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This ebook was created to summarize a collection of research 
blog posts from our blog, SMAD341fashion. Written by 
Kendall Berton, Megan Learn, Beckie Sweet, Liz Bixby, and 
Emily Lucas-Fitzpatrick, this ebook will discuss the importance 
of incorporating social media into the fashion industry. You 
will delve into several social media tools and how they can be 
used to your benefit in the fashion industry. With real world 
examples and some basic guidlelines, we hope this book will 
assist you in your quest to choose a social media platform (or 
hopefully multiple platforms). Because the social media world 
changes so quickly, we apologize for any out-of-date material 
for future readers.  
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Fashion designers and the fashion industry were known as an elite 
and untouchable world. The average person only caught an inside 
glimpse of this world through magazine advertisements and exclusive 
articles. Fashion designers and their lifestyles were a complete mystery 
to many of their fans and followers. Social media has finally caught up 
to the fashion industry; its use has transformed the elite world of high 
fashion into something accessible to anyone interested in fashion.

The powerful combination of Web 2.0 and social media has truly 
changed how people utilize and value the Internet.  Web 2.0 allows for 
simpler interactivity and accessibility to information online.  Social 
media encourages making connections and sharing similar interests 
with different people. Nothing is inaccessible anymore. The network 
that is created through these connections allows for individuals and 
even major companies to search, discover and market like never before.

The simplicity of social media platforms in sync with Web 2.0 has 
made drastic changes in expectations that designers of the fashion 
industry need to adapt to.  Fashion designers can no longer hide 
behind one-way push tactics of the past, they must be authentic, open 
and online. Social media users want to engage and participate with 
the fashion designer. Online expectations have changed from being 
talked at, to having conversations. A designer’s popularity is now based 
on standing out, reaching out, and their unique utilization of social 
media tools. This E-Book will discuss the implications, strategies, and 
examples of social media tools in the fashion industry. Specifically, this 
E-Book will discuss fashion in relation to Facebook, blogging, Twitter, 
Pinterest, and YouTube.

Facebook is a platform to give fashion designers the ability to reach 
millions of consumers at a time, hold legitimate conversations with 
the consumers, monitor what is being said amongst them, and to 
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easily gain feedback from consumers about products. These elements 
make Facebook a worthwhile tool for those in the fashion industry.

Facebook is beneficial for fashion designers seeking to gain social media 
prominence because of its popularity. A February 2010 article titled 
“How the Fashion Industry is Embracing Social Media1”discusses this 
idea. Fashion companies are using social media, such as Facebook, to 
connect with their audience more than ever. According to Facebook’s 
online newsroom(2), as of October 2012, Facebook has one billion users. 
This makes for roughly 14% of the entire world that is on Facebook. 
The broad reach of Facebook around the world makes it the ideal social 
media platform for companies to use, especially companies rooted in 
fashion.

Creating a page on Facebook seems simple enough, but there are 
some key matters to keep in mind. Hosting a webpage and hosting an 
effective webpage are very different principles.

To ensure the most effective Facebook webpage possible, it is important 
to identify your target audience. This definition will help to tailor the 
look and feel of your page to be appealing to your potential consumers. 
Buisnesslink(3) suggests segmenting customers into smaller groups 
to better identify the market toward the right public. As a result, 
this segmenting leads to a better opportunity for profit. Once your 
audience is identified, create a proper strategy for your page. This is the 
time to decide upon basic elements, such as who will be posting, who 
will respond to user comments, who will monitor user comments, how 
often posts will be made, and what the posts will be about. As a result, 
this will lead to a better opportunity for profit.

It is vital to include visuals(4). The social media audience demands 
attention-grabbing material, such as infographics, pictures, and videos. 
These elements will present information in an easy-to-understand 
manner that will help consumers to acknowledge to your message and 
form their opinions.

Audiences expect to be heard. Responding to comments and facilitating 
conversation between those who “like” or subscribe to a Facebook page 
will lead to their increased interest and satisfaction, according to an 
April 2011 article by Mashable(5).

Audiences 
expect to 
be heard. 
Responding 
to comments 
and facilitating 
conversation 
between those 
who “like” or 
subscribe to a 
Facebook page 
will lead to 
their increased 
interest and 
satisfaction...
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Negative comments must be met with a helpful response and an 
inquiry as to what your company can do to remedy the situation. 
Deleting or responding harshly to negative comments is not the 
answer. You must anticipate negative comments and have a plan so 
your company is prepared for action in the most helpful way.

A great example of a company has maintained a successful Facebook 
presence is Louis Vuitton. As discussed in an article by Social Media 
Today(6), the company paved the way for online streaming of runway 
shows. Their live broadcast of a 2009 fashion show was only accessible 
by those who had “liked” their Facebook page. This generated a lot of 
buzz about the company and encouraged people to like the page to 
contribute with the company. The broadcast also allowed for real-time 
comments and conversations among the members of the Louis Vuitton 
Facebook page. The company discovered instantly which outfits were 
well-received. Since then, other fashion companies, such as Burberry 
and Gucci, have also streamed their fashion shows live. This illustrates 
clearly that live-streaming through Facebook is definitely a useful tool 
that you and your company should consider using.

Victoria’s Secret is another company with a great Facebook presence. 
With over 20.1 million “likes” on its page, the company is able to 
connect to a vast audience. A clear advantage Victoria’s Secret has 
benefited from is receiving direct feedback from their customers 
through the page.

Managing and maintaining an efficient Facebook page will increase 
transparency and deepen relationships with consumers and colleagues 
in the industry. Managing the website to be as effective as possible is 
not always an easy objective for a company, but it is necessary for the 
good of the company. Your company Facebook has the potential to be 
one of the most powerful tools at your disposal.

For fashion designers, images are far more powerful than pages of 
text. In this era of social media and Web 2.0, customers and fans 
want the access to the authenticity and transparency of their fashion 
designers beyond the runway and advertisements. Pinterest(7) is a 
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dynamic medium to share visual images, to be more 
authentic, and to increase transparency in social 
media as a fashion designer.

Images are already a vital property of the industry. 
Pinterest already showcases crucial features of the 
fashion industry that have always been in existence; 
lifestyle, design, events, apparel and media(8). 
Pinterest enables powerful conversations and many 
other significant benefits around a visual centerpiece 
on a 24/7-access platform.

Driving referral traffic (9) is the key that drives the 
engine of Pinterest.  You want to share photos and 
get as many “repins” as possible.  The more repins an 
image has, the more authority and attention it will 
earn on the site.

Reaching potential customers is one of the greatest aspects of Pinterest. It allows users to 
look and discover new ideas, trends and items that inspire them.  More importantly it 
inspires to want to make purchases in the future(9).  It is an extremely unique feature that 
lacks in many other social media sites.

There is a solid base of key demographics that are already on Pinterest. The site attracts 
more women in a wider range of ages with the ability to reach regular customers. 
According to MDGadvertising(10), the popularity in Pinterest continues to increase with 
females, varied in ages 25-50 as the most popular demographic.

Even though Pinterest is still developing in terms of proper protocols, however there are 
proper practices and guidelines(11) to achieve a successful account in their article “How 
to Build Pinterest Promotion.”

Use high quality attractive photos and images that have an authentic purpose 
and representation of you as the fashion designer.  Keep in mind that you are still a 
professional.

Oraganization is absolutely key. Keep your board categories organized. Be sure titles 
for your boards describe the photos clearly.  It is counterproductive if followers have to 
pause and contemplate what your board is about from its title.
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It’s important to follow others in your industry.  This is your 
competition.  You can learn a lot about what a fellow designer is doing 
right or wrong with social media through monitoring others behavior. 
It can act as another means of inspiration.

Update your account regularly. You need to maintain your presence 
and realize that your followers are going to be watching your activity 
frequently.  Updates and activity on the account needs to be regular 
and timely.

Encourage your followers to share their photos and maintain regular 
updates are vital as well.  To be involved in social media, it is imperative 
to include your followers. 

Add value to your re-pins. The power of repining is extremely important 
in Pinterest. Use the formula that is very similar to Facebook.  The 
formula of “cost per like” can be extremely beneficial when measuring 
success on Pinterest. Instead, it would be “cost per re-pin.”

Michael Kors(12) is a leader in the fashion design industry when it 
comes to social media. His Pinterest account is nothing short of a 
prime example for other fashion designers to learn from.

Michael Kors(13) showcases the variety of aspects of his life as a fashion 
designer in his Pinterest accout. His page is clear to navigate and 
understand.  He creates an authenticity by emphasizing his brand 
throughout his page. His titles for his boards are fun and informative 
to showcase his brand and new apparel with “Shoe Envy” and “Watch 
Out.” He even archives special photos and irreplaceable moments 
from the past.

Kors goes above and beyond his designs and new apparel to be more 
transparent, by moving away from exclusivity of his industry. He 
has boards catered to his lifestyle and to things he personally enjoys. 
Boards such as “Soul Food” “Travel Diary” and “MK Madrid” give us 
an insight to him and what he likes. He recognizes other colleagues in 
his industry also have accounts, and he follows them to monitor the 
competition.

Kors has taken careful steps to make sure he does not fall in the category 
of “what not to do.”(14) His photos are not ugly and could easily be 



Twitter is 
becoming 
a primary 
platform to 
exchange 
material, along 
with blogs 
and YouTube. 
Brands can 
create a 
feedback loop 
and in turn 
impacting how 
the brand is 
perceived by 
consumers due 
to how they 
provide greater 
transparency 
by sharing such 
content.

“

”

taken off his Pinterest to an advertisement. Kors is aware that the size of 
the image matters, never is an image too small or too for followers to see 
it. He doesn’t overload his followers by over-pinning.  He is timely and 
consistent with his activity on the site.

The appeal of Pinterest is clear for many industries, however, for the 
fashion designer, there should be no question. Fashion designers must 
adapt to share more images of lifestyle, personal interests and behind 
the scenes aspects. Practicing authenticity and transparency will achieve 
those goals. A picture says a thousand words, but “pinning” means more.

Twitter has established itself as the leader of microblogs… brief about 
it.(15) The fashion industry’s presence on Twitter is growing as designers 
are discovering the importance of being active in social networking sites 
and its impact on their brands.(16)
 
There are numerous benefits from participating on twitter:
 Greater brand awareness by existing in an open social media   
 platform that is accessible to many(17)

 Opportunities to increase engagement due to it’s less formal 
 structure leads to greater interactivity between brands and 
 their followers. For example, one personal response to a tweet 
 can still be seen by many thus followers can recognize the 
 directness of communication without being directly apart of the 
 conversation. Twitter is most valuable for external 
 communication with customers, also as a medium for response.(18)

 Drives referrals to website through sharing exclusive sales, 
 new releases(19)

 Creates transparency for fans- making a positive perception-
 join the conversation in order to get connected with their clients 
 (16), releasing personal and exclusive content (20), and network 
 with other professionals (21)
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To reap the rewards of all the benefits you must make sure you keep in mind these guide 
lines:

 Updating regularly creates a reason for followers to follow, but avoid bombarding 
 followers with too many tweets at a time

 Supplying new information, photos, and user generated content that cannot be  
 accessed anywhere else. User Generated Content, or UGM, is becoming a medium 
 for a brand to establish and share content. Twitter is becoming a primary platform 
 to exchange material, along with blogs and YouTube. Brands can create a feedback 
 loop and in turn impacting how the brand is perceived by consumers due to how 
 they provide greater transparency by sharing such content(20)  

 Tweet-walks where they shared images of their models on the runway with their 
 Twitter followers(22)

 Maintain a Personal and Consistent voice-makes it feel consistent and real(3)(7)

 Personal direct connections with clients to explain ideas behind designs and share 
 TwitPics to fans(16)

 Ability to respond and retweet to those whom tweet at brand or about the brand
 
Aliza Licht exemplifies how a fashion brand can 
utilize Twitter to create and maintain a relationship 
with followers. The senior vice president for global 
communications at Donna Karan International has 
developed the Donna Karan brand into a social media 
icon in the fashion industry. She had been sharing her 
inside access to hundreds of thousands of followers on 
Twitter; tweeting about the inner workings of Donna 
Karan with sass and style. She has shared the hectic 
behind-the-scenes of fashion shows and fittings to the 
intimate detail of her daily life. Licht created DKNY PR 
girl into who young, fashion focused women wanted to 
become and be friends with.
 
Licht is a prime role model for the integration of Twitter 
and fashion. She received awards for Best Twitter and 
Best Blog by a fashion brand at the Fashion 2.0 Awards, 
hosted by the blogger network: Style Coalition.

For DKNY PR girl, Licht uses a less formal and 
more personable voice, she sounds feminine yet 
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knowledgeable. She has taken note of how social media breaks down 
the traditional conversation structure into a more open access web. 
To take advantage of this, she has even used her Twitter account to 
make contacts within the fashion industry with fellow social media 
conscious individuals, such as InStyle’s Ariel Foxman.
 
Licht managed an online viewing party for the People’s Choice 
Awards, monitoring and taking advantage of conversation about the 
brand on Twitter. She demonstrates how you need to be apart of the 
conversation and present because its happening whether you do or 
don’t(7).
 
The vast popularity and the variety of conversations that are taking 
place on Twitter is something that cannot be ignored.

Blogging is a popular social media tool that continues to grow and 
grow. As of October 2012, there were roughly 81.4 million Tumblr 
blogs(23) and 58 million Wordpress blogs(24) in existence worldwide. 
Because there are so many people on the Internet talking with one 
another about interests and passions, blogging is no small thing for 
any company to ignore. So how can your fashion designer or brand 
utilize this powerful promotional tool? The key is collaboration.

When you are looking for a fashion blogger to collaborate with, look 
for a blogger that is a largely influential. It is important to choose 
a blogger that is considered a style authority in order for readers to 
listen and respect what a blogger writes.  It is important to make sure a 
chosen blogger has a large following of your target audience. A blogger 
with great influence in the auto community is little good to you.

You want to find a blogger that has a genuine and personal voice. It is 
important to find a blogger with a real and genuine personality. People 
want to hear the truth and want to feel like they’re talking to a real 
person. A blogger needs to have a personal voice. Personality allows 
bloggers to connect with their audience, encouraging them to return 
to their blog.
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Most of all, the blogger must practice 
transparency. While there is no problem with 
brand-blogger partnerships, there is a problem 
with not fully disclosing these partnerships to 
the readers. Bloggers can be shy about discussing 
these partnerships in fear of losing readership 
trust, but it is the blogger’s responsibility to 
distinguish the difference between an editorial 
piece and advertising.

Fashion bloggers have made a lot of noise in the 
industry, gaining a lot of attention from brands 
and designers. Bloggers make fashion attainable 
to girls who are looking for a realistic style, 
reaching a huge audience that has otherwise 
had no real insight into the fashion world. One 
girl in particular, Tavi Gevinson, is the ultimate 
example of fashion blogger success. At age 11, 
Tavi started her first style blog Style Rookie. 
The blog featured pictures of her outfits, writing 
about inspiration music and images, and her 
thrift store shopping experiences. Her blog became a huge success and even Miuccia 
Prada, Lady Gaga, and Courtney Love began reading it. She interviewed Rei Kawakubo 
in Tokyo, has been profiled by the New York Times, starred in a video for Rodarte’s 
Target clothing line, given a TED talk, and taken a blog tour across America(25). The 
designers that worked with Tavi not only changed this girl’s life, but also gained a lot of 
attention for themselves from Tavi’s blog posts.

Lucky Magazine, a magazine about shopping, recognized the need for integration 
between print and digital materials with their fashion-frenzied audience, so they 
launched an initiative to reach out to bloggers. The magazine wanted to do more than 
just sell ad space or pay bloggers for promotions; they wanted bloggers to experience what 
their magazine was all about. Editor-in-Chief Brandon Holley recognized that fashion 
bloggers reach a different audience and create a whole new tier of content. You can either 
ignore that content or you can recognize and work with it, and Lucky decided to go 
with the latter.  The magazine decided to launch its first ever two day FABB: Fashion 
and Beauty Blog Conference in August of 2012(27). This conference was the first of its 
kind in the fashion world, bringing together important leaders in digital fashion, beauty, 
technology and celebrities alongside influential advertisers and bloggers.  The first day of 
the conference was full of panels and keynote speakers, while the second day the bloggers 
were taken around Manhattan on an exclusive shopping trip. The conference went over 
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perfectly. The magazine was able to greatly expand their audience not 
only by reaching the blogger’s followers, but also by those followers 
sharing and re-blogging material to their peers.  Lucky was able to 
recognize the multiple benefits of working with fashion bloggers and 
with great success made themselves an example for others to follow.

Blogging is an exceptional tool to practice in social media. Other 
designers and companies are finding new ways to utilize this social 
media tool every day. In the fashion industry, it is vital to be able to 
stand out and steal the spotlight. Collaboration is the key to success. A 
collaborative relationship benefits the blogger, but more importantly 
it benefits you. Bloggers are real people with real passion, looking to 
share their interests with other passionate people on the Internet. Your 
company wants to be seen and heard by fashion lovers. Fashion lovers 
want to see your products and get behind-the-scene content. In the 
end, everyone wins. 

YouTube is a great social media tool that can visually promote your 
brand through streaming videos on the Internet. You can easily post 
videos then receive comments and ratings, likes and dislikes on your 
content. People discuss videos face-to-face as well as online. Recently 
purchased by Google, YouTube is convenient because it is free and has 
the ability to be linked to all of your other social media outlets, such 
as Facebook and Twitter. This gives your followers a more dynamic 
way to receive information. Instead of reading countless pages of text, 
they can watch a fast, timely video of all the action on your specific 
channels. In order to be successful on YouTube, you must continually 
add and update new content to your channel. Creative, thoughtful 
and properly tagged videos will receive more traffic (28).

Fashion is an industry based on visuals; the focus is to central those 
visuals to people’s sense of sight through clothing, accessories, and 
models. Recently, more fashion designers have been adding their 
runway videos to YouTube. This lets viewers at home feel as though 
they are a part of the action. This new feature also provides customers 
with the chance to see the latest trends and to feel connected with the 
fashion industry.
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YouTube videos can be embedded on Facebook and blogs alike, 
making it a versatile and appealing social media tool. Watching videos 
creates different kinds of engagement, as opposed to reading a tweet or 
a Facebook post. Watching concise timely videos is a unique contrast 
with other social media platforms. There is an increase in stimulation 
that generates a deeper engagement for the audience and a greater 
feeling of connectivity with the company.

Two companies in the fashion industry are utilizing YouTube very 
effectively; Nine West and French Connection. Nine West (29) recently 
created the Channel 9 YouTube Network in order to better engage 
the fashion-obsessed with their favorite designers, styles and more. 
Branding and providing entertainment to their viewers are the goals 
of this network. Channel 9 offers video series including:
 
 Kate’s Kartel

 Shoe Hoarders

 You’ve Been Schooled

 Fashion Gods

 What is REALLY on the Red Carpet?

These programs give viewers behind-the-scenes access to events, 
allowing them to be a part of the processes in the fashion industry 
they never have before. The brand ambassador to Nine West, Kelly 
Cutrone, also has a video series giving advice, news, and current 
information on the clothing company. Users will be able to interact 
and access Channel 9 through Facebook, Twitter, and Tumblr. This 
is an exclusive experience and gives them the opportunity to decide 
where they want to go. Nine West’s use of multiple social platforms, 
along with their use of traditional advertising, will help them reach 
their goals of branding and providing entertainment to their viewers.

French Connection has developed “YouTique,” a boutique for 
YouTube. Louise Roe, the stylist for French Connection, is present 
in each video and gives viewers the opportunity to learn how to style, 
wear, and buy each item of clothing seen on the screen. This is an 
inventive way to get viewers to buy their products. The combination 
of these elements helps to engage and allow for an individualized 
experience. “YouTique”(30) has brought in higher per average sales 
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Video content increases quarterly ratings by an average of 134% for fashion industry retailers and is clearly 
an imperative investment. 31

than any other social media channel used. These elements help to engage and allow for 
an individualized experience.

One concept that French Connection has mastered is how to correctly channel and 
interact their brand with their customers by utilizing video advertising. They have 
discovered many of their customers are on YouTube, so it is only natural to reach out to 
them through this platform. The goal after the video is seen is to intrigue the consumer 
and urge them to act after the video is over. French Connection is interactive with their 
YouTique; this involvement with their customers is helping them lead the way in with 
a new shopping experience. Many high-end retail companies should follow their lead, 
as YouTube is the next big thing in online advertising.

Fashion designers are now implementing videos along with their print ads to increase 
brand awareness, such as providing the YouTube link on an advertisement in Vogue.  
This provides the audience with the opportunity to see the clothes in action. YouTube 
is a great tool for fashion designers and the fashion industry because:

 Visually shows off the clothes

 Invites viewers into the world of fashion

 Low cost way to advertise

While gaining and maintaining your audience is important, a business’ most important 
goal is to keep themselves in business. If you are currently not creating video content, 
you are losing money. That’s the bottom line. 

video’s impact on conversion rates (cvr)
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It is clear that traditional expectations and customs of the past are 
no longer enough to satisfy your audience. Utilizing these tools, 
Facebook, Pinterest, Twitter, Blogging, and Youtube, allows you to 
move forward in social media and Web 2.0. Working with these tools 
will help increase transparency, collaboration, authenticity, and reach. 
These best practices have become an expectation from the audience. It 
is vital to start your social media integration now. 
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