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Abstract
With emphasis on H&M, this dissertation examines how social media marketing (SMM) affects brand recognition in the clothing sector. Fashion retailers working in fiercely competitive markets must comprehend how social media strategies affect brand recognition in a time when digital platforms have become essential to customer involvement (Dwivedi et al., 2021; Tafesse and Wien, 2021). In order to investigate the ways in which social media campaigns raise brand awareness, the study uses a qualitative secondary data approach, consulting industry and market reports (Statista, Euromonitor, Mintel), H&M's official social media content, digital marketing publications, and influencer marketing materials.
The Hierarchy of Effects (HoE) framework and Keller's Customer-Based Brand Equity (CBBE) model are used to frame the research, allowing for an organized investigation of how exposure, engagement, and perceived value affect consumer brand cognition and emotional reactions (Keller, 2003; Bilgin, 2020). Results show that through influencer partnerships, user-generated content, sustainability messaging, and visually consistent storytelling, H&M's social media marketing greatly increases brand salience and associations (Nguyen and Huynh, 2023; Yim, 2023). Facebook encourages community development and continuous communication, but Instagram is especially good at creating aspirational engagement (Park and Kim, 2022; Dwivedi et al., 2021). However, issues including perceived authenticity, content saturation, and skepticism about sustainability communication could limit these efforts' efficacy.
The study makes a theoretical contribution by highlighting the mediating function of emotional involvement in forming brand awareness and expanding the applicability of the CBBE and HoE frameworks to platform-specific social media contexts (Schouten, Janssen, and Verspaget, 2020). Practically speaking, the results offer fashion industry marketers useful insights, highlighting the significance of coordinating visual material, influencer trustworthiness, and transparency to optimize brand impact (Lou and Yuan, 2022; Vo Minh, 2022). Additionally, the dissertation highlights research needs, such as the requirement for platform-specific studies and a more thorough investigation of how consumers view sustainability messaging.
Overall, this study emphasizes how important strategic social media marketing is to building consumer-brand relationships and increasing brand awareness in the fast-fashion sector.
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	Abbreviation
	Meaning

	H&M
	Hennes & Mauritz

	MBA
	Master of Business Administration

	SM
	Social media

	SMM
	Social Media Marketing

	SNS
	Social Networking Sites

	UK
	United Kingdom

	ROI
	Return on Investment

	CSR
	Corporate Social Responsibility













[bookmark: _Toc220402485]Glossary
Brand Awareness
The extent to which consumers are able to recognize or recall a brand under different conditions.
Social Media Marketing
The use of social media platforms such as Instagram, Facebook, and Twitter to promote brands, engage customers, and influence consumer behavior.
Apparel Industry
An industry involved in the design, production, and retailing of clothing and fashion-related products.
Qualitative Research
A research approach focused on understanding concepts, opinions, or experiences through non-numerical data such as published articles, reports, and case studies.
Secondary Data
Data that has already been collected, published, and analyzed by other researchers or organizations, including journals, company reports, and industry publications.
Case study
An in-depth examination of a single organization or phenomenon to explore real-life contextual analysis.
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[bookmark: _Toc220402487]1. Introduction
The strategic use of social media platforms to engage customers with interactive and digital content while promoting businesses, goods, and services is known as social media marketing. Content development, influencer marketing, paid social media advertising, online brand communities, and real-time consumer interaction on sites like Facebook, Instagram, TikTok, YouTube, and X are all included. Compared to traditional marketing channels, social media marketing facilitates two-way contact between brands and consumers, enabling businesses to develop relationships, increase brand exposure, and influence consumer perceptions more successfully (Dwivedi et al., 2021). Because of this, social media marketing has emerged as a crucial strategic tool for contemporary businesses looking to boost customer engagement, brand visibility, and competitive advantage in an increasingly digital marketplace.
In the apparel and fast-fashion industry, social media marketing plays a particularly important role due to the sector’s visual, trend-driven, and fast-paced nature. Because fashion is visual, trend-driven, and rapidly evolving, social media marketing is essential to increasing brand exposure in the apparel business. To promote new collections and lifestyle branding, apparel businesses frequently use visually appealing posts, short-form videos, influencer partnerships, and user-generated content. For instance, interactive technologies like surveys, hashtags, and live-streamed fashion events boost audience engagement and brand recall, while fashion influencers are frequently utilized to push clothes to particular target demographics. Additionally, since customers demand brands to express ethical standards authentically through social media platforms, sustainability-focused messaging has grown in importance in the fast fashion industry (Hamid, Kaur, and Tan, 2023). As a result, successful social media marketing helps clothing companies stay current, set themselves apart from rivals, and develop a strong brand awareness among online shoppers. As a top fast-fashion retailer in the world, H&M makes heavy use of social media marketing to raise brand recognition and stay competitive. The company uses sustainability narrative, trend-focused digital ads, and influencer relationships to reach a wide global audience. The H&M Group (2023) claims that social media channels are also utilized to convey the company's corporate principles and environmental objectives, strengthening brand recognition and image. Using H&M as a case study, this dissertation investigates how social media marketing affects brand recognition in the clothing business.

[bookmark: _Toc220402488]1.1 Background to the Study
Social media has emerged as a key element of modern marketing, revolutionizing the ways in which companies interact, communicate, and establish connections with customers. The emergence of digital platforms has had a particularly significant impact on the garment business, which is known for its quick trend cycles, fierce competitiveness, and high levels of consumer interaction. Fashion brands mostly rely on timely communication, visual narrative, and aesthetic appeal—all of which are improved by social media sites like Facebook and Instagram. These platforms enable brands to promote their essential principles, showcase their identities, and engage directly with customers worldwide (Dwivedi et al., 2021). Social media's function in influencing consumer views and raising brand awareness has become crucial for maintaining competitiveness as digital marketing continues to grow.
[bookmark: _Toc220402489]1.2 Context of the Retail Brand: H&M
One prominent example of a worldwide brand that strategically uses social media to strengthen its market presence is the Swedish multinational fast-fashion retailer H&M. The company, which has operations in over 75 markets, makes considerable use of social media to communicate sustainability objectives, highlight influencer partnerships, and promote new collections (H&M Group, 2023). H&M posts eye-catching material, cultural themes, and campaigns centered on ethical production and environmental responsibility on Facebook and Instagram. By promoting interaction through comments, shares, and user-generated content, these platforms also allow the brand to sustain regular consumer engagement. In addition to increasing consumer engagement, this online presence helps the brand raise recognition and solidify its place in the cutthroat clothing market.
[bookmark: _Toc220402490]1.3 Statement of the Research Problem
Fashion brands use social media marketing extensively, although its true effect on brand awareness is still up for discussion in academic and professional settings. According to certain research, brand recall and recognition are improved by visually appealing content and regular social media communication (Islam & Rahman, 2022). Others, however, point out that the success of social media efforts might be constrained by digital oversaturation, inconsistent messaging, or poor content strategy (Osei-Frimpong et al., 2023). Additionally, fewer studies examine how consumers subjectively interpret and internalize social media information in relation to fashion brands, despite the fact that previous research frequently focuses on engagement measures like likes or comments. This leaves a gap in our knowledge of how H&M's social media tactics affect brand associations and consumer awareness.
[bookmark: _Toc220402491]1.4 Aim and Objectives of the Study
The aim of this dissertation is to investigate the impact of H&M’s social media marketing strategies- especially on Facebook and Instagram- on consumer brand awareness. To achieve this aim, the study is guided by the following objectives:
· To examine H&M’s social media marketing strategies on Facebook and Instagram.
· To analyze consumer perceptions of H&M’s social media content.
· To explore how H&M’s social media activity contributes to brand recall, recognition, and the development of brand associations.
To identify which types of social media content(sustainability campaigns, influencer collaborations, new collection promotions) have the strongest impact on brand awareness.
[bookmark: _Toc220402492]1.5 Research Questions
· How does H&M use Facebook and Instagram to enhance its brand awareness in the apparel industry?
· What type of social media content (e.g., promotional campaigns, influencer collaborations, and brand storytelling) is most effective in increasing consumer awareness of H&M?
· How do consumers perceive and emotionally respond to H&M’s social media marketing strategies?
· How does H&M’s approach to social media marketing reflect broader trends in the apparel industry’s use of digital platforms to build brand awareness?
[bookmark: _Toc220402493]1.6 Research Problem
Despite social media marketing's rise to prominence in the clothing business, little is known about how well it raises brand awareness. The majority of the literature currently in publication concentrates on quantitative engagement measurements, such as likes, comments, and shares; nevertheless, these metrics fall short of providing a comprehensive explanation of how consumers comprehend, internalize, and react to marketing messages in digital settings. Additionally, the oversaturation caused by the increasing amount of promotional content on social media platforms may limit consumer attention and lessen the impact of marketing messaging (Osei-Frimpong et al., 2023). The problem becomes more complicated when considering international fast-fashion companies like H&M. H&M promotes a variety of topics on social media, such as influencer partnerships, environmental projects, and new collections. It is unclear, therefore, which particular elements of these digital tactics most successfully raise consumer brand recognition or whether particular kinds of material are seen as more reliable or powerful. Furthermore, the complex, experience-based viewpoints of customers and marketing experts regarding the efficacy of H&M's social media communication are not sufficiently captured by the current research.
This gap emphasizes the need for a qualitative study that looks at how customers understand and interact with H&M's online material in addition to how visible it is. Deeper understanding of the psychological mechanisms underlying the development of brand awareness in digital environments may be obtained by such an inquiry. In order to comprehend how social media marketing affects customer perception in the fashion sector and how international businesses can more successfully use digital tools, it is imperative that this research challenge be addressed.
[bookmark: _Toc220402494]1.7 Relevance and Contribution of the Study
Understanding the impact of social media as becoming more and more crucial to comprehend how social media marketing affects brand awareness, especially in the clothing sector, where customer decision-making is greatly influenced by digital interaction. Customers' awareness, preferences, and views of fashion brands have changed as a result of social media. According to recent studies, fashion consumers use social media extensively to investigate trends, evaluate the validity of brands, and interact with brand communities (Sharma et al., 2022). By offering qualitative insights into how customers understand H&M's social media marketing and how these interpretations affect brand awareness, this study adds to the body of academic literature. From a managerial standpoint, the results can help clothing companies create more successful digital strategies that are suited to maintaining exposure in cutthroat markets and improving brand recognition.
[bookmark: _Toc220402495]1.8 Overview of the Dissertation Structure
There are five major chapters in the dissertation.
Chapter 1: Introduction- Establishes the study’s background, research problem, aims, objectives, and theoretical basis.
Chapter 2: Literature Review- critically examines existing research on social media marketing, brand awareness, and consumer engagement within the apparel sector.
Chapter 3: Methodology- Describes the qualitative research design: data collection methods, sampling strategies, and ethical considerations.
Chapter 4: Findings and Analysis- presents the findings derived from secondary data sources and systematically analyzes them in relation to the research questions and theoretical framework.
Chapter 5: Discussion and conclusion- Interprets the findings, highlights theoretical and managerial implications, acknowledges limitations, and provides recommendations for future research.
[bookmark: _Toc220402496]1.9 Theoretical Framework
Two important theoretical models are used in this dissertation: the Customer-Based Brand Equity (CBBE) model and the Hierarchy of Effects model. When customers are exposed to marketing communications, they go through stages of awareness, knowledge, liking, preference, conviction, and purchase, according to the Hierarchy of Effects model. When applied to social media, the model helps conceptualize how people become acquainted with H&M's brand through frequent exposure to digital content (Bilgin, 2020; Tafesse and Wien, 2021). In the meantime, developing great brand equity starts with building brand awareness, according to Keller's CBBE model. This concept states that increased awareness leads to improved consumer loyalty, perceived quality, and brand associations. By combining these theories, the study offers a methodical framework for examining how H&M's social media marketing initiatives affect brand equity and raise consumer brand awareness.
[bookmark: _Toc220402497]1.10 Summary of the Introduction
Using H&M as a case study, this introduction has described the history and importance of researching the connection between social media marketing and brand awareness in the clothing industry. The research problems, goals, objectives, and research questions that direct the study have been underlined. Additionally, the dissertation format and theoretical framework have been presented. By evaluating the body of research on social media marketing, brand awareness, and consumer involvement in fashion retail, the following chapter will expand on this basis.
[bookmark: _Toc220402498]













CHAPTER 2: LITERATURE REVIEW

[bookmark: _Toc220402499]2.1 Introduction
Social media refers to digital platforms that enable users to create, share, and interact with content while facilitating communication and community building among individuals and organizations. This chapter synthesizes findings from academic publications, industry reports, and market analyses published within the last five years (2020–2024) by integrating theoretical, empirical, and conceptual viewpoints. Within the frameworks of Keller's Customer-Based Brand Equity (CBBE) model and the Hierarchy of Effects model, the review examines how social media platforms like Facebook and Instagram affect customer perceptions, engagement, and awareness. This chapter establishes the justification for the current qualitative, secondary-data-based approach by highlighting important patterns, arguments, and knowledge gaps through a thorough synthesis.
Social media marketing has become a key component of contemporary marketing techniques, especially in industries like fashion and apparel that rely heavily on visuals. The emergence of digital platforms has changed how brands interact, communicate, and co-create value with customers (Dwivedi et al.2021). In addition to being advertising tools, social media platforms are participatory areas where customers express their preferences, build brand communities, and form brand perceptions. Social media offers a way to quickly reach audiences, communicate trends, and enable direct interaction for clothing firms, whose success depends on aesthetic appeal, timeliness, and cultural relevance. In this context, the development of brand awareness—which is the extent to which customers can identify or remember a brand in a variety of situations— is critical for establishing long-term brand equity and loyalty.
[bookmark: _Toc220402500]2.2 Social Media Marketing: Evolution and Dimensions
Beyond simple communication, social media marketing has developed into a complex strategic technique that includes electronic word-of-mouth (eWOM), entertainment, interactivity, trendiness, and customization (Shareef et al., 2021). Through these dimensions, brands collaborate with customers to co-create experiences in addition to disseminating information. Given their capacity to communicate aesthetic narratives, lifestyle alignment, and brand personality in succinct and captivating formats, visual and interactive platforms like Instagram and TikTok are especially powerful (Bazi et al., 2020). Social media's instantaneous nature helps firms stay top-of-mind and culturally relevant in fashion marketing, since trends change quickly. This increases the possibility that consumers will remember and recognize a brand.
In actuality, social media marketing increases brand exposure both directly and indirectly. Repeated exposure to branded information directly improves memory structures linked to the brand and boosts mental accessibility (Karimi et al., 2023). Through peer networks, customer interaction with content—likes, shares, comments, and involvement in branded campaigns—indirectly increases reach, generating social proof and enhancing the brand's prominence. Understanding the effects of social media marketing (SMM) in the fashion industry requires an understanding of how these direct and indirect processes interact. This is because awareness results are determined not only by the presence of material but also by the quality and relatability of engagement. This literature review's main goal is to critically analyze recent studies on how social media marketing (SMM) affects brand recognition in the clothing sector, with a focus on fast-fashion retailer H&M. Overall, the literature highlights social media marketing as a vital strategic tool for enhancing brand recognition and sustaining competitive advantage in the fast-fashion clothing industry.
[bookmark: _Toc220402501]2.3 Brand Awareness in Digital Environments
A key factor in customer decision-making and a cornerstone of the Customer-Based Brand Equity concept is brand awareness (Keller, 2003). It includes both recall, which is the process of recovering a brand from memory in pertinent consumption situations, and recognition, which is the consumer's capacity to identify a brand upon exposure. Repeated exposure to information on social media raises the likelihood of brand identification and recall, particularly when the content aligns with the consumer's identity or way of life (Schivinski et al., 2022). The cognitive and affective aspects of awareness are also highlighted by research, which shows that while visually appealing or emotionally evocative content creates good associations and improves memory, factual content increases understanding (Lee & Chen, 2021). Consequently, effective social media marketing in the apparel industry must strategically combine informative, visually engaging, and emotionally resonant content to maximize both brand recognition and recall, thereby strengthening overall brand equity.
Crucially, brand awareness is not an objective in and of itself; rather, it is a necessary condition for the development of deeper brand equity, such as associations, loyalty, and perceived quality. According to Zollo et al. (2020), social media content enhances brand salience by fostering positive sentiments toward the brand. This can result in higher purchase intentions and sustained customer loyalty. Because fashion trends are transient and businesses need to be visible to stay competitive, awareness is especially important in fast-moving consumer industries like clothing.
[bookmark: _Toc220402502]2.4 Theoretical Foundations: CBBE and Hierarchy of Effects
A strong theoretical framework for comprehending how social media marketing raises brand recognition is offered by the Customer-Based Brand Equity (CBBE) model. According to Keller (2003), building brand equity involves the following steps: raising awareness, forming brand associations, guaranteeing perceived quality, and cultivating loyalty. Every one of these phases involves social media marketing. Repeated exposure and interaction increase awareness; storytelling, influencer endorsements, and user-generated content create associations; peer validation, reviews, and carefully chosen content affect perceived quality; and continuous engagement and community-building initiatives strengthen loyalty. According to recent research, social media's effects are frequently mediated by experience and engagement elements rather than happening only as a result of direct exposure (Vo Minh, 2022; Karimi et al., 2023). Thus, social media marketing enhances brand equity primarily through engagement and experiential interactions rather than mere exposure.
In a similar vein, customer development through awareness, knowledge, liking, preference, conviction, and purchase is conceptualized by the Hierarchy of Effects model (Lavidge & Steiner, 1961). Social media's combination of exposure, quality information, and interaction speeds up this process. Digital platforms enable several steps to happen at once, in contrast to traditional advertising, which depended on a sequential progression. For instance, during a single Instagram session, a customer might learn about a business, interact with content, and create positive connections. According to research, interactive material like campaigns, influencer partnerships, and user-generated content (UGC) can greatly improve several phases of this hierarchy, especially awareness and liking (Osei-Frimpong et al., 2023). Therefore, social media accelerates and enriches the customer journey, making multiple stages of the Hierarchy of Effects more dynamic and interconnected.
[bookmark: _Toc220402503]2.5 Social Media Marketing Practices in the Apparel Industry
Social media's visual and interactive features have been leveraged by fashion brands to increase brand equity and awareness. Social media sites like Facebook, Instagram, and TikTok are used to provide a mix of amusing, instructive, and promotional content. Because consumers view influencer endorsements as legitimate and aspirational, studies show that influencer marketing is very effective at raising awareness (Alalwan, 2021). The possibility of internalizing brand messaging is increased via parasocial ties, in which customers form one-sided emotional bonds with influencers (Sharkasi & Rezakhah, 2023). Additionally, it has been demonstrated that UGC improves perceptions of authenticity and trust, which boosts brand salience and engagement (Ryan & Casidy, 2021). Collectively, these interactive and participatory strategies enable fashion brands to strengthen consumer awareness, foster trust, and build deeper emotional connections with their audiences.
In the clothing industry, social media campaigns now heavily incorporate sustainability themes. Brands that communicate sustainability authentically are more likely to create good connections and strengthen brand recognition, and consumers are increasingly looking for companies that exhibit ethical and environmental responsibilities (Sharma et al., 2022). According to research, digital platforms efficiently support these communications, enabling firms to share campaigns, report on their progress, and promote customer involvement in sustainability projects.
[bookmark: _Toc220402504]2.6 H&M’s Social Media Marketing Strategy
Influencer marketing, sustainability campaigns, new collection debuts, and interactive content are all part of H&M's multifaceted social media strategy as a worldwide fast-fashion company. A key component of these initiatives are the brand's Facebook and Instagram profiles, which provide aesthetically pleasing and visually consistent content that supports the brand's identity and is consistent with its Scandinavian tradition (H&M Group, 2023). According to research, consumers' perceptions of brand authenticity and moral responsibility are significantly shaped by H&M's sustainability messaging, such as the Conscious Collection campaigns (Nguyen & Huynh, 2023). These carefully curated digital efforts not only enhance brand visibility but also reinforce consumer trust and emotional engagement, contributing to stronger overall brand awareness.
In order to promote relatability, the brand also highlights diversity and inclusivity by showcasing real customer stories and models from a variety of backgrounds. Visual storytelling techniques increase emotional connection and make marketing messaging more memorable through carefully chosen photos, brief movies, and behind-the-scenes content (Perez & Lee, 2022). But there are issues, especially with relation to the overabundance of content and doubts about sustainability claims. Highly promoted content and frequent posting may cause tiredness and lower interest, according to studies (Hamid et al., 2023). Additionally, H&M is under fire for greenwashing because it is a fast-fashion company, which could lessen the effect of sustainability initiatives on brand recognition.
[bookmark: _Toc220402505]2.7 Consumer Engagement, Perceptions, and Behavioral Responses
Brand awareness and social media marketing are crucially mediated by consumer interaction. Narrative-driven and aspirational material boosts emotional engagement, educational posts promote cognitive engagement, and interactions like comments, shares, and hashtag involvement foster social engagement (Kim & Johnson, 2021). According to empirical research, interaction increases internalization of brand messages, which improves awareness and fortifies associations and trust (Vo Minh, 2022). Social media further influences perception and awareness results by enabling consumers to co-create brand meaning, engage in communities, and assess brands through peer networks (Zollo et al., 2020). Consequently, meaningful consumer engagement not only amplifies brand visibility but also deepens brand associations, trust, and long-term loyalty.
Customers' subjective perceptions of content, such as whether influencer partnerships are seen as genuine or aspirational, are crucial in determining awareness and consequent brand equity in the context of H&M. According to research, platform-specific features have an impact on engagement patterns; Facebook encourages community-based interactions, whereas Instagram promotes visual attractiveness and trend alignment (Park & Kim, 2022). These dynamics imply that, in addition to engagement measures, a qualitative investigation of consumer views can offer a deeper understanding of the processes by which social media material raises awareness.
[bookmark: _Toc220402506]2.8 Challenges and Critiques of Social Media Marketing
Social media has many advantages for raising brand awareness, but it also has several drawbacks. According to Osei-Frimpong et al. (2023), an excessive amount of promotional information might cause customer weariness, reduce attention, and lessen the impact of brand messaging. Due to social media's open nature, brands are also vulnerable to unfavorable reviews, which can spread swiftly and harm a brand's reputation. Maintaining awareness and trust requires effective management of such eWOM (Pourkabirian et al., 2021). Additionally, authenticity perceptions are being examined more closely, especially in relation to sustainability. To prevent charges of greenwashing, which can damage brand equity and awareness, fast-fashion companies like H&M must carefully match their language with their real operations (Yim, 2023). Because platform-driven content promotion can influence which customers see branded messaging, algorithmic considerations also affect visibility, creating potential bias in exposure and engagement (Zhang & Lin, 2023). Therefore, understanding these digital and ethical dynamics is essential for evaluating how social media marketing truly shapes consumer awareness and brand perception.
[bookmark: _Toc220402507]2.9 Literature Gaps
There are still a number of unanswered questions about SMM and brand awareness in clothing companies like H&M, despite a great deal of research(Dwivedi et al., 2021). First, a large portion of the literature relies on quantitative engagement indicators like likes, shares, and impressions, which fall short of capturing consumers' subjective interpretations and emotional reactions. Second, there are still few qualitative studies that look at how consumers view, absorb, and react emotionally to fashion-branded information. Third, despite H&M's widespread popularity, there is a dearth of study on particular fast-fashion businesses. Fourth, more research is needed to understand how sustainability messaging, authenticity, and brand recognition interact, particularly in light of the criticism surrounding fast fashion. Lastly, there is a need for in-depth, contextually rich analysis because research on platform-specific variations and their impact on consumer engagement and awareness outcomes is still lacking.
[bookmark: _Toc220402508]2.10 Conceptual Framework
This study offers a conceptual framework that integrates CBBE, the Hierarchy of Effects, and social media marketing features, building on the evaluated literature. Consumer awareness is influenced by social media content, such as product advertising, sustainability efforts, and influencer partnerships. Consumer views of authenticity and platform features serve as moderating factors, while engagement mechanisms like emotional, cognitive, and social interaction act as mediators. This framework directs the examination of secondary qualitative data and offers a lens through which to view how H&M's social media marketing enhances brand awareness in the clothing sector.











[bookmark: _Toc220402509]Figure 2.1: Conceptual Framework of social Media Marketing and Brand awareness in H&M
Social Media Marketing
· Visual content
· Influencer marketing
· User-generated content (UGC)
· Sustainability messaging
· Facebook & Instagram Activities





Consumer Engagement
· Emotional engagement
· Cognitive engagement
· Social engagement (like, shares)




Brand Awareness
· Brand Recognition
· Brand Recall
· Brand salience




         Moderating Factor
· Perceived Authenticity
· Platform Characteristics
Figure 2.1: Conceptual framework of social media marketing and brand awareness ( developed by the author based on Keller, 2003; Lavidge and Steiner, 1961; Dwivedi eal, 2021; Vo Minh, 2022; Hamid et al, 2023).

The conceptual framework for this study based on accepted theories and other empirical research on brand recognition, consumer involvement, and social media marketing. Keller's Customer-Based Brand Equity (CBBE) model and the Hierarchy of Effects model, which describe how marketing communications increase brand recognition and subsequent customer responses, serve as its main foundations.
Dwivedi et al. (2021), who emphasize the interactive and participatory character of social media platforms in influencing consumer perceptions, reinforce the connection between social media marketing strategies and consumer involvement. Vo Minh (2022) and Karimi et al. (2023), who contend that emotional, cognitive, and social interactions are important processes via which social media content affects brand awareness, support the mediating function of consumer participation in affecting brand-related outcomes.
Keller's (2003) CBBE model, which views brand awareness as the fundamental stage of brand equity, generated via repeated exposure and meaningful interaction, serves as the theoretical underpinning for the relationship between consumer engagement and brand awareness. Furthermore, the faster and sequential transition from awareness to affective responses in digital contexts is supported by the Hierarchy of Effects paradigm (Lavidge and Steiner, 1961). Together, these theoretical perspectives justify the proposed framework by explaining how social media–driven engagement mechanisms strengthen brand awareness and accelerate consumers’ progression through cognitive and affective stages of brand evaluation in digital environments.

Recent fashion and fast-fashion studies, especially those by Hamid, Kaur, and Tan (2023), which highlight the significance of authenticity and sustainability communication in influencing brand perceptions on social media, inform the inclusion of perceived authenticity and platform characteristics as moderating variables.
[bookmark: _Toc220402510]2.11 Educated Estimation
Educated estimation refers to a reasoned prediction based on existing literature, theoretical frameworks, and prior empirical evidence rather than direct empirical testing. According to the research, visually appealing and interactive material—especially on Instagram—should have a greater impact on brand awareness than passive or solely promotional content (Park and Kim, 2022; Lou and Yuan, 2022). Although perceived authenticity may have a moderating effect, sustainability programs are likely to enhance brand linkages. Influencer partnerships are expected to improve affinity and memory, particularly for younger customer demographics. It is anticipated that H&M's integrated content approach, which combines storytelling, user-generated content, and interactive elements, would produce both recognition and emotional involvement. Additionally, the study predicts that platform-specific variations will impact the kind and level of awareness produced, with Facebook promoting community-based connection and Instagram pushing aspirational involvement.
[bookmark: _Toc220402511]2.12 Research Aim and Questions
This dissertation's main goal is to investigate how customer brand awareness is impacted by H&M's social media marketing tactics, especially on Facebook and Instagram. The following research questions serve as the study's compass: How does H&M increase brand recognition on social media? Which kinds of material work best to increase consumer recall and recognition? What emotional reactions do customers have to H&M's social media marketing initiatives? Lastly, how are engagement and awareness outcomes influenced by platform-specific features? These inquiries serve as the foundation for all methodological choices and guarantee that the goals and research strategy are clearly aligned.
[bookmark: _Toc220402512]2.13 Summary
This study of the literature critically assessed recent studies on the connection between brand recognition and social media marketing in the clothing sector. It studied the ways in which content shapes customer perceptions, emphasized the multifaceted character of SMM, and looked at the theoretical foundation offered by CBBE and the Hierarchy of Effects. While admitting issues like content oversaturation and authenticity problems, empirical research shows the effectiveness of influencer partnerships, visual storytelling, sustainability campaigns, and user-generated content (UGC) in raising brand recognition. The qualitative, secondary-data method used in this study, which aims to investigate how H&M's social media strategy influences consumer views, engagement, and awareness, is justified by the gaps found.				
[bookmark: _Toc220402513]Chapter 3: Research Methodology
The study approach used to investigate how social media marketing affects brand awareness in the clothing industry—with a particular emphasis on H&M—is presented in this chapter. It describes the study philosophy, approach, strategy, methods for gathering and analyzing data, sample strategies, ethical issues, and constraints. The approach is made to guarantee academic integrity, openness, and congruence with the goals and research questions of the study.
[bookmark: _Toc220402514]3.1 Research Philosophy
The study employs an interpretivist research theory, which places a strong emphasis on using people's and organizations' subjective interpretations and experiences to analyze social phenomena. Instead of using numerical measurement to evaluate pre-existing theories, interpretivism is relevant for this study environment since it aims to investigate how consumers perceive, absorb, and react to H&M's social media material. The research attempts to produce rich, contextually grounded insights that quantitative methodologies can miss by concentrating on the subjective interpretations of marketing messages and customer involvement. This philosophical position is consistent with contemporary research on brand perception and digital marketing, which emphasizes the significance of interpretive and experiential factors in evaluating social media efficacy (Dwivedi et al., 2021; Vo Minh, 2022). Consequently, adopting an interpretivist stance enables the study to capture the nuanced ways in which H&M’s social media strategies shape consumer awareness and engagement beyond what purely quantitative metrics can reveal.
[bookmark: _Toc220402515]3.2 Research Approach
This study uses an inductive research approach, which permits theories and ideas to develop from observed patterns rather than being imposed beforehand. Given the exploratory character of the study, which aims to comprehend how H&M's social media marketing adds to brand awareness in a dynamic digital context, this strategy is especially appropriate. The production of theoretical insights based on observable data is made possible by the inductive technique, which makes it easier to find recurrent themes, patterns, and connections between social media content, interaction, and customer perception (Kizgin et al., 2020). Therefore, the inductive approach supports the emergence of context-specific understandings of how H&M’s social media activities influence brand awareness, allowing the research to build theory grounded in real-world observations.
[bookmark: _Toc220402516]3.3 Research Strategy
To give a thorough analysis of H&M's social media marketing strategies, a qualitative case study approach has been chosen. When examining intricate relationships like those between social media marketing and brand awareness, case studies are especially useful for providing a deep, contextualized understanding of real-world occurrences (Yin, 2018). The study can investigate how H&M uses different kinds of content, platform features, and engagement mechanisms to affect consumer impressions by concentrating on the company as a single case. Additionally, by using this approach, the researcher may examine how brand messaging, customer engagement, and awareness outcomes interact in a comprehensive way.
[bookmark: _Toc220402517]3.4 Data Type and Sources
This study only uses secondary qualitative data, which offers a rigorous and useful way to look into H&M's social media marketing without gathering primary data. Peer-reviewed scholarly journals, industry magazines, market research reports, corporate reports, and H&M's official social media accounts are some of the sources. While the qualitative character of the sources enables important insights into consumer views, engagement patterns, and brand awareness outcomes, the emphasis on data from the last five years guarantees currency and relevance (Sharma et al., 2022; Park & Kim, 2022). Because secondary data offers access to rich textual and visual content—such as posts, campaigns, and user interactions—that is crucial for comprehending the workings of social media marketing, it is especially appropriate for our study.
[bookmark: _Toc220402518]3.5 Data Collection Methods
This research will primarily rely on secondary data. Data will be drawn from a range of credible and authoritative sources, including peer-reviewed academic journals, industry and market research reports (e.g., Statista, Mintel, or Euromonitor), H&M’s official website and social media pages, and reliable digital marketing publications such as Forbes, Social Media Examiner, and Marketing Week. To ensure validity and reliability, all secondary sources will be selected based on the following criteria: Credibility: Only data from reliable academic, institutional, or business sources will be utilized. Currency: To guarantee relevancy to contemporary social media marketing strategies, preference will be given to data released within the last five years (2020–2024). Relevance: Sources must have a clear connection to brand awareness, social media marketing, and the retail or clothing industries. Accuracy and objectivity: To guarantee consistency and prevent bias, data will be cross-checked across several sources.
H&M's social media campaigns (from Facebook and Instagram) will be chosen based on thematic relevance to brand awareness objectives and engagement metrics like likes, shares, comments, and campaign reach. Triangulation will be made possible by data from several secondary sources, increasing the reliability and validity of the results (Dwivedi et al., 2021). A thorough examination of H&M's social media posts on Facebook and Instagram as well as an examination of existing scholarly and business literature comprised the data collection process. Thematic relevance, content kind, frequency, visual appeal, and engagement indicators like likes, shares, comments, and user-generated material were all considered while analyzing social media posts. In order to place H&M's operations amid larger industry trends and to triangulate insights regarding customer perceptions and brand awareness outcomes, market reports and scholarly studies were also examined. This method guarantees thorough coverage of both empirical data and theoretical ideas and is consistent with best practices in qualitative social media research (Ryan & Casidy, 2021; Nguyen & Huynh, 2023). By combining direct content analysis with secondary literature review, this approach ensures a comprehensive understanding of how H&M’s social media strategies shape consumer awareness and engagement within the apparel industry.




[bookmark: _Toc220402519]3.6 Data Table: Secondary Qualitative Data Sources
	Type of data
	Source
	Reason for credibility
	Purpose of this study

	Consumer-generated content
	User comments, reviews, hashtags (e.g., HMStyle, #HMConscious) on social media platforms
	Organic consumer expressions reflect real engagement and perceptions.
	To explore consumer reactions, brand associations, and perceived brand image.

	Corporate reports
	H&M group sustainability & annual reports (H&M group, 2023)
	Official company data, verified and authoritative
	To analyze H&M’s social media strategies, campaigns, and sustainability messaging

	Industry and market reports
	Statista, Euromonitor, Mintel, Fashion industry reports
	Produced by professional research organizations with validated methodology
	To provide industry context, trends and benchmarking of social media practices in the apparel sector

	Social media content
	H&M official Facebook and Instagram posts
	Direct source, observable data from the company’s official accounts
	To examine the type, frequency, engagement, and visual content of H&M’s campaigns

	Digital marketing publications
	Forbes, marketing week, social media examiner
	Written by industry experts, reputable and widely referenced
	To understand practical applications, case studies, and current trends in social media marketing

	Influencer marketing content
	Collaborations between H&M and fashion influencers on Instagram and TikTok
	Publicity accessible, authentic brand influences interactions.
	To assess the role of influencer partnerships in enhancing brand visibility and awareness.

	Web analytics and engagement insights
	Platform-based metrics (likes, shares, comments, views) are visible on Facebook and Instagram
	Platform-generated, real-time engagement indicators
	To support qualitative assessment of audience interaction and brand awareness indicators.



Because secondary qualitative data offers rich textual, visual, and factual evidence crucial to comprehending how H&M's social media marketing impacts brand awareness, the study uses it. To guarantee the veracity and validity of the data, only reliable sources were used, such as official social media accounts, company reports, peer-reviewed journals, and industry publications. The analysis is guaranteed to reflect current social media marketing methods in the fast-fashion business due to the use of recent sources, mostly from 2020 to 2024 (Sharma et al., 2022; Park & Kim, 2022). With an emphasis on brand awareness, consumer involvement, and the garment industry, each data source was selected based on its obvious relation to the study's goals. The validity of the results is increased and a thorough grasp of the theoretical and practical facets of social media marketing is provided by the triangulation of data from various sources, such as academic publications, H&M's official reports, industry reports, and social media posts (Dwivedi et al., 2021; Ryan & Casidy, 2021). Thematic content analysis of H&M's Facebook and Instagram posts, along with a critical evaluation of industry reports and literature, enables a comprehensive investigation of consumer views, influencer partnerships, sustainability messaging, and interaction patterns. This strategy guarantees that the study gathers significant insights while adhering to the described interpretivist ideology and inductive research methodology. 
[bookmark: _Toc220402520]3.7 Sampling Technique
Purposive sampling was used to choose pertinent secondary literature and social media posts. For H&M’s social media material, postings were chosen based on thematic relevancy to brand awareness objectives, including influencer marketing, sustainability campaigns, new collection debuts, and interactive content. To ensure relevant analysis, only postings with significant engagement and obvious customer interaction were included. Based on their reliability, recentness (2020–2024), and pertinence to the research issue, academic and industry sources were chosen. This sample technique guaranteed that the analysis was directly in line with the study topics and allowed for a targeted, contextually rich analysis of the content (Alalwan, 2021; Zollo et al., 2020). This purposive sampling approach ensures that the selected data and literature are directly relevant, credible, and capable of providing meaningful insights into H&M’s social media impact on brand awareness.
[bookmark: _Toc220402521]3.8 Data Analysis
A qualitative content analysis method will be used to examine the gathered data. In order to find recurrent themes, patterns, and tactics related to brand awareness, this approach entails methodically examining H&M's social media material and pertinent literature. Themes including customer interaction, visual storytelling, influencer participation, and brand identity will be used to code and categorize posts, images, and campaigns. This theme analysis will reveal how H&M's social media marketing strategies help raise brand awareness in the clothing sector. H&M's secondary literature and social media content were methodically examined using qualitative content analysis. In order to do this, posts and textual sources had to be coded based on topics like customer interaction, sustainability messaging, influencer partnerships, visual storytelling, and brand authenticity. A deeper knowledge of how various content kinds affect brand awareness was made possible by the identification of recurrent patterns and linkages made possible by thematic analysis. Platform-specific characteristics, such as Facebook's community engagement features and Instagram's visual emphasis, were also taken into account in the analysis. It was thought that using qualitative software tools, like NVivo, would increase analytical rigor by improving coding accuracy, data organization, and transparency (Kim & Johnson, 2021; Osei-Frimpong et al., 2023). This systematic approach ensured a comprehensive and nuanced understanding of how H&M’s social media strategies influence consumer perceptions and brand awareness in the apparel industry.
[bookmark: _Toc220402522]3.9 Ethical Considerations
Even though the study uses secondary data that is accessible to the public, ethical issues are still crucial. Only reliable websites and newspapers provided the data, guaranteeing privacy and intellectual property rights. All sources were properly cited to give credit to the original writers, and no private or sensitive customer information was gathered. The institutional review board granted ethical approval, attesting to the study's adherence to professional and academic norms. The integrity of the results was further improved by taking precautions to prevent bias in the selection and interpretation of the data (Sharkasi & Rezakhah, 2023). These ethical measures ensured that the research maintained academic integrity while responsibly handling publicly available secondary data.
[bookmark: _Toc220402523]3.10 Limitations of the Methodology
This approach has drawbacks despite its advantages. Access to direct customer perceptions and contextual elements that may affect brand awareness may be restricted if secondary data is the only source used. In a similar vein, purposive sampling may result in selection bias even when it is useful for theme relevance. Because the results are unique to H&M and could not be directly applicable to other clothing labels, the qualitative focus further restricts generalizability. The study critically assessed the reliability and applicability of all content and triangulated data from several sources in order to lessen these constraints (Dwivedi et al., 2021; Yim, 2023). By acknowledging these limitations and implementing rigorous data validation, the study ensures the findings remain credible and meaningful within the context of H&M’s social media marketing practices.
[bookmark: _Toc220402524]3.11 Summary
In conclusion, this chapter has presented a thorough technique for examining how H&M's social media marketing affects brand awareness. The study was led by an interpretivist philosophy and an inductive methodology, with a qualitative case study approach offering contextual depth. To guarantee academic rigor, secondary qualitative data was methodically gathered, subjected to thematic content analysis, and handled ethically. Despite these drawbacks, the technique is sound and appropriate for answering the research objectives, offering a solid basis for further examination and discussion in Chapters 4 and 5.













[bookmark: _Toc220402525]					CHAPTER 4: DATA ANALYSIS
The study of secondary data from H&M's Facebook and Instagram posts, together with pertinent business and scholarly literature, is presented in this chapter. To address the following study issues, the analysis uses thematic interpretation and qualitative content analysis: How does H&M raise brand recognition on social media? What kinds of content influence recall and recognition? What emotional reactions do customers have to H&M's social media marketing? What effects do platform-specific features have on awareness and engagement outcomes?
Visual storytelling and aesthetics, influencer marketing, sustainability messaging, community participation and user-generated content, platform dynamics, consumer perceptions and trust, risks and criticism, and other key topics found through coding comprise the framework of the analysis. Each theme is looked at separately, making links to previous research and demonstrating how H&M's operations follow (or deviate from) more general industry trends.
[bookmark: _Toc220402526]4.1 Visual Storytelling and Aesthetic Identity
One of the most noticeable aspects of H&M's social media content is its unified visual style, which promotes brand recall and strengthens the brand's identity. H&M regularly highlights simple, Scandinavian-inspired designs, tidy layouts, and subdued color schemes in its Facebook and Instagram posts. When consumers browse through feeds, they can easily recognize H&M's postings not just by their logo but also by their visual tone because to the visual style's consistency.
This approach is consistent with studies on fashion marketing, which shows that high-quality, visually appealing, and emotionally charged information improves memory recall and fortifies brand associations (Lee & Chen, 2021). Using lookbooks, short behind-the-scenes videos, and immersive photographs, H&M presents itself as a lifestyle brand rather than just a fast-fashion retailer. These narrative strategies produce a story that appeals to its wide, international audience because it is trendy, approachable, and inclusive. 
Additionally, the second and third stages of the CBBE (Customer-Based Brand Equity) model—brand connections and perceived quality—are supported by the visual storytelling (Keller, 2003). Consumers develop mental associations (such as "H&M is stylish, modern, and quality-conscious") and believe that the product quality may be higher even before making a purchase when they consistently come across carefully chosen, visually appealing information.
[bookmark: _Toc220402527]4.2 Influencer Marketing and Parasocial Connections
Influencer collaborations are a key component of H&M's social media strategy. Fashion influencers—both larger influencers with a wider audience and micro-influencers who closely align with certain customer segments—are included in many of H&M's Instagram posts. These influencers make the company seem more relatable and aspirational by frequently showcasing themselves in everyday situations while sporting H&M clothing.
By reaching influencer audiences, influencer marketing immediately raises brand recognition. Recent studies have shown that customers frequently form one-sided emotional links with influencers; these parasocial connections boost legitimacy, trust, and the possibility that brand messaging will be internalized (Sharkasi & Rezakhah, 2023). Followers are more likely to remember and think about H&M when a reliable influencer wears and promotes the brand.
Coding H&M's postings reveals that some influencer campaigns receive more likes, comments, and shares than typical product posts. Influencers share personal tales, style tips, and behind-the-scenes photos in addition to "here's an outfit" content. In line with research by Lou and Yuan (2022), who stress that genuine, well-targeted influencer material improves brand credibility and consumer attitudes, this narrative richness increases emotional engagement and reinforces brand connections.
[bookmark: _Toc220402528]4.3 Sustainability Messaging and Ethical Branding
H&M's social media communication is becoming more and more focused on sustainability. Prominently displayed on Facebook and Instagram, the "Conscious Collection" promotions incorporate instructional infographics, behind-the-scenes production videos, and styling content that highlights more environmentally friendly clothing. The purpose of these posts is to portray H&M as socially and environmentally conscientious.
This is consistent with more general developments in the clothing sector, where social media is utilized to convey sustainability, enhancing consumer trust and brand image (Sharma et al., 2022). By using such messages, H&M hopes to present itself as a fast-fashion company that is also changing in response to environmental issues. Perceived authenticity of sustainability statements has a significant impact on brand awareness, according to secondary literature (e.g., Nguyen & Huynh, 2023). Customers who believe that claims are sincere typically establish stronger, more positive associations.
But the report also highlights possible dangers. Some posts receive negative feedback; some wonder if H&M's sustainability rhetoric is consistent with its actions. Academic critics have extensively documented this skepticism: apparent greenwashing can erode the confidence established via sustainability marketing (Yim, 2023). When posts about recycling programmes or eco-collections are regarded as shallow, they may create interaction but fail to transfer into deeper, trustworthy brand equity.
[bookmark: _Toc220402529]4.4 Community Engagement and User-Generated Content
Additionally, H&M encourages participation through interactive campaigns and user-generated content (UGC). The company frequently reshares customer posts on its official accounts and invites fans to upload their own ensembles using branded hashtags (such as #HMxME). This tactic fosters a feeling of community and belonging around the brand in addition to amplifying organic content.

The effectiveness of UGC in boosting brand authenticity and trust is demonstrated by empirical research (Ryan & Casidy, 2021). H&M creates a bridge between the brand and the consumer by presenting actual customers in authentic environments, which increases the brand's perceived accessibility and credibility. According to the content study, user-generated content (UGC) posts frequently garner very high interaction, indicating that consumers place a higher value on peer representation than on polished, brand-only content.
Additionally, H&M's social media mix includes interactive features like polls, story quizzes, and comment prompts. By facilitating two-way communication, these features allow customers to participate in the brand's story. In social media marketing, such interactive methods are consistent with predicted engagement mediators: followers become co-creators instead of passively consuming information, which improves emotional investment and recall (Vo Minh, 2022). Consequently, these interactive strategies not only strengthen brand awareness but also deepen consumer loyalty by fostering a sense of involvement and ownership in the brand experience.
[bookmark: _Toc220402530]4.5 Platform Characteristics and Content Dynamics
The investigation revealed platform-specific variations. Facebook is more frequently used for community-building, brand updates, and informal storytelling (e.g., announcements, events, interactive campaigns), whereas Instagram seems to be the hub for aspirational, high-visual content (lookbooks, influencer outfits, sustainability storylines).
These variations are significant because platform characteristics affect how viewers react and consume material. Facebook's wider demographic and community-driven features enable longer-form engagement and conversation, while Instagram's focus on photographs and short-form video makes it perfect for bolstering visual brand identity and popular styles. This finding is consistent with Park & Kim's (2022) discovery that the effectiveness of social media marketing in fashion retail is strongly impacted by platform fit.
Additionally, the study shows that Facebook postings are scheduled to encourage engagement, for as by requesting comments or providing links to sustainability blog articles, but Instagram posts are more frequent during collection launches or seasonal campaigns. According to the Hierarchy of Effects (Lavidge & Steiner, 1961), these strategic variations demonstrate how H&M is adapting its content to the affordances and audiences of each platform, increasing the possibility of awareness and engagement.
[bookmark: _Toc220402531]4.6 Consumer Perceptions, Trust, and Emotional Response
Beyond strategy and content, it's critical to comprehend how customers view and react to H&M's social media marketing. Although original consumer interviews are not gathered for this study, consumer sentiment can be inferred from the content analysis of comments, user-generated content, and secondary literature.
A number of recurrent trends emerge: users frequently express admiration, desire, or style inspiration in reaction to influencer content; comments to sustainability posts are varied, with some praising H&M's transparency and others casting doubt on the brand's environmental legitimacy. Posts featuring regular customers or user-generated content (UGC) frequently receive more "relatable" comments, indicating that genuineness strikes a deeper chord than carefully chosen influencer photos.
Academic research supports these findings: long-term brand equity is closely associated with customer trust and perceived authenticity (Nguyen & Huynh, 2023; Yim, 2023). Brand awareness is increased and internalized in a way that may affect future loyalty and purchasing behavior when followers believe H&M's messaging are sincere and consistent with real-world values.
[bookmark: _Toc220402532]4.7 Risks, Criticisms, and Negative Feedback
The data shows persistent difficulties notwithstanding H&M's success in implementing social media techniques. Greenwashing skepticism is one enduring problem. Cynical opinions can be seen in some comment threads beneath sustainability campaigns; fans wonder if H&M's recycled or sustainable collections are genuinely moral or if they are just a marketing gimmick. Such sentiment runs the danger of undermining perceived brand authenticity, particularly for a fast-fashion company that has a history of being criticized for excessive consumption.

Content weariness is an additional risk. According to the data, certain postings have less engagement than anticipated during times of high posting (such as when a new collection is released), and comments sometimes show saturation or apathy. This is consistent with research that cautions against oversaturation through frequent, heavily promoted social media posts, which can weaken the efficacy of brand messaging (Osei-Frimpong et al., 2023). Therefore, managing posting frequency and balancing promotional content with engaging, meaningful material is essential to sustain consumer attention and protect brand awareness.
Lastly, there is the problem of algorithmic bias: reach and visibility are determined by platform algorithms, and not all followers see every post. Even though H&M's high-volume strategy might produce a lot of postings, certain content might go unnoticed or receive little interaction due to algorithmic screening, particularly in demographic groups that are less in line with platform trends (Zhang & Lin, 2023). These limitations make it more difficult for H&M to consistently raise awareness among all audience segments.
[bookmark: _Toc220402533]4.8 Synthesis: Linking Back to Research Questions
When synthesizing the themes identified, several insights directly address the research questions:
1. How does H&M use social media to enhance brand awareness?
H&M employs a multifaceted content strategy that includes visually consistent aesthetic narrative, influencer partnerships for reach and aspirational value, sustainability messaging for moral connotations, and user-generated content (UGC) for authenticity.
2. Which content types are most effective for recognition and recall?
While user-generated content (UGC) plays a significant role in memory and emotional resonance, influencer material and visually rich storytelling seem to drive the strongest recognition. Although connections may be strengthened by sustainability content, perceived authenticity has a significant influence on recall.
3. How do consumers perceive and emotionally respond to H&M’s social media marketing?
Customers exhibit engagement motivated by community, inclusivity, and style inspiration. But skepticism about greenwashing shows that people's feelings are conflicted; sincerity and trust are not always embraced.
4. How do platform-specific features influence engagement and awareness?
Facebook encourages deeper conversations and community involvement, while Instagram promotes visual recognition and aspirational material. H&M's approach appears to be aware of these affordances, adjusting the frequency and style of material appropriately.
[bookmark: _Toc220402534]4.9 Implications for Brand Equity
H&M employs a multifaceted content strategy that includes visually consistent aesthetic narrative, influencer partnerships for reach and aspirational value, sustainability messaging for moral connotations, and user-generated content (UGC) for authenticity. From the standpoint of the CBBE model, H&M's social media initiatives provide a substantial contribution to the components of brand equity. Salience (awareness) is strengthened by repeated exposure through visually consistent material and influencer collaborations. UGC, sustainability narratives, and storytelling all improve brand associations (Tafesse and Wien, 2021). Influencer credibility and peer approval support perceived quality, and community-building initiatives and regular participation foster loyalty.

Furthermore, social media may accelerate several stages at once, according to the Hierarchy of Effects concept. The path to brand preference and conviction may be shortened by H&M's content, which frequently combines awareness (exposure), liking (emotional appeal), and knowledge (informative sustainability articles).
[bookmark: _Toc220402535]4.10 Strengths and Limitations of Analysis
This analysis's deep, contextual understanding of H&M's social media activities, which is based on both content analysis and triangulation with academic research, is one of its main advantages. The analysis highlights brand-specific subtleties while placing H&M's strategy within larger industry patterns by utilizing current academic studies (e.g., Nguyen & Huynh, 2023; Osei-Frimpong et al., 2023). Consequently, this integrated approach provides a robust foundation for understanding how H&M's social media marketing influences consumer perceptions and brand awareness in the apparel sector.
But there are still restrictions. The study cannot access private customer reflections, purchase data, or the internal motivations driving participation because it depends on secondary sources and publicly accessible content. Although comment analysis can reveal customer opinion, it cannot replace focus groups or in-depth interviews. Furthermore, it's possible that less visible content was left out of the purposive sampling of social media posts, which could skew results in favor of highly prominent or engaged campaigns.
[bookmark: _Toc220402536]4.11 Summary of Key Findings
In summary, the data analysis demonstrates that H&M’s social media marketing approach effectively leverages visual storytelling, influencer engagement, sustainability messaging, and user-generated content to reinforce brand awareness. Platform-specific tactics further boost content efficacy. However, there are issues with content saturation, algorithmic exposure, and greenwashing. These results show how H&M manages the intricate relationship between digital engagement, ethical positioning, and aspirational branding, which enhances consumer associations and brand recognition. The knowledge gained here serves as a foundation for Chapter 5, which discusses the findings in terms of theory, managerial ramifications, and suggestions for H&M's future social media strategy.
















[bookmark: _Toc220402537]Chapter 5: Discussion
[bookmark: _Toc220402538]5.1 Introduction
The results from Chapter 4 are discussed and interpreted in this chapter in light of the study's objectives and research questions. This dissertation sought to determine how customer brand awareness in the clothing business was affected by H&M's social media marketing tactics, namely on Facebook and Instagram. The Hierarchy of Effects framework and Keller's Customer-Based Brand Equity (CBBE) model, which have both been extensively used in recent branding and social media research to explain how marketing communications affect awareness, associations, and consumer responses in digital environments, serve as the basis for this discussion (Tafesse and Wien, 2021; Nguyen and Huynh, 2023). These models guide the interpretation of H&M’s social media impact on brand awareness and consumer engagement.
Overall, the results indicate that H&M's social media marketing greatly raises brand recognition through user-generated content, influencer partnerships, sustainability communication, and visually consistent storytelling. This corroborates earlier research showing that brand identification and recall in the fashion industry are significantly influenced by visual appeal, influencer credibility, and interactive engagement (Lou and Yuan, 2022; Park and Kim, 2022). As evidenced by platform-specific marketing efficacy found in recent clothing marketing research, Instagram became the main channel for aspirational brand building, while Facebook promoted community involvement and continuous connection (Dwivedi et al., 2021).  The results, however, also highlight issues with perceived authenticity, content saturation, and skepticism regarding sustainability messaging, which may limit the efficacy of social media marketing results, especially in the context of fast fashion (Yim, 2023; Osei-Frimpong et al., 2023). This chapter answers the research questions of the study and emphasizes the theoretical and managerial implications of the findings by analyzing them in light of current theory and research.
[bookmark: _Toc220402539]5.2 Use of Qualitative Secondary Data in the Discussion
[bookmark: _Toc220402540]5.2.1 Dataset Content1: Industry and Market Reports (Statista, Euromonitor, Mintel)
Statista, Euromonitor, and Mintel's industry and market studies offer crucial contextual information about the function of social media marketing in the worldwide garment business. According to these reports, social media is the main source of brand exposure for fashion stores, with Instagram being the most important channel because of its high engagement rates and visual focus. The relevance of H&M's platform-focused strategy is further supported by recent industry data that indicates clothing brands that invest in visually rich and interactive social media strategies achieve higher levels of brand recall and recognition compared to those that rely on traditional digital advertising formats (Statista, 2023; Euromonitor, 2022). These findings highlight the importance of platform-specific, visually engaging social media strategies for enhancing brand awareness.
Additionally, Mintel's analysis of the fashion sector highlight the increasing significance of sustainability communication and influencer marketing as means for raising awareness, especially among younger customer segments. These findings do, however, also highlight growing consumer cynicism over fast-fashion sustainability claims, indicating that knowledge increases can be brittle if they are not backed by credible measures. Although H&M's social media presence increases brand visibility, issues with authenticity and trust may restrict the long-term efficacy of awareness outcomes, according to industry-level evidence (Mintel, 2023; Yim, 2023). Industry evidence suggests that H&M’s social media boosts brand visibility, but authenticity and trust remain key challenges.
[bookmark: _Toc220402541]5.2.2 Dataset Content 2: H&M Official Facebook and Instagram Content
Direct insight into how H&M operationalizes its social media marketing plan to increase brand awareness may be gained by analyzing the company's official Facebook and Instagram posts. High-quality images, brief videos, influencer style, and unified brand aesthetics predominate in Instagram content, all of which improve instant visual salience and brand recognition. According to branding theory, which emphasizes consistency as a major driver of awareness, the recurrence of visual themes, logos, and campaign narratives across postings strengthens brand recall (Park and Kim, 2022). Consistent visual content on Instagram reinforces brand recall and strengthens H&M’s overall brand awareness.
Direct insight into how H&M operationalizes its social media marketing plan to raise brand awareness may be gained by analyzing the company's official Facebook and Instagram posts. High-quality images, brief videos, influencer style, and unified brand aesthetics predominate in Instagram content, all of which improve brand awareness and visual salience right away. According to branding theory, which emphasizes consistency as a major driver of awareness, the repetition of visual themes, logos, and campaign narratives seen throughout postings strengthens brand recall (Park and Kim, 2022). Repeated visual themes and consistent branding on Instagram enhance H&M;s brand recall and awareness.
[bookmark: _Toc220402542]5.2.3 Dataset Content 3: Digital Marketing Publications (Forbes, Marketing Week, Social Media Examiner)
From a practitioner's point of view, insights from digital marketing magazines like Forbes, Marketing Week, and Social Media Examiner aid in understanding H&M's social media strategies. The transition from commercial broadcasting to narrative, authenticity, and community involvement as critical success criteria in social media marketing is regularly highlighted by these sources. The idea that H&M's approach matches current best practices in digital fashion marketing is strengthened by the connection between these industry suggestions and the company's observed content strategy (Forbes, 2022; Marketing Week, 2023). Industry publications confirm that H&M’s social strategy aligns with current best practices in fashion marketing.
These articles also highlight the increasing problem of content saturation and decreasing organic reach as a result of algorithmic competition. The discussion's conclusion that regular promotional posting may eventually lower engagement and lessen the impact of brand recognition is supported by this background. The mixed emotional reactions to H&M's sustainability-focused social media content can be explained, according to practitioner commentary, by consumers' growing appreciation of transparency and credibility, especially in sustainability messaging (Osei-Frimpong et al., 2023; Nguyen and Huynh, 2023). Practitioner insights suggest that content saturation and trust issues can limit the effectiveness of H&M’s social marketing.
[bookmark: _Toc220402543]5.2.4 Dataset Content 4: Influencer Marketing Content (Instagram and TikTok Collaborations)
Influencer marketing content that highlights H&M's partnerships with fashion influencers on Instagram and TikTok offers insightful information about how third-party endorsement can raise brand awareness. Influencer postings frequently incorporate brand allusions, lifestyle photos, and personal anecdotes, which makes H&M's merchandise seem more approachable and desirable. This type of content benefits from influencer credibility, which is commonly acknowledged as a crucial component in raising awareness in fashion marketing, and expands brand reach beyond corporate channels (Lou and Yuan, 2022). Influencer credibility and content amplify H&M’s reach and strengthen brand awareness in the fashion market.
However, examination of engagement trends indicates that perceived authenticity has an impact on influencer collaborations' efficacy. While sustainability-focused partnerships can elicit suspicious reactions, influencers whose own brand values strongly align with H&M typically generate more positive engagement. This is consistent with more general research showing that influencer marketing works best to raise brand awareness when consumers believe the endorsement is sincere rather than motivated by profit, especially in fast-fashion settings where ethical issues are significant (Nguyen and Huynh, 2023; Yim, 2023). Influencer marketing is most effective in boosting H&M’s brand awareness when endorsements are perceived as authentic.
[bookmark: _Toc220402544]5.2.5 Summary of the Four Datasets (Integrated Discussion Summary)
When taken as a whole, the four qualitative secondary data sources offer a thorough grasp of how H&M's social media marketing affects brand recognition in the clothing sector. Social media, especially Instagram, is a vital medium for raising awareness in fashion retail, according to industry and market reports, which also emphasize the growing worries over sustainability credibility. Through visual uniformity, platform-specific tactics, and interactive engagement, H&M's official social media content exemplifies how these industry trends are implemented in practice.
By connecting these strategies to current industry best practices and new issues like content saturation and dwindling organic reach, digital marketing publications support their strategic relevance. Lastly, influencer marketing content reveals the moderating impact of authenticity in influencing consumer reactions while also demonstrating how brand visibility is increased through reliable third-party voices. Together, these datasets bolster theoretical branding frameworks and current industry insights by demonstrating that H&M's social media marketing increases brand awareness most successfully when visual appeal, influencer credibility, and transparency are aligned (Dwivedi et al., 2021; Park and Kim, 2022). These insights show that H&M’s social media most effectively builds brand awareness when visual appeal, influencer credibility, and transparency are aligned.
[bookmark: _Toc220402545]5.3 Discussion of Findings in Relation to Research Questions
· RQ1: How does H&M use Facebook and Instagram to enhance its brand awareness in the apparel industry?
The results show that H&M carefully adjusts its content to each platform's affordances. Through carefully chosen photos, influencer style, and short-form videos, Instagram is leveraged to create visual salience that improves brand awareness right away. Facebook, on the other hand, encourages interactive ads, conversations, and longer-form stories that gradually increase brand familiarity.

According to recent research, matching content style to platform capabilities is essential for successful social media marketing in fashion retail (Park and Kim, 2022; Tafesse and Wien, 2021). This platform-specific strategy is in line with these findings. Repeated exposure to visually consistent information improves brand salience, the first stage of brand equity, according to CBBE (Keller, 2003). Consistent, platform-tailored content enhances brand salience and strengths H&M’s brand equity.
· RQ2: What type of social media content (e.g., promotional campaigns, influencer collaborations, and brand storytelling) is most effective in increasing consumer awareness of H&M?
According to the findings, influencer-generated content and visually rich storytelling are the best ways to increase brand recall and recognition. Influencer partnerships increase reach and trustworthiness, and narrative-based visual material aids in the retention of brand cues.

This confirms earlier research showing that in fashion contexts, influencer authenticity and aesthetic consistency greatly increase brand exposure and memorability (Lou and Yuan, 2022; Schouten, Janssen, and Verspaget, 2020). Concerns expressed in current sustainable marketing literature are echoed by the fact that while sustainability programs improve brand associations, their effect on awareness depends on customer trust.
· RQ3: How do consumers perceive and emotionally respond to H&M’s social media marketing strategies?

Mixed but insightful emotional reactions are revealed by consumer responses deduced from comments and engagement patterns. Positive feelings like inspiration, relatability, and aspiration are frequently evoked by influencer and user-generated material. Posts about sustainability, on the other hand, frequently elicit conflicting responses, from admiration to skepticism.

This result supports previous research demonstrating that perceived authenticity and value alignment have a significant impact on emotional involvement on social media (Yim, 2023; Osei-Frimpong et al., 2023). The relationship between exposure and deeper brand associations seems to be mediated by emotional reactions, indicating that awareness on its own is insufficient in the absence of credibility and trust.
· RQ4: How does H&M’s approach to social media marketing reflect broader trends in the apparel industry’s use of digital platforms to build brand awareness?
H&M's strategy is similar to more general trends in the clothing business, including the move toward community-driven involvement, ethical narrative, and influencer marketing. A broader shift from one-way promotion to co-creation and participatory branding is shown in the incorporation of UGC and interactive features (Dwivedi et al., 2021; Vo Minh, 2022). H&M’s approach reflects broader fashion industry trends toward community engagement, co-creation, and influencer-led marketing.
But the problems noted—sustainability skepticism, algorithmic exposure limitations, and content saturation—are also industry-wide, suggesting that H&M's experience is typical rather than exceptional of the larger fast-fashion business.
[bookmark: _Toc220402546]5.4 Theoretical Implications
The results show how several brand equity aspects can be simultaneously activated through social media, which theoretically expands Keller's CBBE model. In a single contact, H&M's material frequently elicits awareness, an emotional reaction, and brand connections, indicating a shortening of traditional brand-building phases in digital environments.

Similar to this, consumers may move nonlinearly from exposure to like and preference as a result of emotionally charged and influencer-mediated information, which partially undermines the Hierarchy of Effects concept. This lends credence to recent claims that social media speeds up and modifies conventional consumer decision-making processes (Bilgin, 2020; Tafesse and Wien, 2021). Social media can accelerate consumer decision making, causing nonlinear movement through the hierarchy of effects,
[bookmark: _Toc220402547]5.5 Addressing the Literature Gap
By offering a qualitative, platform-specific examination of how social media marketing affects brand awareness in a fast-fashion context using secondary data, this study adds to the body of previous knowledge. This study highlights the importance of qualitative content and engagement analysis in capturing actual brand-consumer interactions on social media platforms, whereas much of the previous research in this field has relied on quantitative surveys or experimental designs to measure consumer responses (Tafesse and Wien, 2021; Dwivedi et al., 2021). This study emphasizes the value of qualitative, platform-specific analysis for understanding brand consumer interactions on social media.
By employing H&M as a case study, the study demonstrates how brand equity frameworks like Keller's Customer-Based Brand Equity (CBBE) model function in real-time digital contexts, bridging the gap between abstract branding theory and applied managerial practice (Park and Kim, 2022). The results also emphasize the moderating function of perceived authenticity in sustainability communication, a topic that has not received enough attention in studies on fast-fashion branding. This backs up recommendations for more in-depth research on how ethical social media messaging affects brand awareness and perceptions in sectors that are frequently criticized for their environmental impact.
[bookmark: _Toc220402548]5.6 Conceptual Framework for Interpreting the Findings
The study's conceptual framework describes how three key mechanisms—visual appeal, influencer credibility, and perceived transparency—interact to affect brand recognition in the clothing industry through H&M's social media marketing initiatives. The framework demonstrates how these components interact together to drive consumer awareness results in digital environments by drawing on findings from industry reports, social media content analysis, digital marketing publications, and influencer marketing content.
The framework's main awareness trigger is visual appeal since brand salience and recognition are increased through frequent exposure to visually appealing and visually consistent information. High-quality imagery, short-form video content, and unified brand aesthetics all contribute to instantaneous brand recall, as evidenced by H&M's Instagram and Facebook activity. This supports established branding theory, which views salience as the cornerstone of customer-based brand equity (Dwivedi et al., 2021; Park and Kim, 2022). The early phases of the Hierarchy of Effects paradigm, where exposure comes before cognitive and emotional processing, strongly correspond with this visual dimension.
The second essential element of the architecture is influencer credibility, which amplifies message credibility and brand visibility. Influencer partnerships on TikTok and Instagram expand H&M's reach outside of corporate-owned platforms while gaining from parasocial connections and perceived authenticity. Influencer endorsements increase awareness most successfully when audiences believe the influencer-brand relationship is sincere and value-aligned, which reinforces both brand recognition and positive associations, according to recent fashion marketing research (Lou and Yuan, 2022; Nguyen and Huynh, 2023). Influencer credibility enhances H&M;s brand awareness when endorsements are perceived as authentic and value-aligned.
Within the conceptual framework, transparency functions as a moderating factor, especially in sustainability communication. Although brand connections and awareness can be strengthened by sustainability-focused content, its efficacy depends on customer trust and perceived sincerity. Exaggerated or unclear promises may cause mistrust, which would reduce awareness outcomes despite high visibility, according to insights from digital marketing publications and consumer interaction patterns. This moderating influence of transparency emphasizes the significance of reliable, fact-based communication in maintaining brand recognition and reflects emerging concerns about greenwashing in the fast-fashion industry (Yim, 2023; Osei-Frimpong et al., 2023).
Transparency is crucial in sustainability communication, as trust and credibility determine its impact on H&M’s brand awareness.
The framework as a whole shows that when visually appealing material is bolstered by reputable influencer voices and backed by clear message, H&M's social media marketing produces the strongest brand recognition. This conceptual framework offers a logical explanation of how social media marketing efficacy in fast fashion is influenced by the alignment of aesthetic, relational, and ethical dimensions rather than just exposure by fusing theoretical branding models with practical digital marketing techniques.
[bookmark: _Toc220402549]5.7 Practical Implications
From a management standpoint, the results point to a number of significant ramifications for clothing companies looking to increase brand recognition via social media advertising. First, especially in visually-driven industries like fashion, maintaining visual consistency across social media material is crucial for boosting mental brand connections and brand identification (Lou and Yuan, 2022). Second, since influencer credibility and perceived authenticity have a major impact on consumer trust and message internalization, influencer collaborations should be carefully chosen to guarantee consistency with brand values (Schouten, Janssen, and Verspaget, 2020). Maintaining visual consistency and selecting credible influencers are key for enhancing brand awareness and consumer trust.
Increasing user-generated content and being more transparent about sustainability activities could boost consumer trust, improve perceptions of authenticity, and increase brand visibility on social media platforms for H&M in particular.
[bookmark: _Toc220402550]5.8 Chapter Conclusion
In conclusion, this conversation shows how H&M's social media marketing, which combines visual storytelling, influencer interaction, sustainability messaging, and interactive community-building, greatly affects brand awareness. Although these tactics successfully improve brand identification and emotional connection, perceived authenticity, platform-specific dynamics, and customer trust levels determine their total impact. In addition to supporting current theories of branding and social media marketing, these findings broaden our knowledge of how brand awareness is created and regulated in modern digital fashion markets (Dwivedi et al., 2021; Park and Kim, 2022). Building on these insights, the following chapter presents the study's findings and makes suggestions for both managerial practice and scholarly research.









[bookmark: _Toc220402551]Chapter 6: Conclusion
[bookmark: _Toc220402552]6.1 Introduction
This final chapter provides: By considering the research aim, objectives, and questions, summarizing important findings, and emphasizing the study's theoretical and practical contributions, this last chapter offers a thorough conclusion to the dissertation. The study's goal was to find out how customer brand awareness in the fast-fashion clothing industry is impacted by H&M's social media marketing tactics, especially on Facebook and Instagram. This chapter provides closure while highlighting the importance and consequences of the research, in contrast to the discussion chapter, which looked at the findings in detail (Dwivedi et al., 2021; Tafesse and Wien, 2021). This chapter concludes the study by highlighting the significance and  implications of H&M’s social media marketing for brand awareness.
[bookmark: _Toc220402553]6.2 Summary of Key Findings
According to the survey, H&M uses a variety of content methods in their social media marketing to greatly increase brand awareness:
Visual Storytelling: Keller's CBBE model's salience and perceived quality stages are supported by a consistent visual identity and visually appealing posts that strengthen brand associations and increase brand recognition (Park and Kim, 2022). Consistent visuals and appealing content reinforce brand associations and enhance H&M’s brand salience and perceived quality.
Influencer Collaborations: Partnerships with fashion influencers boost recall, build trust, and broaden reach, especially among younger audiences. These advertisements show how crucial aspirational messaging and authenticity are in fostering emotional connection (Lou and Yuan, 2022). Influencer partnerships enhance recall and trust by combining aspirational messaging with perceived authenticity.
Sustainability Messaging: When seen as genuine, the marketing of H&M’s Conscious Collection enhances brand connections; nevertheless, the efficacy of these messages is moderated by consumer skepticism about greenwashing (Nguyen and Huynh, 2023; Yim, 2023). Consumer skepticism can limit the effectiveness of H&M’s sustainability messaging on brand connections.

User-Generated Content and Interactive Features: According to Osei-Frimpong et al. (2023) and Vo Minh (2022), UGC, polls, and interactive campaigns increase emotional connection and loyalty by fostering relatability, community participation, and co-creation of brand value.

Platform-Specific Dynamics: Facebook better facilitates community engagement and longer-form narrative, whereas Instagram works best for aspirational, visually stimulating content. Reach and engagement are increased when material is tailored to platform-specific affordances (Dwivedi et al., 2021). Platform-specific content on Facebook and Instagram enhances H&M’s reach and engagement.
[bookmark: _Toc220402554]6.3 Addressing the Research Questions
· How does H&M use Facebook and Instagram to enhance its brand awareness in the apparel industry?
In order to maximize brand awareness and engagement, H&M uses platform-specific techniques, such as optimizing visual storytelling and influencer campaigns on Instagram and community-focused interactive content on Facebook.
· What type of social media content (e.g., promotional campaigns, influencer collaborations, and brand storytelling) is most effective in increasing consumer awareness of H&M?
Influencer-generated content and visually consistent narrative work best, while sustainability initiatives and user-generated content (UGC) promote brand connections and emotional connection—as long as authenticity is upheld.
· How do consumers perceive and emotionally respond to H&M’s social media marketing strategies?
Relatable, aspirational, and participatory material is well received by consumers. On the other hand, excessive content frequency and skepticism about greenwashing might lower trust and engagement.
· How does H&M’s approach to social media marketing reflect broader trends in the apparel industry’s use of digital platforms to build brand awareness?
H&M is a prime example of the industry's increasing emphasis on community involvement, ethical narrative, and influencer marketing. The trend toward co-created and platform-tailored digital brand engagement is reflected in its practices (Tafesse and Wien, 2021). H&M exemplifies the shift toward co-created platform-specific social media engagement in fashion marketing.
[bookmark: _Toc220402555]6.4 Contribution to knowledge
This study makes theoretical and methodological contributions:
Theoretical Contribution: Extends the Hierarchy of Effects and CBBE models to digital, platform-specific social media contexts, demonstrating how authenticity perceptions can moderate and activate phases of brand equity simultaneously (Park and Kim, 2022; Nguyen and Huynh, 2023). The study shows how digital, platform-specific strategies and perceived authenticity influence multiple stages of brand equity.
Methodological Contribution: Highlights the need of secondary qualitative analysis of social media content by integrating postings, corporate reports, and engagement metrics to examine actual consumer-brand interactions (Dwivedi et al., 2021). This study demonstrates the value of qualitative secondary analysis for understanding real consumer brand interactions on social media.
[bookmark: _Toc220402556]6.5 Limitations
The study has certain shortcomings despite its contributions:
· Internal marketing tactics or private customer viewpoints may be overlooked if secondary data and public social media content are relied upon.
· Generalizability to other fast-fashion stores or geographical regions is limited by the concentration on a single brand (H&M).
· Post visibility may be impacted by platform algorithms, which could introduce bias into engagement numbers.
Results may alter over time due to social media trends that are changing quickly.
[bookmark: _Toc220402557]6.6 Recommendations for Practice and Future Research
Practical Recommendations:
· To improve recognition, keep your visual identity and narrative consistent across all media.
· Influencers should be carefully chosen to guarantee authenticity and harmony with company values.
· To lessen skepticism, give sincerity and openness top priority in sustainability message.
· To prevent audience weariness while preserving engagement, strike a balance in the frequency of content.
· To improve relatability and co-create brand value, encourage and promote user-generated content (UGC).
Future Research Directions:
· To supplement secondary data, conduct primary research (interviews, surveys).
· To find generalizable best practices, compare several fast-fashion firms.
· Examine how new platforms like TikTok affect brand recognition.
· Examine the long-term impacts of social media tactics on consumer behavior and brand loyalty.

[bookmark: _Toc220402558]6.7 Final Reflective Statement
In conclusion, this dissertation shows how H&M's social media marketing, which combines visually appealing content, influencer partnerships, sustainability messaging, and interactive community-driven approaches, significantly increases brand awareness (Lou and Yuan, 2022; Park and Kim, 2022; Nguyen and Huynh, 2023). Perceived authenticity, platform dynamics, and consumer trust all have an impact on these methods' efficacy and can moderate engagement and brand perception outcomes (Yim, 2023; Osei-Frimpong et al., 2023). For managers, researchers, and marketers looking to strategically use social media in the fast-fashion industry, this research offers practical insights by bridging theory and practice and extending established frameworks of brand equity and the Hierarchy of Effects to digital contexts (Dwivedi et al., 2021; Tafesse and Wien, 2021). In the end, the study emphasizes how crucial audience-focused, credible, and flexible social media marketing is to building modern brand recognition and cultivating enduring brand loyalty.
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