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This thesis investigates the effectiveness of social media advertising on brand 
awareness in the fashion sector, focusing in particular on Instagram users in the 
age group 18 to 34. The study was carried out using the quantitative method using 
Google Forms for the survey and focused on two main questions. First, it examined 
the impact of social media advertising on brand awareness among young individ-
uals who follow fashion accounts on Instagram. Second, it seeks to evaluate the 
most successful advertising strategies employed by fashion brands on Instagram 
to increase brand recognition of this target audience. 
 
The study intends to provide an extensive comprehension of the effectiveness of 
social media advertising, highlighting how it contributes to increased brand aware-
ness in the competitive fashion market. It aims to provide meaningful advice to 
fashion businesses that would like to improve the effect of their Instagram adver-
tisements on younger customers. 
 
By using a thorough analysis of the impact and successful strategies of social media 
advertising, this study helps to understand how companies can employ Instagram 
to strengthen their presence among the dynamic and powerful demographics of 
young fashion enthusiasts. 
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1  INTRODUCTION 

1.1 Background 

In recent years, the emergence of a social media network as an effective marketing 

tool for various companies has been observed in different sectors such as fashion. 

In these platforms, Instagram has proved a great option for fashion companies to 

connect with their target consumers, particularly young generations. With its in-

teractivity feature, Instagram provides a unique platform that allows fashion com-

panies to showcase and sell their products; connect and interact with clients; and 

boost brand awareness. 

Brand awareness is essential in the success of a fashion company since it repre-

sents how much recognition customers get through the marketing strategy or 

brand name of the product. Building and maintaining brand awareness is critical 

in the highly competitive fashion industry, where customer’s attention is exposed 

to numerous brands competing with each other. For fashion organizations to 

stand out and capture the attention of their customers, they must employ suc-

cessful marketing techniques, such as social media advertising. 

The use of social media advertising has dramatically increased brand awareness 

among young individuals. For instance, the fashion industry uses social media plat-

forms like Instagram to create visually appealing commercials which captivate its 

intended audience. Advertisement assists fashion brands by creating long-term 

relationships with their target audience, building brand connections, as well as in-

fluencing customers’ positive attitudes towards the product. 

The purpose of this research is to establish the effectiveness of social media ad-

vertising in raising brand awareness for young people on Instagram within the 

fashion industry. For fashion marketers, it is critical to recognize how different 

forms of social media advertisements affect brand awareness so as to allocate re-

sources and boost marketing efficiency.  
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1.2 The scope of the research 

The advent of social networks has transformed the way brands communicate with 

their customers, offering an effective platform for advertising and increasing 

brand awareness. Because of its broad popularity and wide application, social me-

dia has become a crucial component of corporate marketing strategy in a variety 

of industries. The aim of this thesis is to investigate the impact of social media 

advertising on brand awareness, with particular emphasis on Instagram and young 

individuals aged 18 to 34. 

Instagram is an online social networking site that focuses on visual content and 

has gained in popularity in recent years. Because of its emphasis on appealing pho-

tographs, captivating storytelling, and influencer marketing, Instagram has quickly 

become an established platform for fashion companies to display their products 

while communicating with their customers. The focus on visual components is es-

pecially useful to the fashion business, allowing companies to exhibit their prod-

ucts, create their brand identity, and connect with consumers in an engaging way. 

The number of people using Instagram has been rapidly growing, with approxi-

mately two billion active users each month (Sprout Social, 2023). With such a huge 

number of users, fashion brands have many opportunities to connect and interact 

with a wide range of consumers, which could increase the effectiveness of their 

advertising efforts. Moreover, the fact that many young adults are regular users 

of Instagram, the majority between 18 and 34 years old, makes it a great tool for 

reaching the target demographic. Young people have been attracted by social me-

dia, spending much of their time on brand communications and content (Pew Re-

search Center, 2021). 

This study investigates the effectiveness of social media advertising in raising 

brand awareness in the fashion industry. For this study, a quantitative research 

method will be employed to collect numerical data for statistical analysis with the 
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purpose of attaining objective insights on the relationship between social media 

advertising and brand awareness. 

The scope of this study is limited to the fashion sector, young adults, and Insta-

gram as key social media sites. This narrow emphasis enables a more detailed ex-

amination of the efficacy of social media advertising in this setting. However, for 

some industries, demographics, and social media platforms, the results may not 

be appropriate because the efficacy of social media advertising differs depending 

on the situation. 

1.3 Research question 

The following are the research questions that will be addressed in this study. 

• How is social media advertising affecting brand awareness among young 

people in the fashion industry on Instagram? 

• What are the most effective social media advertising strategies that fash-

ion companies use on Instagram to build brand awareness among young 

adults? 

1.4 Research objectives 

This research has two primary objectives: 

• Investigate the effect of social media advertising on increasing brand 

awareness among young people in the fashion industry on Instagram. 

• Examine the effectiveness of different social media advertising strategies 

used by fashion brands on Instagram to increase brand awareness. 

1.5 Structure of the thesis 

The thesis consists of the following sections: 

The introduction provides background information and explanations of the study 

topic, emphasizing the importance of social media advertising and brand 
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awareness in the fashion sector. The focus of the study is determined by the re-

search objectives and research questions. 

The literature review part critically analyses the current body of information on 

social media advertising, brand awareness, and consumer behavior in the fashion 

industry. It investigates relevant theoretical frameworks and provides a founda-

tion for this study. 

The research technique chapter describes the quantitative research design used 

and explains its applicability for the investigation. It includes methods for conduct-

ing surveys and data collection, as well as standards for selecting samples. This 

chapter also covers the data analysis method used to ensure that the research 

process is transparent. 

The results and findings chapter shows the data collected and provides insights 

into the impact of various social media advertising methods on brand awareness 

among young adults. It investigates the connection between social media adver-

tising, customer perceptions, and purchase intentions, providing insight into the 

influence of brand awareness on consumer behavior. 

In the discussion section, the results are summarized and related to the study ob-

jectives and research questions. It assesses the theoretical implications of the re-

sults and offers practical suggestions for fashion firms to maximize their social me-

dia advertising efforts. 

Finally, the conclusions summarize the study’s aims and key findings. This high-

lights the practical applications of the research and offers a concluding assessment 

of its importance. 
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2  LITERATURE REVIEW 

2.1 What is brand awareness? 

Brand awareness is an essential component of brand management and marketing. 

According to Keller (1993), it defines the degree to which customers are familiar 

with a certain brand and are able to identify and recall it during their purchases. 

Brand awareness is represented by two dimensions: brand recognition and brand 

recall which are critical in influencing consumer behavior. Brand awareness, like 

brand image, is an element of brand knowledge which represents the collection of 

connections that customers hold about a brand (Keller, 1993).  

Brand awareness substantially affects consumer intentions to make decisions 

about purchases (Sun et al., 2022). Customers are more likely to consider acquiring 

the goods or services of a brand when they are familiar with it. Furthermore, brand 

trust can increase the impact of brand awareness in influencing the intentions of 

customers to buy (Sun et al., 2022). It demonstrates that increasing brand aware-

ness plays an important role for attracting customers as well as for fostering cus-

tomer loyalty. 

Building up brand awareness necessitates strategies such as brand communication 

and marketing campaigns. According to research by Barreda et al. (2015), online 

social networks are powerful channels for creating brand awareness. Brands can 

take advantage of social media and online communities for online advertising to 

interact with a large audience and generate conversation about their service or 

product. 

2.1.1 Brand recognition 

Brand recognition is the capacity of people to recognize and acknowledge a spe-

cific brand of product. This is an evaluation of customers' awareness and engage-

ment with a brand, typically as a result of continuous interaction with the logo, 

name, or other visual signals of the brand (Keller, 1993). A key component of brand 
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equity is brand recognition since it determines both the perceived worth and gen-

eral image of a brand (Keller, 1993). This is significant in influencing consumer 

choices. Brand recognition can affect consumers' purchase decisions when they 

have to choose between different items displayed in a store (Keller, 1993). 

For consumers, brand awareness is advantageous. Customers tend to be more 

confident in making purchases when they know a brand since this reduces the risk 

of choosing less familiar brands. Brand recognition creates perceived reliability 

and familiarity with customers making them to prefer the recognized brand com-

pared to its competitors (Lee et al., 2021). 

2.1.2 Brand recall 

According to Keller (1993), brand recall is the capacity of the consumer to correctly 

recall and create a brand from memory when presented with a specific product or 

product category. It is an indicator of brand awareness and is significant when it 

comes to building brand equity that determines consumer behavior. 

There is a close correlation between brand recall and brand recognition. Brand 

recall represents the ability of the customer to remember a brand, while brand 

recognition is the consumer's capability to recognize a brand by using the brand 

name as a sign. Brand recall and brand recognition are both critical when building 

brand awareness and establishing an effective brand presence within the con-

sumer’s mind (Ndlela and Chuchu, 2016). 

Brand recall is one of most important components of brand awareness, it refers to 

a consumer's ability to recall a brand associated with a specific category of prod-

ucts. It is an essential element of customer-based brand equity which is value cre-

ated in customers’ mind (Keller, 1993). Increased brand recall indicates that a 

brand has created deep impressions on the memories of customers, which con-

tributes to consumer loyalty and purchase intention (Ndlela and Chuchu, 2016). 
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2.2 Importance of brand awareness in the fashion industry 

In the fashion industry, brand awareness is an essential component of success. The 

capacity of a customer to recognize and recall a brand name, logo, or item has 

become critical considering the industry's focus on fashion, trends, and individual 

identity. This section will examine the significance of brand awareness in the fash-

ion business, concentrating on its impact on consumer behavior and competitive 

edge. 

• Influencing consumer behavior 

In the fashion sector, brand awareness has a significant effect on customer behav-

ior. The function of brand awareness in building an emotional connection and 

brand love in clients, resulting in to brand loyalty. This shows that raising customer 

brand awareness or brand knowledge is essential for fashion companies to pro-

mote emotional interactions and increase brand loyalty (Han and Choi, 2019). 

Additionally, it has been discovered that brand awareness is a prediction of inten-

tion to repurchase (Razak et al., 2019). When considering a brand for purchasing, 

people are more likely to prefer well-known items since they are more familiar 

with them (Razak et al., 2019). Brand awareness has a considerable impact on cus-

tomer repurchase intentions in the fashion enterprise, where reputation and im-

age of the brand are essential. 

• Increasing market share and sales 

A brand awareness campaign aims to increase brand recognition for a business or 

goods. This can be accomplished by utilizing brand awareness strategies including 

word-of-mouth marketing, social media campaigns, public relations efforts, adver-

tising campaigns, and many others.  

It has been discovered that social media presence, in addition to brand awareness, 

has a significant impact on the fashion industry's ability to increase sales. Sudirjo 
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et al. (2023) investigated the relationships between social media presence, brand 

awareness, client loyalty, and increased sales in start-up businesses in the fashion 

sector. According to the findings, social media activity affects brand awareness ef-

fectively increasing consumer loyalty and driving up sales. This emphasizes the 

need of utilizing social media channels to raise recognition of brands and promote 

sales in the fashion business. 

Ralph Lauren, for example, aimed to increase brand awareness among millennial 

consumers worldwide for its 50th anniversary collections. The company collabo-

rated with Instagram to generate in-feed video advertising and Instagram Stories 

that displayed its products. Ralph Lauren not only enhanced brand awareness in 

markets throughout the world, but it also raised online sales by 18% and achieved 

7.1 times the return on advertising expenditures (2023, Walgrove). 

• Competitive advantage in the market 

In an industry as competitive as fashion, brand awareness can be critical in gaining 

a competitive edge for organizations. In the world of fashion, brand awareness is 

related to differentiating and uniqueness. Partnerships between or among com-

panies, artists, celebrities, or various brands can increase awareness while also 

strengthening the relationship, giving them an advantage in competition by distin-

guishing themselves (Kim et al., 2014). Companies would collaborate with influ-

encers or well-known brands to boost brand awareness and remain ahead of the 

competition. 

In order to maintain a competitive advantage in the fashion industry, brand aware-

ness is crucial to brand equity. It comprises of brand loyalty, associations, brand 

awareness and perceived quality. Building a strong brand gives businesses the abil-

ity to stand out from one another and satisfies the needs of their customers, giving 

them a competitive advantage over their competitors (Panchal and Ramesh, 

2012). 
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Additionally, the relationship between brand awareness and brand image through 

the internet has now become even closer to the public as people have used the 

internet for over a decade to communicate with each other (Sudirjo et al., 2023). 

According to research, more social media exposure raises brand awareness. Social 

media networks may be utilized to promote brand awareness, reach a large num-

ber of target customers, and obtain a competitive edge. 

2.3 Role of social media in advertising 

The emergence of social media has revolutionized the advertising industry, open-

ing new opportunities for firms to develop significant relationships with their tar-

get audience. In this section, we will investigate social media's important role in 

advertising, as well as the way it has developed as a platform for advertising and 

the special benefits it provides to brands. 

2.3.1 Evolution of social media as an advertising platform 

A number of critical elements have influenced to the emergence of social media 

as an advertising platform. First, advertisers have been able to reach a larger au-

dience and communicate with them in real time because to the connection and 

engagement offered by social media platforms (Chen et al., 2022). And this has 

enabled brands to establish connections with their customers, fostering a sense of 

community around their products and services. 

Second, as more and more material are shared on social media, the method ad-

vertising is carried out has changed. Users may instantly distribute and share in-

formation, making it easier for marketers to reach a broader audience via viral 

marketing. This will also result in an increase in user created content, in which 

consumers make and share brand-related material via their own devices, extend-

ing the reach of advertising messages (Helmond et al., 2019). 

Furthermore, the evolution of social media advertising has been significantly in-

fluenced by visual-centric platforms. Brands have been able to promote their 
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products or services in a visually appealing way using image-centric platforms such 

as Instagram and Pinterest (Griffiths et al., 2018). According to research by Carah 

et al. (2019), visual contents have been found to be more engaging and remem-

bered as an effective advertising technique. 

Influencer marketing has evolved as an effective tool for social media advertising. 

An influence marketing strategy is built on the utilization of influential people to 

spread brand messaging to a larger audience. It is an effective method of market-

ing in our technologically evolved day. Social media platforms are an important 

source of communication, allowing companies, researchers, and advertisers to en-

gage with targeted customers (Nguyen et al., 2022). Influencer marketing has 

grown in popularity due to its ability to reach an extensive audience and foster 

beneficial reactions to brands. Influencers are key in maximizing the success of this 

method. They are regarded as opinion leaders who can have an impact on their 

followers' purchase choices (Nguyen et al., 2022). 

There are several benefits to the brands when they're paying for advertising on 

social media. This can raise brand awareness and ensure that it is included in the 

identified group of customers. Paid social media advertising allows businesses to 

attract and maintain consumers by making the brand recognized, informing their 

target audience about its existence, and encouraging healthy competition (Alhad-

dad, 2015). Additionally, social media platforms are designed to allow businesses 

to pay for adverts to display in the news feeds of their target consumer groups, 

making them an important aspect of social media marketing campaigns (Harding 

et al., 2019). 

2.3.2 Advantages of social media advertising for brands 

In today's digital environment, social media advertising provides brands with sev-

eral benefits. First of all, social media advertising allows brands to communicate 

with their audiences in a more dynamic and personalized way. Using social media 

platforms, marketers may provide content that encourages customer involvement 
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and helps people associate themselves with their products or services. This inter-

action develops customer loyalty and trust, which serves as the foundation for 

positive brand evaluations (Hahn et al., 2016). Additionally, with social media ad-

vertising, brands have the opportunity to collect valuable data on client prefer-

ences, requirements, and behavior. Businesses may analyze social media data to 

gain insights into their target market, allowing them to modify marketing tactics 

appropriately (Hanaysha, 2016). 

When compared to other forms of advertising, social media advertising is also 

more cost effective. There are several advertising alternatives accessible on social 

media platforms, such as sponsored posts, display advertisements, and partner-

ships with influential people, all of which can be adapted to different financial lim-

its (Alhaddad, 2015). Because of this flexibility, companies of various sizes can get 

involved in advertising campaigns and compete with larger competitors. Addition-

ally, marketers are able to monitor the effectiveness of their campaigns as well as 

make data-driven decisions by utilizing social media advertising, which results in 

quantifiable outcomes (Thornhill et al., 2017). 

Additionally, word-of-mouth (WOM) marketing is made easier by social media ad-

vertising, and this has an enormous effect on brand awareness and reputation 

(Fossen and Schweidel, 2017). According to studies, television advertisements can 

influence the content of websites, which increases consumers' engagement with 

the brand and program of the advertisement. As a result, marketers can broaden 

the reach of their advertising campaigns through user-generated content and 

sharing on social media sites. Brand visibility and credibility can be significantly 

improved by this organic WOM (Fossen and Schweidel, 2017). 

2.4 The impact of social media advertisings on brand awareness 

According to several studies, advertising on social media can be extremely effec-

tive in generating brand awareness through a variety of approaches. One of the 

most significant advantages of social media advertising is increased exposure. Due 
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to the fact that consumers use social media to search for content, it enables busi-

nesses to make their brand accessible to millions of users. It contributes to the 

formation of positive connections and the enhancement of the brand's image. Fur-

thermore, researchers discovered a positive correlation between brand aware-

ness and brand equity, demonstrating the significance of expanding awareness 

through social media advertising. (Alhaddad, 2015). 

A positive user experience is an additional essential aspect that affects brand 

awareness through social media adverts. With social media, brands can interact 

with consumers with a new level of interactivity and entertainment. In social me-

dia advertisements, informative and engaging material has been demonstrated to 

be beneficial in raising brand awareness and attitudes towards the product 

(Efendioglu and Durmaz, 2022). The success of social media advertising for brand 

awareness is improved by this efficient implementation of social networks. 

Another advantage of social media advertising is the increased brand recall. Ac-

cording to study, social media advertising serves as a connection between con-

sumers and their purchasing decisions. Brand exposure through media on social 

networking sites makes clients more familiar with the brand, which affects their 

buying decision (Nofal and Aljuhmani, 2020). This showcases the effectiveness of 

social media advertising in increasing brand recall and influencing consumer pur-

chasing choices.  

A further signal of the effectiveness of social media advertising for brand aware-

ness is an increase in engagement metrics. It was discovered that social media in-

fluencers were the most successful in raising awareness because of their enor-

mous reach, ability to share content more quickly, and ability to increase the reach 

of the content (Patmawati and Miswanto, 2022). Influencers can assist in building 

brand awareness, boosting sales, and engaging customers. This demonstrates the 

significance of engaging social media influencers to promote a brand and increase 

awareness (Patmawati and Miswanto, 2022). 
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2.5 Instagram as a platform for fashion brand advertising 

Fashion firms can employ Instagram's advantages and features to improve their 

brand awareness campaigns. These features are designed to capture the attention 

of users toward fashion-related content. 

• Instagram Stories: Users can upload images and videos to Instagram Sto-

ries. The purpose of this feature is to generate content more casual, un-

planned. Users can customize their stories using a variety of texts, drawing 

tools, stickers, as well as visual effects. Users also can respond to stories 

using emoticons, messages. 

• IGTV (Instagram TV): Instagram's IGTV platform gives influencers and con-

tent creators an opportunity to upload longer videos which are more en-

gaging as well as informative than short clips. 

• Instagram Live: Instagram Live is a feature that allows users to stream live 

videos as well as watch them. People are now viewing live videos and hav-

ing the chance to like, comment, and respond in real time. 

• Hashtags: With the use of hashtags, users can search and locate content 

related to topics of interest. Hashtags assist in finding of content that has 

been categorized and labelled according to specific topics. This helps users 

find relevant content with popular and trending hashtags. Instagram users 

currently interact with the platform and each other primarily through 

hashtags. 

• Shopping tags: Businesses are able to use shopping tags to mention prod-

ucts in their postings, which makes it easier for customers to find and buy 

products from the platform. 

2.6 Fashion brand case study on Instagram success  

Instagram has proven to be an extremely efficient platform for fashion firms seek-

ing to improve brand awareness through social media advertisements. There are 
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several case studies available that demonstrate how to utilize Instagram efficiently 

for this purpose. 

Burberry is using storytelling to power its social media ads strategy. Burberry has 

introduced campaigns including “The Art of the Trench,” where customers were 

encouraged to create their own stories through images or video with the Burberry 

product. Burberry has enhanced their brand awareness while strengthening their 

emotional connection with their audience using the storytelling process (Hughes 

et al., 2016). 

Wardhani and Alif (2019) examine advertising exposure on Instagram to assess its 

impact on customers' behavioural attitudes towards the business and intention to 

purchase. The research highlights ads with features appealing to customers are 

essential in social media. H&M can ensure that they attract more impressions 

through high levels of user engagement by creating visually appealing and engag-

ing advertising, for example, on Instagram, which will enhance brand awareness 

and generate sales intent. 

Nike uses brand activism to raise awareness of the company. Nike has influenced 

societal change while also connecting with customers on a more profound level by 

associating itself with social or environmental concerns. Nike has shown a com-

mitment to social concerns through its social leadership initiatives, and this has 

caught the attention with customers, strengthening their corporate brand (Eyada, 

2020). 

Influencers on Instagram have played a part in promoting Zara as well. Since influ-

encer marketing is becoming increasingly important in social media advertising, a 

majority of Instagram users are familiar with this kind of advertisement. Zara's use 

of Instagram influencers has probably expanded its reach further than before and 

raised brand awareness among their followers (Muller and Boerman, 2021) 
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2.7 Social media advertising strategies 

Instagram has become an essential platform for fashion brands to connect with 

the target audience, especially young adults between the ages of 18 and 34. This 

section will explore various social media advertising strategies that fashion firms 

use to promote their products on Instagram. 

• Influencer marketing 

Influencer marketing has become one of the most effective strategies in social me-

dia advertising, and entails working with social media influencers to promote 

products or services. The use of influencer marketing on Instagram has become 

trending since it tries to reach a large number of people and increase brand aware-

ness (Veirman et al., 2017). Fashion brands usually collaborate with popular influ-

encers to increase their target audience.  

Instagram is an excellent platform for fashion branding strategies since it enables 

users to regularly view brand-related content included in the stories and posts of 

famous influencers on every single day (Jin et al., 2021). Consumers' opinions and 

purchase decisions can be affected by continued exposure to brand-related con-

tent through influencers. 

• User-generated content (UGC) 

User-generated content is content generated by customers that highlights the 

goods offered by the brand, such as reviews, images, and videos (Naeem & Ozuem, 

2020). In order to enhance brand authenticity as well as credibility, fashion firms 

encourage their clients design and share UGC. User-generated content also gives 

fashion firms the chance to promote their products in real-life situations, which 

increases product relatability and attractiveness to target customers (Naeem & 

Ozuem, 2020). 
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Furthermore, fashion firms employ UGC on Instagram to interact with customers 

and foster a sense of community. Brands can take advantage of the power of social 

media and word of mouth by encouraging people to generate and distribute con-

tent based on their products or services. The strategy performs successfully with 

influencers who have a significant impact on consumer buying decisions (Jin et al., 

2021). 

• Storytelling 

Storytelling is another strategy that fashion brands employed on social media. It is 

a powerful marketing strategy that helps to attract new clients, enhance the pop-

ularity of the company, and make it stand out among competing firms. Fashion 

brands may use a story-like framework to communicate their brand message, 

product, or service in an appealing way that remains in consumers’ minds. 

According to research by Yang and Kang (2021), storytelling is used in advertising, 

and it increases brand experience, customer love, and loyalty to the brands. 

Brands can create a deeper emotional connection with their audience and im-

prove their brand experience by bringing them into the story of the advertising. 

Thus, it can help build brand love and loyalty towards the company’s products or 

services. 

Moreover, storytelling advertising has been shown to increase customer purchas-

ing intentions. It enhances strong connections of brands with customers while also 

facilitating the entire branding process (Tsai, 2020). With a compelling story, fash-

ion brands should be able to get closer to their customers and influence their pur-

chasing decisions. 

Storytelling advertising is especially important in the fashion industry because it 

gives brands an opportunity to present their own identity, values and even aes-

thetics. Therefore, it assists in distinguishing fashion brands from others, and 
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creates a unique brand identity (Belova, 2021). Fashion companies may use story-

telling to connects with their consumers’ emotions that fit into their image of a 

brand. 



23 

 

3  METHODOLOGY 

3.1 Research design 

A quantitative research design is used in this research to examine the efficiency of 

social media advertising in raising brand awareness among young individuals in 

the fashion sector, using Instagram as a case study. Quantitative research design 

refers to the planned process of gathering, examining, comprehending, and pre-

senting of data as a way of addressing research questions or testing of hypothesis. 

It entails employing statistics and numerical data to come up with conclusions and 

generalizations concerning a specific population (Mohajan, 2020). 

Quantitative research additionally enables the investigation of a wide range of re-

search questions. Quantitative methods provide tools and techniques for collect-

ing numerical data which are then analyzed by statistical methods. This is benefi-

cial when determining relationships between variables, finding trends, and evalu-

ating hypotheses (Alsawaier, 2019). 

Additionally, conducting quantitative research allows for the replication of the in-

vestigation. The availability of standardized processes and measurement tools in 

quantitative research enables other researchers to replicate the investigation and 

cross-check the findings (Olojuolawe and Adelowo, 2022). It makes research more 

credible because findings can be confirmed in various contexts or populations, 

hence increasing the research's credibility. 

3.2 Data collection 

Surveys will be used as the main data collection method for this project to inves-

tigate the relationship between social media advertising and brand awareness 

among young people in the fashion industry on Instagram. The purpose of the 

questions is to evaluate participants' opinions, attitudes, and behaviors about 

fashion brands and their Instagram advertisements. The surveys were conducted 
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using Google Forms and were designed in five sections, using a combination of 

open-ended, multiple-choice, and scale questions. 

• Section 1: Demographic information. The survey will start by collecting in-

formation on age, and gender. This information will be useful for classifying 

and analyzing responses according to various demographic groups. 

• Section 2: Social media usage. Questions regarding the frequency of Insta-

gram usage, the type of content they engage with, and their interactions 

with fashion posts on Instagram. 

• Section 3: Perception of social media advertising. Participants should be 

invited to share their thoughts about various social media advertising strat-

egies. They are asked about the kinds of advertisements they find attrac-

tive, open to sponsored content as well as trust in Instagram advertise-

ments. 

• Section 4: Impact on brand awareness. This section explores the awareness 

of the participants towards fashion brands on Instagram and their relation-

ship with Instagram advertising strategies. There are questions to deter-

mine whether participants can recall specific brand advertisements, how 

these advertisements affected their perception of the brand, and whether 

they bought products from Instagram advertisements. 

• Section 5: Effectiveness of advertising strategies. The questions will exam-

ine participants' impressions of various social media advertising strategies 

used by fashion firms on Instagram. The survey questions will concentrate 

on the impact of influencers, sponsored content, interactive postings, and 

storytelling strategies on their brand awareness. 
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4  DATA ANALYSIS 

4.1 Demographic Information 

There was a total of 57 respondents that participated in the survey. The majority 

of them were young adults between the ages of 18 and 34. A large percentage of 

participants (70.2%) belonged to the 18–24 age group, while the second-largest 

group (21.1%) consisted of individuals between the ages of 25 and 34 years. A 

smaller proportion (7 %) were individuals aged 35 and above (See figure 1). 

 

Figure 1. Age group 

 

Figure 2. Gender 
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Figure 3. Use Instagram 

In terms of gender, 61.4% of the respondents were identified as female, while 

36.8% were identified as male (Figure 2). All the respondents said they used Insta-

gram (Figure 3). This widespread usage highlights the platform's popularity among 

young people, strengthening its position as a main channel for fashion-related 

content and advertising. 

4.2 Social media usage 

Figure 4 shows that 66.7% of respondents use Instagram multiple times a day, 

showing a high level of engagement. This indicates that individuals heavily depend 

on the media to carry out their daily and leisure activities. In addition, 22.8 % 

indicated that they used it only once per day, showing a high level of regular usage 

among respondents. 



27 

 

 

Figure 4. Frequently of using Instagram 

Many of the respondents indicated that they mostly use Instagram to interact with 

fashion-posts (44 people), followed by lifestyle posts (35 people), as well as food 

posts (32 responders) (Figure 5). Furthermore, more than three quarters (77.2%) 

of users interact with fashion-related postings often or very often, showing a high 

level of passion for fashion content on the social media platform (Figure 6). 

 

Figure 5. Engage with content. 
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Figure 6. Interact with fashion posts. 

4.3 Perception of social media advertising 

According to an analysis of respondents' favorite ad types, Influencer collabora-

tions were considered the most appealing, with 66.7% of respondents showing 

interest, highlighting the significant influence of influencers on promoting 

brands and customer perception (Figure 7). 

Moreover, the large percentages for story ads (52.6%) and video ads (47.4%)  

demonstrate that consumers are more attracted to visually appealing and engag-

ing content (Figure 7). 
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Figure 7. Attractive type of advertisement 

Two-thirds of respondents said that they were open to sponsored content on In-

stagram at various levels. Specifically, 29.8% were moderately open, and 38.6% 

were slightly open, showing a high level of openness to sponsored content (Figure 

8). 

 

Figure 8. Open to sponsored content 

Nearly half of the participants (49.1%) answered that they were neutral about 

trusting Instagram advertising. Following this, 38.6% reported that they were 

somewhat trusted them, and just 10.5% reported that they were distrusting them 

to different levels (Figure 9). 
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Figure 9 Trust in advertisements. 

4.4 Impact on brand awareness 

Recently, 86% of respondents were able to recall specific fashion brand advertise-

ment they had seen on Instagram. A high recall rate highlights the capability of 

Instagram as an effective platform for showcasing brands, and it also shows that 

the content has a strong connection with the audience (Figure 10). 

Furthermore, these advertisements had a largely positive impact on brand percep-

tion, with a percentage of 94.7%. This suggests that Instagram played a significant 

role in shaping positive perceptions of fashion brands (Figure 11). 
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Figure 10. Recall a specific fashion brand advertisement. 

 

Figure 11. The impact of advertisements of the perception of the brand. 

Figure 12 shows that 82.5% of the participants confirmed purchasing a product 

after seeing Instagram advertising. The high conversion rate for fashion ads on 

Instagram demonstrates that Instagram has a strong impact on shaping consumer 

behavior for fashion ads. 
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Figure 12. Purchase behavior 

4.5 Effectiveness of advertising strategies 

When analyzing the impact of various advertising strategies, influencer marketing 

generally receives a high rating. The positive replies from 38 individuals who rated 

it extremely or very effectively demonstrated its potential as an important ele-

ment of successful social media advertising strategies. User-generated content as 

well as interactive postings also gained positive evaluations, demonstrating their 

impact on brand awareness among young people (Figure 13). 

 

Figure 13. Perceived effectiveness of advertising strategies 

Respondents chose influencer collaborations as the most successful strategy for 

increasing brand awareness on Instagram, followed by user-generated content, 

interactive posts, story, and sponsored content (Figure 14).  



33 

 

 

Figure 14. The most effective strategies 

Most people (89.4%) believe that social media advertising plays an important role 

in raising brand awareness on Instagram in the fashion sector (Figure 15). Nearly 

three-quarters of respondents (77.2%) say they started following a fashion brand 

on Instagram after viewing their advertisement, demonstrating that advertising 

promotes audience growth (Figure 16). 
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Figure 15. Beliefs about social media advertising  

 

Figure 16. Frequency of following a fashion brand on Instagram 
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5  DISCUSSION 

5.1 Findings on the impact of brand awareness 

The data collected highlight the significant influence social media has on brand 

awareness of young individuals in the fashion industry, especially on Instagram. 

The high percentage of respondents (86%) who were able to recall spe-

cific brand advertisements suggests that Instagram is a useful tool for boosting 

brand awareness (Figure 10). This platform has visual characteristics as well as in-

teresting content, making it an excellent place for fashion firms to reach their tar-

get customers. Furthermore, these ads had a 94.7% positive impact on 

participants' perceptions of the brand, emphasizing the persuasive power of social 

media advertising (Figure 11). The huge impact on brand perception demonstrates 

the importance of Instagram in shaping fashion customers' attitudes towards 

fashion businesses. 

The data collected also showed that 82.5% of participants said they had purchased 

a product after viewing Instagram advertising (Figure 12). The strong positive 

relationship between ad recall and purchase demonstrates the direct connection 

between consumers' attitudes towards Instagram ads and their purchasing 

behavior. This indicates that successful Instagram advertising not only increase 

brand awareness but also influence young adults' purchasing decisions. 

5.2 Successful strategies 

The survey explored a variety of social media advertising strategies and found that, 

according to 21 participants, collaboration with influencers is the most effective 

strategy to increase brand recognition on Instagram (Figure 14). This is in line with 

the current trend in which influencers play an important role in influencing con-

sumer choices and product advertising. 

Good evaluation was also given to interactive posts and user-generated content, 

showing that strategies involving consumer participation and engagement have 
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played a crucial part in increasing brand awareness. Additionally, the use of story-

telling strategies was also considered to be effective, emphasizing the significance 

of developing an engaging story that appeals to the target audience. 

5.3 Practical implications for fashion brands 

This survey provides practical information on the most successful advertising strat-

egies on Instagram for fashion businesses to increase their brand awareness. The 

widespread use of influencer collaborations suggests that collaborations with in-

fluencers could be an efficient strategy for reaching and engaging young individu-

als in the field of fashion. 

Fashion businesses can also consider promoting user-generated content and in-

teractive postings to encourage community building and involvement with their 

target audience. Employing storytelling strategies to create appealing stories helps 

improve brand image and connect with customers. 

The openness of respondents to engage with sponsored content also offers brands 

a chance to evaluate different forms of advertising. Adoption of various combina-

tions of image ads, video ads, and stories ads, as well as influencer collaborations 

and user-generated content can develop an effective social media platform. 
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6  CONCLUSION 

6.1 Main findings 

The study investigated the effect of social media advertising on brand awareness 

in the fashion sector among young individuals on Instagram. Several significant 

findings were drawn from an online questionnaire with 57 participants. Based on 

the demographic data, a concentrated representation of the target age group (18–

34 years) was noticed, with the majority of the group falling between 18 and 24 

years. Most of the respondents were female as, which is in accordance with the 

recent trend regarding the use of social media. Social media usage patterns high-

lighted how young adults use Instagram regularly, with a significant number of 

them using the app several times a day. Fashion-related posts were found to be 

the most engaging, showing the importance of the platform for fashion brands. 

The participants indicated that they preferred influencer collaboration, but video 

ads and story ads received significant positive ratings as well. There were also high 

recall rates, positive perceptions, and a strong influence on purchasing decisions, 

all of which indicated that these measures positively affected brand awareness. 

Influencer marketing has been found to be the most effective advertising strategy, 

highlighting the critical role influencers play in influencing brand awareness and 

perception. User-generated content and interactive posts were also received pos-

itively, highlighting the significance of authenticity and engagement. 

6.2 Limitations and suggestions for further research 

6.2.1 Limitations 

This study focuses primarily on Instagram, which limits its ability to compare the 

relative efficacy of different social media platforms for fashion advertising. Com-

parative studies across various platforms can provide an additional overview of 

platforms with the greatest impact on brand awareness and engagement. 
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The findings may be limited to the specific demographic research. The 

effectiveness of social media advertising in various contexts could be better 

understood by expanding the research to include a wider variety of ages or 

different cultural backgrounds. 

Another limitation is the use of self-reported data, which can be generated from 

respondents' personal perceptions. Therefore, further research should combine 

quantitative as well as qualitative methodologies to confirm the findings and ac-

quire better knowledge of customer attitudes. 

6.2.2 Suggestions for further research 

Comparative analyses are conducted on different social media platforms (such as 

TikTok and Facebook) to evaluate their ability to impact brand awareness and pur-

chase decisions in the fashion sector. A comparative analysis may identify unique 

elements of each platform as well as the best approach to adopt each platform. 

The study considers the representation of diversity in fashion advertising on social 

media platforms as well as its impact on brand perception among young people. 

To create more diverse advertising strategies, it can be helpful to investigate how 

different demographic groups respond to diverse and inclusive content. 
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