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Abstract

This research article presents a comprehensive study of Instagram features used by fashion entrepreneurs
strategically to enhance their online presence, engage with their target audience, and achieve business
objectives. By examining the utilization of features such as Instagram Shopping, Stories, and user-
generated content campaigns, this study aims to uncover the underlying strategies, and assess the overall
features influencing the brand visibility, customer engagement, and sales conversion within the dynamic
fashion industry.
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1. Introduction

Social media has evolved as a transformative force in the modern era of digital entrepreneurship,
transforming how firms communicate with their audiences, advertise their products, and develop their
brand identity. Instagram stands out among these channels as a vibrant and visually engaging medium that
has notably attracted the attention of the fashion industry. Fashion entrepreneurs, in particular, have used
Instagram's multidimensional features to exhibit their items, tell their brand stories, and communicate with
a worldwide audience in previously unheard-of ways.

The merger of fashion and Instagram is not accidental; it is a planned response to the platform’s unique
features that cater to the fashion industry's fundamentally visual and aspirational nature. Instagram offers
a variety of tools that fashion businesses may strategically exploit to establish an engaging online presence,
from curated photos that reflect the essence of a brand to interactive stories that allow a sneak peek into
behind-the-scenes moments.

The purpose of this study is to look into the intricate topography of which Instagram features are used by
fashion entrepreneurs to navigate the volatile realm of digital commerce. By performing a thorough
examination of these traits, we hope to gain a better understanding of the underlying tactics, outcomes,
and impact they have on various elements of fashion entrepreneurship. From influencer partnerships to
user-generated content campaigns, Instagram Shopping to immersive tales, each feature plays a unique
function in molding brand perception, increasing engagement, and ultimately driving sales.
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Through an examination of these features, this research endeavours to shed light on the features that
fashion entrepreneurs employ to harness the power of Instagram, the metrics that define success within
this context, and the nuances that distinguish effective approaches from fleeting trends. By providing a
deep understanding of how Instagram features interplay with the objectives of fashion entrepreneurs, this
study aims to contribute valuable insights to the evolving landscape of digital entrepreneurship and fashion
marketing strategies.

Social Media Business

Social media has drastically altered the current corporate scene, ushering in a new era of connectedness,
engagement, and brand involvement. Organizations use social media business to develop a dynamic online
presence, engage with their target audience, and achieve a variety of strategic goals. Businesses may use
these platforms to exhibit their products, convey brand stories, and engage directly with customers in real
time. Because of the participatory nature of social media, businesses may quickly adjust and respond to
client preferences, complaints, and trends.

A effective social media business strategy entails not only promoting products or services, but also
cultivating a feeling of community, trust, and authenticity. It enables brands to humanize their image,
display their values, and develop long-term relationships with their customers by providing a direct
conduit for transparent communication. Social media platforms can provide useful data analysis tools,
enabling organizations to get insights into client behavior, preferences, and industry trends.

Furthermore, social media's worldwide reach transcends geographical boundaries, allowing businesses to
tap into new markets and engage with new consumers. Social media enables businesses to tailor their
messaging to certain demographics, maximizing their marketing efforts for greater impact, including
targeted advertising, content customisation, and influencer collaborations.

In essence, social media has evolved into an essential component of modern company strategy, providing
a multidimensional platform for brand promotion, customer involvement, and innovation. As technology
advances, social media business practices are likely to evolve as well, requiring firms to adapt and fully
utilize these dynamic digital platforms.

Social Media for Fashion Business

Social media has become a vital tool for fashion firms, providing a dynamic and expansive platform for
showecasing style, connecting with audiences, and elevating brand presence. Social media, with its capacity
to curate stunning imagery, communicate fascinating narratives, and participate in real-time interactions,
gives fashion firms with an unprecedented avenue to tell their story and immerse their audience in their
distinct styles. Platforms such as Instagram, Facebook, and TikTok have changed the way fashion is sold
and consumed, allowing businesses to reach global audiences, establish loyal communities, and quickly
adapt to ever-changing trends. Social media enables fashion brands to not only inspire but also convert
followers into buyers through influencer collaborations, user-generated content, and e-commerce
integration. As the digital landscape continues to evolve, social media remains an essential channel for
fashion businesses to express their creativity, foster brand loyalty, and thrive in a rapidly evolving
industry.
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Instagram and Fashion Business

Instagram has developed as a fashion industry behemoth, providing a visually engaging venue for
businesses and fashion entrepreneurs to exhibit their creativity, style, and products. Its image-centric
nature blends easily with the visual seduction of fashion, allowing businesses to produce breathtaking
graphics that resonate with the aesthetic tastes of their target audience. Instagram's ability to upload
photographs, videos, and interactive stories creates an immersive experience that allows fashion brands to
convey their brand stories, reveal new collections, and engage with their fans on a personal level.

Instagram has become a virtual runway for fashion brands to connect with their audience, acquire insights
into consumer preferences, and create brand loyalty due to its worldwide reach and ability to engage
consumers in real time. Instagram's dynamic capabilities and visual allure make it a crucial tool for fashion
brands trying to fascinate, inspire, and convert a diverse and engaged online audience as the fashion
industry evolves.

Review of Literature

Instagram users communicate through uploading photographs and adding notes in the photo's comments
area, which was launched in 2010. Social media marketing (SMM) allows the sharing of information
through social media between customers and organisations[']. Fashion companies or brands are
increasingly using social media for marketing purposes. Because social media precisely captures the
developing trend in fashion, it might be the ideal platform for fashion firms and customers to engage online
and represent their styles[?]. The number of internet users worldwide as of January 2023 has reached 5.16
billion while social media users reached 4.76 million with e-commerce for fashion goods accounting for
$871.2 billion and Instagram ranking 4™ most used social media app[°]. Social media allows organizations
to create better interactions with their current and potential clients[*]. Social media was also a significant
instrument for ongoing retail and marketing activity. Following the introduction of COVID-19, Instagram
in particular enabled fashion firms to sell, market, and engage with their customers[°]. Instagram's highly
visual nature puts the service as ideal for fashion and the growing popularity of Instagram has made
fashion "open to everyone and accessible from everywhere," because it allows individuals to interact with
the world of fashion photography[®]. In this sense, Instagram has democratized fashion in the digital
domain, eliminating the previously exclusive nature of high-fashion among privileged groups. Because of
the benefits of being able to access visual information, Instagram was the primary platform of choice for
social media users who are interested in fashion[’]. Instagram's director of fashion partnerships, verified
the popularity of fashion content on Instagram, adding that fashion is the third most followed type of
account on Instagram, with fashion users opening Instagram 32.5 times each day on average[?°].
Therefore, this research conducted by looking at Instagram activities conducted by fashion entrepreneurs.

Objectives of the Study
e To identify fashion entrepreneurs on Instagram.
e To analyse the features employed by them on Instagram for their fashion business.

Research Methodology
A quantitative research approach was adopted by the researchers. Convenience sampling technique was
used and 256 fashion entrepreneurs on Instagram with over one million followers were chosen for the
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study from across the globe. A structured questionnaire was employed using dichotomous questions
(Yes/No) with regard to the adoption of features offered by Instagram for business.

Findings and Discussion

Instagram Features

Instagram has a number of tools that can help online businesses improve their online presence,

engagement, and sales. Here are some significant Instagram characteristics that internet businesses can

effectively leverage:

1. Instagram Shopping: Businesses can utilize this tool to tag products in their posts and stories,
providing visitors with direct purchase links. Customers can make purchases without leaving the
platform when online merchants promote their products.

2. Instagram Ads: Online businesses can utilize Instagram's ad platform to produce targeted adverts that
show in users' feeds or stories. Businesses can use this tool to reach a larger audience and boost traffic
to their website or product pages.

3. Instagram Stories: Through ephemeral visual content, stories provide a dynamic approach to engage
with the audience. Swipe-up links, for example, can be used by online businesses to bring people to
their website or product pages.

4. Instagram Live: Live streaming allows online businesses to communicate with their customers in real
time. To increase interaction, they can have product launches, tutorials, Q&A sessions, and behind-
the-scenes peeks.

5. IGTV (Instagram TV): Longer-form videos on IGTV can be used by online businesses to share in-
depth product demos, brand tales, or educational information, increasing their brand identity and
expertise.

6. Instagram Reels: Businesses can use reels to make short, compelling videos that highlight items,
provide suggestions, or entertain the audience. It's an excellent technique to capture people’ attention
and rapidly convey messages..

7. Highlights: On their profile, online businesses can build Highlights to categorize and display their
greatest material. This is helpful for displaying product categories, user testimonials, and educational
content.

8. User-Generated Content (UGC): Encouraging customers to share their product experiences and
images fosters a sense of community and authenticity. Reposting UGC on the company's profile boosts
credibility.

9. Direct Messaging for Customer Support: Direct messaging can be used by businesses to give
individualized customer assistance, answer questions, and help potential clients through the
purchasing process.

10. Analytics (Insights): Businesses can use Insights to track performance indicators such as engagement,
reach, and audience demographics. This data assists in refining the content strategy and better
understanding the audience.

11. Hashtags and Discoverability: Proper hashtag usage can improve the discoverability of postings by
individuals interested in specific topics or products, assisting online companies in expanding their
reach.

12. Interactive Content: Engaging features in stories such as polls, quizzes, and countdown stickers
stimulate user participation, delivering information and feedback to online businesses.
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These capabilities, taken together, provide a powerful arsenal for online businesses looking to establish a
strong online presence, engage with their target audience, and generate sales via Instagram. The
challenge is to develop a consistent and authentic brand identity while strategically employing these
traits to achieve commercial goals.

Analysis and Interpretation
Table 1 Demographic Profile of Respondents using Instagram features for Fashion Business

S.No. Distribution Variables Frequency | Percentage
1 Gender Male 104 40.6
Female 152 59.4
2 Below 25 years 28 10.9
26 — 35 years 121 47.3

Age

36 — 45 years 103 40.3
Above 45 years 4 15
3 School Level 32 12.5
Education Qualification Under graduate 132 51.6
Post graduate & Above 92 35.9
4 Instagram Fashion Full time 207 80.8
Business Type Part time 49 19.2
Average time spent on Less than 3 hours 12 4.7
5 Instagram for Fashion 3—6 hours 108 42.2
Business More than 6 hours 136 53.1

Table 1 shows that out of the 256 respondents, majority (59.4%) were female and 40.6% are male. In the
age category, 47.3% were in the 26-35 years of age, 40.3% in the 36-45 years, 10.9% below 25 years and
1.5% above 45 years of age. Among the respondents, 51.6% were undergraduates, 35.9% with education
at post-graduate & above level and 12.5% with school level education. Also 80.8% of them were running
full-time fashion business on Instagram while 19.2% were running part-time fashion business. Majority
(53.1%) spend more than 6 hours, 42.2% between 3 and 6 hours and 4.7% less than 3 hours on Instagram

for their business.

Table 2 Fashion Entrepreneurs using Instagram Features

Instagram Features used by Yes No
Fashion Entrepreneurs Frequency | Percentage | Frequency | Percentage
Instagram Shopping 254 99.2 2 0.8
Instagram Posts 256 100 0 0
Instagram Ads 238 92.9 18 7.1
Instagram Stories 256 100 0 0
Instagram Live 232 90.6 24 94
Instagram Reels 256 100 0 0
IGTV (Instagram TV) 71 21.7 185 72.3
Highlights 251 98 5 2
User-Generated Content (UGC) 243 94.9 13 51
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Direct Messaging 256 100 0 0
Analytics (Insights) 98 38.2 158 61.8
Hashtags 229 89.4 27 10.6

Table 2 shows that out of 256 respondents, 254 (99.2%) of them use Instagram Shopping feature while all
of them (100%) use Instagram Posts, Instagram Stories, Instagram Reels and Direct Messaging. While
238 (92.9%) of the respondents use Instagram Ads, 232 (90.6%) of them use Instagram Live feature and
251 (98%) employ Highlights, only 71 (27.7%) of them use IGTV. Also 243 (94.9%) of them use User-
Generated Content, only 98 (38.2%) of the respondents use Analytics and 229 (89.4%) of them use
Hashtags.

Figure 1 Fashion Entrepreneurs using Instagram Features

Fashion Entrepreneurs using Instagram

Features
HASHTAGS 89
ANALYTICS (INSIGHTS) 38
DIRECT MESSAGING 100
USER-GENERATED CONTENT (UGC) 95
HIGHLIGHTS 98
IGTV (INSTAGRAM TV) 28
INSTAGRAM REELS 100
INSTAGRAM LIVE 91
INSTAGRAM STORIES 100
INSTAGRAM ADS 93
INSTAGRAM POSTS jo]0)
INSTAGRAM SHOPPING . ‘ . . 99 \ |
0 20 40 60 80 100 120

Conclusion

Finally, fashion businesses' use of Instagram features demonstrates the revolutionary power of this
dynamic medium in creating the modern fashion environment. Instagram's multidimensional toolkit
enables fashion entrepreneurs to go beyond traditional marketing by making direct relationships with their
audience, increasing brand visibility, and encouraging honest participation. Instagram Shopping, Stories,
and influencer collaborations, among other capabilities, have enabled fashion entrepreneurs to create
fascinating narratives, display items, and catalyze consumer engagement in novel ways.

The success stories of fashion businesses who have used Instagram features to their advantage demonstrate
the platform's capacity to bridge the gap between creativity and commerce. Entrepreneurs can construct
rich brand storylines using visual storytelling skills, while real-time involvement via features like live
sessions and direct messaging adds authenticity to their connections. Instagram has been transformed into
a seamless buying experience with the incorporation of e-commerce functions, seamlessly transforming
ideas into tangible transactions.
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This voyage, however, is not without its difficulties. The ever-changing nature of the digital landscape
necessitates constant adaptability, content creation, and vigilance against content saturation. As they
navigate this landscape, fashion entrepreneurs must blend creativity with data-driven insights to ensure
their tactics resonate with their target audience. Finally, the convergence of Instagram'’s features with the
entrepreneurial spirit of the fashion industry has reshaped the concept of brand-consumer connections.
Fashion entrepreneurs are more than just merchants; they are experience curators, storytellers, and
community builders. Their success on Instagram demonstrates the power of visual expression, true
engagement, and the ability to create emotional connections that transcend mere commerce. As Instagram
evolves and the fashion industry continues to innovate, the exploration of these features remains an
ongoing journey, continuing to shape the way fashion entrepreneurs thrive and flourish in the digital age.
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