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Abstract 
 
I de seneste år har virksomheder gjort brug af de sociale medier, som en del af deres marketing og 

branding aktiviteter. Tilkomsten af sociale medier har styrket behovet for øget kundeaktivering og 

engagement. Det har ligeledes ændret relationen mellem forbrugere og virksomheder, fra en formel 

tone med envejs kommunikation til en mere uformel tone med tovejs kommunikation. Forbruger 

engagement er derfor hovedemnet og det problemfelt jeg undersøger i min kandidatafhandling. 

Forbruger engagement tilbyder virksomheder, der er aktive på de sociale medier flere forskellige 

positive effekter og det er disse effekter, som jeg har undersøgt og deres indflydelse på 

virksomheder fra modebranchen.   

 

Formålet ved denne kandidatafhandling er, at forbedre forståelsen af forbrugeres engagement på 

Facebook, mere præcist er formålet at undersøge engagementsforholdet mellem forbrugere på den 

ene side og tøjmærkerne Asos og Urban Outfitters på den anden side på Facebook. Ved at 

undersøge dette formål, prøver jeg, at besvare problemstillingen omkring hvordan forbrugernes 

engagement på Facebook påvirker virksomhederne og hvordan hver part engagerer sig med 

hinanden. Denne problemstilling er også afhandlingens problemformulering og for at besvare 

denne problematik så fyldestgørende som muligt, har jeg foretaget dybdegående interviews med 

forbrugere og udarbejdet en indholdsanalyse af de to case-virksomheders Facebook sider. Formålet 

ved disse to metoder, har været at se forbrugeres engagement på Facebook fra både forbrugernes 

side og fra virksomhedernes side, for at forstå forbrugernes engagement bedst muligt.  

 

Resultaterne af denne kandidatafhandling viser, at forbrugernes engagement på Facebook påvirker 

virksomheder meget forskelligt, idet forbrugernes adfærd er forskelligt i forhold til hinanden.  

 

Derudover indebærer resultater også, at forbrugernes engagement påvirker virksomhederne første 

gang, når forbrugerne følger eller ’liker’ virksomhedernes Facebooksider. Efter dette førstegangs 

engagement, påvirker forbrugernes adfærd virksomhederne, når de udtrykker en eller flere 

’engagement outcomes’, såsom word-of-mouth, brands loyalty og brand love. Forbrugerne påvirker 

også virksomhederne, når du udøver aktiv engagement såsom ’liker’, kommenterer eller deler 

indholdet, der bliver publiceret af virksomhederne. Den aktive engagement og ’engagement 
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outcomes’ bidrager til at virksomhedernes rækkevidde og reklame på Facebook stiger. Det betyder, 

at virksomhederne er i stand til at sprede deres budskab og kommunikation ud over deres nærmeste 

følgere på Facebook og nå frem til flere forbrugere og øge deres reklame. 
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1.0 - Introduction 
 
This master thesis aims to add to the existing research about consumer engagement and contributes 

with a more well-rounded understanding on this topic through Facebook. Based on this research, I 

will investigate how it affects the two case study brands used in this thesis. These two case study 

brands both operate within the fashion industry. It is important to conduct in-depth interviews and 

content-analysis in order to dig deeper into the thought-processes of the target users. The following 

section will make a brief introduction to the field of study, problem research and delimitation. 

Finally, this will lead to the overall research question as well as two sub-questions.  

 
1.1 - Problem objectives 
The motivation for the focus of this thesis comes from several academics and their statements 

regarding consumer engagement on social media. Throughout my academic program (MSc. In 

Business Administration and Organizational Communication) I have worked with different theorist 

concerning communication and marketing within corporate organizations. The specific angle that 

has caught my attention and interest has been the relationship between the consumers and the 

brands, products and companies on the other side. This relationship has developed from a more 

formal standpoint with a one-way communication to a more informal and personal relationship with 

two-way communication, where brands and consumers interact together. The development from a 

formal to a more personal form of communication between brands and consumers, has been made 

easier and more widespread due to the expansion of social media platforms over the years. Along 

with my motivation and interest for this topic, I have also taken inspiration from various scientific 

articles and theorists and their views on this particular academic field.    

 

One of the outcomes of social media are online communities. These online communities are 

described by Preece (2000), as an internet-connected collective of people who interact over time 

around a shared purpose, interest, or need (Ren et al. 2007, p. 378). Almost all online communities 

rely upon people’s voluntary commitment, participation, and contributions (Ren et al. 2007, p. 378). 

The online community is a tool used by many brands and companies on social media. It is one of the 

reasons that the relationship between consumer and brand has become more informal and 

personal over the past years. Through these online communities, consumers can attach themselves 
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to a brand and vice versa. The attachment can not only be between the brand and the consumers, 

but also an attachment among the members (consumers) of a given online community. The 

different attachment styles in online communities are explained as ‘Bond-based-attachment and 

Identity-based-attachment’ (Ren et al. 2007, p. 380). The distinction between identity and bond 

refers to people’s different reasons for being in a group. Identity-based attachment, is because they 

like the group as a whole. Bond-based attachment, is because they like the individuals in the group 

(Ren et al. 2007, p. 380). Ren et al. are being using in this thesis when analyzing and explaining the 

two case study brands and their Facebook followers. 

 

Online communities and the types of attachment are among the many factors of interest within the 

problem field of this thesis. Another important factor and motivation for the thesis is how used and 

widespread social media is. According to Burst Media (2013), 65% of online adults have at least one 

personal social media account and 59% use their accounts at least once a day (Logan, K. 2014, p.60). 

The growing penetration of social media has spurred advertisers to get involved in the medium. 

Nearly 90% of advertisers use social media free tools, such as Facebook and Twitter, and 75% of 

them use paid social media advertising, such as paid ads on Facebook or sponsored blogs (Logan, K. 

2014, p.60). The above information tells me the importance of social media as a tool for advertisers 

and brands and is partly why this thesis studies the area of social media.  

 

On the other side of the spectrum, we have the consumers. The consumers have also taken social 

media and the different platforms as a usable tool for finding information. Trade publications have 

reported that consumers now use social media more frequently than corporate websites when 

searching for information on company, brand or product (Tsai & Men, 2013, p. 76). At the same 

time, social media offers unprecedented opportunities for brand communications to reach online 

stakeholders in their social communities and build relationships with consumers on a more personal 

level (Tsai & Men, 2013, p. 76).  

 

After narrowing down the study field of this thesis to the communicating channels of social media 

and the relationship between consumer and brands, it is essential to look at different definitions of 

the term consumer engagement. Sedley 2008 see consumer engagement as, “The discourse 
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portrays consumer engagement as a vehicle for creating, building and enhancing consumer 

relationships. Consumer engagement is seen both as a strategic imperative for establishing and 

sustaining a competitive advantage, and as a valuable predictor of future business performance” 

(Brodie et al. 2011, p.252). Neff (2007) views consumer engagement as a primary driver of sales 

growth, while Voyles (2007) suggests consumer engagement enhances profitability (Brodie et al. 

2011, p.252). Brodie et al. (2011) proposes that engaged customers have a key role in enhanced 

corporate performance by providing word-of-mouth about the products, services, and/or brands to 

others, involving in new product/service development, and co-creating experience and value 

(Brodie et al. 2011, p.252).  

 

With the above-mentioned angles taken into mind, this study will explore consumer engagement 

and the outcome of this from the brands perspective as well as from the consumer’s perspective. 

This will be applied to the social networking site (SNS) of Facebook, more specifically the Facebook 

Brand Page of the two selected case study brands: Asos.com and Urban Outfitters Inc. This academic 

thesis will investigate the relationship between brands and consumers on Facebook brand pages. 

More specifically, I want to investigate why consumers engage in such relationships and how the 

brands are trying to attract consumers to their Facebook brand page. Lastly, I will investigate how 

engagement relationships on Facebook affect brands from the fashion industry, represented by 

ASOS and Urban Outfitters. In this case, I find it important and necessary to look at literature 

regarding consumer engagement, social media, engagement outcomes and branding. I will discuss 

this literature with my primary collected data, which consists of in-depth interviews with consumers 

on Facebook and content-analysis on the two case study brand’s SNS posts. This will be the 

foundation of my case study and my master thesis in consumer engagement on Facebook. 

 

1.2 - Delimitation 
Due to the chosen focus for this thesis, it is limited to investigating the consumer engagement 

through Facebook brand pages. Furthermore, this thesis is focused on two selected case studies, 

which makes it limited to these specific cases. I have selected the two case study brands based on 

three criteria and the two cases are Asos.com and Urban Outfitters Inc. The selection is explained 

in the methodological section, alongside with the case study method. The research of this thesis will 

emphasis consumer engagement from the consumer perspective and from the brands perspective, 
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which means that I will make a content-analysis on the posts from the Facebook brand pages and 

collect several in-depth interviews with chosen consumers. This means that this thesis has a two-

dimensional focus, which aims to investigate consumer engagement both from the angle of the 

consumers and of the brands.  

 

Today, the concept of social media includes a widespread variety of different platforms. All of these 

platforms have very different characteristics and if I included all of them or many of them it would 

make the context of this thesis too wide. Therefore, this thesis aims to explore consumer 

engagement through Facebook brand pages. Facebook is a great tool to measure consumer 

engagement, as it is the most used Social Networking Site (SNS). In fact, Facebook covers 55% of the 

online audience worldwide (comScore, 2012). 

 

The problem objectives and delimitation has narrowed the aim of this thesis down to the 

engagement relationship between consumers and the brands of Asos.com and Urban Outfitters Inc. 

on their Facebook Brand pages. Below I have designed a research question and three sub-questions 

based on the problem research and the delimitation. 

 

1.3 - Research question and Sub-questions 
 

How does consumer engagement on Facebook affect brands from the fashion industry? 

 

1.3.1 - Sub-questions 
Why do consumers engage with brands from the fashion industry on Facebook?  

How do the brands engage with their followers? 
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2.0 - Literature review 
 
The primary aim of this research is to understand how consumer engagement on Facebook affects 

brands in the fashion industry. Answering this research question requires an understanding of why 

consumers engage with brands and how brands engage with their followers. The following literature 

review discusses existing literature related to the research question. This literature review informs 

the theoretical framework of the thesis. The theoretical framework is built upon the current body 

of knowledge in the topics of consumer engagement, social media, engagement outcomes, and 

branding. The theoretical framework was used throughout this thesis when conducting the in-depth 

interviews, the content analysis, and the analysis of the primary data.  

 

This section first discusses research on consumer engagement on social media, which is the main 

focus of this thesis. Subtopics considered within consumer engagement consist of engagement 

motivations and engagement levels and are discussed below; these were used in the in-depth 

interviews to identify interviewees’ motivations for and level of engagement with brands on 

Facebook. The second section of the literature review focuses on research on social media. The third 

section concerns the outcomes of consumer engagement, essential for analyzing and identifying the 

effects of consumer engagement on brands. Brand love, brand loyalty, and word-of-mouth (WOM) 

are outcomes presented in this section. These outcomes were used in the in-depth interviews to 

analyze if interviewees react in a certain way to their engagement to fashion brands. This was 

ultimately used to determine if interviewees’ engagement has an impact on the brands they follow. 

The last section concerns branding, as every brand has a strategy or approach for branding its 

products and itself. This plays an essential role in this thesis, as the content analysis aimed to 

understand how the chosen fashion brands brand themselves through Facebook posts to their 

followers. Eventually, this helped answer the overall research question of how consumer 

engagement on Facebook affects brands from the fashion industry. The four areas of the literature 

review complemented each other in answering the research question and subquestions. The 

literature review also defined guidelines for the data collected, through the in-depth interviews and 

content analysis, in order to answer the research question. For example, the literature review 

helped to identify motivations for interviewees to engage with brands and their level of 
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engagement. It also helped guide the content analysis and data collection about how the chosen 

fashion brands brand themselves though their posts.  

 

2.1 - Consumer Engagement 
The first section of the literature review concerns consumer engagement, the main focus of this 

thesis. This section reviews literature on motivational factors and level of engagement. This 

literature informed the interviews and the analysis of the interviews with respect to consumer 

motivations for engagement and ultimately helped answer the research question. The concept of 

consumer engagement has become particularly important since the growth of interactive and social 

media have changed how brand-related content is created, distributed, and consumed. These new 

media have created a shift, transferring the power to shape brand images from advertisers to 

consumers and their online networks (Tsai & Men, 2013, p. 76). Consumer engagement on SNSs is 

thus an essential area of research for this study.   

 

2.1.1 - Engagement motivational factors  
In order to understand how advertisers can engage consumers with their content on Facebook 

brand pages, advertisers and brands must understand consumers’ motivations for interacting with 

brands on Facebook brand pages (Tsai & Men, 2013, pp. 77–78). Wan-Hsiu Tsai and Linjuan Rita 

Men have analyzed Facebook users’ motivations for following a brand. They developed a web-based 

survey of Facebook users in the United States who visited or followed a company’s or a brand’s 

Facebook page (Tsai & Men, 2013, pp. 79–80). In their study, they considered key motivational 

factors for traditional media usage: entertainment, social integration, personal identity, and 

information (Tsai & Men, 2013, pp. 77–78). Tsai and Men have identified two additional factors that 

are relevant to social media: remuneration and empowerment (Tsai & Men, 2013, pp. 77–78). The 

first motivational factor for traditional media usage considered in Tsai and Men’s study is 

entertainment, which they refer to as “relaxation, enjoyment, and emotional relief generated by 

temporarily escaping from daily routines” (Tsai & Men, 2013, pp. 77–78). Social integration, the 

second factor, involves the sense of belonging to supportive peer groups and the enhanced 

interpersonal connections associated with media usage (Ibid). The third factor, personal identity, is 

concerned with an individual’s self-identity, which involves self-expression, identity management, 

and self-fulfillment (Ibid). The last motivator within traditional media channels is information; this 
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pertains to information seeking, including the search for advice, opinions, and information exchange 

(ibid). The first motivator for engagement on social media is remuneration, according to Tsai and 

Men’s study. This motivator involves participation in online communities where users seek rewards 

and benefits; these benefits include economic incentives, such as coupons and promotions (Tsai & 

Men, 2013, p. 78). The second motivator is empowerment, which refers to the use of social media 

to get influence (Ibid).  

 

Tsai and Men’s study has shown that remuneration, information, and entertainment are the main 

reasons for engaging with brand pages on Facebook. Specifically, remuneration is the biggest 

motivator for engagement. Economic incentives such as discounts, free samples, and sweepstakes 

prizes are important for Facebook users (Tsai & Men, 2013, p. 82). The second most important 

motivational factor for engagement, according to Tsai and Men’s study, is information. Consumers 

seek information related to the brand, products, or company for the brands they follow on SNSs 

(Ibid). The third motivator found have an effect on engagement motivation is entertainment. The 

respondents of Tsai and Men’s survey indicated appreciation for the entertainment value of a 

brand’s Facebook page; they saw the page as a place to escape their daily routines or relax, pass 

time, and experience aesthetic enjoyment (Tsai & Men, 2013, p. 83). Social integration, personal 

identity, and empowerment have not been found to influence consumer motivation for 

engagement on SNSs (Ibid). This thesis investigates these factors and their role in engagement with 

brands from the fashion industry. 

 

Self-expression was not considered by Tsai and Men as a motivator for consumer engagement with 

brands on Facebook. However, later studies such as by Wallace et al. (2014) have pointed to self-

expression’s relevance for consumer–brand engagement on SNSs. Wallace et al. (2014) quote Schau 

and Gilly (2003), who specify self-expression as an aspect of Facebook use: “On Facebook, self-

identity is created through consumers’ descriptions of themselves, and how they connect to others 

within a network” (Wallace et al. 2014, p. 34). Consumers may favor a brand because it expresses 

their ideal or actual selves (Ibid). Wallace et al. also draw on Sprott et al. (2009) and they consider 

of the role of consumer engagement in self-concept and consumers’ propensity to include brands 

in how they view themselves (Wallace et al. 2004, p. 34). On Facebook, consumers engage with 
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brands through their “likes,” which allows consumers to build their online self-expression. Brands 

are considered to be self-expressive, the degree to which is based on “the customers’ perception of 

the degree to which the specific brand enhances one’s social self—and/or reflects one’s inner self” 

(Carroll & Ahuvia, 2006, p. 82). Self-expression through online communities such as Facebook brand 

pages allow consumers to present an “ideal self.” In doing so, consumers often choose brands that 

are materially beyond their reach in their real lives 

 (Wallace et al. 2014 p. 34). 

 

Based on a review of existing literature, this thesis assumes four key factors for social media brand 

engagement: remuneration, entertainment, information, and self-expression. This study’s in-depth 

interviews investigate the importance of these factors for engagement with brands from the fashion 

industry. According to Tsai and Men (2013), remuneration is the main motivational factor. Thus, a 

number of interview questions concerned engagement through deals, sales, or other promotions. 

Other questions in the in-depth interviews considered information as a potential motivation for 

engagement and attempted to understand the effect of seeking information about a brand and its 

products. The entertainment value of a brand’s Facebook page can be essential for engagement, so 

another set of questions investigated whether this is applicable to brands from the fashion industry. 

Finally, based on the findings of Wallace et al. related to self-expression, the interviews explored 

how Facebook users describe themselves and the place of brands in how they view themselves. 

   

2.1.2 – Consumer engagement levels 
Consumer engagement is critically important for firms, products, and brands. SNSs such as Facebook 

provide many opportunities for social media users to share and create content about every aspect 

of their lives, including the brands they follow. Social media has transformed online consumer 

behavior and the engagement between consumers and brands (Muntinga et al. 2011, p. 13). 

Muntinga et al. (2011) have categorized online consumer behavior based on consumers’ online 

brand-related activities (COBRAs). Examples of COBRAs include watching brand-related videos on 

Absolut Vodka’s YouTube channel, talking about IKEA on Twitter, and uploading pictures of their 

new Converse sneakers to Facebook (Muntinga et al. 2011, p. 14). COBRAs are also associated with 

other behavioral concepts associated with the consumer-to-consumer and consumer-to-brand 

relationships. These online behavioral concepts are electronic WOM, which is associated with online 
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consumer-to-consumer interactions about brands, and user-generated content, referring to the 

content produced and uploaded by consumers rather than by companies (Muntinga et al. 2011, p. 

14). In particular, electronic WOM is closely connected to COBRAs and is one of the engagement 

outcomes considered in this thesis.  

 

Muntinga et al. (2011) categorize online consumer behavior into various user types that are 

associated with specific behaviors. These take into account the activeness of social media use and 

exist along a continuum, from high to low brand-related activity (Muntinga et al. 2011, p. 15). The 

three COBRA types are associated with differing levels of engagement: consuming, contributing, 

and creating (Ibid).  

 

The first COBRA type is the consumer of brand-related content. This type represents a minimum 

level of online brand-related activity and entails participating without actively contributing or 

creating content to a given SNS. Examples include viewing brand-related videos, listening to brand-

related audio, watching brand-related pictures, following threads on online brand community 

forums, reading comments on brand profiles on SNSs, reading product reviews, playing branded 

online video games, and downloading branded widgets (Muntinga et al. 2011, p. 16).  

 

The second COBRA type is the contributor of brand-related content. This COBRA type is the middle 

level of online brand-related activity; it includes both user-to-content and user-to-user interactions 

about a certain brand. Examples are rating products or brands; joining a brand profile on an SNS; 

engaging in brand conversations on online brand community forums or SNSs; and commenting on 

brand-related weblogs, video, audio, and pictures (Muntinga et al. 2011. p. 16).  

 

The third COBRA type is the creator of brand-related content. This type represents the ultimate level 

of online brand-related activity and involves actively producing and publishing brand-related 

content that others consume and to which others contribute. Examples are publishing a brand-

related weblog; uploading brand-related video, audio, pictures, or images; writing brand-related 

articles; and writing product reviews (Muntinga et al. 2011, p. 16). 
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The COBRA typology helps to identify social media users with respect to their level of engagement 

with a given Facebook brand page. This was used in the analysis of the in-depth interviews to see 

how engaged the interviewees are and if this level of engagement has an effect on the brands with 

respect to engagement outcomes. These outcomes are discussed later in section 2.3. The 

motivational factors and the level of engagement helped shed light on the part of the research 

question that deals with why consumers engage with brands from the fashion industry on Facebook. 

This was done in the analysis of the in-depth interviews, which addressed the interviewees’ 

motivations and level of engagement. This ultimately helped to answer the overall research 

question of how consumer engagement on Facebook has an effect on the brands from the fashion 

industry.  

 

2.2 – Social media 
The next area of focus in this literature review is the field of social media. It is essential to assess the 

literature on social media because this thesis concerns consumer engagement on social media. This 

section addresses social media platforms, and changes in customer relationship and brand 

communication due to social media and finally social media content. These topics were important 

for answering the research question because it was necessary to understand existing literature 

about social media communication and content in order to conduct the interviews and content 

analysis that explained the effects of consumer engagement on brand from the fashion industry.     

  

Haenlein and Kaplan (2010) define social media as “a group of Internet-based applications that build 

on the ideological and technological foundations of Web 2.0, and that allow the creation and 

exchange of User Generated Content” (p. 61). They define user-generated content as “all the various 

forms of media content that are publicly available and created by the end-user,” that is, not by 

professionals (p. 61). Based on these definitions, social media can be seen as platforms where users 

consume and create content, which is used to connect and communicate with family, friends, and 

brands. This thesis employs this definition of social media. 

 

2.2.1 - Social media platforms 
Social media consist of various platforms and include SNSs such as LinkedIn and Facebook, which is 

the focus of this thesis. SNSs are focused on the connection, interaction, and creation of online 
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profiles (Kaplan & Haenlein, 2010, pp. 63–64). Social media platforms are effective for creating 

brand pages and profiles which consumers can follow and with which they can interact (Kaplan & 

Haenlein, 2010, pp. 63–64). Brand pages require Facebook users to follow or like them in order to 

see updates and content that are shared by the brands. Brand pages allow companies to share news 

and information with users directly, engage in conversation, and react to feedback and comments 

from consumers (Kaplan & Haenlein, 2010, pp. 63–64). The reasoning for analyzing SNSs in this 

thesis is specified in the methodology section. 

 

2.2.2 - Social Customer Relationship Management 
With the rise of social media, the relationship between the consumer and the brand has taken 

changed, shifting control from the brands to the consumers. This is essential in understanding the 

complexity of consumer–brand engagement and the impact on brands of social media. Social media 

and SNS platforms expand the concept of consumer engagement, allowing users to engage with 

brands. Social media require a different understanding of the consumer and, hence, an expansion 

of the traditional concept of customer relationship management, which is called social customer 

relationship management (Baird & Parasnis, 2011, pp. 1–4). This new term places the customer in 

control of the relationship; it is the customer who drives the conversation and co-shapes the brands. 

In this relationship, the brands provide the social pages, where the user-generated content will be 

consumed, created, and shared (Baird & Parasnis, 2011, p. 1–4). The birth of social media and the 

consequent shift of the customer relationship has opened up a new form of brand communication; 

this is addressed below.     

 

2.2.3 - Brand communication on social media 
Effective brand communication on social media requires a brand to understand the best social 

media for engagement. The target audience must also be present and willing to receive and 

consume brand messages through the social media platform (Kaplan & Haenlein, 2010, p. 65). Using 

multiple social media platforms is also a possibility in order to reach more consumers, but different 

platforms might reflect different approaches (Ibid). This thesis concentrates on Facebook and 

Facebook brand pages. The possibility for direct communication between brands and consumers on 

social media has introduced changes into brand communication. Communication is no longer a one-

way form of communication but works continuously and as a dialogue between brands and 
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consumers as well as among consumers (Peters et al. 2013, pp. 282–283). Brand communication 

through social media allows brands to reach consumers more easily and respond to feedback 

instantly (Ibid). Another change brought by social media is the limited amount of control that brands 

have over their own messages (Peters et al. 2013, p. 298). A brand message on social media is 

received by social media users that follow and or like the brand’s social media page, but it is shared 

by the recipients only if the message’s values, motives, and interests are aligned with the recipient’s 

own values, motives, and interests (Peters et al. 2013, p. 290). The brand messages might then be 

shared with other users in the recipient’s network but possibly in a slightly different form than the 

original (Peters et al. 2013, p. 290). It is, therefore, important to identify key followers so the brand 

message can reach beyond the brand’s own group and followers. Reaching social media users 

outside of the brand’s and the recipient’s networks will allow brands to engage more consumers 

(Peters et al. 2013, p. 290). Achieving consumer identification with the values, motives, and interests 

expressed in a brand’s messages on social media requires the brand to understand what content 

fits in and how much interactivity is acceptable (Peters et al. 2013, p. 290). Once the brand message 

is shared, it is out of reach and the brand has a limited amount of control of the message. The brand 

must thus be constantly present in order to respond to and engage in conversations related to the 

brand message. Social media users will discuss a brand and its messages regardless of whether or 

not the brand is present (Peters et al. 2013, p. 289). Peters et al. also point out the importance of 

key followers: “A few highly influential and engaged users may overcompensate for a large number 

of hardly engaged followers with smaller networks and less clout” (Peters et al. 2013, p. 290). The 

in-depth interviews that comprise part of the data for this thesis investigated whether the values, 

motives, and interests expressed by the brand in social media posts are consistent with their 

followers’ interpretation of the brand’s values, motives, and interests. 

 

2.2.4 - Social media content 
The content on a brand’s SNS is the factor that attracts new followers and induces them to share 

and engage with the brand, allowing the brand messages spread to social networks outside the 

brand and its followers. The content of brand posts is a form of direct communication between a 

brand and its current and potential customers. The two case study brands are analyzed using 

content analysis in order to measure their content and compare it with their followers’ opinions, 

which were collected in the in-depth interviews. A brand on social media must create its own 
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content with a specific personality that will extend the followers’ experience from offline to online 

and result in a deeper level of engagement. Communication on social media focuses on building and 

strengthening connection between users and between users and brands. This is done through 

content which can influence the behavior of the users. (Convinceandonvert.com, 2013). In other 

words, content is a driving factor for social media. A brand publishes content through posts their 

page, but there are different types of posts depending on the message and emotional tone that the 

brand wants to share with its followers: funny or clever, thoughtful or inspirational, educational, 

conversational, or promotional (Blog.wishpond.com, 2011). Funny and clever content is generally 

easier to remember because it might make the consumer laugh or even smile. Inspirational content 

is effective in getting consumers’ attention and leaves them with a good impression. Inspirational 

quotes or motivational stories are good instruments for this type of content (Blog.wishpond.com, 

2011). Educational content also garners consumers’ interest or appreciation. This may include step-

by-step articles or how-to videos that are relevant for consumers (Blog.wishpond.com, 2011). 

Conversational content focuses on engaging with the audience directly on an individual level, 

making the consumer feel a part of the conversation. Examples of this type of content include 

replying to posts, answering questions, and joining discussions (Blog.wishpond.com, 2011). 

Promotional content focuses on self-promotion of the brand (Blog.wishpond.com, 2011). Offering 

promotions, such as exclusive discounts, can also allow brands to satisfy consumer desire for 

recognition (Baird & Parasnis, 2011, p. 1). 

 

Peters et al. identify three aspects of content: content quality, content valence, and content volume 

(Peters et al. 2013, p. 286). Content quality describes the characteristics of the content: the type of 

narratives used and the content’s purpose (Ibid). Content valence refers to the emotions that the 

content communicates. Content volume is the amount of content that is produced by a user (Peters 

et al. 2013, pp. 286–287). 

 

The next section discusses literature on the outcomes of consumer engagement on social media. 

This informed this study’s investigation of the effects of consumer engagement on the two case 

study brands. This was done through the in-depth interviews, which asked participants how they 

communicate and feel about the brands.    
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2.3 – Outcomes of consumer engagement 
The main research question asks how consumer engagement affects brands from the fashion 

industry. Answering this question required knowledge of the outcomes of consumer engagement 

on social media identified in previous studies. This section reviews the literature on consumer 

engagement outcomes, including brand love, WOM, and brand loyalty. These outcomes of 

consumer engagement were explored in the in-depth interviews in order to determine if the 

interviewees expressed any of these outcomes. Building on the consumer engagement levels 

described by Muntinga et al., questions addressed whether consumers’ level of engagement is 

linked to greater expression of these outcomes. The three engagement outcomes can be seen as a 

pyramid, as in figure 1, where the outcome at the top of the pyramid affects the one below and so 

on. If a consumer expresses brand love, this person will also be loyal to the brand and will 

communicate with family and friends about the 

brand in a positive way; that is, the consumer 

also expresses brand loyalty and WOM if 

expressing brand love. At the level below, 

consumers who express brand loyalty also 

express WOM but do not necessarily feel brand 

love. At the last level, a consumer may express 

WOM alone; they do not necessarily feel brand 

love or brand loyalty.      

Figure 1. Engagement outcomes pyramid. Self-developed figure. 
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2.3.1 – Brand love 
Brand love is an essential consumer engagement outcome in the literature on consumer 

engagement. Brand love is a newer concept, which affects other engagement outcomes, such as 

brand loyalty and WOM (Bergkvist & Bech-Larsen, 2010, pp. 505–506). Albert et al. note that brand 

love is a feeling that can appear whether the loved item is an object or a brand (Albert et al. 2008, 

p. 1062). This thesis examines brand love for an item. 

 

Carroll and Ahuvia (2006) note that brands that shape consumer identity result in more powerful 

emotional responses (Carroll & Ahuvia, 2006, p. 81). They define brand love as follows: “The degree 

of passionate emotional attachment a satisfied customer has for a particular trade name” (Carroll 

& Ahuvia, 2006, p. 81). Other studies of brand love define the concept differently; however, they 

are consistent in their assumption that the integration of self and brand is a construct of brand love 

(Malhotra et al. 2016, p.333). Albert et al. (2008) note that there is a congruity between self-image 

and product image and that this enhances brand love (Albert et al. 2008, p. 1073). Albert et al. also 

note that brand love contains first-order and second-order dimensions. The first-order dimensions 

consist of seven factors: duration, dream, memories, intimacy, unicity, idealization, and pleasure. 

Second-order dimensions consist of two factors: passion and affection (Albert & Merunka, 2013, p. 

259). Another conceptualization of brand love encompasses consumers’ use of the brand to express 

both their current and desired self-identity. If a consumer likes or follows a brand on an SNS, such 

as Facebook, and this liked/followed brand facilitates the consumer´s self-expression, the brand 

may experience more brand love. When consumers strongly identify with a brand, this indicates 

that the brand is effective in expressing consumers’ real and desired identities (Batra et al. 2011 p. 

4). This is consistent with literature on the engagement motivational factor of self-expression. This 

similarity between the motivational factor of self-expression and brand love is getting used in the 

in-depth interviews in order to see if interviewees expressing self-expression also express love 

toward the two case study brands.     

 

Consumers who love a brand make repeated purchases and are willing to recommend the brand to 

other consumers. That is, according to Albert et al., brand love affects other engagement concepts 

like WOM (Albert et al. 2008, p. 1074). Questions related to repeat purchases were included in the 

in-depth interviews to understand the effects of consumer engagement on brands. 
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The literature also links brand love to active engagement, defined by Keller 2009 as the willingness 

“to invest time, energy, money, or other resources in the brand beyond those expended during 

purchase or consumption of the brand” (Keller, 2001, p. 19). 

 

Albert and Merunka in their 2013 article suggest that consumers might actually feel love toward a 

specific brand. They identify passion, intimacy, pleasure, interdependence, satisfaction, and 

commitment as construct elements. They have found evidence that brand love includes increased 

participation in a brand community. They describe brand love as a relationship that is “deep and 

enduring” to a degree that the brand in question is deemed “irreplaceable” (Albert & Merunka, 

2013, p. 259). Through the analysis of the in-depth interviews, we can find out if consumers see the 

two case study brands as irreplaceable, through the feelings that they are expressing towards the 

brands. 

 

2.3.2 – Word-of-mouth  
Wallace et al. define WOM as “the flow of communication among consumers about products or 

services” (Wallace et al. 2011, p. 35). Consumers now use social media more frequently than 

corporate websites when searching for information on a company, brand, or product (Tsai & Men, 

2013, p. 76). Other studies support this: They report that consumers use different types of social 

media platforms to research information about a product, service, or a brand as well as to make 

purchasing decision because social media is perceived as a more trustworthy source of information 

(Mangold & Faulds, 2009, p. 358). Brands now thus have the opportunity to communicate with their 

customers on different social media platforms. Furthermore, customers also have the opportunity 

to communicate with one another, making social media an extension of traditional WOM. Although 

brands cannot control consumer conversations on their social media site, they can try to influence 

the conversations that social media users have with one another (Mangold & Faulds, 2009, p. 357).  

 

The extension of traditional WOM to social media has been described by Hennig-Thurau, Gwinner, 

Walsh, and Gremler (2004). They introduced the concept of electronic WOM, defined as “any 

positive or negative statement made by potential, actual, or former customers about a product or 

company, which is made available to a multitude of people and institutions via the Internet” 

(Hennig-Thuray et al. 2004, p. 39). The rise of the Internet and social media has created new options 
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for consumers to gather unbiased product information from other consumers. This provides the 

prospect for consumers to offer their own recommendations and other product-related advice to 

other consumers through electronic WOM (Hennig-Thuray et al. 2004, p. 34).  

 

In their study, Wallace et al. 2014 consider engaged consumers as potential brand activists: If 

consumers have an emotional bond with a certain brand, they may participate with the brand with 

a high degree of involvement and positive WOM. Such WOM communication may include brand 

recommendations between customers. Such engaged consumers are also likely to accept new brand 

extensions and to forgive a brand for wrongdoing (Wallace et al. 2011, p. 35). Wallace et al. refer to 

Kozinets et al. (2010), who explain that social networks have transformed the theory of WOM. Social 

networks help consumers to spread comments not only to reduce dissonance or because of 

altruistic desires to help others, but also because the customer is now an actor in a social system 

and an online community (Wallace et al. 2011, p. 35). He introduces the term “keeping up with the 

Jones,” in relation to why consumers do online Word-of-mouth. This means that consumers want 

to tell their online network about what brands they are following on social media and thus express 

themselves through those brand choices (Wallace et al. 2011, p. 35). 

 

2.3.3 – Brand loyalty 
Previous studies have shown a number of positive consequences related to brand loyalty. 

Companies with a large following of loyal customers have a bigger market share than companies 

with a smaller number of loyal customers or no loyal customers at all (Jensen & Hansen, 2006, p. 

449). It has, furthermore, been shown that a bigger market share turns out to have a larger return 

on investment (Jensen & Hansen, 2006, p. 449). In addition, brand loyalty has proven to have a 

noticeable impact on WOM: Engaged customers are likely to tell family, friends, and colleagues 

about their experience and their excitement for a specific brand and product. Jensen and Hansen 

states that “Brand loyalty also shows that loyal customers are likely to be resistant to the 

machinations of competitors” (Jensen & Hansen, 2006, p. 449). Brand loyalty was first defined by 

Jacoby (1971), who noted that repeat purchase is a sign of loyal behavior to a brand (Jensen & 

Hansen, 2006, p. 442). However, a later study by Jensen and Hansen emphasized that a repeat 

purchase may not reflect true loyalty to a product but may result merely from situational conditions, 

such as brands stocked by the retailer (Jensen & Hansen, 2006, p. 442). A later conceptualizing of 
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loyalty sees brand loyalty as a repeat purchase under high involvement and defines repeat purchase 

under low involvement as inertia (Ibid).  

 

Jensen and Hansen adopt a determinist approach to brand loyalty instead of a more behavior-

oriented stochastic approach (Jensen & Hansen, 2006, p. 442). A stochastic approach, or a 

behavioral approach, considers brand loyalty to be equivalent to repeat purchasing and to be 

grounded on no obvious factors determining the behavior (Jensen & Hansen, 2006, p. 442). The 

stochastic approach takes a behavioral dimension and measures only the outcomes and not the 

reasons for brand loyalty (Jensen & Hansen, 2006, p. 442). Tucker (1964) defines brand loyalty from 

a stochastic approach as “biased choice behavior with respect to branded merchandise” (Tucker, 

1964, pp. 32–35). A determinist approach, sees brand loyalty as an attitude and intention to do a 

purchase. This approach also assumes that elements leading to brand loyalty can be investigated 

(Jensen & Hansen, 2006, p. 442). To summarize the two approaches, the stochastic approach 

measures brand loyalty with behaviors such as repeat purchasing, and the deterministic approach 

defines brand loyalty with consumer attitudes, not necessarily actual behaviors (Odin et al. 2001, p. 

76). The two approaches are used in the in-depth interviews to understand the interviewees’ 

attitudes and behavior towards the case study brands.  

 

The determinist and the stochastic approaches are not the only ways to see brand loyalty. Day 

(1969) suggests an approach in which the attitudinal and the behavioral approaches are combined. 

He states: “A buyer has a brand loyalty score for each brand purchased in a given period based on 

share of total purchases and attitude toward the brand” (Day, 1969, pp. 29–36). Jacoby (1971) also 

combines the two contradictory approaches to brand loyalty. He notes that brand loyalty is 

associated with the two factors of brand loyal behavior and brand loyal attitudes (Jacoby, 1971, pp. 

25-31). This same view of brand loyalty is expressed in a later study by Jacoby, written with Kyner 

(1973). Here, brand loyalty is defined by six conditions inspired by the behavioral and the attitudinal 

approaches: 1) biased, meaning a non-random choice; 2) behavioral, which can be a purchase; 3) 

expressed over time; 4) made by some decision-making unit; 5) expressed with respect to one or 

more alternative brands; and 6) expressed as the function of psychological processes, which can be 

the decision-making process (Jacoby & Kyner, 1973, p. 2). 



Kasper Xavier Lykkegaard 23 

This multidimensional approach towards brand loyalty, combining the stochastic and determinist 

approaches, has been accepted and further developed by various theorists researching brand 

loyalty. The further development of the multidimensional approach is seen with Baldinger and 

Rubinson (1996), who divides loyal customers into three categories that correspond to the 

dimensions of attitudinal and behavioral loyalty. The first category is the real loyal; these customers 

have both high loyalty levels in both behavioral and attitudinal dimensions. The second category is 

the vulnerable; these customers have high behavioral loyalty but weak attitudes. The third category 

developed is the prospects; these customers have high attitudinal but weak behavioral loyalty 

(Baldinger & Rubinson, 1996, p. 2). This categorization of loyal customers was used in analyzing the 

interview participants. 

 

2.4 – Branding 
The last section of the literature review discusses literature about branding. Branding is an 

important area to address in this thesis as consumer engagement on social media includes branding 

and knowing different branding approaches helped to answer the research question. Furthermore, 

different branding approaches were used in order to analyze which is best suited to consumer 

engagement and which is used by the two case study brands. This was analyzed through the content 

analysis. Companies have branded themselves in different ways in recent decades, and this has 

changed further since the birth of social media. The sections above reviewed the literature on the 

customer relationship and changes in brand communication, including the shift in control. 

 

Underlying the engagement between consumers and a given brand is a company’s process for 

creating a unique name and image in the consumers’ mind. Branding is thus an essential factor in 

understanding consumer engagement, social media, and the potential outcomes of consumer 

engagement. Heding et al. have identified seven brand approaches based on a meta-analysis of 

more than twenty years of brand management literature. A brand approach is defined as follows: 

“A particular ‘school of thought’ governing the global understanding of the nature of the brand, the 

consumer perspective and the methods associated with the scientific tradition behind the 

approach” (Heding et al. 2009, p. 22). The seven approaches are presented in chronological order 

and are divided into three periods. The first category covers 1985–1992 and focuses on the company 

behind the brand. The second category covers 1993–1999, and its focus is on the receiver of brand 
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communication. The last category is from 2000 and onwards, with a focus on the contextual and 

cultural forces behind consumption choices (Heding et al. 2009, p. 22).  

 

The first category consists of two brand approaches: the economic approach and the identity 

approach. Both approaches focus on the company as the sender of brand communication. The 

economic approach aims to understand the company’s ability to manage the brand via the 

marketing mix elements (i.e., product placement, price, and promotion) and how these elements 

affect consumer brand choices (Heding et al. 2009, p. 22). This approach also understands the 

marketer to be in charge of creating brand value; consumers are believed to receive and understand 

the brand messages exactly as intended by the marketer (Heding et al. 2009, p. 23).  The second 

brand approach in this first category is the identity approach. This approach focuses on the identity 

of the company and how this can shape a coherent brand message that is communicated to all 

consumers (Ibid). In this approach, it is believed that the marketer is in charge of brand value 

creation, as in the economic approach (Heding et al. 2009, p. 23). It is anticipated that the brand is 

fully owned by the company and that brand communication happens in a linear manner from the 

company to the consumers (Heding et al. 2009, p. 22). 

 

These two approaches from the first category, which place the marketer at the center of brand value 

creation, are no longer current approaches for understanding consumer engagement because 

control of communication has shifted to the consumer. As discussed earlier in the literature review, 

the focus of customer relationship management and brand communication has shifted to the 

consumer since the rise of social media. 

 

The second category of brand approaches covers 1993–1999. During this period, the focus shifted 

from the company/sender perspective to the receiver/human perspective. This category has three 

approaches: the consumer-based approach, the personality approach, and the relational approach. 

All three are humanistic and individualistic approaches (Heding et al. 2009, p. 23). The consumer-

based approach, developed by Kevin Lane Keller in 1993, understands the brand to be perceived as 

a cognitive construct in the mind of the consumer. It expects that a strong brand has unique and 

favorable associations in the minds of consumers (Heding et al. 2009, p. 24). With this approach, 
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the consumer is now the owner of the brand message and brand communication, although this 

communication is still believed to happen in a linear manner, as in the first category (Ibid). The 

second brand approach in this category is the personality approach. This approach centers on the 

human brand perspective as well as the symbol-consuming consumer. Heding et al. states that 

“consumers are believed to provide brands with human-like personalities, and these personalities 

are used in a dialogue-based exchange of symbolic value for their individual identity construction 

and expression” (Heding et al. 2009, p. 24). The last brand approach in this category is the relational 

approach. This approach is strongly associated with the personality approach and builds on the 

same human brand metaphor; it sees the brand as a viable relationship partner (Heding et al. 2009, 

p. 24). These three approaches are better associated with how companies brand themselves on 

social media; in these approaches, the consumer is the owner of the brand message and 

communication, as with social customer relationship management and brand communication on 

social media.   

 

The third category consists of two approaches seen since 2000. Heding et al. have found this 

category interesting because of the significant environmental changes affecting how humans 

consume brands (Heding et al. 2009, p. 25). Technological and cultural shifts have changed the rules 

of the game in brand management and brand communication (Ibid). Heding et al. states an example 

“new developments such as autonomous consumers, brand icons, anti-branding movements, and 

Internet-based brand communities have led to new approaches to explain the context of brand 

consumption” (Heding et al. 2009, p. 25). Within this category, two new approaches have been 

identified: the community approach and the cultural approach (Ibid). The community approach is 

based on anthropological research within brand communities. Brand value is now created in these 

communities, where the brand is the point of interest and fuels social interaction among consumers 

and members of brand communities (Heding et al. 2009, p. 25). This approach also emphasizes the 

importance of social context in consumption (Ibid). One of the new factors in brand management is 

autonomous consumers; these new consumers are able to collectively influence marketing actions 

and potentially “take over” the brand and lead it into a direction not at all intended by the marketer 

(Ibid). Communication style has now shifted from the earlier linear style to accepting a more two-

dimensional way of consumption (Ibid). The culture approach sees brands as an inherent part of our 
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culture and explains how a brand can be an active part in mainstream culture and become iconic 

(Heding et al. 2009, p. 25). This category is relevant to this thesis and consumer engagement on 

social media. The community brand approach is particularly relevant because brand value creation 

is now created in brand communities, and the brand is generating social interaction between 

consumers. Furthermore, consumers are now able to influence brand marketing actions and assume 

control of brand messaging. Elements from the community approach are particularly valid for 

understanding consumer engagement on social media and how this affects brands from the fashion 

industry. The category is also connected to social customer relationship management and brand 

communication on social media in the view that consumers control the brand message and co-shape 

the brand.    

 

This literature review has synthesized previous literature on consumer engagement, social media, 

engagement outcomes, and branding. These four areas were chosen for the literature review as this 

thesis investigates consumer engagement on social media and its impact on brands from the fashion 

industry. Knowledge of past research on consumer engagement, social media, engagement 

outcomes, and branding was essential for answering the study’s research question of this study. The 

literature was selected to gain a full understanding of these four areas and to determine the 

elements that can be used to answer the research question. The reviewed literature also 

contributed to the analysis of the in-depth interviews and the content analysis. Motivational factors 

for engagement, engagement levels, and engagement outcomes from the literature above are 

addressed in the analysis of the interviews. The next section describes the data collection method, 

research method, philosophy of science, and the case study method. The literature review also 

formed the theoretical framework of the thesis; the existing research on these four topics served as 

the thesis’s starting point.  
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3.0 – Methodology 
 
This section presents the methodology for this thesis: research method, data collection methods, 

and philosophy of science. These methods are explained in order to help answer the research 

question, namely, how consumer engagement affects brands from the fashion industry. A 

qualitative and a quantitative approach were chosen. Based on the aim of the thesis, in-depth 

interviews and content analysis were chosen as data collection methods and are discussed below, 

along with the netnographic research method and the philosophy of science.  

 

3.1 – Philosophy of science 
The philosophy of science is an important tool when explaining how the analysis of the empirical 

data and theories are used. This thesis used two paradigms from social science: the hermeneutic 

paradigm and the social-constructivist paradigm. Hermeneutics is the act of interpreting, and the 

hermeneutic paradigm was used to interpret the qualitative in-depth interviews (Nygaard, 2011, p. 

77). The goal of hermeneutics is to understand and interpret the meaning of opinions, utterances, 

and theories and then put forward the interpretation into a universally understandable language 

(Nygaard, 2011, p. 77). This was essential in analyzing the in-depth interviews and interpreting the 

interview data with respect to the thesis topic. A hermeneutical approach was important when 

trying to understand an individual’s opinion and consumer engagement with fashion brands on 

Facebook. The ontological aspect of the hermeneutic paradigm involves interpreting human nature, 

or what it means to be human and what it means to have experiences. This was relevant to this 

thesis because it interpreted interviewees and the meanings of their experiences in relation to 

consumer engagement on Facebook (Chessick, 1990, p. 256). 

 

The second paradigm employed in this thesis was the social-constructivist paradigm. The 

constructivist view of the world is relativistic and takes the view that there is no absolute truth. 

Social-constructivists attempt to understand complex reality through interpretation, instead of 

finding the objective truth (Nygaard, 2011, p. 122). Furthermore, in the social-constructivist 

paradigm, it is people who add meaning to what they experience in the world and it is their 

experiences that affect the way they perceive the world (Hansen, 2014, p. 16). This paradigm was 

essential for this study, as it is the consumers and their experiences that add meaning to the brands’ 
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engagement with them on Facebook. This contributes to the ontology of this thesis, as this is how 

reality is viewed and how we understand it; that is, there is no absolute truth and people add 

meaning to the world and reality. The epistemological aspect of the social-constructivist paradigm 

takes the world as independent of the human mind but believes knowledge of the world to be 

always a human and social construction (Crotty, 1998, p. 52). 

 

This thesis’s philosophy of science entailed a deductive and an inductive approach. The thesis 

started with a deductive approach to test existing theory; this is represented by the theoretical 

framework, the starting point for the thesis, and involved what is generally known about the topics 

of consumer engagement, social media, engagement outcomes, and branding from the literature 

review section (Deborahgabriel.com, 2013). This later changed to an inductive approach, concerned 

with developing new theory from the data collected through the interviews and the content analysis 

(Deborahgabriel.com, 2013). 

 

3.2 - Netnography  
This thesis employs netnography as a research method. Netnography was introduced by Kozinets in 

the late 1990s and Brodie et al. states that “it a research method that adapts ethnographic 

techniques to study the cultures and communities that inhabit computer-mediated environments” 

(Brodie et al. 2011, p. 108). Netnography uses information that are available in online groups or 

online communities to identify and understand how these online groups works and how you can 

influence different choices of these online groups (Arnould & Epp 2006, p.74). Since the introduction 

of netnography in the 1990s, a number of studies have adopted netnography as a research method 

to investigate consumers’ online discussions and examine the behavior patterns of online user 

groups (Brodie et al. 2011, p. 108). Netnography offers insight in an objective and flexible manner, 

allowing researchers to observe consumers and their interaction with brands in their natural 

environment (Brodie et al. 2011, p. 108).  

 

Grover and Vriens, who have edited the work by Arnould and Epp quote that “Netnography can be 

employed with naturally occurring online groups but also with chat rooms organized by firms and 

market research agencies for specific purposes to reveal consumer insights, impressions, linguistic 

conventions, motivations, consumption web linkages, and symbols as well as feedback on brands 
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not elicited in other ways” (Arnould & Epp 2006, p.74). With every method, there are advantages 

and disadvantages; this is also true of netnography. One advantage found on the literature is that it 

gives an opportunity to observe the consumers’ self-representation in a more objective perspective. 

(Kozinets 2010, pp. 3–5). There are also limitations to netnography: netnography can be subjective, 

and the findings can thus be difficult to generalize (Kozinets 2010, pp. 3–5). Additional data 

collection methods such as a survey or other qualitative methods can reduce the impact of these 

limitations. Qualitative in-depth interviews were thus conducted alongside netnography in this 

study. 

 

When using the netnographic method, researchers often collect two types of data from the online 

communities that are being observed: 1) data directly copied from the online community and 2) the 

researchers’ observations of the community, its members, and the interactions among them 

(Wallendorf & Arnould 1991, p. 14). This thesis used the second type of netnographic data: 

observations of the online community and its members (specifically, the Facebook brand pages of 

Asos and Urban Outfitters and its followers) were collected through in-depth interviews.  

 

This research method with a qualitative approach was chosen because it examines consumer 

engagement in online communities through in-depth interviews. The netnographic research 

method can also adopt a quantitative approach, although this was not chosen for this thesis. The 

qualitative in-depth interviews were conducted with community members in order to gain a 

thorough understanding of the actions, meanings, and engagement of the members and the brand 

within the online communities (Brodie et al. 2011, p. 108). 

 

3.3 - Case study method 
The case study method forms the foundation of this thesis, which involves two cases as a research 

strategy. Researcher Robert K. Yin defines the case study method as “an empirical inquiry that 

investigates a phenomenon in a real-life context” (Yin, 2014, p. 23). The case study method can 

entail a single case study or multiple case studies. This thesis employs multiple cases to adopt a 

wider angle on the topic. The broad definition of the case study method and its tools benefited this 

study. The case study method includes quantitative or qualitative evidence, or both, and relies on 

multiple sources of evidence (Yin, 2014, pp. 5–6). This thesis relied upon multiple sources of 
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evidence in terms of prior development of theoretical propositions. The prior development of 

theoretical propositions is the theoretical framework presented in the literature review concerning 

the topics of consumer engagement, social media, engagement outcomes, and branding. As 

mentioned above in the discussion of the philosophy of science, this thesis adopted a deductive 

approach, as it aimed to test the existing theory from the theoretical framework. The case study 

method relies on this prior development of theoretical propositions as well as other evidence, such 

as primary data from in-depth interviews and analysis of Facebook brand pages.  

 
The case study method can be either an intrinsic case study or an instrumental case study. An 

intrinsic case study represents nothing but the case itself. The cases in intrinsic case studies are 

examined because they are interesting in their own right. The researchers want to know about the 

case in particular, rather than about a more general problem or phenomenon (Willig, 2001, pp. 70–

73). The other type of case study is an instrumental case study. These cases studies are examples of 

a more general phenomenon and are conducted to provide the researcher with an opportunity to 

study a larger phenomenon of interest. The research question identifies a phenomenon (e.g., stress, 

bereavement, fame, etc.), and the cases are selected in order to explore “how the phenomenon 

exists within a particular case.” (Willig, 2001, pp. 73–75). In this design, individuals who are 

experiencing the phenomenon under investigation are all suitable cases for analysis (Willig, 2001, 

pp. 73–75). This thesis employed the instrumental case study. This case study type provided the 

opportunity to study a phenomenon of interest: consumer engagement on Facebook brand pages. 

The research question identified this phenomenon, and cases were selected to explore it. A case 

study may vary from an in-depth study of a single person to the study of an organization. This thesis 

entailed an organizational case study of Urban Outfitters, Inc. and Asos.com. 

 

When using the case study method, it is important to understand that each case study is unique. 

The data and findings of a single case study cannot therefore be generalized; but the findings of 

multiple case studies can be used to develop cautious generalizations about the topic being 

investigated (Hayes, 2000, p. 131). Searle (1999) mentions three main advantages to the case study 

method. First, the case study method stimulates new research. A case study can sometimes bring 

attention to unusual phenomenon, which can stimulate new research and theory development 

(Hayes, 2000, p.131). Second, it can contradict established theory. Third, it offers richness of 
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information. The case studies conducted for this thesis generated a large amount of information, 

which offered new insight into the phenomenon chosen for this study (Hayes, 2000, p. 131). These 

advantages together are the reasons that the case study method was chosen.  

 

3.3.1 – Case study selection 
After the case study method was selected as most appropriate for this thesis, two cases were 

selected. The cases were both within the same industry and had with similar business structure but 

different channel retail strategy. Both case study brands are textile-fashion businesses, and they 

both sell and distribute several external fashion brands that they do not own in addition to their 

own fashion brand. It was important for the two selected companies to be similar so that the 

findings were more comparable than if they had different business structures. The two cases 

selected were Asos.com and Urban Outfitters, Inc., based on three criteria established prior to the 

selection: the industry, difference in their channel retail strategy, and the number of followers. 

These are elaborated below.  

 

The fashion industry was an attractive industry for this thesis because of the large gradual revenue 

increase in retail e-commerce projected in the industry from 2016 to 2022 (Statista.com1, 2018). 

Revenue is expected to increase from $72 million in 2016 to $123 million in 2022. Furthermore, the 

fashion industry has an extremely high degree of social media engagement (in the number of 

followers and likes): for example, the top 10 leading apparel brands with the most fans on Facebook 

had, on average, 18.5 million fans on Facebook in November 2017 (statista.com2, 2018). The 

industry is thus very complex and makes an interesting case for investigating engagement between 

fashion brands and consumers on social media.   

 

The second criterion was the difference in channel retail strategy. Asos has a single-channel retail 

strategy, in which they sell products only on the company’s own online shop. Conversely, Urban 

Outfitters employs a multi-channel retail strategy, in which products are sold online and in physical 

stores. This distinction between the two cases allows for investigation of any significant differences 

between the two channel retail strategies with respect to consumer engagement, from both the 

company and consumer point of view. 
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The third criterion for selecting Asos and Urban Outfitters was the number of followers. Asos has 

5,261,940 likes and 5,256,292 followers (Facebook.com1, 2018); and Urban Outfitters has 2,194,275 

likes and 2,115,660 followers (Facebook.com2, 2018). The number of likes and followers indicates 

the brands’ potential reach as well as their popularity on Facebook. The number of likes and 

followers was used in order to assess correlation with engagement. The above three criteria 

established the reasons for selecting the two case study brands. 

 

3.4 - Data collection method 
Two main methods were used to collect primary data. First, raw data were collected from the 

Facebook brand posts of the two case study brands; these were later analyzed through content 

analysis. Second, in-depth interviews were conducted with online community members of each 

company’s Facebook page. This study thus involved both qualitative and quantitative methods to 

collect data. Using a mix of quantitative and qualitative methods helps to answer the research 

question more thoroughly, as it provides two different angles on the topic of consumer engagement 

and the effects on fashion brands. For this study, one angle is from the consumer standpoint (in-

depth interviews), and the other angle from the brand standpoint (content analysis).  

 

Content analysis is a quantitative method that seeks to infer evidence for a theory through 

measurement of variables that produce numeric outcomes (Field, 2009, p. 792). The in-depth 

interview is a qualitative method that seeks to extrapolate evidence for a theory from what people 

say or write (Field 2009, p. 792). This mixed method was chosen in order to provide data that are as 

valid and reliable as possible.  

 

3.4.1 – Content analysis 
This thesis employed content analysis of the two case study brands and their Facebook brand pages. 

The content analysis used the past 50 posts from each brand in order to form a broad picture of the 

brand’s posts and consumer engagement with these posts. Content analysis can be defined as a 

detailed examination of human conversation, or “the systematic, objective, quantitative analysis of 

message characteristics” (Neuendorf, 2002, p. 1). A different definition of a content analysis was 

put forward by Kerlinger in 1986, who states that “content analysis is a method of studying and 

analyzing communication in a systematic, objective, and quantitative manner for the purpose of 
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measuring variables and discovering a data–context relationship among different variables” 

(Rodgers & Chen, 2005 p. 1). Content analysis is a quantitative method used to describe a group of 

people based on a range of uniform quantifiable variables. The quantitative variables of the content 

analysis are described below.  

 

The content for the content analysis was the brands’ Facebook posts and follower feedback to those 

posts in terms of comments, likes, and shares. As noted in Section 3.2, this thesis analyzed the 

Facebook pages of two case study brands. Analyzing the past 50 posts from the Facebook brand 

page of each case offered crucial insight into how consumer engagement operates between brands 

in the fashion industry and their consumers as well as how engagement affects these brands. 

Content analysis was chosen for its ability to examine and identify companies’ motivations behind 

their Facebook usage behavior.  

 

This thesis employed a self-developed content analysis based on four individual levels. The first level 

categorized the Facebook posts into different types. The second level classified different kinds of 

content within the posts. The third level measured the interaction on a post between the brand and 

consumers. The fourth level measured engagement on each post. These are described in detail 

below. 

 

The first level divided the last 50 posts from the Facebook brand page for each case into five types 

of content: 1) reward provision posts, which includes a reward for consumers if they participate and 

engage in the posts; 2) product promotion posts, advertising a featured product or service, such as 

an offer or deal for buying a product or service; 3) information provision posts, which entails basic 

information about the product, brand, or company, without specific product promotion; 4) 

inspirational posts, whose goal is to inspire followers with inspirational pictures, videos, or text; and 

5) other posts, comprising posts that do not fit into the previous four types. The four main types of 

posts do not involve any product promotion or other brand-related content. 
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The second level of content analysis concerned the type of content features used in the different 

posts. These consisted of text, pictures, and videos. This level related to the features used in the 

posts in order to get engagement from the consumers. 

 

The third level in the content analysis concerned interaction between brand and consumers. This 

interaction can involve the brand asking its followers to comment or tag fellow Facebook friends in 

their posts. An interactive feature in a Facebook brand post allows the brand to gain insights on its 

followers and simultaneously start an informal conversation with consumers in order to see 

themselves (the brand) from the consumers’ perspective.   

 

The last level of the self-developed content analysis was the engagement measurement, which 

measured the engagement on each post in terms of likes, comments, and shares. The total 

engagement per post was measured as the total number likes, comments, and shares. This content 

analysis indicated which posts are most valuable for the two case study brands when measuring 

consumer engagement. The results and the findings of the content analysis of the two Facebook 

brand pages are presented in Section 4.1 and then analyzed in Section 4.2.  

 

3.4.2 – In-depth interviews 
The in-depth interview was chosen as a data-collection method because it seeks to gain thorough 

understanding of a topic about which the interviewee is knowledgeable (Belk, Fischer & Kozinets, 

2012, p. 31). In-depth interviews were essential in achieving this study’s aim to understand 

consumers’ social media behavior because it is not possible to “observe feelings, thoughts, and 

intentions” (Patton, 2002, p. 341). It is an ideal method for investigating this study’s topic of 

consumer engagement on Facebook brand pages and, more generally, when trying to understand 

consumers and their motivations and engagement toward brands within the fashion industry. The 

next section presents the interview guide used when conducting the interviews to ensure that all 

essential topics were covered. It is important for the interviewer to maintain distance from the topic 

while conducting in-depth interviews; I have never engaged with the two case study brands on 

Facebook. McCracken elaborates on this statement, noting that it is important for researchers to 

maintain distance from topics that are too familiar; researchers may otherwise impose their own 

knowledge and opinion on the interviewee (Belk, Fischer & Kozinets, 2012, p. 31). McCracken thus 
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recommends researching unfamiliar subjects, which may also maintain interest in the topic (Belk, 

Fischer & Kozinets, 2012, p. 31). In-depth interviews use open-ended and non-directive questions 

that allow the discussion to follow the subjects’ responses. Questions usually begin with general, 

“grand tour” questions and proceed to more topic-focused questions (Arnould & Epp, 2006, p. 107).   

 

studies which chooses to use in-depth interviews, normally do this in order to capture the 

interviewee’s lifestyle, identity, motivations and their association with different market offerings, 

without any influence of other people. (Arnould & Epp, 2006, p. 108). In this study, the interviewees’ 

motivations for engagement with fashion brands on Facebook were investigated alongside their 

association with the market offerings of the two case studies. Together, these provided insights for 

answering the research question. Arnould and Epp state that interviewee statements in in-depth 

interviews provide data concerning three elements: first, about ideal and preferred behaviors; 

second, about the meaning of instances of typical behavior; and third, about behaviors that 

informants interpret as unique (Arnould & Epp, 2006, p. 108). Once in-depth interviews are 

completed, analysis and interpretation can begin; this can involve one or more of the 

abovementioned elements (Ibid). 

 

There are other interview methods, such as questionnaires and focus groups, that can be used in a 

study such as this. The questionnaire method uses fixed-answer questions, which limits 

interviewees’ ability to answer a question using their own subjective words about a given topic. The 

in-depth interview enables this, however, and was chosen for this study over other methods for this 

reason. Another interview method that was deselected is the focus group method. This method 

seeks to gather information through group discussion; it is beneficial when the examiner wants to 

learn about people’s experiences and opinions of a topic through a group discussion. The focus 

group method was deselected because of anticipated sensitivity about sharing personal information 

in a large group setting. Some interviewees could be uncomfortable when sharing social media 

behavior, whether about the brands or celebrities that they follow or engage, in a large group 

setting like a focus group. The in-depth interview method offers a more private environment where 

interviewees can share sensitive, more personal information and behavior with the interviewer 

(Arnould & Epp, 2006, pp. 112–114). 
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The interviews were analyzed using a method presented by Steinar and Kvade, who have introduced 

different modes of analysis. This method focuses on the meaning of texts (Steinar & Kvale, 2007, p. 

104). In the context of the in-depth interviews, the texts are the interviews and the answers given 

by the interviewees. The mode of analysis that identifies meaning from texts involves coding, 

condensation, and interpretation (Ibid); these were used to analyze the in-depth interviews. Steinar 

and Kvade describe coding as “coding involves attaching one or more keywords to a text segment 

in order to permit later identification of a statement” (Steinar & Kvale, 2007, p. 104). Keywords, 

such as different motivational factors, were attached to specific questions in the interview guide, so 

they can be identified later. Condensation entails creating shorter formulations for the meanings 

expressed by the interviewees by compressing long statements and rephrasing the main sense of 

what was said in a few words (Steinar & Kvale, 2007, p. 104). Interpretation involves making deeper 

and more critical interpretations of the text. The interpreter goes beyond what was directly said to 

identify structures and relations of meaning not immediately apparent in a text (Steinar & Kvale, 

2007, p. 104). Interpretation was used to analyze the interviewees’ answers with respect to the 

topics presented in the theoretical framework in the literature review section.  

 

3.4.3 – Interview sample 
When conducting in-depth interviews, it is important to find interviewees who can contribute rich 

information about the given topic. In order to achieve information-rich interviewees, a homogenous 

sampling method was used. According to Patton (2002), homogenous sampling is used to 

investigate a group of people with similar characteristics in more depth and detail (Thoughtco.com, 

2017). The in-depth interviews for this study used a homogenous sample consisting of male and 

females, ages 24–34. This is the most active age group on Facebook in the United States, with 58.3% 

active on Facebook (Statista.com3, 2018). The two Facebook brand pages analyzed are American 

brands, and the researcher is located in the United States; thus, the homogenous sample focused 

on American Facebook users. The sample consisted of interviewees who already like either Asos’s 

or Urban Outfitters’ Facebook brand page. There were eight interviewees; the table below presents 

a summary description of the interviewees. Four of the interviewees were Urban Outfitters 

followers; four interviewees were Asos followers. The interviewees were found through the 

Facebook brand pages of Asos and Urban Outfitters. Because interviewees were required to already 

be followers of either Asos or Urban Outfitters, they could be selected from the list of Facebook 
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users who like one of the two brands. Interview candidates were identified from this list of Facebook 

followers and were contacted using Facebook Messenger with a request to participate in the study. 

The eight people who responded positively to the request were selected to participate in the study.  
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3.3.4 - Interview guide 
An interview guide was developed in order to ensure that conversations did not stray from the 

interview topic and that no essential topics were omitted from the interview conversation. The 

interview guide consisted of a set of questions, which was used to guide the interview and redirect 

the conversation after any digressions. This kind of interview is called a semi-structured interview, 

with questions and topics prepared in advance to ensure that all interviews cover the same topics, 

with nothing excluded from the conversation (Miles & Gilbert, 2005, pp. 65–66). This study’s 

research question asks how consumer engagement affects brands from the fashion industry on 

Facebook. It was important for the interview questions to address this research question. 

Throughout the interview, a questioning style was used, avoiding “why” questions aimed directly at 

the interviewees and instead asking them to describe their choices. This method avoids “why” 

questions because the answers to such questions can often be short and superficial. “Why” 

questions were not completely avoided as some questions sought a more specific answer to a 

question.  

 

The interview guide began with descriptive questions, which introduce the interviewee to the topic 

of the interview; these questions asked the interviewee to describe and reflect on their engagement 

with Asos or Urban Outfitters on Facebook. Next, the questions focused on the interviewee’s 

motivations for engagement and the interviewee’s level of engagement with the relevant brand and 

its content. Then, the interview explored any engagement outcomes from the interviewee’s 

engagement with the brand; and last, the interview examined the interviewee’s level of 

engagement. The purpose of the interviews was to gain knowledge of the interviewees’ 

engagement behavior with the two case study brands, Asos and Urban Outfitters. Another 

important purpose of the interviews was to understand how engagement affects the brands and 

the potential engagement outcomes from which the brands could benefit. The results and findings 

of the in-depth interviews can be found in the following section; the interview guide can be found 

in the appendix 7.1 p. 68. 
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4.0 – Findings & analysis 

This section presents and analyzes the findings of the study, including the findings of the primary 

data from the two content analyses and the eight in-depth interviews. First, the findings of the 

content analysis are presented; the raw quantitative data are first presented objectively and then 

analyzed. Next, the findings of the interviews are presented and analyzed. Quotes are used to 

illustrate the findings from the interviews. The content of each interview and the relevance to this 

thesis are discussed in connection to the quotes. The analysis of the interviews and the content 

analysis help to answer the research question and the sub questions. The two sets of data provide 

a two-angle view on consumer engagement on Facebook; these show the effects of consumer 

engagement on fashion industry brands, represented by the two case studies.   

 

4.1 – Findings of the content analysis 
This section presents the findings of the two content analyses. The aim of the content analysis was 

to identify the case study brands’ motivations behind their Facebook usage behavior. The analysis 

included the four levels introduced in the methodology section: the type of posts, the type of 

content within the post, the interaction between brand and consumers, and the engagement from 

the consumers. The analysis was done using an Excel document, and the four levels were spread 

out on a total of 12 columns. The full content analysis for both Asos and Urban Outfitters can be 

found in the appendix 7.10 and 7.11 p.93-94. The first column of the content analysis indicated the 

date of the post. The second column indicated the headline, or name of the post. The third column 

concerned what the theme of the post is e.g. swimsuits or prom dresses. The fourth column 

concerns the type of post. The fifth column indicated interactivity. The sixth, seventh, and eighths 

columns concerned the type of content. The ninth, tenth, eleventh, and twelfth columns concerned 

the engagement the post gained from consumers. Content analysis was done using the last 50 post 

for each brand. 

 

4.1.1 – Findings of the Asos content analysis 
The 50 most recent posts to Asos’s Facebook brand page were from a period of 19 days, February 5 

to February 23, 2018. Asos posted, on average, 2.7 posts a day during this time period, the 50 posts 

included in the content analysis, 24 did not have a headline but started directly with longer text. 

The next level concerned the type of post. Asos specialized in product promotion posts, with 28 of 
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the 50 posts of this type. The second most used type was the inspirational post, with 21 post of this 

type. The least used type was the reward provision; only 1 post was of this type. None of 50 posts 

had an element of interaction. The next level related to the different kinds of content features that 

a Facebook brand post can have: text other than the headline, pictures, and/or videos. Of Asos’s 50 

posts, 23 contained text other than the headline, 46 contained pictures, and 5 contained videos. 

Moreover, 23 of the posts contained more than one content feature, namely both text and pictures. 

The last level concerned engagement measurement: the 50 brand posts were measured according 

to the level of consumer engagement based on likes, comments, and shares. Asos had a total 

number of 1,212 engagement on the 50 posts, with have an average of 24 engagement per post 

that they publish. In addition to the average of engagement per post, I also measure the standard 

deviation, as it shows the how much variation exists from the average. The standard deviation of 

Asos’s engagement per post is 47, which is a medium high standard deviation. This indicates that 

the data points are spread out over a medium range of values. The post with the highest level of 

engagement had 260 likes, comments, and shares; the post with the lowest engagement had 0 likes, 

comments, and shares. Another interesting finding from the analysis was the type of post that 

received the most engagement. The two most used types of posts by Asos were product promotion 

posts (28 posts) and inspirational posts (21 posts). Product promotion posts have, on average, an 

engagement of 18.5 per post. Inspirational posts have, on average, an engagement of 22 per post. 

This indicates that inspirational posts receive more likes, comments, and shares from consumers 

than product promotion posts. All of the findings from the content analysis of Asos Facebook brand 

posts can be found in the appendix 7.10 p.93. 

 

4.1.2 – Findings of the Urban Outfitters content analysis 
The content analysis for Urban Outfitters was also based on the 50 most recent posts to its Facebook 

brand page. These posts were published over a period of 14 days, at an average of 3.5 posts a day. 

Out of the 50 total posts, only 1 post did not have a headline, the rest of the brand posts by Urban 

Outfitters have a headline. The next level of the content analysis concerned the type of post. Urban 

Outfitters used three types of post: product promotion (39), information provision (2), and reward 

provision (9). Like Asos, Urban Outfitters did not use any interaction elements in its posts. Examples 

of an interaction element are sharing an experience and tagging a Facebook friend. The following 

level in the content analysis concerned the posts’ content features. None of the posts contained 
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longer text. All posts contained pictures; but only 1 post contained a video. The last measurement 

in the content analysis related to engagement. The total engagement for Urban Outfitters’ posts 

during the entire period of the content analysis was 29,762 likes, comments, and shares, or an 

average of 595 engagements per post. In addition to the average of engagement per post, I also 

measure the standard deviation, as it shows the how much variation exists from the average. The 

standard deviation of Urban Outfitters engagement per post is 922, which is a high standard 

deviation, much higher than the deviation of Asos and this indicates that the collected data varies 

greatly from each other. The post with the highest engagement had 4,367 likes, comments, and 

shares; the post with the lowest engagement had 31 likes, comments, and shares. The content 

analysis also identified the type of post with the highest engagement. The two most used post types 

were product promotion posts (39) and reward provision posts (9). Between the two types, product 

promotion posts had, on average, an engagement of 715 per post. Reward provision posts had, on 

average, an engagement of 187 per post. This indicates that product promotion posts receive more 

likes, comments, and shares from consumers than reward provision posts. All findings from the 

content analysis for Urban Outfitters’ Facebook brand posts can be found in the appendix 7.11 p.94. 

 

4.2 - Analysis of the two content analyses 
The main findings of the two content analyses, presented above, are analyzed in relation to each 

other in this section, in order to gain knowledge about how the brands make use of their social 

media tools on Facebook. This analysis will help answer the research question and the subquestion 

pertaining to how the brands engage with their followers on Facebook and how this affects 

consumer engagement and, ultimately, the brands. The purpose of analyzing the two content 

analyses in relation to each other is to compare the two sets of findings and thereby understand the 

kind of content that contributes to consumer engagement on Facebook and how this affects the 

two case study brands.  

 

A quick glance at the two Facebook brand pages shows a sizeable difference in the number of likes 

on the two brands Facebook brand pages, a difference of 3,264,904 likes in Asos favor. There is also 

a difference of 3.452.109 followers on the two brands Facebook brand pages, likewise in Asos favor. 

This may seem like a significant difference and might be interpreted as a higher level of engagement 

of Asos followers compared with Urban Outfitters. Nonetheless, as discussed in the literature review 
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section, Peters et al. stress the importance of key followers: “[A] few highly influential and engaged 

users may overcompensate for a large number of hardly engaged followers with smaller networks 

and less clout” (Peters et al. 2013 p. 290). This statement suggests that it is possible to be successful 

with consumer engagement even with fewer followers. A closer look at the findings reveals that 

Urban Outfitters received a much higher level of engagement on their posts than Asos. The 

difference in total engagements for the 50 posts was 23,914 engagements in Urban Outfitters favor.  

 

This may be the result of followers with a higher degree of influence and engagement, like the key 

followers described by Peters et al. This may also be a result of more effective content in their posts, 

with which consumers can better relate and engage. The assessment of the content features from 

the content analyses help to determine whether the post content of Urban Outfitters is better 

suited to receive feedback from the consumers. Asos used a headline for only half of its posts 

compared with Urban Outfitters, which used a headline in every post. Asos used pictures on almost 

all posts, used longer text on half of the posts, and used video on only 5 posts. By contrast, Urban 

Outfitters did not use non-headline text on any posts and used pictures on all posts and video on 

only 1. Based on the number of engagements received, the best type of post contains a headline 

and pictures. Urban Outfitters posts conform to this description. If higher engagement on Urban 

Outfitters posts were due to post content or the kind of follower, the in-depth interviews would be 

expected to confirm this: The interviews addressed consumers’ opinions, their feelings about post 

content, and if they can be defined as key followers.  

 

Another notable factor for analysis is the type of post receiving the highest engagement and being 

used most commonly by the two case study brands. As mentioned above in the case-specific 

findings, Urban Outfitters used primarily product promotion posts and reward provision posts. 

Product promotion posts had, on average, 715 engagements per post; and reward provision posts 

had, on average, 187 engagements per post. Asos used primarily production promotion posts and 

inspirational posts. Its product promotion posts had, on average, 18.5 engagements per post, and 

their inspirational posts had, on average, 22 engagement per post. This indicates that promotion 

posts work best for Urban Outfitters and the inspirational posts work best for Asos, based on the 

level of consumer engagement. However, Asos’s promotion posts receive nearly the same level of 
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engagement as the inspirational posts. Thus, based on the content analyses for the two brands, it 

can be concluded that product promotion posts are the most popular as indicated by level of 

engagement. This data can be compared with the interview data to determine whether 

interviewees express preference for promotion posts over other types of posts.  

 

An important aspect of the content analysis was the most popular engagement type among Asos 

and Urban Outfitters consumers. This can be used in order to determine how consumers most 

commonly engage with brands from the fashion industry and later compared to the interview data 

to determine if there is a correlation between the two data sets. Of Asos’s 1,212 engagements, 

1,046 were likes, 129 were comments, and 37 were shares. Of Urban Outfitters’ 29,762 

engagements, 25,268 were likes, 4,032 were comments, and 462 were shares. For both Asos and 

Urban Outfitters, likes were the most common engagement type. The second most common 

engagement type for both brands was comments and the least common for both brands was shares. 

This could indicate that consumers on Facebook brand pages are more willing to like a post 

compared with commenting on or sharing them. This can be confirmed or rejected using the 

interview data. 

 

4.3 – Analysis of the in-depth interviews 
Following the presentation of the content analyses’ findings and analysis above, this section 

analyzes the eight in-depth interviews of Urban Outfitters and Asos followers. The eight interviews 

were analyzed in relation to the engagement motivational factors observed in the interviews. The 

interviews were also analyzed in relation to the interviewees’ level of engagement. Lastly, the 

interviews were analyzed in relation to the engagement outcomes they communicated to their 

online social network. The analysis presented in this section was based on quotes from the 

interviews. Full transcripts of all eight in-depth interviews can be found in the appendix 7.2 to 7.9 

p.70-90. As mentioned in the methodology section, the in-depth interviews were analyzed using a 

mode of analysis that focuses on the meaning of texts and involves coding, condensation, and 

interpretation (Steinar & Kvale, 2007, p. 104). Coding entails attaching one or more keywords to a 

text segment in order to permit later identification of the statement. These different keywords were 

attached in the interview guide to each question marked with yellow. The keywords consist of 10 

keywords from the overall topics mentioned above. Under the topic of motivational factors there 
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are four keywords: information, entertainment, remuneration and self-expression. Under the topic 

of engagement level there are three keywords: low level of engagement, medium level of 

engagement and high level of engagement. Under the las topic of engagement outcome there are 

word-of-mouth, brand loyalty and brand love.    

 

4.3.1 – Analysis of the motivational factors found in the interviews 
Analysis of the in-depth interviews first examined consumers’ motivations for following and 

engaging with the two case study brands. This is related to the motivational factors discussed from 

previous literature in the literature review: remuneration, entertainment, information, and self-

expression. The interview data were not limited, however, to these four engagement factors. If an 

interviewee expressed other motivations for engagement with the brand, it was taken into account 

alongside the other factors.  

 

In the interviews with the four ASOS consumers, all four interviewees explained in detail their 

motivations for following Asos. For example, Haley, a follower of Asos for 6 months, stated that Asos 

has good sales and special prizes and that she likes their posts because some are quite funny 

(Appendix 7.6 p.82). This statement indicates that Haley is motivated by remuneration and 

entertainment: she mentioned that she obtains sale information from their Facebook site and that 

is her main reason for following Asos. She stated, furthermore, that their posts occasionally have 

good captions and memes; she feels entertained by these (Appendix 7.6 p.82). These statements 

align with descriptions in the literature of the factors of remuneration and entertainment. According 

to Tsai and Men, remuneration involves seeking benefits, such as economic incentives, and 

entertainment refers to relaxation and enjoyment (Tsai & Men 2013 p.78). The second Asos 

interview was conducted with Michael, who said: “I am following Asos to see their products and to 

see their new trends and brands. If I need some new clothes I look at their website or Facebook 

page to get inspired to know what to buy” (Appendix 7.7 p.85). This statement shows that 

information is one of his motivations for following the brand. He also said that he looks at the Asos 

Facebook page to get inspiration; he repeated the word “inspiration” later in the interview. Because 

this was stated several times, it could be identified as another motivation for him (Appendix 7.7 

p.85). Inspiration was not mentioned in previous literature as a motivational factor, but it may be 

one in this interview. The third Asos interview was with Kenzi. Kenzi expressed the motivational 
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factors of entertainment and information. Like Michael, she also expressed inspiration as a 

motivation for following Asos. Her motivation by entertainment is expressed in this quote: “Some 

of their posts are pretty funny, and I am also entertained with their fashion and style posts. I like to 

see the trends” (Appendix 7.8 p.87). She later stated that information is also an important factor: “I 

prefer to receive information and pictures of different clothes styles for inspiration” (Appendix 7.8 

p.87). This quote also indicates that Kenzi feels inspired by Asos; this may again be a factor for 

motivation. This statement is enhanced by another that points to inspiration as a source of 

motivation: “I like to see what kind of trends that are popular right now. Then I know what type of 

bikini I should buy for this summer that are in right now” (Appendix 7.8 p.87). The last Asos interview 

was with Kelsey, who expressed entertainment, information, self-expression, and inspiration as her 

motivators. First, she said that she follows Asos because she gets inspiration from their posts and 

gets information about current products and styles (Appendix 7.9 p.90). She also mentioned that 

she follows fashion brands, including Asos, in order to be influenced by the brand; she stated that 

sees her own style as the same as Asos’s current style (Appendix 7.9 p.90). These statements can be 

associated with the factor of self-expression: consumers who like a brand because it expresses their 

ideal can be said to be motivated by self-expression (Wallace et al. 2004 p. 34). In her comments at 

the end of the interview, she also expressed entertainment as a motivation: “I think that the posts 

are nicely made, and I enjoy looking at them” (Appendix 7.9 p.90). Analysis of the four Asos in-depth 

interviews suggests that, of the motivational factors identified in the literature review, the four 

interviewees are motivated mainly by information, entertainment, and remuneration (Tsai and 

Men) as well as self-expression (Wallace et al.). In addition, the interviewees expressed inspiration 

as a source of motivation.  

 

Next, the motivations of Urban Outfitters consumers are analyzed. The first interview was with 

Briana, a stay-at-home mom who follows Urban Outfitters primarily because she gets inspired by 

their style, loves a good deal, and enjoys receiving information about sales and products (Appendix 

7.2 p.70). In the interview she said: “I follow UO so that I can see when they post discounts, 

especially free shipping or when they add new items to their sale section” (Appendix 7.2 p.70) 

Remuneration and information are two important factors for Briana’s engagement with Urban 

Outfitters. She furthermore said: “I like to look on their Facebook page for style inspiration for my 



Kasper Xavier Lykkegaard 46 

apartment and to see if bloggers or stylists have posted cute outfits on their page for wardrobe 

inspiration for myself” (Appendix 7.2 p.70). This second quote shows that inspiration is another 

important motivational factor. Similar to Briana’s motivations were those expressed by Morgan, the 

fourth Urban Outfitters follower: remuneration, information, entertainment, and inspiration. She 

stated that she follows Urban outfitters to receive valuable information about their sales and other 

discounts (Appendix 7.5 p.80), indicating that information is one reason she follows them. With 

respect to entertainment, she mentioned enjoying the Facebook page and posts; she finds it 

relaxing to look at different brands, including Urban Outfitters, on Facebook. The last two interviews 

with Urban Outfitters consumers point to many of the same motivational factors. Both Olivia and 

Tara expressed information and self-expression as two of their motivational factors. Olivia stated 

that she is fashion savvy; the Urban Outfitters style fits her personal style and does influence it 

(Appendix 7.3 p.73). Tara also suggested self-expression in her comments that fashion is her biggest 

passion and that is why she follows Urban Outfitters. She continued that Urban Outfitters definitely 

fits her personal style and sometimes influences it (Appendix 7.4 p.77). Information is motivator 

that is common to both interviewees. Olivia said, “I also like to see new products and brands that 

are new in their collection, then I don’t have to go to their website or visit their store to see new 

products and brands that they feature” (Appendix 7.3 p.73). Tara also expressed belief that 

information about products and the brand is important when following a fashion brand on Facebook 

(Appendix 7.4 p.77). Finally, the two interviewees indicated that they are also inspired by Urban 

Outfitters. Olivia said, “They inspire me to pair some my clothes together and get some new looks” 

(Appendix 7.3 p.73). And Tara said that “I let myself be inspired by fashion on Facebook and develop 

my own style with help from these fashion brands” (Appendix 7.4 p.77).  

 

In summary, followers of Urban Outfitters are motivated to engage by the factors of information, 

entertainment, self-expression, and remuneration (identified in previous literature) as well as by 

inspiration, a new factor of consumer engagement. The most common motivational factors among 

Urban Outfitters followers are information and inspiration. These two factors were expressed in all 

interviews. Interviewees stated they want to receive information about products, styles, and the 

brand. Furthermore, the interviewees reported feeling inspired by the posts and name it as a reason 

for following and engaging with Urban Outfitters. Asos followers are motivated by the factors of 
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information, entertainment, remuneration, and self-expression. The most influential factor, 

mentioned by several respondents, is information; Asos followers seek information about sales, new 

products, and styles. The strongest motivator across brands is information, followed by 

entertainment, self-expression, and remuneration. Besides those four factors, inspiration was also 

mentioned in all interviews and must therefore be considered an important engagement 

motivational factor.    

 

As mentioned above, many of the interviewees expressed a new engagement motivational factor: 

inspiration. This new motivational factor contains some elements of the motivational factors earlier 

identified in the research literature. In explaining this new factor, interviewees also referenced 

elements of self-expression, information, and entertainment factors. For example, Tara (Interview 

3) stated: “I am following UO because I found their products and their style is tempting to me. They 

have a lot of home décor style that I love, so good inspiration” (Appendix 7.4 p.77). Here, she 

identifies Urban Outfitters as source of a good inspiration and hence her reason for following them. 

Her statement also involves information, as she loves to see their products and information about 

it. It also involves self-expression as she states that she loves the products. Later in the interview, 

Tara said that she enjoys spending time looking at their styles and fashion trends in order to get 

inspired (ibid). This statement shows that the inspiration factor also involves elements of the 

entertainment factor. Tara is a good example of a follower expressing inspiration as a motivational 

factor; her comments show the elements from other existing factors that are associated with 

inspiration.     

 

Many of the motivational factors appear to be the same for interviewees of both brands. In order 

to understand consumers who, engage with fashion brands on a deeper level, the analysis now 

focuses on interviewees’ degree of engagement with the brands on Facebook.  

 

4.3.2 – Analysis of engagement level 
A number of the interview questions aimed to understand participants’ level of engagement with 

the brands they follow. This part of the analysis is based on Muntinga et al.’s theory, described in 

the literature review. Muntinga et al.’s framework is a categorization based on COBRAs and is 

divided into three levels of engagement: consuming, contributing, and creating, where consuming 
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is the lowest level and creating is the highest level of engagement. (Muntinga et al. 2011 p. 15). 

Interviewees’ level of engagement is an important aspect of the thesis because it offers a good 

indication of how consumers engage with brands and if the level of engagement translates to 

positive mention of the brands among consumers. Furthermore, this aspect of the analysis helped 

in answering the overall research question of how consumer engagement affects the fashion 

industry brands. The four Urban Outfitters followers show varying levels of engagement. The first 

interviewee, Briana, showed a low level of engagement in describing her behavior on Facebook: “I 

typically don’t engage much but sometimes I will occasionally tag my husband in posts of products 

that I like or if they are having a sale I will click the link” (Appendix 7.2 p.72). This description of her 

own behavior with Urban Outfitters suggests that she is usually a content consumer, placing her on 

the lowest level of engagement; she does, however, occasionally move up to the next contributor 

level of engagement, as she occasionally tags other people on their posts. The second Urban 

Outfitters interviewee, Olivia, stated that she frequently likes, comments, and tags friends in Urban 

Outfitters posts: “I have liked a bunch of them and commented on some of them. I have tagged a 

friend or two in some of their posts” (Appendix 7.3 p.73). This indicates that Olivia is a consumer 

engaged on a medium level, commenting on brand-related content. The third interviewee, Tara, 

also showed signs of a medium level of engagement: “I normally like a bunch of posts from different 

brands if I like the content of them. I also comment on them sometimes, not as often as when I like 

posts. I also share posts again if I find the content appealing” (Appendix 7.4 p.77). The last interview, 

like the previous interviews, showed engagement by liking, commenting, and tagging friends; but, 

on top of this, Morgan has reviewed Urban Outfitters on their Facebook page (Appendix 7.5 p.80). 

Muntinga et al. describe writing product reviews as a high-engagement actions (Muntinga et al. 

2011 p. 16), placing Morgan on a high level of engagement.  

 

The four interviews conducted with Asos consumers showed two participants with a low level of 

engagement and two participants at a medium level of engagement. The two with a medium level 

of engagement both like and comment on Asos posts; furthermore, one (Kenzi) also tags Facebook 

friends on posts. She says that she likes the brand’s posts and sometimes comments on them; in 

addition, she tags friends if she wants them to see the post as well, typically because she knows that 

they would have an interest in that specific post (Appendix 7.8 p.87). The other participant (Haley) 
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with a medium level of engagement stated: “I usually like their posts if I find them entertaining or 

there is a good discount. Sometimes I also comment on them” (Appendix 7.6 p.82). Both Haley and 

Kenzi expressed clear indication of the medium level of engagement: they both engaged in either 

user-to-content or user-to-user interactions about Asos and, moreover, commented on brand-

related content. The other two interviewees were at a low level of engagement. Michael only 

consumed brand-related content and did not engage in it; that is, he only viewed brand-related 

content without liking, commenting, or taking part in other any other kind of engagement (Appendix 

7.7 p.85). Kelsey was at a low level of engagement but a little more engaged than Michael. She 

occasionally liked a post from Asos but did not contribute to any content on the Facebook brand 

page.      

 

To sum this part of the analysis, the interviews with followers of Urban Outfitters shows that one 

interviewee are at a low level of brand engagement, namely Briana form interview 1. Twos 

interviewees are at a medium level of brand engagement, namely Olivia and Tara from interview 2 

and 3 and one interviewee is at a high level of brand engagement, namely Morgan from interview 

4. The interviews with Asos followers shows that two interviewees are at a low level of brand 

engagement, namely Michael and Kelsey from interview 6 and 8 and two interviewees are at a 

medium level of brand engagement, namely Haley and Kenzi from interview 5 and 7. This part of 

the analysis makes it possible so understand how engaged the selected consumers are and thereby 

what kind of effects consumers have on the brands that they are following. It is used in the thesis in 

order to answer one of the sub question regarding how the consumers engage with brands from 

the fashion industry. This will ultimately help answering the overall research question and 

furthermore add to the analysis comparison of engagement level and engagement outcomes in 

section 4.4.      

 

4.3.3 – Analysis of the engagement outcomes 
A number of the questions related to potential engagement outcomes that could result from 

interviewees’ engagement with fashion brands on Facebook. Outcomes consist of WOM, brand 

love, and brand loyalty, introduced earlier in the literature review. These engagement outcomes 

were analyzed to determine if interviewees express any of these outcomes. This ultimately helped 

to answer how consumer engagement affect brands from the fashion industry.  
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First, the interviews are analyzed with respect to whether participants express loyalty to the brands. 

As discussed in the literature review, brand loyalty has a large impact on WOM; therefore, brand 

loyalty will be analyzed together with WOM in order to gain a complete picture of consumer loyalty 

to the brands. Brand loyalty has two aspects: behavioral and attitudinal brand loyalty. The 

behavioral aspect measures only the outcomes of brand loyalty, and the attitudinal aspect measures 

the reasons behind brand loyalty (Jensen, J. M. & Hansen, T. 2006 p. 442). WOM is defined as the 

flow of communication among consumers about products or services (Wallace et al. 2011:35). This 

section analyzes interviewees’ level of loyalty and expression of WOM.  

 

Of the eight participants, six showed signs of loyalty. All of the Urban outfitters followers expressed 

brand loyalty, whereas only two of the four Asos followers expressed brand loyalty. The two 

interviewees who did not express loyalty were justifiably excluded because they did not mention or 

talk about the brand to others nor have they bought any products; they also did not show any 

attitudinal brand loyalty. The two interviewees who did not show brand loyalty were Michael and 

Kelsey (Interviews 6 and 8). The rest of the interviewees showed brand loyalty to varying degrees. 

Briana (Interview 1) stated: “I’ve been shopping with UO since high school and used to buy a lot of 

my clothes from them, and now I normally buy from them about two to four times a year” (Appendix 

7.2 p.70). She expresses a low degree of brand loyalty, as she does not engage in any WOM or show 

any attitudinal brand loyalty. The second interview with Olivia, by contrast, shows the intention to 

purchase, which is an element of attitudinal brand loyalty. She stated: “They [Urban Outfitters] have 

nice style, multiple product lines (fashion, home goods, etc.), [and are a] frontrunner on fashion. I 

see nice lamps or certain outfits that I haven’t seen at other stores that I want to buy” (Appendix 

7.3 p.73). In addition, she also shows behavioral brand loyalty (she has purchased several products 

from Urban Outfitters) and WOM (she has tagged different friends in their Facebook post as a 

recommendation of their products) (Ibid). Tara (Interview 3) expresses both attitudinal and 

behavioral brand loyalty and WOM. Her attitudinal brand loyalty is expressed in this quote: “I like 

UO very much as a brand. Their products and the style they represent [are] very nice, and many 

times they give me inspiration” (Appendix 7.4 p.77). Her behavioral brand loyalty is expressed in 

repeat purchased from Urban Outfitters; and her WOM actions are expressed by her tagging of 

Facebook friends in their posts and her recommendation of some of their products (Ibid). The fourth 
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Urban Outfitters interviewee, Morgan, expresses behavioral brand loyalty and WOM but not 

attitudinal brand loyalty (Appendix 7.5 p.80). Haley and Kenzi (Interviews 5 and 7, respectively) show 

both attitudinal and behavioral brand loyalty as well as WOM. They have bought several products 

from Urban Outfitters and are express intentions for future purchases; they have also both tagged 

other people in Urban Outfitters brand posts, indicating a willingness to share and let other people 

know about Urban Outfitters.  

 

Brand love is located at the top of the pyramid of engagement outcomes and involves both WOM 

and brand loyalty. Thus, interview participants who express brand love were expected to be found 

among those already have showing indications of both WOM and brand loyalty. The participants 

who showed both brand loyalty and WOM and might, therefore, show brand love were the 

following: Briana (Interview 1), Olivia (Interview 2), Tara (Interview 3), Morgan (Interview 4), Haley 

(Interview 5), and Kenzi (Interview 7). Briana made repeated purchases but said that the specific 

items could have been purchased at other stores: these purchases were not irreplaceable purchases 

from Urban Outfitters. Her motivation for the repeat purchase was therefore not attributable to 

brand love rather free shipping (i.e., remuneration). Throughout the interview, she did not indicate 

any other elements of brand love, such as passionate emotional attachment or expression of both 

her current and desired self-identity through the brand; therefore, Briana does not express brand 

love towards Urban Outfitters (Appendix 7.2 p.70).  

 

By contrast, Olivia (Interview 2) expressed brand love in many different ways, such as how she feels 

about her purchases. She considers her many purchases at Urban Outfitters to be unique as they all 

together belong to the same style form urban Outfitters. She furthermore states that her purchases 

are irreplaceable: “Many of my products I have bought have I never seen at other stores” (Appendix 

7.3 p.73). She expresses pleasure and duration, considered first-order dimension elements 

(Merunka 2013), in comments like the following: “I feel entertained in the way that I love looking at 

the pictures and the post that they posted. When I first start, I can scroll down their news feed and 

afterwards their website for half an hour or something” (Appendix 7.3 p.73). Olivia also expresses 

passion, a second-order dimension element (Albert Merunka 2013 p. 259) in this comment: “I love 
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when they release a new summer, spring, or winter collection” (Appendix, 7.3 p.73). This quote 

shows that she is passionate about new product releases and styles. 

 

Tara also describes her purchases at Urban Outfitters as unique and irreplaceable: “My purchases 

are unique because I buy them as UO presents it on their post as they are combining the different 

clothes themselves” (Appendix 7.4 p.77). She, furthermore, uses Urban Outfitters to express her 

current and desired self, another indicator of brand love. In the interview, she mentioned several 

times the identity between her style and Urban Outfitters’ style as well as the brand’s influence on 

her personal style: “Urban Outfitters influences my style and they kind of reflect it as well” 

(Appendix 7.4 p.77).    

 

The fourth respondent, Morgan, does not show any signs of brand love. She does not see her repeat 

purchases as unique; nor does she use Urban Outfitters to express her current self or desired self. 

Furthermore, she does not express any of the first-order or second-order dimension elements. 

Aligned with Morgan is Haley, who also does not express any form of brand love (Appendix 7.6 p.82).  

 

The last respondent who expressed WOM and brand loyalty and was a candidate for expressing 

brand love was Kenzi (Interview 7). She shows more active engagement than regular consumers and 

followers of Asos as she is willing to invest both time and money and is dedicated to Asos as her 

fashion news channel. This is expressed in the following quote: “I feel like I am always updated on 

trends and new products, because I look at Asos’s different Facebook posts” (Appendix 7.8 p.87). In 

addition, she also sees her many purchases as unique to Asos: “They are Asos brand, and I have not 

seen those designs at another store” (Appendix 7.8 p.87). 

 

To sum up this part of the analysis, all of the interviewees are expressing different outcomes, some 

more than other and some none at all. This part of the analysis contributes to the understanding of 

the relationship between brands and consumers on Facebook and to answering the overall research 

question regarding how the engagement affect the brands on Facebook.   
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The sections above have analyzed interviewees in relation to motivational factors, engagement 

level, and engagement outcomes; a summary of the different findings for each respondent is 

presented below. 

 

Briana is motivated by remuneration, inspiration, and information. She is located at the lowest level 

of engagement as defined by Muntinga et al. but sometimes shows a medium level of engagement. 

She expresses a small degree of WOM and brand loyalty but no brand love. Olivia, the second Urban 

Outfitters interviewee, is motivated by the factors of information, entertainment, self-expression, 

and inspiration, a new motivational factor that emerged from the interviews. She is at a medium 

level of engagement and shows elements of all engagement outcomes: WOM, brand loyalty, and 

brand love. Tara, the third Urban Outfitters interviewee, shows a medium level of engagement. Her 

motivational factors are inspiration, self-expression, and information; she demonstrates the 

engagement outcomes of WOM, brand loyalty, and brand love. Morgan, the fourth Urban Outfitters 

interviewee, shows the highest level of engagement, having written a product review, and the 

motivational factors of inspiration, remuneration, and information. She also expresses all three 

engagement outcomes.  

 

Haley, the first Asos interviewee, shows a medium level of engagement and is motivated by 

entertainment, remuneration, and information. She also shows a degree of WOM and brand loyalty 

but no brand love. Michael, the second Asos interviewee, is at the lowest level of engagement; he 

is motivated by the factors of inspiration and information but does not express any of the 

engagement outcomes. Kenzi, the third Asos consumer, is at a medium level of engagement and is 

motivated by entertainment, inspiration, and information. In addition, she also expresses WOM, 

brand loyalty, and brand love. Kelsey, the last Asos interviewee, is similar to Michael: she is at the 

lowest level of engagement and shows no sign of any of the engagement outcomes. However, she 

is motivated to follow Asos because of the factors of inspiration, self-expression, information, and 

entertainment. 
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4.4 – Analysis comparison of engagement level and engagement outcomes  
This section analyzes some of the remaining data collected from the interviews and content 

analyses. One interesting aspect is the relationship between high and medium brand engagement 

level and the expression of engagement outcomes; that is, whether high and medium brand 

engagement level is associated with more engagement outcomes (i.e., WOM, brand loyalty, and 

brand love). This was determined by analyzing the engagement outcomes expressed by participants 

who showed high level and medium level of brand engagement as defined by Muntinga et al. The 

participants who met these criteria were Olivia, Tara, and Morgan from the Urban Outfitters 

interviews and Haley and Kenzi from the Asos interviews. Of these five interviewees, Olivia and Tara 

from the Urban Outfitters interviews express all three engagement outcomes. Morgan, however, 

expresses WOM and brand loyalty but not brand love. Haley and Kenzi both express WOM and 

brand loyalty, but Kenzi also expresses brand love. Of the five interviewees with a high or medium 

brand engagement level, all express WOM and brand loyalty, and three out of five interviewees 

express brand love.  

 

The remaining interviewees with a low brand engagement level are Michael and Kelsey from the 

Asos interviews and Briana from the Urban Outfitters interviews. The two Asos interviewees do not 

show any engagement outcomes at all, and Briana from the Urban Outfitters interviews expresses 

WOM and brand loyalty but not brand love. This part of the analysis shows that the large majority 

of the highly and medium engaged interview participants show more engagement outcomes. The 

participants with a low brand engagement level show fewer engagement outcomes. This leads to 

the conclusion that high and medium brand engagement with the brand is equivalent to more 

engagement outcomes on Facebook. This is an essential aspect of the analysis in order to explain 

the effects and ho these affect brands from the fashion industry. 
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5.0 – Conclusion 
 
This research study has explored different factors that influence consumer engagement with fashion 

brands through one of the most widely used SNSs, Facebook. The influence of the most essential 

motivations for consumers engagement with brands on social media have been analyzed; these 

motivations were identified by the previous literature. Other variables were also analyzed, such as 

engagement level of the consumers and engagement outcomes (i.e., WOM, brand loyalty, and 

brand love). Previous literature on this topic had not studied these variables in relation to each other 

nor with case studies from the fashion industry. The topic of this thesis was chosen to address this 

gap in the literature, which did not include an adequate study of the relationship between 

consumers and brands present on Facebook.  

 

This research study was designed to answer the main research question concerning how consumer 

engagement affects brands from the fashion industry and two sub questions concerning why 

consumers engagement with brands on Facebook and how brands engage with their followers on 

Facebook. These three questions have been addressed throughout this thesis. The two sub 

questions are answered here; these answers contribute to answering the main research question.   

 

The results on why consumers engage with brands from the fashion industry on Facebook have 

shown that people on Facebook are motivated by different motivational factors. The most common 

motivators discovered in the analysis is information, as people are engaging with brands in order to 

receive information. The different kind of information that the interviewees are explaining are 

important for them when engaging are information about products, new product reveals, sale and 

about the brand itself. Another important motivator is entertainment, many Facebook users are on 

Facebook in order to get entertained by the brands that they are following. This has also shown to 

be an important factor among those who have participated in the interviews as the majority explains 

in depth that entertainment or other statements associated with entertainment is an essential 

motivation for them to follow and engage with the brand’s content. The entertainment factor is 

being interpreted by the consumer as how much pastime they spend on the brands Facebook brand 

page in order to be relaxed or feel enjoyment. Furthermore, entertainment is also related to 

different kind of content, such as jokes and memes, nothing related to the products of the brand 
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but related to the industry the brands operate in and in this case the fashion industry. A third reason 

for why consumers are engaging with fashion brands on Facebook is to get inspired. This 

motivational factor has not been found in previous literature but was discovered in the analysis of 

the interviews and here the majority of the interviewees are saying that inspiration to new looks, 

styles and shopping items are one of the main reasons for them to engage with the two case study 

brands. These three motivational factors discovered in the analysis of the thesis, are the main 

reasons why consumers engage with fashion brands on Facebook. In this case the brands from the 

fashion industry has been represented by the two chosen case study brands.   

 

The second sub-question which also helps answering the overall research question concerns how 

the brands engage with their followers on Facebook. This sub-question is being addressed in the 

thesis in relation to the content-analysis, where the two case study brands content are being 

analyzed. Therefore, the engagement from the brands perspective are being measured based on 

the content they are publishing on Facebook. The results are showing that the two case study brands 

are engaging with their followers with different content posts. Urban Outfitters uses three types of 

posts, namely product promotion post, information provision and reward provision. More precisely, 

39 of the 50 posts are product promotion and 9 are reward provision. The result also showed that 

Asos uses mainly two types of posts when commutating when their followers. The two types are 

product promotion posts as 28 out the 50 posts are of this type and inspirational post, as 21 of the 

post analyzed were of this type. In addition to what types of content posts the two case study brands 

are sharing with their followers, they are also using other content features such as pictures, text 

and videos in order to capture the consumers attention. The most common ones are text and 

pictures, which are used in almost all post. the feature of videos is also being used but in a smaller 

scale.  

 

After answering the two sub-questions, I can now focus on answering the overall research question 

and what is interesting, is to see how different the two case study brands are being affected by 

consumer engagement on Facebook. In this thesis consumer engagement on Facebook are being 

measured based on and likes, comments and shares, and based on how the consumers express their 

relationship with the brands, i.e. the different engagement outcomes. Urban Outfitters are 
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experiencing a lot of engagement on their content from the consumers on their Facebook brand 

page and Asos are experiencing a lot less engagement from its consumers and followers on 

Facebook. This is based on the measurement of likes, comments and shares. With this said the two 

case study brands are being affected differently by consumer engagement. In fact, Urban Outfitters 

are experiencing 23.914 more likes, comments and shares compare to Asos. This tells me how 

important it is to engage the right consumers on your Facebook brand page as well as how important 

the content is in order to engage as many as possible. Brands from the fashion industry and 

specifically the two case study brands are also being affected by consumer engagement in terms of 

how consumers are expressing one or more engagement outcomes such as word-of-mouth, brand 

loyalty and brand love. Here, the analysis shows that Urban Outfitters are experiencing word-of 

mouth from all of the interviewees who follows them, brand loyalty from ¾ of the interviewees and 

brand love from half of the interviewees. This means that Urban Outfitters are getting affected by 

these engagement outcomes as they contribute to their brand message is being shared to a wider 

audience and that they can reach even more consumers beyond their main audience. Asos on the 

other hand are experiencing word-of-mouth and band loyalty from half of the interviewees who 

follows them and brand love from only one of the interviewees. This means that brand messages 

from Asos and their potential reach beyond their main audience is limited as consumers are not 

engaged enough and willing to spread the brand message.  

 

An explanation of why the two case study brands are receiving such different feedback from their 

followers from the in-depth interviews and the content-analysis, could be the term of bond- and 

identity attachment introduced in the introduction section 1.0. As described in the introduction 

Bond-based-attachment and Identity-based-attachment’ are different attachment styles (Ren et al. 

2007, p. 380). The distinction between identity and bond refers to people’s different reasons for 

being in a group. Identity-based attachment, is because they like the group as a whole. Bond-based 

attachment, is because they like the individuals in the group (Ren et al. 2007, p. 380). When looking 

at Ren et al. in order to explain the big difference in engagement the two case study brands are 

receiving from the its followers. The analysis of the in-depth interviews and content-analysis 

combined indicate that Urban Outfitters are more an identity-based-attachment, as the members 

of their Facebook brand page are more attached to the group and are interacting more on post than 
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the members of Asos’s Facebook brand page. This could be one of the explanations why Urban 

Outfitters are receiving a much higher engagement number than Asos. Another explanation to the 

different effect the two case study brand are experiencing could be the consistency in their 

Facebook posts. Here, the content-analysis shows that Urban Outfitters are much more consistent 

in their content of their posts. They consistently use a headline and a picture in all of their post and 

they also consistently use only two types of post. It is clear that they have a strategy that they 

believe and keep to it. On the other hand, Asos seems to try a lot of different content elements and 

different types of posts and this inconsistency in their Facebook content could be another 

explanation to how Asos and Urban Outfitters are being affected by the engagement from the 

consumers very differently. A final reflection about why Urban Outfitters are receiving more 

engagement from its followers than Asos could be the difference in channel retail strategy. As 

described in the introduction, the Asos has a single-channel retail strategy, in which they sell 

products only on the company’s own online shop. Urban Outfitters employs a multi-channel retail 

strategy, in which products are sold online and in physical stores. Because Urban Outfitters also are 

selling their products in a physical store could benefit them as consumers can go to their store and 

try on the products and see in real life before buying them. The analysis has not looking closer into 

this but this difference should be taken in to consideration.  

 

These results from the analysis also shows that brands from the fashion industry are being affected 

by consumer engagement on Facebook differently but overall no matter how much consumer 

engagement each individual brand is experiencing consumer engagement is affecting the reach of 

the brands on Facebook. This means that the more engagement brands are experiencing, the more 

consumers on Facebook beyond their main audience can be reached and their brands messages will 

be widespread on social media. Consumer’s relation with a brand, through the love or loyalty for 

that brand or through the identification with the brand’s personality, enhances engagement on their 

pages and ultimately more publicity among consumers which leads to a broader reach to one’s 

potential customers.   

 

In order to answer the research question as comprehensively as possible, I will now look at which 

posts analyzed in the content-analysis affects the brands the most in relation to the engagement 
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measure of likes, comments and shares. According to the content-analysis of Asos the posts 

categorized as product promotion and inspirational posts are receiving the most engagement. 

Product promotion posts have on average an engagement of 18,5 pr. post. Inspirational post has on 

average an engagement of 22 pr. post. This shows that the inspirational posts receive more likes, 

comments and shares from the consumers than the product promotion posts. According to the 

content-analysis of Urban Outfitters, the posts categorized as product promotion and reward 

provision are receiving the most engagement. Product promotion posts have on average an 

engagement of 715 pr. post and reward provision has on average an engagement of 187 pr. post. 

This shows that the product promotion posts receive more likes, comments and shares from the 

consumers than the reward provision posts. All combined this concludes that the type of posts that 

affects the brands the most in relation to the engagement measure of likes, comments and shares 

is product promotion for Urban outfitters and inspirational posts for Asos. Therefore, it can be 

concluded that product promotion posts and inspirational posts are affecting the brands from the 

fashion industry the most.  

 

Besides answering the research question as well as the two sub-questions, the results also gives 

some general statements about consumer engagement on Facebook. The analysis has also shown 

that consumers with high engagement level are expressing more engagement outcomes, such as 

word-of-mouth, brand loyalty and brand love. In fact, the analysis shows that the five interviewees 

who are at a high level of engagement are all expressing word-of-mouth and brand loyalty and three 

out of them are expressing all of the engagement outcomes. Therefore, it can be concluded that 

consumer engagement from highly engaged consumers affects that brands more, in terms of 

engagement outcomes and potential reach on social media. 

 

To sum up the conclusion, brands from the fashion industry, represented by the two case study 

brands, are getting affected by consumer engagement on their Facebook brand pages when 

consumers follows and/or likes their pages. When this first-time engagement has taken place, each 

consumer affects the brands differently as each individual consumer engage in their own ways. It is 

important to understand that the term consumer engagement is a broad term and can be measured 

differently.  In this thesis consumer engagement has been investigated in terms of understanding 
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the consumers motivations and relationship with the brands, this was done through in-depth 

interview. Furthermore, this thesis has looked at consumer engagement from the brands 

perspective through the content-analysis. Build on these two methods this thesis measures 

consumer engagement on Facebook based on likes, comments and shares found in the content-

analysis and on engagement outcomes that the interviewees are expressing, found in the 

interviews. In relation to the two measurements, the brands are overall getting affected as 

consumers likes, comments and shares the content created by the brands. This gives the brands 

instant feedback on their brands messages send out to the public. The instant feedback that the 

brands are experiencing through Facebook and other social media platforms contributes to the 

brands publicity as the consumers friends and family will see this engagement. Brands from the 

fashion industry are also getting affected by how good the relationship is between the consumers 

and the brand itself. Here, this thesis has found it essential to involve or develop one’s followers to 

highly engaged consumers. This transformation will increase the spread of the word and message 

from the brands to an even broader audience. This happens through different engagement 

outcomes such as word-of-mouth, brand loyalty and brand love. Increasing word-of-mouth, brand 

loyalty and brand love is therefore very important for fashion brands who operates on Facebook 

and other social media platforms. When looking at the two case study brands, it is clear to see that 

Urban Outfitters has managed to create a unique relationship with their followers as all of the 

interviewees are expressing more outcomes and are more engaged that the follows of Asos. This 

unique relationship affects Urban Outfitters in terms of a much higher engagement number in the 

content-analysis than Asos. The two case study brands are also using different types of posts which 

are working in different ways and the choice of posts affects the engagement of the consumers, 

which in the end has an effect on the brand itself. Overall, the engagement from the consumers 

affects brands from the fashion industry in terms of expressing engagement outcomes, such as 

WOM, brand loyalty and brand love, and by active engagement such as liking, commenting and 

sharing the content published by the brands. The active engagement and the engagement outcomes 

contributes to the brands reach and publicity on Facebook. This means that the brands are able to 

spread their brand message and communication beyond their main followers on Facebook and 

reach more consumers and increase their publicity.      
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5.1 – Academic contribution 
The topic of consumer engagement on social media and Facebook that this thesis has been working 

on is incredibly relevant to the current environment in which the fashion brands are operating in. It 

is essential that fashion brands are embracing the new era of social media as it gives the brands a 

more informal way to reach and start a conversation with the consumers. Social media can increase 

the reach, engagement and the interaction for brands that are present on the different platforms. 

Brands present on social media can also use this to receive instant feedback on new products and 

address certain issues right away. If the brands are able to use social media efficiently it can be a 

strategic tool to improve the relationships between the consumers and themselves through 

content. This thesis and its research has led to several academic contributions but overall it 

contributes an understanding of how to develop and expand relationships with the consumers and 

furthermore it provides insights to fashion brands in relation to how to measure the effectiveness 

of their different social media activities and insights on how to increase engagement with 

consumers. Finally, it also it provides insights to fashion brands in relation to why consumers engage 

with them and what their motivations are.  

 

First of all, this thesis and research contribute to the established literature on this topic with a 

unique insight into consumer engagement among fashion brands on Facebook as it uses a multi-

approach method including the qualitative in-depth interviews and the quantitative content-

analysis. This multi-approach method gives the thesis a two-way perspective on the topic and 

furthermore it gives the insights on how consumer engagement affects the fashion industry in terms 

of what motivational factors the consumer is drawn to when engaging with the brands, how 

engaged the consumers are with the brands on Facebook and what kind of engagement outcomes 

the consumers are expressing when engaging with brands from the fashion industry on Facebook. 

These three insights on consumer engagement in relation to fashion brands helps marketers 

understand the consumers on Facebook and their behavior.  

 

Another main contribution of this thesis to the academic field of consumer engagement and to the 

existing theory on this topic is the discovery of a new engagement motivational factor, namely the 

factor of inspiration. A part of the thesis has focused on what motivational factors apply to the 

consumers when they engage with brands from the fashion industry and specially the two case 



Kasper Xavier Lykkegaard 62 

study brands. Here four factors have been presented from previous literature but after conducting 

the in-depth interviews and doing the analysis a new engagement motivational factor have shown. 

Seven out of the total eight interviewees are mentioning or expressing inspiration as an important 

motivational factor for them when engaging with the two case study brands. Furthermore, 

inspiration is also mentioned as a reason for why they follow and engage with the brands at first. 

This discovery of inspiration in the interviews and the importance of it in the interviewees reasons 

to follow and engage with the brands is essential when trying to find out how consumer engagement 

affect brands from the fashion industry. This contribution of the new motivational factor of 

inspiration can benefit fashion brands when creating engaging content on social media.   

 

5.2 – Managerial implications 
Understanding consumers and their motivations, level of engagement and engagement outcomes 

when follow, liking or interacting with a brand from the fashion industry on Facebook is important 

to the brands that want to engage with their consumers and provide them valuable content and at 

the same time understand how the consumer engagement affects them. Based on the result of the 

analysis, brands should invest in content, which contributes with inspiration, entertainment and 

information about products. This is based on the analysis of the in-depth interviews and the content 

analysis as the majority of the interviewees mentions that those three factors play an important 

role when following the brand page. It is also based on the result of the content-analysis, as it shows 

that these three factors receive the most engagement in terms of likes, comments and shares. 

 

Another important contribution identified in this thesis in which fashion brands could use to 

experience more consumer engagement on their Facebook brand page is the term “key followers” 

or “key influencers”. The term was introduced early in the thesis in the literature review section as 

few highly influential and engaged users may overcompensate for a large number of hardly engaged 

followers. These key followers are also the one’s expressing brand love, as they among many things 

are willing to recommend the brand to others, doing repeat purchases and sees the brand as 

irreplaceable. This term has been found to be applicable in the analysis of consumer engagement 

with the two case study brands, as Urban Outfitters have 3.264.904 less followers than Asos but are 

receiving 23.914 more engagement on their content on Facebook during the content-analysis. This 

shows that the followers of Urban Outfitters are more willing to engage and talk about the brand to 
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its fellows Facebook users, friends and family. Such followers are very valuable as they express 

brand love and can spread the brand communication beyond its main followers to new Facebook 

user segments. Brands within the fashion industry can advantageously utilize this term of key 

followers and engage different fashion bloggers or other highly active Facebook users in order to 

communicate beyond their main followers.   

 

Both case study brands are not interacting with their followers, as one of the measurements in the 

two content-analysis was an interacting measurement. Here, the two Facebook brand pages was 

analyzed based on if they are interacting with their followers through their content posts. A 

managerial implication could be to add an interacting feature to some of their posts, in order to get 

immediate feedback or evaluate on past campaigns. Examples of this could be as simple as asking 

the followers to mention favorite styles or asking for pros and cons regarding past marketing 

campaigns.  

 

Overall, a higher consumer engagement will be converted into positive engagement outcomes and 

that the brand message is communicated to a larger group of consumers, which are valuable 

competitive advantage to the brand over its competitors present on Facebook. Social media 

platforms including Facebook can be used as a communication and marketing tool to make 

customers feel special by offering exclusive content, such as special discounts and previews of new 

products. This will help transform the relationship between brand and consumer form a formal 

relationship to an informal relationship. 

 
5.3 – Limitations, reflections and future research  
During the investigation and development of this thesis, there has arisen some limitations that have 

to be considered. First of all, the thesis and the research has focused on two case study brands 

within the fashion industry with a certain business structure. Therefore, the results of the analysis 

and the conclusion of the thesis cannot necessarily be transferred across different industries as the 

results are context dependent. However, the development of the thesis was made in order to 

incorporate a broad focus that can be applied to any brand in any setting but the importance of the 

context, should always be taken into consideration. Furthermore, the in-depth interviews were 

made with the total of eight interviewees which limits the amount of data conducted compared to 
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if more interviews were made. The focus of the thesis was not only on in-depth interviews but also 

at content-analysis, therefore, the number of eight interviews were chosen in correlation with the 

two content-analysis.  

 

Another limitation to this research is the fact that I only focus on one social media platform, namely 

Facebook. This of course limits the research to activity on Facebook and to people active on 

Facebook. Additional research to this thesis could investigate other social media platforms and 

compare it to the results of consumer engagement on Facebook found in this research and see if 

any similarities or differences would occur.  

 

Each interviewee participating in the interviews had experience with Facebook and following one 

of the two case study brands, this has made them provide valuable insights regarding consumer 

engagement. Furthermore, it should be noted that the age range of 24 years old to 34 years old and 

future research may want to focus on another age group in order to gain insight from different 

segments. Another factor that was outside the scope of this study were that the research did not 

try to study one single brand or one single product category in particular, but the aim was to study 

how consumer engagement affect brands in the fashion industry. It could have been interesting to 

investigate if consumer engagement and its effects are the same ones for different product 

categories, different brands or different industries. 

 

The research of my thesis raises some new questions concerning the same tropic of consumer 

engagement on social media, such as: Why are the followers of Urban Outfitters so much more 

engaged than ASOS? And: Why does the behavior of these consumers add much more value to the 

brands? It will be interesting to investigate the consumers who are more engaged and active as they 

seem to have a greater impact on the brands. In my thesis I have already investigated these 

questions a bit when explaining the term of key followers and why Urban Outfitter’s followers are 

more active. Specially, the term of key followers has evolved lately and is now better known as the 

term micro influencers. This new term will be a natural next step to explore in order to see how this 

can increase the consumers engagement for the brands on social media.   
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7.0 – Appendix 
 
7.1 - Interview guide 
 
Name: 
Age: 
Occupation: 
Geographic location: 
 
First of all, why are you on Social media and Facebook and what attracts you to use it? 
 
How long have you used Facebook? 
 
How often do you post something? 
 
Why are you following Asos/Urban Outfitters? (motivational factors, brand loyalty attitudinal) 
 
What are your thoughts of Asos/Urban Outfitters as a brand? (The first that comes into your mind) 
(Brand loyalty attitudinal)  
 
For how long have you followed Asos/Urban Outfitters? 
 
What brand(s) are you else following on Facebook? 
 
Can you explain why you started following this/these brand(s)? 
 
What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other?) 
 
Can you give me an example of a recent post that engaged with? And explain why? (liked, 
comment, shared, tagged friends) (engagement level, consuming, contributor, creator) 
(motivation) 
 
How do you most commonly interact with brand posts on Facebook and why? (including 
Asos/Urban Outfitters) (Liking, comments, sharing, tag friends) (engagement level) (brand love) 
(brand loyalty) 
 
In general, what are your thoughts about engaging with brands on Facebook? 
 
Have you purchased any products from Asos/Urban Outfitters? Have you repeatedly purchased 
products at Asos/Urban Outfitters? (Brand love) (brand loyalty behavioral)  
 
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters (brand love) 
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Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) 
 
Is part of your engagement with Asos and Urban Outfitters dependent on beneficial reasons, such 
as discounts or other promotions? (Remuneration motivation)  
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? (entertainment 
motivation) 
 
Is part of your engagement with Asos/Urban Outfitters dependent on receiving information about 
the brand and products? (Information motivation)  
 
Will you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) 
 
Can you summarize the most important reasons for you to engage with brand-posts on Facebook? 
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7.2 - Interview UO 1 Briana Vaxmonsky 
 
Name: Briana Vaxmonsky 
Age: 28 
Occupation: stay at home mom  
Geographic location: Melbourne, Florida 
 
First of all, why are you on Social media and Facebook? 
I’m mostly on social media so that I can keep track of my friends that that moved away to different 
states and my extended family that lives in Spain and Denmark. 
 
What attracts you to use Facebook? It’s easy to navigate and I can keep track of my family and 
friends and see what photos they post. I also like using Facebook to see when stores have sales or 
when they offer free shipping.  
 
How long have you used Facebook? About 7 years  
 
How often do you post something? I’m not very good at posting or commenting on other people’s 
posts – so I would say maybe once or twice a year 
 
Why are you following Asos/Urban Outfitters? I follow UO so that I can see when they post 
discounts, especially free shipping or when they add new items to their sale section (motivational 
factors, brand loyalty attitudinal) 
 
What are your thoughts of Asos/Urban Outfitters as a brand? I think UO is a high quality brand 
that is targeted towards a specific crowd. I would say if you are shopping at UO you are a little 
edgy or bohemian, I definitely wouldn’t say it’s a preppy brand by any means but it is definitely 
trendy and is always up to date with their fashion. I love that they don’t just offer clothing but also 
have a wide variety of home décor from furniture to curtains – and I especially love that they 
always have a variety of zodiac and moon décor too  
 
and The first thing that comes into your mind. (Brand loyalty attitudinal) home décor- I recently 
purchased their triangle shelving unit and everybody that walks into my apartment always 
comments on how much they love it! It’s turned into my favorite décor item in our place and I love 
that we can keep little candles and small succulents on display on our new shelf.  
 
For how long have you followed these two specific brands? Since high school, so about ten years 
now  
 
What other brand(s) are you following on Facebook? Zara, H&M, Mango, Forever 21, Massimo 
Dutti, Zara Home, All Modern, MAC 
 
Can you explain why you started following this/these brand(s)? So that I could see when they 
were having major sales or when they were offering discounts and/or free shipping  
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What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other) 
Sales/deals. I like a good deal and prefer only to buy when there’s a sale or a good deal. If there’s 
no deals or sales I normally wait until a sales starts or a good deal appears.   
 
Can you give me an example of a recent ASOS/UO post that you for some reason remember 
well, and why? 
The last UO post that I remember well is one featuring their apartment style home goods and it 
was actually for this triangular style shelf and I ended up ordering it because I loved how they 
styled it in the picture. And they also feautured a really cool bohemian style rug that I loved but 
unfortunately it was too expensive.  
 
How did you act? II ended up ordering the triangle shelf about a week later and I wanted to order 
the bohemian rug for my apartment but then when I went on UO to order it I realized its too 
expensive and over budget so I didn’t actually end up purchasing that but I did buy the shelf.  
 
Can you give me an example of a recent post that you engaged with? (liked, comment, shared, 
tagged friends) (engagement level, consuming, contributor, creator) The last facebook post that I 
engaged in was with a small shop called Loved by Sophia Claire and it was to enter a contest to 
win a free pacifier clip for my daughter   
 
Why did you engage in just this post? (motivation) I engaged because I wanted to win a pacifier 
clip and I thought it was a good chance to enter the contest, however, I didn’t actually win but I 
did end up just going on their site and ordering two of the pacifier clips because I still wanted 
them even though I didn’t win them 
 
How do you most commonly interact with brand posts on Facebook? (Liking, comments, sharing, 
following, tag friends) (engagement level) I typically don’t interact much but sometimes I like a 
post or just tag by husband in a post, hoping that he will buy me the item in the picture or take me 
on the trip that the facebook video is for ;) 
 
Is that (^^) dependent on the post content and how? 
I’m just not much of an interactor when it comes to posting and commenting so when I do it 
means im actually very interested in the product or place that im commenting on  
 
In general, what are your thoughts about engaging with brands on Facebook? 
I think that for most people it is a huge part of social media, especially when they have a negative 
experience they like to go and post with hopes of getting a reaction out of a brand or a product, 
but I’m usually not that interested in engaging on facebook, unless its for something that I love or 
want to try 
 
What is your opinion on Facebook brand contests? I don’t mind contests on Facebook but so far 
ive never won one. I usually only enter contests if its for a product that im about to buy anyway 
but I usually just end up purchasing the product because its something that I want or need 
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Have you purchased any products from Asos/Urban Outfitters? Ya, I actually bought some of my 
Christmas presents from UO for my husband and then last month I bought a few things for myself 
(a shelf, a Free People bra, an oversized cardigan, and two button up long sleep thermals) 
 
Have you made an online purchase more than once from Asos/Urban Outfitters? (Brand love) 
(brand loyalty behavioral) Yes I’ve been shopping with UO since high school and used to buy a lot 
of my clothes from them, and now I normally buy from them about two to four times a year 
 
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters (brand love) Yes and no, I could have ordered my free people bra from Nordstrom or 
from Free People directly but I was ordering a few things from UO so it qualified for free shipping. 
And no on the other half of the shipment because I have never seen my triangle shelf at any other 
online retailers so I think it is unique to UO. 
 
Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
Sometimes I tag my husband in a post (basically as a hint to something I want him to buy for me)   
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) I’ve never made a recommendation on Facebook but I have made some in-person, like 
when people ask me where to get good tops for breastfeeding I always recommend UO because 
they have a variety of button down tops that are good quality statement pieces for your 
wardrobe.  
 
Is part of your engagement with Asos and Urban Outfitters dependent on beneficial reasons, 
such as discounts or other promotions? (Remuneration motivation) Yes I love that UO offers free 
shipping over 50$ because I never order online if I have to pay for shipping – I refuse.  
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? 
(entertainment motivation) I like to look on their Facebook page for style inspiration for my 
apartment and to see if bloggers or stylists have posted cute outfits on their page for wardrobe 
inspiration for myself. 
 
Is part of your engagement with Asos and Urban Outfitters dependent on receiving information 
about the brand and products? (Information motivation) I like to see when they post discounts so 
usually when they pop up on my feed with a discount ill click on it or just directly go look on 
UO.com so I can start online shopping before the discount ends. 
 
Would you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) I would 
describe myself as somewhat fashion savvy – less now that I am a mom of two under two – but I 
think I can resonate with their style because they have a lot of great tops for breastfeeding, and 
good loungewear – which is what you end up wearing a lot when you are a stay at home mom – 
but UO is very edgy and I would say I’m less edgy and more on the comfy side when it comes to 
figuring out what to wear, which I think there brand is really good at producing comfy cozy 
clothing options.  
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How do you engage with the posts by Asos/Urban outfitters? Commenting, liking, sharing, 
reading, click the links etc.? (Engagement level, COBRA) (brand love) (brand loyalty) I typically 
don’t engage much but sometimes I will occasionally tag my husband in posts of products that I 
like or if they are having a sale I will click the link so that it will take me to their page so I can make 
purchases.   
 
Can you summarize the most important reasons for you to engage with brand-posts on 
Facebook? 
I would say the main reason is to get discounts, nothing is better then receiving a percentage off 
or free shipping so I usually would keep an eye out for that – and secondly, just for inspiration. 
Both style inspiration for outfits and home décor inspiration.  
 
Would you like to add anything to the discussion before we end?  
No thank you sir 
 
7.3 - Interview UO 2 Olivia Hudson 
 
Name: Olivia Hudson 
Age: 29 
Occupation: Self-employed 
Geographic location: Pekin, Illinois USA 
 
First of all, why are you on Social media and Facebook? 
I am on Facebook and other social media like Instagram for connecting with friends and family. It 
gives a good insight in your friends and families lives other than just when you meet them IRL and 
have a conversation. With that said, to be present on social media also gives a good idea of what 
to talk about when you see friends or family members you haven’t seen in a while. Like, if they 
liked a certain post and I find it interesting as well, then we can talk about if we run in to each 
other and need an icebreaker topic. But to be quite honest, it is quite a while ago that I joined 
Facebook, so I don’t remember my intentions back then and I feel like Facebook has changed a lot 
since the beginning. Today, I follow quite a few brands as well, which I did not do when I first 
joined Facebook, I don’t think Companies and brands had Facebook pages back then. Facebook 
and other social media are also good when you have some time to kill, like at work if there’s no 
that many customers or in the buss going to and from work.  
 
What attracts you to use Facebook? 
It attracts me that all of my friends, colleagues and family has a profile as well. This makes it 
possible to follow their lives without constantly staying in contact with them. Other than private 
profiles, I like that you can communicate with brands on Facebook in a more easy pace way, you 
can chat with them and if you comment something in one of their post they normally responds 
which is nice and then you don’t have to call them or go into their store every time you have a 
question or a concern.   
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How long have you used Facebook? 
5 years.  
 
How often do you post something? 
Probably twice a week and it can be all sorts of things like a statement from my private life to a 
political opinion post.  
 
Why are you following Asos/Urban Outfitters? (motivational factors, brand loyalty attitudinal) 
Because I like the products they sell, and they sell not only their own brand but has a wide range 
of different brands and also many different types of products, such as home goods, clothes, shoes, 
great gift ideas and so on. I also like many of their post as the appeals to me and my personal 
clothes style. I also follow them, because they inspire me to pair some my clothes together and 
get some new looks, which I most likely would not have paired together. I also like to see new 
products and brands that are new in their collection, then I don’t have to go to their website or 
visit their store to see new products and brands that they feature.    
 
What are your thoughts of Asos/Urban Outfitters as a brand? The first that comes into your 
mind. (Brand loyalty attitudinal)  
Nice style, Multiple product lines (fashion, home goods etc.), Frontrunner on fashion, because I 
see nice lamps or certain outfits that I haven’t seen at other stores.  
 
For how long have you followed these two specific brands? 
I actually can’t remember, but I would say at least 2 years or around that. It is no recently that I 
started following them.  
 
What brand(s) are you else following on Facebook? 
I follow converse, a clothing brand named Religion Clothing UK and a clothing brand called 
WAWWA Softwear Co. I don’t that many fashion brands, I mostly follows different artists, music 
bands or restaurants as I am a chef myself.  
 
Can you explain why you started following this/these brand(s)? 
I always have liked Converse IRL and I have had a pair of their shoes since I was in elementary 
school and ever since I have bought a pair every now and then. I think they have a unique timeless 
style. The two other brands are you because I like the style, but I can’t remember why I really liked 
their Facebook page.  
 
What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other?) 
Just different pictures with different styles and looks so I can get inspired and with those posts 
they normally feature some of their products. I have never seen a contest on their page or 
participated in one. I do not pay much attention to deals or sales.  
 
Can you give me an example of a recent post by Asos/Urban Outfitters that you for some reason 
remember well, and why? 
A couple of weeks ago, I liked and tagged one of my friends in a post containing a picture with an 
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outfit (a pair of jeans, come converse, a cap, some sunglasses and a striped shirt) I really liked that 
outfit that they put together and aged my friend so she also could see, we have both sort of the 
same style and knew that she would like that outfit too.  
 
Can you give me an example of a recent post that engaged with? (liked, comment, shared, 
tagged friends) (engagement level, consuming, contributor, creator) 
Look above 
 
Why did you engage in just this post? (motivation) 
The specific style that the post concerned was pealing to me and was my style, an outfit that I 
would wear and probably but next time I am out shopping.  
 
How do you most commonly interact with brand posts on Facebook? (Liking, comments, sharing, 
following, tag friends) (engagement level) 
That depends what brand it is and what they post. But as mentioned before Urban Outfitters is my 
style and I like the brands they are selling. When I see something that I find I interesting I like it, It 
is not hard to get to like something, but commenting, then it has to be something special. But 
liking is the most commonly, then commenting and tagging friends, I don’t think that I have 
commented on a company’s post without tagging a friend.  
 
Is that (^^) dependent on the post content and how? 
Yes, of cause! I am not engaging in a post if I don’t like the content. If Urban Outfitters features an 
outfit that do not fit my style I would not like that post.   
 
In general, what are your thoughts about engaging with brands on Facebook? 
I think it is a nice way to see the brands products in another way than through their website or in 
the actual store. If you have any problems with a brands product or an order, you can send them a 
message directly and most brands will answer you instead of calling a customer service number, 
where you will probably be waiting for a long time. I also think that you get closer to a brand in the 
way that you will see news and other things faster through social media instead of through regular 
media.   
 
Have you purchased any products from Asos/Urban Outfitters? Have you repeatedly purchased 
products at Asos/Urban Outfitters? (Brand love) (brand loyalty behavioral)  
Yes, I have purchased several products from Urban Outfitters and yes, I have purchased more than 
once from Urban Outfitters. I have purchased shoes, jeans, a night lamp, a few coffee table books.  
 
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters? (brand love) 
Many of my products I have bought have I never seen at other stores. The coffee books I would 
say are unique for Urban Outfitters, the shoes were converse so them I could have bought from 
other stores, but it bought it from UO because they featured those shoes with a certain outfit that 
I could only get from UO. The night lamp is also unique for UO, I do not think that I could have 
bought that from other stores. The jeans were Cheap Monday jeans and that purchase is not 
unique for UO.  
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Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
Yes, I do, as mentioned before, when I comment on an Urban Outfitters post, I rarely do it without 
tagging one of my friends. So, I would say that I have done that at least 10 times.   
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) 
No, I have not on Facebook, but one time I was in the UO store and I filled out a quick survey 
about my experience in the store. There I said that it was excellent. The survey asked if I got the 
proper service from the staff and that if I found what I was looking for. Both I answered yes to.     
 
Is part of your engagement with Asos/Urban Outfitters dependent on beneficial reasons, such as 
discounts or other promotions? (Remuneration motivation)  
No, not at all. I follow UO because I like the style and that the style is similar if not the same as 
mine. Of cause if the product I want to buy is on sale, that does not hurt. But that is not the main 
reason at all.   
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? 
(entertainment motivation) 
I feel entertained in the way that I love looking at the pictures and the post that the post. When I 
first start, I can scroll down their newsfeed and afterwards their website for half an hour or 
something.       
 
Is part of your engagement with Asos and Urban Outfitters dependent on receiving information 
about the brand and products? (Information motivation)  
Yes, it is not the main purpose, but I do enjoy when I see new products and new brands that they 
sell. My main purpose it to see their outfits and looks and fashion posts. I love when they release a 
new summer, spring or winter collection.    
 
Will you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) 
I would say that I am a fashion savvy in my own style and in that style UO fits right in. UO fits 
indeed my personal style and it does influence my style. There post sometimes features different 
looks, which sometimes do influence how I dress.  
 
How do you engage with the posts by Asos/Urban outfitters? Commenting, liking, sharing, 
reading, click the links etc.? (Engagement level, COBRA) (brand love) (brand loyalty) 
I have liked a bunch of them and commented on some of them. I have tagged a friend or two in 
some of their posts to share the style that the post concerns. I of cause looks at the pictures of the 
post and read why there is some text, but usually its only like a headline or a caption. And if I like 
the products in the posts or different looks I click on the link to see how much it cost and which 
colors it comes and so on. When I am first at Urban Outfitters website I can be on it for a long time 
as I find also all of their products and the different brands nice and attracting to me.      
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Can you summarize the most important reasons for you to engage with brand-posts on 
Facebook? 
Inspiration for new looks and goes with my style and new brand releases.   
 
Would you like to add anything to the discussion before we end?  
No, I think your questions covered it all.  
 
7.4 - Interview UO 3 Tara Andryshak 
 
Name: Tara Andryshak 
Age: 24 
Occupation: Student, History 
Geographic location: Middletown, New York, USA 
 
First of all, why are you on Social media and Facebook? 
I have been on Facebook for a long time and I like to stay in contact with my friends, to follow 
certain public figures and different companies. I like to follow people’s life famous people as well 
as “normal” people. I also follow some brands that I like.    
 
What attracts you to use Facebook? 
That everyone is on it. All of friends and co-workers and every celebrity and company is in 
Facebook. That is why I am on it and like it. It is also a fun way to communicate to your friends as 
you can tag your friends in funny posts or a company’s or a celebrety’s post. In that way I can 
share a funny or interesting moment/post with my friends.   
 
How long have you used Facebook? 
8 years or more I think. Not quite sure. But almost from the beginning of Facebook.  
 
How often do you post something? 
I don’t post that much, but I do share others posts or tag my friends in others posts. this I do 
probably a few times a week to 5 times.   
 
Why are you following Asos/Urban Outfitters? (motivational factors, brand loyalty attitudinal) 
I am following UO because I found their products and their style is tempting to me. They have a lot 
of home décor style that I love, so good inspiration. My apartment does not look at all like that, as 
I am not a good interior designer, but I would love to have it look like the one UO features. I have 
bought some things from their home décor department, but it does not look like their style yet, 
hopefully it will come. 
 
What are your thoughts of Asos/Urban Outfitters as a brand? The first that comes into your 
mind. (Brand loyalty attitudinal)  
I like UO very much as a brand, their products and the style they represent is very nice and many 
times they give me inspiration to combine some of the clothes I already have and buy just one or 
two new items and pair it together. So, in many ways they fulfill some of my outfits and looks, the 
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same with my home décor, if I add a few nice items from UO it looks way better than before and 
eventually hopefully my apartment can look like an UO store or like the pictures they post.   
 
For how long have you followed these two specific brands? 
A few years, can’t remember. Maybe 2 years.  
 
What brand(s) are you else following on Facebook? 
Fashion brands I follow Zara and Topshop.  
 
Can you explain why you started following this/these brand(s)? 
kind of the same reason why I follow UO. I like their style and products. These brands give me a lot 
of inspiration.  
 
What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other?) 
products and different model pictures or inspirational pictures, where you get inspired and can 
upgrade either my wardrobe or my home décor.   
 
Can you give me an example of a recent post from Asos/urban outfitters that you for some 
reason remember well, and why? 
it was a UO post saying, ‘Skirt season is finally here!’ and a picture of a very nice skirt with flowers 
on this model. I liked the picture because of its styke and the featured product and almost bought 
the skirt.  
 
Can you give me an example of a recent post that engaged with? (liked, comment, shared, 
tagged friends) (engagement level, consuming, contributor, creator) 
The one above. Another example was a post of some light strings where you could clip on your 
own personal photos. The post looked so good and I bought this light string, so my living room 
could look like the post and picture. I liked the picture and tagged my roommate in a comment.  
 
Why did you engage in just this post? (motivation) 
Because the post was very pealing to me. The light strings very nice and fashionable and at the 
same time I just love how much inspiration I got out of their posts. I like those post that inspire me 
and those who I think are good style. I let myself be inspire by fashion on Facebook and develop 
my own style with help from these fashion brands.     
 
How do you most commonly interact with brand posts on Facebook? (Liking, comments, sharing, 
following, tag friends) (engagement level) 
I normally like a bunch of posts from different brands if I like the content of them. I also comment 
on them sometimes, not that often than when I like posts. I also share post if I again find the 
content pealing. In order to like and comment the brands post, I to begin with follow and like their 
brand page.  
 
Is that (^^) dependent on the post content and how? 
Yes, it is, I only follow brands where I know that their post content is close to my fashion style. 
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In general, what are your thoughts about engaging with brands on Facebook? 
I just love seeing how OU or other brands gets creative with their post and how they inspire me. 
So, I like engaging with brands that I live and that the nice think with liking brands on Facebook. 
You pick which brands you want to see content from.   
 
Have you purchased one or more products from Asos/Urban Outfitters? (Brand love) (brand 
loyalty behavioral)  
Yes, I have bought a lot from UO, so yes more than once.   
 
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters? (brand love) 
They are unique, because I combine them as UO presents it on their post. I they are combining the 
different clothes themselves.    
 
Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
Yes, I do. Share different post from UO in order to share their style, which is also my style. I have 
also tagged some people in their posts like mentioned before, I tagged my roommate in some 
home décor post.  
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) 
Yes, I have recommended that light string that I mentioned before. It was a positive 
recommendation, I really liked those lights and gave them a great review.  
 
Is part of your engagement with Asos and Urban Outfitters dependent on beneficial reasons, 
such as discounts or other promotions? (Remuneration motivation)  
No not really, I am looking for inspiration and fashion trends.  
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? 
(entertainment motivation) 
I don’t know if entertained is the right word, but I do enjoy spending time looking at their styles 
and fashion trends in order to get inspired.  
 
Is part of your engagement with Asos/Urban Outfitters dependent on receiving information 
about the brand and products? (Information motivation)  
Yes, I love looking at new products at UO.  
 
Will you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) 
My big interest is fashion and that’s also way I follow UO. UO defiantly fits my personal style, but I 
combine many brands and my own style. So yes, UO influence my style and they kind of reflect it 
as well.   
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How do you engage with the posts by Asos/Urban outfitters? Commenting, liking, sharing, 
reading, click the links etc.? (Engagement level, COBRA) (brand love) (brand loyalty) 
I read them, sometimes likes, tags and comment on them  
 
Can you summarize the most important reasons for you to engage with brand-posts on 
Facebook? 
Fashion Inspiration, a helping hand to complete my own clothing style. Like, tag and share post 
that fits my style, and, in this way, I show my Facebook friends my style.   
 
7.5 - Interview UO 4 Morgan Minster 
 
Name: Morgan Minster  
Age: 31 
Occupation: Nursing home assistant 
Geographic location: Louisville, Ohio, USA.  
 
First of all, why are you on Social media and Facebook? 
I guess today you have to be on Facebook to be a part of the society as a whole. I can made 
different announces on Facebook which will reach all of my friends, family and distant friends and 
family. Instead of texting and called all friends and family to make an announce. It is just an 
amazing way to communicate with. I when you are making a paper on brands, even them are on 
Facebook which again just make Facebook and social media convenient.  
 
What attracts you to use Facebook? 
See above ^^ 
 
How long have you used Facebook? 
I think around 4 years, I was not one of the first ones who joined Facebook but came along when a 
lot of my friends joined.  
 
How often do you post something? 
It depends, but once a week sounds about right.  
 
Why are you following Asos/Urban Outfitters? (motivational factors, brand loyalty attitudinal) 
I am following UO because to see when they their sales starts and when they post some different 
deals. I also like you following them because of their nice products they post about.    
 
What are your thoughts of Asos/Urban Outfitters as a brand? The first that comes into your 
mind. (Brand loyalty attitudinal)  
They set the new fashion trends with their new styles every season and new products. They also 
have great deals on some of the brands they have, that you can’t cheaper in other stores, for 
example Champion, Calvin Klein or Levi’s. The first that comes in to my mind must be fashion, 
good style and good prices for nice brands.  
 
For how long have you followed this specific brand? 
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I cannot remember that, but it is not recently, so at least one year.  
 
What brand(s) are you else following on Facebook? 
Asos, BooHoo, Reformation and a few others.  
 
Can you explain why you started following this/these brand(s)? 
it is kind of a life style, all of the brands not only sell clothes but also furniture and interior house 
stuff, it makes me do creative thinks with my own style and in my home. I also like to get deals and 
sales news on their Facebook side as you get it first on social media.   
 
What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other?) 
deals, sale and new products. 
 
Can you give me an example of a recent post from Asos/UO that you engaged with? And explain 
why you engaged? (liked, comment, shared, tagged friends) (engagement level, motivation) 
Some days ago, they posted a picture of a Billabong bikini, so pretty. I liked and commented “So 
cute”. After seeing that post I looked the bikini up at their website, did not buy it yet but I am still 
thinking about it! I engaged in the post because I wanted and still wants that bikini, it really fits my 
style. Hopefully it will go on sale soon.   
 
How do you most commonly interact with brand posts on Facebook? (Liking, comments, sharing, 
following, tag friends) (engagement level) 
I likes post and comments on them if the post has some nice products, deals or something like 
that.  
 
In general, what are your thoughts about engaging with brands on Facebook? 
I think it is a great way to get news about sale and deals and communicate with different brands. 
You get a better idea of the brand as you see several posts a day about their style and products.   
 
Have you purchased any products from Asos/Urban Outfitters? Have you repeatedly purchased 
products at Asos/Urban Outfitters? (Brand love) (brand loyalty behavioral)  
yes, I have purchased a few things 
 
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters? (brand love) 
I guess I could, but the price and the way UO presented these products made me choose them.   
 
Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
I have not shared any of their posts yet, but I have tagged some friends. 
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) 
Yes, I have once made a review of the brand in total on their Facebook page, where I gave them 4 
stars. 
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Is part of your engagement with Asos/Urban Outfitters dependent on beneficial reasons, such as 
discounts or other promotions? (Remuneration motivation)  
yes, definitely! I like their products and the brand as a whole, but I follow them on Facebook 
because I want to know when their sales starts and of they have some special deals. Facebook is 
the place to get that kind of information.  
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? 
(entertainment motivation) 
Yes, I enjoy looking at their Facebook page and posts, it is a good relaxation to go on Facebook and 
look at different brands that I like, including UO.  
 
Is part of your engagement with Asos and Urban Outfitters dependent on receiving information 
about the brand and products? (Information motivation)  
Yes, receiving information on sale or deals on certain products. Information about new products 
or also a nice benefit of following UO on Facebook.   
 
Will you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) 
Not a fashion savvy, that why I follow UO and other brands to know about fashion trends and so 
on. But I have my own style and get inspired by different brands and people. UO influence my 
style a bit, when they have nice products or styles I get inspired.   
 
How do you engage with the posts by Asos/Urban outfitters? Commenting, liking, sharing, 
reading, click the links etc.? (Engagement level, COBRA) (brand love) (brand loyalty) 
I like and comment some of them. 
 
Can you summarize the most important reasons for you to engage with brand-posts on 
Facebook? 
To receive sale and deal information. To receive information about products and get inspired to 
buy new clothes.   
 
7.6 - Interview Asos 1 Haley Chandler 
 
Name: Haley Chandler  
Age: 25  
Occupation: Student, Biology 
Geographic location: Foster, West Virginia, USA.  
 
First of all, why are you on Social media and Facebook and what attracts you to use it? 
It is nice to follow the life of your friends and see their interests, what they like, what they post 
and so on. I like to scroll down my newsfeed, when I am on break at work or when I come home 
for relaxation or just to get my mind off for a second. There’s always some funny videos or 
pictures, memes that I get a quick laugh out off.  
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How long have you used Facebook? 
Around 5 years.  
 
How often do you post something? 
Twice a month I would say.  
 
Why are you following Asos/Urban Outfitters? (motivational factors, brand loyalty attitudinal) 
I have shopped at Asos a few times and like the things that I bought, that’s why I follow them. 
They have good sales and special prices and I like some of their post are quite funny actually 
nothing to do with their products or fashion but some memes that I find funny. 
 
What are your thoughts of Asos/Urban Outfitters as a brand? The first that comes into your 
mind. (Brand loyalty attitudinal)  
Many different options, you can literally get everything on their website. Good sales, good special 
deals.  
 
For how long have you followed this brand specific brands? 
About 6 months.  
 
What brand(s) are you else following on Facebook? 
Shein United States, Victoria’s secret, Jovani Fashion, Macy’s are the main fashion brands I follow 
on Facebook.  
 
Can you explain why you started following this/these brand(s)? 
I feel like if there’s any special deals or sales, you will get that information through Facebook and 
the companies pages. Earlier I received their collection magazines in the mail or went into their 
website, but all information that I get from the companies are from Facebook. So to sum it up, I 
follow them because I like the brands and I like to get sales information.     
 
What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other?) 
Sales/deals posts but I also like and enjoy when there is a post with a joke like a meme. But also, if 
I see some post about some products that I like.   
 
Can you give me an example of a recent post that engaged with? And explain why? (liked, 
comment, shared, tagged friends) (engagement level, consuming, contributor, creator)  
(motivation) 
I liked a post from Asos about some savings on Bikini’s and a fun caption saying something with 
“when you buy new bikinis, so you have to go on a vacation. I thought it was pretty funny and 
actually true, when you buy some summer clothes or a bikini so you have an excuse to go on a 
vacation. I did also buy a bikini that day from Asos with a good savings.     
 
How do you most commonly interact with brand posts on Facebook and why? (Liking, 
comments, sharing, following, tag friends) (engagement level) 
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I follow a few brands like I said before. And I usually like their posts if I find them entertaining or 
there is a good discount. Sometimes I also comment on them.    
 
In general, what are your thoughts about engaging with brands on Facebook? 
A good way to receive information about sales, discounts, the best way to get informed about the 
brands you want to follow. I also think that you are more up to date with their products and in 
general about the brands. So, I think it is a good idea and especially that you decide which brands 
you want to follow.   
 
Have you purchased any products from Asos/Urban Outfitters? Have you repeatedly purchased 
products at Asos/Urban Outfitters? (Brand love) (brand loyalty behavioral)  
Yes, many times. Bikini’s, tops, jeans and shoes and sunglasses.  
 
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters? (brand love) 
Yes, believe I could have, I do not think that they are unique for Asos.  
 
Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
I have tagged my sister in a post once or twice, but I have not shared any of their posts.  
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) 
No, I have not.  
 
Is part of your engagement with Asos and Urban Outfitters dependent on beneficial reasons, 
such as discounts or other promotions? (Remuneration motivation)  
Yes indeed. As I said before, I think it is the only way today to get that kind of information from the 
brands. I don’t have tv, I only stream tv-shows and I don’t go on their official websites, so I get 
sales information form their Facebook site and that is a main reason for following them.  
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? 
(entertainment motivation) 
Yes, I do. They have some good captions now and then, where I feel entertained.  
 
Is part of your engagement with Asos/Urban Outfitters dependent on receiving information 
about the brand and products? (Information motivation)  
Yes, if they did not post anything about their products, I guess I would not follow them, it is the 
essential part of liking them, that I like the clothes.  
 
Will you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) 
Not at all. Fashion is not really my big passion, but I do enjoy buying some new clothes. I don’t 
think that Asos influence my style, I normally buy clothes when I need some, not just to buy for 
buying. The bikini I mentioned before that I bought after liking a post, did not even have a picture 
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of their bikini’s it was the text. So, I found my own that I liked, so in that way Asos did not really 
influence what style of bikini I bought.    
 
How do you engage with the posts by Asos/Urban outfitters? Commenting, liking, sharing, click 
the links etc.? (Engagement level, COBRA) (brand love) (brand loyalty) 
Like and commenting, liking the most. And click the link if I like the products they are featuring and 
if it is a good deal.  
 
Can you summarize the most important reasons for you to engage with brand-posts on 
Facebook? 
 
7.7 - Interview Asos 2 Michael Koeppel 
 
Name: Michael Koeppel  
Age: 34 
Occupation: Administration supervisor  
Geographic location: Viera, Florida, USA. 
 
First of all, why are you on Social media and Facebook and what attracts you to use it? 
Talk to my friends and family, I moved from New York Area to Florida when I was a late teenager, 
so it is a nice way to communicate and see my old friends lives through Facebook. I am also 
member of different communities on Facebook. I love the tv-show Vikings, so I am member of 
different groups concerning Vikings and that life style.     
 
How long have you used Facebook? 
Many many years, 5-10 years.   
 
How often do you post something? 
A few times a month.  
 
Why are you following Asos/Urban Outfitters? (motivational factors, brand loyalty attitudinal) 
I am following Asos to see their products and to see their new trends and brands. If a need some 
new clothes I look at their website or Facebook page to get inspired to know what to buy.   
 
What are your thoughts of Asos/Urban Outfitters as a brand? (The first that comes into your 
mind) (Brand loyalty attitudinal)  
Big variety of products and brands, I can always find what I am looking for. Good value for money. 
It is also a good inspiration source for getting new clothes.  
 
For how long have you followed Asos/Urban Outfitters? 
For quite a while, a few years.  
 
What brand(s) are you else following on Facebook? 
Hugo Boss, Urban Outfitters, Todd Snyder and probably many others.  
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Can you explain why you started following this/these brand(s)? 
For Inspiration when I need new clothes and because I own some clothes from each brand that I 
like, so afterwards I liked their brand page.    
 
What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other?) 
I like to see their products or if they have made new product lines and so on.  
 
Can you give me an example of a recent post that engaged with? And explain why? (liked, 
comment, shared, tagged friends) (engagement level, consuming, contributor, creator) 
(motivation) 
I don’t really engage or like any posts, I like different brands pages but not their posts. I have never 
commented, shared or tagged any friends in brand posts. why? Because I just look at them to get 
inspiration, I don’t see the point in engaging with them.  
 
How do you most commonly interact with brand posts on Facebook and why? (Liking, 
comments, sharing, following, tag friends) (engagement level) 
Again, I don’t engage with brand posts on Facebook. But I do engage if my friends and family’s 
posts.  
 
In general, what are your thoughts about engaging with brands on Facebook? 
I just like following them not engaging.  
 
Have you purchased any products from Asos/Urban Outfitters? Have you repeatedly purchased 
products at Asos/Urban Outfitters? (Brand love) (brand loyalty behavioral)  
Yes, I have shopped one time at Asos. 
 
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters? (brand love) 
Yes, I could, so no I don’t think they are unique for Asos.  
 
Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
No, I do not.  
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) 
No, I have not.  
 
Is part of your engagement with Asos and Urban Outfitters dependent on beneficial reasons, 
such as discounts or other promotions? (Remuneration motivation)  
Not really, I buy clothes when I need it, not when it is on sale.  
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? 
(entertainment motivation) 
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I don’t think entertained is the word. I like to see different fashion styles, so I can get inspired to 
next time I have to buy clothes.  
 
Is part of your engagement with Asos/Urban Outfitters dependent on receiving information 
about the brand and products? (Information motivation)  
Yes, I follow them I see their products and if they get some new brands or products.  
 
 
Will you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) 
No, I don’t think I am a fashion savvy. But yes, I would say that Asos influence my style or at least 
what kind of for example jeans that I end up buying because I look at their website and Facebook 
to get inspiration.  
 
How do you engage with the posts by Asos/Urban outfitters? Commenting, liking, sharing, click 
the links etc.? (Engagement level, COBRA) (brand love) (brand loyalty) 
Se answer above ^^ 
 
Can you summarize the most important reasons for you to engage with brand-posts on 
Facebook? 
Inspiration for clothes when I need some new styles and to see their different products they have.   
 
7.8 - Interview Asos 3 Kenzi Renee 
 
Name: Kenzi Renee  
Age: 23  
Occupation: Store assistant 
Geographic location: Hudsonville, Michigan, USA. 
 
First of all, why are you on Social media and Facebook and what attracts you to use it? 
For different reasons. It is a great way to pastime. I use Social media when I set in the bus or are 
waiting in line for something or when I am home just checking on my friends or looking at funny 
post from my newsfeed, that some of my friends commented on or liked. There is always some 
memes or something.   
 
How long have you used Facebook? 
The past 8 years more or less.  
 
How often do you post something? 
Just pictures sometimes. Around one time a month.  
 
Why are you following Asos/Urban Outfitters? (motivational factors, brand loyalty attitudinal) 
I like their clothing style (Asos). I buy from their website now and then. I like to see what kind of 
trends that are popular right now. Then I know what type of bikini I should buy for this summer 
that are in right now. 
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What are your thoughts of Asos/Urban Outfitters as a brand? (The first that comes into your 
mind) (Brand loyalty attitudinal)  
Online store, big variety and good inspiration.  
 
For how long have you followed Asos/Urban Outfitters? 
1-year time I think.  
 
What brand(s) are you else following on Facebook? 
Vans, Piper and scoot, Urban Outfitters, Topshop. Those are the ones I can think of right now.   
 
Can you explain why you started following this/these brand(s)? 
Same as why I follow Asos, like their style, nice products and a good source of inspiration when I 
want to know next years fashion and what styles to buy.  
 
What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other?) 
 pictures where different styles and clothes are presented on models. Then I can see the different 
pieces of clothes together, so I can see a whole style and not just a shirt for example. That gives 
me good inspiration of how to combine the clothes and make up an entire style. Sometimes they 
also have jokes/memes related to clothes, which are quite entertaining, I like those posts too.   
 
Can you give me an example of a recent post that engaged with? And explain why? (liked, 
comment, shared, tagged friends) (engagement level, consuming, contributor, creator) 
(motivation) 
I engaged in a friend’s post about him getting a new job, I liked and commented on it. In regards of 
brand post, I engaged in an Asos post. I liked a picture of a dress on a model. A prom dress, I think 
I am a little too old for prom, but the dress really looked nice. I have a wedding to go to soon, so I 
thought of getting that on or just look at their website to find similar dresses.   
 
How do you most commonly interact with brand posts on Facebook and why? (including 
Asos/Urban Outfitters) (Liking, comments, sharing, tag friends) (engagement level) (brand love) 
(brand loyalty) 
Like, sometimes comment and sometimes tagging friends. I tagged friends if I want them to see 
the post as well, normally because I know they would have an interest in that specific post. I 
comments on a post when I tag a person or find the post nice or neatening. I like posts when I like 
what I see.   
 
In general, what are your thoughts about engaging with brands on Facebook? 
You see a lot of fashion and style on Facebook compare to other places. I feel like I am always 
updated on trends and new products, because I look at Asos’s different Facebook posts. But it 
requires me to stay updated in Facebook myself.    
 
Have you purchased any products from Asos/Urban Outfitters? Have you repeatedly purchased 
products at Asos/Urban Outfitters? (Brand love) (brand loyalty behavioral)  
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Yes, some dresses, make-up, shirts. Then yes, I have repeatedly bought things on Asos.  
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters? (brand love) 
They are Asos brand and I have not seen those designs at another store, so yes.  
 
Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
Yes, as mentioned above ^^ 
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) 
No.  
 
Is part of your engagement with Asos and Urban Outfitters dependent on beneficial reasons, 
such as discounts or other promotions? (Remuneration motivation)  
No, not really. I would follow then even if they did not post any promotion posts.  
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? 
(entertainment motivation) 
Yes I do, some of their post are pretty funny, about issues with too much shopping and so on. And 
I am also entertained with their fashion and style posts. I like to see the trends.   
 
Is part of your engagement with Asos/Urban Outfitters dependent on receiving information 
about the brand and products? (Information motivation)  
Yes, I prefer to receive information and pictures of different clothes styles for inspiration.   
 
Will you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) 
Not really but I liked being dressed according to the different trends or in general being nice 
dressed. Sometimes I find products from Asos and sometimes I don’t, so I don’t want to say that 
the influence my style but rather inspire me.  
 
Can you summarize the most important reasons for you to engage with brand-posts on 
Facebook? 
I like the humorous sense of their marketing, as you can see in their Facebook posts. That is not 
the reason why a started engaging with Asos, but the reason why I am still following them.   
 
 
 
 
 
 
 
 
 
 



Kasper Xavier Lykkegaard 93 

7.9 - Interview Asos 4 Kelsey Leong 
 
Name: Kelsey Leong 
Age: 26 
Occupation: Paraprofessional Aide 
Geographic location: Daly City, California, USA.  
 
First of all, why are you on Social media and Facebook and what attracts you to use it? 
To connect with friends, family and people I meet at the park walking my dog or when I am out in 
the weekend. It attracts that everyone has a profile and that you can connect with people you just 
met and learn more about them. It is a nice informal way to communicate with people.   
 
How long have you used Facebook? 
About 5 years.  
 
How often do you post something? 
Once a month.  
 
Why are you following Asos/Urban Outfitters? (motivational factors, brand loyalty attitudinal) 
I am following Asos because I get inspiration from their post and see what products and styles that 
they are selling right now. Furthermore, Asos is an easy way to shop online as they have almost 
everything, then you only need to visit on webshop.   
 
What are your thoughts of Asos/Urban Outfitters as a brand? (The first that comes into your 
mind) (Brand loyalty attitudinal)  
Good online shopping, many different products. Good style.  
 
For how long have you followed Asos/Urban Outfitters? 
Six months or something like that.   
 
What brand(s) are you else following on Facebook? 
H&M and Zara.  
 
Can you explain why you started following this/these brand(s)? 
I buy clothes from those two brands once in a while, so it is nice to stay updated on products and 
so on.  
 
What kind of brand posts do you prefer to see on Facebook? (products, contests, behind the 
scenes, sales/deals, other?) 
post where they feature products and styles. I like to see how they combine different clothes and 
styles in to different looks. Some of the looks they create I like to buy for myself and wear.   
 
Can you give me an example of a recent post that engaged with? And explain why? (liked, 
comment, shared, tagged friends) (engagement level, consuming, contributor, creator) 
(motivation) 
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I liked an Asos post recently, it was different pictures of new spring outfits. I liked it because I liked 
all of the outfits and the new trends that they presented. It updated me according to what is going 
to be trendy in the coming spring.    
 
How do you most commonly interact with brand posts on Facebook and why? (including 
Asos/Urban Outfitters) (Liking, comments, sharing, tag friends) (engagement level) (brand love) 
(brand loyalty) 
I only like some of their posts.  
 
In general, what are your thoughts about engaging with brands on Facebook? 
Nice way to follow the brands you like and get updated on their products and so on. Great to get 
inspired and if you have a specific style or wants to have a certain style you can follow the brands 
who has that specific style.    
 
Have you purchased any products from Asos/Urban Outfitters? Have you repeatedly purchased 
products at Asos/Urban Outfitters? (Brand love) (brand loyalty behavioral)  
Yes, I have bought several things from Asos.  
 
Could you have purchased those items at other brands or are they unique for Asos/Urban 
Outfitters? (brand love) 
I could have bought some of the items at other stores, but because I like Asos and the way of 
shopping and have followed them for a long time I have chosen to buy the products from Asos.  
 
Do you ever share or tag friends and family names on Asos/Urban Outfitters post’s? (E-WOM) 
No, I have not done that, but maybe I will do that in the future. But I don’t really know who I will 
tag or share it with.   
 
Have you ever made a review or a recommendation of Asos/Urban Outfitters on Facebook? (E-
WOM) 
No. 
 
Is part of your engagement with Asos and Urban Outfitters dependent on beneficial reasons, 
such as discounts or other promotions? (Remuneration motivation)  
No, I buy the clothes that I need and that I find beautiful and pretty. If it is on sale it is nice, but it is 
not crucial. 
 
Do you feel entertained by the content on Asos/Urban outfitters Facebook page? 
(entertainment motivation) 
Yes, I think that the posts are nicely made, and I enjoy looking at them.  
 
 
Is part of your engagement with Asos/Urban Outfitters dependent on receiving information 
about the brand and products? (Information motivation)  
Yes indeed, but more about the products than the brand itself.  
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Will you describe yourself as fashion savvy and do the brand of Asos/Urban outfitters fit your 
personal style and/or influence your style? (Self-expression motivation) (brand love) 
I’ve wish that I was, but that’s why I follow different fashion brands to get the inspired and to see 
that in right now. And yes, I would say that Asos influences me.  
 
Can you summarize the most important reasons for you to engage with brand-posts and brands 
on Facebook? 
If I like the content of the post, such as nice products or good inspiration or products that I want to 
own then I usually engage with them. I engage with brands that I can stand by, like their products, 
their style and so on.  
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7.10 - Content-analysis, Asos  
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7.11 - Content-analysis, Urban Outfitters 
 
 
 

 

 
 
 
 
 


