience Sampling Method


	Advantages

	Disadvantages

	
Cost-effective: Convenience sampling is the lowest-cost option for researchers compared to other sampling methods (Cooper and Schindler, 2014).
	
Limited generalisability: The convenience sampling results may not represent the entire population because a random selection of participants is not used, making it difficult to generalise the results (Bryman, 2016).

	
Ease of access: Easy to conduct because of the ease of access to potential respondents who are readily available and willing to participate in the study (Saunders, Lewis and Thornhill, 2019).
	
Bias: Convenience sampling can present several biases, such as selection and self-selection bias, which may affect the ability to draw statistically significant conclusions (Etikan, Musa and Alkassim, 2016; Galloway, 2005).

	
Time-effective: Convenience sampling saves time because it allows researchers to quickly find individuals who are readily available (Saunders, Lewis and Thornhill, 2019).
	
Lack of credibility: The reliability of the research findings may be impacted by convenience sampling because of the very low probability of the sample being representative (Saunders, Lewis and Thornhill, 2019).
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[bookmark: _Toc133949725]Data Collection method

For this research, a survey questionnaire has been used to collect data. The goal was to conduct the survey online among a sample of 100 users of social media platform followers and/or consumers of luxury brands. The survey was conducted between the 5th and 12th of April 2023, and the link was shared on social media platforms like Instagram, Facebook and Tiktok.
Microsoft Forms was employed to develop an online questionnaire in English, Italian, and Romanian (the English-language version of the questionnaire is attached in the Appendix). The survey included ten questions, featuring six Multiple-choice questions, three 5-point Likert scale questions, and one Rating scale question. Participants had 5 minutes to complete the form anonymously, and 107 users responded. To guarantee that respondents answered all questions, the researcher made each question mandatory by adding the required option (*). On average, participants took 3 minutes and 44 seconds to complete the survey.
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The study's quantitative data were analysed using Microsoft Excel, facilitating the creation of tables, graphs, and charts. No difficulties were faced during the data analysis, as Microsoft Forms enables downloading all responses as a Pivot table within a Microsoft Excel file. This option simplified the process for the researcher when generating tables, graphs, and charts.

[bookmark: _Toc133949727]Research ethics

The Data Protection Act of 2018 (GOV.UK, n.d.), which regulates the processing of personal data in the UK, was followed when handling the data collection for this study. In order to guarantee compliance with the legislation, participants were informed about the purpose and procedures of the study and their consent was obtained at the beginning of the survey. The data collected was used exclusively for the specific research purpose outlined in the study and was not altered or shared with third parties. Furthermore, the data will be kept confidential and will not be disclosed. The confidentiality of the participants' identities was maintained by not collecting any personally identifiable data. Finally, the collected data will be securely stored for a limited period, after which it will be permanently deleted.
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This section presents an in-depth analysis of the data collected to address the research objectives and draw meaningful conclusions. The researcher used a systematic approach to organise, analyse and interpret the quantitative data. The results of the data analysis are presented clearly and concisely, supported by tables and graphs to facilitate interpretation and discussion. The literature review and introduction chapters supported the discussion to validate the findings.
[bookmark: _Toc133949730]Questionnaire Analysis

Question 1

	Question 1. What is your age?


	Age Group

	Participants: 107


	Under 25
	6

	25-34
	45

	35-44
	32

	45-54
	14

	55-64
	8

	65 or older
	2
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Results: The survey questionnaire received 107 responses, as depicted in Figure 22, with the most significant portion of respondents falling into the 25-34 age group, accounting for 42%, followed by the 35-44 age group at 30% and the 45-54 age group accounting for 13%. These three categories represented 85% of the total participants. The remaining 15% of respondents were spread across the 55-64 age group with 7%, the Under 25 age group with 6%, and the least represented 65 or older age group, contributing just 2% to the overall sample.
Discussion: Upon examining the results, it becomes clear that the majority of respondents belong to younger age groups, with the most significant portion being Millennials. According to Frank (2023), Millennials and Generation Z were responsible for the entire luxury market growth in 2022. However, the significantly lower representation (2%) of the 65 or older age group, which includes a mix of Boomers and Silent Generation, may imply that this population segment is less engaged with social media platforms or is underrepresented in the sample due to the convenience sampling method used.





Question 2

	Question 2. What is your gender?


	Gender group

	Participants: 107


	Male
	41

	Female
	66

	Non-binary
	0
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Results: As depicted in Figure 24, the survey respondents consisted of 66 (62%) females and 41(38%) males . No responses were recorded for the non-binary gender group.
Discussion: The analysis of the gender distribution in the survey indicates a greater proportion of female participants (62%) in comparison to male participants (38%). This finding suggests that female respondents may exhibit a stronger inclination towards luxury brands or demonstrate higher levels of engagement on the social media channels through which the survey was distributed. This observation is also supported by a Statista survey (Sabanoglu, 2022), which disclosed that in the first quarter of 2022, female consumers engaged more with luxury brands on social media platforms.
Question 3

	Question 3. How frequently do you purchase luxury fashion items?


	Options

	Participants: 107

	Percentage

	I have never purchased a luxury fashion item.
	13
	12%

	Rarely - less than once a year.
	32
	30%

	Occasionally - 1-2 times a year.
	25
	23%

	Sometimes - 3-5 times a year.
	18
	17%

	Frequently - 6-10 times a year.
	11
	10%

	Very frequently - more than 10 times a year.
	8
	7%
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[image: ]
[bookmark: _Toc133949502]Figure 26 Question 3 Chart representation (Created by the researcher)

Results: As illustrated in Figure 25, the survey respondents exhibit a diverse range of luxury item purchasing frequencies. Among the participants, 8 (7%) purchase luxury items very frequently, 11 (10%) frequently, 18 (17%) sometimes, 25 (23%) occasionally, 32 (30%) rarely, and 13 (12%) have never bought a luxury item.
Discussion: The study findings indicate that more than half (53%) of the participants purchase luxury fashion products either rarely (less than once a year) or occasionally (1-2 times a year), suggesting that for many participants, luxury fashion purchases may be viewed as sporadic treats or special occasion investments. A significant portion of respondents (17%) reported purchasing luxury fashion items sometimes (3-5 times a year), indicating a more regular engagement with luxury brands. It is also important to note that 12% of the respondents have never purchased a luxury fashion item which could be attributed to various factors such as personal preferences, financial limitations or the prioritisation of other types of luxury goods or experiences.

Question 4

	Question 4. Which social media platform do you prefer to follow luxury fashion brands on?


	Options

	Participants: 107


	Instagram
	55

	Facebook
	28

	Tiktok
	9

	Twitter
	0

	Youtube
	7

	Pinterest
	8


[bookmark: _Toc133949503]Figure 27 Question 4 Table (Created by the researcher)
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Results: According to the data presented in Figure 27, Instagram was the most preferred social media platform among the participants for following luxury brands, with 55 respondents indicating their preference. Facebook followed with 28 responses, while TikTok, Pinterest, and YouTube received 9, 8, and 7 responses. No responses were recorded for the Twitter platform.
Discussion: The results reveal that Instagram is the most preferred platform among respondents for following luxury fashion brands, accounting for more than half of the responses. This preference may be explained by the platform's focus on visual storytelling which allows luxury brands to showcase their products and aesthetics effectively (Vinerean and Opreana, 2019) and its popularity among younger generations (Dixon, 2023), such as Millennials and Generation Z (Dimock,2019). Additionally, Figure 28 shows that Female Instagram followers of luxury brands account for more than a third (35.5%) of the total sample. Furthermore, female Instagram followers are in a more significant proportion (69%) compared to Instagram male followers of luxury brands (31%). This could be attributed to their increased engagement with luxury brands on social media, as found in the Statista survey (Sabanoglu, 2022).
Facebook follows as the second most popular platform, although it received significantly fewer responses than Instagram. This could be due to the platform's broader range of content and focus on personal connections(Loeb, 2022), which might make it less appealing to follow luxury fashion brands than Instagram.
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[bookmark: _Toc133949505]Figure 29 TikTok Age demographics and Pinterest Gender Demographics (Created by the researcher)

TikTok, Pinterest, and YouTube received fewer responses, indicating that these platforms might be less popular for following luxury fashion brands among the respondents. This could be due to their unique content formats or follower demographics on these platforms. Figure 29 shows that 66% of TikTok followers belong to younger age groups, and 88% of Pinterest followers are female. The absence of responses on Twitter suggests that the platform may not be the most suitable option for engaging with luxury fashion brands.

Question 5

	5. Which luxury fashion brands do you follow on social media platforms from the list below?
*Multiple choice question(at most 3 options)

	Options

	Participants: 107
Answers: 225

	Louis Vuitton
	23

	Chanel
	16

	Versace
	19

	Armani
	24

	Dior
	24

	Prada
	11

	Hermes
	8

	Gucci
	29

	Dolce & Gabbana
	1

	Bottega Veneta
	5

	Burberry
	13

	Fendi
	6

	Valentino
	9

	Balenciaga
	5

	Yves Saint Laurent
	15

	Ralph Lauren
	17


[bookmark: _Toc133949506]Figure 30 Question 5 Table (Created by the researcher)

[image: A picture containing text, screenshot, font, design

Description automatically generated]
[bookmark: _Toc133949507]Figure 31 Question 5 Chart representation (Created by the researcher)

Results: The survey question required participants to choose up to three luxury fashion brands they follow on social media platforms from a provided list. Among the 107 participants, a total of 225 responses were recorded. As illustrated in Figure 31, the most popular luxury fashion brand followed by respondents was Gucci, with 29 responses. Armani and Dior received 24 responses each, followed by Louis Vuitton with 23 and Versace with 19. Other significant mentions include Ralph Lauren (17), Chanel (16), Yves Saint Laurent (15), and Burberry (13). Less popular choices among the respondents were Prada (11), Valentino (9), Hermes (8), Fendi (6), Bottega Veneta (5), Balenciaga (5), and Dolce & Gabbana (1).
Discussion:
The top three brands, Gucci, Armani, and Dior, seem to resonate more with the respondents, possibly due to successful marketing campaigns, visually appealing content, or the brands' overall reputation. Despite being considered overrated by some consumers (Rehman, 2022), Gucci still emerged as the most preferred brand among the respondents in the survey. Additionally, Louis Vuitton, another brand viewed as overrated (Rehman, 2022), also received a significant number of preferences among the survey respondents, indicating its continued popularity and appeal in the luxury fashion market. Dolce & Gabbana, Balenciaga, and Bottega Veneta were the lesser popular choices which may reflect a decline in respondents' interest or engagement. These findings can provide valuable insights for luxury brands on their audience's preferences and social media habits, which could help them with their marketing plans and content creation.

Question 6

	6. In your experience, do luxury fashion brands' social media presence and advertising campaigns play a significant role in your decision to purchase their products?


	Options

	Participants: 107


	Yes
	68

	No
	39


[bookmark: _Toc133949508]                                      Figure 32 Question 6 Table (Created by the researcher)
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Results: This question aimed to investigate the influence of luxury fashion brands' social media presence and advertising campaigns on the respondents' purchasing decisions. As illustrated in Figures 32 and 33, out of the 107 respondents, 68 (64%) indicated that these factors played a significant role in their decision to buy products, while 39 (36%) stated that they did not.
Discussion: As Figure 33 reveals, the majority of respondents (about 64%) purchasing decisions are significantly influenced by luxury fashion brands' social media presence and advertising campaigns. This finding emphasises the importance of effective marketing strategies and engaging content on social media platforms for luxury fashion brands. On the other hand, 36% of the respondents indicated that these factors do not impact their decision to purchase luxury products, which may suggest that other variables, like personal preferences, brand loyalty or product quality, play a more important role in their decision-making process.

Question 7


	[bookmark: _Hlk133623195]Question 7. To what extent do you agree or disagree with the following statement: “Luxury fashion brands effectively use social media to build brand awareness and create a sense of exclusivity.”

	Participants: 107


	Options:
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree

	Answers:
	46
	44
	14
	0
	3

	%
	43%
	
41%
	
13%
	
0%
	3%
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Results: Based on data presented in Figure 34 the majority of the respondents, both men and women (as illustrated in Figure 35), believe luxury fashion brands effectively use social media to build brand awareness and create a sense of exclusivity. A total of 43% of participants strongly agree with the statement, while 41% agree. In contrast only 3% of the participants strongly disagree and no participants selected the “Disagree” option while 13% of the participants opted for a neutral position. 
According to Figure 35, among Instagram users, 25 respondents (18 women and 7 men) strongly agreed, and 21 respondents (14 women and 7 men) agreed with the statement. For Facebook users, 13 respondents (7 women and 6 men) strongly agreed, while 11 respondents (4 women and 7 men) agreed. TikTok users, with less responses, showed a similar trend, with 5 respondents (3 women and 2 men) strongly agreeing and 3 respondents (1 woman and 2 men) agreeing. Also, Pinterest and YouTube had less responses, but the majority still agreed with the statement. On Pinterest, 5 woman agreed while on YouTube, 3 men strongly agreed, and 4 women agreed. No respondents disagreed with the statement, while only 3 participants ( on Instagram 1 man and 1 women and on Facebook 1 man) strongly disagreed. A total of 14 participants (5 women and 2 men on Instagram, 2 women and 1 man on Facebook, 1 man on TikTok and 2 women and 1 men on Pinterest) remained neutral.

Discussion: Because the results indicate that most respondents, irrespective of gender, consider that luxury fashion brands effectively use social media platforms to build brand awareness and create a sense of exclusivity, this aligns with prior research suggesting that luxury fashion brands are increasingly utilising social media platforms to engage with their target audience and foster brand loyalty (Kim and Ko, 2012). The ability of social media marketing to engage customers and increase brand awareness has made it a crucial component of every company's marketing plan (Bozarth and Handfield, 2016).
When examining the results by gender and social media platform, some interesting patterns emerge. Instagram is the most preferred platform for both men and women, with 47% of female respondents and 41% of male respondents strongly agreeing with the statement. This supports the idea that Instagram's visually oriented nature is well-suited for luxury fashion brands to showcase their products and engage with their audience (Vinerean and Opreana, 2019). Facebook shows a similar pattern, with a higher percentage of female respondents (54%) strongly agreeing with the statement compared to male respondents (40%). This could be attributed to the higher overall engagement of female respondents with luxury brands on social media, as found in the Statista survey (2022). In the case of TikTok, significantly female respondents (75%) strongly agreed with the statement compared to male respondents (40%). This could be due to TikTok's popularity among younger users (Muliadi, 2020) and its unique content formats, which may resonate more with female users in this context. Pinterest appears to be more popular among women, with the majority agreeing with the statement regarding luxury fashion brands. The limited male engagement on this platform, indicated by only one male participant being neutral, suggests that Pinterest may not be the primary platform for male luxury fashion consumers. YouTube shows an interesting observation, with 100% of male respondents who chose the platform strongly agreeing with the statement and 100% of female respondents agreeing with it. This could be related to the type of content luxury fashion brands offer on YouTube.





Question 8

	Question 8. To what extent do you agree or disagree with the following statement: “Social media platforms have improved my overall customer experience with luxury fashion brands.”

	Participants: 107


	

Options:
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree

	Answers:
	31
	38
	23
	9
	6

	
%
	
29%
	
36%
	
21%
	
8%
	6%
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Results: Figure 36 reveals that out of 107 participants, 31 (29%) strongly agreed, 38 (36%) agreed, 23 (21%) were neutral, 9 (8%) disagreed, and 6 (6%) strongly disagreed.
In Figure 37, the results, broken down by age group, reveal that younger age groups tend to agree more that social media platforms have improved their overall customer experience with luxury fashion brands. In the Under 25 age group, 50% of the respondents (3) strongly agreed, while the remaining 50% were equally divided between neutral, disagree, and strongly disagree, with 16.67% (1 respondent) in each category. The highest number of respondents were in the 25-34 age group, with 33% that strongly agreed (15), 27% agreeing (12), 27% remained neutral (12), 9% disagreed (4), and 4% strongly disagreed (2). Within the 35-44 age group, 25% of the respondents (8) strongly agreed, 41% (13) agreed, 22% (7) remained neutral, 6% (2) disagreed, and 6% (2) strongly disagreed. For the 45-54 age group, 21.5% of the respondents (3) strongly agreed, 43% (6) agreed, 21.5% (3) remained neutral, 7% (1) disagreed, and 7% (1) strongly disagreed. Within the 55-64 age group, 25% of the respondents strongly agreed (2), 62.5% (5) agreed, and 12.5% (1) disagreed. For the age group 65 or older, 100% of the respondents (2) agreed.
Discussion: The results show that 69 respondents (64%) agreed or strongly agreed that social media platforms have enhanced their overall customer experience with luxury fashion brands, indicating social media's positive impact on customer experience. These findings suggest that luxury brands' social media marketing efforts are generally successful in engaging customers during various stages of the CRM process. Their active presence on social media platforms like Instagram, Facebook, and TikTok allows them to capture their audience's attention, foster meaningful interactions, and showcase their latest collections and brand stories (Jahn, Kunz and Meyer, 2013). Younger respondents, particularly those aged Under 25, 25-34, and 35-44, generally perceived a more positive impact of social media on their customer experience. This could be attributed to the fact that younger generations of luxury consumers are more used to using social media platforms for various purposes, including engaging with brands and making purchasing decisions (Willesdorf, 2022). Luxury fashion brands' effective use of social media not only helps to build stronger customer relationships but also contributes to increased customer satisfaction and loyalty over time. By maintaining a solid and consistent social media presence, luxury fashion brands can continue to build brand awareness, enhance the overall customer experience, reach a wider audience and strengthen their connection with their target audience generating customer loyalty (Hajli, 2014).
On the other hand, 15 respondents (14%) disagreed or strongly disagreed, suggesting that not all customers have experienced an improvement in their interactions with luxury fashion brands on social media platforms. The responses were spread across all age groups, apart from the 65 or older group, with the highest concentration in the 25-34 and 35-44 age groups. This indicates that certain aspects of social media marketing or CRM strategies may not resonate with every customer. Personal preferences, which may include factors such as preferred social media platforms, the type of content that appeals to them, or the degree of personalisation they expect, can considerably impact an individual's perception of a brand's online presence. For some customers, relevance or engagement in social media content might result in a less satisfying experience, leading them to perceive the brand's online presence as less effective in meeting their needs. Luxury fashion brands should consider these diverse preferences and continuously assess and refine their social media and CRM strategies to cater to a broader audience and enhance the overall customer experience. By actively seeking to understand and address the concerns of these customers, brands can work towards developing more targeted and meaningful social media interactions that will contribute to better customer experiences and foster long-term relationships.

The remaining 23 respondents (21%) remained neutral, neither agreeing nor disagreeing with the statement. This could imply that for some customers, social media platforms may not significantly impact their overall experience with luxury fashion brands or that their experience has remained the same. More than half of the respondents (52%) were in the 25-34 age group. To convert these neutral users into customers, luxury fashion brands should analyse their preferences and engagement patterns, identifying the factors that could make their social media presence more impactful. Brands can invest in creating tailored content that addresses the needs and interests of this audience segment, using targeted messaging and personalised promotions to enhance their relevance and appeal.
Fewer respondents participated in the survey for the 55-64 and 65 or older age groups. This could be attributed to a lower level of engagement with social media platforms among these age groups or the convenience sampling method used in the survey, which limited the representation of these demographics. However, for those who did respond, the majority indicated a positive impact of social media platforms on their customer experience, suggesting that social media can still be influential in these age groups' customer lifecycle.
Question 9
	Question 9. Please rate your level of satisfaction with the after-sales services provided by luxury fashion brands, using a scale of 1 to 10, where 1 is "very unsatisfied" and 10 is "very satisfied".

	Rating
	Answers

	1
	0

	2
	3

	3
	0

	4
	1

	5
	9

	6
	10

	7
	15

	8
	27

	9
	21

	10
	21
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Results: Figure 38 illustrates that 21 respondents rated their satisfaction with after-sales services provided by luxury fashion brands a 10, 21 rated it a 9, 27 rated it an 8, 15 rated it a 7, 10 rated it a 6, 9 rated it a 5, 1 rated it a 4 and 3 rated it a 2, leading to an overall average satisfaction rating of 7.80 (Figure 39), indicating a generally positive perception among respondents.
Discussion: The analysis of the results reveals that most respondents had a positive experience with the after-sales services provided by luxury fashion brands. With 79% of participants rating their satisfaction as 7 or above, this suggests that luxury brands are generally meeting or exceeding customer expectations in this area. On the other hand, a smaller proportion of respondents reported lower satisfaction levels (21%), with 9% rating their satisfaction as 6, 8% rating it as 5, 1% as 4 and 3% as 2. This reveals that there is still room for improvement in some cases regarding after-sales services in the luxury fashion industry.

Question 10

	Question 10. To what extent do you agree or disagree with the following statement: “Loyalty programs are important in my decision to continue purchasing from luxury fashion brands.”

	Participants: 107


	

Options:
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree

	Answers:
	38
	40
	19
	6
	4

	
%
	
35%
	
37%
	
18%
	
6%
	4%
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Results: As illustrated in Figure 40, from 107 participants, 38 (35%) respondents strongly agreed, 40 (37%) agreed, 19 (18%) remained neutral, 6 (6%) disagreed, and 4 respondents (4%) strongly disagreed. 
Discussion: The above results indicate that most respondents (72%) either strongly agree or agree that loyalty programs are important in their decision to continue purchasing from luxury fashion brands. Among the different age groups, according to Figure 41, the 25-34 age group had the highest percentage of respondents who strongly agreed (16 respondents) and agreed (16 respondents) with the statement, indicating that loyalty programs are particularly important for this demographic. The Under 25, 35-44, and 45-54 age groups also showed a strong preference for loyalty programs, with most respondents either strongly agreeing or agreeing with the statement. In the 55-64 and 65 or older age groups, fewer respondents participated, but most of those who did participate either strongly agreed or agreed with the statement, suggesting that loyalty programs are still relevant and important for these age groups.
A smaller percentage of respondents (18%) remained neutral, neither agreeing nor disagreeing with the statement. This could indicate that loyalty programs might not be a deciding factor for these customers or that other factors, such as product quality, brand reputation, or customer service, play a more significant role in their decision to continue purchasing from luxury fashion brands. Only a small percentage of respondents (10%) disagreed or strongly disagreed with the statement. This suggests that loyalty programs are not essential for every customer, and luxury fashion brands should consider tailoring their loyalty program strategies to cater to the needs and preferences of their target audience.
The results show that most respondents generally perceive loyalty programs as important in their decision to continue purchasing from luxury fashion brands. However, it is important to mention that not many luxury brands offer loyalty rewards programs (Chitrakorn, 2021). Luxury brands often focus on exclusivity, high-quality products, and unique experiences, which may lead them to prioritise other aspects of customer engagement over loyalty programs. Despite this, the survey findings indicate a strong interest in loyalty programs among various age groups. Luxury brands could benefit from exploring the implementation of loyalty rewards programs that align with their brand values and positioning without compromising their image of exclusivity and luxury.
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[bookmark: _Toc133949732]Conclusion

This research has addressed the objectives outlined at the beginning of the study. By analysing primary and secondary data sources, the researcher gained valuable insights into the current state of social media marketing and customer relationship management strategies within the luxury fashion industry.
Firstly, the research has identified the current social media marketing strategies used in the luxury fashion industry. Reviewing relevant literature, it was found that luxury fashion brands primarily use platforms such as Instagram, Facebook, TikTok, Twitter, Pinterest and YouTube to engage with customers and promote their products. Influencer collaborations, storytelling, visually engaging content, and user-generated content are important strategies. The primary and secondary resources revealed that luxury fashion brands effectively utilised social media platforms for marketing and CRM purposes. By leveraging these platforms, they have been able to reach a wider audience, engage with their customers, and create a solid online presence. Findings from the primary data highlighted the significant role that luxury brands' social media presence and advertising campaigns play in customers' decision-making process to purchase their products. This underlines the importance of maintaining a strong online presence and crafting effective advertising campaigns to influence customer choices and drive sales. Moreover, most respondents agreed that the content shared by luxury brands is visually appealing and engaging, further emphasising the importance of social media marketing in the luxury industry.
Secondly, the research investigated the CRM strategies implemented in the luxury fashion industry. The literature review highlighted the importance of CRM in building and maintaining customer relationships, personalising marketing efforts, and fostering brand loyalty. The survey results further demonstrated that social media platforms significantly enhance the customer experience across different stages of the customer lifecycle, including after-sales satisfaction. However, it is essential for luxury fashion brands to recognise the diverse preferences and expectations of their customer base and adapt their strategies accordingly to cater to a broader audience. Furthermore, secondary resources indicated that not all luxury brands offer loyalty rewards programs, but those that do can significantly influence customer decision-making and encourage long-term relationships. The primary data collected indicated that loyalty programs play a significant role in customers' decisions to continue purchasing from luxury fashion brands, further emphasising the importance of CRM in this sector. By incorporating loyalty programs, brands can further enhance their CRM efforts and improve overall customer satisfaction.
Lastly, the researcher analysed the impact of social media platforms on customer relationship management in the luxury fashion industry. The findings from both primary and secondary data sources demonstrated that social media platforms play a crucial role in various stages of the customer lifecycle, including awareness, consideration, purchase, and retention. The survey results showed that most respondents agreed that social media platforms had improved their overall customer experience with luxury fashion brands. However, it is important to note that not all customers have experienced an improvement in their interactions with luxury fashion brands on social media platforms, highlighting the need for luxury fashion brands to continuously assess and refine their social media strategies, taking into account customer feedback and preferences.
This research has provided valuable insights into the current social media marketing and CRM strategies in the luxury fashion industry and the impact of social media platforms on customer relationship management. Luxury fashion brands must continue to evolve their strategies to stay competitive, serve their target audience, enhance overall customer experience and foster long-term relationships with their customers.

[bookmark: _Toc129808362][bookmark: _Toc133949733]Recommendations

· The role of social media platforms in driving brand awareness and sales for luxury fashion brands is significant, and their importance within the broader digital marketing landscape should not be underestimated. Brands need to stay current with the most recent trends and developments as technology continues to evolve and these platforms keep influencing consumer behaviour. To create effective marketing strategies for social media platforms, it is crucial to understand the preferences and expectations of users. In light of this, the following recommendations are meant to assist luxury brands in enhancing their social media presence and further developing their CRM strategies to better engage with this audience.
· Target age-specific social media strategies: Luxury fashion brands should tailor their social media strategies to cater to the preferences and needs of each age group, ensuring a more effective approach to customer engagement. By understanding and addressing the unique expectations of each demographic, luxury fashion brands can create tailored experiences that resonate with a broader audience. This could be achieved through targeted promotions, exclusive online offers, or seamless digital shopping experiences that appeal to customers across various age groups and foster stronger customer relationships.
· Diversify and expand social media presence: Luxury brands should maintain a presence on various social media platforms to reach a wider audience. The survey results revealed the popularity of platforms like Instagram and Facebook, but brands should also consider emerging platforms like TikTok to engage different customer segments, especially the younger generations. By creating tailored content for each platform, brands can effectively engage with their target audience and resonate with their unique interests and expectations. This customised approach to social media marketing enables luxury fashion brands to showcase their brand identity and product offerings in a way that is most appealing and relevant to the users of each platform.
· Implement or improve loyalty programs while preserving exclusivity: Survey results revealed the importance of loyalty programs in customers' purchasing decisions. Luxury fashion brands should consider implementing or enhancing their loyalty rewards programs to encourage repeat purchases and customer retention without sacrificing the exclusivity and prestige that characterise them. The literature review revealed that not many luxury brands currently offer loyalty programs, which presents an opportunity for brands to differentiate themselves in the market. Brands may effectively communicate the benefits and exclusive rewards to their customers by strategically structuring and promoting loyalty programs using social media platforms, building a sense of value and fostering long-term connections.
· Personalise content and interactions: The literature review revealed that personalisation plays a significant role in enhancing customer experiences. The survey results further emphasise this, as respondents indicated varying preferences and expectations from luxury fashion brands' social media presence. Luxury fashion brands should leverage customer data and insights from CRM tools to deliver more relevant content and communication, leading to better customer experiences.


[bookmark: _Toc133949734]Limitations

Despite the insights gained, this research is subject to several limitations. These limitations include, but are not limited to, the following factors:
· Sample size: The number of respondents participating in the survey may be relatively small, limiting the generalisability of the findings to the entire population of luxury fashion consumers.
· Convenience sampling: The survey employed convenience sampling, which means participants were not randomly selected, potentially leading to a biased sample that may not fully represent the larger population of luxury fashion consumers.
· Cross-sectional design: The study uses a cross-sectional design, capturing a snapshot of respondents' opinions and experiences at a specific point in time. This design may not account for potential changes in customer behaviour, preferences, or social media trends over time.
· Lack of qualitative data: The survey collected only quantitative data, which may not provide in-depth insights into the nuances of customers' experiences and preferences. A combination of quantitative and qualitative data could offer a richer understanding of the impact of social media on customer relationship management in the luxury fashion industry.

[bookmark: _Toc129808364][bookmark: _Toc133949735]Further research

To address the limitations and further enhance the understanding of the impact of social media platforms on customer relationship management in the luxury fashion industry, the following suggestions for further research can be made:
· Larger and more diverse sample: Conducting the study with a larger and more diverse sample would help to generate more accurate results and to increase the generalisability of the findings.
· Probability sampling method: Employing a random sampling method would reduce potential biases in participant selection and provide a more representative sample of luxury fashion consumers.
· Longitudinal study: A longitudinal study could track the same participants over time to capture changes in consumer behaviour, preferences, and social media trends, providing a more dynamic understanding of the impact of social media on CRM in the luxury fashion industry.
· Comparative analysis: Conducting a comparative analysis between different luxury fashion brands could provide valuable insights into the distinct characteristics of social media marketing and CRM strategies in the luxury fashion sector.
· Qualitative research methods: Incorporating qualitative research methods, like interviews, would help to gain deeper insights into customer experiences and preferences, as well as explore the nuances of social media interactions between luxury fashion brands and their customers.
· Investigating emerging platforms and technologies: As social media platforms and technologies continue to evolve, future research should explore their impact on CRM, including new technologies such as virtual reality or augmented reality experiences, and how luxury fashion brands can use them for more effective customer engagement.
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Social Media's Impact
on Luxury Fashion
CRM Survey

Purpose: To explore the impact of social media
platforms on customer relationship management
in the luxury fashion industry.
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1. Your participation in this survey is voluntary and your responses will be kept confidential.
Your personal information will not be disclosed or shared with any third party. The data
collected will be used for research purposes only and will be reported in aggregate form. By
participating in this survey, you agree to the terms of this privacy statement. *

O I agree
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2. What is your age? *
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Under 25
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3. What is your gender? *

O Woman
O Man

O Non-binary
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4. How frequently do you purchase luxury fashion items? *

O I have never purchased a luxury fashion item.
O Rarely - less than once a year.

Occasionally - 1-2 times a year.

Sometimes - 3-5 times a year.

Frequently - 6-10 times a year.

O O O O

Very frequently - more than 10 times a year.
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5. Which social media platform do you prefer to follow luxury fashion brands on? *
O Instagram
(O Facebook

TikTok

Youtube

Pinterest

O
O Titter
O
O
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6. Which luxury fashion brands do you follow on social media platforms from the st below? *
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7. In your experience, do luxury fashion brands’ social media presence and advertising
campaigns play a significant role in your decision to purchase their products? *

O Yes
O No
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8. To what extent do you agree or disagree with the following statement: *

Strongly Strongly
agree Agree Neutral Disagree disagree

Luxury
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9. To what extent do you agree or disagree with the following statement: *

Strongly Strongly
agree Agree Neutral Disagree disagree

Social media

platforms

have

improved my

overall

customer O O O O O
experience

with luxury

fashion
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10. Please rate your level of satisfaction with the after-sales services provided by luxury fashion
brands, using a scale of 1 to 10, where 1 is "very unsatisfied" and 10 is "very satisfied". *
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11. To what extent do you agree or disagree with the following statement: *

Strongly Strongly
agree Agree Neutral Disagree disagree

Loyalty

programs are

important in

my decision

to continue O O O O O
purchasing

from luxury

fashion
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3. How frequently do you purchase luxury fashion items?

1 have never purchased a lusury fashion tem. 13
Rarely - lessthan once ayear: 32
Occasionally- 12 times a year. 25
Sometimes -5 times a year 18
Frequently - 610 timesa year. 11
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4. Which social media platform do you
preferto follow luxury fashion brands on?
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5. Wich luxury fashion brands do you follow on social
media from the list below?
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6. In your experience, do luxury fashion brands' social media
presence and advertising campaigns play a significant role in your
decision to purchase their products?
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Question 7. Statement: "Luxury fashion brands effectively use

social media to build brand awareness and create a sense of
exclusivity."
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Question 8. Statement: “Social media platforms have improved my
overall customer experience with luxury fashion brands.”
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Question 9. Please rate your level of satisfaction with
the after-sales services provided by luxury fashion
brands, using a scale of 1 to 10, where 1 is "very
unsatisfied" and 10 is "very satisfied".

=D 25%
25 20% 20%
4%
9% gy

£
5 1% 0% 0%

10 9 8 7 6 5 4 3 2 1

m— Answers 21 21 27 15 10 9 1 0 E] 0

Percentage | 20% | 20% | 25% | 14% | 9% | 8% | 1% | 0% | 3% | 0%

30%
25%
20%
15%
10%
5%

0%




image31.png
Question 10

mStrongly agree W Agree

m Neutral m Disagree

u Strongly disagree




image32.png
= Under 25
w2534
a3544
misss
5564

65 or older

Question 10. Statement: “Loyalty programs are important in my decision to
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