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Introduction 
Within this report there will be an analysation of digital marketing best practice in the leading organisation in the online clothing market. The two digital marketing channels that will be analysed will be the website of the leading organisation and the social media channels. There will be an in depth review into the marketing strategies they use to gain followers on Instagram and the ways they use their website to try and maximise sales.  The social media channels that will be analysed will be Instagram, Twitter and Facebook. This will show the differences in the organisations marketing strategies as each of the platforms are very different and attract different audiences. 
When starting an online clothing business, it is extremely important to market the product well due to the vast number of start-ups causing saturation in the market. All of these start-ups have the same ambition and the same initial goals to try and achieve. The biggest difference between all clothing brands, the ones that succeed and the ones that fail is the way they market their product. Most start-ups nowadays decide to pay a set fee to an influencer to promote their product for them, after that set fee paid to the influencer, marketing the product will be relatively cheap as a following will have already been gained and it is easier to grow from that point onwards.



Main Body
Nowadays, young entrepreneurs are all looking to enter the clothing industry and the motivation has come from brands like 11 degrees, SikSilk and HERA. After seeing the potential profits and the social presence that comes along with it many teenagers first business idea consists of some form of clothing design which is constantly causing the market to grow and evolve but the top brands are still able to lead the way with their experience in the field. 
boohooMAN are the leaders of the online clothing market in terms of followers with just over 605k on Instagram (Instagram, 2016), 148k likes on Facebook (Facebook, 2016) and just over 52k on twitter (Twitter, 2016). The main question with these figures here is why is there such a big contrast in followers over the different social media platforms. That is due to the platforms being used for completely different things by everyone. 
The main marketing source for boohooMAN is collaborations and online advertisements via Instagram, YouTube and Facebook. The most recent collab by boohooMAN has been with Quavo, a US rapper and one third of the mega group, Migos. This collaboration launched April 11th, and the day the news was released boohooMAN gained over 17,000 followers, the day before the launch they gained another 19,000 (socialblade, 2019). This shows that what boohooMAN do in terms of marketing works very well with thousands and thousands of people following their latest styles for influence. 
Instagram is used by businesses to show off their products and services in a visual format and the average user of Instagram will be on the platform to see pictures of products they are after, they want that visual connection to a business’s product. boohooMAN excel when it comes to Instagram followers and activity due to the influencers that they work with. For example, last summers Love Island stars Josh Denzel and Wes Nelson both collaborated with boohooMAN as soon as the show finished for a Josh VS Wes fashion competition where their millions of fans would vote for who’s fashion sense was the best. They would vote by purchasing products from their favourites range. This collaboration attracted millions of new buyers to the site and is seen as one of the best marketing strategies that can be executed, working with trends. (Instagram, 2016)
Twitter on the other hand is used by businesses to send a more formal type of post to the customers, a post with a lot more words which takes a lot more effort from customers. Twitter users often use Twitter in order to interact with friends and see what they are up to and follow accounts that they have an interest in e.g SkySports. Unfortunately, clothing brands are not very popular on twitter due to the majority of people who do interact with the page only trying to find out a solution to a problem they may have had, most of the marketing is done via Instagram due to those reasons. 
Facebook is the most formal of the sites, even though the majority of the current generation don’t use Facebook, boohooMAN have accumulated a respectable following. The average age of the current Facebook user nowadays is 40.5 years old (Phillips, 2015), at this age you wouldn’t expect many people to be online shopping on boohooMAN so they must have completed some great marketing to attract the younger generations to like the page via Facebook. 
[image: ]boohooMAN also have a stand out website compared to many other up and coming clothing brands. Where most websites nowadays are minimalistic boohooMAN’s website is the complete opposite with bright and vibrant colours filling the screen. 

Source 1.1: boohooMAN website (boohooMAN, 2015)
Another strong point from their marketing team is the sales they have, there is almost always a sale on along with the 40% student discount. With prices that cheap so many customers are going to buy from them. Even though the quality may not be up to the standard of some of the more expensive brands, the discounts has obviously worked as they are leading the market right now. 
Whichever major city someone may visit in the UK, there is almost a guarantee that there will be at least one billboard with boohooMAN’s advertisement engraved onto it. Around London there are many advertisements on buses, undergrounds and taxis, the funding for this is helped by the boohoo women’s brand. 






Conclusion
To conclude to the findings shown above, it is clear as to why boohooMAN are leading the online fashion industry with men. Firstly, they had a foundation to start with which was very helpful. Secondly, their marketing campaigns through Instagram create a large following resulting to a higher volume of sales which is also, very beneficial to them but shows why they are the leading online male retailer. Collaborations are also something they do which has generated numerous followers for them and this shows they have the leading ideas online, with only one other brand, SikSilk joining in, linking up with professional football players, in particular Manchester City players. Both brands lead by over 400,000 followers to HERA London and the main reason for this is the extent of which they market their product. 
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