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Abstract
The study analyses how social media platforms affect customer relationship management (CRM) in the high-end fashion sector. Understanding social media's influence on customer experiences and brand loyalty is crucial for luxury fashion firms operating in today's more digitally connected world. The study's goals were to identify social media marketing tactics that are now popular in the luxury fashion business, examine CRM strategies that are used in the sector, and evaluate how social media platforms affect CRM. A thorough literature study and a survey with 47 respondents were two of the primary and secondary research methods used. The results highlight how luxury fashion firms actively interact with their clientele on social media, greatly impacting their decisions to buy. 
The survey does, however, show that social media marketing is not always effective for different age groups, especially when it comes to younger consumers who are more influenced by Instagram and other platforms. The survey also emphasizes how important personalization and loyalty programs are to enhancing customer experiences and encouraging customer retention. Several suggestions for premium fashion brands are made considering these findings. These include personalizing consumer experiences through content and interactions, expanding their social media presence, and introducing loyalty programs all the while upholding an air of exclusivity. 
Future studies should focus on increasing the sample size, using qualitative research techniques for a more thorough understanding, and investigating the implications of new platforms and technologies on CRM in the luxury apparel sector.
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1.  Introduction
The luxury fashion industry's customer relationship management (CRM) landscape has the landscape of luxury fashion has undergone a notable transformation in recent years, largely attributed to the pervasive influence of social media platforms (Kaplan & Haenlein, 2010). These platforms have become indispensable to consumers' everyday lives, but they have also become potent instruments that shape the nature of brand-consumer relationships especially in the upscale luxury apparel sector.
The luxury apparel sector, which has historically been associated with mystique and exclusivity, is facing the difficult task of upholding its esteemed reputation while also catering to the needs of a growingly tech-savvy consumer base (Okonkwo, 2010). This paradigm change is mostly being driven by social media, due to its unrivalled immediacy and reach.
Luxury fashion firms now primarily employ Luxury fashion brands utilize social media platforms like Instagram, Facebook, and Twitter to craft and cultivate their brand stories. These platforms give consumers a direct channel of communication between luxury brands and their affluent customer base, in addition to serving as a window into the world of luxury and craftsmanship (Fionda & Moore 2009).
This study aims to investigate the complex effects of social media on CRM tactics in the luxury apparel industry. We hope to shed light on the changing dynamics of customer interactions in a sector that takes pride in its exclusivity and legacy by analyzing how these platforms affect brand perception, consumer engagement, and loyalty.
This study aims to provide practitioners and academics with useful insights for navigating the dynamic world of luxury fashion in the digital era. It is situated at the nexus of marketing, luxury studies, and digital communication.
1.1 Background
The luxury fashion sector, which is well-known for its history, handcrafted goods, and exclusivity, finds itself caught between tradition and technology as it struggles with social media's disruptive influence. According to (Kaplan and Haenlein, 2010), social media sites like Facebook, Instagram, and Twitter are now an essential part of peoples' everyday life. Due to this change, luxury fashion firms have had to reassess their tactics and strike a careful balance between maintaining their distinguished reputation and connecting with a consumer that is increasingly empowered by technology (Fionda & Moore, 2009).
The confluence of social media's dynamic character with conventional luxury ideals creates an attractive terrain for investigation (Okonkwo, 2010). According to (Smith, 2012), luxury businesses are faced with the problem of efficiently utilizing social media as customers effortlessly incorporate it into their daily routines. The goal is to engage discerning consumers, express a sense of opulence, and develop brand loyalty. This shift in paradigm necessitates a comprehensive understanding of the intricate dynamics between social media and customer relationship management (CRM) within the luxury fashion realm. 
This study provides a thorough investigation of This research addresses the impact of social media on CRM strategies in the luxury fashion industry, filling a gap in the existing literature. To help industry professionals and academics navigate the changing landscape of luxury in the digital age, the research will look at the various ways that social media shapes brand perception, influences consumer behavior, and presents both opportunities and challenges.
1.2 Rationale of Study:
The worldwide health crisis accelerated digital development in a few businesses, with social media being essential to maintaining global connectivity. According to consumer views, the luxury fashion industry is thought to be lagging other industries in terms of digital experience (Hazan, 2022). Projections suggest that around thirty percent of global luxury brand sales will occur online by 2025, highlighting social media platforms and the internet as pivotal sales channels for luxury enterprises. Significantly, Generation Z and Millennials are anticipated to account for 70% of all luxury sales. While many luxury businesses acknowledge the importance of social media marketing, assessing its effectiveness can pose challenges for marketers (Nielsen, 2022). 
Future social media and digital marketing techniques could benefit from this research. Businesses in the luxury fashion sector stand to gain a deeper comprehension of the study aims to explore how social media platforms impact both customer acquisition and retention. Furthermore, it seeks to evaluate the effectiveness of existing social media marketing and customer relationship management strategies, offering valuable insights for further refinement and development.
1.3 Research Gap
This study endeavors to investigate the influence of social media platforms on Customer Relationship Management (CRM) within the luxury fashion sector, addressing a conspicuous gap in existing research. While prior studies have scrutinized the interplay between social media and CRM across diverse industries, including luxury fashion, this research offers a distinctive perspective by integrating both social media marketing and CRM strategies. Its principal objective is to bridge the knowledge void regarding how luxury fashion brands can harness social media to foster stronger connections with their clientele. Specifically, the study highlights the potential of social media platforms in gathering consumer insights, customizing communication to individual preferences, and delivering prompt customer support. By delving into these aspects, the study furnishes valuable insights for upscale fashion labels seeking to leverage social media for enhanced CRM. The findings are designed to offer practical guidance, aiding in the formulation of robust social media marketing strategies that can significantly impact consumer engagement and relationship cultivation in the luxury apparel domain.
1.4 Research Aim:
This study's main goal is to thoroughly examine how social media platforms affect customer relationship management in the luxury fashion sector.
1.5 Objectives:
· To examine the role of social media in shaping customer perceptions of luxury fashion brands.
· To assess how social media influences customer engagement and interaction with luxury fashion brands.
· To analyze the effectiveness of current CRM strategies in the luxury fashion industry in the context of social media.
· To identify opportunities and challenges for luxury fashion brands in leveraging social media for CRM enhancement.
1.6 Research Questions:
· How does social media contribute to the formation of customer perceptions about luxury fashion brands?
· In what ways does social media influence customer engagement and interaction with luxury fashion brands?
· How effective are current CRM strategies in the luxury fashion industry, considering the impact of social media?
· What are the opportunities and challenges for luxury fashion brands in utilizing social media for CRM improvement?
2. Literature Review
2.1 Introduction
The emergence of social media platforms has revolutionized the dynamics of interaction between customers and brands within the luxury fashion industry. As highlighted by Kapferer and Bastien (2012), social media has become a central avenue for luxury fashion brands to interact with their customers, foster lasting relationships, and enhance the overall customer experience. The convergence of social media marketing and Customer Relationship Management (CRM) has attracted considerable interest from both researchers and industry professionals. Previous research has explored various aspects of social media platforms and their effects on customer engagement, loyalty, satisfaction, and overall experience. The literature also looks at how social media affects reputation, brand image, and customer behavior (Huang and Sarigölle, 2014; Godey, 2016). Remarkably, a 2019 study by Liu, Perry, and Gadzinski shows how successful WeChat and other digital platforms are in China for customer relationship management in the high-end fashion sector.
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(Fig: Luxury fashion brand pyramid (Kapferer, 2020))
The aim of this literature review is to provide a comprehensive synthesis of existing research on the influence of social media on customer relationship management within the luxury fashion sector. It seeks to identify gaps in the literature, assess various theoretical perspectives and conceptual frameworks employed, and propose avenues for future research. Additionally, the review will examine the practical implications of research findings for luxury fashion brands, offering insights into effective strategies for managing consumer relationships on social media platforms.
2.2 Social Media Marketing
2.2.1 Social Media Marketing Definitions:
As outlined by Wawrowski and Otola (2020), social media marketing encompasses a set of business activities and methodologies aimed at leveraging social media platforms to positively impact customers' purchasing choices.
According to Kotler, Kartajaya, and Setiawan (2017), social media marketing involves utilizing social media platforms and communities to advertise products, services, or brands. This encompasses activities aimed at gauging and enhancing marketing efforts to boost brand visibility, generate leads, and ultimately drive sales and revenue. Such activities include creating and distributing content on these platforms, engaging actively with followers, and leveraging social media tools and analytics.
Smith and Zook (2011) offer an alternate interpretation of social media marketing, describing it as the practice of leveraging social media platforms to cultivate relationships with existing and prospective customers. This involves crafting and sharing tailored information that caters to the desires and requirements of the business's target audience, while also engaging with them regularly to foster trust and loyalty.
2.2.2 A critical review of Social Media Marketing in the luxury fashion industry:
Bozarth and Handfield (2016) emphasize that the integration of social media marketing has become indispensable within a company's comprehensive marketing strategy due to its efficacy in raising brand awareness and customer engagement. But luxury fashion Businesses should be cognizant of the impact of social media can be a double-edged sword, according to Chevalier and Mazzalovo (2012). These brands are subject to more scrutiny and criticism, even though they provide a means of showcasing products and reaching new consumers. Because social media users are eager to point out perceived mistakes or a lack of diversity, premium firms must exercise extra vigilance to make sure their language is true to their brand.
Kietzmann (2011) goes on to say that traditional marketing techniques should be used in addition to social media marketing to achieve the best results. Social media marketing is not a cure-all. Furthermore, Tuten and Solomon (2015) emphasize how difficult and time-consuming it is to gauge the effectiveness of social media marketing, and they advise businesses to carefully consider the potential advantages of social media marketing before devoting substantial resources to it.
In keeping with these ideas, Kapferer (2015) highlights the careful equilibrium that high-end fashion labels need to retain when utilizing social media. Although he acknowledges its usefulness as a tool, he issues a warning against abusing it since that could lessen the industry's natural exclusivity and status. It is advised to curate a deliberate and planned social media presence that enhances rather than replaces conventional marketing strategies.
Conversely, González Romo, Garciamedina, and Plaza Romero (2017) contend that luxury fashion brands can effectively foster brand loyalty and attract younger consumers using social media marketing. It is noted that Gen Z and Millennial engagement is greatly enhanced by platforms like Instagram and TikTok. Godey (2016), on the other hand, presents a more optimistic viewpoint, showing show brand equity and consumer responses—like preference, willingness to pay more for products, and brand loyalty are significantly increased by social media marketing.
Many viewpoints highlight the intricate and multifaceted function of social media within the premium fashion sector. Because of this, luxury firms should place a high priority on developing enduring connections with their clientele by providing exceptional products and customer support, all the while carefully juggling their social media presence with their well-established brand identity and core values. While social media is useful for expanding brand equity, exhibiting products, and reaching new audiences, it is crucial to stay in harmony with the business's entire identity.
2.3 Current social media strategies used by the Luxury brands:
Influencer Marketing:
One kind of social media marketing is influencer marketing in which a brand works in tandem with an online influencer to market a good or service. Influencers can appear from anywhere and be anyone, unlike celebrities (Geyser, 2023). Monzoncillo (2023) claims that influencers are like opinion leaders who have achieved a notable position and are frequently regarded as semi-celebrities with a sizable online and social media following. These people are essential in getting new goods or trends in front of more people. Influencer marketing has been a well-liked tactic for luxury fashion firms looking to increase sales, broaden their audience, and raise brand awareness (Luxe Digital, 2022).
Collaboration with Fashion Influencers:
To reach a wider audience, luxury fashion firms often work with fashion influencers (De Veirman, Cauberghe, and Hudders, 2017). For instance, Tod's collaborated with well-known Italian fashion blogger Chiara Ferragni and her family in their most recent advertising campaign, "Tod's Generations," leveraging various social media platforms for promotion (Tod's, 2022). The campaign spotlighted the iconic "Gommino" moccasin adorned with spikes, a pivotal product in shaping the brand's identity (Luxus+, 2022).
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(Fig: Chiara Ferragni posing for Tod’s by Luxus+, 2022)
Showcasing influencers at events:
High-end fashion labels often extend invitations to influencers to attend events and runway shows to enhance brand awareness and reach a wider audience (De Veirman, Cauberghe, and Hudders, 2017). For instance, Louis Vuitton made headlines in 2019 by inviting American YouTuber Emma Chamberlain, known for her diverse content but not necessarily high fashion, to its Paris Fashion Week event (Twersky, 2022). This move marked the first collaboration between a luxury brand and Chamberlain. Her successful vlogging of the experience provided Louis Vuitton with an opportunity to engage with a broader audience beyond its traditional customer base (Rebelo, 2021).
Brand Storytelling
Storytelling is a useful tool for building and maintaining a brand since it highlights the development of goods, services, and experiences that people believe will benefit society (Da Costa, 2019). Using visual content like photos, videos, and live streaming, visual social storytelling is a marketing tactic that aims to deliver compelling stories that captivate viewers on an emotional level. According to Alvarez-Monzoncillo (2023), the main objective is to create a strong emotional bond with the audience to promote brand loyalty and eventually increase sales. Engagement with luxury brands on social media is greatly influenced by the visual appeal of material, especially the perceived aesthetic quality of photos and videos posted on sites like Facebook and Instagram (Dobre, 2021).
Gucci has successfully used social media to highlight its wide range of items, which include home decor, apparel, and accessories. The Italian luxury brand uses visual storytelling as a strategic tool to teach its fans about its rich history and basic principles. Interestingly, "Gucci Stories," one of their campaigns, was created to honor the company's centenary. As a tribute to Gucci's history, this project screened a few short films by seasoned directors. A fascinating narrative was created against the backdrop of the brand's evolution through the campaign, which featured a century-long trip weaved into the fabric of many musical genres (GUCCI, 2021).
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(Fig: Gucci 100th anniversary campaign by Gucci,2021)
Dior leverages social media platforms to showcase its latest collections and collaborations. During the COVID-19 pandemic in 2020, the brand pioneered the live-streaming format in China, as noted by Wu (2023), broadcasting runway performances and engaging local fashion communities. These live-streamed events garnered significant social buzz and sparked organic online discussions, extending their reach to a wider audience. Even after China's borders reopened three years later, by posting teasers with brand ambassador Liu Yuxin and extending digital invites to users of Chinese social media platforms during Paris Fashion Week 2023, Dior was able to keep up its virtual relationship with millions of Chinese viewers (Wu, 2023). Launch analytics show that Dior beat rivals by 62% to become the most downloaded and viewed designer collection, with a media effect worth of $42 million (Socha, 2023).
User-Generated Content (UGC)
Santos (2022) defines user-generated content (UGC) as information created and shared by users of a product or service, typically on social media or other online platforms. This information can be in the form of text, pictures, videos, and other media. The popularity of user-generated content (UGC) has grown dramatically because of social media's rise, which has given people an easy way to share their thoughts, experiences, and artistic expressions with a larger audience (Santos, 2022). This means urging clients to post their original material that features a high-end fashion brand, including pictures of themselves wearing the brand's merchandise or original content that is in line with campaigns or occasions. User-generated content (UGC) is becoming a powerful tool for increasing brand loyalty and creating natural buzz around a business (Piga, 2022). Additionally, Hasbullah, Sulaiman, and Mas'od (2020) recommend that luxury firms should innovate with unique content and promotions to attract customers, as the use of UGC can foster long-lasting connections between clients and enterprises.
UGC is being actively integrated by luxury fashion firms into their larger marketing campaigns. Calvin Klein's #MyCalvins campaign is a prime example; it is among the most well-known examples of user-generated content in the last ten years. Users, from common people to well-known celebrities, are successfully encouraged by this campaign to post pictures of themselves wearing Calvin Klein merchandise. According to Masters (2023), the TikTok platform has seen an astounding 281.9 million views of the #mycalvins hashtag as of March 2023.
To draw clients and foster brand loyalty, a holistic marketing approach in the luxury fashion sector frequently incorporates a few of the previously described techniques. To ensure authenticity and customer engagement, it is imperative that these initiatives are implemented in a way that aligns with the core values and aesthetics of the luxury fashion brand.
2.4 Social media Marketing Frameworks
2.4.1 The HONEYCOMB model
The Kietzmann Honeycomb model, which is another name for the social media Honeycomb model, outlines seven essential functional building elements that explain the many aspects of social media. Designed to assess the effectiveness of social media by examining the factors influencing user participation, this model provides a framework for comprehending the dynamics of social media platforms in its entirety (Kietzmann, 2011).


[image: The honeycomb of social media (Kietzmann, Hermkens, McCarthy, &... |  Download Scientific Diagram]
(Fig: The Honeycomb model by Kietzmann, 2011)
Kietzmann et al. (2011) state that a user's profile on a social media site, which contains personal data like name, age, and interests, is called the Identity block. This block can be used by luxury businesses to target demographics and provide audience-relevant content. Dior has shown to be remarkably successful in encouraging Chinese youngsters to express transcendent cultural ideals and ideologies, according to RTG Consulting (Pan, 2017). A carefully chosen selection of pictures and videos that accurately capture the essence of the brand are featured on Dior's Instagram page (Dior, n.d). Additionally, the company has put in place a thorough privacy policy that describes how personal information supplied by consumers is processed and how information is compiled from multiple sources, including physical locations, customer service, the official website, social media, and digital apps.
[image: Dior official instagram account on smartphone screen on paper instagram  banner. 31235879 Stock Photo at Vecteezy]
(Fig: Dior’s official Instagram account by Dior n.d.)
The Conversations block deals with social media platform interactions, including tweets, messages, and comments (Kietzmann et al., 2011). Gucci uses social media channels wisely to provide customer care and support in addition to using them for promotions. This entails responding to the questions, worries, and comments from the audience. In addition, the company established six customer care centers in an innovative move to update the traditional shop assistant position for the smartphone era (Sanderson, 2019). Gucci is a prime example of the luxury fashion industry's commitment to providing outstanding service and support by actively engaging in conversations with its clients.
The Sharing block deals with the process of sharing images, videos, and articles on social networking sites (Kietzmann et al., 2011). Prada actively shares content about its goods, fashion shows, events, and partnerships on multiple social media channels, maintaining a strong online presence through smart engagement. The company invites its fans to engage with the material and contribute their own stories. On TikTok, where consumers frequently upload their Prada goods, including both recently acquired and used pieces, the hashtag #pradabag alone has collected an amazing 135.9 million views (Hughes, 2023).
[image: TikTok for Luxury Brands – Opportunities & Examples - Mediaboom]
(Fig: Official Prada account in TikTok (TikTok n.d.))
According to Kietzmann et al. (2011), the Presence block represents a user's online exposure and includes metrics like the number of followers, likes, and comments. A luxury brand's social media presence affects both how visible it becomes on social media and how connected it is to the community. Chanel surpassed all other luxury brands as the most well-known data from Statista indicates that 89.1 million people used social media in 2021 across Instagram, Facebook, YouTube, and Twitter (Sabanoglu, 2023). 
The Relationships block deals with the connections that users have on social media sites, which include groups, friends, and followers. As a result, the relationships that users develop on social media frequently determine what information is shared and how (Kietzmann et al., 2011). A Sideqi survey (Loeb, 2022) indicates that social and personal ties are the focus of activity on Facebook. The Relationships block is critical to the luxury fashion industry's efforts to build emotional bonds, increase client retention, and promote brand advocacy via individualized interactions and social media participation (Kim and Ko, 2012). To demonstrate this, DIOR launched an industry-first campaign to coincide with the release of their newest lipstick, DIOR Addict. To offer four days of unique content to the brand's Instagram followers and interactions, the campaign made use of global star Jisoo of BLACKPINK (Braun, 2022).
According to Kietzmann (2011), Reputation block deals with how an individual or brand is seen on social media networks. By keeping a close eye on social media, responding to criticism, and putting crisis management plans into action, luxury fashion firms may effectively control their online image (Dwivedi, 2021). Based on information from Trustpilot reviews, customer service ratings, and general brand sentiment, Rehman (2022) concluded that luxury labels including Gucci, Prada, Hermes, Balenciaga, and Louis Vuitton are overvalued in the eyes of certain consumers. The adoption of value-based pricing by luxury brands, which corresponds with the perceived value of their products for social status among affluent clients, is a significant contributing factor to this impression (Rehman, 2022). Even though some customers think Louis Vuitton is overpriced, the brand is still regarded as one of the best luxury names in the world. The company's success is credited to both the effective implementation of a strong marketing strategy and its skill in creating leather items (Gan, 2022).
The communities that people create on social media sites due to common interests or objectives are included in the Groups block (Kietzmann, 2011). Over 90% of younger generations of luxury customers actively participate in and connect with online communities, according to a recent BCG and highlighting the critical role that community plays in the premium market (Willendorf, 2022). Chanel is noteworthy for having one of the liveliest community engagements on Instagram among luxury companies. With 55.5 million followers on its official account, the company has a sizable and active Instagram network (Chanel, n.d.).
[image: Chanel official instagram account on smartphone screen on paper instagram  banner. Stock Photo | Adobe Stock]
(Fig: Chanel official Instagram account by Chanel n.d.)
Companies aiming to comprehend the diverse functional elements of social media and investigate methods to utilize them for enhancing their online presence, interacting with clients, and building their reputation will find great value in the Honeycomb model of social media. Through focused attention to each building component and the development of plans for their improvement, businesses may effectively use social media as a potent instrument to achieve their marketing goals.
2.4.2 The RACE Model
Reach, Act, Convert, and Engage are the four critical phases that are essential to a successful marketing plan, and these are highlighted by the RACE marketing model. Developed in 2010 by the marketing consulting platform Smart Insights, this model helps companies establish their goals for marketing, monitor their progress, and assess their outcomes (Chaffey and Chadwick, 2012).

[image: RACE Model by @davechaffey is a great model to help marketers to plan their  marketing activities more effectively | Digital marketing, Marketing, How  to plan]
(Fig: RACE model framework by Chaffey and Ellis-Chadwick, 2012)

Reach
Establishing brand awareness and luring in new clients are the goals of this stage for the company. To guarantee that the target population is exposed to the brand and its offers, it is imperative to employ a variety of outlets such internet advertising, email marketing, social media marketing, content marketing, and search engine optimization (SEO) (Chaffey and Ellis-Chadwick, 2019). To raise awareness and attract potential consumers, luxury fashion brands use a variety of tactics, including influencer partnerships, content marketing, social media engagement, SEO for both branded and non-branded keywords, and digital advertising (Dwivedi et al., 2021). Maintaining a carefully curated online presence and providing high-quality material becomes essential in the luxury industry, since there is a strong emphasis on exclusivity and status (Kapferer and Bastien, 2012). 
For example, Hermes advertises the community on social media, builds a strong brand image, and interacts with fans in addition to showcasing items. The firm additionally uses targeted advertising as a means of reaching demographics, such as aficionados of upscale apparel and accessories or the larger luxury consumer base (Spencer and Melander, 2023). Hermes also makes it easy to visit and make purchases using its e-commerce platform and website, which increases the brand's accessibility and reach.

Act
This stage's primary objective is to actively urge potential customers to engage with the brand. The intention is to encourage actions such as visiting the business's website, reading its content, or subscribing to its newsletter (Chaffey, 2022). Making a brand's website as user-friendly as feasible, creating pertinent and helpful content, and providing incentives like free trials or discounts are some strategies for boosting engagement (Chaffey and Ellis-Chadwick, 2012). Achieving this objective requires providing outstanding, interesting, and thought-provoking content with a focus on adding value for the client.
When it comes to luxury goods, online reviews play a crucial part in electronic word-of-mouth and are a reliable external gauge of brand legitimacy and quality (Nam and Kannan, 2020). Acknowledged for its wide e-commerce platform presence, attempts to broaden its online offerings, and strong social media presence, Burberry was commended for providing thorough content localization on the internet and via email marketing (Howe, 2021). Along with an evaluation of engagement rates for the newly offered services and consumer interactions, whether on the corporate website or other platforms, Burberry's quick integration with Instagram's commerce function was also noted.
Convert
Conversion is the process of turning website visitors or prospects into actual buyers. This phase utilizes persuasion strategies like attention-grabbing language, obvious calls-to-action (CTAs), and expedited checkout procedures to nudge users towards completing a desired action or making a purchase. To increase conversion rates, evaluating and enhancing many elements of the landing pages or website for the brand is the main emphasis of Conversion Rate Optimization (CRO), which is critical throughout this phase (Chaffey and Smith, 2017). The luxury garment sector places significant emphasis on the Convert phase due to its direct impact on consumer satisfaction, brand loyalty, and client retention. In this scenario, companies must persuade clients of the value of their products and brand to the extent that they decide to establish a business partnership (Rosenbaum et al., 2022).
High-end fashion labels utilize technology to enhance the consumer experience and turn potential clients into loyal followers. Beauloye Eppe (2023) asserts that in the luxury apparel sector, tactics like personalization and technological integration can effectively increase conversions and cultivate client loyalty. For instance, Louis Vuitton offers virtual consultations, which let clients communicate virtually with a sales representative and get personalized recommendations based on personal tastes—all from the convenience of their homes (LVMH, 2021). In addition, the company provides users with an immersive experience within the world of Maison with the LV Pass mobile application. By scanning campaign images, offering behind-the-scenes and making-of content, and allowing users to find and buy highlighted products as well as access the exclusive world of the newest ad campaign, The Pass provides consumers with enhanced content and product information (Louis Vuitton, 2023).
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(Fig: The Mobile Application LV Pass by Louis Vuitton, 2023)
Engage
The last phase is all about building long-term connections with clients, stressing loyalty, and encouraging recurring business by using customer retention tactics. These tactics include the use of loyalty programs, first-rate customer care, and customized email marketing campaigns. Interacting with consumers not only encourages brand loyalty but also offers a channel for obtaining input, this enables the business to better meet the needs of its target market by tailoring its advertising campaigns and improving its products and services (Chaffey and Ellis-Chadwick, 2019). 
Loyalty programs and invitation-only events are two common tools used by luxury fashion firms to encourage consumer interaction and build a feeling of community among their target audience. Furthermore, a lot of luxury companies are creating apps these days that provide their devoted clientele with special deals (Rosenbaum et al., 2022). For instance, the upscale clothing line Giorgio Armani offers "Armani Signature: The VIP Loyalty Program" in the United States. This program is designed to honor and recognize the brand's most loyal customers. It comes with exclusive benefits like early access to deals, new collections, live events, member-only marketing events, virtual consultation exclusives, and more (Armani, n.d.).
The strategic framework provided by the RACE model to luxury fashion firms, facilitating the development and implementation of successful digital marketing initiatives. Luxury fashion firms may enhance their digital marketing endeavors and strengthen their market position by prioritizing audience targeting, cultivating engagement, converting leads into consumers, and sustaining sustained engagement.
2.5 Customer Relationship Management
2.5.1 Customer Relationship management definitions:
According to Peppers and Rogers (2004), customer relationship management (CRM) is a strategic approach that comprises perceiving, foreseeing, and meeting customer needs to build a solid rapport between the client and the business.
CRM, according to Greenberg (2010), is an approach designed to manage customer contacts with the goal of creating and maintaining relationships that are advantageous to both the organization and the customer.
CRM is a company approach that combines technology, organizational culture, and customer-facing operations, according to Payne and Frow (2013). The objectives of this integration are to increase customer happiness, encourage advocacy, and cultivate loyalty.
CRM, according to Buttle (2012), is the overall organizational strategy that unifies internal and external networks, activities, and procedures. Producing and providing value to customers is the primary purpose, with profit being the ultimate outcome. This approach is reliant on superior customer data and is aided by information technology.
Although these definitions present different angles on the subtleties of CRM, they all emphasize how important it is to focus on the needs of the client and how important it is to create long-lasting, lucrative connections with them.
2.5.2 A critical review of CRM in the luxury fashion industry:
Okonkwo (2007) explores the relationship between luxury fashion branding and CRM, emphasizing how important it is to understand the customer and create experiences that would help the company grow. Cervellon and Shammas (2013) have highlighted the significance of sustainability in relation to high-end fashion CRM, especially in developed countries. They promote the incorporation of sustainable practices into luxury firms CRM strategy to satisfy changing consumer demands and improve brand loyalty. In the luxury apparel sector, developing memorable brand experiences is more important than implementing new CRM systems, according to Zarantonello and Schmitt (2013). They argue that a customized and specialized strategy has a higher chance of generating customer engagement and loyalty. But according to Pontus Persson, who oversees Bulgari's CRM programs in the Middle East, CRM has developed into a vital resource for all high-end labels. He underlines its significance, saying that every level of a retail organization from the sales floor to upper management should use and apply it (Luxe Digital, 2022).
The unique domain of luxury management is highlighted by Kapferer and Bastien (2009), who also stress the necessity of customizing Customer Relationship Management (CRM) tactics to correspond with the inclinations of luxury buyers. Hoffmann and Coste-Manière (2012) also stress the significance of understanding the unique characteristics of luxury consumers and promote the execution of CRM programs specifically designed to augment client contentment and allegiance in the luxury industry. On the other hand, Pantano and Viassone (2015) closely examine the difficulties encountered by high-end fashion retailers when interacting with customers in integrated multichannel retail environments. They suggest that to provide seamless and customized experiences for luxury consumers, CRM strategies should take into consideration the unique qualities and requirements of different channels.
Kim and Ko (2012) investigate how customer relationship management (CRM) in the luxury clothing sector is impacted by social media marketing, which implies that maximizing social media's potential can raise customer equity and involvement. The topic of entrepreneurial marketing in luxury fashion CRM is examined by Fiore et al. (2013). and propose that using non-traditional approaches can be beneficial for attracting and retaining customers. They contend that to build long-lasting consumer relationships, an experimental CRM strategy could be more successful. Examining the function of experiential marketing in luxury fashion CRM. Podder and Paul (2020) argue that, to sustain brand loyalty, businesses must continue to be aware of their customers' preferences and actively engage with them as opposed to passively communicating.
To summarize, Zarantonello and Schmitt (2013) place more emphasis on developing memorable brand experiences than adopting new technologies, but Kim and Ko (2012) support the incorporation of social media into CRM. While Podder and Paul (2020) place more emphasis on fostering relationships than just communication to increase brand loyalty, Fiore et al. (2013) support an experimental approach to CRM and highlight the possible advantages of entrepreneurial marketing in customer engagement. These differing viewpoints on CRM tactics in the high-end fashion sector highlight how complex the process is and how to be most successful, Technology, strategic planning, data analytics, and a customer-focused mindset are all necessary.
2.6 CRM Strategies implemented in the luxury fashion industry:
Personalized customer service
High-end fashion labels enhance customer service by providing tailored support via committed salespeople or personal stylists, building long-lasting connections with customers. These agents inquire about the preferences of their customers and offer personalized advice and recommendations all along the way (Moran, 2022). With the luxury market fully embracing the digital era, almost 80% of sales are being made online, which has prompted the industry to include technical improvements (DeAcetis, 2020). Digital services have become more popular. One example is Chatbots, which are online chat systems that offer round-the-clock client support (Chung et al., 2020). Adoption of AI-driven chatbots appears to be an economical and effective way to handle aspects of the customer service experience, enhancing the function of sales agents in marketing campaigns for luxury brands (Beauloye Eppe, 2023).
As an illustration of their dedication to fusing technology with individualized service, Dior employs chatbots to interact with users on social media platforms such as Instagram and Facebook Messenger (Zeng et al., 2023). Additionally, the business introduces a creative omnichannel interaction chatbot as part of their marketing for the new Dior Addict Shine lipstick for its Instagram community on WhatsApp, featuring brand ambassador Jisoo. This demonstrates how technology and personalized interaction can work together seamlessly (Braun, 2022).
Loyalty programs
Loyalty programs are carefully designed by luxury fashion manufacturers to encourage repeat business from their audience. As seen by the Armani Signature VIP Program (Armani, n.d.), these programs frequently offer exclusive benefits including invites to special events, access to private sales, and customized offers. Some luxury firms use unconventional methods to reward their highest-spending consumers instead of traditional loyalty programs, like sending invites to special fashion events or providing personal concierge services (Chitrakorn, 2021).
Burberry, specifically for one of its Chinese locations, established the "social retail" concept, which serves as an example of an inventive loyalty program. The goal of this innovative strategy is to bring online experience into the actual store. Customers can use the Burberry social currency function to accrue incentives and unlock special content, event invitations, and personalized experiences. Burberry's dedicated WeChat micro program makes this possible (Burberry, 2020).
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(Fig: Burberry WeChat mini program (Burberry, 2020))
Email marketing campaigns
According to Sedani (2019), These days, email marketing initiatives are an essential part of any advertising plan for companies in a variety of industries. With the help of email marketing, luxury fashion firms may stay in touch with their clientele by informing them of future events, special offers, and new product launches (Shrivastava, Jain, & Paul, 2020). Each of these well-designed ads is customized to the target audience's unique interests and preferences.
In the field of email marketing, the combination of automation and artificial intelligence (AI) is becoming more and more important. Technological developments in both domains enable message personalization, enabling brands to target certain audiences based on extensive consumer data. Furthermore, the application of AI holds promises for optimizing and automating many aspects of email marketing, all the while guaranteeing adherence to changing legal mandates like GDPR (Martins, 2023). Reputable luxury labels such as Chanel, Hermes, and Louis Vuitton use email marketing campaigns as essential parts of their larger customer relationship management strategy (Garcia Henriques, 2022).



2.7 Customer Relationship Management Frameworks
2.7.1 The IDIC Model
Peppers and Rogers (2004) introduced the IDIC framework, which stands for Identify, Differentiate, Interact, and Customize. To increase customer loyalty and profitability, this customer relationship management (CRM) framework emphasizes how important it is to develop personalized interactions with customers. Using the IDIC framework helps businesses build strong customer relationships, raise customer satisfaction levels, and ultimately boost profitability.
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(Fig: The IDIC framework by Peppers and Rogers, 2004)

Identify
Gathering detailed data about consumers, including their preferences, requirements, behaviors, and demographics, is the main goal at this point. The gathering of this data is made easier by using a variety of channels, including social media, surveys, and in-person client contacts (Peppers and Rogers, 2011). To gather important client information, luxury fashion firms also use a variety of platforms, including social media, customer surveys, and in-store encounters. Luxury fashion firms may provide individualized experiences by gaining a deeper understanding of their clients' interests, behaviors, and demographics. Gucci, for instance, uses digital technology to recognize its clients and collect information, enabling the company to offer individualized and customized experiences (D&A.N., 2022).


Differentiate
After the data about the consumer is gathered, the next stage is to categorize them according to their distinct needs and traits. To achieve this difference, clients must be divided into various categories according to their unique characteristics, preferences, and behavior (Peppers and Rogers, 2022). To classify their consumer base, luxury fashion firms might use segmentation parameters including lifestyle, preferences, and past purchases. Through segmentation, firms may customize their products for different customer groups, meeting their demands through individualized experiences. Following customer identification, luxury fashion firms might further categorize their clientele according to lifestyle, preferences, or purchasing patterns. Brands can tailor their product offers and marketing messaging to specific client segments by segmenting their market into distinct groups based on distinct attributes (Hazan et al., 2022). For example, Louis Vuitton caters to a variety of consumer categories by presenting a selection of models in limited quantities, each of which is suited to a particular price point and preference (Muret, 2023). Additionally, this year, the company launched its first Baby Collection, expanding its consumer base and realizing the potential for brand loyalty among the burgeoning customer base (Jackson, 2023).
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(Fig: Louis Vuitton Baby Collection by Jackson, 2023)
Interact
During this stage, the emphasis is on interacting with clients in a way that is tailored to their specific requirements. Email, social media, in-person interactions, and other channels can all be used for interaction (Peppers and Rogers, 2017). Luxury fashion firms can interact with their clientele via a range of channels, including email marketing, social media, and exclusive in-store events. According to Kapferer and Bastien (2012), these encounters are intended to be personalized to cater to the unique wants and preferences of the customer and strengthen the relationship between the audience and the brand. Chanel, for example, regularly hosts special in-store events that give consumers a chance to interact deeply with the brand's merchandise and form lifelong relationships (Sherman and Williams, 2022).
Customize
The final phase of the structure is customizing goods, services, or experiences to meet each client's particular requirements and preferences (Peppers and Rogers, 2017). This could involve developing custom items, making recommendations that are specifically catered to, or even customizing marketing messages. Luxury fashion firms differentiate themselves from the competition by offering personalized products and services that also provide a unique value proposition to their clientele (Mrad, 2022). For instance, Prada sets itself apart by offering customization options, which let clients create goods that are uniquely tailored to their tastes and style (Hu, 2021). 
Essentially, by implementing the IDIC framework, luxury fashion businesses may improve their comprehension of their target markets, provide tailored experiences that foster strong client relationships, raise consumer satisfaction levels, and foster enduring loyalty.
2.7.2 The CRM Value Chain Model
Francis Buttle developed the CRM Value Chain Model (2004) as a strategic framework intended to improve how businesses manage their customer relationships. This model's main objective is to increase customer pleasure, encourage loyalty, and ultimately boost revenue while adding value for the business and its customers (Buttle, 2012). The model's objective is to increase client profitability through the combination of its five primary phases and four auxiliary conditions, as illustrated in Figure (Buttle, 2015).
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(Fig: The CRM value chain framework by Buttle, 2015)

Customer Portfolio Analysis (CPA):
Customers are divided into groups in this phase according to how important they are to the company. Businesses can identify their most important consumers and adjust their marketing strategies by closely examining customer data, such as demographics, purchasing history, preferences, and behaviors (Buttle and Maklan, 2015). In the luxury fashion industry, understanding distinct customer segments is paramount for targeted marketing campaigns and delivering personalized experiences. High-value clients, such as affluent individuals and public figures, may require unique strategies compared to other demographics (Okonkwo, 2007). A thorough analysis of consumer preferences, spending habits, and demographic information helps luxury fashion brands better understand and cater to their clientele (Deloitte, 2015). Burberry, for example, customized its marketing investments in the USA and Mainland China and adjusted its commercial strategy for each country. Burberry also strengthened its relationship with customers by personalizing its marketing campaigns and brand activations to their heritage of exploration and adventure (Burberry Plc, 2022). Luxury firms such as Burberry use consumer data to target and personalize their marketing efforts to high-value clientele, making sure that their preferences are met. To collect consumer information and provide personalized experiences, these companies use a mix of brick-and-mortar locations and social media sites like Facebook, Instagram, Pinterest, YouTube, and Twitter (Luxe Digital, 2022).


Customer Intimacy:
This stage focuses on understanding each customer's individual wants and preferences to build stronger relationships with them. Businesses can improve their interactions, goods, and services to better satisfy the unique needs of client segments by collecting and analyzing consumer data (Buttle, 2012). Building good customer relationships is crucial in the luxury apparel industry because success is mostly dependent on client loyalty and brand recognition. For affluent customers, creating a memorable experience involves providing individualized services, invitation-only events, and top-notch customer support (Kapferer and Bastien, 2012). This is demonstrated by the Kering Group, which includes labels such as Gucci, which provides a customized shopping experience via its “Clienteling” program. Encouraging the idea of “Connected Clienteling” applications like LUCE and the recently released ALPHA have been created. These applications give sales representatives of the Group's brands access to the purchase histories, inclinations, and personal information of their clients, allowing them to offer customized services and recommendations when meeting with clients face-to-face. With an emphasis on high-value consumers in particular, the main objectives are to build strong client and associate relationships, comprehend customer preferences, and communicate effectively with them (McDowell, 2022).
Network Development
To provide value to their clients, businesses work to establish and preserve a network of external partners that includes distributors, suppliers, and other stakeholders. Businesses can improve overall customer happiness and enhance their customer value offer by working together with these partners (Buttle and Maklan, 2019). To increase customer value, luxury fashion firms regularly form alliances with outside parties including suppliers, retailers, and designers. Establishing robust partnerships with designers, for instance, guarantees the provision of superior goods and services that satisfy the demands of a refined customer base desiring opulence (Mrad, Farah, and Haddad, 2019). One notable example is the statement made by Louis Vuitton in February 2023 that the well-known musician Pharrell Williams will take over as the brand's new Men's Creative Director. This designer's first collection is scheduled to be unveiled in June 2023, in conjunction with Paris' Men's Fashion Week (LVMH, 2023).
Value Proposition Development
In this phase, businesses create distinctive value propositions that are precisely designed to meet the demands of their target client segments, building on the insights acquired in earlier stages. This procedure entails developing a strong offer that distinguishes the company from rivals and gives consumers a cause to select their goods or services over competing ones (Buttle, 2012). A strong value proposition is essential in the luxury fashion industry as it helps set a brand apart from the competition and appeal to the target market. A brand's overall image and attractiveness can be influenced by a few elements, including exclusivity, workmanship, design, and legacy (Kapferer and Bastien, 2012). For instance, Hermès is well known for its outstanding craftsmanship, exclusivity, and use of high-end materials. The brand's value proposition is defined by its dedication to using skilled artisans and traditional craftsmanship in the creation of its products. Crafted by expert artisans employing premium-quality leather and fabrics, the renowned Hermès Birkin and Kelly bags are a prime example of their painstaking craftsmanship (Cheung, 2021).
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(Fig: One of Herme’s most complex bag: The Kelly bag by Cheung, 2021)
Manage the Customer Lifecycle
This last stage covers the full management of the client journey from the point of acquisition to later phases of growth and retention. Businesses can increase total customer profitability, reduce attrition, and foster customer loyalty by placing a high priority on building long-lasting connections (Buttle and Maklan, 2015). Throughout the whole customer lifecycle, luxury fashion firms need to prioritize establishing, maintaining, and expanding relationships with their customers. To maintain consumer involvement and create enduring relationships, a variety of strategies can be used, such as tailored marketing campaigns, loyalty programs, and invitation-only events (Chevalier and Mazzalovo, 2012). For instance, Prada implements strategies for customer acquisition, retention, and expansion with skill, effectively overseeing the customer lifecycle. To increase its consumer base, the brand uses a mix of digital marketing, fashion shows, and collaborations with well-known figures to showcase its creative designs and foster brand awareness. The brand prioritizes delivering outstanding customer service and crafting unforgettable experiences to maintain client loyalty (Lang, 2022). In 2022, the Group furthered its commitment to a customer-centric strategy by investing in human-led touchpoints as a fundamental component to improve the retail and omnichannel experience. These touchpoints are an important tool for building close bonds with clients and encouraging loyalty (Prada, 2023).
In summary, the CRM Value Chain model offers businesses a tactical framework for efficiently managing their client interactions. Businesses can improve customer satisfaction, loyalty, and profitability through understanding and targeting customer segments, deepening customer intimacy, building strong networks, developing value propositions that are compelling, and managing the customer lifecycle.
2.8 The Influence of Social Media Platforms on Customer Relationship Management in the Luxury Fashion Sector
The introduction of social media platforms as essential avenues for marketing and communication has had a substantial impact on the change of the luxury fashion business over the last ten years (Dubey, 2023). Social media's ascent has drastically changed how consumers interact with brands, giving businesses new ways to connect with their target market and build long-lasting relationships (Tuten and Solomon, 2015).
In recent years, the luxury fashion sector has become increasingly aware of the value of social media as a customer relationship management (CRM) tool. Businesses interact with customers on social media platforms such as Facebook, Instagram, and Twitter, display their products, and offer customized shopping experiences (Jahn, Kunz, and Meyer, 2013). Luxury fashion companies may now reach a larger audience, increase brand awareness, and cultivate customer loyalty thanks to social media (Hajli, 2014).
Social media platforms enable high-end fashion labels to interact with their clientele in real time, offering prompt responses and insightful information about their preferences (Certilogo, 2022). Brands may quickly resolve consumer complaints and issues thanks to this direct engagement capability, which raises customer satisfaction and fosters the development of long-lasting relationships (Kumar, 2016).
Furthermore, luxury fashion firms employ influencers and collaborations on social media platforms in a planned manner to broaden their audience and generate motivational material (De Veirman, Cauberghe, and Hudders, 2017). Building trust with customers, increasing brand reputation, and influencing purchase intentions have all been demonstrated by working with social media influencers (Hughes, 2019).
There are risks associated with social media use, even though it has many benefits for luxury fashion's use of Customer Relationship Management (CRM). Luxury fashion brands must be cautious when dealing with issues including customer privacy concerns (Smith and Zook, 2011), the negative consequences of counterfeit items, and potential reputational harm from social media controversies (Dwivedi, 2021).
2.9 Literature gap
Examining how social media platforms affect customer relationship management (CRM) in the luxury fashion industry, this study seeks to close a significant gap in the body of literature. In particular, the study explores how social media platforms might improve luxury fashion brands consumer loyalty and engagement. The study highlights the distinct difficulties encountered by the luxury apparel industry and acknowledges the careful balancing act that businesses must undertake to navigate social media interaction while preserving brand exclusivity.
A customer-centric approach that emphasizes the value of social media platforms in obtaining customer information and insights, enabling tailored communication, and providing timely customer support is at the heart of our inquiry. This emphasis on customer-centricity is especially pertinent in the luxury fashion sector, where strong customer relationships are critical. The study offers practical advice for luxury firms looking to use social media as a strategic tool for efficient customer relationship management in addition to theoretical insights.
The study also clarifies the efficiency of the RACE marketing model, a successful paradigm in the marketing industry, in campaign design and execution. Nevertheless, there isn't a thorough analysis of any potential disadvantages or restrictions related to this strategy in the literature that is currently available.
To sum up, this study is unique since it is centered on the luxury fashion business, integrates CRM and social media marketing, and is practical for industry practitioners. It also has a customer-centric approach. This study fills a vacuum in the literature and offers useful insights to help luxury fashion companies use social media to improve consumer interactions and prosper in a rapidly evolving digital environment.
3. Research Methodology
3.1 Introduction:
According to Saunders, Lewis, and Thornhill (2019), research methodology is the systematic framework that guides research while taking the study's theoretical and philosophical underpinnings and their consequences for the chosen research method into account.
[image: Guide to Understanding the Research Onion | 15 Writers]
(Fig: The Research “Onion” by Saunders, Lewis, and Thornhill, 2019)

The many stages and strata that make up the research process are represented by the conceptual framework known as the "onion" for research. The research methodology is widely used in academic and professional settings, providing a framework that helps researchers plan and carry out their investigations. The research onion model's layers are arranged in a stepwise fashion, beginning with the outermost layer, and moving inward towards the inner layers. A distinct facet of the research process is represented by each layer in the model (Saunders, Thornhill, and Lewis, 2015).
3.2 Research Philosophy:
Research philosophy, according to Saunders, Lewis, and Thornhill (2019), is a collection of assumptions and viewpoints regarding the production of knowledge and its implications for research.
As an epistemic position, positivism promotes the use of scientific techniques to investigate social reality and beyond (Bryman, 2016). Establishing explanatory links or causal correlations is positivist research's main goal since it allows for the prediction and control of the phenomenon being studied (Park, Konge, and Artino, 2020).
According to Saunders, Lewis, and Thornhill (2015), positivism places a strong emphasis on measuring and analyzing occurrences using quantitative research methods including surveys, experiments, and statistical analysis. According to positivists, knowledge can and ought to be created objectively, unaffected by the personal ideas of participants or researchers (Park, Konge, and Artino, 2020). Deductive reasoning is used in positivist research to formulate hypotheses and research objectives that are subsequently empirically examined considering accepted theories. Scientific knowledge is expanded and defined because of this process (Saunders, Lewis, and Thornhill, 2019).
Relating to the research issues stated at the start of this paper, positivism will direct this investigation. The researcher will be able to gather scientific data by using positivism in this study to create explanations based on a commonly held worldview. Analysis of the gathered data will determine if the study's goals are supported or not.
3.3 Research Approach:
The methodical and structured way that researchers carry out their investigations—which is defined by differences in basic reasoning and investigative techniques—is known as the research methodology. The three main methods for developing theories are abduction, induction, and deduction (Saunders, Lewis, and Thornhill, 2019).
According to Saunders, Thornhill, and Lewis (2015), the deductive method entails creating theories by using a research strategy intended specifically for this purpose to validate a theoretical claim. The deductive technique is frequently used in quantitative research and is usually introduced at the outset of a study proposal. The researcher looks to test or validate an existing hypothesis rather than developing a new one (Creswell, 2013). This entails developing a hypothesis, gathering evidence to test it, and assessing whether the results support or refute the theory (Creswell, 2009).
In the current study, the researcher employed a deductive technique to assess the impact of social media platforms on customer relationship management in the luxury fashion business. Using what is currently known about modern social media marketing strategies and customer relationship management techniques used in the luxury fashion industry, the researcher tested the study goals. Reading the literature on social media marketing, CRM, and the luxury fashion industry was necessary to understand the current level of knowledge. Finding relevant ideas and models that connect social media platforms to CRM was another aspect of the task. The researcher also selected an appropriate research approach, such as a cross-sectional survey, to collect data from luxury fashion companies' clients and/or followers on social media to support the testing of the study objectives. To accomplish the study goals, the gathered information was ultimately examined, the outcomes were explained, and the most important discoveries were enumerated. The concept that social media platforms significantly affect customer relationship management in the luxury fashion sector was examined, along with its potential contradictions.
3.4 Research Strategy:
Generally, the survey strategy and the deductive research approach go hand in hand (Saunders, Lewis, and Thornhill, 2019). Often used in the domains of business and management studies, this method mainly answers questions about "who," "what," "how much," "where," and "how many," therefore it's appropriate for both descriptive and exploratory studies (Saunders, Thornhill, and Lewis, 2015).
A survey, in the words of Fowler (2013), is a systematic means of obtaining data from a population to describe, understand, or provide context for the characteristics, opinions, behaviors, or attitudes of a broader community.
To analyze the study's problem statement, a survey questionnaire approach has been used in this research to collect comprehensive, trustworthy, and easily comprehensible data from users of social media platforms (following and/or consumers of luxury fashion brands).
3.5 Type of Investigation
To accomplish its research goals, this study collects and analyses data using primary research approaches. These methods gave the researcher a thorough grasp of the research problem from a range of sources, which increased the analysis's consistency and dependability.
· Primary Research
According to Saunders, Lewis, and Thornhill (2019), primary research is the methodical process of obtaining new and unique data that is suited for a particular research endeavor. Primarily known as field research, primary research utilizes techniques like surveys, observations, interviews, and experiments to investigate certain study topics or goals (Saunders, Thornhill, and Lewis, 2015).
By providing a well-organized framework for conducting primary research, the research "onion" helps investigators choose methods that are in line with their goals and research questions. By addressing components like research philosophy, approach, strategy, choices, time horizon, and methodologies, this organized approach guarantees a cogent research methodology and improves the study's quality, validity, and dependability.
Primary research for this study was carried out using a survey questionnaire. The survey questionnaire is widely acknowledged as a well-liked and effective technique that makes it easier to gather primary data from many respondents (Bryman, 2016). By using this method, the researcher can collect standardized information on attitudes, beliefs, actions, or demographic traits associated with the research question (Fowler, 2013). In this instance, in particular, the survey questionnaire has yielded insightful information about how social media platforms affect Customer Relationship Management (CRM) within the high-end fashion sector.


3.6 Choices
To ensure coherence in the research design, methodology choices refer to the meticulous selection of techniques and instruments used by researchers to carry out a study and answer research questions. Numerous elements, such as the study objectives, questions, and aims, the environment, the resources at hand, and the researcher's experience, all have an impact on the methodological choice (Saunders, Lewis, and Thornhill, 2019).
Researchers are directed to select one of three methodological options: mixed, qualitative, or quantitative approaches, depending on the nature of the study, theory development strategy, and research philosophy.
According to Merriam and Tisdell (2016), qualitative research is a wide term that includes interpretive approaches with the goal of clarifying, interpreting, and understanding the meaning of naturally occurring occurrences in the social world. The emphasis is on understanding rather than frequency.
In quantitative research, a research problem is determined by looking for patterns or by trying to explain a phenomenon (Creswell, 2013). Subsequently, the researcher employs a variety of graphical and statistical techniques to quantitatively assess and analyze the data, investigating the relationship between variables and evaluating objective ideas (Saunders, Lewis, and Thornhill, 2019).
According to Creswell (2013), mixed methodologies research technique is a combination of quantitative and qualitative research methods that provides a more thorough grasp of a research issue.
The author of this study adopts an epistemological stance, employing positivism as the guiding philosophy and a deductive technique that gives priority to empirical, quantitative research and primary data collection to arrive at conclusions that may be widely implemented. This study has chosen to use a mono-method quantitative research strategy, meaning that only quantitative data will be considered.
3.7 Time Horizons
Because the study only lasted ten weeks, the time horizon used in this research was cross-sectional, with data collecting taking place at a certain point throughout that period. A cross-sectional study gathers data at a single point in time to provide a glimpse of the phenomenon under investigation. Survey methodology is frequently used in cross-sectional research to obtain data (Saunders, Lewis, and Thornhill, 2019).

3.8 Data Collection and analysis
3.8.1 Sampling
The basic premise of sampling is that by choosing a subset of the population to investigate, information about the complete population can be deduced (Cooper and Schindler, 2014). The most important thing is to select a sample that accurately reflects the general population and has attributes that the investigator can rationally support in relation to the study's goals and research questions (Saunders, Lewis, and Thornhill, 2019).
3.8.1.1 Sample size 
This study aims to explore the impact of social media platforms on customer relationship management within the luxury apparel sector. The target demographic consists of social media users who follow and/or engage with luxury fashion brands. Because of the project's time constraints, a predefined sample size of responders was first thought to be sufficient to answer the study objectives. However, 47 responses were received throughout the data collecting phase, marginally exceeding the sample size that was initially intended. The researcher argues that this sample size strikes an acceptable balance between the practicality of data collection, result dependability, and the project's time constraints even if a higher sample size could improve result accuracy.
Different social media platforms were used to obtain the sample, with the researcher's accounts and the help of friends who shared the poll on their accounts serving as key sources. This methodology expedited the acquisition of data and guaranteed a heterogeneous sample of participants.
3.8.1.2 Sample type
The online survey included respondents of all genders and was directed towards people who use social media sites that are influenced by luxury brands. Participants who met the eligibility criteria ranged in social standing from 18 years old and above. The respondents to the poll were people who lived in London, United Kingdom. The purpose of this varied participant pool was to represent a variety of ethnic backgrounds and experiences with luxury brands on social media.
3.8.1.3 Sample method
The selection of study participants was carried out using a non-probability technique called convenience sampling. According to Cooper and Schindler (2014), this method of gathering data emphasizes efficiency by selecting respondents who are available and willing to take part in the research.
The simplicity of access to potential respondents via social media platforms, particularly Instagram, led to the decision to employ convenience sampling. The researcher was able to reach a wide range of people who were influenced by luxury brands by using these platforms to distribute the online survey. This allowed the researcher to reach the target sample size for the study in less time than expected. Considering these drawbacks, the investigator felt that the convenience sampling strategy was suitable for accomplishing the goals and purposes of the research, recognizing its benefits in this situation.
3.8.2 Data collection method
Data for this study was collected via an online survey questionnaire among 47 social media users who follow or buy luxury goods. The survey took place in 2024 from January 18th to January 26th. The poll URL was shared on well-known social media platforms, such as Instagram. 
Microsoft Forms was used to develop an English-language online quiz. There were 10 questions in the poll, including one rating scale question and nine multiple-choice questions. 47 individuals submitted their anonymous comments to the form within the allotted 5 minutes time limit. To guarantee that all questions were answered, the researcher added the needed choice (*) to each question to make it mandatory. The survey took an average of 2 minutes and 21 seconds to complete for participants.
3.8.3 Analysis of data
Microsoft Excel was used to process the study's quantitative data, enabling the creation of tables, graphs, and charts. The data analysis process went without a hitch, and the use of Microsoft Forms made it easier to retrieve every response as a Pivot table in an Excel file. The process of making tables, graphs, and charts was made easier for the researcher by this feature.
3.8.4 Research ethics
The Data Protection Act of 2018 (GOV.UK, n.d.), which governs how personal data is processed in the country, was followed in the management of data collection for this study. Participants' agreement was sought at the beginning of the survey, and they were told about the objective and methods of the study to ensure compliance with the regulations. The information gathered was not altered or distributed to outside parties; it was only used for the specific research described in the study. Furthermore, participant identities were kept private by not gathering any personally identifying information. Ensuring privacy and data protection, the acquired data will be securely held for a set amount of time before being irreversibly erased.


4. Analysis of data
4.1 Introduction
To fulfil the research objectives and draw insightful findings, this section offers a thorough analysis of the data that was gathered. The quantitative data was organized, examined, and interpreted by the researcher using a methodical process. The data analysis's findings are presented in an understandable and precise way, with tables and graphs added for better comprehension and debate. The findings are validated, and the debate is reinforced by ideas from the introductory and literature review chapters.
4.2 Questionnaire Analysis
Question 1 
What is your Gender?
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(Fig: Self-developed)
Result: As depicted in above fig, the survey respondents consisted of 24 (51%) males and 23 (48%) females. For the non-binary gender group, no replies were noted.
Discussion: According to an analysis of the survey's gender distribution, there were somewhat more male participants (52%) than female participants (48%). This finding raises the possibility that male respondents may have a greater interest in premium brands or may have been more active on the social media platforms used to disseminate the survey. This pattern is consistent with findings from a Statista poll (Sabanoglu, 2022) which indicated that male customers engaged with luxury companies more on social media in the first quarter of 2022.



Question 2
What is your age?
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Result: As seen in the figure, 47 people responded to the survey. Seventy-two percent of them were in the 18–25 age range. The age groups 26–35 (19%), 36–45 (6%), and 46–55 (2%), in that order, were the next in line.
Discussion: The data show that younger respondents, mainly members of the Millennial generation, are overwhelmingly present. According to Frank (2023), A major factor driving the luxury market's growth in 2022 was the Millennial and Generation Z demographic. But the significantly lower percentage (2%) of people 46 years of age or older a combination of Boomers and the Silent Generation raises the possibility of discrepancies in their use of social media or underrepresentation in the sample because of the convenience sampling technique that was used.








Question 3
How frequently do you purchase luxury fashion items?
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Result: The survey participants display a wide range of frequency of purchase of luxury items, as depicted in Figure. Of the participants, 5 (10%) buy luxury goods extremely often, 11 (23%) often, 14 (30%) sporadically, 10 (21%) infrequently, and 7 (15%) never buy luxury goods.
Discussion: The figure illustrates the wide range of luxury item purchase frequencies among survey participants, which provides insight into a variety of consumer behaviors within the sample. Interestingly, a sizeable percentage (10%) stated that they frequently purchased upscale goods. This suggests a portion of the populace that is heavily involved in frequent upscale purchasing. Moreover, 23 per cent of respondents said they bought luxury goods frequently, indicating that a sizeable proportion of those polled engage in the practice on a regular basis. However, 30% of respondents said they only occasionally buy luxury goods, indicating that although they do so, they are not as frequent users of these products. Furthermore, according to the statistics, 21% of respondents said they had purchased rare luxury items, suggesting that this market sector is not frequently used by this subset of people. Furthermore, fifteen percent of respondents said they had never purchased a luxury good, indicating a certain group that does not currently engage in the luxury goods industry. Overall, these results highlight the wide range of purchase habits among survey respondents, offering insightful information on the different levels of interest in luxury goods among the population under study.

Question 4
Which social media platform do you prefer to follow luxury fashion brands on?
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(Fig: Self-developed)

Result: According to the data shown in the figure, 38 respondents (81%) said that Instagram was the social media channel they favored most for following luxury companies. 6% of the total responses were obtained by Facebook and YouTube, which came behind Instagram with 3 each. One (2%) response was received by TikTok, and two (4%) by Twitter.
Discussion: Based on the findings, Instagram is the most favored platform throughout Over 50% of respondents indicated that they followed luxury fashion companies. Because of its appeal to younger generations—Millennials and Generation Z, in particular and because of its focus on visual storytelling, which helps luxury firms present their goods and aesthetics in an effective manner, may account for this preference (Vinerean and Opreana, 2019). The figure demonstrates the participants’ strong preference for Instagram over other social media platforms when it comes to following luxury brands. This highlights the platform's important role in the domain of luxury brand interaction. A significant 81% preference for Instagram indicates that the platform is widely used by those surveyed, indicating how well it works to showcase and promote luxury goods. Facebook and YouTube each received 6% of the responses, but they lag Instagram, indicating a significant but relatively modest degree of preference. This suggests that there is a wide range of tastes among participants on social media when it comes to engaging with premium brands. It's interesting to note that only 4% and 2% of respondents preferred Twitter and TikTok, respectively. This could imply that these platforms have a comparatively smaller impact on the population surveyed luxury brands following demographic. 
Question 5 
Which luxury fashion brands do you follow on social media platforms from the list below?
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Result: All 47 responses to the study, which asked respondents to choose up to three upscale fashion labels they follow on social media from a given list, were logged. With 15 responses, Gucci was the premium fashion company that respondents followed the most frequently, as the figure above illustrates. Versace, Dior, and Armani came in close behind with eight and seven responses, respectively. Burberry (5), Prada (2), Dolce & Gabbana (1), and Fendi (1) are among the other noteworthy mentions.
Discussion: The social media platform preferences of the participants in the survey on luxury fashion labels provided insightful information about the brands that appeal to the most people. Out of all the luxury fashion brands, Gucci was the most popular, drawing in 15 responses. Gucci's strong brand identification, creative marketing techniques, and successful social media presence may be responsible for its notoriety. Versace and Dior, with eight and seven responses, respectively, took second and third place. The comparatively high response rates for these brands indicate that the respondents have a sizable fan base and level of interest. These brands might have been successful in creating campaigns or interesting material that appeals to the social media preferences of the target audience. Despite being considered overrated by some consumers (Rehman, 2022). The survey's participants responded to a varied range of luxury fashion brands, as demonstrated by the significant mentions of Armani, Burberry, Prada, Dolce & Gabbana, and Fendi. The way that different organizations responded to each other on social media illustrates how competitive the premium fashion industry is. It suggests that various companies use distinctive approaches to draw in and hold the attention of their target market.
Question 6
In your experience, do luxury fashion brands social media presence and advertising campaigns play a significant role in your decision to purchase their products?
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Result: The purpose of the study was to find out how respondents' purchasing decisions were impacted by the social media presence and advertising efforts of luxury fashion companies. As the image shows, out of the 47 respondents, 42 (89%) stated that these criteria significantly influenced their choice to buy things, while 5 (11%) answered otherwise.
Discussion: The statistics illustrate that a considerable proportion of participants, precisely 89%, expressed that the social media presence and advertising campaigns of high-end fashion brands had a notable impact on their purchase decisions. This research emphasizes how important it is for luxury fashion firms to have strong social media content and marketing strategies to influence consumer choices. On the other hand, 11% of participants stated that these variables have no bearing on their choice to buy luxury goods. This discovery might indicate that other factors like individual preferences, brand loyalty, or product quality have a greater influence on their decision-making. The range of answers demonstrates how complex consumer behavior is in the luxury garment industry, where unique preferences and non-marketing variables significantly influence consumer choice.





Question 7 
To what extent do you agree or disagree with following statement: 
"Luxury fashion brands effectively use social media to build brand awareness and create a sense of exclusivity"?
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Result: Based on the data shown in the figure, a sizable majority of respondents both men and women—believe that luxury fashion firms adeptly employ social media channels to build a sense of exclusivity and brand recognition, as depicted in the figure. 18 people (38%) strongly agree with the statement, whilst 26 people (55%) express agreement with it. Conversely, only 3 people (6%) take a neutral position. This group's perspective highlights how well luxury fashion firms are thought to be able to use social media to build customer brand identification and an air of exclusivity.
Discussion: It is consistent with past research demonstrating that luxury fashion brands are increasingly utilizing these channels to engage with their target market and foster brand loyalty to acknowledge that these brands adeptly use social media to create a sense of exclusivity and increase brand awareness (Kim and Ko, 2012). Due to its capacity to engage consumers and raise brand awareness, social media marketing has emerged as a crucial component of any company's marketing plan (Bozarth and Handfield, 2016).
The information depicted in the figure shows that respondents men and women alike generally agreed that luxury fashion firms skillfully use social media channels to build a sense of exclusivity and increase brand recognition. Notably, 38% of participants strongly agree with this statement, demonstrating a significant conviction in the ability of luxury businesses to use social media to strategically position their brands. Moreover, 55% of the participants concur with the assertion, indicating a general recognition of the function social media serves in augmenting brand awareness and cultivating a sense of exclusivity. This collective opinion indicates that respondents generally had a favorable opinion of the influence of luxury fashion businesses' social media tactics. According to Vinerean and Opreana (2019), luxury fashion firms may effectively exhibit their items and interact with their audience on Instagram due to its visually oriented nature. On the other hand, just 6% of respondents take a neutral attitude, suggesting that a comparatively tiny portion of the population is undecided about the issue. Most respondents support the idea that luxury fashion firms successfully use social media platforms to forge a distinctive brand identity and foster an aura of exclusivity, even though this group stays neutral. This common viewpoint highlights the social media's perceived importance in the luxury fashion industry, stressing its function in building an exclusive and aspirational image in addition to increasing brand exposure. The data reveals positive views that luxury businesses may leverage to improve their appeal among consumers through sustained investment and innovation in social media activities.

Question 8 
To what extent do you agree or disagree with following statement: 
"Social media platforms have improved my overall customer experience with luxury fashion brands"?
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Result: In accordance with the information shown in the figure, of the 47 participants, 27 (57%) agreed, and 13 (28%) strongly agreed. Furthermore, 1 participant (2%) opposed or strongly disagreed, while 5 participants (11%) took a neutral attitude.
Discussion: The data depicted in the picture demonstrates the different levels of agreement among the 47 participants with respect to the efficacy of luxury fashion brands in using social media to establish exclusivity and raise brand recognition. 57 percent of respondents agreed with the statement, and other twenty-eight percent strongly agreed with it. This consensus highlights how well-regarded luxury fashion firms are thought to have used social media to build and enhance their brand identity. The favorable opinion is consistent with research that has already been done by Kim and Ko (2012), which shows that luxury fashion firms are increasingly using social media channels to interact with their target audience and foster brand loyalty. Due to social media's shown capacity to increase brand visibility and customer engagement, it has become a crucial part of marketing strategy (Bozarth and Handfield, 2016). 11 percent of participants expressed a neutral opinion, indicating that this group is unsure or unconvinced regarding the efficacy of the social media tactics used by high-end fashion labels. The wide range of answers highlights the complex viewpoints among the people who were polled. It's interesting to note that 2% of participants disagreed and strongly disagreed with the statement. These replies, however minor, point to a segment of the public that might not think social media marketing by high-end fashion labels does a good job of increasing exclusivity or brand awareness.

Question 9 
Please rate your level of satisfaction with after sales services provided by luxury fashion brands, using scale of 1 to 10, where 1 is "very unsatisfied" and 10 is "very satisfied"?
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Result: The above figure shows how satisfied 47 participants were with the post-purchase services provided by high-end fashion labels. Of them, 19 participants expressed satisfaction with the services received with an 8 rating. Furthermore, ten people provided the maximum rating of ten, signifying a great degree of satisfaction. Five people gave the services a rating of six, while six participants gave them a score of nine. One person rated the study at 4, while the other two participants rated it at 5, 3, and 2, respectively. These disparate rankings are indicative of the participants' varying degrees of satisfaction with the after-sale services provided by high-end fashion labels.
Discussion: 
A range of viewpoints may be seen in the 47 participants' satisfaction ratings with the after-sale services offered by luxury apparel brands. Interestingly, 19 out of the participants, or the majority, rated their level of pleasure at 8. This indicates that a sizable percentage of the public questioned thought the after-sale services were adequate, suggesting a generally positive mood towards the services. Additionally, 10 participants gave the after-sale services the highest grade of 10, indicating a noteworthy segment that is extremely satisfied with them. These high scores indicate that a sizable percentage of participants had excellent post-purchase interactions with luxury fashion brands and great service quality. However, the distribution also shows a range of values, from 2 to 9, which suggests that individuals' levels of satisfaction varied. The wide range of answers underlines how arbitrary people's tastes and expectations are when it comes to after-sale services in the luxury clothes industry. It is imperative to recognize that consumer satisfaction with post-purchase services plays a critical role in cultivating positive brand views and brand loyalty (Lee, Lee, & Yoo, 2000). The good evaluations are consistent with the idea that happy post-purchase experiences build consumer loyalty and promote positive word-of-mouth and repeat business. Lower ratings, however, imply that there is potential for development in a few areas of the post-purchase care provided by high-end clothing companies. Enhancing overall customer happiness and loyalty can be achieved through the identification and resolution of specific areas of concern derived from customer input.







Question 10
To what extent do you agree or disagree with following statement: 
"Loyalty programs are important in my decision to continue purchasing from luxury fashion brands"?
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Result: According to the data presented in the figure, of the 47 participants, 30 (64%) agreed with a certain feature, and 8 (17%) strongly agreed with it. Furthermore, two participants (4%), one respondent (2%), and six participants (13%) maintained a neutral viewpoint. This wide range of replies is indicative of the participants' differing points of view regarding the issue being discussed.
Discussion: The figure illustrates how the 47 participants' replies were distributed, offering insight into their opinions regarding a certain topic. Sixty-four percent of the participants indicated agreement, suggesting that this group has a generally positive attitude. Furthermore, 17% of respondents expressed strong agreement, highlighting a notable degree of agreement on the issue. It is interesting to note that a sizable fraction of participants—13%—took a neutral position. This indicates that there was a segment within the polled population that did not closely align with either agreement or disagreement, suggesting a diversity of perspectives. Conversely, 2% of individuals strongly disagreed, and 4% of participants disagreed. These answers draw attention to a minority group that has a pessimistic view of the situation. The varying answers highlight how crucial it is to recognize that customers have differing ideas, as personal preferences and viewpoints can have a big impact on how people perceive a product or service (Smith, 2000). Refining methods and improving overall customer satisfaction can be greatly aided by comprehending and resolving the concerns of those who disagree or choose to stay neutral.
5. Conclusion and Recommendation
5.1 Conclusion
The study has successfully achieved its primary goals, which were set out at the outset. After carefully examining primary data sources, the researcher has gained valuable insights into the state of social media marketing and CRM strategies used in the luxury fashion industry.
First, the study has listed the most popular social media marketing strategies employed by the luxury fashion industry. A survey of pertinent literature indicates that luxury fashion companies primarily use social media platforms like Instagram, Facebook, TikTok, Twitter, and YouTube to engage with their clientele and advertise their goods. Influencer partnerships, narrative storytelling, visually stunning material, and the usage of user-generated content are essential components of these tactics. An examination of primary sources highlights how luxury fashion firms use social media to further their marketing and customer relationship management (CRM) goals. Through the effective use of these platforms, firms can reach a wider audience, encourage customer interaction, and build a strong online presence. Important conclusions drawn from primary data highlight how important luxury firms' social media presence and advertising efforts are in influencing consumers' decision-making when they are thinking about buying products. This highlights how crucial it is to keep up a strong online presence and create effective advertising campaigns to influence consumer preferences and boost sales. Furthermore, a general agreement among participants emphasizes how aesthetically pleasing and captivating the information provided by luxury businesses on social media is. This agreement highlights the importance of social media marketing for the luxury sector and the demand for captivating stories and imagery to draw viewers in and foster brand loyalty.
Secondly, the study then went into the Customer Relationship Management (CRM) techniques used in the high-end apparel sector. The literature research emphasized how important CRM is to build and maintain relationships with customers, customizing marketing campaigns, and fostering brand loyalty. The results of the survey confirmed the significant influence that social media platforms have on enhancing the customer experience at several phases of the customer lifecycle, including post-purchase satisfaction. However, it is still critical for high-end fashion labels to recognize the variety of tastes and demands present in their clientele, requiring flexible approaches to reach a wider range of consumers. Furthermore, secondary source findings showed that although not all luxury businesses have loyalty incentive programs in place, those that do have a big impact on how customers make decisions and build long-lasting relationships. Primary data collecting confirmed the important influence loyalty programs have in influencing consumers' decisions to regularly purchase from premium fashion companies. This emphasizes even more how important CRM is to the industry. By incorporating loyalty programs into their marketing strategy, firms may improve their CRM efforts and ultimately increase customer happiness.
Finally, the study looked at how social media platforms impact high-end fashion business customer relationship management. From awareness to consideration to purchase to retention, social media platforms are vital at every stage of the customer lifecycle, as demonstrated by the primary data gathering results. The survey's findings demonstrated that most participants thought social media platforms had enhanced their entire shopping experience at high-end clothing companies. Additionally, though, not every client expressed a consistent improvement in their social media contacts with high-end fashion labels. This emphasizes how important it is for luxury firms to continuously assess and improve their social media strategy while paying close attention to the opinions and preferences of their customers.
The study offers significant contributions to the understanding of the current state of social media marketing and CRM tactics in the luxury fashion sector, as well as the apparent influence of social media platforms on consumer interactions. These findings highlight how important it is for luxury businesses to adjust and improve their strategies to remain competitive, cater to target demographics, improve overall customer experiences, and build long-lasting relationships with their customers.

5.2 Recommendations
The impact that social media platforms have on luxury fashion companies' ability to sell more and establish their brand more widely cannot be overstated. They play a crucial role in the broad field of digital marketing. Because these platforms have a long-lasting effect on consumer behaviour and technology is always evolving, it is imperative for businesses to stay abreast of the latest developments. A deep grasp of customer expectations and preferences is necessary to develop marketing strategies that work on social media. In light of this, the following advice is intended to help luxury businesses enhance their social media presence and refine their Customer Relationship Management (CRM) strategies in order to communicate with their target audience more effectively.
High-end fashion labels should consider customizing their social media approaches to cater to different age groups, thereby enhancing consumer interaction. By tailoring campaigns to meet the specific tastes and needs of various demographics, luxury fashion brands can create experiences that resonate with a broader audience. This might involve offering exclusive online deals, targeted promotions, or seamless shopping experiences designed to appeal to diverse age groups and foster stronger relationships with clients.
In addition, it's advisable for luxury brands to broaden their social media presence across multiple platforms to maximize customer reach. While platforms like Facebook and Instagram remain popular, exploring newer channels such as TikTok can help reach younger demographics. By crafting platform-specific content, brands can effectively engage their target audience, aligning with their unique interests and expectations. This tailored approach ensures that luxury fashion firms can showcase their identity and product offerings in a manner that resonates with users on all platforms.
Furthermore, luxury brands should consider establishing or enhancing loyalty programs while maintaining their exclusivity. The survey findings underscored the influence of loyalty programs on consumer purchasing decisions, presenting an opportunity for brands to incentivize repeat purchases and foster long-term relationships. Leveraging social media channels to promote loyalty programs allows brands to provide exclusive incentives and rewards, creating value and cultivating lasting connections with customers.
Lastly, customizing content and interactions based on customer data can significantly enhance the overall customer experience. Recognizing the varying preferences and expectations of consumers, luxury fashion brands can leverage CRM solutions to deliver more personalized communication and information. This strategic approach ensures that customers feel more engaged and satisfied, ultimately strengthening their relationship with the brand.
5.3 Limitations
Several limitations were identified in this study, which may affect the interpretation and generalizability of the findings. Firstly, the sample size of the survey was relatively small, potentially limiting its applicability to the broader population of luxury apparel consumers. Additionally, the use of convenience sampling could introduce bias into the sample, as participants were not randomly selected. This method may not accurately represent the entire population of premium apparel buyers. Furthermore, the research employed a cross-sectional design, capturing data at a specific point in time. This approach may overlook changes in consumer preferences, behaviors, or social media trends over time. Moreover, the study solely collected quantitative data, overlooking qualitative insights into consumer experiences and preferences. Integrating both qualitative and quantitative data could provide a more comprehensive understanding of social media's impact on CRM in the luxury apparel industry.

6. Further Research
To address the limitations of this study and advance our understanding of how social media platforms influence customer relationship management (CRM) in the luxury apparel industry, several recommendations for further research are proposed. Firstly, increasing the sample size and diversity of participants would enhance the accuracy and applicability of the findings. Utilizing a probability sampling method, such as random sampling, could help mitigate potential biases in participant selection, resulting in a more representative sample of high-end fashion consumers. Moreover, a longitudinal study design, tracking individuals over time, would allow for the detection of changes in social media trends, consumer behaviors, and preferences, providing a more dynamic understanding of social media's impact on CRM in the luxury apparel sector. Additionally, conducting a comparative analysis across various luxury fashion brands could yield valuable insights into the distinct CRM and social media marketing strategies employed in the industry. Furthermore, integrating qualitative research methods, such as interviews, would enable a deeper exploration of consumer experiences and preferences, shedding light on the intricacies of relationships between luxury fashion brands and their clientele on social media platforms. Lastly, future research should investigate the effects of emerging platforms and technologies on CRM, considering the ever-evolving nature of social media and technology. This includes examining experiences with augmented or virtual reality and understanding how luxury fashion firms can leverage these advancements to enhance client interaction and relationship-building efforts.
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8. APPENDIX
A Survey for MBA Dissertation
The Impact of Social Media Platform on Customer Relationship Management in Luxury Fashion Industry in London
1.GenderRequired to answer. Single choice. 
· Woman
· Man
· Non-binary
· Prefer not to say
2.AgeRequired to answer. Single choice. 
· 18 – 25
· 26 – 35
· 36 – 45
· 46 - 55
3.How frequently do you purchase luxury fashion items? Required to answer. Single choice. 
· I have never purchased.
· Rarely - less than once a year.
· Occasionally - 2 to 3 times a year.
· Frequently - 5 to 8 times a year.
· Very frequently - More than 8 times a year.
4.Which social media platform do you prefer to follow luxury fashion brands on? Required to answer. Single choice. 
· Instagram
· Facebook
· Twitter
· Tiktok
· Youtube
5.Which luxury fashion brands do you follow on social media platforms from the list below? Required to answer. Single choice. 
Gucci
· Valentino
· Prada
· Armani
· Dior
· Dolce & Gabbana
· Fendi
· Burberry
· Versace
6.In your experience, do luxury fashion brands social media presence and advertising campaigns play a significant role in your decision to purchase their products? Required to answer. Single choice. 
· Yes
· No
7.To what extent do you agree or disagree with following statement: 
"Luxury fashion brands effectively use social media to build brand awareness and create a sense of exclusivity" Required to answer. Single choice. 
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree
8.To what extent do you agree or disagree with following statement: 
"Social media platforms have improved my overall customer experience with luxury fashion brands" Required to answer. Single choice. 
· Strongly agree 
· Agree 
· Neutral
· Disagree
· Strongly disagree
9.Please rate your level of satisfaction with after sales services provided by luxury fashion brands, using scale of 1 to 10, where 1 is "very unsatisfied" and 10 is "very satisfied" Required to answer. Single choice. 
· 1
· 2
· 3
· 4
· 5
· 6
· 7
· 8
· 9
· 10
10.To what extent do you agree or disagree with following statement: 
"Loyalty programs are important in my decision to continue purchasing from luxury fashion brands" Required to answer. Single choice. 
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree
2
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