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1 INTRODUCTION 

In recent years the development of technology, innovation and the increase in mobile 

phone usage has spurred the rise of social media as a marketing channel. Instagram us-

ers are exposed to paid advertisements, influencer’s posts, reviews and other content, 

which demonstrates how the platform has grown as a digital tool. Working in the fashion 

industry has shown the author that Instagram is especially appreciated and used in the in-

dustry. However, there is no research or established principles regarding how Instagram 

marketing should be implemented in order to bring value to companies. Therefore, the 

thesis focuses on studying Instagram as a marketing tool for fashion brands. 

This research focuses on the field of digital marketing in general, and then social media 

marketing. It studies how different digital marketing tools, including Instagram, are used in 

the fashion industry. It then analyses the Instagram marketing of fitness brands and com-

piles a set of trends upon this basis. The literature review supports the search for answers 

to research questions. It is followed by Adidas Originals’ Instagram analysis and inter-

views with the case company’s and digital marketing agency’s experts.  

This thesis begins with an Introductory chapter, which provides a detailed overview of the 

research and helps the reader to understand the studied topic. Chapter 2 introduces re-

search objectives and questions, as well as the limitations and the ethical principles of the 

study. Chapter 3 represents the first research method, which is literature review. Within, 

Digital marketing and Instagram marketing as well as interviews and reports on the sub-

ject are described. The case company, Adidas Originals, its internal organizational data 

valuable for the research, and Avanta Digital, a digital marketing agency, are also intro-

duced in this chapter. Chapter 4 presents an analysis of the current state of Adidas Origi-

nals’ Instagram account, as well as the interview findings. Chapter 5 presents the answers 

to research questions and suggestions for further research. 

1.1 Research Background 

The Internet has been used for commercial purposes for almost a quarter of a century and  

gave rise to huge international e-corporations such as Facebook, Google, Amazon and 

others. Simultaneously, online digital marketing activities became available to everyone 

mostly for free, which allowed traditional businesses of all sizes to understand and com-

municate with their customers online. (Kannan & Li 2017, 22-24.) 

The rise of digital marketing in recent years is very much related to the development of 

smartphones. The growth in cell phone usage since the introduction of the iPhone in 2007 
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has made marketers all over the world look at mobile as a key area of focus. The “iPhone 

revolution” allowed people to always stay connected and move around with a digital de-

vice in their hands; they started to communicate through WhatsApp, buy goods with Ama-

zon, plan their trips with airline apps, read books on Kindle, etc. This created an oppor-

tunity for companies to move their digital marketing activities in a new direction. (Yadav, 

Joshi & Rahman 2015, 335-336.)  

Nowadays, people see what places others visit, how they got there, what they read during 

their flight, and where they shop all in one place – on Instagram. It is even possible to 

send fellow Instagrammers a direct message or start a video call with no need for other 

applications. Mobile phone users follow their favourite influencers, artists and brands to 

see their new drops on Instagram first, they get targeted advertisement on their feed and 

they are able to purchase goods directly through a link inside the app. It cannot be denied 

that Instagram has become an important social media marketing channel. For example, 

since 2017 the number of active monthly uses grew by 25% from 800 million to a billion 

users (Statista 2018a). Moreover, as Figure 1 below shows, the distribution of Instagram 

users by age group shows that people from 18 to 34 years of age represent 61% of Insta-

gram users. (Statista 2018b). 

The case company of this research is Adidas Originals, and Instagram is a very important 

marketing tool for them. One of the reasons for this is that the target audience of the com-

pany is aged 17 to 26, with some concepts targeted at those aged 25 to 35, in addition to 

child-specific concepts targeted at parents of age 20 to 45 and children up to 14 years old. 

Consequently, the company’s target audience represents 68% of total Instagram users. 
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FIGURE 1. Distribution of Instagram users by age group (Statista 2018b) 
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Another statistic shows that 59% of 18-29-year olds use Instagram, which again explains 

the importance of the tool for Adidas Originals. (York 2017.) 

Adidas Originals is a subdivision of Adidas focused on lifestyle, vintage inspired clothing, 

footwear and accessories. Adidas is one of the leading sportswear brands in the world, 

competing with Nike for the first place. The author of this thesis worked at Adidas Origi-

nals as a Product Manager for Men’s Apparel in the Product Global Marketing department 

in 2018. The company’s primary target markets include Western Europe, North America 

and China. In 2018 the company finalized the fall-winter 2019 collection and started the 

strategy and development stage of the spring-summer 2020 season.  

Social media marketing is taken very seriously at Adidas, and since the Originals depart-

ment is related to fashion and streetwear rather than sport, Instagram is doubly important. 

After all, Instagram is not only a platform for people to connect but also to share and dis-

cover fashion trends. As the popularity of 90s fashion is still on the rise, companies such 

as Fila and Champion are taking over an important market share that Originals used to 

dominate. The brand needs to put more effort into telling their story and attracting young 

customers. Thus, there was a real need for research in the field of social media marketing. 

Competition between fashion brands is high, and it is important to connect to customers 

through channels they use the most in order to be successful. TV and printed media are 

claimed to be outdated (Olenski 2018). It is therefore important to be active on a digital 

platform used by millennials and generation Z. This thesis is also inspired by the rapid de-

velopment of Instagram: the platform continually introduces new features, and brands in-

creasingly engage directly with the customers, which drew the author’s attention to the 

topic.   

1.2 Thesis Structure  

Chapter 2 presents research objectives, questions and limitations, as well as ethical prin-

ciples of the study. Chapter 3 presents the literature review. It starts with digital marketing, 

its effect on the business as well as a thorough explanation of digital marketing channels 

with a focus on Social Media Marketing. It also covers the cases of use of digital market-

ing in fashion brands' operations, which is useful to the empirical part of the thesis. It then 

analyses Instagram as a digital marketing platform. The chapter mentions features of the 

application and the ways they can be used by businesses. It then examines Instagram 

content, campaigns and communication patterns used by streetwear fashion brands in or-

der to promote their products and show their identity. It also introduces the case company, 

Adidas Originals, and Avanta Digital. Chapter 4 shows the results of the research, pre-

sents the analyses of Adidas Originals’ Instagram marketing as well as the outcomes of 
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the interviews. Chapter 5 includes the answers to the research questions, suggestions for 

the case company and the ideas for further research.  

1.3 Research Approach  

There are two basic research approaches: an inductive and a deductive approach. The 

inductive approach consists of gathering and analyzing data, which becomes a base for 

forming a theory. On the other hand, the deductive approach starts with the theory, which 

is then tested in the research and is either proven to be true or false. (Saunders, Lewis & 

Thornhill 2009, 57.) This thesis applies the deductive approach: the thesis starts by pre-

senting research questions, which are then answered with the help of literature review, 

analysis and interviews with industry specialists.  

The most efficient way to proceed with the task at hand is to gain an in-depth understand-

ing of the issue by studying it in its natural environment in real life. Therefore, the case 

study approach has been chosen. (Crowe et al. 2011, 11.) 

A case study can be described as a research approach which explores a phenomenon in 

context using different data sources, which prevents the results from being one-sided. A 

case study is generally used in 4 different scenarios:  

1. The study is aimed at answering “why” and “how” questions; 

2. The behavior of those involved in the study cannot be manipulated; 

3. The author believes that the context is important to deepen the understanding of 

the subject of the study;  

4. The studied phenomenon and the context are connected, and it is difficult to differ-

entiate them. (Baxter & Jack 2010, 545.) 

Various types of data should be used in a research in order to obtain valid results. (Crowe 

et al. 2011, 4-5). This thesis uses different methods for gathering and analyzing multitude 

of data types.  

The first method of this thesis is the literature review. The findings are then tested and 

proven by the other two methods: the analysis of the case company’s Instagram market-

ing and in-depth interviews with industry specialists. The methods are discussed in details 

in Chapter 2.   
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2 METHODS  

This chapter introduces the research objectives, questions and limitations as well ethical 

and sensitivity points. It also describes the chosen research methods which are used to 

answer the research questions.    

2.1 Research Objectives, Questions and Limitations  

The main purpose of this thesis is to discover the role of Instagram in the marketing of 

fashion brands. It evaluates the importance of the platform and how it can effectively be 

used to drive sales and attract consumers.  

The thesis also aims to help the case company gain a better understanding of Instagram 

as a marketing platform and gather insight into effective Instagram marketing strategies. 

Another goal is to analyze the case company’s current Instagram activities and generate a 

list of recommendations for further improvement. 

The research question and sub-questions have been carefully selected in order to make 

the research more effective.  

The main research question is: What is the role of Instagram in the marketing of fashion 

brands?  

The subquestions are:  

1. How is Instagram used by fashion brands?  

2. How can Adidas Originals improve its Instagram strategy?  

The research is framed by several factors. First, the topic is wide, which is why the thesis 

only looks at Instagram as a social media marketing platform for fashion brands. Sec-

ondly, there are confidentiality limitations relating to the specifics of the company. Adidas 

Originals is a second largest internationally recognizable brand which faces much compe-

tition from other giants such as Nike. Therefore, most of the information relating to Adidas’ 

campaigns, statistics and other internal data is subject to non-disclosure agreements and 

thus cannot be used in this research.  

2.2 Thesis Methodology  

The first method used in this study is the literature review. Different sources of information 

are analyzed and presented to the reader to provide the background for the research and 
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to introduce different views on the topic. Statistics and patterns of use of Instagram are 

discussed as well, and they serve as the base for the next methods used in the thesis.  

The research continues with the analysis of Adidas Originals’ Instagram account. Based 

on the information gathered from interviews and reports mentioned in literature review, the 

author looked for similarities between the trends mentioned and Adidas Originals’ activity. 

It also serves as a basis for suggestions for future improvements of Adidas’ Instagram  

The other method is in-depth interviews with industry specialist. According to Saunders, 

Lewis and Thornhill’s (2009, 312-313) classification, the interviews used in this work are 

semi-structured: the list of discussion topics and questions is formed in advance (Appen-

dices 8 and 9); however, it could be changed throughout the conversation.  

Both interviews were analyzed in order to gain an in-depth understanding of the phenome-

non of Instagram marketing in a real-life fashion company’s own digital marketing depart-

ment.  

The questions for the first interview focus on topics of digital marketing and Instagram 

marketing trends and whether they are followed by Adidas Originals. Adidas’ digital strat-

egy and campaigns as well as company’s collaborative approach and influencer manage-

ment are discussed. The aim of this interview is to evaluate the role of Instagram by look-

ing at a real-life case of Adidas Originals and answer the research questions.  

The second interview with a representative of Avanta Digital, a digital marketing agency, 

is another example of qualitative data used in the study. This interview touches on cases 

where digital marketing activities are being outsourced. To observe Instagram marketing 

actions and results of companies of different sizes, the interview with Avanta Digital is 

based on the data which the company’s project manager collected during and after the im-

plementation of Instagram campaigns of small to medium sized companies. The conver-

sation with Avanta’s representative focuses on marketing activities of fashion and non-

fashion brands, which helps the study to distinguish the fashion industry-specific role of 

Instagram marketing.  

Overall, the aim of both interviews is to get an understanding of the topic and evaluate the 

role of Instagram as a marketing tool of fashion brands.  

2.3 Research Ethics 

While conducting a research of any kind, especially the ones which involve the third-party 

participants, it is important to provide full clarity to handle the ethical and sensitive points 
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in a respectful way. (Ethicsguidebook.ac.uk 2018). This thesis is based on carefully cho-

sen cited information from different sources as well as author’s ideas.  

During the implementation of interviews, the interviewees were informed about the author 

and the aims of the research which the interviews were done for. In accordance with 

GDPR interviewees consented to sharing their personal information and took part in the 

interview voluntarily. The participants have the right to withdraw their consent anytime and 

the content is being used for the agreed purpose only, which is the writing of the Bache-

lor’s thesis. One of the participants requested anonymity, therefore this person is referred 

to as “X” in this thesis. The project manager of Avanta Digital did not want to share the 

names of their clients, therefore a fashion brand is called “A” and a makeup studio is 

called “B” in the text. All the conversations were recorded with each party’s consent as 

well. The participants decided not to put in any sensitive information (including the infor-

mation about themselves or the company they work for) beforehand, therefore none of it 

was recorded or used. The author is the only person who got access to the tapes, and 

when the research is ready the tapes are deleted. The interviewees read the final work 

before anyone else to ensure the information was gathered, presented and analyzed in an 

ethical way. Personal opinions expressed during the interview are clearly marked to avoid 

confusing facts and opinions 
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3 LITERATURE REVIEW  

This chapter introduces the background for the research based on available studies, arti-

cles and interviews on topics of digital marketing, social media marketing and Instagram 

marketing.  

3.1 Digital Marketing  

This subchapter introduces the concept of digital marketing. It starts with a discussion of 

marketing, followed by the changes brought by technology and innovation which led to de-

velopment of digital marketing. It then goes into digital strategy and digital marketing 

channels shown in comparison to the traditional ones.  

In order to understand the specifics of digital marketing, it is vital to know what marketing 

in general is about. It was very accurately defined by Kotler and Armstrong (2016, 5) in 

their «Principles of Marketing». Marketing is the process by which companies engage cus-

tomers, build strong customer relationships, and create customer value in order to capture 

value from customers in return. (Kotler & Armstrong 2016, 5.) Digital marketing follows the 

same principles as traditional marketing, where the process is technology-enabled. (Kan-

nan & Li 2017, 23.) 

As was previously mentioned in the introduction, technology and innovation have led to 

drastic changes in all modern business operations, including marketing activities. One of 

the results of these changes is the rapid development of digital marketing. Besides, not 

only have business processes been affected but also consumer behavior which has inevi-

tably influenced customer relationships. This chapter gives deeper insights into the phe-

nomenon of modern digital marketing.  

In order to add value to the business all the digital activities should be carefully structured 

into a digital strategy. A wide variety of digital platforms being open to public use can mini-

mize the efficiency of a company’s activities without a structured approach. It is explained 

by possible outcomes being tool obsolete, therefore marketing channels should be care-

fully chosen. (Rhein 2017 in Fierro, Cardona & Gavilanez 2017, 244.) Ferrell and Hartline 

(2011, 216) note that a marketing channel is a combination of organizations and individu-

als pushing the products (services) from producers to customers via the supply chain. To 

start the discussion about digital marketing channels, it is important to get an insight from 

the traditional marketing perspective.  
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Traditional marketing revolves around 4Ps: Price, Product, Place, and Promotion. The 

most typical traditional marketing channels include conventions, trade shows, printed ad-

vertisement, radio, TV, direct mailing, etc. (Minko 2013.) Digital marketing, however, is 

claimed by Juneja (2016) to be connected to the 7Ps. In this case, in addition to the 4 Ps, 

the People, Process and Physical evidence have a part to play in the mix. People refer to 

individuals in marketing, customer support, recruitment, as well as skills, which are valua-

ble in the digital age. Process covers everything from customer focus to IT and design re-

lated matters. Physical evidence is about communicating with sales personnel, product 

packaging, brand’s online space, etc. (Juneja 2016.) Now that the essentials of digital 

marketing have been explored, the study moves on to the digital marketing channels.  

Key (2017, 30) claims that there are four digital marketing channels: email, SEO, PPC and 

Social Media. The next subchapter looks closely at each of the digital marketing channels 

mentioned above and tools used in the implementation of marketing campaigns. 

3.1.1 Digital Marketing Channels and Tools   

The figure below represents the digital marketing channels used in order to proceed from 

content creation and management to execution. According to Key (2017, 30), there are 

three main channels: Email, Social Media and the Search Engine. The last one involves 

SEO (Search Engine Optimization) and PPC (Pay Per Click). The figure also demon-

strates what is included in the process of usage of all those channels, and it is further ex-

plained later in this chapter. (Key 2017, 30.) 

 

FIGURE 2. Digital marketing channel spectrum (Key 2017, 30) 

The first digital marketing channel the study looks at is Email. Email is a direct communi-

cation channel between companies and consumers, which can be used to deliver informa-

tive or advertising content. What makes it different from traditional marketing is that the 
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content is customized for each recipient, it is immediately updatable, and the results are 

easily measurable. (Key 2017, 30-31.) In order to succeed in email marketing, a lot of de-

tails should be considered.  

First of all, a vital part of an email marketing campaign is the building of the database of 

past, present and potential clients. Moreover, segmentation of the customers is needed in 

order to make delivered content relevant. After compiling a database, it all comes to deci-

sions regarding the campaign itself. Key (2017, 30-31) claims that there should be a bal-

ance between promotional offers and pertinent information in a form of a newsletter. He 

personally prefers the second option as it strengthens the relationship between the com-

pany and its customers through delivering relevant content about the industry involved. 

The content can vary from highly informative and educational to witty and humorous. It 

also gives the company a voice of an expert in the industry it operates in. Timing is an-

other vital part of the strategy. Overuse of email marketing can lead to high rates of un-

subscriptions; inconstant messaging can result in customers’ declining interest in the firm. 

(Key 2017, 30-31.) 

The next important channel is Search Engine Marketing (SEM), which is a combination of 

Search Engine Optimization (SEO) and Pay Per Click (PPC) campaigns. Both of them re-

quire a substantial knowledge of digital technology. (Key 2017, 31-32.)  

SEO is the improvement of digital content and design in order to appear higher in the 

search results. When users type in a search request, the results are either paid advertise-

ment or web pages which are seen the most relevant by the search engine. What distin-

guishes SEO from traditional marketing channels is the ability it gives the firms to influ-

ence the delivery of their content through digital assets. It helps the end customer to re-

ceive the most valuable information as a result of an internet search. A successful SEO 

campaign should consider the search algorithms different engines (e.g. Google, Yahoo, 

Bing, etc.) use and what information they find to be relevant. (Key 2017, 31-32.)  

Today's search engine engineers aim for search results to be based on the whole theme, 

not only keywords and tags. They also include the newness of the content and the availa-

bility of a mobile version of the webpage as parameters for the results. The credibility of 

the website is a fundamental part of its rank on the search results page. Link building with 

third parties validating the content makes the website look trustworthy. The list of factors 

affecting the search result ranking does not end there. It includes the elements of design, 

user behavior (e.g. time on page), unique visitors, etc. (Key 2017, 32.) 
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Moving on to PPC, it is one of the three dominant advertisements schemes, which also in-

clude Pay Per Impression (PPI) and Pay Per Action (PPA). When using PPC, the adver-

tiser is only charged when the users click on its ad or link. When it comes to PPI, the pay-

ment is made every time the ad is displayed. With PPA advertiser only pays when an ac-

tion (e.g. a signup or a purchase) is made. Most of the companies choose PPC as their 

scheme. (King, Abrahams & Ragsdale 2015, 4818-4820.)  

PPC advertisement can be described as a highly targeted search request-based content. 

What distinguishes it from a traditional marketing channel is the direct path from offer to 

conversion. In order for the campaign to be successful, keyword research and distribution 

strategy should be considered. The ad itself should be placed in a right place at a right 

time with relevant content. Promotional posts like this may appear on potential customers’ 

Facebook or Instagram feeds, and they accurately mimic a real post on the platform. The 

landing page which a customer sees after clicking on an add should be well designed in 

order to make a smoother way to the conversion. (Key 2017, 32.) 

The final digital marketing channel is a focus area of this thesis. Social Media Marketing 

(SMM) is a fast distribution of content (usually text, photo or video) among large groups of 

interrelated individuals. Differing from traditional marketing channels, social media market-

ing is a global word-of-mouth platform with an ability for two-sided interaction. Key (2017, 

31) suggests that the campaigns could be implemented on social networking sites like Fa-

cebook or LinkedIn, blogs like WordPress or Blogger and others, including microblogs like 

Twitter. However, the author does not make an emphasis on the global shift to mobile 

and, therefore, does not mention the mobile-specific social media platforms (e.g. Insta-

gram or Snapchat).  

In order to succeed in SMM, a strong strategy should be created. Social media marketing 

strategy does not only include content creation and distribution. Consumers have shown 

more trust in peer reviews rather than a plain advertisement. More and more people listen 

to influencers: bloggers and celebrities who share their experience with their followers 

online and claim to be honest and open, showing both pros and cons of products and ser-

vices. Businesses now involve influencers in their social media marketing campaigns and 

use influencer’s channels rather than their own to promote goods. (Tiago & Verissimo 

2014, 704-705.)  

In addition to promotion and word-of-mouth, social networks are a tool for a company – 

customer interaction. Not only can customers contact companies online through their so-

cial media or chatbots, companies can get direct feedback from their clients and have a 

voice on the platform of choice. (Kannan & Li 2017, 22.)  



12 

A more in-depth exploration of Social Media Marketing is continued in the next subchap-

ter.  

3.1.2 Social Media Marketing Trends  

This work focuses on the social media part of digital marketing; therefore, it explores the 

current trends of this digital channel before going deeper into the Instagram marketing 

specifically.  

Every year a countless number of SMM conferences and courses are held in different 

parts of the world. Marketers write articles about trends on different platforms and always 

come up with the ways of creating a better marketing campaign. This chapter presents 

and describes current trends. The empirical part of the study shows if these trends are 

used by large fashion companies and, if they are, whether this is useful. 

As trends change very fast when it comes to digital platforms, it was important for the 

study to find credible yet fresh sources of information. Forbes has published articles writ-

ten by Natalie Norcross (2018), CEO of a marketing agency A Design Partnership, and by 

Steve Olenski (2018), CMO of Whisperer, writer, and advertising/branding specialist. The 

articles were published in January and July 2018 respectively, and they both talk about 

Social Media Marketing trends. The study looks closely on every trend mentioned by the 

marketing specialists.  

Both writers mention influencer marketing in their articles. Norcross says that 40% of Twit-

ter users claim to have made a purchase because of an influencer tweet. Companies like 

Nikon and Mercedes-Benz use influencers, while e-mail newsletters, targeted advertise-

ments, and paid searches face a decline in efficiency. (Norcross 2018.) Olenski refers to 

Foley, the owner of an Instagram account @Positivity, who gained over 130,000 followers 

in 30 days using influencer marketing. In addition to explaining how he used influencers, 

he pointed out that transparency is an important issue, especially after Facebook and In-

stagram introduced label-sponsored adds. (Olenski 2018.)  

Heightened attention to listening to the customers is another trend which both authors 

touch on. Olenski suggests using tools like Microsoft Dynamics, Tableau and Domo to col-

lect the information about customers and followers from their account. It helps the com-

pany understand its potential clients better and therefore see what works with the audi-

ence and what does not. (Olenski 2018.) Norcross (2018) talks about social listening in 

the context of tracking social mentions. She claims that discovering the right social plat-

form and using tracking tools helps businesses to personalize their marketing content ac-

cording to customers’ needs.  
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The diversity of relevant platforms is seen as an important trend as well. Olenski argues 

that content should be tailored according to the platform, and all the platforms should be 

used for different purposes and different audiences. Foley says that TV and billboard ad-

vertisements are overrated, however, Olenski does not agree with him as he sees the 

comeback of billboards in Adquick, which aims to “bring billboard adds into the Internet 

age”. (Olenski 2018.) Norcross adds that the platforms should not only be diverse but also 

mobile. Facebook, Instagram, and Snapchat, who she calls “the leaders of the social me-

dia game right now”, claim that 80% of their audience use their phone in order to access 

all their social media. Therefore, the mobile-ready content should be a norm. Norcross 

also touches on volatile content. Instagram and Snapchat stories that only exist for 24 

hours feel more authentic and only available through mobile. They tend to be widely popu-

lar, especially among Millennials and Gen Z, who Norcross suggests focusing on. (Nor-

cross 2018.) 

The next subchapter concludes the discussion of digital marketing by exploring the direct 

link to the empirical part of the study, which is connected to fashion brands.  

3.1.3 Digital Marketing of Fashion Brands  

This subchapter looks into how digital marketing changed fashion brands. Fashion is an 

industry with a short product lifecycle and it is highly dependent on the trends, which need 

to be forecasted before the competitors pick up on them first. The digitalization of the 

world made trends change faster and competition become more intense. (Rathnayaka 

2018, 1.) 

TV and magazine advertisements are only available to companies with some budget, 

while social media is open to everyone. Smaller fashion brands can now “steal” the audi-

ence of the leaders in the industry by being active in the digital world, and with the audi-

ence comes the money. (Rathnayaka 2018, 2.) 

Something that also have changed with the appearance of digital marketing is consumer 

behavior. Influencers became specialists, trend-setters, and sources of inspiration. Con-

sumers tend to experiment more while their level of loyalty to the brands decreases. 77% 

of Internet users read online reviews before making a purchase, and if a customer is dis-

satisfied he will make sure to share it with the world. Different audiences use different 

channels; therefore, brands need to be adaptive and attentive to alterations and shifts. 

(Rathnayaka 2018, 4.) 
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An example of a company reacting to all the changes brought by digital marketing men-

tioned above was captured by Seb Joseph. In June 2017 Joseph wrote an article for Digi-

day UK about Nike using digital channels to drive sales. In addition to selling shoes 

through Instagram, he mentioned that Nike will cut 2% of its personnel and cancel 25% of 

its shoe styles, as the brand undergoes a digital transformation. (Joseph 2017.)  

All these changes in technology and consumer behavior make fashion brands put digital 

at the top of their priorities. The customers’ expectations have never been that high, and a 

senior product manager at Adidas Originals has summed it up in one sentence: “Fashion 

companies have to become consumer-obsessed”. 

The next chapter narrows the subject of digital marketing to a specific channel, Social Me-

dia, and a particular tool within this channel – Instagram.  

3.2 Instagram 

This subchapter discusses Instagram, its features and its role in marketing.  

Instagram is a social networking platform which enables users to share photo and video 

content. The app launched in 2010 exclusively on Apple iPhones, and in 2012 on Android 

phones. The platform received regular updates throughout the years and had one of the 

largest ones happened in 2016 – the introduction of Instagram Stories. This is a Snap-

chat-like feature allowing the user to post multiple photos and videos which appear in a 

slideshow format and disappear in 24 hours. Stories are regularly updated as well: differ-

ent fonts, stickers, mentions, hashtags, location, etc. were added to the tool. 2017 brought 

Instagram Live – a take on Periscope, live stories which can be viewed in real time by an-

yone around the world, which opened yet another opportunity for businesses to grow. On 

March 22, 2017 the platform claimed to have 8M businesses and 1M monthly advertisers 

using the app, and over 120M people visiting websites, calling or emailing businesses 

through Instagram. This statistic shows the importance of Instagram marketing, and today, 

one year later, it is safe to say that Instagram’s influence only grew bigger. The platform 

never stopped: it introduced face filters, GIF stickers, emoji sliders and many other minor 

updates that keep the app fresh and bring newness to the experience. More importantly 

from the business side, Instagram released IGTV, which enables users to post videos 

longer than 1 minute. This was immediately picked up by influencers and businesses for 

advertisement purposes. On June 12, 2018 the platform introduced shopping on Insta-

gram Stories – by tapping the shopping bag icon users are taken directly to the retailer’s 

website inside the app and are able to make a purchase. (Instagram 2018a.)  
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It is clear that some of the changes of the platform in the last 2 years are targeted directly 

at businesses. Instagram became an important marketing tool, and this study looks into 

the platform’s role in digital marketing in the next subchapter.  

3.2.1 Instagram as a Digital Marketing Platform  

This subchapter looks at Instagram from the marketing point of view, which was previ-

ously defined by Kotler and Armstrong (2016, 26-27) and includes customer engagement, 

customer relationship, supports the creation of customer value and receiving of value from 

customers in return. As a digital platform, Instagram acts as a technologically-enabled 

path “to jointly create, communicate, deliver, and sustain value with stakeholders”. This 

study looks into the real-life business use of Instagram. 

Yadav, Joshi and Rahman present several opportunities for mobile social media (including 

Instagram) use in digital marketing. They start with the most powerful and, therefore, the 

most popular ones: marketing campaigns and product launches. When it comes to Insta-

gram, there is a better chance for campaigns and launches to go viral and reach bigger 

audiences in a short amount of time. (Yadav, Joshi & Rahman 2015, 339-340.)  

Connected to direct online advertisement, another use of Instagram is discounts and sales 

promotion. The platform is great for announcing the sales season or sharing promo and 

discount codes with its loyal followers. (Yadav, Joshi & Rahman 2015, 339-340.)  

The authors continue with the next application of the platform: marketing research. Insta-

gram allows brands to see activity, location, comments and other important data on con-

sumer behavior. Moreover, when it comes to the fashion industry, marketing research in-

tersects with trend research. The collected data help to better segment the audience and 

forecast potential customer’s behavior and needs. (Yadav, Joshi & Rahman 2015, 339-

340.) 

The next use mentioned by the writers is marketing communication, including B2C (busi-

ness to consumer) and UGC (user generated content). Firms can directly advertise them-

selves through their own channels (which is a type of B2C communication), or a customer 

can mention a brand in its post, which makes them an authentic advertiser of the com-

pany. (Yadav, Joshi & Rahman 2015, 339-340.) Influencer marketing was previously men-

tioned in this thesis, and it can also be a part of marketing communication – IGC, or influ-

encer generated content.  
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Still on the subject of customer communication, Instagram can be used in customer loyalty 

programs. By posting about a brand, tagging a brand or attaching locations to posts cus-

tomers can gain bonuses or awards, which serves as a marketing tool encouraging cus-

tomers to engage with the brand. (Yadav, Joshi & Rahman 2015, 339-340.) 

The examples mentioned above show the variety of uses of Instagram as a digital market-

ing tool. The next subchapter looks into how fashion brands use Instagram in their market-

ing activities. It focuses on the content and techniques they apply to attract customers ra-

ther than the business use of Instagram discussed in the current subchapter.  

3.2.2 Instagram Marketing of Streetwear Fashion Brands  

WGSN is an online trend library, which gives insights from the fashion industry as well as 

future forecasts of trends in fashion. Cassandra Napoli (2017) wrote a study for WGSN in 

2017 about Instagram trends for fitness brands, which perfectly suits this thesis.  

The research is based on 6 brands, including Adidas, Nike, Puma, Reebok, Under Armour 

and Champion. The report delivers brands’ innovative tactics, use of Instagram tools for 

storytelling purposes, approach to product promotion on the platform and other valuable 

insights. This subchapter provides a deeper understanding of Instagram in fashion terms 

and gives guidance for future research with the case company. (Napoli 2017.) 

According to the platform, out of the top 100 accounts teenagers follow, 30% are related 

to sports. This opens a huge opportunity for sportswear brands, especially with the rise of 

streetwear in popularity. These brands relate themselves to fashion rather than fitness: 

they are slowly shifting from collaborations with athletes to celebrities. (Napoli 2017.) The 

report discusses Kylie Jenner working for Puma as an example of a collaboration, how-

ever, it is important to note that since the time the report was published Kylie has signed a 

contract with Adidas Originals.  

This study examines how brands use Instagram to drive sales, promote their products and 

attract clients.  

When it comes to content creation, brands find innovative ways of showing their products 

from different angles using Instagram tools: from moving images and Boomerangs to 

slideshows and static shots from different angles. Examples of it can be seen in Appendix 

1. (Napoli 2017.) 

Moving from content creation to delivery, inspirational content promoting achievement of 

goals despite all odds is appreciated by the followers and draws attention. Appendix 2 
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shows the examples of Adidas, Reebok, Puma and Under Armour posts with uplifting 

meaning behind. (Napoli 2017.)   

It is also important for fashion brands to target the right audience. To attract clients looking 

for authenticity, companies support important causes and use Instagram as a platform for 

storytelling. Appendix 3 shows how sportswear brands support minorities, controversial 

causes, women’s rights and LGBTQ+ community. Meanwhile, Appendix 4 represents sto-

rytelling by Adidas Originals, Reebok, Nike and Under Armour. This strengthens the rela-

tionships with customers and adds to customer loyalty. (Napoli 2017.) 

Teenagers are an important customer group for all streetwear brands. With hype around 

streetwear among teenagers comes appreciation for branding and interest in future drops. 

Sportswear companies use this in their Instagram strategies by promoting the pieces that 

carry their logos and by giving early hints about drops. It can be seen in Appendices 5 and 

6. Communicating with teenage audiences does not end with the picture posted, it in-

volves language, and brands learn how to speak to the youth. Adidas, Adidas Originals, 

Reebok and Under Armour use jargon is Appendix 7. (Napoli 2017.) 

To summarize, streetwear fashion brands focus on both content creation and its delivery. 

When it comes to content, it needs to be fresh, innovative and authentic. Brands use this 

content to show their opinion, to support important social and environmental causes, in or-

der to tell their story. All of these activities build customer’s trust in the brand and result in 

a growth in loyalty. Talking to different groups of customers requires different approaches. 

Instagram is a youth-dominated platform, this is why brands learn how to speak to teenag-

ers and how to make them happy.   

This chapter has opened a conversation about Instagram, its features and its use in digital 

marketing of fashion brands. It looked into trends in the industry and analyzed some real-

life companies content, opening the door for empirical part of the research which starts in 

the following chapters.  

The next subchapter introduces the case company, Adidas Originals, as well as Avanta 

Digital. It also looks into Adidas Originals’ current Instagram activity and analyses it based 

on the trends described in previous chapters.  

3.3 Case Company  

The case company of this thesis is Adidas Originals. As was mentioned in the introduc-

tion, it is an Adidas sub-brand which creates clothes, shoes and accessories inspired by 

Adidas’ own archival pieces. It is connected to both sports and fashion cultures and brings 
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its own iconic DNA “from the courts to the streets”. The company was founded in 1949, 

and its archive holds more than 80,000 products, which makes the company one of the 

longest living and with one of the biggest records in sportswear industry. Almost 57,000 

people from over 100 countries work for Adidas, creating more than 900 million product 

units every year. As of 2018, Adidas is the fourth largest apparel brand in the world. 

(Adidas 2018.) The brand’s value is 14.3 billion dollars, and global net sales in 2017 

amounted to 21.2 billion euros. (Adidas 2017.)   

The headquarters of Adidas AG and Adidas Originals are located in Herzogenaurach, a 

small town in the south of Germany where the company was originally founded by Adi 

Dassler. The brand is divided into 4 main sub-brands: Adidas Sport (incl. Running, Train-

ing, Football, etc.), Adidas Originals, Adidas Neo (now Core) and Adidas Collaborations 

(incl. Y-3, Porsche Design, etc.) (Adidas 2018.)  

“Through sport, we have the power to change lives.” Adidas’ mission is to be the best 

sportswear company in the world. The strategic plan until 2020 is called “Creating the 

new”, and it focuses on increasing brand’s desirability. In order to achieve this, the com-

pany puts pressure on its sub-brands to engage with consumers. (Adidas 2018.) Originals 

brings substantial value to the brand. Additionally,  Joseph Godsey, Adidas’ VP of digital 

strategy & delivery, gave a speech at the Adobe Summit in 2017 about how Adidas goes 

digital.  

Godsey said that digital is the best way for the company to build strong relationships with 

its consumers. Success in the digital approach is described by Godsey in three words: 

premium, connected, personalized. Premium stands for inspiring content which builds love 

and desire for the brand and its product. Connected is about making company-consumer 

interactions consistent and seamless. Finally, personalized is about customizing content 

according to consumer needs, based on customer data and insights. (Gilliland 2017.)  

While working on its digital image, the brand takes into consideration its target consumer. 

The company’s main focus is on Generation Z: people aged 17 – 26, which by 2020 will 

represent 40% of the population. They are very active online and therefore require the 

company to keep up. Adidas sees its consumers as co-creators who tell their own stories 

and see sport more as a mindset than an activity. The VP claims that to achieve its goals 

and engage with customers on a personal level, Adidas must use mobile, social and phys-

ical retail. (Gilliland 2017.)  
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3.4 Avanta Digital  

Avanta Digital is a digital marketing agency based in Saint Petersburg, Russia. They offer 

a wide variety of services: project management, event organization, website creation and 

design, SEO, content creation, social media marketing and others. They work with small, 

medium and big sized companies, including Castello and Arla Natura. (Avanta Digital 

2018.) 

In order to understand the specifics of outsourced marketing activities of small to medium 

fashion and non-fashion companies, an interview with Tamara Vladimirskaya, a Project 

Manager at Avanta Digital, is used in this study.  

3.5 Literature Review Outcomes  

The literature review shows that digital and social media marketing have been growing 

rapidly in the past years. The development and popularity of Instagram could not have 

been left unnoticed by the businesses all over the world. The amount of attention, re-

search and interviews on the topic of Instagram marketing shows the relevance of the 

platform. 

As was mentioned previously in this study, 59% of 18-29-year olds use Instagram, which 

makes it especially valuable for modern fashion brands, who mainly target that audience. 

However, there is a lack of information about how to use Instagram in order to run suc-

cessful marketing campaigns in fashion, and the suggested practices are broad and not 

much suited for fashion business.  

Therefore, the topic is proven to be valid and fresh and a more specific research contin-

ues from that.  
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4 RESULTS  

This chapter introduces the outcomes of the qualitative research methods. It starts with 

the analysis of Adidas Originals’ Instagram account, which is followed by data gathered 

from the interviews. The final conclusion with the answers to the research questions is 

presented afterwards.  

4.1 Analyzing the Instagram Account of Adidas Originals 

This subchapter presents the analysis of Adidas Originals’ Instagram marketing based on 

literature review findings. All the information was taken from the official account @adid-

asoriginals in September 2018. In addition to factual data, author’s own ideas are men-

tioned as well. 

The aim of this analysis is to look at the activity of a fashion brand on Instagram to answer 

the first research subquestion: how is Instagram used by fashion brands, as well as gather 

the basic information of specific Instagram practices of Adidas Originals to make sugges-

tions for improvement in the future, which is related to the second research subquestion. 

As of September 2018, @adidasoriginals has 28.4 million Instagram followers, while the 

main company’s account @adidas has only 21.8 million. According to Socialblade 

(2018a), a global analytics provider for any content creator or brand, @adidasoriginals 

has 20th biggest following on the platform, with 3,698 uploads, 201,111 average likes and 

935 average comments. The engagement rate based on the last 20 pictures posted is 

0.71%. The monthly average growth is more than 940,000 followers. (Socialblade 2018a.) 

Adidas’ main competitor Nike has larger numbers. @nike has more than 80,5 million fol-

lowers, 579 thousand average likes and 8 thousand average comments. However, the 

number of media uploads is significantly lower, being only at 953 posts. The engagement 

rate is only 2% higher, standing at 0.73%.  Monthly average growth is more than 1 million 

followers. (Socialblade 2018b.) 

While working at Adidas Originals, the author of this thesis came up with two explanations 

for the significant difference in numbers:  

1. @nike is the main account of the whole brand, while @adidasoriginals only stands 

for the sub-brand focused on fashion rather than sport. Nike does not have an 

Originals alternative; hence they cannot be compared. Both companies have sev-

eral official Instagram pages (which have verified badges), and they vary accord-

ing to demographics (women, men, kids, etc.), type of sport (football, basketball, 

golf, etc.), country (US, Russia, China, etc.) or city (London, Los Angeles, Toronto, 
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etc.). As of September 2018, Nike has 19 verified accounts, while Adidas has 48. 

A larger number of specific accounts can lead to a smaller following on those ac-

counts.  

2. Football is a big part of both companies’ business. As @nike is a global brand ac-

count and Nike has contracts with both finalists of 2018 FIFA World Cup (France 

and Croatia), it could have added to the growing interest around the brand and In-

stagram following.  

Adidas Originals uses Instagram in certain ways to attract customers. From content crea-

tion to content delivery: everything has meaning behind it. The following part of this chap-

ter presents the findings of analysis of Adidas Originals’ Instagram activity. 

The overall look of a brand’s Instagram feed is considered important, especially when it 

comes to fashion industry. A comparison between @adidasoriginals and @nike is shown 

below.  

          

IMAGE 1. @adidasoriginals and @nike Instagram accounts. (Instagram 2018b; Instagram 

2018c) 

@adidasoriginals creates 3 posts for every occasion which makes the feed look organized 

and organic. The pictures show both specific products and campaigns. @nike’s feed is 

made up of pictures of sportsmen, mainly football players, and in contrast to @adidasorig-

inals it seems to be more sport than fashion driven. For that reason, it was decided not to 

compare the competitor’s content further, as Nike does not act as a fashion brand on the 

platform.  
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Influencers are actively used in Instagram marketing of Adidas Originals. Not only the 

brand posts content with influencers (like Kylie Jenner, shown below), it also undertakes 

collaborations with them, and they promote the brand on their own pages. 

 

IMAGE 2. Kylie Jenner in Falcon Campaign. (Instagram 2018b) 

This adds to the creation of hype around the brand, which drives sales among teenagers. 

Adidas Originals constantly works with Pharrell Williams, musician and producer; Kanye 

West, rapper and designer; Stella McCartney, designer; and others. Examples are shown 

below. 

 

IMAGE 3. Pharrell Williams’, Kanye West’s and Stella McCartney’s Instagrams. (Insta-

gram 2018c; Instagram 2018d; Instagram 2018e) 

 

IMAGE 4. Yeezy Boost announcement on @adidasoriginals. (Instagram 2018b) 



23 

When it comes to hype, it is not only about the influencers, but also about the drops. 

Adidas Originals uses Instagram for early release news (as shown in Image 4 above).  

Adidas Originals actively uses innovative ways of showing its products: from Instagram 

tools like Boomerang, to own photo, video and animation production.  

  

IMAGE 5. @adidasoriginals Instagram Story, Yung-1 Series Promotion. (Instagram 

2018b) 

The screenshots above represent the use of old school online chat animation to show the 

new model and its colorways in an unusual way. Additionally, when the user swipes up 

the last Story, Instagram takes them directly to adidas.com website where they can make 

a purchase without leaving Instagram. 

Another big Instagram launch is P.O.D. System shoe, which was first shown in a set of In-

stagram stories containing animations and static shots of the shoe from different angles 

with variations of lighting. An example is shown below.  
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IMAGE 6. @adidasoriginals Instagram Story, P.O.D System. (Instagram 2018b) 

Adidas Originals uses Instagram to tell the stories: from introducing the people behind the 

brand to putting culture in the spotlight.  

 

IMAGE 7. Collaborations with Stan Smith, Pharrell Williams and Dragon Ball Z shown on 

@adidasoriginals. (Instagram 2018b) 

The picture on the left shows Stan Smith, the man behind Originals’ iconic shoe. The 

brand wanted to bring the person to the public, showing that he is more than the product, 

he is a father, a legendary tennis player, a human. It gives the company not only a voice 

but also a face. 

The picture in the middle represents the result of the most recent collaboration with Phar-

rell Williams, celebrating the African culture of long distance running. Originals brings 

smaller communities to front and connects with people through culture, through something 

they value and believe in rather than through hype.  
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The picture on the right was used to announce the collaboration between Adidas Originals 

and Dragon Ball Z series, an anime that aired from 1989 to 1996 that was very popular 

with children and teenagers. The collaboration targets the same audience who are now 

adults in the age range that Originals is targeting. It connects the brand with its consumers 

through a common interest. 

4.2 Analysis Outcomes and Further Research  

Analysis of Adidas Originals’ Instagram activity shows that the brand is driven more by 

fashion than sports, thus the company is a valid example of a fashion brand using Insta-

gram as a marketing tool. Additionally, it does follow some of the Social Media and Insta-

gram Marketing trends mentioned by Forbes and WGSN. These include: volatile content, 

use of influencers, innovative ways of displaying products, authenticity through storytell-

ing, and hype generation to communicate with teenagers and drive sales. Additionally, 

Adidas’ VP of digital strategy & delivery discussed using customer data to personalize 

marketing activities as well as focusing on smartphones. These are both strategies listed 

by Forbes. The company has invested heavily in digital marketing as it targets Generation 

Z, 59% of which use Instagram.  

To further explore the subject, the interviews with Adidas Originals’ employees touch on 

specific topics. Lauren Devlin, PR manager, is asked about how the company’s PR and 

Social Media department operates, who is involved in the marketing process, what is the 

company’s opinion of volatile content and on social listening. She also describes the 

whole process of managing the marketing campaign of Adidas Originals Falcon. X talks 

about the validity of traditional marketing channels as well as Instagram marketing in gen-

eral. Both mention influencers and their role in campaigns’ success.  

An interview with the Project Manager of Avanta Digital is held to get a deeper under-

standing of Instagram marketing, its role and actual practices. This agency works with a 

number of businesses from different industries and therefore can provide insights into 

specific campaigns and trends. The interview helps to gain a different perspective on the 

subject of Instagram marketing, as it covers the cases when digital marketing activities are 

being outsourced by companies of various sizes.  

4.3 Empirical Data Collection  

This subchapter presents the findings of empirical research which was carried out to an-

swer the research question and to give suggestions for improvement of Instagram market-

ing of Adidas Originals. The research is based on several interviews. The first one with 



26 

Product Marketing employee, X, and PR Manager, Lauren Devlin. Another interviewee is 

Avanta Digital’s Project Manager, Tamara Vladimirskaya. The topics and questions for the 

interviews are presented in Appendices 8 and 9 respectively. The figure below demon-

strates the process of data collection and analysis used in this study.  

 
FIGURE 3. The research process plan  

As seen above, the interviews take the literature analysis into account, and the final re-

sults combine different types of data to deliver an objective view on the topic.  

All the empirical data was collected in the accordance with ethical principles mentioned in 

Chapter 2. The interview findings are discussed in the following subchapters of this thesis.  

4.4 First Interview  

The first interview with Lauren Devlin and X took place on September 20, 2018. The inter-

view was semi-structured, and several topics were suggested to the interviewees by the 

author. The topics were based on previous literature review findings, particularly on Social 

Media Marketing trends from the Forbes articles and Instagram marketing patterns for fit-

ness brands from the WGSN report.  

The aim of this interview is to see how Instagram is used by a fashion brand from the po-

sition of the person inside the business, what is Adidas Originals’ strategy when it comes 

to the platform and how can it be improved, and what is the overall role of Instagram in 

marketing of Adidas. Therefore, the gathered information can be used to answer all re-

search questions.   

The three main teams that deal with Adidas Original’s Instagram marketing are PR, SMM, 

and Entertainment and Influencer Marketing. All teams work collaboratively and constantly 

involve other departments of the company, including Digital Retail and Product Marketing, 

where the author was working during the writing of this thesis, in addition to other teams. 

(Devlin & X 2018.)  

The PR Team helps launch campaigns on the media (magazines, websites, publishers, 

etc.); the SMM Team launches campaigns to social media followers. The Entertainment 
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of available literature
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Interviews with 
experts 
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October 2018
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and Influencer Marketing Team works with notable individuals who take parts in cam-

paigns. (Devlin & X 2018.) 

Devlin’s job consists of sharing the campaign to the media before Originals’ own channels 

in order to create coverage of the campaigns in magazines, on the social media of those 

magazine titles, and online (Vogue, Highsnobiety, Hypebeast). It is done to build hype 

around new products before launch on the company’s own accounts. As a brand, Adidas 

prefers to have some longevity with the campaigns. The intent is to give time to their audi-

ences to learn about new products before they commit to a purchase. (Devlin & X 2018.) 

X works in the Product Marketing department, which manages the whole process from 

idea to implementation of new collections with the goal of delivering the right goods to the 

right consumer. Alongside the creation of products comes the promotion and sale of those 

items, and the strategies to this end are directly communicated to PR and SMM teams. 

Therefore, the Product Marketing Team is aware of current influencers and trends in the 

media and caters its marketing ideas accordingly. (Devlin & X 2018.) 

The following topics discussed were diversity of platforms, focus on mobile, volatile con-

tent, customer data collection, social listening, influencer marketing, and relevance of tra-

ditional marketing channels.  

In general, Adidas uses diverse platforms for marketing activities, and the key social chan-

nel for Adidas Originals is Instagram. In the SMM Team every member is responsible for 

one specific channel, and all of the content is catered for mobile usage (website and Insta-

gram mainly). The company uses Stories tool on Instagram to post new content almost 

daily, therefore there is a definite use of volatile content. The social media platforms are 

not only used for direct marketing activities, but for consumer research as well. (Devlin & 

X 2018.)   

The PR Team does not work on collecting data from customer accounts, however, they 

receive this data from the Digital Team and use it to understand the consumer. Social lis-

tening, on the other hand, is something that the PR Team is highly involved with. The 

team tracks and monitors comments and the sentiment of the followers on both the com-

pany’s own and other media accounts. They undertake a great amount of general listen-

ing wherever a campaign is launched. A recent example is the Falcon campaign, when 

the team created reports based on the comments and reactions to everything they posted 

or shared with the consumers. They monitored user activity for several weeks and then 

shared it internally to prepare for future seasons. (Devlin & X 2018.) 



28 

Traditional marketing was the first point from the Forbes articles which the interviewees 

disagreed with. The articles claimed that prints, billboards, TV, radio and other traditional 

channels are not relevant anymore. However, Devlin pointed at an example of a P.O.D. 

System campaign by Adidas Originals, which combined influencer marketing with bill-

boards in New York and Los Angeles. The brand placed 16 billboards around the city, and 

each of them included an influencer’s Instagram name and a personal message, mention-

ing that a new pair of shoes is waiting for them in a specific store. Not only did this allow 

Adidas Originals to promote itself and its retail stores, it encouraged influencers to make 

Instagram posts and share their reaction with their audiences. (Devlin & X 2018.) 

X referred to 032c, an apparel brand and a magazine, which gained world recognition by 

printing to paper instead of exclusively digitally distributing it. Another example is fashion 

weeks, during which brands put posters of the upcoming shows around Paris and all other 

cities holding the events. Therefore, traditional marketing channels are not dying but are 

rather having a comeback in fashion world. (Devlin & X 2018.) 

The final point of the first discussion, influencer marketing, opened a very interesting con-

versation between two Adidas Originals employees with opposite opinions. X believed that 

influencer marketing was no longer relevant, and that people are interested in culture in-

stead. His argument was that paid advertisement on celebrities’ accounts does not seem 

genuine to the modern consumer, who is seeking authenticity. X referred to Platform 13, a 

company founded by a former Global PR & Social Director of Adidas Originals, Leila Fa-

taar. The company claims that influencer marketing is in the past, and creative collabora-

tion with those who represent, shape and create culture is what is relevant now. X also re-

fers to the moments where influencer marketing was very successful but never planned: 

spontaneous posts by people with large followings which drove attention to the product 

without the brand paying them. (Devlin & X 2018.) 

       

IMAGE 8. Kanye West wearing Adidas Ultra Boost and Pharrell Williams surrounded by 

the shoes from his collection “Supercolor”. (Instagram 2018d; Instagram 2018c) 
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Examples in the Image 8 show Kanye West’s and Pharrell William’s pictures that drove 

sales of captured products and were not planned by Adidas 

Devlin, on the other hand, claimed that influencer marketing is still important for the com-

pany, but it is seen as collaboration with talents rather than a simple use of famous figures 

in campaigns. (Devlin & X 2018). She then explained how Adidas Originals works with 

people in PR and Marketing.  

4.4.1 Adidas Originals’ Collaborative Approach  

When it comes to influencers, Adidas never employs the same process to each individual. 

As a lifestyle brand, Originals mostly works with people from the world of art, music and 

fashion. Adidas Originals’ moto is based around three C’s: confidence, collaboration, crea-

tivity. The brand looks into leading creative and inspiring figures in various fields, who 

would help carry Adidas Originals’ core values. The brand works with a variety of people 

from young ambassadors and talents to Stan Smith, who has been with the business from 

day one. Adidas would never work with someone who in their opinion would not be an 

Originals spokesperson. (Devlin & X 2018.) 

Adidas is a collaborative and open source brand, they like to take into consideration fresh 

eyes and perspectives. Senior team members encourage employees to bring in young 

creators, work with them, and keep them as the part of the family. A recent example of 

such a collaboration is a look-book for upcoming seasons, which was shot by a young 

photographer who was just starting her career and had never taken part in a project of this 

scale before. (Devlin & X 2018.) 

While working on new ideas, Adidas Originals involves all the people creating the product 

into the decision making. With influencers and ambassadors, the brand communicates 

their plans from very early stage, as Adidas does not simply impose its wishes, it is a col-

laborative effort. Devlin refers to the Falcon campaign with Kylie Jenner, when everything 

created was done with Kylie herself. The influencer and her team gave their opinions on 

Originals’ ideas and presented some of their own. For example, Jenner was fond of the 

idea of shooting her own content rather than a brand photographer taking pictures of her. 

She also liked that Adidas worked with a young creator during the launch event and was 

highly involved in overall creative direction of it. (Devlin & X 2018.) Devlin gives a more 

detailed explanation of how the launch was prepared and what was the campaign itself in 

the next subchapter.  



30 

4.4.2 Adidas Originals Falcon Launch  

Kylie Jenner started working with Adidas Originals in early 2018, but the Falcon launch at 

the end of August was the first time Kylie was seen by the public as the brand’s ambassa-

dor. The campaign photo shoot took place in 2017, and the results were sent out to media 

and put on Adidas Originals own social media channels. (Devlin & X 2018.) This cam-

paign is considered very successful as it involved many new fresh ideas and initiatives:  

1. Seeding and gifting: At the beginning of August 2018, around the time of Kylie Jen-

ner’s birthday, the brand established Friends & Family seeding, which involved 

sending customized Falcon shoes to the ambassador’s relatives and friends with 

their names printed on them prior to the launch. The PR Team monitored the me-

dia outlets that had taken note of this, and the SMM Team monitored Kylie’s family 

and friends’ accounts. In all, about 20 people received and made posts about the 

shoe, and their posts reached more than 100 million Instagram users, building in-

terest around the shoe before the actual launch. (Devlin & X 2018.) 

2. The campaign: The campaign was launched on Adidas Originals’, Kylie Jenner’s 

and Kris Jenner’s social media channels. The overall reach of these channels was 

more than 100 million users. The PR team announced the launch through the 

“Dazed and Confused” magazine, and the SMM team did so through Adidas Origi-

nals’ Instagram account. On September 6, when the shoe became available for 

purchase, Adidas Originals USA held an event on Sunset Boulevard in Los Ange-

les. The PR and SMM teams started initiatives to promote the campaign, share the 

news, and celebrate Kylie as the Falcon ambassador. The SMM team had the idea 

of giving Kylie the opportunity to create her own content, which would feel more 

personal and genuine than campaign images. She posted Instagram Stories from 

the event, and Adidas created its first ever Instagram filter which she was the first 

to use. As a direct link to social media herself, Jenner brought visibility to the filter 

and added to the success of the launch. (Devlin & X 2018.) 

3. Influencer Generated Content (IGC): Kylie and her friends shot polaroid pictures 

for the campaign themselves (it can be seen in the Image 2), thus implicating them 

in the launch process. (Devlin & X 2018.) 

4. Involving young talents: For the event launch, Adidas commissioned a young artist 

from the UK that is renowned for making glitter art for social media images. Soon 

after the shooting of event at Sunset Boulevard, he turned the images into glitter 
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art. It was considered more creative than simply posting pictures of Kylie Jenner at 

the event. (Devlin & X 2018). 

5. Interviews: Kylie Jenner had interviews with Refinery29 and Vogue magazine, 

which included exclusive images from the event launch. Vogue published it before 

anyone else. (Devlin & X 2018). 

4.5 Second Interview 

The second interview with Tamara Vladimirskaya took place on October 12, 2018. The in-

terview was also semi-structured, and the topics were based on previous literature review 

findings and on the first interview with Adidas’ employees.  

The aim of this interview is to see how Instagram is used by a fashion and non-fashion 

brands to find what differentiates the industries, as well as what adds to the success of the 

campaigns and how is this success measured. The interview helps to find out what Adidas 

Original’s strategy is lacking and to make suggestions based on that. Moreover, the inter-

view shows how Instagram is used by brands and what is its overall role. Therefore, the 

gathered information can be used to answer all research questions.   

Vladimirskaya works for Avanta Digital, a digital marketing agency in Saint Petersburg. 

The agency offers a wide variety of services, including SMM and PR activities for brands. 

Tamara is a senior manager of SMM projects and is currently working with five clients, 

one of which is an independent clothing brand for women. The aim of this interview was to 

find differences between Instagram marketing of fashion and non-fashion brands by refer-

ring to the real-life cases of companies using the services of Avanta Digital. (Vladi-

mirskaya 2018.) 

The main social media channels used for marketing activities are Instagram, Facebook 

and VK (a Russian social network). Tamara is responsible for content creation and publi-

cation, targeted advertisement, communication, PR and brand representation. She is 

highly involved in everything from photo shoot management to unique template creation 

and has 1 manager and 2 entry-level specialists reporting to her. They come up with ideas 

and plans for content and the publication calendar and present it to Tamara for approval. 

Additionally, a designer helps her with complex graphics, and a photographer works on 

content shootings 3 times a month. Overall, it takes 6 people to create and implement 

SMM campaigns. (Vladimirskaya 2018.) Vladimirskaya explains how the process is coor-

dinated between the client and the agency in the next subchapter.  
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4.5.1 Instagram Campaign Through an External Agency 

The client provides a detailed written request which states what needs to be done (content 

creation, campaign, both, etc.), what is the goal and who is their audience. It serves as the 

base for all the activities of Avanta Digital. Throughout the process, all content is dis-

cussed with the customer before publication. (Vladimirskaya 2018.) 

The client is not involved into the creation process and only sees the possible solutions 

from Avanta: a variety of themes and content to choose from, a publication calendar, 

dates and times of posts, etc. One of the most important deliverables is a strategy, which 

includes a budget, the tools used in the campaign, external involvement (e.g. influencers), 

etc. (Vladimirskaya 2018.) 

Alongside the strategy Avanta presents the KPI forecast, which can include different types 

of values depending on the case. An example of a KPI forecast is shown below. 

KPI / Period Jul 2018 Aug 2018 Sep 2018 Oct 2018 Nov 2018 

Follower growth 1500 1500 1500 1500 1500 

Cost of follower (	 #$%&'(
)*++*,'-.	&-*,(/

	) 10$ 10$ 10$ 10$ 10$ 

Overall post outreach  192000 225000 326000 411000 334100 

Amount of UGC  15 15 64 90 15 

Overall engagement (sum of likes, 

comments and reposts) 

4250 4650 6353 7333 5150 

ER (  *1'-2++	'3&2&'4'3(
3$4#'-	*)	)*++*,'-.

∗ 100% ) 20.8 22.1 26.9 27.9 23.5 

Active followers (followers that in-

teract more than 5 times) 

72 95 159 174 162 

Average engagement per follower 2.5 2.6 2.9 2.9 2.5 

FIGURE 11. KPI Forecast (Vladimirskaya 2018) 

After everything is approved by the client, the agency creates content, which depends on 

the specifics of each case. A photographer, a graphic designer and other creative exter-

nals could be involved. Every client receives an exclusive template, which serves as a 

base for all the content and provides consistency to the posts. (Vladimirskaya 2018.) 
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In addition to strategy creation and campaign implementation, the agency undertakes a 

great deal of social listening: tracking all comments across channels, replying to those 

comments and compiling them into reports, which they present to the clients. (Vladi-

mirskaya 2018). 

4.5.2 Components of an Instagram Campaign  

Every campaign starts with a choice of channel, and it depends on the target audience ex-

clusively. For example, a project for a bakery which targets women from 30 to 45 years 

old is based on Facebook, while a fashion brand’s campaign for 18-25-year olds is imple-

mented on Instagram. For multiple-channel campaigns every social network serves a spe-

cific purpose and the content is tailored for different audiences. Avanta Digital noticed a 

global trend for healthy living, beauty and fashion on Instagram in the last four years, and 

this information is considered while working on campaigns for various brands. (Vladi-

mirskaya 2018.) 

Once the channels are chosen, it all comes to the execution. What is proven to be suc-

cessful in one case does not necessarily work for another. Vladimirskaya discussed sev-

eral components of a successful Instagram campaign:  

1. Content; Tamara argued that content is the top priority for every campaign, and it 

is chosen wisely and with consideration of previous practices. For example, for the 

bakery’s Instagram the pictures would be bright and appealing, and either have 

short descriptions or long and detailed recipes below them. For a fashion brand it 

is important that the overall feed looks organic and the content is created in one 

style: this is the case where a picture is worth a thousand words. Brands from spe-

cific industries like logistics or fuel, which were also the customers of Avanta Digi-

tal, focus on the description below the picture or video, as the content itself is there 

for quicker and simpler navigation across posts. While creating the imagery it is 

important to use the features the platform has to offer e.g. boomerang, multiple 

pictures in the post, landscape or square format, etc. (Vladimirskaya 2018.) 

2. Test campaigns: It is hard to predict what will work for a brand and what will not, 

that is why test campaigns are implemented beforehand. They help to understand 

the audience and their preferences and therefore create more successful cam-

paigns. (Vladimirskaya 2018.) 

3. Communication: The way brands communicate to their audience through text is no 

less important than visual content. Every group of followers requires personalized 

ways of interacting, language and tone of messages. For fashion brands the text 
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highly depends on the picture and the brand itself: luxury brands tend to be more 

factual and dry while casual brands are more personal and engaging. ((Vladi-

mirskaya 2018.) 

4. Format: Videos are proved to be more popular in general, however it still varies 

from brand to brand and from industry to industry. Videos with only visual content 

(the ones that can be watched with the audio muted) are more popular than oth-

ers. However, fashion brands still prefer pictures, and videos usually represent 

only 10-25% of their content. (Vladimirskaya 2018.) 

5. Timing: Weekday or weekend, morning or evening, US or Germany, a lot of factors 

should be considered to find a perfect time to publish a post. After the changes in 

Instagram algorithms which led to posts being shown not in a chronological order 

but based on engagement, only 10% of the account’s followers see the new posts. 

That is why technical aspects like timing are even more important than before: 

publishing at the right time means better chances of consumer engagement and, 

therefore, a larger overall reach. Most of the brands use applications for scheduled 

posting to make sure the timing requirements are met. (Vladimirskaya 2018.) 

6. Tools: The opportunities provided by the platform should not be neglected, and 

every brand must take the most out of Instagram Stories, Live, IGTV, in-app pur-

chasing and targeted advertisement in order to achieve success. (Vladimirskaya 

2018). 

Targeted advertisement on Instagram is more effective than on Facebook, says Vladi-

mirskaya. The advertisements can be in both picture and video formats and may be 

placed in feeds or in Stories. The setup is easy to understand for people who have no ex-

perience in working with web platforms, and the tools offered allow to choose the objec-

tive, the budget, the format, and describe the target audience in detail. It is possible to run 

several advertisements at once for different countries and people with interest in your 

field. (Vladimirskaya 2018.) 

4.5.3 What is a Successful Campaign and How is Success Measured  

In general, the success of a campaign is measured through an analysis of the outcomes. 

It includes:  

1. Follower growth;  

2. Overall post outreach; 



35 

3. Engagement rate (ER). This indicator can vary between ER per day, per post or 

per reach.  

4. Conversion (e.g. from Instagram to the online store);  

5. Growth in sales; 

6. Price per click for the targeted advertisement. (Vladimirskaya 2018.) 

The numbers under the first 5 points are expected to grow, and the bigger they are – the 

better. The value under point 6, however, should be as small as possible. (Vladimirskaya 

2018.) 

The success of the campaign is also determined and analyzed with the help of the exist-

ing statistical data of Instagram activity. External online services are widely used for social 

media analytics, and Avanta uses JagaJam for statistics on engagement, user activity 

times and dynamics, most popular posts, etc. This information is used for planning and 

development of SMM activities. (Vladimirskaya 2018.) 

The analysis and tools presented above are factual and straightforward, they are used for 

all Instagram campaigns despite the specifics of the client’s business. However, Vladi-

mirskaya argues that Instagram is a platform where the creative aspect plays the biggest 

role. (Vladimirskaya 2018.) 

Tamara talks about two clients who have used the services of Avanta Digital and come 

from artistic industries: beauty and fashion. A is a fashion brand for 18-25-year-old 

women, B is a makeup studio. A’s main goal is to promote its brand and have a better 

online outreach. B wants to promote its new app that allows users to take a selfie and try 

on different makeup looks. A’s campaign was one of the most successful projects of 

Avanta Digital, while B never even launched the aforementioned app. (Vladimirskaya 

2018.) 

Vladimirskaya said that B’s ideas were initially set for a failure: 

1. No original content: The company did not want to create pictures and videos for 

the campaign and instead insisted on using stock imagery;  

2. Long descriptions under the posts; 

3. Imbalanced publishing schedule: the inconsistent posting of 3-4 pictures at once 

with long pauses in-between. (Vladimirskaya 2018.) 

On the other hand, A’s new Instagram strategy proved to be successful by all the KPIs 

mentioned before. It was achieved with a combination of factors: 
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1. High-quality content: Shootings took place twice a month in different locations. The 

content was tailored for both the Instagram feed and Stories, taking advantage of 

the vertical screen. During post-production the videos were edited and cut to under 

1 minute in length, the pictures were chosen based on the resolution (to support 

the zoom function), the content was processed in a way to fit the style of the over-

all feed. (Vladimirskaya 2018.) 

2. Brand Image: Instagram activity should represent and support the reputation of the 

brand. The modern consumer cares about social and environmental causes and 

wants to support brands who have a vocal position on the issues they feel strongly 

about. Instagram is a great platform to share how companies act on global prob-

lems. A claims to be 100% cruelty-free and regularly shares the realities of their 

clean production. (Vladimirskaya 2018.) 

3. Diversity and inclusivity: Fashion companies are constantly judged for using 

“standard beauty” in their brand representation. Involving people of different colors, 

bodies and genders encourages customers to purchase and wear the items “for 

everyone”. A created a range of sizes XS – 3XL to support the body positive 

movement. (Vladimirskaya 2018.) 

4. Timing: In addition to time zones and the hours in which Instagram is most active, 

the start and the end of the season are significant. Most brands follow quarterly or 

bi yearly schedules as well as drops on special dates such as: Back-To-School, 

Christmas and Easter sales in the US, the Chinese New Year, etc. As A is a brand 

for women located in Russia, they put most of the effort in their Instagram cam-

paigns around New Year and International Women’s Day. (Vladimirskaya 2018.)  

5. Influencers and celebrities marketing: The newer generations are deeply attached 

to their smartphones and the social media influencers. People make purchases 

because of celebrities’ posts. Brands need to carefully choose the people they 

want to work with and build long-term relationships with them, as nowadays influ-

encers can take part in the co-creation of products and content and promote them 

on their own pages (example of Kylie Jenner is described in the previous inter-

view). A worked with Olga Buzova (@buzova86), the most followed celebrity in 

Russia (Oct 2018), and reached more than 10 million people. (Vladimirskaya 

2018).  

6. Message and language: Creative industries like fashion and beauty are more vis-

ual than textual, therefore long descriptions under pictures rarely work. The mes-



37 

sage should be short, sharp and memorable. The language used should be relata-

ble to the consumers of different socio-economic and cultural background and age 

groups. (Vladimirskaya 2018.)   

The points above show the creative industry specific points of Instagram marketing. They 

might not be relevant for other industries and has been noted by Vladimirskaya during her 

work with over 80 clients.  

4.5.4 Use of Instagram for Purposes Other Than Marketing  

Social listening is one of the most important Instagram opportunities for any business, 

says Avanta’s project manager. Customers give their opinion about the product, the pack-

aging, the overall quality, and either highlight the strong sides or criticize the flaws. They 

are also a lot more open to conversation with brands in the comments section or through 

direct messages than on any other platform. Users create the UGC and tag brands in their 

posts which also increases the outreach and opens conversations. (Vladimirskaya 2018.) 

Vladimirskaya and her team analyze the followers of client’s accounts once per month. 

They create reports on the most active users, what they have in common and how this 

core audience changes in time. (Vladimirskaya 2018.) 

4.6 Interviewees’ Opinion on Instagram for Business  

Devlin and X from Adidas Originals both agree on the importance of the platform. Adidas 

is a huge international brand, and Instagram is the key social media channel for them. Alt-

hough the interviewees refused to comment on Adidas shutting down its investment in Fa-

cebook, one glance at the brand’s pages on the two platforms makes it obvious that Origi-

nals use Facebook far less, and only for product announcements.  

Judging by the fact that one of the biggest collaborations of 2018 is with Kylie Jenner, “the 

queen of Instagram”, and was mainly covered on Instagram of both the brand and the in-

fluencer, it only proves the importance of the platform in marketing.  

Both Devlin and X said that not only Instagram is used for marketing activities of the 

brand, but also by the brand employees for trend, consumer and competitor research. In-

stagram is the place for fashion news, the home of influencers in the field and the area for 

collaboration. 

Vladimirskaya claims that Instagram is the perfect marketing platform, which is simple to 

use for both companies and customers because of the interface of business profiles, the 

ability to contact business directly through those profiles, and targeted advertisements 
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with a big variety of settings to use. The platform is developing further, frequently introduc-

ing new features and tools, and will therefore stay relevant. Content could be tailored for 

any consumer, the personal hashtags could be introduced and the communication with 

followers can be easily implemented through comments or direct messages, which alto-

gether make Instagram a perfect platform for B2C marketing. 
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5 CONCLUSION  

This thesis gives a wide explanation to the phenomenon of Instagram marketing and an-

swers the research question and subquestions mentioned in Chapter 2.  

The main research question is: What is the role of Instagram in the marketing of fashion 

brands? The sub-questions are: How is Instagram used by fashion brands? How can 

Adidas Originals improve its Instagram strategy?  

The literature review begins the discussion of the role of Instagram and how it is used by 

fashion brands, and then presents trends and patterns of the platform’s usage. These 

findings can be suggested to Adidas Originals.   

The literature review includes data and statistics on digital and social media marketing. 

The presented data shows a rapid increase in usage of social media in the past few years. 

59% of 18-29-year olds use Instagram, which makes it especially valuable for fashion 

brands. The development and popularity of Instagram and the amount of attention, re-

search and interviews on the topic shows the relevance of the platform. The chapter intro-

duces social media and Instagram marketing trends listed in the Forbes interviews and 

WGSN report. According to existing statistics and data, the role of Instagram in marketing 

is to promote a brand and its products, and to learn about its customers. However, there is 

a distinctive lack of information about how to use Instagram in order to run successful 

marketing campaigns in fashion, and the suggested practices are broad and ill-suited for 

fashion businesses. Therefore, the literature review chapter opens the topic of Instagram 

marketing and demonstrates proof of the importance of the platform as well as general ad-

vice on how to use it. The Forbes articles suggest the following trends for Social Media 

Marketing: influencer marketing; collecting information about customers; social listening; 

diversity of platforms; focus on mobile; volatile content; irrelevance of traditional marketing 

channels. The WGSN report’s proposal for marketing campaigns is: innovative ways of 

showing the products; use of Instagram tools; Instagram as company’s “voice”; teenage 

language. The following research aims to test the aforementioned patterns in practice, to 

see if Adidas Originals follows them and what are the industry specialists’ opinions on 

that.  

The analysis of Adidas Originals’ Instagram activity demonstrates how the brand uses the 

platform and if it follows any of the trends found in the literature review. The company 

uses Instagram to keep up the brand image, tell stories, promote products and attract cus-

tomers. The noticeable practices include organic and organized feed, use of influencers, 

support of small communities and cultures (the company’s “voice”), innovative ways of 
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displaying products and use of Instagram tools. Content is posted on Stories remarkably 

more often than on the feed, which must be connected to the relevance of volatile content 

and the Instagram algorithm. This implies that Originals does follow some of the patterns 

mentioned in both Forbes and WGSN articles.  

The first interview with Lauren Devlin and X of Adidas gave an outlook on the company’s 

marketing and PR activities, their use of Instagram, the role of the platform, and critically 

assesses the literature review findings by comparing them to the real-life fashion com-

pany’s practices. The information gathered during the interview is used as a basis for fu-

ture suggestions.  

The company focuses on mobile and uses a diverse range of social media channels, the 

content is catered for each of those channels specifically. Instagram is the key marketing 

platform for the brand, however, it is only a part of the overall marketing initiative, and it is 

used alongside other digital and traditional media, activations and events. The planning 

and implementation of campaigns is a long process which involves different teams and 

externals (influencers, celebrities, other brands, designers, etc.) The idea of Instagram ac-

tivation can come along with the product creation.  

These facts prove the substantial importance of Instagram as a marketing platform. More-

over, it is widely used for social listening, including comments tracking and overall activity 

analysis. Reports based on the collected data are shared within the organisation for future 

campaigns and for product development. Therefore, Instagram is used as a platform for 

feedback collection and consumer research. The teams inside Adidas use Instagram for 

trend and competitor research while creating new ranges, which means that Instagram 

plays a large part in product development. Overall, Adidas follows some SMM trends 

listed in the Forbes articles, however, this interview showed some points of disagreement 

with the articles’ authors. 

Firstly, the rise of digital and mobile does not cancel the traditional marketing channels, as 

the Forbes interviews claim. Secondly, influencers are important, but the attitude towards 

them is changing. Brands pay more attention to choosing the right people who can carry 

company’s values and genuinely represent the business in a respectful way while also 

telling their stories. Collaboration with talents took over from simple product placement in 

influencers’ posts.  

The second interview with Tamara Vladimirskaya of Avanta Digital shows how various 

businesses use Instagram, differentiates fashion industry specific practices, and gives a 

more detailed explanation of what is considered during the implementation of marketing 
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activities of fashion brands on Instagram, which can be used for suggestions to Adidas 

Originals.  

The aim of all Instagram activity by any brand is to attract more customers and drive 

sales. Their campaigns are planned far in advance with a KPI forecast and a strategy for 

its achievement. The fundamental elements of a successful campaign are the same for 

every brand, however when it comes to the fashion industry, there are some special as-

pects which should be considered. Those include: high-quality content tailored for the spe-

cific channel and audience, which uses the right language and an appropriate format. It 

must be posted at the correct time, taking advantage of Instagram features like Stories, 

IGTV, in-app purchasing and targeted advertisement. The content should represent the 

brand, support its reputation and show diversity and attention to socio-environmental 

causes. If involving influencers, brands need to consider building long-term relationships 

and co-creation. Moreover, test campaigns proved to be valuable for fashion businesses. 

This interview also drew attention to the importance of Instagram as a platform for social 

listening, customer research, and marketing and product improvements based on the in-

formation gathered.  

To conclude, all methods used in this thesis show that Instagram is an important platform 

for businesses today, which serves different purposes and is valued by enterprises of dif-

ferent sizes and industries. The outcomes of the research and data analysis helped to 

reach the main goal of the thesis. The next subchapter presents the answers to the re-

search questions. 

5.1 Answers to the Research Questions  

This subchapter gives final answers to the questions formulated in Chapter 2 based on 

theoretical and interview findings.  

5.1.1 How is Instagram used by fashion brands?  

The most important use of Instagram by fashion brands is marketing, the platform is a key 

social media channel. Brands create campaigns to promote themselves and their prod-

ucts. Additionally, campaigns help companies maintain their image, share their values and 

believes, and interact with consumers. Instagram makes the direct instant communication 

between businesses and their customers possible, and connects fashion companies to 

their target consumers, 59% of which use the platform daily. It is also used for social lis-

tening and consumer research for improvement of products and marketing of those. The 
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people working on the development of new products will implement trend and competitor 

research obtained on Instagram from earlier releases.  

Overall, Instagram is the perfect marketing platform, which is simple to use for both com-

panies and consumers. 

5.1.2 How can Adidas Originals Improve its Instagram Strategy? 

Adidas Originals is a leading company in streetwear fashion, and it dedicates a lot of effort 

in Instagram representation of the brand. Several teams work on the creation of content 

for the platform and others on data collection. Subsequently, @adidasoriginals grows and 

attracts new followers. However, based on the interviews and the literature analysis sev-

eral suggestions could be made.  

Firstly, Originals often discusses its heritage and archives on Instagram, posting pictures 

and creating product campaigns in such a way as to celebrate the company’s original 

DNA. It introduces influencers from the world of sport, music, fashion and art on its Insta-

gram account. However, as the consumers now seek the authenticity and the “face” of the 

brand, it would be interesting to see Adidas show the people behind the creation of its ap-

parel, footwear and accessories: designers, concept owners, developers, etc. These peo-

ple know the brand, the products and stories behind them better than anyone else, and 

hearing from them can bring the brand closer to its consumers.  

Secondly, Adidas Originals does not run test campaigns. This could be explained by the 

way business is run: the products are created more than a year before they are released, 

the Instagram campaigns for those products are planned and content is produced 4-8 

month before they go live. Therefore, tests cannot run before (the product information is 

confidential) or after the launch (the coverage is needed within the initial release). Of 

course, campaigns are tested on people who work in the company, however they might 

not be the best representation of the target consumer. Therefore, the solution to that 

would be creating a focus group, who sign the non-disclosure agreements and give their 

opinions and feedback on the campaigns and initiatives.    

5.1.3 What is the Role of Instagram in the Marketing of Fashion Brands? 

Instagram is a direct link between the brand and the consumer. Its role is to deliver cam-

paigns and to ensure the B2C communications. It also serves as a platform for a brand’s 

expression of itself, allows the creation of announcements and statements on important 

causes. It is also a hub for fashion professionals and ordinary consumers, which delivers 
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fashion news, opens up conversations and discussions on the topic and works as a plat-

form for collaboration and co-creation.  

Overall, Instagram is the key social media channel in digital marketing of fashion brands 

all over the world. 

5.2 Suggestions for Further Research  

This thesis analyzes Instagram as a marketing tool from a business perspective, and to 

gain a better picture it is recommended to implement a study about consumer perception 

of Instagram marketing: do people follow brands online, do they make purchases because 

of Instagram advertisement, what is their level of trust in influencers?  

Additionally, targeted advertisement on Instagram is a wide topic which deserves to have 

a full separate study that can be very beneficial for businesses all over the world. 
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APPENDIX 4. Storytelling (Napoli 2017) 

 

APPENDIX 5. Logo-heavy Content (Napoli 2017) 
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APPENDIX 7. Use of Modern Language (Napoli 2017) 

 

APPENDIX 8. Interview 1  

• How is the process of implementing an Instagram marketing campaign is managed 

at Adidas Originals? 

• In 2018 Forbes wrote two articles covering Social Media Marketing trends. Those 

include:  

1. Influencer marketing; 

2. Collecting the information about customers from their accounts to under-

stand the potential clients better and therefore see what works with the au-

dience and what does not (involves using tools like Microsoft Dynamics, 

Tableau, Domo, etc.); 

3. Social listening: tracking social mentions (e.g. used for personalizing mar-

keting content according to customers’ needs); 

4. Diversity of relevant platforms: content tailored according to the platform, 

all the platforms used for different purposes and different audiences; 

5. Focus on mobile:  Facebook, Instagram, etc.  

6. Volatile content: Snapchat and Instagram Stories which are only available 

for 24 hours 

7. Traditional marketing channels are not relevant: prints, billboards, TV, etc.  

Does Adidas Originals agree/ follow any of those trends? Are there any examples? 

• What is Adidas Originals’ approach to working with influencers?  

• How is the campaign involving an influencer managed and what it consists of? 
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APPENDIX 9. Interview 2  

• How is the work of Avanta Digital organized? What is your role? 

• How are Instagram campaigns planned?  

• What an Instagram campaign consists of?  

• How is the success of a campaign measured? Are there any particular practices 

which ensure success? 

• Is there anything specific about creating campaigns for fashion brands? If yes, 

what is it?  

• Is Instagram used for something else than marketing campaigns? If yes, what for?  

 


