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Objective: The purpose of this research is to present a social media marketing
model in the fashion and apparel industry using grounded theory.
Methodology: The nature of the present research is exploratory, employing
qualitative data. The statistical population of the research includes experts
and Ph.D. professors in marketing management at universities in Mazandaran
Province. The researcher utilized the snowball sampling method to achieve
theoretical saturation, which was attained after conducting interviews with 14
experts and scholars. Qualitative data were collected using structured
interviews and analyzed through the qualitative grounded theory method.
Findings: Four axial codes were identified and reported for causal factors,
including online electronic business developments, online electronic business
experience, characteristics of online customers, and social media marketing
capabilities. For contextual factors, four axial codes were identified and
reported, including online digital culture, online digital thinking, online
electronic transformation infrastructure, and online digital leadership.
Additionally, four axial codes were identified and reported for intervening
factors, including cultural factors, social media challenges, and social and
legal factors. For the central phenomenon, three axial codes were identified
and reported, including social media marketing tools, social media marketing
advertising, and social media marketing performance. For strategies, five
axial codes were identified and reported, including the use of influencer
marketing, investment in social media marketing, digital knowledge
orientation, digital culture creation, and logistics (support) strategies. Finally,
customer attitudinal and behavioral outcomes, as well as organizational
outcomes, were identified. Conclusion: This research was initiated to
develop a social media marketing model in the fashion and apparel industry
using grounded theory. Through the qualitative method, the research
progressed and reached a comprehensive model. At the end of the study,
recommendations based on the researcher’s experiences are presented.
Keywords: Social Media Marketing, Fashion and Apparel Industry,
Grounded Theory
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EXTENDED ABSTRACT
Introduction

The rapid evolution of digital technology has significantly altered the landscape of marketing,
particularly within the fashion and apparel industry. Social media platforms have emerged as powerful
tools for marketing, enabling brands to engage with consumers in real-time, build brand awareness, and
influence purchasing decisions (Suariedewi, 2023). The increasing use of social media for marketing
purposes has drawn considerable attention from both academic researchers and industry practitioners. This
shift towards digital marketing is particularly evident in the fashion and apparel industry, where visual
content plays a crucial role in consumer engagement (Bevan-Dye, 2023). Despite the widespread adoption
of social media marketing (SMM), there is still a need for a comprehensive understanding of how SMM
strategies can be effectively employed in the fashion and apparel sector. This study aims to address this
gap by developing a social media marketing model tailored to the fashion and apparel industry, using
grounded theory as the methodological framework.

Methodology

This research adopted an exploratory qualitative approach, using grounded theory to develop a
model of social media marketing specific to the fashion and apparel industry. The study focused on a
sample population of experts and Ph.D. professors in marketing management from universities in
Mazandaran Province. A snowball sampling method was employed to achieve theoretical saturation,
which was reached after conducting interviews with 14 experts and scholars. Data collection was carried
out through structured interviews, which were subsequently analyzed using the qualitative grounded
theory method. The analysis involved identifying key themes and categories that emerged from the data,
which were then used to construct the social media marketing model.

Findings

The study identified several key factors that influence the effectiveness of social media marketing
in the fashion and apparel industry. These factors were categorized into four main groups: causal factors,
contextual factors, intervening factors, and the central phenomenon. For causal factors, four main codes
were identified: online electronic business developments, online electronic business experience,
characteristics of online customers, and social media marketing capabilities. Contextual factors included
online digital culture, online digital thinking, online electronic transformation infrastructure, and online
digital leadership. Intervening factors comprised cultural factors, social media challenges, and social and
legal factors. The central phenomenon was defined by three main codes: social media marketing tools,
social media marketing advertising, and social media marketing performance. The study also identified
five main strategies for successful social media marketing: influencer marketing, investment in social
media marketing, digital knowledge orientation, digital culture creation, and logistics (support) strategies.
Lastly, the study highlighted key outcomes related to customer attitudes and behaviors, as well as
organizational impacts.
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Discussion and Conclusion

The findings of this study contribute to the growing body of literature on social media marketing
in the fashion and apparel industry by providing a comprehensive model that integrates various factors
influencing the effectiveness of SMM strategies. The identification of causal factors such as online
electronic business developments and customer characteristics aligns with previous studies that emphasize
the importance of understanding consumer behavior in the digital space (Abbas, 2023). The study also
underscores the significance of contextual factors, including digital culture and leadership, which are
crucial for the successful implementation of SMM strategies (Shen, 2023).

The role of intervening factors, such as cultural and social media challenges, highlights the
complexities involved in SMM, particularly in addressing consumer skepticism and navigating legal
regulations (Childs et al., 2019). The central phenomenon identified in the study—comprising social media
marketing tools, advertising, and performance—demonstrates the multifaceted nature of SMM in the
fashion industry, where various tools and techniques must be effectively integrated to achieve desired
outcomes (Firdaus & Kusdibyo, 2021).

The strategic recommendations derived from the study, including the use of influencer marketing
and the creation of a digital culture, are consistent with existing literature that advocates for a more
personalized and culturally relevant approach to SMM (Bevan-Dye, 2023). The study’s emphasis on digital
knowledge orientation and logistics strategies further highlights the need for brands to invest in both
human and technological resources to enhance their SMM efforts (Saha & Sahney, 2021).

In conclusion, this study provides valuable insights into the factors that drive the success of social
media marketing in the fashion and apparel industry. By developing a grounded theory-based model, the
research offers a structured approach for brands to navigate the complexities of SMM and optimize their
strategies for better consumer engagement and organizational outcomes. Future research could build on
these findings by exploring the model’s applicability across different regions and industries, as well as
examining the impact of emerging digital trends on SMM practices.
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