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I. Abstract 

 

Online purchase of clothes, social media and opinion leader processes 

An explorative study with a mixed-methods approach 

 

The goal of this study was to explore the customer journey of an online purchase of clothes 

and to identify potential opinion leaders in the decision-taking phase before the purchase. 

Important questions to be analyzed were through which channels might customers get 

influenced and by whom. A special focus was put on the role of Facebook and Twitter during 

this process. In a later part of the study, the communication strategies of three clothes brands 

(H&M, Nelly and Halens) were studied with respect to their Facebook and Twitter channels, 

in order to understand how and with what kind of content they approach their customers. 

In this study a mixed-methods approach was used (survey, qualitative interviews, content 

analysis), in order to get an as complete picture as possible from the customers’ behavior. To 

explore the customer’s perspective, an online survey was used as well as qualitative 

interviews. The content analysis was applied to investigate the company side. 

The results of this study show that the respondents are mainly influenced in their decisions by 

their friends in an offline channel (face-to-face), and not through social networks. Facebook 

and Twitter do not influence the customers (or maybe only to a minimal extent). Thus, one 

conclusion of the study is that social media like Facebook and Twitter do not have a major 

influence on the online purchase of clothes, at least not on a conscious level. Instead other 

factors can have more influence, like face-to-fact contact with friends, as mentioned in the 

study. These findings are important for companies and should make them consider the 

important aspect of the offline-impact in future marketing strategies. 
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1. Introduction 

The internet and its manifold opportunities, like for example the social media, are playing a 

dominant role in the people’s daily lives. Traditional media have been partially replaced by 

social media and also the communication with friends and other people occurs more and more 

frequently through the different social media channels. However, the advance of technology 

and the development of the internet and online media have not only changed the way of daily 

communication, but also the consumers’ behaviour. More things are nowadays handled 

online, where it has been offline some years ago. Therefore, for this study a topic was chosen 

that includes several of these changes. This study does investigate a few aspects of the 

‘customer journey’ (the process from the idea to decision and purchase) in the e-commerce 

sector of clothes. The customer journey is meant to be a process consisting of different 

phases, like gathering information, taking decisions and the final purchase. The goal of the 

study is to explore the online customer journey during the process of an online purchase of 

clothes and to identify the influentials during this process. Influentials are understood here as 

people (opinion leaders) or different factors which might influence the customer in his/her 

purchase decision. Hence, the core part of this study is to identify the opinion leaders and 

further to discover the influentials in the e-commerce sector of clothes by asking directly the 

consumers. 

 

1.1 Previous research  

Personal influence is an important factor in communication studies since a long time. 

Lazarsfeld discovered in 1955 that personal influence could be associated with a more 

dominant role than the mass media in regard to influence another person’s opinion (Lazarsfeld 

et al. 1968: 150f., Katz & Lazarsfeld 2006: 32). Thus, the communication theory that will 

serve as a base to the study and the analysis is the two-step flow of communication of Katz & 

Lazarsfeld. This theory basically tells that the information from the mass media first goes to 

some opinion leaders before they carry on the information to other receivers in the mass 

public. Through the intermediate step of the opinion leaders, an influence might arise from the 

opinion leader (Katz & Lazarsfeld 2006: 32).  

That the personal influence also might change the customer behavior has been one of 

the topics that were often discussed in the last years. Certain authors nowadays even 

recommend companies to turn their customers into their ‘friends’ in order to increase the sales 

(Sverdlov 2012). Some voices even claim that consumers nowadays believe each other more 

than they believe in companies (Kotler et al. 2010: 30). Moreover, they state that the rise of 
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social media is a reflection of the migration of the consumer’s trust from companies to other 

consumers (Kotler et al. 2010: 30). Also, some literature describes how companies have 

changed their focus and strategy. Pagani and Mirabello (2011), for example, state that 

companies and advertisers are becoming more and more interested in considering social 

media as emergent tools that could help them to generate more website traffic and extend their 

brand reach (Pagani & Mirabello 2011: 43). Smith, Fischer and Yongjian (2012) state that 

social media have become mainstream and that marketers have noticed that and that many 

companies are increasingly implementing social media in their marketing efforts (Smith et al. 

2012: 102). Thus, with all these new changes, the role of the customer has also changed. 

Therefore, how the recent customer-perspective looks like and which influences are the most 

important shall be established in this study. 

 

1.2 Contribution of this study 

The contribution of this study is to explore if there are opinion leaders in the e-commerce 

sector of clothes and who they are. Furthermore, it will be investigated if the theory of ‘the 

two-step flow of communication’ is applicable to social media (Facebook and Twitter) in this 

process. In addition, the role of social media and their potential to influence customers during 

their process of an online purchase in the e-commerce of clothes will be elucidated. Social 

media is a quite young phenomenon and there are not yet many studies investigating the 

impact of social media on customers’ behaviour. This recent field of social media is 

developing fast and is affecting the customers also in a dynamic way. Especially with regard 

to Twitter, there is only little empirical research on the examination of interactions between 

customers and brands on Twitter (Kwon & Sung 2011: 13). Therefore, an important part of 

this study will be the interviewing of the customers, in order to find out directly from the 

customers what kind of social media influence can be expected. Due to the given time and 

lengths limitations of this master study, the social media part will be restricted to Facebook 

and Twitter. 

 A hypothesis of this study is that the position and the importance of the customer have 

changed recently. The assumption is, that compared to some years ago, customers have got 

more power and more to say and to decide today (Berthon et al. 2012: 264). Especially social 

media help the customers to express themselves better and also the companies are more 

willing nowadays to listen to the opinions of their customers. Thus, one might expect that the 

forces have shifted power away from the markets towards the consumers (Christodoulides & 

Jevons 2011: 103). This also means that customers might be potential opinion leaders 
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nowadays, especially in the context of social media, for example by passing on word-of-

mouth observations to other readers or friends. 

 

1.3 Research purpose 

The research topic of this study is to explore the online customer journey which means to 

identify the influentials during the process of an online purchase of clothes. To approach this 

goal, the author decided to explore the rather complex process from different perspectives. 

There is the relation between customers (personal), the exposure of the customers to the 

general influentials, and the more specific influence coming from the companies (brands) to 

be analyzed. The results will explain on the one hand how consumers think, value inputs and 

finally decide on their purchase, on the other hand the study could give hints with respect to 

the most profitable influentials for companies to focus on. One typical question could be, if it 

makes more sense to approach directly the consumer, or if the indirect approach by putting 

more effort in optimizing the influentials will be more powerful in the end. And the crucial 

question to be answered is, which role do social media like Facebook and Twitter play in this 

whole context? As a last important part of the study, the communication strategy of three 

different fashion companies shall be investigated. The question will be how the companies try 

to reach their customers on two different social media channels (Facebook and Twitter) and 

how they try to build up connections to them. In order to get the best answers out of the 

different research questions, a mixed-methods approach (survey, interview, content analysis) 

was chosen. The mixed-methods approach can offer new ways of comparison and extend the 

knowledge to be obtained in the study (Flick 2007: 43f.) Moreover, triangulation and thus the 

combination of several methods, is supposed to complement possible weaknesses of each 

single method (Denzin 1978, Flick 2009: 26f.). More about the triangulation will be discussed 

in chapter 4.  

 The following illustration gives an overview of the different interacting parts and 

topics of this study and is reflecting the framework of the analysis. Afterwards, the explicit 

research questions are presented. 
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1.4 Research questions 

Accordingly, the research questions are the following: 

1. Which communication channels (face-to-face, mediated) are the most important for online 

purchase decisions of clothes buyers (according to the consumers themselves)? 

2. Who are the opinion leaders in the process of an online purchase in the e-commerce sector 

of clothes and what role do they play? 

3. Which roles play social networks like Facebook and Twitter? 

4. Which communication strategy do companies use to reach online consumers of clothes on 

the social media channels of Facebook and Twitter? 

 

With the first research question, the target is to find out which communication channels are 

the most important ones for the consumers for a purchase decision. In a further step, the actual 

opinion leaders shall be identified. A main focus will lay here on the social networks to 

analyze how much they help or interfere in the process of an online purchase of clothes. 

Researchers report that one way to assess influence is to determine the extent to which people 
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repeat ideas, follow a trend, or pay attention to the information which was provided by key 

members of a community (Phelps et al. 2004). 

The last research question intends to find out how companies (H&M, Nelly, Halens) 

are talking to their customers. Are they trying to motivate the customers to buy a specific 

product, are they just informing them about the newest trends or do they use their social 

media skills for customer service? All these questions shall be answered in a further part of 

the study.  

The sector of clothes has been chosen, since the e-commerce sector of clothes is one of 

the most booming online businesses at the moment. Moreover, fashion is also a popular topic 

in social media (Berthon et al. 2012: 267). In the context of fashion, the reactions of others 

can be a key factor in the choice of clothing and moreover, consumers may rely upon friends 

to their shopping advices (Easey 2009: 85). Also, many people discuss clothing and fashion 

advertising as a normal part of social interaction (Easey 2009: 85). Therefore, in this study, 

the author wants to examine in the first instance how far the consumers’ shopping decisions 

depend on their friends’ or on others’ opinions expressed on Facebook and Twitter or other 

channels. 

 In this paragraph, the structure of this study will shortly be presented. First, some 

background information about social media, Facebook and Twitter will be provided. Then, a 

literature review of the crucial theories for this study will be given. Afterwards, the methods 

used in this study will be presented, including the material and the proceeding of the analysis. 

Following, the results of the analysis will be presented according to the three methods. As a 

last chapter, the research questions will be answered in relation to some theories of this study, 

followed by a short conclusion. 

 

 

2. Background: Social media 

Social media have overtaken a dominant role in the last years, both in private and business, 

and are evolving constantly. There are several different kinds of social media but due to time 

and length restrictiveness in this study, only two different types of social media will be 

considered here; Facebook and Twitter.  
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2.1 Social media 

Several authors have written about the new dominance of social media. Ang (2011) stated that 

social media have become a new game changer in the marketplace and that millions of users 

became enamored with this new medium. The most popular social medium is Facebook with 

more than 500 million users (Ang 2011: 31). Lipsman et al. (2012: 40) wrote about the 

dominance of social networks nowadays and that people spend many hours on Facebook in 

private. Facebook users pass many hours on the site consuming and interacting with the 

Facebook newsfeed. The newsfeed is above all also the primary location where brand-content 

is consumed (Lipsman et al. 2012: 40). For example people who like a brand on Facebook are 

on this channel directly informed by the company and have the chance to interact. Some 

literature states though that social media maybe be useful in generating exposure to brands 

and driving more traffic to brand websites, rather than for selling the products themselves 

(Kwon & Sung 2011: 14). 

Social media however does not only allow getting in contact with brands and 

companies on social networks but they also have facilitated innovative ways of sharing 

information about brands between friends (Lipsman et al. 2012: 40). This interaction between 

friends could also be called the ‘f-factor’. The f-factor stands for friends, fans and followers 

who might influence the consumer’s purchase decisions (Trendwatching 2011). Another term 

for the same phenomenon as the f-factor is the ‘Social Voice’. The ‘Social Voice’ is online 

and offline brand mentions and conversations that occur among consumers (Fay et al. 2013 in 

Keller & Fay 2012: 462). Some studies nowadays speculate that the ‘Social Voice’ is a key 

element of the consumer decision journey (Keller & Fay 2012: 463). If and how much the 

consumers are influenced by their friends nowadays will be an important part to be explored 

in the analysis of this study. 

 

2.2 Facebook 

Facebook is a social networking site that was founded in 2004 where users can create profiles 

featuring personal information, interests, photos and ‘friend’ other users of the social network 

(Smith et al. 2012: 103). The users can furthermore participate in a wide range of activities 

like writing on friends’ walls, commenting on links, participating in discussions and ‘liking’ 

brands (Smith et al. 2012: 103). Facebook-fan pages, where marketers provide amongst others 

information about new products, provide resources that consumers can draw on their 

conversations, as well as a place where those conversations happen (Smith et al. 2012: 105). 

Also, on these pages, companies and brands can provide information and customer service, 
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offer interactive promotions and build a loyal community (Noor Al-Deen & Hendricks 2013: 

156). In general it can be stated that Facebook users are mainly connecting with their friends 

(Boyd & Ellison 2007) whereas Twitter users share more opinions regarding a certain topic 

and choose what information they want to receive (Smith 2010 cit. in Kwon & Sung 2011). 

Furthermore, Twitter followers are maybe more interested in what a brand wants to 

communicate rather than what a fellow fan of the brand has to say (Kwon & Sung 2011: 5). 

More detailed information about Twitter can be seen in the next paragraph. 

 

2.3 Twitter 

Twitter is a micro-blogging site that was founded in 2006 and it allows people to publish 

(tweet), reply to and forward posts that cannot exceed 140-characters in length. Usually, 

tweets ask for or share information, news, opinions, complaints or details about daily 

activities (Smith et al. 2012: 103). Twitter also creates a kind of consumer base for 

companies. Utilizing 140-character statements that inform multiple publics of the latest 

information, promotions and events, companies on Twitter develop a network of followers 

who are made more knowledgeable about their brand (Noor Al-Deen & Hendricks 2013: 

156). Jansen et al. (2009) find that 19% of tweets are brand-related but that in almost half of 

those cases the brand is not the primary focus of the post but that users express opinions about 

the brand or seek or provide information about it (Jansen et al. 2009 in Smith et al. 2012: 

103). Thus, Twitter also provides the opportunity for dialogic communication between 

companies and customers (Jansen et al. 2009). 

These two social media have been chosen since the marketer information is potentially 

available and the response is relatively easy achievable on both Facebook and Twitter. 

Facebook users can ‘like’ a brand and Twitter users can follow a brand (Smith et al. 2012: 

105). Social media users may also just simply share and spread information about products 

and brands on these two channels (Smith et al. 2012: 105). Facebook and Twitter, with over 

half a billion and 175 million users, respectively, provide an ideal opportunity for 

corporations to inform and engage customers (Noor Al-Deen & Hendricks 2013: 156). 
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3. Theoretical frame and literature review 

In the next paragraphs, several different theoretical frames will be presented which are 

connected to the topic of this study. 

 

3.1 Two-step flow of communication 

Since this study uses the two-step flow of communication model as a background, this theory 

will play an important role. 

The starting point for the interrelated ideas of opinion leaders and the two-step flow model is 

the 1940 voting study ‘The People’s Choice’ which focused on the process of decision 

making during an election campaign where the researchers were interested in the impact of 

mass media on political behavior (Lazarsfeld et al. 1968/1944). The study says basically that 

the flow of mass communication may be less direct than commonly supposed (Lazarsfeld et 

al. 1968/1944, Katz 1957: 61) and was designed to demonstrate the impact of the media in 

affecting and shaping voting decisions (Weimann 1994: 12). Afterwards, findings of further 

studies stated that the flow of mass communication is mediated by the opinion leaders: 

influence and information stemming from the mass media first reach the opinion leaders who 

pass on what they read or heard to their followers (Weimann 1994: 24). This step was the so 

called ‘two-step flow of communication’ and was published in the book ‘Personal Influence’ 

by Katz & Lazarsfeld (1955). It was furthermore concluded that opinion leaders are to be 

found on every level of society and presumably, therefore, are very much like the people 

whom they influence (Lazarsfeld et al. 1968/1944). The end-result of the early study of the 

opinion leadership showed that the flow of the mass communication was not as direct, 

immediate and powerful as previously assumed (Weimann 1994: 25, Katz 1957: 61). 

Furthermore, the study revealed that the part of the personal communication and influence by 

certain active individuals, labeled opinion leaders, was more dominant and decisive than the 

flow of the mass media (Weimann 1994: 25).  

The model of the two-step flow of communication will play an important part to answer the 

second research question and thus, to identify the opinion leaders in the process of an online 

purchase in the e-commerce sector of clothes and the role they play.  

 

3.2 Opinion leaders 

There are various types of opinion leaders. As a definition, an opinion leader is not an 

authoritative, charismatic or leading figure but rather a position of an expert among peers, a 

source of advice on a particular issue or topic (Weimann 1994: 71). One way of categorizing 
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opinion leaders is presented here. According to Hamilton (1971), there are four different 

classifications of influential: 1. Corroborated ‘persuasion’ or advice, 2. ‘Manipulation’ or 

unsuccessful persuasion, 3. ‘Imitation’, 4. ‘Contagion’ (Hamilton 1971 in Weimann 1994: 

53). Corroborated persuasion means that both, the influential and the follower, are aware of 

the influence and are willing to acknowledge it. Manipulation or an unsuccessful persuasion 

involves an influential who reports his influence and an influencee who denies it or is 

unaware of it. ‘Imitation’ is a form of influence where the follower is aware of interference 

but not the influential and the fourth option describes an act of influence denied by both the 

influential and the influencee (Weimann 1994: 54).  

Another distinction between opinion leaders was made by Booth and Babchuk (1972) 

were they differ between ‘occasional opinion leaders’ and ‘active opinion leaders’. 

Occasional opinion leaders are those who rarely influence others while the active opinion 

leaders are frequently acting as advise-givers (Booth & Babchuk 1972 in Weimann 1994: 57). 

Moreover, additional distinctions between the occasional and the active opinion leaders were 

found in the identity of their influencees. Occasional opinion leaders were identified as 

restricting their activities to close relatives whereas active opinion leaders were likely to 

influence a larger spectrum of followers. Furthermore, active opinion leaders were pictured as 

having more social ties and friends and social contacts than occasional opinion leaders 

(Weimann 1994: 58). The social recognition of an opinion leader is an issue-related, specific 

and personal perspective. Moreover, the close, personal contact between an opinion leader 

and a follower is his or her source of credibility and confidence (Weimann 1994: 84). A 

characterization of opinion leaders says that they are present at every social level and that they 

tend to influence people from the same social level (Weimann 1994: 85).  

Fashion marketers often hope to use opinion leadership as a way of boosting the 

diffusion of a product range. If opinion leaders can be identified and targeted with 

promotional efforts, then the hope is that the information will be distributed via word-of-

mouth communications (Easey 2009: 86f.). The concept of word-of-mouth (WOM) will be 

further discussed in chapter 3.4. 

 

3.3 Strong ties / Weak ties 

In order to evaluate the relationship between communicator and receiver, it is advisable to 

make a distinction. Tie strength has been found to be one of the most significant factors 

explaining the influence of word-of-mouth (WOM) communication (De Bruyn & Lilien 2008: 

153). A communicator with strong ties to the receiver is someone who has a prior relationship 
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with the receiver, e.g. family or friends, whereas a communicator with weak ties to the 

receiver is someone who has little or no prior relationship with the receiver, e.g. strangers or 

fellow consumers (Lee & Youn 2009: 477, East et al. 2008: 217). The opinions about which 

strength of tie works better for WOM are divided.  

Rogers (1995), for example, argues that strong-tie sources are perceived as more 

credible and trustworthy than weak-tie sources (Rogers 1995 in De Bruyn & Lilien 2008: 

154). However,  De Bruyn and Lilien (2008) state that under certain circumstances, 

individuals might favor the advice of others outside their immediate social circle, finding 

them more influential because such sources expose recipients to a broader spectrum of 

experience and information (De Bruyn & Lilien 2008: 154). But also the weak-tie relations 

between communicators can have some disadvantages, as stated in the next paragraph. 

The strength of ties between the communicators and the receivers of electronic word-

of-mouth (eWOM) is usually considered weak because anyone can post their opinions about a 

certain product to various online platforms, like for example also social networks (Lee & 

Youn 2009: 477). Possible disadvantages among weak-ties communicators are for example 

that, first, it is difficult for consumers to determine the quality and credibility of the product 

recommendations of a weak-tie communicator on the web. Second, these communicators 

might not feel much responsibility for the consequences of their recommendations since their 

advices will be read by strangers. Thus, there is a higher possibility for misinformation or 

inaccurate information to be passed to the consumers. Lastly, consumers are often not aware 

or informed about the true motivation of the eWOM-communicators (Lee & Youn 2009: 

477). These findings show that the both the strong-ties and the weak-ties relations between 

communicators can at the same time have advantages as well as disadvantages. 

Since the focus of this study lies on social networks (Facebook and Twitter), the 

people and factors to analyze will probably be a mixture of strong-ties and weak-ties 

relationships because on one side, a lot of communication between friends are done on social 

networks but on the other side it became also quite popular to follow or like some other 

people, companies or products which are not directly related to one-self. Hence, it will be 

very interesting to see in the analysis if the strong-ties, which are correlated with the friends-

factor in this case, or the weak-ties relationship will be more important in this present study. 
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3.4 Word-of-mouth (WOM) 

As seen in the previous chapter, the potential influence from an intermediate communicator is 

raising. Kotler, Kartajaya and Setiawan (2010) stated for example that consumers nowadays 

rely less on company-generated advertising but they turn instead to word-of-mouth as a new 

and credible form of advertising they can trust (Kotler et al. 2010: 30). Thus, the concept of 

word-of-mouth (WOM) will be presented here.  

Word-of-mouth, or also called the voice of the customer, is an informal social 

networking-based communication channel among customers about consumption experience 

of products and services (Luo 2009: 149). Often WOM is also described as interpersonal 

communication about products and services between consumers (Lee & Youn 2009: 473). 

The power of WOM to influence consumers’ decision-making processes has long been known 

to researchers and practitioners but the power of WOM has recently become even more 

important with the advent of the internet (Lee & Youn 2009: 474). Researchers also suggest 

that WOM represents a low cost, trustworthy channel for acquiring and retaining customers, 

especially when it is used along with for example internet blogs and feedback systems like 

social networks (Luo 2009: 148). Furthermore, positive WOM often involves favorable 

experience and recommendations to buy certain products (Luo 2009: 149f.). Product review 

websites, brands’ websites, personal blogs, message boards and social networking sites are all 

examples of types of online WOM platforms (Lee & Youn 2009: 474).  

Several researchers have already covered the importance of WOM, especially in the 

context of user-generated content (UGC). Amongst them Hung and Yiyan (2007) who 

observed that advertising professionals have long known the important role of opinion leaders 

whose post-purchase WOM perform a strong influence on product judgments, consumer 

satisfaction, repurchase intentions and customers lifetime value (Hung & Yiyan 2007 in 

Christodoulides & Jevons 2011: 104). Furthermore, other studies pointed out that customer 

interactions driven by WOM could have a major impact on consumer response not only to a 

product but to the accompanying advertising (Christodoulides & Jevons 2011: 104).  

Opinion leaders are important individuals in social networks because of their ability to 

informally influence the attitudes or behavior of others in a favored way. Specifically in word-

of-mouth marketing, an opinion leader can deliver product information, provide 

recommendations, give personal comments and professional knowledge to help a company to 

promote its products (Li & Du 2011: 190). Furthermore, WOM is a way of viral marketing 

and an informal way of exchanging information among customers about the characteristics, 

usage and ownership of particular products or services. Thus, WOM shifts communication 
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from a company-to-customer mode to a customer-to-customer mode (Li & Du 2011: 190).  

Also, WOM has a stronger credibility than other forms of marketing since there is no direct 

connection between the information sender and the merchant which has the effect that the 

information is considered to be subjective and independent (Li & Du 2011: 190). 

Online social networks have become a new media for WOM-marketing. These online 

social networks have the advantage that the participants can communicate in a one-to-one or 

many-to-many format (Li & Du 2011: 190). Another advantage of the electronic word-of-

mouth (eWOM) is that it often occurs between people who have little or no prior relationship 

with one another and that is can be anonymous. This anonymity allows consumers to more 

comfortably share their opinions without revealing their identities (Lee & Youn 2009: 474). 

Keller and Fay (2012) suggest a new advertising model in the context of WOM, 

namely one in which a key goal of the ad is to foster conversation; the conversation then 

persuades the prospect, which leads to purchase (Keller & Fay 2012: 459). Furthermore, they 

recommend that advertisers should target at key types of people: the consumer influencers, 

people who are interested in information and very engaged in spreading information through 

their social networks; and current customers and advocates of the brand who are ready to be 

rallied to the cause (Kelley & Fay 2012: 103-106 in Keller & Fay 2012: 461). This new 

advertising model would shift then away from the direct influence to an influence through an 

intermediate communicator (consumer influencer or brand advocate).  

 

3.5 User-generated content (UGC) 

One form of consumer engagement that can be compared across social media sites is user-

generated content (UGC). UGC is individually or collaboratively published content which is 

created outside of professional routines and practices  and can be seen as the sum of all ways 

in which people make use of social media (Kaplan & Haenlein 2010: 61). Furthermore, UGC 

is related but not identical to electronic word-of-mouth (eWOM). Often, UGC and eWOM 

overlap when the UGC is brand-related (Smith et al. 2012: 103). 

User-generated content is an important instrument through which consumers express 

themselves and communicate with others online (Boyd & Ellison 2008 in Smith et al. 2012: 

102). UGC is what is produced in the moment of being social and can be conducted on 

several ways like social networks as well as consumer-produced product reviews and 

advertisements. Important for a marketer is that much UGC across various media is brand-

related and has the potential to shape consumer brand perceptions (Smith et al. 2012: 102). 



   
 

  13 
 

However, it is relevant to note that UGC can have significant differences between the brand-

related UGC across different social media platforms (Smith et al. 2012: 102). 

 

3.6 Communication of consumers 

After the chapters about WOM and UGC, it can be assumed that the communication of 

consumers might be different today than some years ago. The way consumers communicate 

with each other nowadays has been changing a lot over the last decade and the same applies 

also for how consumers gather and exchange information about products and how they 

acquire and consume them (Hennig-Thurau et al. 2010: 311). Today, consumers very often 

use social media to communicate between each other. Thus, this rise of new media creates 

extensive opportunities for new business models. Especially for brands, this new model might 

be interesting since in the universe of user-generated content consumers might share their 

enthusiasm about their favorite brand via Facebook, Twitter or alike (Henning-Thurau et al. 

2010: 312). Consumers have therefore become highly active partners, serving as customers as 

well as producers and retailers, being strongly connected with a network of other consumers 

(Hennig-Thurau et al. 2010: 324). 

For example, there is this trend of consumers becoming fans of brands on social media 

platforms and using social media as an increasing source of information about brands (Bruhn 

et al. 2012: 770). And since social media offers an opportunity for consumers to talk to 

hundreds or even thousands of other consumers around the world, companies are no longer 

the only source of brand communication (Bruhn et al. 2012: 771). Also the user-generated 

contents become more and more important. However, the brands do have a certain ability to 

influence the consumer-to-consumer communications; for example, firm-created social media 

communication can be used to stimulate user-generated content (Bruhn et al. 2012: 782). This 

can be achieved by providing a platform where the consumers can express their opinions, 

experiences or alike about a brand. In doing so, the brand/company can inform their 

consumers, engage with them, listen to them and even influence their conversations (Bruhn et 

al. 2012: 782). In order to look closer at the new customer behaviour, with the attempt to 

grasp the current intersections between social media, customers and brands/companies, the 

present study has been conducted.  
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4. Methods 

There are different methods existing to gather data to support or to reject theories. The two 

most common method approaches however are quantitative research and qualitative research. 

Quantitative research is collecting and analyzing data by numbers, whereas qualitative 

research is gathering data in using words and/or pictures (Neuman 1999). In this study, a 

mixed-methods approach has been chosen since the research questions focus on two different 

sites, the customers and the companies. To answer the questions in an as complete and 

detailed way as possible, several methods have been used in the analysis to answer the 

research questions. 

In order to identify the opinion leaders in the process of an online purchase of clothes 

and the impact of social networks during this process, the customer-side was analyzed. To 

collect primary data and to get a concrete and detailed picture of the customer side, a 

quantitative online survey and qualitative interviews (face-to-face) were conducted. These 

two methods help to get an inside view into the customers thoughts, habits and online uses. 

Moreover, these two methods have been chosen as a ‘combination’ since a previous project 

has proved that these two methods are suitable and complementary to each other. The 

combination of a qualitative and a quantitative method is also called triangulation and can be 

used as a strategy for producing better knowledge in the research (Flick 2006: 37, Flick 2009: 

405). According to Denzin (1978), by triangulation and thus by combining methods in the 

same study, observers can partially overcome the deficiencies that possibly flow from only 

one method (Denzin 1978: 294). Since several methods were used in this study, a 

methodological triangulation is presented here, namely a between-method triangulation 

(Denzin 1978: 295, Flick 2009: 444).  

As a third method, a brief qualitative content analysis of the Facebook- and Twitter 

channel of three clothes-brands was accomplished to examine the company-side. Since the 

two other methods are focused on the exploration of the customer side, this method was 

focussed on the opponent side, the companies. The aim of this method was to analyze the 

communication strategy of the three companies and thus, the way of communication they use 

on their Facebook- and Twitter channels. In other words, the way they ‘catch’ their customers 

should be detected.  

Regarding the sampling for the methods, the purpose of sampling is to use a relatively 

small number of cases to find out about a much larger number (Gorard 2003: 57). The group 

that the author wishes to study is called the ‘population’ and the actual group that is analyzed 
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in this study is the ‘sample’. Then, the target is to generalize the collected results from the 

sample to the population (Gorard 2003: 57). 

As mentioned above, the author decided to use a combination of quantitative and 

qualitative methods in order to potentially fill the lack of one method with the results of the 

other method since qualitative and quantitative research differ in many aspects, but they 

complement each other as well (Neuman 1999: 122). The three methods used in the study are 

now presented in the following. 

 

4.1 Survey  

In order to reach a useful base of empirical data, the first method was an online survey 

distributed to a heterogeneous group of people living in Sweden. Thus, in this study, an 

exploratory online survey was used (Schrøder et al. 2003: 207). This survey should help to 

explore and analyze the process of an online purchase of clothes of consumers and the 

potential influences during this phase of purchase. The respondents were asked, amongst 

other, if and how often they use Facebook and Twitter, if they buy clothes online and the 

reasons for or against it, which communication channels might have an influence during the 

purchase-process of clothes and about recommendations of clothes from others and 

themselves. In the last part of the survey, the respondents were asked if they follow clothes-

brands on Facebook and Twitter and the reasons for and against it. 

  A survey has been chosen as a method in this case since surveys gather information 

from people by asking them questions about themselves and look for general patterns 

(Schrøder et al. 2003: 225, 245). Surveys collect information from a representative sample of 

the survey population on topics as for instance consumer behavior, attitudes, as well as buying 

intentions (Easey 2009: 111). The purpose of a survey is to discover, describe, map or explain 

(Schrøder et al. 2003: 245). Moreover, surveys collect data after the fact (Bruhn Jensen 2002: 

214). One has to note though that surveys are entirely dependent upon self-report information 

supplied by the respondents (Bruhn Jensen 2002: 214). This is also important to note in this 

study, that the results will show what the consumers think or state about themselves and 

therefore depicts a self-assessment.  

 

4.1.1 Sample and data collection 

The survey has been conducted with the program ‘Unipark’ and distributed online via 

Facebook from 2013-03-21 till 2013-03-26 for a pretest. Then, several variables and options 

have been changed after some feedback of respondents to increase the reliability of the 
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survey. After this optimization, the survey has been distributed online through various 

channels. The link for the survey has been sent via Facebook to potential respondents who can 

be regarded as a convenience sample and some of them have sent the link further on to other 

people via Facebook. Then, the survey has also been published on the intranet site of the 

media institute (JMK) and on different groups on Facebook. Moreover, the link has also been 

published on the Twitter-page of the researcher. All in all, the final survey has been online 

between the time period of 2013-03-27 until 2013-04-24 (four weeks). 

Altogether, 311 people have clicked on the survey out of which 197 people answered 

it, including the answers from the pretest. This resulted in a response rate of 63.3%. After 

filtering the answers which were not fully completed, 171 valid answers were left. 

Thus, the sample for the survey consists of 171 people between 21-60 years living in 

Sweden (in order to analyze the Swedish market). Surveys use sampling techniques to select 

subsets of a population for analysis (Bruhn Jensen 2002: 214). Samples may be constructed 

either on a probability or non-probability basis (Bruhn Jensen 2002: 215). In this case, a non-

probability sampling was used where people were selected for the study on the grounds that 

they are available, convenient to access and prepared to participate (Bruhn Jensen 2002: 

215f.). A convenience sampling was carried out where the target is to study individuals who 

are rather easy available to the researcher. Starting from these people, a ‘snowball-system’ 

was then applied to reach a wider sample since initial contacts with an informant generates 

further contacts (Bruhn Jensen 2002: 239).  

  

4.1.2 Data analysis 

The answers from the survey were directly transported from the Unipark-software into SPSS. 

Then, the answers were analysed according to their frequencies in order to get results about 

the purchase- and consumer-behaviour of the respondents. Some results are presented only 

with frequency counts and percentages, others only in percentages. The focus laid amongst 

other on who purchases online, what the most important channels in the process of an online-

purchase are and the reasons for the (non)-purchase behaviour. Also, the use and the role of 

Facebook and Twitter were examined. 

 

4.1.3 Reliability, validity, generalizability 

Survey research can be quite high in reliability. However, the standardization of 

measurement, while high in reliability, may be weaker in validity due to the ambiguity or 
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interpretation of the meaning of the questions (Schrøder et al. 2003: 225). Another issue of 

validity regarding the survey is if the right questions were constructed. 

In order to grant the reliability for the survey, two pretests have been conducted. One 

pretest has been accomplished in a previous project and a second one was conducted for the 

present study as mentioned before. Also, the author tried to make the questions for the survey 

as explicit as possible to make sure that it is for all respondents the same way of answering 

the questions. 

It has to be noted though that since the sample is a non-random sample and does not 

have a clearly defined population, it is not possible to make a significance test and neither to 

generalize the answers in a statistical way. One has to pay attention therefore, that the present 

study is rather an explorative study which presents some hints and tendencies of the here 

presented sample. 

 

4.2 Qualitative interviews 

At the same time as the survey, as a second method, qualitative semi-structured (face-to-face) 

interviews were conducted. Semi-structured interviews were chosen to give the interviewees 

the possibility to express the answers in a more open way (Flick 2006: 149). The questions for 

the interviews were very similar to the ones in the survey. Thus, the goal of the interviews 

was to gain an in-depth view of the online-use of the customers, their use of Facebook and 

Twitter, their online purchase habits, on what or whom they orient their purchase decisions 

and alike. 

Qualitative interviews seemed as an appropriate method in this study since interviews 

serve as an instrument to obtain the informant’s experience and attitude (Schrøder et al. 2003: 

144). Furthermore, the one-to-one situation also enables the researcher to ask much more 

detailed questions that may be tailored to the specific answers presented by the informant 

(Schrøder et al. 2003: 153). 

 

4.2.1 Sample and data collection 

As a sample, seven people out of the 171 respondents from the survey have been chosen. Here 

as well, the target was to work with a convenience sample which means with people who 

were rather easy to reach for the author and fit into the intended sample. Therefore, people 

known to the author but not stemming from a direct circle of friends were chosen. Also, 

friends of friends were interviewed.  
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 Between the 2013-03-08 and 2013-04-18, seven qualitative semi-structured face-to-

face interviews have been conducted. All interviews lasted between 9-14 minutes. The 

interviews were either taking place in a coffee place, at the university or at the workplace of 

the respondent. Since the interview was recorded in order to transcribe it later on, a place 

where it was not too loud has been chosen. All the interviews were recorded with the iPhone 

and transcribed after to paper word by word. Six of the seven interviews were hold in English 

and written down directly afterwards. One interview was hold in Italian and directly translated 

and transcribed into English by the author. 

 

4.2.2 Data analysis 

The results of the qualitative interviews were interpreted according to different themes. These 

themes are the reasons for buying or not buying clothes online, the information sources, their 

activity on social networks, the influence of friends and recommendations, if they follow 

some clothes-brand on Facebook and Twitter and the importance of online shops. Several 

answers of the respondents will be presented in the results to emphasize the different 

behaviors and answers. 

 

4.2.3 Reliability, validity, generalizability 

The criterion of reliability regarding the interview means that the data gathering and 

interpretation should follow systematic procedures that strive to eliminate subjective bias 

from the study (Schrøder et al. 2003: 147). Also, the study should be conducted in a manner 

to convince the readers that its findings actually represent the informant’s experiences.  

A problem with the interviews in this case was that not all of the questions have been 

posted to all of the seven respondents. Depending on the answers of the respondents, different 

questions were asked as a continuation of the talk and thus, it is not always possible to 

compare the answers of all the seven respondents. 

 Another difficulty with interviews is to reduce the amount of discursive data to 

manageable proportions and to create an end product that has the explanatory power to 

answer the research question (Schrøder et al. 2003: 164). Moreover, a further problem is the 

interpretation of the collected data since there are no explicit suggestions for how to establish 

it (Flick 2009: 161). Thus, another researcher might have interpreted the data possibly in a 

different way. 
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4.3 Content analysis 

According to Krippendorff (2004), content analysis is a research technique for making 

replicable and valid inferences from texts to the contexts of their use (Krippendorff 2004: 18). 

Other authors say that content analysis is a standard method for systematically comparing the 

content of communications (Smith et al. 2012: 106). In this case, the communication strategy 

of three different companies on their Facebook- and Twitter channel will be examined, in 

order to answer the question how the companies talk to their customers. These three chosen 

companies are H&M, Nelly and Halens since they are all well-known brands in Sweden and 

have a well-developed website which allows an online purchase directly on their website 

(webstore). Moreover, it was important for the author to choose two big and a smaller 

company to cover also possible differences between the communication of two big (H&M, 

Nelly) and a smaller (Halens) brand/company.  

H&M has opened 1947 in Sweden and has become a global company with almost 

2800 stores spread across 49 markets (H&M 2013). Nelly started as a brand 2004 in Borås 

and is an e-commerce site with focus on fashion and beauty. They have more than 850 brands 

in its product range and their main focus lies on men and women between 18 and 35 years old 

(Nelly 2013). Halens is one of Sweden’s leading home shopping companies and reach their 

customers for a significant percentage of their sales over the internet (Halens 2013).  

The unit of analysis for the content analysis is a post published of the three companies 

on their Facebook- and Twitter pages. To keep the sampling scope manageable while keeping 

the possibility to capture a reasonable representative amount of posts from the three 

companies, a restricted time frame was established.  

 

4.3.1 Sample and data collection 

For the content analysis, posts from the three companies H&M, Nelly and Halens which were 

published on their Facebook- and Twitter page were collected. Since the posts of the brands 

seemed the same over a long time period, three weeks have accidentally been chosen as a 

time-span. Thus, all posts between 2013-03-01 and 2013-03-22 (for 3 weeks) from the three 

companies on their Facebook- and Twitter channel were sampled. Altogether, 115 posts were 

collected; 51 on Facebook and 64 on Twitter. The results of the posts can therefore be 

considered as ‘true results’ of these three weeks. In order to analyze the posts, they were 

directly copied or retrieved with the tool ‘TwitonomyApp’ and put into an excel and word-

format.  
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4.3.2 Data analysis 

For the content analysis, two codebooks have been conducted which can be seen in appendix 

III. The variables in the codebooks focused mainly on the content of the post and its message, 

how often the brand name was mentioned, and if and what pictures and links were added to 

the post. With the SPSS-software, the frequencies and percentages of the results of the posts 

were calculated. For reasons of comparisons, the results of the content analysis are only 

presented in percentages even though all the three companies’ posts are a small sample size  

(n < 30 for each company) in the present study. Altogether, 115 posts were analyzed. 

 

4.3.3 Reliability, validity, generalizability 

In the context of content analysis, reliability is the extent to which a measuring procedure 

yields the same results on repeated trials (Neuendorf 2002: 112). Thus that the coding on 

several times and occasion still leads to the same results. Validity, however, is the extent to 

which a measuring procedure represents the intended concept, namely if we really measure 

what we want to measure (Neuendorf 2002: 112).  

In order to grant the reliability of the variables of the two codebooks for the content analysis, 

an intracoder reliability test has been conducted. Therefore, the reliability coefficient 

Krippendorff’s Alpha has been calculated. Neuendorf (2002) considers 0.90 or greater to be a 

satisfactory coefficient (Neuendorf 2002: 143). In this case, two Krippendorff’s Alpha 

coefficients have been calculated, one for the Facebook and one for the Twitter posts. To be 

able to do so, 26% of the tweets have been recoded to another point in time. The 

Krippendorff’s Alpha for the Facebook posts is 0.97 and the Krippendorff’s Alpha for the 

Twitter posts is 0.966. Thus, both coefficients are quite high and present a reliable coding 

scheme. 

 

4.4 Overall reliability, validity, generalizability  

A general problem regarding the survey and the interviews in this study is that there is no 

clearly defined population and therefore it is not possible to generalize the results of this study 

for a whole population. The author is therefore aware that the present study is rather an 

explorative study which indicates certain tendencies.  

In addition, it is important to have in mind that the sample of people who are likely to 

be attracted online might differ from the sample who is rather likely to be approached offline 

(Poynter 2010: 12). Furthermore, a weakness of the survey design might be the possible 

difference between what people say in the survey and what they really do. Surveys can find 
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out what people are thinking but the bond between what they think and what they do is not 

necessarily strong (Schrøder et al. 2003: 225f.).  

Also, the author is aware that the survey was conducted in a way that focuses more on 

the buyers than on the non-buyers. This is reflected by the fact that more questions for buyers 

than for non-buyers have been established. 

Regarding the content analysis, it has to be noted that the posts of the three companies 

were analyzed according to the observation of the author. However, it could be possible that 

another researcher would have coded certain variables in another way. Another fact that has to 

be considered is that certain posts contained several of the possible variables but only one 

variable could be stated. This means that the results may in certain parts seem more distinct 

than the posts really were. 

 

 

5. Results  

In the following paragraphs, the results will be presented according to the three used methods. 

Afterwards in chapter 6, a general discussion will take place and the research questions will 

be answered.  

 

5.1 Survey 

From the 171 people who answered the survey, 73 respondents (42.7%) were male and 98 

(57.3%) were female and 62.5% of the respondents were between the ages of 23-31. The 

exact division of the age of the respondents can be seen in the following illustration: 
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This young age range is fitting in the present study since this age class can be considered very 

online-affine according to the opinion of the author and thus interesting to be examined. The 

most dominant age-groups can be seen more explicitly in the appendix IV in table a.  

Then, the respondents were asked about their profession. 53.8% of all the respondents 

are students, 30% are employees. That a major part of the respondents are students is quite 

fitting to the topic of this study, similar to the age, since students are presumably very active 

on social networks, spend a lot of hours on the internet and might be interested in clothes. The 

details the occupations of the respondents are presented in table b in the appendix IV.  

The target of the survey was to interview people living in Sweden in order to analyze a 

part of the Swedish market. However, non-Swedish people living in Sweden were also 

allowed to take part in the survey. But still, more than half of the respondents were Swedish, 

namely 57%. The other most frequent nationalities can be seen in appendix IV in table c. 

When asking the respondents if they use Facebook, the following resulted: 164 of the 

171 (95.9%) respondents stated that they are a Facebook member and 138 (80.7%) even use it 

every day. This is quite a high number of members and use. 

 

Table 1: Facebook use 

 Frequency Percent 

Yes, every day 138 80.7 % 

Yes, several times a week 16 9.4 % 

Yes, once a week 3 1.8 % 

Yes, once a month 3 1.8 % 

Not often, only 2-3 months 2 1.2 % 

No, almost never 2 1.2 % 

Total 164 95.9 % 

n=171 

 

However, the Twitter use looks a bit different. 109 out of the 171 (63.7%) answered to be a 

Twitter-member from which 21.1% people say that they use it every day while 17.5% 

respondents said that they almost never use it. 
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Table 2: Twitter use 

 Frequency Percent 

Yes, every day 36 21.1 % 

Yes, several times a week 16 9.4 % 

Yes, once a week 10 5.8 % 

Yes, once a month 5 2.9 % 

Not often, only 2-3 months 12 7.0 % 

No, almost never 30 17.5 % 

Total 109 63.7 % 

n=171 

 

This is a big difference to the Facebook use and clearly shows that Twitter is much less used 

by the respondents than Facebook. A possible explanation for this is the fact that Facebook is 

a social network often used for private use and friends whereas Twitter is rather used as a 

news- or professional tool, as was stated in chapter 2.  

When the respondents were asked where they inform themselves about clothes, they 

could state the two most important information sources. In the table below, the answers are 

presented.  

 

Table 3: Information about clothes 

 Male n=73 Female n=98 

Offline newspapers/magazines 11.0 % 30.6 % 

Online newspapers/magazines 11.0 % 17.3 % 

Social networks 9.6 % 14.3 % 

Blogs 12.3 % 16.3 % 

Friends 34.2 % 32.7 % 

Check clothes in the store 72.6 % 80.6 % 

Adverts online, newsletters  8.2 % 19.4 % 

Browsing on the website of retail stores 31.5 % 48.0 % 

Other 11.0 % 6.1 % 

n=171 

 

Thus, the answers show that for both men and women checking the clothes directly in the 

store is the most important information source. Then, as a second option, women browse to 
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48% directly on the websites of stores, followed by 32.7% information through friends. Men 

have the second and third option the other way round and thus first friends and then checking 

the websites. Interesting is though that both men and women have the same three information 

sources in the first rank. However, other variables like for example offline newspapers or 

magazines show quite a big difference between men and women. Therefore, the next tables 

will present the results of men and women in a separate way.  

Interesting to note though is that social networks do not play a very important role 

here, neither for men nor for women. Also, it can be noted that women overall have higher 

frequencies than men except from the option ‘friends’ which was equal.  

Then, the respondents were asked about their purchasing habits of clothes. The 

following table shows how many of the respondents do buy clothes online. 

 

Table 4: Buying clothes online 

 Male  Female  Total 

 Frequency Percent Frequency Percent  

Yes 47 64.4 % 82 83.7 % 129     75.4 % 

No 26 35.6 % 16 16.3 % 42       24.6 % 

Total 73 100 % 98 100 % 171     100 % 

n=171 

Cramers V = 0.22, p < 0.05 

 

The answers show that a predominant part of the respondents, namely 75.4% actually do buy 

clothes online. Furthermore, the results indicate that women buy more clothes online than 

men which can be explained through the assumption that women generally buy more clothes 

than men. Cramers V is also significant at the 5% level of significance indicating a correlation 

between gender and purchase-behavior. From the 42 (24.6%) people who do not buy online, 

37 (88.1%) stated that they do not buy clothes online because they want to see the clothes first 

and try them on. The other reasons why they do not buy clothes online can be seen in 

appendix IV in table d.  The next table presents how often the buyers do buy clothes online: 
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Table 5: Frequency of buying clothes online 

 Frequency Percent 

I buy some clothes online at least every week 1 0.8 % 

I buy some clothes online every two weeks 4 3.1 % 

I buy some clothes online once a month 14 10.9 % 

I buy some clothes online but less often than once a month 56 43.4 % 

I do not buy some clothes online at the moment 49 38.0 % 

I do not buy clothes online anymore 5 3.9 % 

Total 129 100.1 %* 

n=129          * rounding error 

 

These results show that not many of the online-buyers are frequent buyers. Instead, buying 

clothes online less than once a month (43.4%) are the most frequent purchases. Also, 38% 

stated that they are not even buying clothes online at the moment which can be interpreted in 

the way, that they are not regular buyers but rather occasional ones. Then, the third most often 

purchases occur once a month (10.9%). Thus, it can be concluded from the results that many 

of the respondents have already purchased clothes online but are not regular buyers and do not 

buy clothes online on a regular basis. 

The following table shows the reasons that the respondents stated for buying clothes 

online. Important to note is that the respondents had the possibility to mention up to three 

different reasons. On average, men stated 1.91 answers out of three and women 1.89. 
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Table 6: Reasons for buying clothes online 

 Male 

n=47 

 Female 

n=82 

 Total 

 Freq. Percent Freq. Percent  

Convenience / Saving time 25 53.2 % 42 51.2 % 67     51.9 %  

Got a gift- or a sales-voucher 

from a company 

3 6.4 % 11 13.4 % 14     10.9 %   

Recommendations of friends 6 12.8 % 5 6.1 % 11     8.5 % 

Availability / Better choice 27 57.4 % 48 58.5 % 75     58.1 % 

Cheaper / Price 24 51.5 % 34 41.5 % 58     45.0 % 

Other 5 10.6 % 15 18.3 % 20     15.5 % 

n=129 

 

Interestingly, for both men and women, a better availability and choice, a cheaper price and 

the convenience of saving time were the three most important reasons to buy clothes online.  

When asking the respondents where their idea of purchasing some clothes starts, the 

following answers resulted: 
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Table 7: Idea of purchase 

 Male 

n=73 

 Female 

n=98 

 Total 

 Freq. Percent Freq. Percent  

A friend told me face-to-face 11 15.1 % 11 11.2 % 22    12.9 % 

A friend wrote about it on Facebook 

or Twitter 

2 2.7 % 1 1.0 % 3      1.8 % 

I am following a brand/company on 

Facebook & Twitter and saw it there 

4 5.5 % 9 9.2 % 13    7.6 % 

I saw some traditional adverts (TV, 

newspaper, poster) about it 

1 1.4 % 6 6.1 % 7      4.1 % 

I got a newsletter about clothes  

and saw it there 

3 4.1 % 5 5.1 % 8      4.7 % 

I started surfing on the websites  

of retail stores 

21 28.8 % 45 45.9 % 66    38.6 % 

I don’t think about it because I  

do not buy clothes online 

24 32.9 % 9 9.2 % 33    19.3 % 

Other 7  9.6 % 12 12.3 % 19    11.1 % 

Total 73 100.1%* 98 100 % 171  100 % 

n=171          * rounding error 

 

For women, the most mentioned ‘place’ where the idea of the purchase starts is clearly the 

website (webstore) (45.9%) of the brands/companies. On the second rank is a friend telling 

them face-to-face about it with 11.2%. However, men stated in the first rank with 32.9% that 

they do not think about this because they do not buy online. Important to note here that here 

all respondents stated an answer and not only the ones that do buy clothes online. Thus, the 

second most important ‘place’ for the purchase idea for men is also the websites of retail 

stores, exactly as for the women. And here as well, friends telling face-to-face are following 

after. Thus, this table shows that Facebook and Twitter do for both men and women clearly 

not serve in the first ranks as an idea for a purchase of clothes online. 

After that, the respondents were asked which communication channels are the most 

important for them for the decision of an online-purchase of clothes. Two answers could be 

stated. Men gave on average 1.34 answers and women 1.43. 
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Table 8: Most important communication channels for a purchase-decision 

 Male 

n=73 

 Female 

n=98 

 Total 

 Freq. Percent Freq. Percent  

A friend told me face-to-face 19 26.0 % 35 35.7 % 54     31.6 %  

A friend wrote about it on 

Facebook or Twitter 

9 12.3 % 10 10.2 % 19     11.1 % 

I read on a blog about it 10 13.7 % 11 11.2 % 21     12.3 % 

Traditional advertisements 

channel like TV, newspaper, 

poster etc. 

10 13.7 % 16 16.3 % 26     15.2 % 

A social media campaign from 

a company/brand 

5 6.8 % 20 20.4 % 25     14.6 % 

Recommendation systems (e.g. 

ranking/rating systems) 

9 12.3 % 18 18.4 % 27     15.8 % 

I don’t have an answer because 

I don’t buy clothes online 

25 34.2 % 11 11.2 % 36     21.1 % 

Other 11 15.1 % 18 18.4 % 29     17.0 % 

n=171 

 

The results show, that the most dominant communication channel for a purchase-decision, for 

both men and women, is a friend face-to-face. Two other important communication channels 

for men are blogs or traditional adverts whereas for women, other two are a social media 

campaign from a brand/company and recommendation systems. In this result, social media 

has the first time reached a quite high percentage with 20.4% indicated by the women. 

However, it is interesting to note here that not social networks are meant since both men and 

women stated that Facebook and Twitter are not important communication channels for a 

purchase-decision of clothes. Thus, it would be interesting here to know more about which 

social media-campaigns the female respondents were thinking here. That recommendation 

systems are one of the rather important communication channels for a purchase decision will 

be mentioned again further on in the results of the qualitative interviews.  

Then, the respondents were directly asked how likely Facebook and Twitter are to 

influence their purchase decision online. 
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Table 9: Likeliness of Facebook to influence the purchase decision 

 Male   Female  Total 

 Frequency Percent Frequency Percent  

Not likely at all 35 47.9 % 32 32.7 % 67      39.2 % 

Not likely 22 30.1 % 33 33.7 % 55      32.1 % 

Middle 11 15.1 % 24 24.5 % 35      20.5 % 

Likely 1 1.4 % 7 7.1 % 8        4.7 % 

Very likely 4 5.5 % 2 2.0 % 6        3.5 % 

Total 73 100 % 98 100 % 171    100 % 

n=171 

 

A predominant part of the respondents declared that the likeliness of Facebook on influence 

their purchase decision is very minimal. The results of Twitter looked quite similar and as 

clear at the answers about Facebook: 

 

Table 10: Likeliness of Twitter to influence the purchase decision 

 Male   Female   Total 

 Frequency Percent Frequency Percent  

Not likely at all 50 68.5 % 76 77.6 % 126    73.7 % 

Not likely 16 21.9 % 15 15.3 % 31      18.1 % 

Middle 5 6.8 % 5 5.1 % 10      5.8 % 

Likely 1 1.4 % 2 2.0 % 3        1.8 % 

Very likely 1 1.4 % 0 0.0 % 1        0.6 % 

Total 73 100 % 98 100 % 171    100 % 

n=171 

 

Both tables show very clearly that an absolute predominant part say that Facebook and 

Twitter have no influence on their purchase decisions. The options “not likely at all” and “not 

likely” are in both cases, Facebook and Twitter, and for men and women, the absolute biggest 

part. Only Facebook gives a weak hint with 20.5% of the option “middle” that Facebook 

rather than Twitter might have an influence for a purchase-decision. This might be related to 

the fact that Facebook is clearly more used by the respondents than Twitter. Also, it has to be 

noted that the answers are a self-assessment of the respondents and might show a slightly 

different picture on a subconscious level which is unfortunately not possible to catch here. 
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Also, when the respondents were asked if they have ever bought clothes about which 

they have read on Facebook or Twitter a predominant part of men (74%) and women (65.3%) 

denied. Only 18.4% of women stated that his has happened and 11% of men. 

Then, the respondents were asked which channels they use when recommending 

clothes to someone and which channels are used when clothes are recommended to 

themselves. Maximum two answers could be stated. Finally, 1.16 answers on average were 

given by men and 1.23 by women. 

 

Table 11: Channels for recommending clothes to someone 

 Male  

n=73 

 Female  

n=98 

 Total 

 Freq. Percent Freq. Percent  

Face-to-face 42 57.5 % 65 66.3 % 107    62.6 % 

via Facebook 8 11.0 % 20 20.4 % 28      16.4 % 

via Twitter 5 6.8 % 3 3.1 % 8        4.7 % 

I never recommend  

clothes to someone 

26 35.6 % 23 23.5 % 49      28.7 % 

Other 4 5.5 % 10 10.2 % 14      8.2 % 

n=171 

 
The results showed that the predominant channel for recommending clothes to someone was 

face-to-face, for both gender. Men stated this result to 57.5% and women to 66.3%.  

Also when asking about the channels in which the respondents get clothes recommended, 

face-to-face was clearly the leading one. Here, 1.16 answers were given by men on average 

and 1.21 by women. 
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Table 12: Channels in which the respondents get clothes recommended 

 Male 

n=73 

 Female 

n=98 

 Total 

 Freq. Percent Freq. Percent  

Face-to-face 48 65.8 % 76 77.6 % 124     72.5 % 

via Facebook 13 17.8 % 18 18.4 % 31       18.1 % 

via Twitter 4 5.5 % 3 3.1 % 7         4.1 % 

No one recommends  

clothes to me 

18 24.7 % 15 15.3 % 33       19.3 % 

Other 2 2.7 % 7 7.1 % 9         5.3 % 

n=171 

 

Men answered with 65.8% and women with 77.6% with face-to-face as the most important 

channel. Thus, both tables show that if some recommendation occurs, the predominant way of 

the recommendation is still face-to-face, be it for men or women. This agrees with the finding 

of table 8 where face-to-face was also identified to be the most important channel for a 

purchase decision.  

Furthermore, the respondents were asked if the follow some clothes-brands on 

Facebook. Their answers looked like the following: 

 

Table 13: Following some clothes-brands on Facebook 

 Male  Female  Total 

 Frequency Percent Frequency Percent  

Yes 22 30.1 % 43 43.9 % 65        38.0 % 

 No 51 69.9 % 55 56.1 % 106      62.0 % 

Total 73 100 % 98 100 % 171      100 % 

n=171 

Cramers V = 0.14, n.s. 

 

A dominant part of the respondents (62%) do not follow any clothes-brands on Facebook. It 

can be stated though, by having a look at the percentages, that women rather follow some 

clothes-brands than men. Nevertheless, the Cramers V is not significant at a 5% level of 

significance and consequently a correlation between gender and following clothes-brands on 

Facebook cannot be supported.  
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Then, the respondents were asked about the reasons why they follow a clothes-brand 

on Facebook. Two answers could be stated. The majority of the brand-followers stated that 

they follow a clothes-brand on Facebook because they are already customer of this brand 

(64.6%). Another 44.6% stated that they follow the brand in order to get more information 

like for example offers or alike. The exact details of the result can be seen in appendix IV in 

table e. 

The two exact same questions about the clothes-brands were also asked with Twitter. 

First, if the respondents follow some clothes-brands on Twitter: 

 

Table 14: Following some clothes-brands on Twitter 

 Male  Female  Total 

 Frequency Percent Frequency Percent  

Yes 3 4.1 % 9 9.2 % 12        7.0 %  

No 70 95.9 % 89 90.8 % 159      93.0 % 

Total 73 100 % 98 100 % 171      100 % 

n=171 

Cramers V = 0.098, n.s. 

 

In this case, an absolute majority of the respondents (93%) do not follow any clothes-brands 

on Twitter. This is clearly more compared to the Facebook-results. Moreover, the high p-

value of Cramers V (0.199) does not support a correlation between gender and following 

clothes-brands on Twitter. 

The two main reasons here why to follow a clothes-brand on Twitter were because the 

respondent is already customer of the brand and to get more information like for example 

offers. Thus, the same reasons that were also mentioned with Facebook. The whole table with 

the reasons for following a brand on Twitter is presented in appendix IV in table f. 

Then, the respondents were asked what the posts were mainly about on the Facebook- 

and Twitter page from the clothes-brands they follow. Two answers could be stated. On 

average, 1.34 answes were stared by men and 1.46 answers by women. 
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Table 15: Main content of the companies’ posts on Facebook and Twitter 

 Male 

n=73 

 Female 

n=98 

 Total 

 Freq. Percent Freq. Percent  

Information about new clothes 

arrivals 

13 17.8 % 24 24.5 % 37     21.6 % 

Information about sales and offers 10 13.7 % 26 26.5 % 36     21.1 % 

Showing some clothes and asking 

the people which piece they prefer 

3 4.1 % 3 3.1 % 6       3.5 % 

Information about a new campaign 

that has been started from the 

company 

7 9.6 % 12 12.2 % 19     11.1 %  

Presenting some pictures of clothes 14 19.2 % 24 24.5 % 38     22.2 % 

I don’t follow any clothes-brands 

on FB and Twitter 

47 64.4 %  50 51.0 % 97     56.7 % 

Other 4 5.5 % 4  4.1 % 8       4.7 % 

n=171 

 

More than half of the respondents could not answer this questions since they do not follow 

any clothes-brands on Facebook and Twitter. However, the people who do follow clothes-

brands stated that most of the posts presented either some clothes or information about new 

arrivals or sales and offers. 

As a last question, the respondents were asked if they have ever answered to a post 

from a brand/company on Facebook and Twitter.  
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Table 16: Answering to a brand-post on Facebook and Twitter 

 Male  

n=73 

 Female  

n=98 

 Total 

 Frequency Percent Frequency Percent  

Yes 18 24.7 % 18 18.4 % 36     21.1 % 

No 28 38.4 % 50 51.0 % 78     45.6 % 

I don’t follow brands 

on FB & Twitter 

27 37.0 % 30 30.6 % 57     33.3 % 

Total 73 100.1 %* 98 100 % 171   100 % 

n=171          *rounding error 

Cramers V = 0.127, n.s. 

 

The answers showed that 45.6% of the respondents have never responded to a post whereas 

21.1% have already done that. This might be a hint that following a clothes-brand on either 

Facebook or Twitter is something that the respondents rather do in a passive way like for 

example to retrieve information than to interact actively with the brand. However, it is 

interesting to see that men answer somewhat more to companies-posts than women. Thus, it 

would be interesting to make further research about the interest of the respondents to interact 

with a brand and also to discover the reasons why the respondents do interact with brands.  

However, the fact that men rather answer to a companies’ post than women is not confirmed 

by the coefficient of Cramers V (0.251). Thus, there is no correlation between gender and 

answering companies’ posts supported by the Cramers V significance test. 

 

5.2 Qualitative interviews 

The results of the interviews will be presented here in different categories. The main themes 

will be (1) the reasons for buying or not buying clothes online, (2) the information sources, 

(3) the activity of the respondents on social networks, (4) influence of friends and 

recommendations, (5) if they follow some clothes-brand on Facebook and Twitter and (6) the 

importance of online shops. 

Regarding the first point (1), four of the respondents stated that they more or less regularly 

buy clothes. Two of the buyers also mentioned that they are target-buyers and look explicitly 

for certain items online. A respondent stated it in the following way: 

[…] So, I know what I want and I google for it or I look directly into the shop or.. Yeah, I 

usually know what I want. I do not.. Even though, I, sometimes, for instance now with the 

wedding, ehm, I have to buy, I know that one of the weddings is going to be Vintage, so I 
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knew I wanted a Vintage, like, eh.. dress. And for the other ones, I don’t have exactly, I 

don’t know exactly which kind of dress I want but I have an idea. So, I am searching 

according to my idea. […] 

Three of the interviewees said that they do not buy clothes online. The main reason why they 

do not buy clothes online is that they want to see the clothes first, feel the material and try the 

clothes on. This is consistent with the answers from the survey where the main reason for not 

buying clothes online also was that the respondents prefer to check the clothes in the actual 

store first. Two respondents also stated that it would be too much effort for them, to send the 

clothes back to the company after having ordered them online and that this is a further reason 

why they prefer to go to the actual store and do not need to think further about the clothes 

after, in case they do not fit.  

The answers of the other respondents, why they buy clothes online, were that they can 

find clothes online which are not available in actual stores, that they have a better overview 

online and that they can look more carefully at the clothes there. One person stated for 

example the following: 

Ehm, do you buy then clothes online or not? 

Yes, I do. Eh, I like, for the last couples of months, I have been doing more so. I mean, I 

don’t buy that many clothes but ehm, I have been looking at.. it’s easier to get an overview 

to see what’s out there and it’s easier, I believe at least, to see if you compare to go into a 

physical store. Eh, it’s often the case that maybe they don’t have your size or they don’t 

have the actual item you are looking for.. Ehm, but, when you are… if you want an 

overview or something, it’s easier to go to the webstore and that was probably what started 

for me, when I began looking at them. 

Other interviewees said that it goes faster to buy clothes online if they need a bigger amount 

of clothes, that it sometimes might be cheaper and that they can avoid the crowded and 

sometimes messy stores.  

Interestingly, when having a look at the information sources, five of the seven respondents 

told that the most important information sources for them are the webstores themselves (2). 

This shows that a dominant part of the presented sample here uses websites/webstores as a 

main source. A person stated it like this: 

[…] generally what’s, what happens is that ehm, I realize that I need.. that’s.. it can depend 

of course what you need and what you want but eh, let’s say I want a sweater and a pair of 

shoes now for the spring. Eh, then I go about and look on different websites or different 

shops that I have been visiting just to see what kind of sneakers, whatever there is available 

and ehm.. then I compare and I pick.. especially now when you have this where you can see 

the whole catalogue with all the things at once. It takes longer to decide and it’s also easier 
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to compare, so.. it often begins with an idea that I need to have something rather than I see 

something and browsing and buying on impulse or something […]  

Three interviewees also mentioned that they read reviews or evaluations of other customers, 

one even stated that these reviews are absolutely essential for her: 

And do you sometimes check like kind of review-sites? 

Ah, yeah! Yeah, all the time! I am very driven by reviews, I do it all the time and also for 

clothes.  I.. I always look at the reviews, at the user pictures, those are very important for 

me. 

Four people told that it might happen that they see some posts of friends on Facebook about 

purchased clothes but all of them also stated that this has no further influence on them. Thus, 

they take note of the message but do not further respond or think about it: 

And do some of your friends post on Twitter or Facebook eh.. about clothes they 

bought and like they want to show then, ah “Look,I bought this” and they want to tell 

their friends.. 

Yeah, this happens.. it happens.. But usually it’s not a, it’s not a great motivation for me. 

Mhm.. Ehm, yeah.. no.. So you just read it and it’s done there, it doesn’t continue?! 

Yeah no, I usually.. I… no, yeah.. their suggestions.. no.. their suggestions, I usually look at 

them, that’s all. 

Thus, these answers show that Facebook and Twitter are not used as an information source or 

as a trigger for a purchase-decision. This shows the same tendency as the results from the 

survey, namely that Facebook and Twitter have only a very small (conscious) impact on other 

consumers for the decision of an online-purchase of clothes. 

All of the seven respondents are active Facebook members (3). The main reason for all of 

them for being on Facebook is to talk with their friends, keep in contact or just for 

communicating with friends. However, it was interesting that three of these respondents do 

not use Twitter at all and have no interest in using Twitter. One person explained:  

Ehh.. what do you think of Twitter? Why are you not a member of Twitter? 

I was never interested in it.. I don’t even really know what it is.. Ah okay.. No, how it 

works yes, it’s also for messages without pictures. But I was never interested to be or 

become a member of Twitter, never. 

Two others said that they are a Twitter-member but hardly use it and another person stated 

that she uses Twitter only for her professional networks and for professional purposes. Only 

one of the seven respondents answered that she uses Twitter quite regularly and also follows 

some clothes-brands on Twitter. The interviews also confirmed the results from the survey 

regarding the difference between the Facebook- and the Twitter use of the respondents, 

namely that Facebook is much more and more active used than Twitter. 
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When the respondents were asked about a potential influence of friends in the context 

of purchasing clothes online, different answers emerged (4). One person said that she does not 

feel influenced before purchasing clothes, but she also said that if there would be influence, 

then in her case it would be friends because friends always influence each other in her 

opinion. Another woman said a similar thing, namely that she cannot recall a specific 

situation where a friend recommended clothes to her but that it is very probable that it has 

happened. Another person stated the following: 

And, have you… can you imagine that you have ever purchased something that has 

been recommended to you from friends or whatever, of someone else, on Facebook or 

Twitter? 

Via.. suggested via Facebook or Twitter? 

Or that you have seen it on Facebook or Twitter? For example, if you saw a nice 

picture on Facebook and then you bought it after because you have seen it there 

before..?! 

Mhmm.. I couldn´t remember exactly that. Especially because.. Well, I have bought stuff 

that I saw that people have it already and I would just ignore that they have it.. But not that 

they suggest to buy it and then I buy it because of that. 

So, in this case, the person has purchased an item after having seen it from other people, but it 

has not been directly recommended to her. But still, this situation shows a certain influence. 

However, two people stated that they cannot imagine any influence through friends because 

buying clothes is something they do alone and for themselves.  

When asking the respondents if they follow some clothes-brands on Facebook and 

Twitter, different answers emerged. Only two of the seven respondents stated that they do 

follow some brands, one for fashion interest and the other person to a big part also for work 

and study purposes. One person who does not follow any clothes-brands said the following: 

Ehm, do you follow some brands on Facebook? No.. Or like them? No.. Not at all? Not 

voluntarily.. (laughing) it’s on the side-banners that making me follow H&M and 

everything but ehm not on purpose.. Why not? Because I don’t care that much about 

fashion and I actually don’t want to get influenced by what’s modern right now. So, I 

wanna keep my own style which is of course changing in the course of time but I don’t 

want to get influenced in my opinion and if I follow a brand, they are obviously gonna 

market their new collection or whatever and I, yeah, just like to stay uninfluenced.. 

Another respondent said the following words: 

Mhm... Are you following some clothes brands on Facebook or Twitter? 

Ehm.. no, I am not. I’m maybe.. well, maybe H&M but I could as well unsubscribe 

because.. Mhm.. I don’t really like to get the news when I don’t want them.. Mhm.. So, 

I’m.. I mean I get already a lot of newsletters and that’s enough.. Mhm.. 
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This is actually similar to another respondent who said that it would be too much for him to 

follow clothes-brands on Facebook and Twitter and that it is enough if he looks by himself on 

the websites for the clothes when he needs and wants it. 

When asking five interviewees about the importance of online stores (6), all of them 

stated that they consider online stores as a necessary addition to the actual stores nowadays. 

Two of them even pointed to the fact that they think that stores would lose a certain amount of 

customers if they would not have an online shop.  

[…] do you think then that nowadays every actual store should have a webstore, it is a 

must nowadays, in your opinion? 

Eh.. yeah probably. I think more and more will tend to go to the web before they go to the 

store now because it’s so easy and so available. And if you don’t, or at least myself, I can 

remember like if I know a store that have a store on the street or something like that and I 

wanna see if they have something and I can’t  browse among their different goods, it’s 

always a bit disappointing because then.. you tend to go somewhere else or you might be 

able… So yeah.. I think it will be more necessary. 

So, a clear agreement was visible from all of them who were asked, that the online shops are 

essential and necessary to have as an additional service offered by the company in order to 

fulfil the variable wishes of the customers nowadays. In general, it can be noted that the 

results of the interviews do, to a big part, confirm the tendencies and results from the survey. 

The full transcripts of the interviews can be seen in appendix II.  

 

5.3 Content analysis 

In the following paragraphs, the results of the content analysis of the Facebook- and Twitter 

posts of H&M, Nelly and Halens will be discussed. The goal of the content analysis was to 

find out how companies talk to their customers and what the main way of communication of 

their posts on their Facebook- and Twitter channel is. First, the posts on Facebook are 

discussed, followed by the posts published on Twitter. The posts were examined on the basis 

of these categories: Content of the post and the way the post was written, mention of the 

brand name in the post, pictures or links added to the post. Although the sample sizes are 

small in this analysis (n < 30 for each company), the results are presented only in percentages 

for reasons of comparison. 

 

5.3.1 Facebook posts 

The analysis of the posts of the companies H&M, Nelly and Halens resulted in the following: 
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Table 17: Content of the posts on Facebook 

 H&M 

n=10 

Nelly  

n=26 

Halens 

n=15 

Total 

Presenting a specific piece of clothes 20 %  15.4 %  20 % 17.6 % 

Presenting a new style/new arrival 20 % 3.8 % 0  5.9 % 

Asking which of several presented clothes the 

consumer prefers 

0  3.8 % 6.7 % 3.9 % 

Presenting sales/offers 0  23.2 % 6.7 % 13.7 % 

Motivate the people to participate in a 

competition 

0  7.7 % 6.7 % 5.9 % 

Motivate the people to watch a video about the 

brand/company or another brand 

0  0  6.7 % 2.0 % 

Information about a store/collection/event 50 % 7.7 % 6.7 % 15.7 % 

Motivate the customers to check out their 

website/webstore 

0  11.5 % 6.7 % 7.8 % 

Saying something to customers which has no 

direct link to clothes 

10 % 19.2 % 13.3 % 15.7 % 

Present some shopping advices or a blog from 

someone who gives some ideas/inspirations 

0  0 6.7 % 2.0 % 

Present a new brand in their assortment 0  0  6.7 %  2.0 %  

Other 0  7.7 % 13.3 % 7.8 % 

Total 100 % 100 % 100.2%* 100 % 

n=51          * rounding error 

 

Half of the H&M-posts on Facebook were information about a store/collection/event. 20% 

were about specific clothes and other 20% were about new arrivals of clothes. Thus, the posts 

of H&M were quite informing and formal. However, 23% of the posts from Nelly presented 

sales/offers, followed by 19% where the posts were directed directly to the customers without 

saying something that is directly related to clothes. Only on the third rank came presenting a 

specific clothes with 15.4%. Thus, the Nelly-posts can thus rather be considered trying to 

offer a good deal to their customers and as chatting with their consumers in the first instance. 

Having a look at the Halens-posts, 20% of the posts were about presenting specific clothes. 

13% were about saying something to the customers which was not directly related to clothes 

and 13% contained a content that was something else than the created variables. The 
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remaining posts of Halens varied so that many of the variables just appeared once and 

presented hence quite a mixture way of posts. Then, the way how the post was written was 

examined: 

 

Table 18: The way the post was written 

 H&M 

n=10 

Nelly  

n=26 

Halens 

n=15 

Total 

Information 10 % 3.8 % 0  3.9 % 

Talking directly to the customers 20 % 30.8 % 33.3 % 29.4 % 

Asking the consumer’s opinion 0  3.8 % 20 % 7.8 % 

Motivate the consumers for sth 

else than buying clothes 

0  23.1 % 20 % 17.6 % 

Trying to make the consumers 

buy clothes 

0 23.1 % 6.7 % 13.7 % 

Presenting clothes 70 % 15.4 % 13.3 % 25.5 % 

Presenting a new brand 0  0  6.7 % 2.0 % 

Total 100 % 100 % 100 % 100 % 

n=51 

 

Most of the H&M-posts (70%) were presenting clothes in a formal way. An example of a 

formal H&M post on Facebook is: “H&M for Brick Lane Bikes: A cycling inspired menswear 

collection created by H&M and London based custom bike brand Brick Lane Bikes”. Only a 

few times the posts sounded like directly talking to the customer. However, the posts of Nelly 

present a clearly different way of messages. In 31% of their posts, Nelly is talking directly to 

the consumers and to each 23% motivating the consumers for something or trying to make 

them buy their clothes. Thus, the majority of their posts sound like a personal conversation 

with their customers. A typical Nelly post sounds like the following: “Friends! We are so 

close right now to reach 400 000 likes here on Facebook. Spread the word and there will be a 

surprise soon ♥ Nelly.com”. The posts of Halens seem to 33.3% talking directly to the 

consumers and to each 20% asking the customer’s opinion and motivate the customers for 

something which presents again quite mixture messages. One of the Halens-posts on 

Facebook contained the following: “LOOKS WE LOVE: Black & White, gillar ni det?”.  

Interesting to see is then, how often the brands do mention their own brand-names in 

the posts. The exact table can be seen in appendix V table g. 30% of the H&M-posts 
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contained their own brand name. All the Nelly-posts of the posts contained the own brand 

name. However, in no single post of Halens is the brand name mentioned. Thus, H&M does 

sometimes mention their own-brand name in their Facebook-posts whereas Nelly always does 

it and Halens never. This is an interesting fact since all the three companies use a different 

way. The posts of Nelly are overloaded with the own brand while Halens’ posts are the 

opposite. A possible explanation for the way the Nelly-posts are decorated with their name 

might be their young public as a target group which that they want to approach. 

As a next step, it was analyzed if the posts were presented together with some pictures.  

 

Table 19: Posts containing some pictures 

 H&M 

n=10 

Nelly 

n=26 

Halens 

n=15 

Total 

Yes 80 % 80.8 % 73.3 % 78.4 % 

No 20 % 19.2 % 26.7 % 21.6 % 

Total 100 % 100 % 100 % 100 % 

n=51 

 

80% and thus a majority of the H&M-posts contained pictures or were linking to pictures. 

Also the other two brands showed quite clear tendencies with 81% of the Nelly-posts 

containing pictures and Halens with 73.3%. Thus, all of the three companies present a lot of 

pictures together with their posts. This is not astonishing since clothes are predestined to be 

presented with pictures and also Facebook is a suitable tool for presenting pictures together 

with the posts.  

Furthermore, it was also examined what the content of the pictures was. 87.5% of the 

H&M-posts which contained some pictures showed models presenting some clothes. The 

posts with pictures of Nelly presented several different contents. 32% showed models 

presenting clothes, 27.3% had another content than the presented variables, 22.7% were about 

accessories or shoes and 13.6% presented several pieces of clothes. Halens however showed 

also a clear tendency like H&M since its pictures were to 91% models presenting some 

clothes. The exact content of the pictures is presented in the appendix V in table h.  

As a last point, it was also checked if the posts contained a link or were linking to another site.  
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Table 20: Posts containing a link 

 H&M 

n=10 

Nelly 

n=26 

Halens 

n=15 

Total 

Yes 60 % 80.8 % 86.7 % 78.4 % 

No 40 % 19.2 % 13.3 % 21.6 % 

Total 100 % 100 % 100 % 100 % 

n=51 

 

The results show that most of the posts (78.4%) do contain links. 60% of the H&M-posts 

contained a link from which 50% were linking to another page on Facebook. 81% of the 

Nelly-posts consisted of a link of which 76.2% referred to the own webstore. Also, Halens-

posts contained to 86.7% of links which then to 69.2% refer to the own webstore. Thus, the 

reference of the links of Nelly and Halens are quite similar but different compared to H&M. 

Nelly and Halens do both mainly link to their own webstore whereas H&M does this only to a 

small extent. An assumption for this fact is that H&M is already so big and known that they 

maybe do not feel the need to link in their posts to their own webstore because they guess that 

their customers know them and their webstore already well enough. The detailed content of 

the links can be seen in the appendix V in table i.  

 

5.3.2 Twitter posts 

As was done with the Facebook-posts, the content of the tweets of the three companies were 

examined: 
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Table 21: Content of the Twitter-posts 

 H&M Sverige 

n=28 

Nelly 

n=21 

Halens 

n=15 

Total 

Presenting a specific piece of clothes 0  19.0 % 13.3 % 9.4 % 

Presenting a new style/new arrival 0  4.8 % 6.7 % 3.1 % 

Asking the consumers if they are 

wearing their own brand 

0  4.8 % 0  1.6 % 

Asking which of several presented 

clothes the consumer prefers/likes 

0  0  13.3 % 3.1 % 

Presenting sales / offers 3.6 % 14.3 % 6.7 %  7.8 % 

Stating sth about the brand itself 0  4.8 % 0 1.6 % 

Motivate the people to participate in a 

competition 

17.9 % 9.5 % 0 10.9 % 

Retweet a compliment from someone 

expressed about the brand/company 

3.6 % 0  0  1.6 % 

Motivate the people to watch a video 

from/about the brand or another brand 

7.1 % 0  13.3 % 6.2 % 

Information about a 

store/collection/event 

35.7 % 14.3 % 0 20.3 % 

Talking to a customer 10.7 % 0  13.3 % 7.8 % 

Motivate the customers to check out 

their website/webstore 

0  9.5 % 13.3 % 6.2 % 

Saying sth to customers which has no 

direct link to clothes 

10.7 % 0 13.3 % 7.8 % 

Other 10.7 % 19.0 % 6.7 % 12.5 % 

Total 100 % 100 % 100 % 100 % 

n=64  

 

35.7% of the H&M-post published on Twitter informed about a store/collection/event, 

followed by 17.9% of motivating the people to participate in a competition.  Having a look at 

the Nelly-tweets, 19% were about presenting specific clothes and another 19% about 

something not presented in the variables, followed by each 14.3% presenting offers/sales and 

information about a store/collection/event. The Halens-tweets then varied quite a lot and were 

to each 13.3% about presenting specific clothes, asking which of the presented clothes the 
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consumers prefer, other 13.3% were talking directly to the customers or motivating the 

consumers to check out their webstore and the last 13.3% said something to the customers 

which was not directly linked to clothes. 

 

Table 22: The way the tweet was written 

 H&M Sverige 

n=28 

Nelly 

n=21 

Halens 

n=15 

Total 

Information 39.3 % 14.3 % 13.3 % 25.0 % 

Talking directly to the customer 21.4 % 23.8 % 26.7 % 23.4 % 

Asking the customer’s opinion 0  0 13.3 % 3.1 % 

Motivating the consumers for 

sth else than buying clothes 

32.1 % 19.0 % 13.3 % 23.4 % 

Trying to make the consumers 

buy their clothes 

0  14.3 % 20 % 9.4 % 

Compliment on the 

brand/company 

3.6 %  0  0  1.6 % 

Presenting clothes 0  23.8 % 13.3 % 10.9 % 

Other 3.6 % 4.8 % 0  3.1 % 

Total 100 % 100 % 100 % 100 % 

n=64 

 

39.3% of the H&M Sverige-tweets were seen as information, 32.1% for motivating the 

customers for something else than buying their clothes and 21.4% as talking directly to the 

consumers. Interesting here is that the H&M Sverige-tweets have not presenting clothes as a 

main focus. An example of a H&M Sverige tweet is: “Kolla in videon från igår när David 

Beckham mötte sina fans i Berlin”. The Nelly-tweets were written in a way that they sounded 

to each 23.8% as talking directly to the customer and as presenting clothes. 19% can be 

recognized as motivating the consumers for something else than buying their clothes. “Get 

some inspiration for what to wear this week from our top sellers list“ is one of the Nelly-

tweets. The tone of the tweets of Halens is to 26.7% considered as talking directly to the 

customers, the other tweets are spread to several different variables. The Halens-tweets vary 

so much that it is difficult to state what their focus actually is. It can be said though that 

Halens writes in a quite direct and rather informal say, often with a direct approach to the 

customers. Thus, since H&M is the biggest company in the here presented companies, it can 
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be assumed that the smaller the company, the more personal the tone. But probably it also has 

to do with the slogan and intention of the company. Nelly, for example, is a company that has 

as a target group rather young people and tries thus assumably to reach their customers with a 

direct and personal tone, writing their tweets almost in the way of writing to a friend. 

Then, it was examined, how often the own brand-name was mentioned in the tweets. 

The brand name of H&M Sverige has been mentioned in 64.3% of the posts. Nelly stated the 

own brand name in 57.1% of their tweets. This is a difference to their Facebook-posts were 

they have mentioned their name in all of the posts. Thus, this also shows that not all of the 

Nelly posts on Facebook and Twitter are the same. Halens does not mention their brand name 

in any of the tweets, like they also have not done on Facebook. The table can be seen in the 

appendix V in table k. 

Another factor to analyze has been if pictures were presented together with the tweets. 

The results presented the following: 

 

Table 23: Tweets containing pictures 

 H&M Sverige 

n=28 

Nelly 

n=21 

Halens 

n=15 

Total 

Yes 46.4 % 38.1 % 73.3 % 50 % 

No 53.6 % 61.9 % 26.7 % 50 % 

Total 100 % 100 % 100 % 100 % 

n=64 

 

Thus, 46.4% of the H&M Sverige-tweets contained pictures of which 46.2% portrayed 

something else than the presented variables and 38.5% presented models wearing clothes. 

38.1% of the Nelly-tweets contained some pictures of which 75% were showing models that 

present clothes. And lastly, 73.3% of the tweets of Halens had some pictures attached of 

which 90.9% presented models wearing clothes. If the tweets contained some links or were 

linking to other sites was also a point to analyze. The details of the content of the pictures can 

be seen in appendix V table l.  
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Table 24: Tweets containing a link 

 H&M Sverige 

n=28 

Nelly 

n=21 

Halens 

n=15 

Total 

Yes 78.6 % 90.5 % 86.7 % 84.4 % 

No 21.4 % 9.5 % 13.3 % 15.6 % 

Total 100 % 100 % 100 % 100 % 

n=64 

 

The results showed that most of the tweets of all the brands do contain some links. 78.6% of 

the H&M Sverige-tweets contained a link of which 34.8% referred to an article in a 

newspaper/magazine online and 17.4% referred to another website which is related to the own 

brand. However, in 90.5% of the Nelly-tweets was a link included of which 89.5% refer to the 

own webstore. This is an incredible high number compared to the other two brands. From the 

86.7% Halens-tweets that contained a link, 53.8% pointed to their own Facebook-page and 

other 38.5% to their webstore. The exact content of the links can be seen in the appendix V in 

table m.  

As a last option, the author wanted to control if the same posts that were published on 

Twitter also were posted on the Facebook-page of the brands or if the posts between the two 

medium differed. The results showed the following: 

 

Table 25: Same posts published on the Facebook-page 

 H&M Sverige 

n=28 

Nelly 

n=21 

Halens 

n=15 

Total 

Yes 0  9.5 % 86.7 % 23.4 % 

No 100 % 90.5 % 13.3 % 76.6 % 

Total 100 % 100 % 100 % 100 % 

n=64 

 

Here we can see that none of the H&M Sverige-posts published on Twitter can also be seen 

on their Facebook page. This can be explained with the fact, that the Twitter page was only 

H&M Sverige whereas their general H&M-Facebook page has been examined since there is 

no H&M Sweden site on Facebook. However, Nelly published 9.5% of their twitter posts also 

on their Facebook-page whereas Halens published 86.7% of the posts also in the same way on 

their Facebook-page. A possible explanation for this is that Halens is a much smaller 
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company compared to H&M and Nelly and has therefore maybe not that many resources as 

the other two.  

 

 

6. Interpretation and discussion 

The research questions which were stated in the beginning, shall be answered in the following 

paragraph. Moreover, some results are discussed in relation to the literature in this study. The 

four questions which were asked are summarized as follows: 

1. Which communication channels (face-to-face, mediated) are the most important for an 

online purchase decision of clothes buyers (according to the consumers themselves)?  

2. Who are the opinion leaders in the process of an online purchase in the e-commerce sector 

of clothes and what role do they play?  

3. Which roles do social networks like Facebook and Twitter play? 

4. Which communication strategy do companies use to reach online consumers of clothes on 

the social media channels of Facebook and Twitter? 

As an answer to the first question, the results from the survey and the interviews 

showed that a face-to-face interaction amongst friends turned out to be the most important 

communication channel for an online purchase decision of clothes, for both men and women. 

This fact that an offline channel is the most important one is quite surprising since several 

literature citations emphasized the importance of social media but otherwise, it agrees with 

the high impact of ‘personal influence’ as stated in the beginning of the study. Thus, the 

respondents in the present study confirm clearly that interpersonal influence, like here of 

friends, has a higher impact than mass media like for instance social media (Facebook & 

Twitter). This also affirms that the two-step flow of communication still exists today, 

although not as social media but rather as friendship relation as an influential in this case. 

Thus, it can also be said that for the respondents, their friends might serve as an 

opinion leader. When referring to the different types of opinion leaders which were presented 

in chapter 3.2, the friends as opinion leaders can most likely be characterized as the 

‘corroborated persuasion or advice’-classification of opinion leaders. In this classification, the 

influential and the follower are aware of the influence and willing to acknowledge it. 

Probably, a part of the opinion leaders could also be categorized to the ‘Imitation’-

classification of opinion leaders, where the follower is aware of the inference but not the 

influential. However, this is difficult to prove in this case, since the respondents were not 

interviewed about this. 
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But when it comes to the further ranking of the communication channel importance for 

a purchase decision, men and women had clearly different choices for the second and third 

option. Women mentioned social media campaigns from the respective companies and 

recommendation systems, whereas men referred to traditional advertisement and blogs. This 

shows that there exists a certain two-step flow of communication, but it is not mainly 

transmitted through social media (Facebook & Twitter) as expected. Beside the friends with 

the highest percentage, there was no other group clearly identifiable as opinion leaders since 

the additional results were quite evenly spread and showed at most some trends. 

An interesting result of this study was that the personal exchange with friends works 

primarily face-to-face and not through social networks like for example Facebook. The survey 

and the interviews revealed that the impact of Facebook and Twitter is rather small. 

Therefore, it can be concluded that Facebook and Twitter do not have a special role in the 

decision making for an online purchase of clothes, at least not on a conscious level. Maybe 

there is more influence on a subconscious level but this is not possible to answer in this case.  

These findings are in agreement with the literature which stated that social media may 

be useful in generating exposures to brands and driving more traffic to brand websites, rather 

than for selling some products. A further explanation why Facebook and Twitter are not 

considered that important for an online purchase decision of clothes might be that people 

declare that they use Facebook mainly to have conversations with their friends. Thus, on a 

conscious level they do not consider Facebook for something else, but maybe on a 

subconscious level they do, without being aware of it. The outcome that Twitter is not 

influencing the purchase behaviour is mainly given by the fact that many of the respondents 

do not use Twitter. Nevertheless, a lot of the literature also suggested a big influence of social 

media in regard to marketing strategies which has however not been confirmed in this study. 

A possible explanation for the low impact of social media in regard to purchase-decisions is 

that the face-to-face interaction is for many people still more valuable and reliable than the 

digital communication. 

WOM as a concept, which was explained in the study as the communication about a 

product between consumers, actually applied in the present study since the respondents stated 

that their friends are their most important communication channel in their purchase decision. 

However, a notable difference is that the literature assumed that the influence of friends 

would occur through social media, whereas this study showed that the friends telling face-to-

face was the most mentioned option. Therefore the conclusion is that WOM occurs not 

through social media (Facebook & Twitter) but rather offline (face-to-face). 



   
 

  49 
 

However, an interesting result of this study was the quite high disinterest of the 

respondents in following a brand on a social media-channel since several studies in the 

literature assumed the opposite. Therefore, the relation between the customers and the brands 

would need further research and to be examined in a more profound way.  

The results of the content analysis showed that the three studied brands (companies) 

use diverse communication strategies. Namely, that the largest brand (H&M) has rather a 

formal and informative way of communication, whereas the two other brands (Nelly and 

Halens) write their posts in a more personal and sometimes informal way. Furthermore, the 

results revealed also that the posts do not always focus on presenting clothes, but instead also 

on other things like for instance invites to competitions are promoted. This is consistent with 

the answers of the respondents in the survey where they reported that informing about sales 

and offers is one of the main contents of the companies’ posts. The fact that the companies’ 

posts do not exclusively focus on clothes, is interpreted here in such a way that the 

companies/brands use their Facebook- and Twitter channels in a broader sense and that they 

approach their customers in a more direct way in order to establish an emotional binding to 

the brand and to make them feel more connected. However, an interesting finding of the study 

is that a dominant part of the respondents stated that they are not interested in following 

clothes-brands on Facebook and Twitter. As an explanation, they said that they want to 

approach the brand themselves when they want to and that it is their decision when this 

happens. This and also the fact that social media (Facebook and Twitter) have not proved to 

have a big influence in the present study, should be a point to consider for brands and 

companies for their future way of how to approach their customers and on what channel. 

One conclusion of this study that can be drawn is that the three applied methods 

(survey, qualitative interviews, content analysis) worked well together in order to answer the 

research questions. Especially the survey and the interviews were complementary and helped 

therefore in the interpretation of the results. A possible weakness of the survey is that the 

answers are a self-assessment and it is thus not possible to check if the answers are reliable. 

Based on this fact, one could improve this study in adding more research effort on the most 

surprising results of the study and analysing further with more refined and detailed questions 

about the consumers’ behaviour. This would certainly generate additional and interesting 

results. 

Another weakness that has been mentioned earlier in the study is that the chosen 

sample cannot be generalized for a whole population. However, for the topic of this study, the 

chosen sample could be considered as a kind of target group since the predominant part of the 
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respondents are young and supposed to be active on social networks, be online-affine and 

possibly interested in clothes. Thus, considering the topic of this study, the most interesting 

respondents to examine were present in the sample. In order to make the sample representing 

a whole population, much more data would have been necessary in this analysis but this 

would go beyond the possibilities of this study. 

 

 

7. Conclusion 

To summarize, this study contributes to the research of the concept of the two-step flow of 

communication. The results show that the concept is still applicable nowadays for the offline 

interaction among friends, however it does not apply to social media interactions (Facebook 

& Twitter) in this case. Furthermore, different impacts of social media have been investigated, 

and by interviewing the respondents, a new contribution to audience reception studies has 

been accomplished. This can be seen as a further input to the important field of social media 

perception and application, in the context of a dynamic media domain. 

The most important result of this study is that both the survey and the personal 

interviews reveal in an astonishingly clear manner that the most important communication 

channel prior to an online purchase of clothes for the respondents turned out to be the face-to-

face interaction with friends and thus an offline interaction. The extent of this result was 

insofar surprising, because much of the viewed literature during the preparation of the work 

was emphasizing the importance of social media in the context of WOM. Furthermore, this 

fact cannot be explained by the absence from the social media, because the vast majority of 

the respondents were claiming to use Facebook on a daily basis. 

Hence, the fact that the most important and impacting discussion channel takes place offline, 

should encourage companies and brands to include this finding in their prospective strategies, 

and therefore not simply rely on social media when it comes to promote their sales. Instead, 

they should also consider how they can impact the WOM-discussions that happens offline. 

One possible way is to educate and motivate specific people to become informal ambassadors 

of certain brands or companies. This focus on individual persons might create the potential to 

impact the purchase decisions of their environment. 

After the offline discussion with friends, the next ranks were taken by review sites and 

webstores. One proposal for companies could be, to reflect how the WOM-interaction that 

happens offline, can be applied to social media in order to generate conversation about their 

brands and thus finally to boost sales. This would certainly be a valuable investigation, and 
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some starting points could be an optimization of advertisements, brand websites or adaptation 

of different consumer platforms. The strengthening of the conversations among friends, be it 

offline or online, might as a consequence even increase the number of opinion leaders and 

thus lead to a higher chance of successful impact for the companies. 
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Appendices 
 

Appendix I  - Survey 

 
Hello and thanks for participating in this survey. 
 
My name is Nadia Rasetti and I am currently studying Media & Communication studies at the 
University of Stockholm. I am writing now my master thesis about the process of an online 
purchase of clothes and potential opinion leaders during this process. 
In order to obtain reasonable scientific results for this study, I depend on a certain number of 
respondents. I would therefore be very pleased to receive your answers.  
 
Your anonymity in this study is absolutely assured. The survey will only take you about 5-7 
minutes to fill in but it will help me a lot to find measurable results for my thesis. 
 
Thanks again and best regards, 
Nadia Rasetti 
 
 
*1-What is your gender? 
1) Male 
2) Female 
 
*2-What is your year of birth? State for example: 1986 

 
 
*3-What is your highest degree so far? 
1) High school degree 
2) Commercial education / apprenticeship 
3) Bachelor degree 
4) Master degree 
5) Doctorate /PhD 
6) Other (please specify) 
 
*4-What is your occupation? Please state your current occupation. 
1) Student 
2) Employee 
3) Entrepreneur/Self-employed 
4) Pensioner 
5) Other (please specify) 
 
*5-What is your nationality? 

 
      

*6-Are you currently living in Sweden? Please state if you are living in Sweden at the 
moment. If not, the survey ends here. 
1) Yes 
2) No � (Survey ends here) 
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*7-Are you a member of Facebook? (If no, survey continues at 9) 
1) Yes 
2) No 
 
*8-If yes, do you use Facebook regularly? 
1) Yes, every day 
2) Yes, several times a week 
3) Yes, once a week 
4) Yes, once a month 
5) Not very often, only every 2-3 months 
6) No, almost never 
 
*9-Do you have a Twitter account? (If no, survey continues at 11) 
1) Yes 
2) No 
 
*10-If yes, do you use Twitter regularly? 
1. Yes, every day 
2. Yes, several times a week 
3. Yes, once a week 
4. Yes, once a month 
5. Not very often, only every 2-3 months 
6. No, almost never 
 
*11-How would you rank your involvement in social networks? Involvement is meant here 
with activities like posting, liking, sharing and alike 
1 = very low 
2 = low 
3 = middle 
4 = high 
5 = very high 
 
*12-How would you describe your interest in clothes? Describe your interest according to 
your own opinion 
1 = Not interested at all 
2 = Not interested 
3 = Middle 
4 = Interested 
5 = Very interested 
 
*13-How do you usually inform yourself about clothes? (State the two most important 
answers) 
1) Online newspapers and magazines 
2) Offline newspapers and magazines 
3) Social networks 
4) Blogs 
5) Friends 
6) Check clothes in the store 
7) Adverts online, newsletters etc. 
8) I browse on the websites of retail stores 
9) Other (please specify)  
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*14-Have you ever bought clothes online? (If no, survey continues at 17) 
1) Yes 
2) No 
 
*15-Do you buy clothes online at the moment? 
1) Yes, I buy some clothes online at least every week 
2) Yes, I buy some clothes online every two weeks 
3) Yes, I buy some clothes online once a month 
4) Yes, I buy some clothes online but less than once a month 
5) No, I don’t buy clothes online at the moment 
6) No, I won’t buy clothes online anymore 
 
*16-What are the reasons for you to shop clothes online? State max. 3 answers 
1) Convenience / Saving time 
2) Got a gift- or sales voucher from a company 
3) Recommendation of friends 
4) Availability / Better choice 
5) Cheaper / Price 
6) I don’t buy clothes online 
7) Other (please specify) 
 
*17-If you don’t buy clothes online, what are the reasons for it? State max. 2 answers 
1) I don’t buy clothes online because I don’t know how the purchase process online works 
2) I don’t buy clothes online because I want to see the clothes first and try them on 
3) I don’t buy clothes online because I don’t want that the site can save my data and see what 
I buy 
4) I don’t buy clothes online because of other reasons  
 
*18-Where does your idea of a purchase of clothes start?  Only one answer possible 
What is meant here is, where your initial thought of a piece of clothes or a possible purchase 
of a piece of clothes started. When/where and how did you the first time think about it? 
1) A friend told me face-to-face 
2) A friend wrote about it on Facebook or Twitter 
3) I am following a company/brand on Facebook or Twitter and saw it there 
4) I saw some traditional adverts (TV, newspaper, poster) about it 
5) I got a newsletter about clothes and saw it there 
6) I started surfing on the websites of retail stores 
7) I don’t think about it because I don’t buy clothes online 
8) Other (please specify) 
 
*19-Which communication channels are the most important for the decision of an 
online-purchase of clothes? State 1 or max. 2 answers. 
Which of these communication channels influence or might influence you the most in the 
context of a purchase-decision? 
1) A friend told me face-to-face 
2) A friend told me on Facebook or Twitter 
3) I read on a blog about it 
4) Traditional advertisements channel like TV, newspaper, poster etc. 
5) A social media campaign from a company/brand 
6) Recommendation systems (e.g. ranking/rating systems) 
7) I don’t have an answer because I don’t buy clothes online 
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8) Other (please specify) 
 
*20-How likely is Facebook to influence your purchase decision online? 
Activities like sharing, posting and liking are meant here 
1 = not likely at all 
2 = not likely 
3 = middle 
4 = likely 
5 = very likely 
 
*21-How likely is Twitter to influence your purchase decision online? 
Activities like tweeting and retweeting are meant here 
1 = not likely at all 
2 = not likely 
3 = middle 
4 = likely 
5 = very likely 
 
*22-Have you ever bought clothes that you have read about on Facebook or Twitter? 
1) Yes 
2) No 
3) Don’t remember 
4) I am neither a Facebook nor a Twitter member 
 
*23-When recommending clothes to someone, how do you do it? State max. 2 answers 
1) Face-to-face 
2) via Facebook 
3) via Twitter 
4) I never recommend clothes to someone else 
5) Other (please specify) 
 
*24-When someone else recommends clothes to you, in what way does this happen? State 
max. 2 answers 
1) Face-to-face 
2) Facebook 
3) Twitter 
4) No one ever recommended clothes to me 
5) Other (please specify) 
 
*25-Are you a “friend”, “fan” or do you “like” a cl othes-brand on Facebook? (If no, 
survey continues at 28) 
1) Yes 
2) No 
 
26-If yes, which clothes brands do you follow? 
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*27-Why did you become a fan or like clothes-brands on Facebook? State max. 2 answers 
1) A friend recommended the brand to me 
2) I am already a customer of this brand 
3) I join the brand to get more information like for example offers  
4) I join the brand because I am thinking to purchase in the future from this brand 
5) I like or follow the brand to feel more connected to the brand/company 
6) Other (please specify) 
 
*28-Do you follow some clothes-brands on Twitter? (If no, survey continues at 33) 
1) Yes 
2) No 
 
29-If yes, which clothes brands do you follow? 

 
 
 
 
 

 
*30-Why do you follow clothes-brands on Twitter? State max. 2 answers 
1) A friend recommended the brand to me 
2) I am already a customer of this brand 
3) I join the brand to get more information like for example offers  
4) I join the brand because I am thinking to purchase in the future from this brand 
5) I like or follow the brand to feel more connected to the brand/company 
6) Other (please specify) 
 
*31-Have you already purchased something from this/these brand(s) before becoming a 
Facebook-fan of them or following them on Twitter? 
1) Yes 
2) No 
3) Don’t remember 
4) I am neither a Facebook-fan nor a twitter-follower of them 
 
32-Please indicate how likely you are to consider this/these brand(s) for a future 
purchase (This question is online visible when answers 1) Yes on question 28)) 
1 = not likely at all 
2 = not likely 
3 = middle 
4 = likely 
5 = very likely 
 
*33-What are the company/companies’ posts mainly about that you like/fan on 
Facebook and Twitter? State max. 2 answers 
1) Information about new clothes arrivals 
2) Information about sales and offers 
3) Showing some clothes and asking the people which piece they prefer 
4) Information about a new campaign that has been started from the company 
5) Presenting some pictures of clothes 
6) I don’t follow any clothes-brands on FB and Twitter 
7) Other (please specify) 
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*34-Are you happy with the amount of the posts on Facebook? 
1) Yes, it’s fine 
2) No, it’ too much 
3) No, it’s not enough, I wish more 
4) I don’t care 
5) I don’t like/fan/follow any companies on FB 
5) Other (please specify) 
 
*35-Are you happy with the amount of the posts from the company/companies that you 
follow on Twitter? 
1) Yes, it’s fine 
2) No, it’ too much 
3) No, it’s not enough, I wish more 
4) I don’t care 
5) I don’t follow any brands/companies on Twitter 
5) Other (please specify) 
 
*36-Have you ever actively answered to a post from a brand/company on Facebook and 
/ or Twitter? 
1) Yes 
2) No 
3) I don’t follow any brand/company on Facebook and Twitter 
 
37-Is there anything else you want to say? 
 
 
 
 
 
 
 
 
Appendix II  – Interview guide (semi-structured interviews) 

 
To introduce myself shortly, I am doing a study for my master thesis about the process of an 
online purchase of clothes where I try to identify potential influential during this process and 
figure out, what kind of influences might exist. 
 
General use 
-What do you think, how many hours per day do you spend on the internet in your spare time? 
-What is your main activity while being on the internet? 
-Are you a member in social networks? (If yes, in which?) 
-What is your main purpose to be part/NOT to be part of this/these social network/networks? 
 
Interest in clothes 
-How you describe your interest in clothes in general?  
-Do you inform yourself actively about clothes?  
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Online shopping 
-Do you buy clothes online? 
-What is the reason for you to buy clothes online? (Or NOT to buy clothes online) 
-When you buy clothes online, where does this buying-process start? (Are you looking for a 
specific piece of clothes, did someone recommend something to you, did you hear or read 
about it etc?) 
 
Social networks/Brands 
-Are you follow some brands or companies on Facebook or Twitter? 
-Have you ever purchased some clothes that have been recommended to you? 
 
Ask only if someone is following brands on FB or Twitter: 
-Could you imagine that you will purchase more from a brand in the future after liking or 
following them on Facebook and Twitter?  
 -If you think about the amount of posts that the brands/companies that you follow or like on 
FB and Twitter, are you satisfied with this amount of information or if not, how would you 
like it to be different? 
-What is the main type of information that the brand/company spreads on FB or Twitter? Do 
they want to know the opinion about some clothes, are they trying to sell something etc.? 
 
Other questions that were posed occasionally: 
-What is the role of pictures in the context of buying clothes online? 
-Could you imagine that your online-purchasing can one day replace your actual shopping in 
the offline stores? 
-Do you buy other products online? 
-Do you read reviews about products online? 
-Did it happen that you saw an advertisement on the way and after you went to check and 
look for it online? 
-Do some your friends post  and write on Facebook about clothes they have bought? 
-Do you think it is important that all offline stores have also an online-shop nowadays, it is a 
MUST in your opinion? 
 
 
Transcripts of interviews 
 
Interview Marianne 
Age: 23 
Student 
 
How many hours per day are you spending on the internet? 

Including work or excluding work? Just in general? 

In your spare time.. 

In my spare time, maybe two hours. Only? That´s hard to say.. But what would you say is your 
main activity when you are online or when surfing on the internet? Ehm, research, ehm, 
communication with friends, news checking, instagraming, Facebook….. 

So, you already mentioned Facebook and since my question would have been in which social 
networks are you a member? 
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Facebook, Twitter, ehm, Instagram is also a social network, right?! (Further thinking) 

Yeah, but that´s okay. What is your main purpose to be part of these social networks? 

Communicating with friends, staying up-to-date, I mean I don´t read the newspapers that much 
anymore and I get more information through social media. So, yeah, it´s informing myself about 
what´s going on in the world 

The networks, the social networks they do also help you to inform yourself about what is going 
on in the world? Mhm, yes. How, in what way? People posting or people talking about stuff, for 
example when Chavez died I did not hear that from the news but from people who talked about it on 
Facebook 

Okay, mhm. Interesting (laughing). Ehm, then now I want to know a bit more about the topic of 
clothes. Do you inform yourself about clothes actively? 

Yeah, I read a lot of blogs and ehm, I do some research sometimes about what you can shop where but 
I don´t buy online, so.. 

Where do you do this research? Ah, just to see on the website of the store what they have or where  
the stores are located 

Mhm, and you just have some websites in mind or how do you find these websites? Through 
google, yah.. Then you are looking for clothes websites or ..? No, for special brands. 

Okay. And these brands you have in mind.. why? Why do you have these in mind? 

Because I saw them maybe in a magazine or I saw them on somebody or somebody carrying a bag for 
example 

Mhm. Okay. So you already said before that you only seldom buy clothes online Yeah. 

Can you say a bit more about that? Oh, I just don´t like it because you don´t see what kind of 
material it exactly is, I don´t know my size because it depends a lot and I am not a very normal size, I 
think. Ehm.. and I like the fact of going in to a shop and try something on and buy it there. I am more 
that kind of an impulse shopper, I see something that I like, I shop it and I seldom kind of know what I 
am looking for before I see it 

Mhm. But you mentioned before that you are checking websites, so you check the websites more 
to get some ideas.. ideas yes..  and some styles .. yeah..  and you go then into the stores and look 
there what is there 

Yeah but I wouldn´t really say (unclear) .. (that)  like I see something and then I really look for it 
exactly, that´s more about inspiration to see what I like and what´s in fashion and stuff like that but 
seldom that I would buy the same outfit that I saw somewhere else 

So, usually your buying-clothes is not target-oriented, you see what is there and let inspire you..? 

Yah, yah, mhm. And it´s not that.. ? I have so many clothes that it´s never that I need something, so, 
that´s kind of.. probably the reason why I am not the target-shopper 

Mhm, yes. And if you have to think for yourself, like the.. What I want to know is which 
communication channel is the most important for you to buy clothes after, it can also be directly 
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in the store... What I mean here is that you hear it from a friend face-to-face or that you said 
that you read about it online or offline, what do you think is the most dominant channel for you? 

That´s hard to say but it might actually be Instagram at the moment because that´s what I am using 
most at the moment. I hardly, or I stopped kind of.. no I didn´t stop but I am not using Facebook that 
much anymore, I see more on Instagram and I have some some.. I am following some fashion bloggers 
on Instagram, so, I think that´s the most important one for me at the moment 

Mhm. Do you follow some brands on Facebook and Twitter? Yeah. Do you remember some of 
them or are they so many that you cannot remember any of them? Pff.. There are a lot? It´s a lot 
yes, but if you want some names..?! Just if they come to your mind.. 

Ehm, I follow fancy and styletag and ehm, carosse doree, eh, Norden lights, eeh, a good one I think is 
eh, mon showroom.. 

What is the reason for you personally to follow these brands on Facebook and Twitter? 

I love the pictures! It´s just.. Just for the pictures? .. so fantastic pictures, most of the time! And I 
delete, I start following some and if I don´t like their style I would just delete them again. But most of 
them or many of them are just so beautiful pictures that I look at it for that 

Okay. But then you are also more focused on the picture than on the post itself? Yeah.. Do you 
read the post or not that much? No, no that much, I am more the picture-oriented. Okay, mhm. 

Unless it is about travelling or kitchen but I mean that´s not what we are talking about, right?! 

Mhm. And, have you.., can you imagine that you have ever purchased something that has been 
recommended to you from friends or whatever, of someone else, on Facebook or Twitter? 

Via.. suggested via Facebook or Twitter? 

Or that you have seen it on Facebook or Twitter? For example, if you saw a nice picture on 
Facebook and then you bought if after because you have seen it there before..?! 

Mhmm.. I couldn´t remember exactly that. Especially because.. Well, I have bought stuff that I saw 
that people have it already and I would just ignore that they have it.. but not that they suggest to buy it 
and then I buy it because of that 

But you saw.., it happened that you saw on Facebook that some people have this and this clothes 
and you bought them after as well because you liked them? 

Yeah. 

Okay... Ehm, do you think it might be the case that you buy more or like..or like,  maybe 
tendencially more from this brand after following them on Facebook or Twitter? 

Mhmmm, yeah, might be..  might be.. One of the examples would be “saisung” that I spotted online 
and I started looking for stores where they sell their stuff. That´s where (unclear) I start(ed) buying.. 

Mhm, okay. (small break and silence)  

And one of the reasons why I don´t buy much online, especially living in Switzerland, is that you 
never know what is the cost for the shipping or end-cost. Because that´s so randomly, they can´t tell 
you before 
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Mhm. Ehm, if you like think (about) or can remember the last post from the brands that you 
follow on Facebook and Twitter, do you remember what they were mainly about? 

At the moment it is surprisingly a lot of summer clothes. I think it has to do with the fashion week that 
was going on.. So, they are presenting summer clothes? Yeah, summer or already autumn, so.. 

Okay. Do you also.., maybe you remember in what way they present their posts? What I mean is 
like, do they just say “here is the newest trend” or if they say “ah, we have some nice sales for 
you” or, you know.. 

Mhm, I don´t go for the sales, never. I think it´s more kind of streetstyle, “this is streetstyle, check it 
out” less than “go and buy it” 

And you mean, you see more this streetstyle-communication? Yeah. Okay. Mhm.. (Short silence) 

I do actually follow H&M and the big ones on Facebook but I don´t know if, I never click on their site 
so that it doesn´t show in my flow anymore, because that´s according to your use.. So I don´t even 
remember the last post I saw.. 

Okay. And in general do you think the amount of posts of these brands are they okay, or too 
much, not enough..? What would you say? 

That´s very hard to say because I don´t even remember them. I have “Acne” all the time but that´s 
probably because I click on them. Mhm .. But I don´t know… (unclear) it doesn´t show on my stream 
anymore.. 

Anything else you want to comment on? Anything you want to hear? No, it´s fine (laughing) 

 
 
Interview Michaela 
Age: 32 
Employee 
 
So, about your internet use, ehm, how many hours do you spend on the internet in your spare 
time? 

In my spare time.. And you can count computer and phone together 

Gosh, I don’t know, that’s .. I mean that’s quite a lot because I have both a windows phone and iphone 
and you know, I check the internet for everything! Eh.., so, how many hours per day, I don’t know.. 
Except from work because.. gosh.. 

Just guessing, approximately.. What could it be..?! 5-6, more or less? Per day it’s about 3 hours per 
day.. in my spare time, not work. 

Okay, yeah yeah. And what is your main activity when you are in the internet, on the internet? 

Eh, mostly Facebook and check on.. perhaps eh, flight tickets, or  I mean to go somewhere. Mhm 
okay. Train tickets.. I mean..  Okay. Mainly search for.. Okay. Specific things you need? Yeah, yeah 
yeah. 

Okay, you mentioned already Facebook. Yes. Are you also member in other social networks? 
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No.  Only facebook? Only facebook! 

What is the main reason for you to be on Facebook? 

Ehm, a lot of my friends that are not living in Sweden, eh, that’s the social network we are 
communicating in, writing messages and so on, so keeping contact with friends, eh, that’s the main 
reason to go 

Mhm. How would you describe your general interest in clothes? 

Äh, I am quite interested, eehm, I mean I don’t have to have the latest stuff but I am interested. 

Okay, do you inform yourself actively about clothes, about new fashion or whatever? 

I did it more when I was younger. Mhm .  Eh, as older I am getting.. it’s less interesting. Even though I 
am interested but I can see myself, I mean if I compare myself ten years ago and now, I did buy every 
magazine and I did check..  

Blogs maybe? 

Yeah, not so much blogs because ten years ago, the blogs weren’t that many..  True!  But I mean, I did 
check InStyle  and so on… Eh, and so on because I studied fashion some years ago, but.. 

Ah okay!  

I did yeah, but I am not as interested today to check every day  for: “okay what’s on.., what’s hot” 

But do you feel that you get informed about it automatically without that you actively search 
about it? 

Yeah maybe I mean.. maybe that’s the pages that.. like.. I am reading newspapers online, online as 
well, SvD, DN, Aftonbladet for examples. Eehh so, and Facebook.. So I don’t know, maybe it’s 
because of those.. eh (pausing).. webpages are informing me automatically with stuff.  I don’t know.. 

Mhm.. I don’t know, I haven’t thought about it that way. Okay but maybe you didn’t.. it happens 
without that you notice, or.. Yeah maybe.. unconsciously.. maybe, mhm.. 

Do you buy clothes online? (short silence) At the moment or have you already bought online? 

Eehh… no, I have not. 

Okay, what is the reason for not buying clothes online? 

Eh, it’s because I want to feel.. The quality? Yeah, the quality and try them on.. Mhm ..Eh, I know a 
lot of companies are letting you to return the things for free, but for me it’s another project to do that. 
Even though buying them, getting them home and you can try them on and return them for free, it’s a 
project to go and do that, so that’s why..  It’s an extra effort, an extra step.. Yeah, so that’s why it’s.. 
for me I think, it’s easier to go and really try them and say okay, it didn’t fit, it’s fine.  

Then you don’t need to think about it anymore.. no.. It’s done. It’s done!  

At this moment. Yeah! So.. But I mean, there are more and more companies that are only having their 
online webshops, so they..  

What do you think, why that? Why..? It’s the cheaper way! Because.. For the company? 
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Yeah! To not have a store, to pay the rents.. eh.. my mom’s cousin, she is the same age as me and she 
and one of her friends have a company for knitted sweaters, called ‘Soft Goat’, they only have it 
online and some.. once every six months they have a pop-up store here in Stockholm but otherwise it’s 
only online, so.. 

And they are doing a good business? 

Yeah, they do! I mean, very well! Okay. Eh, I go and visit them on the pop-up store because I want to 
feel it and try it on. 

Do you know how they reach their customers? ..that buy online..? 

Ehm, I mean, I know they have a very broad ehm, contact network.. ehm.. And then I think it’s three 
blogs.. they have been in the newspapers, magazines and so on.. 

Okay.. Doing articles about them. Because it’s a quite rare.. not  a rare company, but they are doing 
good things as well. Because, for every, I don’t know, for every 20th knitted sweater they sold, they are 
buying a goat for, is it Africa or sth, a country in Africa or sth. Okay.. So, it has been written about 
them.. 

Okay, something good then.. it’s not only about the clothes but also something else.. 

No.. it’s something else.. I see.. 

Okay.. ehm, do you follow some brands, some clothes-brands on Facebook or liking the page or 
be a fan of them on Facebook? 

(pause) I think the only one is actually Soft Goat (laughing) that one I told you about.  Yes. So, I 
think.. No one.. ?! I don’t think so.. Can I check? Because, I don’t know.. 

Yeah I mean.. but probably if you don’t remember, you don’t have.. Yeah, I know.. No, that’s 
fine! 

Okay. Could you imagine, or what would be the reason why to follow them on Facebook? What 
would be a reason why you would like a page of them? Of brands..? 

Another brand than Soft Goat? 

Yes yes.. Ehm….(pausing) the reason could be, I mean, if they have sometimes special offer or the 
new stuff but.. I don’t know… 

Are you using Twitter? No… No? No..  

No Instagram? Eh.. I have.. I don’t do it anymore.. Okay. Because … (hesitating) 

Okay, you don’t have it anymore.. No… Okay! They don’t use, ehm.. they don’t have the app for 
windows-phone.. Okay. So that’s why I am not using it anymore. 

I see.. I will hopefully in the future, but not for the moment. 

You said before that you spend quite some time on Facebook. Yeah.. Have you maybe noticed 
there that some of your friends or follow there some brands or just that you mentioned that they 
say, they recommend something they bought, for example clothes, or something else on 
Facebook. Mhm.. 
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Have you.. can you remember that you have seen that or not at all? Yeah! 

Yeah, people.. I mean,  take pictures or write something about “I bought this today” or.. 

So, your friends to that on Facebook? Yeah! Yeah.. not many but a few that are really… 

Could that influence you? Like.. Potentially speaking now, that you say “Oh, that’s a nice jeans, 
I will go to check it on the store” or you think, “no, I see it but I forget about it in the next 
second”? 

Ehm.. of course I could.. yeah maybe.. yeah maybe.. Maybe..?  (laughing) I mean.. you and your 
friends are influencing each other in everything we see and write.. Ehm, but it depends on actually 
what it is.. But I mean, yeah.. 

But then you would also confirm that, if something influences you, then it’s probably your 
friends?!  

Yeah! In a clothes-purchase, it’s not something else?! 

No.. rather than a traditional advertisement or something..? Mostly friends! 

That’s good.. Eh yes.. I think, since some questions I cannot ask you because you don’t 
buy..oohh..  I have less questions now (laughing) but thanks! 

But it’s only on clothes you are asking? 

Yes, because I have to make it specific. And I cannot ask on everything. 

No, I see.. 

 
 
Interview Martin 
Age: 25 
Student 
 
So, my first question would be for you, ehm, how many hours do you spend on the internet every 
in your spare time? 

Eh, well, I would probably say, mhm, since there are so many things you do on the internet now, it’s 
probably three hours, something like that. Since I also watch TV on the internet... Eh, but, all in all 
maybe three hours or something. 

And what is your main activity in these three hours? 

Eh, well, what’s taking me most of the time is watching either a movie or some TV program and 
perhaps… I am surfing and browsing different sites, I don’t know, for like one hour in total or 
something like that. 

Mhm, okay. Ehm, are you a member in social networks? 

Eh, yes, I am. In which one? Facebook and ehm, I am member of Twitter as well but I don’t use it 
that frequently. So, it’s mostly Facebook. 

Mhm and what is your main purpose of being on Facebook? 
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Eh well, it’s mostly just to stay in contact with friends of course but it seems to be just another way of 
communicating with close friends, more or less. I don’t.. of course,  I keep in contact with distant 
friends as well but I use it more to communicate with people who live in the same city. It’s just like 
send a text message, I can write something on the chat. Okay. And I can share articles of other sites 
that I have visited.  

Mhm. So, sometimes Facebook kind of replaced your sms-ing, kind of?! 

Yes, certainly. 

Okay. Ehm, how would you describe your general interest in clothes? 

Eh, well, I mean I like clothes and I like fashion to some degree. And ehm, I think it’s interesting and I 
guess I, eh, like buying clothes as well (laughing), so eh, no, I would say I am pretty interested. 

Okay. Do you inform yourself actively about the newest trends or clothes or..? 

Eeh, well… sort of. I mean, ehm, I guess I don’t follow that many blogs or so but I think at least I am 
following one, so, that.. yeah.. have.. that show new trends or new clothing in general just to see 
what’s going on and of course then, ehm, I look in.. I don’t actually look in magazines I would say but 
eh.. I imagine I have a general idea of what at least I like and how to find it and so forth 

Did it happen that you saw somewhere an advertisement, offline or online, and then after, you 
went online to check it, to read more about these clothes? 

Eh, well, I have seen ads online and mostly like blogs were the actual post is about the clothing or the 
piece of clothes. And eh, I have visited the site of the designer just to check it out more but yeah.. 

Mhm. Ehm, do you buy then clothes online or not? 

Yes, I do. Eh, I like, for the last couples of months, I have been doing more so. I mean, I don’t buy that 
many clothes but ehm, I have been looking at.. it’s easier to get an overview to see what’s out there 
and it’s easier, I believe at least, to see if you compare to go into a physical store. Eh, it’s often the 
case that maybe they don’t have your size or they don’t have the actual item you are looking for.. 
Ehm, but, when you are… If you want an overview or something, it’s easier to go to the webstore and 
that was probably what started for me, when I began looking at them. And now, I have been buying 
more clothes online, I bought this online for instance (pointing and laughing). Eh, and it’s a bit 
cheaper as well. 

Is it cheaper? Yes. Okay.. So.. 

Would you say, ehm, that…. What I wanted to say.. (pause) Sorry… I wanted to ask you 
something following to what you said now, but.. Okay.. But never mind.. Sorry… Eh… But you 
can send me an email or sth. No no no, it’s okay, it’s not a problem (laughing) ehm.. no but you 
said online.. Ah! If you don’t mind to tell me on which sites you buy this online 

Eh, well. There are a lot of… I mostly look at British sites because I think they have the best or at least 
when it comes to what I am looking for, there is one site called eh.. End store, it’s called.. Mhm.. and 
they have a lot of brands that I like and eh, there is a Swedish one as well that’s both a physical store 
and have a webstore as well that is cool “trivient shop” but ehm, I think they are a bit more expensive 
than the British one. Okay. Actually, even though it’s within Sweden eh.. and occasionally I look at 
some American sites but it’s pretty seldom that I actually buy something from them because.. I don’t 
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know if it’s really so, but the shipping costs is higher if it’s from the US than UK. I don’t know.. 
Okay. So it’s mostly British. 

But according from what you said now, I understand that you buy more from stores abroad 
online than Swedish, is that correct?  

Eh yes, it is! 

Ah.. Because they don’t have these clothes in Sweden .. maybe? 

Yes, mostly because they don’t have the actual item that I am looking for but also sometimes it could 
be that, eh, the price is cheaper if you buy it in the UK. Mhm. Rather than in Sweden.. 

And, eh, could you imagine now the last time that you bought clothes, imagine this item 
whatever and can you tell me where your purchase idea started? Like.. did you just go to the 
website and look “what is there and maybe I like something” or did you have something in mind 
like “oh, I want to have pants” and now I go to check pants, or you know whatever.. 

Yeah. Eh, well I guess sometimes it’s a bit of both but eh, generally what’s.. what happens is that ehm, 
I realize that I need.. that’s.. it can depend of course what you need and what you want but eh, let’s say 
I want a sweater and a pair of shoes now for the spring. Eh, then I go about and look on different 
websites or different shops that I have been visiting just to see what kind of sneakers, whatever there is 
available and ehm.. Then I compare and I pick.. especially now when you have this where you can see 
the whole catalogue with all the things at once. It takes longer to decide and it’s also easier to 
compare, so.. it often begins with an idea that I need to have something rather than I see something 
and browsing and buying on impulse or something. So, it’s often, it can take.. it depends of course if I 
have the money.. but it can take a couple of weeks before I decide because I look around at different 
sites.. And after a while I find something and I buy it. 

Ehm eh, do Facebook and Twitter have an influence for you in buying these clothes? (pause) 
What could be a possible idea here is that some of your friends post something on Facebook 
about clothes, you listen to that or you think “oh wow, that’s nice” or you know.. Yeah. 

Eh… not really. I haven’t found any ads or something like that on Facebook and when it comes to 
friends, we don’t share that much information about clothes. Eh, it’s mostly stuff I do by myself, so.. 

Okay mhm. You said before these brands that you buy in the States or in the UK, do you also 
follow them on their Facebook-page? 

Eh, no I don’t. It’s.. no.. I just don’t. 

And also not other clothes-brands? 

Eh no.. there are no really brands and I don’t follow stores either. It’s eh… I visit them myself on their 
pages eh… 

But you have no interest to have their information on Facebook or.. 

No.. eh.. no, I think for me that would be too much. It’s enough when I come to them (laughing) they 
don’t have to come to me 

So, you want to go to them and don’t want them to come to you? (laughing) 
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No exactly! 

Okay, so that you have the choice and.. Okay. Mhm. Ehm.. talking a bit about pictures. Ehm, 
pictures and clothes. Do you for example check sometimes  on Instagram or other places about 
pictures, some ads or whatever, because I think with clothes it’s even more important that there 
are pictures than other products. 

Eh.. yes.. I guess so. Ehm, for instance if I.. like if you have a fashion blog or something like that, that 
would probably be the place where I can look at pictures and get an idea of what’s out there and so on. 
But of course, also ehm.. well, I don’t know.. it’s fashion blogs but also of course you look at the 
actual item that you are buying and see the different pictures they have about it on the webstore. Eh, 
but ehm, I don’t.. no, not on Instagram, I don’t have Instagram actually, so I don’t know, I don’t 
follow it. 

Okay. And do you remember how you found these brands that you are purchasing now from? 

Mh, I think I actually, some of them I have discovered just by browsing the websites.. To see what’s ot 
there. And then realized that I kind of realized that I liked everything they do, so, I tried to remember 
this one. But eh, also of course, some of them, ehm, I have been buying since before. I went to the 
internet to buy clothes and eh yeah.. this would probably be how I discovered it. 

Could you imagine that one day, your online-purchasing could replace your actual purchasing in 
the stores? 

Eh… Yes, I can! Because eh, particularly now for the last couples of months, it seems like that I never 
have the time to go out and look and often when I go out it’s a bit disappointing because you might not 
find the actual things you are looking for. 

Then you waste the time and effort.. Yeah! 

And it’s.. so yeah probably.. but still I mean there are certain pieces with clothing that you always 
need to try on, if you are buying shoes or something like that, it’s always necessary to check it out 
before you buy it. Eh, but.. probably more and more, I will go directly to the web, yes.. Mhm . Lots of 
it has to do with the time aspect. 

And then when I hear like what you say now, do you think then that nowadays every actual 
store should have a webstore, it is a must nowadays, in your opinion? 

Eh.. yeah probably. I think more and more will tend to go to the web before they go to the store now 
because it’s so easy and so available. And if you don’t, or at least myself, I can remember like if I 
know a store that have a store on the street or something like that and I wanna see if they have 
something and I can’t  browse among their different goods, it’s always a bit disappointing because 
then.. you tend to go somewhere else or you might be able… So yeah.. I think it will be more 
necessary. 

Perfect, that was very interesting! 

Okay. 
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Interview Maria 
Age: 30 
Employee 
 

My first question would be, ehm, how many hours do you spend on the internet every day apart 
from work, so excluding work? 

Well eh, given that I work on the internet, then when I go home I try not to be on the internet all the 
time. I would say, eh, about three hours. Eh and then, when I work, because I am very often doing 
researches, I work with e-commerce, so I get the chance to be on the internet anyway. So.. 

And what is then your main activity then in these three hours, what is the main purpose for 
being on the internet? 

Well, mostly on Facebook, ehm, but then I am also on my mobile, so I’m excluding the time I spend 
on the mobile from these three hours, otherwise it would be much more. Ah okay.. 

Yeah, online-shopping or at least looking at shops, ehm, yeah or chatting with friends.. But it’s mainly 
the three of them.. 

Okay. You mentioned already Facebook, ehm, I wanted to ask if you are also in other social 
networks a member? 

I am on Twitter, eh, google plus but I don’t use that much, LinkedIn which I use a lot, it’s for my job 
and work, my professional (unclear), eh, Cora but I am not very active there, eh, yeah.. I would say 
that’s it! What is ..? Ah, Pinterest! I am also on Pinterest! Ah okay.. 

What is your main reason to be on these social networks? 

Well, äh, Facebook just because I want to be in touch with my friends, and the other ones are mostly 
professional.. 

Mhm, okay. Ehm.. How would you describe your general interest in clothes? 

Quite high.. Eh, even though in the past year I haven’t been shopping so much because I realized that I 
was shopping too much before so I tried to cut, just not because of pure money but because I realized I 
didn’t have space at home and… but I continue, I mean I want.. I look at clothes all the time and I am, 
especially now, because I am invited to five weddings this summer so I am, eh, looking at clothes on 
websites  like in these three hours all the time, non-stopp.. 

So, you say you look a lot at clothes, where do you look for them? 

Well, mainly on my favourite shops like ASOS, H&M, eh.. other ones are not very famous, 
ModCloth, and Bluefly but also on, ehm, comparison-sites like shopsky or uni(t)price.. Ehm, yeah 
these are the main sources.. 

Mhm.. ehm, do you buy clothes online as well? 

Yeah, I do. 

Ehm, what is the main reason for you to buy clothes online? Why do you do it? 
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The main reason for me is to buy clothes that I don’t find in the offline shops. Either.. I usually don’t 
buy on shops that exist offline, unless they don’t have my size in the store, then I buy it online. So, I 
usually buy in shops that are not available in Sweden are ehm.. when I look for something special. So 
the main reason is to find new clothes that I don’t see in shops here.. 

Mhm.. and could you describe or say where your online purchase process starts? Like, what I 
mean here is, like, if you buy your specific clothes or let’s say, the last clothes that you bought 
online, ehm, where did this process start? Like, did you have an idea like “I want this clothes, I 
need this” or did you just ..? 

No, I always have an idea. Mhm, okay. So, I know what I want and I google for it or I look directly 
into the shop or.. Yeah, I usually know what I want. I do not.. Even though, I, sometimes, for instance 
now with the wedding, ehm, I have to buy, I know that one of the weddings is going to be Vintage, so 
I knew I wanted a Vintage, like, eh.. dress. And for the other ones, I don’t have exactly, I don’t know 
exactly which kind of dress I want but I have an idea. So, I am searching according to my idea. Äh 
yeah.. 

Mhm.. ehm, did it happen that you bought some clothes online that were recommended to you? 

Eh… no.. no! I think eh… no, I don’t do that.. 

And do some of your friends post on Twitter or Facebook eh.. about clothes they bought and like 
they want to show then, ah “Look,I bought this” and they want to tell their friends.. 

Yeah, this happens.. it happens.. But usually it’s not a, it’s not a great motivation for me. Mhm.. Ehm, 
yeah.. no.. 

So you just read it and it’s done there, it doesn’t continue. 

Yeah no, I usually.. I… no, yeah.. there suggestions.. no.. their suggestions, I usually look at them, 
that’s all. 

Mhm... Are you following some clothes brands on Facebook or Twitter? 

Ehm.. no, I am not. I’m maybe.. well, maybe H&M but I could as well unsubscribe because.. Mhm.. I 
don’t really like to get the news when I don’t want them.. Mhm.. So, I’m.. I mean I get already a lot of 
newsletters and that’s enough.. Mhm.. 

Okay… (pause).. ehm.. let’s say see, what else could I ask you.. (pause) ehm.. what is the main 
target for you to use Twitter? The main.. ? Target..! …for you to use Twitter? In general? Mhm! 

For me it’s mainly a professional thing.. Mhm.. so, it’s colleagues. Colleagues?! Or.. not really 
colleagues but people in my branche.. Like people in my branche. 

Mhm, okay. Ehm.. Do you also buy some other products online? 

Eh.. yes, things for the apartment for example. I.. hmmm.. not really furniture but appliance, 
electronics.. I mean I usually compare prices and then buy them online.  

Mhm. And do you sometimes check like kind of review-sites? 

Ah, yeah! Yeah, all the time! I am very driven by reviews, I do it all the time and also for clothes.  I.. I 
always look at the reviews, at the user pictures, those are very important for me. 
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But why are they so important, do you want to know more about the price or what other people 
think about the product? 

Eh, not really what they think but they usually have the kind of information that are not available in 
the product info.. Like the sizing, if it’s true to the size or if it runs smaller or bigger.. eh.. If eh, it’s 
eh.. I usually want to check for which occasion they buy them.. Because sometimes the picture is not 
enough.. So, for instance, now I am looking for dresses to attend weddings and on some of the pictures 
you don’t really get if they are elegant enough. So, by reading the reviews and by reading “oh, I 
bought this for my sister’s wedding”, then you can really understand if.. if it’s a good dress for such a 
purpose. Mhm .. and eh.. the pictures as well, when there are websites where the users can upload their 
pictures, I like them because,  they are more true! They are not models. So, it’s very important.. 

Okay yeah.. mhm. Ehm, do you think it is necessary for the stores nowadays like, let’s say the 
clothes-stores, to have an online shop? Do you think it is a ‘MUST’ nowadays? 

Well, I work with e-commerce, so I would say yes all the time… Eh, but eh.. I think it is important 
that they can then have the same quality than in the offline world. Because.. I mean.. they will have to 
be able to deliver fast and eh.. if they have.. Yes, I think they should have an online-shop but they 
should do it in the right way and not just for the sake of having it.. 

What is for you the right way? 

Eh.. for me it’s to have a great sortiment and hm, great delivery methods and payment methods. Ehm.. 
free delivery, that’s a must for me. I… Well, I didn’t mention that but I ususally don’t buy in shops 
where you have to pay the delivery because for me.. I feel almost scammed when I have to pay the 
delivery! For me it’s by default, I don’t have to pay it.. So.. That is very important to me. 

Mhm.. ehm. Could you imagine that the online-shopping might for some people replace the 
actual shopping in the store? 

Yeah, I think.. I have to say it for me, in some periods, it is like that. As long, as I said, as long as I can 
have fast delivery, free delivery eh.. I don’t like to go in shops so much because they are always so 
crowded.. when I can go, they are crowded and.. eh, I don’t like to try them in the shops, so I do prefer 
buying online and get them at home. Mhm . But I mean, for some people, not for everyone.. 

Mhm.. no, that’s perfect, thanks! 

 
 
Interview Marcello 
Age: 37 
Employee 
 
How many hours do you spend on the internet every day, excluding work? 

Two hours.. Two hours… And what is your main activity in these two hours on the internet? 

Watching and reading news, also Facebook, messages, sometimes also emails.. Yeah, let’s say these 
ones.. 

You mentioned already Facebook, are you also a member in other social networks? 

No! Only Facebook? Only! Why are you on Facebook? 
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It’s a way of staying in contact, also with the family, then friends, be it in Sweden or in Italy, mainly 
for messages, messenger not a lot for pictures or status-update.. No, rather for transmission of 
messages 

Okay, so for communicating with your family and friends.. Yes, communicating mostly yes.. 

Ehh.. what do you think of Twitter? Why are you not a member of Twitter? 

I was never interested in it.. I don’t even really know what it is.. ah okay.. No, how it works yes, it’s 
also for messages without pictures. But I was never interested to be or become a member of Twitter, 
never. 

Okay. Ehm, how would you describe your interest for fashion and clothes? 

Apart from? What do you mean apart from? Ah, for the clothes…? Yes! 

Ehm, my interest is middle-low, let’s say. I am not a fan of the latest fashion and ehm.. and yes, 
regarding the purchases, it’s not something I do weekly.. 

So it’s not really important for you? No, it’s not really important for me, no. 

Okay. So, do you inform yourself about clothes or not? 

No! No… 

Hm, are you buying clothes online or not? 

I have bought shoes. Only shoes? Yes.. Okay. Only shoes.. Never clothes? No, never clothes because 
I prefer to try them on directly in the stores..  Online I have never.. 

So for you this is the reason that you want to see them first before buying them? Yes, yes! 

Okay. Eh, the shoes, ehm do you remember on which site you have bought them? 

Ebay. Ebay.. Always! 

Okay. Ehm.. and why on Ebay? 

Ah, because of the price.. The price?! Because it is cheaper? 

Yes, it’s a lot cheaper. Okay.. It’s the half of it! 

Have you also read there what the other customers say about this product or not?  

Always, yes always! About the product I read on the website where Ebay was connected to. And many 
stores have the division of Ebay. Mhm . So I look there, I always looked there.. 

So, before you have purchased this product you read about what was written about this 
product? Yes, yes! Of course.. 

Okay, mhm. Ehm, what could influence your before you, ehm, before you.. buy something? 
Influence me? Yes.. Ehm.. ?! Just in case if something could influence you.. 

No, I don’t think so.. No.  Nothing? No, nothing! Nothing in specific at least.. Okay. If I see 
something that I like, I take it but without letting influence me from something. 
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So, the things that you have bought, did you have in mind that you wanted to buy these or did 
you just check what is out there and then you bought it maybe in case you liked it? 

Yes, yes! I look first and the I buy.. There is nothing first as an influence.. 

Yes, but what I wanted to say is, before you went to look what you want, did you already have “I 
want shoes” or not? 

No no! Ah okay. No! So, you just look around a bit and in case you like something, you buy it? 
Yes! 

Yes. Okay, mhm. Ehm, did it happen that you saw on the street somewhere an advertisement 
about clothes or something and after you went online to look for this thing? 

Eh, yes, it happened. Yes?! Yes.. Can you tell me a bit more about it? 

Mainly coats.. eh, for winter and summer. And where have you seen the advertisements? 

In newspapers. Mhm . Daily newspapers, magazines.. It happened, yes. 

And after, where did you read about it? After, I looked for it in stores. With the jackets, in the 
newspaper it was written where they have them.. 

So, after you went directly to the stores? Yes, yes! 

Okay. Ehm, does it sometimes happen that your friends write on Facebook that for example “I 
have bought this” and then they also put a picture of it or not?! 

Eh.. no. No?! No. No, I never saw that, no. Okay.. 

Ehm, do you also buy other products online? 

Products online.. No. No. (laughing) 

Ehm, so, there is the possibility to follow brands on Facebook or on other sites. Do you do this or 
not? No. Why not? 

Buh.. because… because it doesn’t interest you? 

No, the brand is not interesting for me. I am more interested in if I like the jacket or not. If I like the 
product that I see.. but I don’t really look at the brand if it’s something special or not. Mhm. Okay. 

Today there are many stores which also have an online store. In your opinion, is it necessary for 
these stores to have an online shop or not? Does it make sense or not? 

Yes! Why? 

Eh, because nowadays the way of looking for products is mainly online. Considering also that today 
all people are using the mobile phones, internet, really all of them.. and thus to see many products, one 
can however, wherever he wants to check directly in the stores or online, the items..(unclear) 

Okay. Do you sometimes check products online or not? 

Eh, very few times.  Few times.. (laughing) It happened that I saw some products but it’s not really 
that I say “now I look for it”.. 
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But even if you say that you don’t really look for it, you say that it’s necessary to have the online 
shops? 

Yes, yes! If I had a store, I would do it! 

Okay.  But do you think that it’s possible to attract more people with the online service? 

Yes! Yes?! Yes.. Absolutely yes. 

Which people do rather buy online, what do you think? 

Which ones? Yes.. (pause) 

Or what would be the reason to buy more often online? 

Eh, the reason for buying more often online is probably the comfort of getting the items home, eh, the 
price, that one always checks, in my opinion the people look at the price which online is maybe less.. I 
don’t know if there are other additional costs.. And yes, the velocity of the .. visualization.. instead of 
being a lot around in the actual stores.. 

Okay, thanks. 

That was it already? 

Yes! 

 
 
Interview Andrea 
Age: 26 
Student/Employee 
 
How many hours per day do you spend on the internet, apart from work? 

Apart from work… That depends on the day. Like, if it has been a really busy day I don’t spend any 
but if we just say like a.. Saturday… I would say maybe being online four hours.. maybe. But not 
spending it like sitting in front of it or.. what do you wanna know?  Like..?! No no, that’s good, 
coming back and forth…. Yeah. Mhm . Like the computer is on but I am not always on the 
computer. 

Yes, but what is usually then your main activity online?  

Mhm, usually, like in the mornings I would read the newspapers like different kinds, then obviously 
using Facebook, it’s a big part, ehm sometimes Pinterest.. That’s basically it what I do right now, most 
of the time. 

So, you mentioned already some social networks. Are you also a member in others apart from 
these two or? 

I am a member of a lot of things (laughing) but I don’t use it, I’m on Twitter for example, or… but I 
basically just write now on Facebook and Pinterest. 

Okay and what is the main reason for you to be on Facebook and Pinterest? 
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Mhm, on Facebook it’s like to stay in touch with friends that are back home or from different parts and 
Pinterest, it’s more like to get new ideas about different things. Like home décor or.. they sometimes 
have really nice recipes for food or you can find nice clothes, things like that. Okay. So, it’s just more 
fun than reading.. I mean I think it’s difficult to find blogs that you like to read and on Pinterest you 
just have it all at once and pin it... Yes, I think I like it! 

Okay, cool. Ehm, how would you describe your interest in clothes in general? 

Yeah (laughing) everyone has an interest in clothes, I would say. Yeah, but is it like a practical 
interest or is it just like, a more fashion interest or you know what I mean.. 

Well, that’s difficult because I work with fashion, so, I obviously have a different viewpoint on how 
fashion.. what is a fashion trend and why it is like this and this season and why do people wear it and 
what it has to do with society, so probably it’s not.. not the ordinary things that come across when I 
think about fashion (laughing). But personally for my obviously you.. I am interested and I try to buy 
nice clothes that I think it fits my personality. 

Ehm, how do you inform yourself about fashion and clothes? 

Ehhhm, well, now I basically look into like Swedish fashion brands, so I basically check out their 
homepages now and then but I also think that Pinterest is also the kind of thing where you find nice 
things. Usually I don’t inform myself.. like, for work I need to find out what’s going on Fashion weeks 
and what’s the trend and things like that, but for me personally, I am more interested in find the things 
that I like which not usually is fashion trends but sometimes of course.. it’s the same.  

Ehm, you said you check their websites, how do you find these websites? I mean do you look for 
some new ones or do you have some brands in mind or..? 

Well, sometimes you get like hint by (unclear) articles, I read an article about some new fashion 
designers and I check out their homepage or I see something online like a dress or a shirt or I don’t 
know a jacket I like and I check out who it was.. But you see them where this dress or whatever? 

Yeah… in an advertisement or something else, in an article… ? More like articles I would say, 
articles or like Facebook, I think people might also post it. Or I like.. I mean, for my master thesis and 
because of work, I am friend with lots of Swedish fashion brands so they just pop up in my newsfeed 
(laughing) Okay... And I click on it if Iike it (laughing).  

Okay. So, does it happen that some of your friends post on Facebook “ah, I bought this and this” 
and that they spread it there on Facebook? Not that they bought this and this but then they like 
certain companies. Ah, okay. And this is what I can see.  

And then sometimes you go to check these brands as well? Yeah, but also like, a friend of mine, 
she sent me even a link to a Berlin-based brand she found out and that this is really nice because they 
are undercover and make exactly the clothes I like. So, something like this could also happen. 

Okay. Ehm, do you buy clothes online? 

Yeah. Yes, what is the reason for you to buy clothes online? 

Because I can buy more..! (laughing loud) Why can you buy more? I have to say, I think it’s a 
difference between Sweden and Germany if you wanna buy clothes because here you have to pay in 
advance, so that’s less fun! (laughing) Back home, it’s more fun because you can just order them in 
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different sizes and different colours and like try different combinations and you just pick the ones you 
like and you send all the others back and then you pay what you like. And here you have to pay 
forehand, so I don’t do this here! (laughing) Except that I am really sure that this is awesome and this 
is fitting but that’s not often the case. Mhm . I have done it more often back home for the fun because 
it’s just nicer, you just get it home delivered and then you try it on and then you send it back. 

So, it is also for the comfort mainly? Yes, I would say so. Okay. And also like sometimes, I do it 
with my sister, so it’s just fun. But nowadays, here in Sweden you said you don’t buy that much 
online? No, just because I can’t buy the amount of course.. (laughing) That you would like to.. No, 
but you don’t like it, you just think “Ah, I like this pant, I can check it out”, so I buy it in like two sizes 
because or.. two sizes and two colours, I mean I don’t pay money for that because I keep only one and 
not four, so.. Mhm.. 

Okay. And ehm, the clothes that you bought, let’s say when you bought them last time, ehm, did 
you have in mind which clothes that you wanted and you checked some specific clothes online or 
did you just check around and what is there and then you decide spontaneously for something? 

No, I don’t know which clothes I wanna buy. I think when I wanna buy clothes and like, I wanna have, 
I don’t know, I need a dress that I go to the city but like online stores, I would more say you just 
browse what is new and then maybe “oh”, maybe for spring, “what is new for spring and what do they 
have in the summer collection” and then I “Ah, this is nice and this is nice”, so I check it out and then 
I buy it. 

Mhm.. So, if you buy something, then it it.. let’s say, it happens because you decide directly being 
on the webstore? 

Yeah. I usually (unclear).. oh,  I need new clothes for the summer so I go on different  webstores and 
see what I like but ehm, usually if I just need new pants to go to the city, just.. but if I wanna have new 
things for the summer, then I would buy online. Except when I need coats, I think coats are very 
difficult. So, I would first check with them in the city in stores… (getting interrupted and changing 
place to another office)… (after the interruption) Can I continue? Yes! (laughing) 

So, I was saying, eh, coats is the exception because for coats I first go to the city if I want something 
and then usually I don’t like it, so then I go back online and try to find a nice coat which I like. So, I 
cannot tell where I buy it in the end, sometimes on online search it’s nicer, sometimes in the city. But 
usually I would differentiate as online stores where I buy things where I don’t know if I want them or 
need them (laughing) like I said, summer clothes or autumn clothes where you need a whole package 
of things and if I want a specific thing like pants I would go to the city and not use the online store. 

Okay, ehm.. did it happen that you bought clothes that were recommended to you? 

I have to think about that… I don’t think so. I hate these emails, when you get them… You mean now 
emails or in general? Whatever! I, when you say recommended I think about these nasty emails you 
get, like for instance from Zalando, you get like these recommendations.. But I mean also from other 
people directly from friends or.. whatever or I don’t know.. Maybe you have a friend that has 
really nice clothes and you thought “wow, I like it, it’s cool” and you bought it as well in another 
colour or whatever?! 

Might have happened but I don’t know, but I mean, it probably happened, but I can’t recall a 
situation.. Mhm. But usually do girls always talk about like “Ah, nice shoes, where have you bought 
them”, so you then you know it could happen that you go to a store with friends who say “oh, I know 
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this nice store” and you go there or you find out that they have brand new offers, so you go there and 
you might buy it.. But you don’t remember it.. I don’t remember a specific situation. Mhm.  

Ehm, you mentioned before some brands that you also follow, because I wanted to ask you if you 
follow some brands on Twitter and Facebook. Mhm. Why do you do that, what is the reason for 
you to follow the brands there? 

Well, I started following the brands on Facebook mostly because of work. Ehm, and my master thesis.. 
So, I started like that but obviously I just follow the brands I also liked to, the ones I thought was 
shitty I would never follow (laughing), so ehm.. Generally it’s more Swedish brands that I follow 
because I like the way they are designing and what they stand for. I like that more than most other 
designers, I don’t follow H&M for instance.. Can you drop some other names that you follow if 
you…? 

I follow Filippa K, Acne, Tigers, StyleIn, ehm ehm, Molly, (unclear).. who else.. a lot of things.. 
(laughing) Or, what is for you the most important information they spread there on their 
Facebook- or Twitter channel? 

Hm, I don’t really know but what catches my eyes are the offers they have. Sometimes they have 
webshop offers, so then I obviously look at the webshop or some offers they do in the store. Mhm. So 
that is catching my eyes. Mhm, okay. Sometimes I see like in the back of my eye a little bit that they 
do “Oh, now we are  shooting a new campaign in New York” or something but.. That’s in New York, 
not here.. Yeah! (laughing) I don’t really care that much but at least I see it sometimes. 

Okay, but do you think that, unconsciously or not, that you will rather buy.. or more often from 
them, when you see them more often like on Facebook and Twitter, like if you have them more 
like in your mind let’s say.. Do you think that helps that you continue to buy from them? 

Hm… Well, I think so because if you, for instance the coat-story, if I would need a coat and then I 
would think “hm, where could I find a nice coat”, it obviously helps that you have names in your mind 
to go to. Then I go to, I don’t know, StyleIn store or, I don’t know if they have a (unclear) webstore or 
like Filippa K-store if I could afford it (laughing). But I mean I think I would probably check out then 
those sites they have, online or offline. Mhm…   

And the amount of posts of these companies, do you like them, it is too much, is it not enough, 
or..?! 

No, it’s fine I guess.. It’s fine.. And have you also actively once interacted and answered to some 
of their posts or messages? No… No, you don’t do that.. (smiling) No, I am not that into it.. I mean 
it’s nice to get the info when they have sales but apart from that I mostly did start if because of work, 
so..mhm.. But now it’s nice to have the option because now I know when they have sales.. Yeah.. 

Ehm, could you imagine, in the future, to only buy online? 

No! Well… because mostly, the reason that you have to pay forehand, so that’s not fun, and.. But in 
Germany for example?! Let’s say now just as an idea, you would go back to Germany and.. No, 
because you also go shopping, like into the city, when you are bored or with friends or you do it 
because you know some waiting time, that’s when you mostly shop. At least I do.. It’s also like, for 
the event itself, for the experience. Yes, exactly! So I mean that’s why I could not imagine just buy 
online because you miss out of other leisure activities but if I would just need something.. If I would 
need a lot of clothes in a short amount of time, I would rather buy them online than to do a five, or a 
whole day shopping-marathon. Then it’s saving time and just for the convenience. Yeah, it’s just.. 
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yeah, more or less, you are saving your time but it, after some time it’s annoying, after some time it 
gets annoying with all the people, it’s loud, ehm.. that’s not fun. So, it’s fun but only for a little while 
(laughing). Mhm.. 

Ehm, nowadays like most of the actual physical stores have also an online shop, do you think it’s 
a MUST nowadays to have it for the companies? 

Yeah! Why would you say so? Because it’s two, as like for me, and I think a large generation why 
people might think so, that it’s two different, two different shopping behaviors more or less. You use 
the store when you are at home and found something or like in the evening you wanna shop and you 
go to the store with friends. So if you just have the store, you are missing out on buying potentials.. 
Customers? Of customers during another time of the day when it can’t be open. Hmm.. 

Okay, is there something else you want to comment on? No (laughing). Ok, perfect thanks! 

 
 
Interview Michaela 
Age: 24 
Student 
 
Ehm, how many hours do you spend on the internet every day, apart from work? 

Apart from from, puh, I would say at least five hours. 

And what is your main activity in these five hours? 

The main activity is reading newspapers and surfing social media. Mhm.. Surfing social media, can 
you give an example what you exactly do there? 

Yeah, it’s mostly Facebook yeah.. I think it’s most of the time Facebook, yes.. 

Okay. Ehm, are you also a member in other social networks than Facebook? 

Eh well, on my phone I am a member of Instagram, I don’t know if you call that a social network but 
yeah, but I am not a Twitter-member or anything else. I used to be a member in my hometown when 
Facebook came up at this local network, but haven’t used it for a long time 

Okay. What is the reason for you to be on Facebook? 

Ehm, to get first-hand news because my friends are all over the world, so, first and most important is 
of course to stay connected with them, but also to get local news from them, which is often a lot faster 
than the newspapers. Ehm yeah, to get to know new things that I didn’t know about from.. From your 
friends? Yes! Okay. So yeah, for me it’s really important to use Facebook to find out things about, 
over my friends. Mhm.. 

Ehm, how would you describe your general interest in clothes? 

Ehm middle, like of course I care a lot how I dress but I am not a fashionist, I don’t really go after 
fashion. I care how I look but not if it’s fashionable or not. 

Mhm.. Yeah, so.. I think I have my own style.. Sometimes it’s on line with fashion and sometimes it’s 
offbeat (laughing) 
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Ehm, do you inform yourself actively about clothes? 

Ahm, no not actively, if I come across a magazine or something, a blog or something, than I read it but 
it’s not that I actively search for it.. Mhm.. So maybe it comes to you but you don’t go from 
yourself to it.. Yeah, precisely.  

Mhm. Do you buy clothes online? 

Very rarely. Only if it’s special clothes like, I got a dress made over the internet because it was 
obviously a lot cheaper than making it here. Ehm and, special things that I can’t really find, I buy over 
the internet. Mhm .. But normal clothes not.. 

But was is the reason for you not to buy the normal clothes online? Ehm, just because I like the 
feeling to touch the clothes and to see them and for me, even if you can send them back without 
paying money for it, it’s such a big hassle (laughing) so I just go to the shop and either I like it or I 
don’t like it and that’s it. 

Okay.. Ehm, but I still want to come back to the very few occasions that you bought some clothes 
online.. mhm.. when you said a dress or something like this. Can you remember how the process 
was before you purchased this dress, like did you have in mind “oh, I need a special dress” or 
was it more that you were just looking around what kind of dresses are there or can you 
remember how it was? 

Ahm, I knew the occasion that I am gonna wear it for and then I was looking where I can get that, if 
it’s cheaper over the internet, ehm.. yeah, I looked at some recommendations or how do you say that, 
like.. entries by other people who use these websites, whatever, if it’s a recommendable page, if the 
company is good.. So I was basically googleing, than surfing through different pages and then 
deciding the page, I wanna use.. And also reading the reviews? From other customers? Ah, yeah 
precisely, the reviews, yes! Okay! 

Ehm, does it happen that on Facebook some of your friends for example write “Oh, I bought this 
or this” and they write about it or tell about it on Facebook? Have you seen that? 

Yeah, I have seen that definitely! So what I use on Facebook, just thinking about it, ehm now I 
remember about it, I don’t really use Facebook as a recommending-tool for clothes but I really like to 
see freaky stuff. So when friends of mine post funny pictures about a very interesting picture about 
new art, some friends who are in the art-industry, models or whatever, so they post pictures and if I 
like the picture, then I post it or then I think about it or I’m like “oh, what kind of brand is this?!” but 
it’s more kind of an art-interest.. and not really that I would buy it. 

Mhm, so it it.. it never happended that you bought something that you have seen before from 
some friends or somewhere? On the internet? Ehm.. No, in general. That if, if you have seen the 
recommendation online, that’s what I mean. Ah, ehm no, like, if I, I was once considering buying 
something over the internet, that a friend of mine also bought over the internet, so she recommended it 
to me in person, like she told me, she showed me she got it from there. And you bought it after 
online? No, I was thinking about it but then at the end, I didn’t buy it. Okay.. 

Have you ever recommended clothes to other people or said “Ah, I have seen this very nice 
thing, you can check it out!” or something like this? 

Ehm, I don’t know.. well, yeah again, from I would be like from “this looks really good” but it’s not 
that “I bought it and you could maybe also buy it”, that I never did. Mhm. 
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Ehm, do you follow some brands on Facebook? No.. Or like them? No.. Not at all? Not 
voluntarily.. (laughing) it’s on the side-banners that making me follow H&M and everything but ehm 
not on purpose.. Why not? Because I don’t care that much about fashion and I actually don’t want to 
get influenced by what’s modern right now. So, I wanna keep my own style which is of course 
changing in the course of time but I don’t want to get influenced in my opinion and if I follow a brand, 
they are obviously gonna market their new collection or whatever and I, yeah, just like to stay 
uninfluenced.. 

Mhm..Okay, ehm, did it happen that you have seen somewhere on the street or in the metro, an 
advertisement or somewhere else, and after you went to check and look for further information 
about it? Yeah, I think that definitely happened, yeah yeah. Mhm.. And then after you go to check 
online, where? Usually if it’s, if I would see a poster and like what I see, I hope that the brand is on 
the poster, so I would just go to the brand-page and look for it. So, yeah I definitely do that if I find 
something I like.. Also, when I pass by windows and I like what I see in the windows in the shops.. 
And I remember the brand-name, then I go maybe online to check it out, if I am too lazy to go to the 
shop. Mhm . But the final buying happens old-school (laughing) 

Mhm. But no, that’s still an interesting thing. But, if you would have to decide what is the, the 
most dominant, or let’s say most important communication channel where you get this 
information, could you say which this is or is it a bit difficult because there are several which 
play together? 

Yeah, I think it’s difficult, it’s mostly what I see on the street, what I see people wear.. mhm.. what I 
see friends wear, ah, what I also see on the windows or posters.. I would say everything that happens 
outside, kind of in the society, ehm, not so much Facebook.. Mhm.. But that’s also in waves, so 
maybe that comes.. 

Do you buy other stuff online, apart from clothes? Books. Books.. Yeah, that’s the only thing 
because they are a little bit cheaper. Mhm.. And.. But there you don’t need to like read reviews or 
something, you just know which books you want and you buy them, and it’s just the easier way, 
right?!  .. Exactly, exactly, like if I, that’s another thing, if I wanna buy some belletristik, and ehm, like 
some novels and I don’t know what, then I still go to the book shop and read through different books. 
It’s the same like buying clothes.. Mhm .. Ahm, else, no I don’t really.. technical stuff I also buy over 
the internet because I hate to get hassled in those technical shops and stores and you feel like totally 
dumb, so with the internet, you take your time.. (laughing) 

Ehm, nowadays a lot of clothes stores or let’s say, almost all of them have also an online shop. Do 
you think that’s necessary and this is a MUST nowadays for them to have it? 

Yeah, I definitely think it’s a MUST especially if I look at my guy-friends, they often go into the shop, 
try on clothes, remember what what piece of clothes they want to have and which size and they go and 
buy it online in three different colours, the same shirt.. (laughing) Ehm, but yeah, that’s what my guy-
friends definitely do, so I think it’s absolutely necessary to have a shop online. Even for me, who I 
don’t buy things online, I check online sometimes.. right, so I check for the price if I forgot it or 
something, if I couldn’t decide when I was in the shop and I was like “ah, what was the price again or 
what was the colour”.. Then you go to check the webstore of the brand? Exactly yeah, I wouldn’t 
buy it necessarily there but it’s definitely a different information tool… To have it.. Mhm! 

Okay. But I think I can already understand from your answers that, only buying online in the 
future would not be an option for you..?! No, not at all. Yeah.. Only buying, no.. Still for special 
occasions or, or maybe if there would be a brand that is only available on the internet and I would 
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absolutely love it, then of course, if I like it, I buy it.. Yeah, if it’s only there.. Yeah! But ehm, for 
other stores.. Mhm, good! 

 
 
Appendix III – Content analysis 
 
Content analysis questions - FACEBOOK 

1-Who stated the post? 
H&M 01 
Nelly 02 
Halens 03 
 

2-What is the date of the tweet? 
01/03/2013 01 
02/03/2013 02 
03/03/2013 03 
04/03/2013 04 
05/03/2013 05 
06/03/2013 06 
07/03/2013 07 
08/03/2013 08 
09/03/2013 09 
10/03/2013 10 
11/03/2013 11 
12/03/2013 12 
13/03/2013 13 
14/03/2013 14 
15/03/2013 15 
16/03/2013 16 
17/03/2013 17 
18/03/2013 18 
19/03/2013 19 
20/03/2013 20 
21/03/2013 21 
22/03/2013 22 
 

3-How many times has the page been liked? 
14’367’714 01 
412’366 02 
81’102 03 
 

4-In which language is the post written? 
English 01 
Swedish 02 
Other 03 



   
 

  84 
 

5-Direction of the Post 
Please state to whom the post is directed 
Directed at someone specific 01 
To all their fans/followers of the brand-page 02 
Other 03 
Not identifiable 99 
 
 
6-How many times has the company-post been liked? 
Not liked 00 
1-500 01 
501-1000 02 
1001-1500 03 
1501-2000 04 
2001-2500 05 
2501-3000 06 
3001-3500 07 
3501-4000 08 
4001-4500 09 
4501-5000 10 
5001-5500  11 
5501-6000  12 
more than 10’000  110 
more than 20’000  210 
more than 30’000  310 
 
 
7-How many answers/comments have been stated on Facebook after the brand/company-
post? 
No answers 00 
1-50 answers 01 
51-100 answers 02 
101-150 answers 03 
151-200 answers 04 
201-250 answers 05 
251-300 answers 06 
more than 400 07 
more than 500 08 
more than 600 09 
more than 700 10 
 
 
 
 
 
 
 
 
 
 



   
 

  85 
 

8-How many times has the company-post been shared? 
Not shared 00 
1-50 times 01 
51-100 times 02 
101-150 times 03 
151-200 times 04 
201-250 times 05 
251-300 times 06 
301-350 times 07 
351-400 times 08 
401-450 times 09 
more than 500  10 
more than 600 11 
more than 700 12 
more than 800 13 
more than 900 14 
more than 1000 times 15 
 

9- What was the company saying in its post? � Decide for the most salient answer 
Presenting a specific piece of clothes 01 
Presenting a new style / new arrival 02 
Asking the consumers if they are wearing their 
own brand 

03 

Asking which of several presented clothes the 
consumer prefers/likes 

04 

Presenting sales / offers 05 
Stating sth about the brand itself 06 
Motivate the people to participate in a 
competition 

07 

Retweet a compliment from someone expressed 
about the brand/company 

08 

Motivate the people to watch a video from/about 
the brand/company or another brand 

09 

Information about a store/collection/event 10 
Talking to a customer 11 
Motivate the customers to check out their 
webside/webstore 

12 

Motivate the customers to tell the brand what 
they are wearing from them (brand) 

13 

Other 14 
Saying sth to customers which has no direct link 
to clothes 

15 

Present some shopping advices or a blog from 
someone who gives some ideas/inspirations 

16 

Present a new brand in their assortment 17 
Not identifiable 99 
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10-What does the post sound or seem like? � Decide for the most salient answer 
Information 01 
Talking directly to the consumer 02 
Asking the consumer´s opinion 03 
Motivating the consumers for sth else than 
buying clothes 

04 

Trying to make the consumers buy their clothes 05 
Compliment on the brand/company 06 
Presenting clothes 07 
Other 08 
Present a new brand 09 
Not identifiable 99 

 
11-Was the brand named in the post? (Excluding the link, since the link is often shortened. 
Also pictures are excluded in this variable) 
Yes 01 
No 02 

 

12-Was there a picture posted together with the post? 
� If no, please go to 14) 

Yes 01 
No 02 

 
13-If yes, what was on the picture? � Decide for the most salient answer 
One piece of clothes 01 
Two clothes compared to each other 02 
Several different clothes (more than two pieces) 03 
Accessories or shoes 04 
Only the Brand name/logo 05 
Model(s) wearing/presenting some clothes 06 
People on an event 07 
Other 08 
Not identifiable 99 

 

14-Was there a link posted (in the post) to an article?  
� If no, please go to 16) 

Yes 01 
No 02 
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15-What was the post linking to? (State both linkes, if two linkes) 
Webstore of own brand 01 
Website of another brand/company 02 
Article on a website 03 
Instagram 04 
Article in a newspaper/magazine 05 
Youtube 06 
Facebook 07 
Twitter-picture 08 
Related website of own brand/company 09 
Other 10 
Not identifiable 99 
 

16-Was the same post published on their Twitter-page as well? (with the same content) 
Yes 01 
No 02 
Not identifibale 99 

 

 

Content analysis questions – TWITTER 

1-Who stated the post? 
H&M Sverige 01 
Nelly 02 
Halens 03 
 

2-What is the date of the tweet? 
01/03/2013 01 
02/03/2013 02 
03/03/2013 03 
04/03/2013 04 
05/03/2013 05 
06/03/2013 06 
07/03/2013 07 
08/03/2013 08 
09/03/2013 09 
10/03/2013 10 
11/03/2013 11 
12/03/2013 12 
13/03/2013 13 
14/03/2013 14 
15/03/2013 15 
16/03/2013 16 
17/03/2013 17 
18/03/2013 18 
19/03/2013 19 
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20/03/2013 20 
21/03/2013 21 
22/03/2013 22 
 

3-In which language is the post written? 
English 01 
Swedish 02 
Other 03 
 

4-How many followers has the brand? 
6’592 01 
5’788 02 
566 03 
 

5-What kind of Tweet is it? 
State if Tweet, Retweet, etc. 
Tweet 01 
Retweet 02 
Direct message/Answer to someone 03 
Other 04 
Not identifiable 99 
 
6-Direction of Tweet 
Please state if the tweet is directed at someone directly, expressed with @name of this person 
Directed @someone 01 
Not directed @someone 02 
Mention @someone without directly speaking to 
this person 

03 

 
7-How many times has the post been retweeted? 
No retweets 00 
1 RT 01 
2 RT 02 
3 RT 03 
4 RT 04 
5 RT 05 
115 RT 115 
168 RT 168 
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8-What was the company saying in its post? � Decide for the most salient answer 
Presenting a specific piece of clothes 01 
Presenting a new style / new arrival 02 
Asking the consumers if they are wearing their 
own brand 

03 

Asking which of several presented clothes the 
consumer prefers/likes 

04 

Presenting sales / offers 05 
Stating sth about the brand itself 06 
Motivate the people to participate in a 
competition 

07 

Retweet a compliment from someone expressed 
about the brand/company 

08 

Motivate the people to watch a video from/about 
the brand/company or another brand 

09 

Information about a store/collection/event 10 
Talking to a customer 11 
Motivate the customers to check out their 
webside/webstore 

12 

Motivate the customers to tell the brand what 
they are wearing from them (brand) 

13 

Other 14 
Saying sth to customers which has no direct link 
to clothes 

15 

Present some shopping advices or a blog from 
someone who gives some ideas/inspirations 

16 

Present a new brand in their assortment 17 
Not identifiable 99 

 

9-What does the post sound or seem like? � Decide for the most salient answer 
Information 01 
Talking directly to the consumer 02 
Asking the consumer´s opinion 03 
Motivating the consumers for sth else than 
buying clothes 

04 

Trying to make the consumers buy their clothes 05 
Compliment on the brand/company 06 
Presenting clothes/ a piece of clothes 07 
Other 08 
Present a new brand 09 
Not identifiable 99 
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10-Was the brand named in the post? 
The hashtag is considered here in the post, but not the link since the link is often compacted 
and thus visible with other words/signs 
Also, the brand name of the company that is analyzed here is meant, not if another brand is 
mentioned 
Yes 01 
No 02 
Not identifiable 99 

 

11-Was there a picture added to the post or was the post linking to a picture? 
� If no, please go to 13 

Yes 01 
No 02 

 
 

12-If yes, what was on the picture? � Decide for the most salient answer 
One piece of clothes 01 
Two clothes compared to each other 02 
Several different clothes (more than two pieces) 03 
Accessories or shoes 04 
Only the Brand name/logo 05 
Model(s) wearing/presenting some clothes 06 
People on an event 07 
Other 08 
Not identifiable 99 

 

13-Was there a link posted in the post? 
� If no, please go to 15) 

Yes 01 
No 02 

 

14-What was the post linking to?  � Answer for every link separately 
Webstore of own brand 01 
Website of another brand/company 02 
Article on a website 03 
Instagram 04 
Article in a newspaper/magazine 05 
Youtube 06 
Facebook 07 
Twitter-picture 08 
Related website of own brand/company 09 
Other 10 
Not identifiable 99 
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15-Was a hashtag used in the post? 
� If not, please go to 17) 

Yes 01 
No 02 

 
 
16-Was the own brand/company named in /as the hashtag? 
Yes 01 
No 02 

 
 
17-Was the same post published on the brands’ Facebook-page as well? 
A post on the same day and with the exact same words is meant here 
Yes 01 
No 02 
Not identifiable 99 

 
 
 
 
 
 
 
Facebook posts  
 
H&M 04/03/2013 Divided Accessories Perfect pieces! Complete your spring look with all the 

right accessories. See more at http://bit.ly/WqSPSU. 
H&M 04/03/2013 Se anunta o sesiune de shopping fantastica in Baia Mare! Mai sunt doar 3 

zile pana la deschiderea magazinului din Gold Plaza. Sunteti pregatiti? 
H&M 06/03/2013 H&M for Brick Lane Bikes The H&M for Brick Lane Bikes collection contains 

of several menswear pieces especially adapted for cycling activities. Check it 
out! 

H&M 07/03/2013 Pants It is all about pants this spring! Check out our new arrivals available in 
stores and online now! 

H&M 07/03/2013 Du har väl inte missat att BLB-kollektionen släpptes idag i Stockholm, 
Göteborg, Malmö och på hm.com? Klicka på länken och se mingelbilder från 
gårdagens release-event som vi hade tillsammans med King! 
http://bit.ly/14xaJ4g 

H&M 07/03/2013 H&M for Brick Lane Bikes A cycling inspired menswear collection created by 
H&M and London based custom bike brand Brick Lane Bikes. 

H&M 13/03/2013 Fashion, fun & action! Nu söker vi nyexade inom IT. Har du vad som krävs? 
Ta chansen för en karriär utöver det vanliga! http://bit.ly/13PeUwm 

H&M 14/03/2013 Divided Lookbook Girls & Guys New looks! Update your spring look with a 
mix of colours, cuts and cool accessories. 

H&M 15/03/2013 Toughen up your wardrobe this season with rough and urban pieces! Which 
style will give your look the right edge? 

H&M 18/03/2013 Conscious collection Vanessa Paradis is wearing selected pieces from the 
H&M Conscious Collection. A collection filled with natural greens, flower 
prints and delicate materials, perfect for spring! 
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Nelly 01/03/2013 Happy Friday everyone! Check out our top 5 best sellers this week, find any 
favourites? www.nelly.com ♥ Nelly.com 

Nelly 02/03/2013 Would you go for a ruffled dress or are you more of a sequin girl? Which one 
caught your attention? Left, right or maybe both? www.nelly.com ♥ 
Nelly.com 

Nelly 03/03/2013 Finally, the Freedom Dress from NLY Trend has arrived! There are so many 
beautiful colours to choose from. Check it out ♥ Nelly.com Sweden: 
http://nelly.com/se/kläder-för-kvinnor/kläder/festklänningar/nly-trend-
917/freedom-dress-917382-133/ 

Nelly 04/03/2013 A Magical Night In the need of a beautiful gown for a special occasion? Be 
inspired and make your evening a magical fairytale in the dress of your 
dreams ♥ Nelly.com 

Nelly 04/03/2013 A Magical Night In the need of a beautiful gown for a special occasion? Be 
inspired and make your evening a magical fairytale in the dress of your 
dreams ♥ Nelly.com Sweden: http://nelly.com/se/balklänningar-campaign-
847/ 

Nelly 05/03/2013 Find new energy for spring in trendy pieces with a sporty touch. Find 
anything you like? ♥ Nelly.com Sweden: http://nelly.com/se/shoppa-sportig-
fashionista-campaign-909/ 

Nelly 06/03/2013 What do you think the new Nelly commercial should look like? Your opinion 
is important, vote for your favourite version of our new commercial and 
have the chance to win 1000 €/10 000 kr to shop for. The competition last 
until 17.00 tomorrow ♥ Nelly.com Sweden: http://nelly.com/se/vinn-10000-
kr-campaign-910/ 

Nelly 07/03/2013 We love Hollywood! Go to glamorous premieres, get the celeb look and 
have the chance to win a gift card on our site. You can’t miss this ♥ 
Nelly.com Sweden: http://nelly.com/se/hollywood-campaign-884/ 

Nelly 08/03/2013 Hey everyone! Since it's Friday and the weekend is here, we thought we 
would treat you all to some gorgeous jeans at great prices. The Capuchine 
Jeans from Issue 1.3 is discounted until Sunday ♥ Nelly.com Sweden: 
http://nelly.com/se/kläder-för-kvinnor/kläder/jeans/issue-13-
2260/capuchine-jeans-226087-54/ 

Nelly 10/03/2013 A big congratulations to Tonja Sundman who is our winner of the Nelly 
commercial competition! You have won 10 000 kr to shop for at Nelly.com. 
We will contact you via email shortly. Thanks to everybody who competed, 
your efforts were amazing. ♥ Nelly.com 

Nelly 10/03/2013 Hey everyone! We are now close to reaching 400 000 friends here on 
Facebook. Because of this, we want to treat you all to a little surprise when 
we do. Spread the word! ♥ Nelly.com 

Nelly 11/03/2013 Are you as weak for shoes as we are? This whole week is dedicated to all 
you shoe lovers out there. We have a new theme every day with the seasons 
hottest shoe trends, competitions with amazing prizes, and much more. We 
are sure this is going to be an AMAZING week! ♥ Nelly.com  Sweden: 
http://nelly.com/se/shoe-weak-campaign-914/ 

Nelly 12/03/2013 Our week of shoe heaven continues with some new gorgeous styles from 
NLY shoes. Find anything you want to get your hands on? www.nelly.com ♥ 
Nelly.com 

Nelly 13/03/2013 Pssst! Don´t forget to compete in our shoe competition. Challenge yourself 
and have the chance to win gorgeous shoes from Nelly for a whole year!! ♥ 
Nelly.comSweden: http://nelly.com/se/vinn-skor-i-ett-ar-campaign-920/ 

Nelly 14/03/2013 Treat yourself with these lovely shoes from NLY trend. Now 50% off! Which 
colour will you wear for spring? ♥ Nelly.com Sweden: 
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http://nelly.com/se/färgglad-favorit-campaign-921/ 

Nelly 17/03/2013 SHOES, SHOES, SHOES! Check out our top 5 best sellers this week, find any 
favourites? www.nelly.com ♥ Nelly.com 

Nelly 18/03/2013 Prepare for Easter with our VIP discount code for 10% off our entire range. 
Treat yourself with beautiful pieces. Today only! www.nelly.com ♥ 
Nelly.com 

Nelly 18/03/2013 Friends! We are so close right now to reach 400 000 likes here on Facebook. 
Spread the word and there will be a surprise soon ♥ Nelly.com 

Nelly 19/03/2013 Some items are so popular that they sell out in no time at all. Now we've 
picked out our top sellers once again so that you get a second chance to buy 
them. Take a look! :) ♥ Nelly.com Sweden: http://nelly.com/se/påfyllda-
favoriter-campaign-160/ 

Nelly 19/03/2013 Stylish prints, bold colours, sporty and rocky. Load up your wardrobe with t-
shirts for all occasions ♥ Nelly.com 

Nelly 20/03/2013 Yaaaay! We now have 400 000 friends on Facebook! As promised, we want 
to celebrate by giving you guys a huge surprise. Stay tuned!! ♥ Nelly.com 

Nelly 20/03/2013 Beautiful pictures from our blogger The Neighbourhood Watch. We've got 
spring feelings, how about you? ♥ Nelly.com 
http://blog.nelly.com/theneighbourhoodwatch/ 

Nelly 20/03/2013 SURPRISE! To celebrate our 400 000 friends here on Facebook, we are giving 
you guys an exclusive 25% discount on the entire range for two hours, from 
NOW until 20.00 GMT + 1 (21.00 Finnish time, 19.00 British time)! Use the 
code FB400 at the checkout. Go crazy! www.nelly.com ♥ Nelly.com 

Nelly 21/03/2013 Fanny Lyckman for Estradeur Finally it’s time to present our long awaited 
collection from one of our favourite bloggers, Fanny Lyckman. Her collection 
for Estradeur is full of attitude for girls who like to kick ass! Shop til' you 
drop! ♥ Nelly.com  Fanny Lyckman´s blog: 
http://blog.nelly.com/fannylyckman/ 

Nelly 21/03/2013 Did you miss our Facebook offer yesterday? Don´t be sad, our celebration of 
400 000 friends continues. From now until 18.00 GMT + 1 (19.00 Finnish 
time, 17.00 British time), we offer you guys 20% on the entire range. But 
hurry up, the two hours starts........ NOW! www.nelly.com ♥ Nelly.com 

Nelly 22/03/2013 Snart är det påsk! Få ett finfint erbjudande skickat direkt till din mail varje 
dag under påskveckan. När veckan är slut så avslutas din prenumeration 
automatiskt och du kan självklart avsluta den när du vill innan dess med. 
Trevlig helg! ♥ Nelly.com Skriv upp dig här: 
http://nelly.com/se/prenumerera-paskerbjudanden-campaign-951/ 

 
 
 
Halens 03/03/2013 JUST NU! Passa på att göra ett fynd bland vårens produkter. 

http://www.halens.se/fynd-mode-kvinna-just-nu-3682?tm=94 
Halens 05/03/2013 LOVELY LACE - spetsa till din vår/sommar med regnbågens alla färger! 

http://www.halens.se/lookswelove-13241?tm=94 
Halens 07/03/2013 VECKANS KLÄNNING - en av våra bästsäljare. Vad tycker ni? 

http://www.halens.se/mode-kvinna-inspiration-kundfavoriter-
12939/klanning-083208?tm=94 

Halens 08/03/2013 HARLEM SHAKE? Vi önskar trevlig helg med en version av fenomentet :) 
http://harlemify.com/?url=halens.se 

Halens 09/03/2013 LOOKS WE LOVE: Black & White, gillar ni det? 
http://www.halens.se/lookswelove-13259?tm=94 
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Halens 11/03/2013 VÄLKOMMEN - vårt nya varumärke Happy Holly! 
http://www.halens.se/mode-kvinna-inspiration-happy-holly-13428?tm=94 

Halens 13/03/2013 LOOKS WE LOVE - RUN 4 FUN! Spana in våra fräschaste plagg för 
löpsäsongen http://www.halens.se/lookswelove-13244?tm=94 

Halens 14/03/2013 Nytt varumärke: Happy Holly 

Halens 15/03/2013 ESPRIT SS13 - spana in inspirationsfilmen från Esprit! 
http://youtu.be/a07SPd-EuUg Nyheter från ESPRIT hittar du på 
http://www.halens.se/mode-kvinna-esprit-6944?tm=94 

Halens 17/03/2013 CATWALKS: Se hur plaggen faktiskt sitter på i våra produktfilmer! 
http://www.halens.se/mode-kvinna-catwalk-13253?tm=94 

Halens 18/03/2013 MÅNADENS MÅSTE! Klänning för endast 49 kr - finns i fyra olika 
färger/mönster. http://www.halens.se/mode-kvinna-overdelar-klanningar-
70/klanning-091750?tm=94 

Halens 19/03/2013 TÄVLA - Just nu kan du vinna 2000 kr i presentkort i vår Happy Holly tävling 
på bloggen! http://blogg.halens.se/antligen-tavlingsdags/ 

Halens 20/03/2013 PSST... tittar ni på Trinny & Susannah på Sjuan ikväll? 

Halens 21/03/2013 LOOKS WE LOVE: Våra bästa tips i modedjungeln - välkommen in! 
http://www.halens.se/lookswelove-13239?tm=94 

Halens 22/03/2013 Vilken Happy Holly stil väljer du? Hela lookbooken hittar du här: 
http://www.halens.se/mode-kvinna-inspiration-happy-holly-13428?tm=94 

 
 
 
 
 
Twitter posts 
 
H&M 
Sverige  

22/03/2013 Besök @saniaclaus blogg för att vinna hennes favoritklänning från 
#HMConscious Exclusive! http://t.co/MU14K5BQlU 
http://t.co/qQb2Le6J4O 

H&M 
Sverige 

22/03/2013 Idag är det Världsvattendagen! Vi stöder @WaterAidSverige i deras 
arbete för en värld där alla har rent vatten och sanitet! #worldwaterday 

H&M 
Sverige  

22/03/2013 Stort grattis till @andotherstories som idag kl 12 öppnar sin första butik i 
Sverige på Biblioteksg. 11 i Sthlm! http://t.co/JsryefVyh7 

H&M 
Sverige 

21/03/2013 Idag släppte vi vår Hållbarhetsrapport! Klicka för att se vad vi gör för att 
skapa en mer hållbar framtid för mode!http://t.co/6kUNW4za5l 

H&M 
Sverige 

21/03/2013 @CoSkills There are so many stylish options.These are the favorite pieces 
that our Head of Design Ann-Sofie recommend http://t.co/CWkNIC4bHK 

H&M 
Sverige 

21/03/2013 Vi börjar dagen med att avslöja att stjärnan i H&M:s sommarkampanj är 
fantastiska @Beyoncé! #BeyonceinHM http://t.co/5qaEgPWWwx 

H&M 
Sverige  

20/03/2013 @LOTCObistand vi har just nu en intern dialog om ett eventuellt 
ramavtal med IndustriALL 

H&M 
Sverige  

20/03/2013 Kolla in videon från igår när David Beckham mötte sina fans i Berlin 
http://t.co/ANNspALu71 #BeckahmforHM 

H&M 
Sverige  

20/03/2013 Kolla in finalisterna i tävlingen #hmcoachella på 
http://t.co/N1wFqLv2U6. H&amp;M väljer en vinnare m. @Refinery29! 
http://t.co/Wap72IlegX 

H&M 
Sverige  

19/03/2013 Klicka på länken och läs @Damernas_  artikel om Conscious Exclusive 
#HMConscious http://t.co/WlaFJ6Lv7j 

H&M 
Sverige 

18/03/2013 @Vanessaparadis_ bär H&M:s nya #HMConscious collection! 
http://t.co/XD28UL0HZZ http://t.co/ruqcR0mmcl 
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H&M 
Sverige 

18/03/2013 RT @hm: Get a preview of the 2013 Conscious Exclusive collection! 
Available in stores and online April 4th. #HMConscious http://t.co/imh ... 

H&M 
Sverige  

15/03/2013 @ninajohan gillar vår klädinsamling lika mycket som oss! Läs hennes 
blogginlägg här http://t.co/RlLTHdmCim 

H&M 
Sverige 

14/03/2013 Vinnaren i #blbkinghm tävlingen är utsedd! Spana in vinnaroutfiten här 
http://t.co/yOddf9vn0B 

H&M 
Sverige 

14/03/2013 RT @PetraTungarden: Pressfrukost för H&M's conscious kollektion ? 
http://t.co/ZIM3YVTtnv 

H&M 
Sverige  

13/03/2013 Tävla om biljetter till @coachella!Ladda upp din bästa festival look på 
tumblr #hmcoachella http://t.co/N1wFqLv2U6 http://t.co/sxjP6fI1kg 

H&M 
Sverige  

11/03/2013 @VanessaParadis_ älskar vintage, klicka på länken och hör mer om 
hennes personliga stil! #HMConscious http://t.co/NHduHO3ggt 

H&M 
Sverige 

08/03/2013 Imponera med din bästa festival look och vinn @coachella biljetter!Läs 
mer här http://t.co/N1wFqLv2U6 #hmcoachella http://t.co/0zJ8XrTw6b 

H&M 
Sverige 

08/03/2013 Nu är det Clubdagar m. 10% rabatt i butik, katalogen och på 
http://t.co/qihP1ZRvET. Gäller T.o.m. 10:e Mars! Välkommen! 

H&M 
Sverige 

07/03/2013 @jessicaclaren tråkigt att du är besviken.Målet var att skapa en 
herrkollektion.Det utesluter inte en cykelkollektion för dam i framtiden! 

H&M 
Sverige 

07/03/2013 @MilliecentB vad tråkigt att du inte är nöjd. I inbjudan stod det att 
Herravdelningen och damavdelningen på entréplan skulle vara öppet 

H&M 
Sverige 

07/03/2013 Här hittar du bilderna från gårdagens event med #BLBKINGHM 
http://t.co/F4fcvkF3UT ! 

H&M 
Sverige 

06/03/2013 Imorgon släpps vår efterlängtade kollektion med Brick Lane Bikes! Se var 
du kan få tag på plaggen här http://t.co/fR3GIOmnDL 

H&M 
Sverige 

06/03/2013 Missa inte vår fantastiska tävling där du kan vinna en BLB-cykel! Läs mer 
och tävla här http://t.co/ELwBvEeGmw #BLBKINGHM 

H&M 
Sverige  

04/03/2013 @philipcarl kollektionen släpps på Hamngatan 22 samt Drottninggatan 
56 på torsdag kl 10.00! 

H&M 
Sverige 

04/03/2013 Kolla in vår #hmLife video och bli inspirerad av fantastisk streetstyle från 
Paris Fashion Week! http://t.co/6CxtrnoQNh 

H&M 
Sverige 

01/03/2013 Tävla med #BLBKINGHM om en BLB-cykel! Läs mer och tävla här 
http://t.co/ELwBvEeGmw 

H&M 
Sverige 

01/03/2013 RT @Carolinesandst: Awesome shoes by H&M aw13 #hm #hmfw13 
#flata #loveit http://t.co/gq2U9TjEjM 

 

 

Nelly.com  22/03/2013 Happy Friday everyone! These shoes are on todays wish list! 
http://t.co/dxma8Xe4la 

Nelly.com 21/03/2013 Our long awaited collection from one of our favourite bloggers, Fanny 
Lyckman, has just launched! Don´t miss this! http://t.co/viz2lxG4CK 

Nelly.com 20/03/2013 Nothing to wear this weekend? We´ve got you covered! 
http://t.co/6tKS1YG4zZ 

Nelly.com 19/03/2013 Hey everyone! Don´t miss to check out our RE-STOCKED favourites! 
http://t.co/RoSaA11zyp 

Nelly.com 18/03/2013 Get some inspiration for what to wear this week from our top sellers list 
http://t.co/m47SHFRjnz 

Nelly.com 18/3/2013 To celebrate that the easter soon is here, we now have 10% off on 
http://t.co/0wpdMgiFKO. Use the code NELLYEASTER 
http://t.co/JiiiqnhVSr 
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Nelly.com 14/03/2013 Is there a brand of footwear that suits perfectly in Nellys shoe 
department? Best answer wins a gift voucher for £100 
http://t.co/MjAFhlSnEj 

Nelly.com 14/03/2013 We love shoes! Did you know that during one year the average woman 
spend 40 hours and 30 minutes buying shoes?! http://t.co/qwGsdE0IAj 

Nelly.com 13/03/2013 Treat yourself with these lovely shoes from NLY trend. Now 50% off!! 
The offer will last until Sunday http://t.co/JVwnHVWQ3q 

Nelly.com 13/03/2013 Find new energy for spring in trendy pieces with a sporty touch 
http://t.co/FqrgJRW26q 

Nelly.com 12/03/2013 Our week of shoe heaven continues with some gorgeous new styles from 
NLY shoes http://t.co/aJubFPeK2P 

Nelly.com 12/03/2013 Hey everyone! Challenge yourself in our competition and win gorgeous 
shoes from Nelly for a whole year http://t.co/WnY4kjyJKU 

Nelly.com 11/03/2013 Are you as crazy for shoes as we are? This whole week is dedicated to all 
you shoe lovers out there! http://t.co/u1moMqRzGt 

Nelly.com 08/03/2013 Nelly goes to Hollywood! Check it out! http://t.co/jBnZ6ogTYb 

Nelly.com 01/03/2013 Don't forget to tweet us your Nelly looks this weekend! 

Nelly.com 01/03/2013 New in maxi dress from NLY http://t.co/aU0bdNPwOJ 

Nelly.com 01/03/2013 April's @CosmopolitanUK features http://t.co/0wpdMgiFKO in their 
Spring brogues edit http://t.co/IsbjUrrXs6 

Nelly.com 01/03/2013 We have a selection of enchanting dresses for that special occasion 
http://t.co/fTMhAC8sd7 

Nelly.com 01/03/2013 Our little Friday treat, 30% off Ida Sjöstedt for Nelly 
http://t.co/0KHqQRpS1F 

Nelly.com 01/03/2013 NLY shoes made it to #PFW with @Suitcasemag http://t.co/jaUj1oQHpP 

Nelly.com 01/03/2013 It's Friday! Who's planning on wearing Nelly this weekend? 

 

 

Halens  22/03/2013 Vilken Happy Look väljer du? 
Hela lookbooken hittar du här:... http://t.co/sd60AFgLaF 

Halens  20/03/2013 PSST... tittar ni på Trinny & Susannah på Sjuan ikväll? 
http://t.co/sZbrwtq1Jk 

Halens  18/03/2013 @zandrella Hej på er det stämmer att man bara kontaktar vår kundtjänst 
så tar vi bort er från våra utskick. Halens.se finns ju kvar mvh Anna 

Halens  18/03/2013 MÅNADENS MÅSTE! Klänning för endast 49 kr - finns i fyra olika 
färger/mönster.... http://t.co/0XGDbUvBeG 

Halens  17/03/2013 CATWALKS: Se hur plaggen faktiskt sitter på i våra produktfilmer!... 
http://t.co/WgJ3fZ1hDL 

Halens  15/03/2013 ESPRIT SS13 - spana in inspirationsfilmen från Esprit! 
http://t.co/xN1RHyJtfK 
Nyheter från ESPRIT hittar du... http://t.co/eRgfLwu3Vx 

Halens  14/03/2013 I posted 15 photos on Facebook in the album "Nytt varumärke: Happy 
Holly" http://t.co/93veYDwtBu 

Halens  13/03/2013 LOOKS WE LOVE - RUN 4 FUN! Spana in våra fräschaste plagg för 
löpsäsongen... http://t.co/5PIIOGXHf2 

Halens  11/03/2013 VÄLKOMMEN - vårt nya varumärke Happy Holly! 
http://t.co/43NoI48qsA http://t.co/6PXXQyRhA9 

Halens  09/03/2013 LOOKS WE LOVE: Black & White, gillar ni det? 
http://t.co/hfr6palLqL http://t.co/5PpdkQIbBM 
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Halens  08/03/2013 HARLEM SHAKE? Vi önskar trevlig helg med en version av fenomentet :) 
http://t.co/DodJrsQvkS 

Halens  07/03/2013 VECKANS KLÄNNING - en av våra bästsäljare. Vad tycker ni?... 
http://t.co/WWMfAAIwvH 

Halens  05/03/2013 @loucar72 Fast det är faktiskt så att vi gillar våra kunder och saknar er 
när ni försvinner. Hoppas du kikar in till oss snart igen mvh Anna 

Halens  05/03/2013 LOVELY LACE - spetsa till din vår/sommar med regnbågens alla färger! 
http://t.co/6u9fmGc2wl http://t.co/BFHbU7o69o 

Halens  03/03/2013 JUST NU! Passa på att göra ett fynd bland vårens produkter. 
http://t.co/qCwFrPFUqK http://t.co/n4kTQJV0Hy 

 
 
 
 
 
 
 
  



   
 

  98 
 

Appendix IV – Tables Survey 
 
Table a: Most dominant age groups 

Year of birth Age  Frequency Percent 

1982 31 15 8.8 % 

1983 30 6 3.5 % 

1984 29 6 3.5 % 

1985 28 9 5.3 % 

1986 27 10 5.8 % 

1987 26 19 11.1 % 

1988 25 18 10.5 % 

1989 24 11 6.4 % 

1990 23 13 7.6 % 

Total 23-31 107 62.5 % 

n=171 
 
 
Table b: Occupation of the respondents 

Occupation Frequency Percent 

Student 92 53.8 % 

Employee 51 29.8 % 

Entrepreneur / Self-employed 12 7.0 % 

Other 16 9.4 % 

Total 171 100 % 

n=171 

 
 
Table c: Most frequent nationalities of the respondents 

Nationality Frequency Percent 

Swedish 97 56.7 % 

Greek 9 5.3 % 

German 8 4.7 % 

American 5 2.9 % 

Other 52 30.4 % 

Total 171 100 % 

n=171 
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Table d: Reasons for not buying clothes online 
 Male  

n=26 
 Female  

n=16 
 Total 

 Freq. Percent Freq. Percent  

I don’t know how the 
purchase process online 
works 

0 0.0 % 3 18.8 % 3      7.1 % 

I want to see the clothes 
first and try them on 

22 84.6 % 15 93.8 % 37    88.1 % 

I don’t want that the site 
can save my data and see 
what I buy 

3 11.5 % 0 0.0 % 3      7.1 % 

Other 4 15.4 % 1 6.2 % 5      11.9 % 

n=42        
Note that two reasons could be stated and thus, it can be reached more than 100 %. 
 
 

Table e: Reasons for following clothes-brands on Facebook  

 Male 

n=22 

 Female 

n=43 

 Total 

 Freq. Percent Freq. Percent  

A friend recommended the brand to 

me 

1 4.5 % 4 9.3 % 5       7.7 % 

I am already a customer of this 

brand 

15 68.2 % 27 62.8 % 42     64.6 % 

I join the brand to get more 

information like for example offers 

10 45.5 % 19 44.2 % 29     44.6 % 

I join the brand because I am 

thinking to purchase in the future 

from this brand 

3 13.6 % 14 32.6 % 17     26.2 % 

I like or follow the brand to feel 

more connected to the 

brand/company 

6 27.3 % 5  11.6 % 11     16.9 % 

Other 1 4.5 % 8 18.6 % 9      13.8 % 

n=65 
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Table f: Reasons for following clothes-brands on Twitter 

 Male 

n=3 

 Female 

n=9 

 Total 

 Freq. Percent Freq. Percent  

A friend recommended the brand to 

me 

1 33.3 % 1 11.1 % 2      16.7 % 

I am already a customer of this 

brand 

2 66.7 % 6 66.7 % 8      66.7 % 

I join the brand to get more 

information like for example offers 

1 33.3 % 3 33.3 % 4      33.3 % 

I join the brand because I am 

thinking to purchase in the future 

from this brand 

1 33.3 % 1 11.1 % 2      16.7 % 

I like or follow the brand to feel 

more connected to the 

brand/company 

2 66.7 % 2  22.2 % 4      33.3 % 

Other 0 0.0 % 2 22.2 % 2      16.7 % 

n=12 

 
 
 
 
Appendix V – Tables Content analysis 
 
The sample sizes are small in this case (n < 30 for each company) but the results are still 
presented only in percentages for reasons of comparison. 
 
 
Table g: Mention of the brand-name in Facebook-posts 

 H&M 

n=10 

Nelly 

n=26 

Halens 

n=15 

Total 

Yes 30 % 100 % 0  56.9 % 

No 70 % 0 100 % 43.1 % 

Total 100 % 100 % 100 % 100 % 

n=51 
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Table h: Content of the pictures 

 H&M 

n=8 

Nelly 

n=22 

Halens 

n=11 

Total 

Two clothes compared to each other 0  4.5 % 0  2.4 % 

Several pieces of clothes 0  13.6 % 0 7.3 % 

Accessories or shoes 0  22.7 % 0  12.2 % 

Model(s) presenting some clothes 87.5 % 31.8 % 90.9 % 58.5 % 

People on an event 12.5 % 0  0  2.4 % 

Other 0  27.3 % 9.1 % 17.1 % 

Total 100 % 100 % 100 % 100 % 

n=41 

 
 
 
Table i: Content of the links 

 H&M 

n=6 

Nelly  

n=21 

Halens 

n=13 

Total 

Webstore of own brand 16.7 % 76.2 % 69.2 % 65.0 % 

Website of another brand/company 0 4.8 % 0  2.5 % 

Article in a newspaper/magazine 16.7 % 0  0  2.5 % 

Youtube 0  4.8 % 7.7 % 5.0 % 

Facebook 50.0 % 0  0  7.5 % 

Related website of own 

brand/company 

16.7 % 14.3 % 23.1 % 17.5 % 

Total 100 % 100 % 100 % 100 % 

n=40 

 

 

Table k: Mention of the brand-names in the tweets 

 H&M Sverige 

n=28 

Nelly 

n=21 

Halens 

n=15 

Total 

Yes 64.3 % 57.1 % 0.0 % 46.9 % 

No 35.7 % 42.9 % 100 % 53.1 % 

Total 100 % 100 % 100 % 100 % 

n=64 
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Table l: Content of the pictures 

 H&M Sverige 

n=13 

Nelly 

n=8 

Halens 

n=11 

Total 

Accessories or shoes 7.7 % 25.0 % 0  9.4 % 

Model(s) presenting 

some clothes 

38.5 % 75.0 % 90.9 % 65.6 % 

People on an event 7.7 % 0  0  3.1 % 

Other 46.2 % 0  9.1 % 21.9 % 

Total 100 % 100 % 100 % 100 % 

n=32 

  
 
 
Table m: Content of the links on Twitter 

 H&M Sverige 

n=23 

Nelly 

n=19 

Halens 

n=13 

Total 

Webstore of own brand 8.7 % 89.5 % 38.5 % 43.6 % 

Website of another 

brand/company 

4.3 % 5.3 % 0  3.6 % 

Instagram 8.7 % 0  0  3.6 % 

Article in a newspaper/magazine 34.8 % 0 0  14.5 % 

Youtube 13.0 % 0 7.7 % 7.3 % 

Facebook 4.3 % 0 53.8 % 14.5 % 

Twitter-picture 4.3 % 5.3 % 0  3.6 % 

Related website of own 

brand/company 

17.4 % 0  0 7.3 % 

Not identifiable 4.3 % 0 0  1.8 % 

Total 100 % 100 % 100 % 100 % 

n=55 

 


