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ABSTRACT 

This thesis investigates the influence of Instagram on the Irish fashion industry and how 

influencers and bloggers are impacting fashion brands in Ireland. The conducted 

research explores the Irish fashion industry and the influencer community, and 

describes the link between brands and influencers, as well as customers, which 

generates brand awareness and sales growth.   

Primary and secondary data were employed to gather information. The researcher used 

a mixed methods approach to collect primary data, involving semi-structured interviews 

with influencers and fashion brands, and an online survey with 155 fashion customers. 

All the data was collected and then analysed carefully by the researcher.  

The research findings revealed that Instagram is playing a significant role in the fashion 

industry and has become an essential tool for Irish fashion brands. It also found that 

there is a strong relationship between brands, influencers, and customers.  

These findings supported the research questions: “How is Instagram impacting the Irish 

fashion industry in terms of brand awareness and sales growth?” and “How are Irish 

fashion bloggers/influencers affecting consumer behaviour?” 

 

Keywords: marketing, communication, social media marketing, Instagram, Ireland, 

fashion industry, influencers, bloggers. 
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CHAPTER 1: INTRODUCTION 

1.1 Introduction 

The following chapter introduces the background to this dissertation. It outlines the 

increased use of social media in society nowadays and the importance of the Instagram 

platform in the fashion industry. It clarifies the research questions and the intended 

contributions of this research, and explores the scope and limitations of the study. 

1.2 Background 

Social media has become an important part of consumers’ daily lives. Here in 2021 it 

would be correct to say that, as a society, we have become obsessed with technology 

and social media. It is impossible to imagine today’s world without the screens of 

technological devices, such as laptops and mobile phones.  

This might be seen as an addiction to a culture of ‘likes’. However, what cannot be 

denied is that social media has become a massive influence in our lives, whether for 

education, work, or social interaction. Social media is also known as word-of-mouth 

marketing or viral marketing, with customer-to-customer communication being an 

intentional influence by marketing professionals.  

The development of interaction with customers through social media is a really 

important trend and companies are well aware of this. “Technology encourages 

customers to interact with brands. These customer interactions build the brand by 

increasing awareness, involvement, and engagement; thus, adding to brand recall and 

stimulating purchases.” (Mohr, 2013, p. 18) 
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One of the essential objectives when communicating with customers is to make them 

aware of the brand and push them to engage with its social media, promoting brand 

awareness and making them familiar with the brand. As a result, it is not surprising that 

companies/marketers started using social media as a marketing tool, connecting with 

its clients to extend its customer base by reaching new people.  

Businesses that are interested in influencing millennials should certainly use 

social media to address them. That being said, in order to be successful, it is 

imperative that brands recognize exactly how millennials look to social 

media for information and feedback. (Arnold, 2017)  

Just as important as social media, fashion has always existed and fashion houses 

have been around since the nineteenth century. “Social media platforms have 

become the cornerstone of most fashion house´s [sic] marketing strategy. Smart 

businesses recognize just how prevalent social media is in the lives of their 

customer base.” (The Fashion Network, 2019) As a result, social media and fashion 

have become inextricably connected. “Influencer marketing is the biggest thing to 

happen to advertising in a very long time. By building up trust and relationships 

with their followers, bloggers are most definitely able to influence their audiences 

towards a certain product or trend.” (Irish blogger Jessie Bennett, 2020) 

Instagram was created in 2010; since its creation, online interaction between bloggers, 

brands, and users is growing year by year and in Ireland it is no different, as mentioned 

by Lisa Cahill, assistant to the fashion and buying director at Brown Thomas, a chain of 

luxury department stores. 
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This has improved our business strategy as it helps us to connect with our 

customers and prospective customers in creative and innovative ways on a 

daily basis. Creative output has been significant with the introduction of 

stories alongside however the commercial aspect with the shoppable 

function and link clicks. (Cahill, 2020) 

This research paper will focus on an exploration of how Irish brands and 

influencers/bloggers are communicating on Instagram and its negative and positive 

effects. It aims to identify whether or not Instagram is playing a considerable role within 

the Irish fashion industry in today’s world. The results will help to identify how Instagram 

is influencing the Irish fashion industry.  

1.2.1 Personal interest in the topic 

The researcher chose the topic as she is already familiar with and passionate about the 

fashion industry and social media. She has also worked in the fashion industry, opened 

an online fashion business with her sister in 2017 and, while living in Ireland, worked as 

the social media assistant for a beauty company. Since then, the researcher has 

developed a particular interest in this business sector, an interest which has been greatly 

increased by engaging with the MSc degree course in digital marketing. 

1.3  Outline 

This dissertation is structured according to the contents table on pages 3 and 4.  

Chapter 1 gives a brief introduction to the research subject and outlines the research 

aims and expected results.  
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Chapter 2 presents a literature review of the fashion industry, social media, and 

influencer/blogger theories and concepts. The secondary source material used in this 

review has given significant insight into the present study as each book, article, or blog 

post had a different approach to the subject. This chapter is divided into several sub-

sections in order to explain each area under research.  

Chapter 3 introduces the proposed research methodology and discusses the research 

techniques adopted. A mixed methods approach was chosen with the researcher using 

both quantitative and qualitative methods. 

Chapter 4 presents the data findings and analysis of the data collected from the 

qualitative and quantitative research. It explores the content of interviews conducted 

with three fashion brand representatives and three Irish bloggers/influencers, and is 

followed by the results of an online survey answered by 155 participants. 

Chapter 5 presents a discussion based on the researcher’s interpretation of the findings, 

including how they agree with previous research and theories. This final chapter aims to 

draw conclusions about what the findings mean for this study and the research 

questions. 

1.4  Research aims 

The aim of this study is to explore and analyse how Instagram is influencing the fashion 

industry in Ireland and how influencers/bloggers can impact customer behaviour. It will 

link together fashion brands, influencers, and customers and investigate this tool’s 

positive and negative aspects regarding the Irish fashion industry. 
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As this study aims to discuss the importance of Instagram for the Irish fashion industry, 

it will focus on qualitative and quantitative research methods by exploring academic 

sources, as well as public opinion through an online survey.  

With the research aim in mind, the research questions are as follows: 

• How is Instagram impacting the Irish fashion industry in terms of brand 

awareness and sales growth?  

• How are Irish fashion bloggers/influencers affecting consumer behaviour? 

1.5 Approach to the dissertation 

In order to achieve the research objectives, the researcher conducted a literature review 

through an examination of secondary sources, including academic journals, books, and 

newspapers on the subjects of fashion retail, influencers/bloggers, and social media. 

A mixed methods approach was applied in this study as the primary research method. 

Qualitative research was carried out by questioning the owners or representatives of 

various brands in order to discover the influence of Instagram within their companies. 

Through information collected during semi-structured interviews, a better 

understanding of the subject would be gained. The same procedure was also carried out 

on bloggers.  

Quantitative research was conducted on customers and followers by using an online 

survey, through SurveyMonkey, to gather essential data on how these people feel 

influenced by brands or bloggers on the Instagram platform.  
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1.6 Expected results  

The aim of this study was to analyse and understand how Instagram influences the Irish 

fashion industry, as well as the impact of influencers/bloggers on this market. The 

amount of current and available literature specifically on the Irish fashion industry is 

quite limited. This in turn has impacted the literature review, consequently giving it a 

rather general overview. The same thing happened with the primary data, as most of 

the brand representatives and influencers/bloggers approached were not willing to take 

part in the study. 

Using the qualitative and quantitative methods explained above, the researcher 

collected a variety of content and opinions in order to answer the research questions. It 

was hoped that many different opinions would be extracted by the questions asked in 

the semi-structured interviews, which were conducted in order to collect views and 

beliefs from many different perspectives. 

1.7 Conclusion 

This chapter has introduced the contextual background and the subjects of this study. It 

has highligted the importance of social media in the world today and how fashion brands 

are taking advantage of this, as well as briefly presenting the outline, research aims, 

approach and expected results of the study.  
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CHAPTER 2: LITERATURE REVIEW 

2.1 Introduction 

The following chapter presents the secondary sources used in this study on the influence 

of social media in the fashion industry. In order to identify the influence of Instagram on 

the Irish fashion industry and how Irish bloggers and influencers impact Irish fashion 

brands in terms of brand awareness and sales growth, the researcher investigated 

secondary source material such as articles and books. This review on fashion and social 

media was carried out to allow a discussion on, and analysis of, how it has influenced 

the Irish fashion industry. “The growth of the role of social media in the fashion industry 

over the years – and the benefits that come along with intelligently using different 

platforms – is remarkable.” (The Fashion Network, 2019)  

2.2 Fashion 

First, we must understand that fashion has always existed. At the end of the eighteenth 

century, Marie Antoinette, Queen of France from 1770 to 1793, had a huge influence 

on French fashion beginning in the 1780s. She was against the structure of court life and 

her traditional wardrobe and, as a result of this, she decided to create her own style. 

This trend was quickly adopted by stylish Parisians (Lee, 2020).  

The nineteenth century opened with a fashion landscape that was changing dramatically 

and rapidly from the styles of an earlier generation. “The French Revolution brought 

fashions that had been emerging since the 1780s to the forefront” (Notine, 2020). 

Fashion houses started to be run by individual designers and, consequently, department 

stores began to open. In the middle of the nineteenth century, the mass production of 
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clothing appeared; this was when Hermes, the oldest Parisian fashion house that still 

operates today, was founded by Thierry Hermes in 1837 (Notine, 2020). 

Ahuvia (2005) identifies fashion as a powerful social tool that humans use to create and 

communicate their personality and identity. Kamineni (2005) states that there are an 

infinite number of styles through which people can express themselves and, in this 

context, products and brands can communicate messages to others. Fashion is like any 

other language. It means that what we wear is as valuable as what we speak. For 

example, choosing the right words to express ourselves is essential in everyday life to 

make sure we are well interpreted. When you create your outfit, you must make sure 

you are putting together the right pieces to create a look that represents your 

personality (Bernard, 2002). 

Guedes (2019) stated that fashion in modern society is “bordered by gender codes, 

economic realities, and social conformity power which continuously dictate what is okay 

and what is not okay to wear, and what is possible and what is impossible” (Guedes, 

2019). Fashion in the early twentieth century started introducing some changes in order 

to be open to mass consumption. It became an established industry when, due to two 

world wars, factories emerged because of social and cultural changes in tastes and codes 

of dress (Wilson, 2020). 

These changes shaped the beginning of this century modifying some aspects of the 

fashion industry. Gabrielle Coco Chanel was a major figure in fashion at the time; in 1909 

she founded her brand, Chanel. Nowadays, fashion is seen more as a non-verbal 

message and a signal value, where a person shows off their identity and personality 

(Guedes, 2019). 

about:blank
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2.3 Fashion and social media 

The power of social media has increased a lot over the past years. Social media provides 

an avenue for companies to not only engage with customers, but also influence them 

with the right content that helps them to make a decision. The use of this network for 

the fashion industry has nowadays become essential due to its facility of bringing brands 

closer to people. Communication between brands and customers has become much 

quicker and easier. In the past, when customers wanted to communicate with 

companies, they had to visit the business in person or make a phone call (where most 

of the time they were made to wait a long time for an answer). Today, customers can 

use the social media network and receive an answer almost instantaneously (Hyken, 

2018).  

According to Ahmad, Salman, and Ashiq (2015), the presence of fashion retailers on 

social media has had an impressive leap in comparison to any other retail sector. It has 

happened due to the variety of techniques and strategies businesses can adopt when 

using social media, such as frequently posting, opportunities to share a variety of looks 

over a short period of time, and the rise of online mobile shopping. According to Statista, 

revenue in Ireland in the eCommerce market was projected to reach US$3,393m in 2020 

and the market´s largest segment is Fashion with a projected market volume of 

US$991m in 2020 (Statista, 2020).  

Due to the huge expansion of social media, retailers have become dependent on this 

technology in terms of sales growth, visibility, and acceptance. This social networking 

motivates customers to interact with brands, thus building a connection between 

themselves and, consequently, increasing brand awareness and engagement, as well as 
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brand recall and purchase intention. Customers seek a personalised and high-quality 

experience when interacting with brands. Social media is the easiest way to meet this 

demand, creating daily contents and sharing their products and their backstage and 

brand routines, which makes the customer feel more connected with the brand (Mohr, 

2013, p. 18). 

Instagram has become one of the trendiest tools where brands and consumers can meet 

in the same space. The use of this space for brands has helped to boost not only 

consumer intention, but has also greatly improved oral communication with their 

customers, projecting a positive image throughout the internet (Apparel Magazine, 

2010). “Fashion brands that want to be competitive and financially successful need to 

use social media in order to optimize their marketing capabilities” (The Fashion 

Network, 2019). As users and clients become more and more engaged with the social 

media world every day, the use of these networks is essential for brands in order to 

establish themselves in the market, grow, and stay competitive. 

According to the Fashion Network (2019), there were 3.48 billion users on social media 

in 2019 and the average social media user spent around 142 minutes a day looking at 

different platforms. This is a massive opportunity for brands to communicate with their 

customers. When Instagram was created, it was just a simple photo-sharing application 

where friends could interact but it has since grown to a global community of consumers 

and brands. Instagram has changed greatly over the past two years, since brands started 

adopting it as a marketplace. For example, Instagram Stories have been added, IGTV 

video launched, and business functionality such as Instagram shopping was created in 

2020.   
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2.3.1 Instagram 

Instagram was developed in 2010 in the United States by Kevin Systrom and Mike 

Krieger. The app only took eight weeks to build and was launched on October 6, 2010, 

racking up 25,000 users in one day. By March 2012, the app’s user base had grown to 

approximately 27 million users. In April 2012, Instagram was released for Android 

phones and was downloaded more than one million times in less than one day. Also in 

2012, the app was acquired by Facebook for one billion dollars (Blystone, 2020).  

Nowadays, with over 300 million users, Instagram shares more than 70 million photos 

and videos per day. “Almost 60% of internet users between the age group of 18 to 29 

have an Instagram account. The youth of today earns a lot of money and they are willing 

to spend the money if you can convince them that you have a great product.” (Zejnilovic, 

2018)  

As Sutrisno and Ariesta (2019) pointed out in their article, Instagram is a social 

networking app that was created with the intention to connect with others and share 

photos and videos from a smartphone. When you post a photo or video on Instagram, 

it will pop up on your profile as well as on your friends’ profiles (the users who follow 

you). According to Walter and Giolgio (2014), Instagram is a free, visual, content-sharing 

social network, which focuses on the taking and sharing of photos with friends within a 

mobile application. 

In general, the app's interface allows users who have created a free account to upload 

photos and videos. They can edit the media they upload with filters and add details such 

as location information and hashtags. It is possible for users to decide whether they 



19 
 

want to make their profiles public or private. With a public profile, everyone can see 

your profile content, whereas with a private one, users have to approve who is allowed 

to view their posts.  

Over the following years, with the growth of business launching on Instagram, the app 

started implementing new functions, such as explore, direct message, IGTV, reels, and 

advertising, and now they have created the Instagram shop. The platform intends to 

help businesses and customers to have a better experience when surfing or making a 

purchase.   

On top of all this, between 2011 and 2014 Instagram was cited as the most important 

social network. Moreover, it is one of the most popular social applications globally with 

most of the user engagement occurring via mobiles. According to Statista (2020), in June 

2018, Instagram had reached one billion monthly active users, up from 800 million in 

September 2017. Another report from Statista (2020b) showed that Ireland’s average 

internet consumption per day was 348 minutes. Meanwhile, users spend 109 minutes 

on average accessing social media daily. 

2.4 Fashion retailers 

Irish fashion retailers joined Instagram to promote their businesses at the same time as 

Irish people started using this social media platform to share their own fashion styles. 

Coco Boutique is one of the Irish brands on Instagram sharing their current designs, 

together with the influencer Carol Byrne, who gives outfit advice and creates inspiring 

blogs on her own account and on Coco Boutique´s. Another Irish woman who initially 

joined Instagram just for fun and then later made it her career is Jodie Matthews, who 

did her MSc in Nutrition but is now a full-time influencer.  
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According to Amarnath in the Economic Times (2018): “The fascination of Instagram is 

because of its unique engagement. It’s more engaging in terms of having a conversation 

with clients or an audience.” The writer also went on to explain: “The free photo sharing 

mobile application designed for story telling is considered a perfect fit for fashion which 

relies heavily on powerful visuals and graphics.” (Amarnath, 2018)  

Louise Phelan, PayPal´s vice-president for continental Europe, in an article for The Irish 

Times (Thaylor, 2020), stated that online shopping has been growing 20% year by year 

in Ireland. For this reason, social media is an excellent opportunity for brands to 

advertise their products and reach the right audience, as online purchase is becoming 

more usual in Ireland and customers are adopting this trend (Taylor, 2018). A report 

from the Central Statistics Office (Statista, 2020a) shared that clothes or sports goods 

were the most popular online purchase in 2018 in Ireland, purchased by nearly half 

(42%) of internet users. According to Chen (2020) in a report for SproutSocial, 90% of 

Instagram accounts follow at least one business on the same platform.   

According to Ahmad, Ashiq, and Salman (2015): “Fashion Couture houses, designers, 

and retailers in an attempt to shape their brand personalities on real-time worldwide 

online platforms are tweeting, blogging & updating their profiles on a regular basis.” 

Fashion brands are using social media to share videos, sales, behind the scenes and daily 

activities to create a human voice (Stephenson, 2009). These fashion brands make use 

of social media to share real-time content and build a closer relationship with their 

customers. It makes the customers feel as if they are part of the brand’s wider family.  

As mentioned above, Coco Boutique is one of the Irish brands that is adopting this new 

technique and strategy for getting closer to its customers. The brand´s owner and 
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employees share moments from their daily lives, backstage, how they become inspired 

when picking an outfit, or which influencer they follow to gain inspiration. One of their 

strategies is to ask their followers questions, who then answer these questions and 

share advice, making the users feel important and their opinions taken into account.  

According to Kotler (2007), a brand image is composed of several brand beliefs that 

customers project in their mind from memories of association. When customers 

purchase a product, the brand image is one of the first elements they consider when 

they begin their decision process. After this, they start considering other things, such as 

price and quality (Keller, 2008). A brand image can affect each client in different ways. 

Through the brand image’s uniqueness, consumers can evaluate the quality, recognise 

a product, reduce purchase risks, and attain satisfaction. According to Grewal et al. 

(1998), when a product has a strong brand image consumers can recognise its high 

quality. 

Social media is a major influencer when it comes to the purchasing decisions 

of millennials. In fact, 72% of them report buying fashion and beauty 

products based on Instagram posts. And the further role of social media 

influencers goes way beyond this one network. (Arnold, 2017) 

Instagram has become an essential tool for smaller retail stores in past years; these 

brands are taking advantage of social media in terms of sales promotion and online 

advertising. Thayer (2018) pointed out how Instagram has become a powerful tool that 

can reach a worldwide audience, every day bringing new followers to a retail store and 

increasing its brand awareness. By using the Instagram tools, such as hashtags, reels, 

shop, or boosting a post, a content will be more easily seen by other Instagram accounts. 
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When a content is shared regularly through some of these tools the Instagram algorithm 

may make these posts a top content and share them with other accounts.  

On Instagram, according to de Perthuis and Findlay (2019), meaningful connections are 

made through influencer content by pushing people to engage with them and opening 

up space to receive their messages of the recommended product. It means that people 

feel trusted by an influencer and accept their messages. However, Langlois (2014) points 

out that a “back-end invisible software process” is behind these interactions. Thus, 

everything we do or see on the internet is being controlled and “has an aesthetic and 

ideological role in providing cultural frameworks that human users rely on to interpret 

what is being communicated to them”.  

De Perthuis and Findlay (2019) also explain that hierarchies are built throughout 

everything we click on or consume, so posts from both our interests and our commercial 

exchanges are displayed in our feed. “As part of the capacities of Instagram, for example, 

the hashtag function connects and ranks disparate posts: algorithms sort and order 

information according to the volume of followers; and the most popular posts are also 

the most prominently displayed.” It creates a large amount of data that supplies an 

incredible amount of business intel and insights into human behaviour.  

A company based on Instagram has a massive advantage in tracking its customers and 

analysing them in depth. This tool is not only used for selling purposes but is essential in 

understanding the client´s feelings. Through the analytics tool it is possible to work out 

what is pleasing users as well as what is receiving negative feedback. 
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2.5 Bloggers and influencers 

Fashion influencers and bloggers are seen as linked to brands. As social media increases 

day-by-day and with the ongoing development of technology, more and more bloggers 

are joining the Instagram network. Mitchell (2018), in the Irish Independent, shared the 

inside truth on blogging, the tricks which open the doors to new bloggers, and how 

online pressure can affect their career.  

Users follow an influencer because they identify with the person and like a particular 

aspect of their life. Because of this, influencers can be a powerful way for companies to 

communicate with customers to increase brand awareness and sales growth. According 

to Lee (2009), fashion bloggers and influencers have a significant impact on the fashion 

industry. The rise of this online sector has changed the way brands market themselves, 

giving them an advantage in relation to sales.  

Social networks have given everyone with access to the internet a chance to be heard 

and this is what influencers are doing, sharing their beliefs and knowledge and spreading 

ideas. Within the fashion industry, what influencers accomplish is the engagement of 

their followers with certain brands, their posts functioning as an invitation for their 

followers to identify with them, aspire to their lifestyle, and emulate them through 

targeted consumption (de Perthuis and Findlay, 2019).   

The ‘social media influencer’, as explained by Chang, Wang, and Kuo (2020), is a new 

terminology that refers to an individual who has influence on social media. There are 

similar terms that are related to social media influencers, such as internet celebrity, 

opinion leader, and celebrity endorser. The term ‘internet celebrity’ acts as an endorser, 

bridging the gap between marketers and consumers, and generating informative and 
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persuasive content on social media or other online communities to actively engage 

consumers. 

De Perthuis and Findlay (2019) describe influencers as “public personalities with a 

significant social media following who use their profiles to aestheticize and monetize 

their lifestyle in various ways”. Influencers work on social media, posting sponsored 

content, advertisements, and brand partnership and engaging with followers promoting 

a product, brand awareness, and increasing sales.  

According to Zeljko, Jakovic, and Strugar (2018), “Influencers are individuals who are 

extremely exposed in the digital world of social networks”. An influencer has a 

significant influence on public decisions. This means they can influence which product 

someone will buy, which service they will use, or even how they behave. Marketers, 

when selecting such influencers to endorse their products or brands, will work with 

them as to how they broadcast their message on social media, with the aim of 

influencing their followers to purchase it. 

Consumers will receive this message more quickly if the person who is endorsing it is a 

well-known figure, making the product or service more attractive. In the end, it will build 

a product campaign from a brand image and consumer buying interest (Chi, Yeh, and 

Huang, 2009). Likewise, a social media influencer has persuasive powers of 

communication when engaging with its audience and sharing about a particular subject, 

aiming to shape a particular image of a product or service in order to raise consumer 

buying interest. 

Influencers represent a link of connection between brand and target audience, as the 

influencer voice builds up trust in their followers for potentially good purchases or 
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service use. However, the use of the influencer for marketing purposes demands a well 

thought out strategy and planning, which aims to link the influencer and the brand 

together, with the purpose of offering a pleasurable consumer experience to its 

customers. The brand needs to be aware of whether or not the influencer aligns with its 

values and vision (Zeljko, Jakovic, and Strugar, 2018). 

Zeljko, Jakovic and Strugar explain in the same article that “the relationship between 

influencers and their followers is similar [to] and [as] powerful as Word-of-mouth 

marketing”. The principal point is identifying the right person to collaborate with the 

brand. However, an influencer should consider both sides of this `public life´. Their post 

will be permanently available on the internet and will spread to an unlimited number of 

users.  

As de Perthuis and Findlay (2019) pointed out in their article, when creating promotional 

strategies, influencers need to be careful how they shere their content and cautious 

towards anything that might interrupt their ´performed glamorous life´. Influencers 

share their daily life on Instagram and what they see is what we see; any ill-advised 

speech or picture can make a huge impact on our attitudes towards them and, even 

more so, on their lives. 

2.6 Covid-19 

Since the beginning of the pandemic the question on many people´s minds has been 

how will Covid-19 affect influencer marketing? As Haenlein et al. (2020) stated in their 

article, it is too early to make any assessment. What we can relate with certainty is that 

Covid-19 has pushed more and more people online. Many users started being more 

active on social media platforms as well as on online retail ones, which received a 
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significant boost, thus benefiting influencer marketing. However, many people have also 

suffered from the economic consequences of the pandemic, losing their jobs or part of 

their income, and, consequently, a minimalist type of lifestyle started to appear as a 

´new style´ on social media. 

The minimalist lifestyle can be a challenge for some influencers as they are concerned 

mainly with sharing their glamorous lives and outfits. “This could decrease the 

effectiveness of influencer marketing and make the channel less attractive for firms. 

Only the next months or years can tell which one, if any, of those conjectures will be the 

more valid one.” (Haenlein et al., 2020) 

Overall, social media engagement is up due to the new daily routine of many customers, 

which allows them to spend more time online and, consequently, more money online. 

According to Koetsier (2020) in his article for Forbes, 5.2 billion people have phones, 4.5 

billion are connected on the internet, and 3.8 billion are active social media users. The 

amount of people connected on social media increased by 9% over 2019, which means 

that soon more than half of the world’s population will be active on social media. On the 

social front, social media use is outpacing population growth almost nine to one. While 

the overall population grew by 82 million people, or just over 1%, active social media 

users grew by 321 million people, 9.2% (Koetsier, 2020). 

Nowadays, the consumer audience is more sensitive which means that marketing needs 

to be carefully strategic in order to be accepted by the public. If planned strategically, 

influencers can be a significant force for good during the crisis. In a report for Fashion 

Beauty Monitor, Christina Jones says: 
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Brands and influencers are challenged to think more creatively and tap into 

archives of content and evolve content as influencers are doing across all 

verticals. They will need to think of innovative ways that speak to that 

audience without being insensitive to the current climate. (Jones, 2020)  

2.7 Conclusion 

To summarise, in relation to the main research questions—“How is Instagram impacting 

the Irish fashion industry in terms of brand awareness and sales growth?” and “How are 

Irish fashion bloggers/influencers affecting consumer behaviour?”—the literature 

review has given rise to many interesting insights. Researchers, such as Ahmad, Salman, 

and Ashiq (2005), de Perthuis and Findlay (2019), Langlois (2014), Chang, Wang, and Kuo 

(2020), and Chi, Yeh, and Huang (2009), have shown that Instagram has greatly impacted 

the fashion industry and that this social media platform has become an essential tool 

for the Irish fashion industry. 
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CHAPTER 3: RESEARCH METHODOLOGY 

3.1 Introduction 

The following chapter outlines the mixed methods approach, both qualitative and 

quantitative, used in the data collection and analysis of this study (Creswell and 

Creswell, 2018). “Mixed methods research has been practiced since the 1950s but 

formally began in the late 1980s and is increasingly used by a growing number of 

researchers.” (McKim, 2017, p. 202) Over the past decade, the interest in using mixed 

methods research has grown significantly. The use of such an approach will help shed 

light on the different perspectives involved. It is useful for understanding the 

participant´s point of view, as well as the contradictions between quantitative results 

and qualitative findings.    

3.2 Overview 

Mixed methods research is where a researcher or team of researchers combines 

elements of qualitative and quantitative research approaches (e. g., the use of 

qualitative and quantitative viewpoints, data collection, analysis, inference techniques) 

for a broader understanding and corroboration (Schoonenboom and Johnson, 2017). 

The overall goal of this methodology is to collect more supportive data, improve 

evaluation, and strengthen the related study. It will help to gather more accurate data 

for this study and, thus, provide stronger research answers. 

Both methods are used at the same time. Qualitative research involves collecting and 

analysing non-numerical data (e.g., text, video, or audio) in order to understand 

concepts, opinions, and experiences. It is used to gain insight into a problem or generate 
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new ideas for a study. In contrast, quantitative research is the process of collecting and 

analysing numerical data. It can be used to find patterns and averages, make predictions, 

test causal relationships, and generalise results to broader populations (Bhandari, 2020). 

3.3 Research objectives 

This chapter discusses the appropriate methods adopted to achieve valid and reliable 

results. With the aim of finding answers to support the fact that Instagram is playing a 

significant role within the Irish fashion industry, it focuses on both qualitative and 

quantitative research methods by exploring academic source material, personal 

interviews, and public opinion through an online survey, thus adopting a convergent 

mixed method design (Teddlie and Tashakkori, 2009). 

The integration of these various sources consists in merging the results of qualitative 

and quantitative findings, which will help the researcher generate a broader view of the 

study subject. This approach ensures that the limitations of one type of data are 

balanced by another's strengths, resulting in a more reliable outcome. It allows the 

researcher to compare the qualitative findings with the quantitative data (Creswell and 

Creswell, 2018). 

This approach also has some disadvantages and limitations as the research design can 

be more complex and it may take more time to plan, draw up, and integrate the 

qualitative and quantitative findings.     

3.4 Participants and procedures  

The quantitative approach selected a sampling group of 155 people located throughout 

Ireland who usually buy goods online, both male and female and aged over eighteen 
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years. No distinction was made regarding nationality or racial demographics since these 

factors would not affect the results of the study. A survey was given to each participant 

where they had to answer ten questions about their views on Irish fashion brands, their 

behaviour on Instagram, and how social media influencers can impact these brands. 

The survey began with a demographic question to establish the gender of the 

participants, followed by the questions “Do you have an Instagram account?” and “Do 

you consider yourself actively engaged on Instagram?” These two questions are 

essential as the main focus of this study is to analyse how Instagram is influencing the 

Irish fashion industry. Next, in order to understand the influence of Instagram on the 

Irish fashion industry, were the questions “Do you follow any Irish retailers?” and “Why 

do you follow Irish fashion retailers?” 

To complete the survey were five questions designed to evaluate how 

bloggers/influencers are impacting Irish fashion brands: “Do you follow any Irish 

bloggers/influencers?” “Do you consider yourself influenced by what 

bloggers/influencers wear online?” “Are you more likely to purchase at a store if a 

blogger/influencer talks about it?” “From your perspective, does a blogger/influencer 

help to promote small fashion stores in terms of visibility and sales growth?” and “Do 

you think influencers and bloggers are essential for the fashion industry in Ireland 

nowadays?” 

The owners and employees of Irish fashion brands were interviewed, as well as Irish 

influencers. Through such interviews the researcher can gain more insight into the 

research questions through tapping the respondents’ knowledge. However, this method 

can also be problematic for the researcher as sometimes questions are not answered 
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and the information they expect to gather is not forthcoming, thus, hindering the 

project.  

First, in order to identify who would be willing to participate in an interview, a search 

through Irish fashion brand owners and employees, as well as influencers, was carried 

out. The researcher identified some of the most popular fashion retailers in Ireland, as 

well as famous bloggers/influencers, and contacted them about the study. The 

interviews were carried out as one-on-one conversations, with the interviewees being 

questioned about their views on and experiences of the Irish fashion industry and the 

impact of Instagram and influencers on the industry.   

The interviews were carried out with three Irish fashion brands and three 

influencers/bloggers. Coco Boutique, Brown Thomas, and Alana Fashion were the 

brands analysed and Jessie Bennett, Aileen Gallagher, and Katie Andrew were the 

influencers/bloggers interviewed.  

Coco Boutique is one of Ireland´s most well-known fashion brands with more than ten 

years of business experience. Based near Grafton Street in Dublin’s city centre, the 

boutique is an exclusive supplier of Freddy Jeans and Dancing Leopard in Ireland. It is a 

place which offers a wide range of clothes, dresses, and luxury accessories.  

Brown Thomas & Company Limited was founded in 1849 and today has department 

stores in four major Irish cities. The Dublin store, located on Grafton Street, offers the 

most luxurious in clothing, cosmetics, and homeware. The world´s most exclusive luxury 

brands, like Marc Jacobs, Balenciaga, Fendi, and Valentino, are the main attraction of 

the store.  
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Alana Fashion is a professional styling and shopping service for women, an on-demand 

fashion platform, which provides customers with a virtual styling service and curated 

looks from their website. The company, based in Cork, has been running fully online 

since 2019.   

Jessie Bennet, based in Wexford, launched her blog in the autumn of 2017. She has 

always loved fashion and later decided to turn her Instagram account into a mini blog of 

sorts to document her outfits.  

Aileen Gallagher, based in Donegal, started blogging in 2014 sharing her thoughts and 

experiences on fashion. After a few years, she realised that people were reading less 

blog content and going more on Instagram, so, over the past two years, she has started 

working increasingly on Instagram.    

Katie Andrew, based in Dublin, started blogging four years ago as she was working in a 

fashion retail store and had a keen interest in fashion. Katie shares the outfits she wears 

and the many ways to wear them.    

3.5 Research design 

Saunders et al. (2007) proposed two different types of approach to research, inductive 

and deductive. The main difference between these is that the inductive approach aims 

to develop a theory while the deductive approach instead tests an existing theory. The 

inductive method is concerned with the generation of a new theory from the data and 

is characterised as a move from the specific to the general. This approach is commonly 

used for qualitative research where interviews are carried out on specific phenomena 

and then the data is examined for patterns between respondents (Flick, 2011). 
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The deductive approach, on the other hand, is more appropriate when comprehensive 

literature findings form a model and hypothesis. The method may also be used with 

qualitative research techniques; however, in this case it will be formulated differently 

through the use of hypothesis testing (Saunders et al., 2007). The deductive approach 

uses a questionnaire to gain understanding about an observation, which then allows the 

researcher to compare people's different views through empirical data. The data 

gathered helps to confirm or reject the research question. 

A survey was used to gather quantitative data and an interview to collect qualitative 

data during a similar timeframe. The researcher analysed the two different types of 

information independently and then interpreted the results together. 

In order to answer the research questions, the following hypotheses were created: 

• Hypothesis 1: When an Instagram user sees/follows a brand on Instagram, this 

user is more likely to purchase from this particular brand.  

• Hypothesis 2: The fact that a brand is on Instagram does not affect user/follower 

behaviour in relation to purchase. 

• Hypothesis 3: Instagram users are more likely to purchase from a brand if an 

influencer has highlighted this brand on her Instagram account.  

• Hypothesis 4: Influencers do not influence the purchase behaviour of Instagram 

users.  

Data collection began with the survey, which would generate numerical data in the form 

of statistics. The survey, comprised of ten questions, would quantify the behaviour and 

opinions of Instagram users or brand customers in the Irish fashion industry, as well as 

the impact of influencers on the industry. The participants in the survey would remain 
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anonymous. It would provide the study with a broader perspective concerning the 

influence of Instagram on the Irish fashion industry in terms of brand awareness and 

sales growth. Moreover, it would help the researcher understand if Instagram and 

influencers have, in fact, a significant impact on this industry.  

Qualitative research, on the other hand, was carried out on brand owners or 

representatives and influencers, individually, in one-on-one conversations, to gain 

insight into their opinions on the Irish fashion industry through their experience of using 

Instagram. The method used was a semi-structured interview, a meeting where the 

interviewer does not strictly follow a formalised list of questions, instead asking open-

ended ones that allow for discussion. According to Creswell and Creswell (2018), the 

objective of this method is to gain a clearer understanding of the problem identified.  

3.5.1 Quantitative Research 

The first method used was the quantitative research one, which gathered information 

without the person being acknowledged, in other words, anonymously. The survey was 

specifically developed for a large audience of fashion customers. “A survey design 

provides a quantitative description of trends, attitudes, and opinions of a population, or 

tests among variables of a population, by studying a sample of that population.” 

(Creswell and Creswell, 2018, p. 147) Fashion customers based in Ireland were invited 

to participate in the survey.   

“Surveys can also elicit information about attitudes that are otherwise difficult to 

measure using observational techniques. It is important to note, however, that surveys 

only provide estimates for the true population, not exact measurements.” (Glaslow, 

2005, p. 2) The SurveyMonkey is a tool whereby a survey can be conducted online to 
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members in an anonymous online group. The participants who were willing to take part 

in this study had to answer a number of questions related to the research topic, taking 

around five minutes to complete the survey. When it was completed the answers given 

were analysed for accuracy and reliability by the researcher.  

The survey was conducted in Ireland in 2020 through a questionnaire containing ten 

questions. All the data was collected during the period from 27th October (the beginning 

of the research project) to 20th November 2020. The survey included one question on 

gender, which was then followed by questions related to usage of social networks, 

customer behaviours, and social media influencers. The questions were: 

• Which gender do you identify as? 

• Do you have an Instagram account? 

• Do you consider yourself actively engaged on Instagram?  

• Do you follow any Irish fashion brands? 

• Why do you follow Irish fashion retailers? 

• Do you follow any Irish bloggers/influencers? 

• Do you consider yourself influenced by what bloggers/influencers wear online? 

• Are you more likely to purchase at a store if a blogger/influencer talks about it? 

• From your perspective, does a blogger/influencer help to promote small fashion 

stores in terms of visibility and sales growth? 

• Do you think influencers and bloggers are essential for the fashion industry in 

Ireland nowadays?      

The aim of these questions was to help the researcher understand customer attitudes 

to Irish fashion retailers and social media.  
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SurveyMonkey was the app used by the researcher to collect information. The survey 

link was posted on Facebook, Instagram, and WhatsApp with the aim of obtaining a large 

sample due to the popularity of these social media networks. This was considered the 

best way to achieve a quick result. The choice of posting the survey on Instagram was 

also due to the type of people who frequently use this platform; most of them are girls 

who love fashion and are constantly making online purchases. 

The researcher was able to reach diverse participants through the online survey. As 

stated by Kevin Wright (2005), the main advantage of this method is the possibility of 

accessing a specific population that will save time and result in low-cost research. 

According to Nayak and Narayan (2019), there are some disadvantages when conducting 

online surveys: “Distribution of the survey link is easy and sometimes it will become 

viral. The researcher cannot determine questionnaire filling time and may abandon the 

survey giving partial data.” Moreover, participants fill out the survey in their own time 

and are not able to ask the researcher in case of doubt. Further, a participant may submit 

their form twice which may create some bias.   

3.5.2 Qualitative research  

The qualitative research aspect was aimed at obtaining insights from the fashion and 

social media world.  

Qualitative research is a multifaceted approach that investigates culture, 

society and behaviour through an analysis and synthesis of people’s words 

and actions. Unlike quantitative approaches, it does not try to transform 

verbal symbols into numerical ones; the data remains at the level of words, 

either the research participants’ own words, the words written in 
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documents or the words used by the researcher herself/himself to describe 

the activities, images and environment observed.” (Hogan, 2009, p. 3)  

The interviewees have an opportunity to voice their opinions concerning the subject 

addressed and can share their knowledge and experiences with the interviewer.   

This method focuses on collecting opinions, reasons, or facts and uses a semi-structured 

technique—the interview—which is essential for this study. The interview technique 

helps the researcher collect more detailed personal data by asking questions in a one-

on-one conversation, where the interviewees can explain their views on a specific 

subject. “Qualitative research often tries to preserve the voice and perspective of 

participants and can be adjusted as new research questions arise.” (Bhandari, 2020) 

As interviews are the predominant focus of this study, the main task is to gain a deeper 

understanding of what the interviewees are saying on a factual level. Through open-

ended questions, the researcher can collect direct answers, facts, and in-depth 

information. An interview is a conversation for gathering information and it is up to the 

researcher to decide how they will communicate. Interviews can be conducted face-to-

face, online, for example, a Zoom meeting, or over the telephone (Easwaramoorthy, 

2006).  

“The open-ended qualitative interview, with its possibilities for discussing unexpected 

topics, means that emotional dynamics can be significant for the interview process.” 

(Edwards, 2013, p. 85) This means that the participants can express themselves in a way 

that can generate a broad view of the subject and, thus, more accurate data.   

about:blank
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One should be aware that the interviewee might not wish to answer some questions 

and the interviewer must respect this decision. Every conversation must be conducted 

in a professional way.  

It is important for qualitative researchers to be able to draw their 

participants onto the terrain of the research interview, for them to 

understand what the research is about, and how the interviews will differ 

from others they might have experienced. (Edwards, 2013, p. 8)  

3.5.3 Mixed methods 

Mixed methods is the use of a combination of two forms of data, open-ended data in 

the case of the qualitative approach and closed-ended data in the case of the 

quantitative method (Creswell and Creswell, 2018). The basic premise of mixed methods 

is to have a more efficient and complete use of data instead of a separate data 

collection. 

“Gaining an understanding of the strengths and weaknesses of quantitative and 

qualitative research puts a researcher in a position to mix or combine strategies and to 

use what Johnson and Turner (2003) call the fundamental principle of mixed research.” 

(Johnson, 2004, p. 17). Overall, the use of mixed methods will help the researcher gain 

a deeper understanding of the study subject, as it combines the analysis of the collected 

data from both methods. This approach ensures that a study´s findings are grounded in 

the participant´s experience. 

Creswell and Creswell (2018) defined the mixed methods approach as the following: 
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• It involves the collection of both qualitative and quantitative data in response to 

research questions or hypotheses. 

• The two forms of data are integrated in the design analysis. 

• These procedures are incorporated into a distinct mixed methods design that 

indicates the procedures to be used in a study.  

Using mixed methods, the researcher can have a more comprehensive view of the 

study and collect precise data to answer the research question.    

3.6 Ethics  

The present study has followed ethical principles throughout and has avoided causing 

potential harm to the participants. This means that the researcher obtained informed 

consent from potential participants, who received detailed information allowing them 

to decide whether or not they wished to participate in the study. The researcher has 

also maintained and protected the participants' anonymity and confidentiality. 

Moreover, the participants were informed that they could withdraw from the study at 

any time.  

For the online survey, following the basic requirements of ethical research, the 

researcher had to obtain participant consent before applying the results of the survey; 

this was carried out by fully explaining the purposes of the study and giving a clear 

description of the survey. Mahon (2014) states that permission should be requested 

before confidential information is disclosed.  

The researcher followed the same ethical procedure for the qualitative research during 

the interviews. According to Warusznski (2002), it is necessary to understand the 
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relationship and intimacy established between the researcher and participant, which 

should be an honest and open interaction and avoid misrepresentation. 

3.7 Conclusion 

This chapter has explained the research process according to the chosen methods, 

approach, and strategy. The researcher chose the mixed methods approach, 

encompassing qualitative and quantitative data. It also outlined the ethical 

considerations for this study.   
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CHAPTER 4: RESULTS 

4.1 Introduction   

The following chapter presents and discusses the results of the data collected from the 

interviews and online survey that were conducted by the researcher in order to answer 

the research questions: “How is Instagram impacting the Irish fashion industry in terms 

of brand awareness and sales grow?” and “How are Irish fashion bloggers/influencers 

affecting consumer behaviour?” 

4.2 Qualitative research – Interviews 

For the qualitative research, semi-structured interviews with open-ended questions 

were carried out with three fashion brand representatives and three influencers/ 

bloggers. The results of these interviews will be presented in this chapter.    

4.2.1 Fashion and social media  

Social media has a huge impact on the fashion industry, as discussed in Chapter 2, and 

its power has grown significantly over recent years allowing companies to not only 

engage with customers, but also influence them using the right content strategy to 

generate a purchase decision. The use of social media in the fashion industry has 

become indispensable due to its ability to bring brands closer to people. 

Fashion retailers have started using social media as it helps them with sales growth, 

visibility, and acceptance. Customers feel more motivated to interact with brands 

through these platforms, where it is possible to build a connection with two-way 

communication. In recent years, Irish fashion retailers started joining Instagram solely 
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to promote their businesses; at the same time, young Irish women are joining to share 

their own fashion styles and inspiration.  

The first interview was with Lisa Cahill, assistant to the fashion and buying director at 

Brown Thomas. Lisa explained that Brown Thomas was established on Instagram in 2012 

to reach a wider audience and stay ahead of the curve on the latest content and 

advertising platforms. She also outlined the changes that had occurred for Brown 

Thomas since becoming established on Instagram: 

We have found that more and more customers are utilising Instagram as a 

means of researching products, in some cases even before they go to our 

website. Our in-store teams are often asked questions from customers 

regarding products they have seen on our Instagram page; as such, 

Instagram is often the first port of call for many prospective customers. 

The same question was put to Tamara Karibova, a Coco Boutique fashion employee, who 

explained that the store was launched on Instagram in 2011 but, in 2012, due to the 

recession, the boutique started being more active on the platform, aiming to increase 

its audience, make close contact with customers, and rebuild its market. “It was a big 

challenge, as it had a huge boom on the online stores, and we had to adapt our market.”  

On the other hand, Alana Fashion was established in September 2019 as a fully online 

store, as explained by Simone McCarthy, fashion manager of the company: “The fact of 

being all online helps us to get ahead of the market. Alana saw the booming of social 

media as an opportunity to set up a market without needing a physical place.” 
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The interviewees were also questioned about the benefits Instagram has brought to 

their particular brand and asked to point out the positive and negative aspects of the 

platform. Lisa Cahill explained: 

One of Instagram’s main benefits for retailers is to show and tell in an 

innovative and creative way. It allows us to tell brand stories and in many 

cases go beyond the strict commercial direction some e-commerce sites 

have by conveying who we are as a brand through beautiful emotive 

content. This has improved our business strategy as it helps us to connect 

with our customers and prospective customers in creative and innovative 

ways on a daily basis. Creative output has been significant with the 

introduction of stories alongside the commercial aspect, with the shoppable 

function and link clicks. From a negative perspective, social media is a two-

way mode of communication and, as such, customers are free to air opinions 

and compliments, but also complaints. This takes a lot of resources to 

manage and ensure our customers are satisfied. 

For Coco Boutique, according to Tamara Karibova, the main benefit of Instagram was 

that the brand started to become well-known, not just in Dublin, but throughout Ireland. 

“Lots of girls started visiting our place after seeing it on Instagram, most of them had 

travelled from other counties just to purchase some piece they saw on our platform.” 

For Coco Boutique, the negative aspect is the quick judgment and freedom that people 

have to express themselves and give reviews. “Sometimes there are misunderstandings 

with customers, and they post negative reviews before trying to solve the problem with 

the store.” 
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According to Apparel Magazine (2010), Instagram aligns brands and consumers in the 

same space. The use of this platform helps brands to improve oral communication with 

their customers. One of the advantages for brands in using this tool is the ability to track 

its customers and analyse them in depth. Lisa Cahill from Brown Thomas shared that 

Instagram helps the brand to get in closer contact with the clients, making a more 

straightforward communication.  

Instagram certainly brings you closer to your customer base and also helps 

you to understand your customer even more, based on analysing what the 

customer is engaging with. It is again a very open forum for communication, 

from DMs, to story replies, tagging, and comments; it allows for various 

methods of contact. We find sharing too many stories can lead to lesser 

engagement as the frequency of content can seem less exclusive but also 

fatigue may set in from constant tapping; as such, it can lead to drop-off 

rates. If you have a very specific CTA you’re trying to get across this should 

be your lead story with the most important information as close to the start 

of the story as possible to keep engagement and encourage swipe ups. 

The use of Instagram for brands has improved the way they see their clients, as pointed 

out by Simone McCarthy from Alana Fashion:  

Instagram helps us to get in closer contact with our clients, and this tool also 

helps us to understand more about our clients’ tastes and personalities. 

Through the analytics we can see which images or pieces made them 

interact more and give more likes; so due to that we have a broad idea of 

which outfits please our customers.  



45 
 

Tamara Karibova, from Coco Boutique, also pointed out: “Our clients love seeing our 

stories with outfit tips or our backstage. It makes them feel closer to our brand, and also 

inspires them with the purchase decision.” 

Brand representatives were also asked about their opinion on keeping up with trends 

and what influencers/bloggers are wearing online. For Lisa Cahill, the brand has to 

understand trends and what is currently on top in the market: 

Yes I think you certainly need to understand trends and particular products 

relevant influencers are pushing. Each brand and business, however, has 

their own level of both strategy and brand guidelines which should still be at 

the front and centre when posting content on social media. 

Simone McCarthy agreed that it´s essential to keep up with the trend as well as what 

influencers/bloggers wear online. However, she also thought that everyone needs to be 

free to wear what they feel more comfortable in and not just follow a trend. 

It´s essential for Alana Fashion to be up to date with the trend and offer what 

is new on the market; most of our clients are looking for some piece that an 

influencer inspired them to buy. However, as our strategy, we always show 

on our Instagram that what is important is to feel beautiful and comfortable 

with your own style. 

Tamara Karibova explained that since 2016 one of the main strategies of Coco Boutique 

is to have the trendiest pieces available in the store, as well as working with influencers 

to elevate interaction with customers and brand awareness. 
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Coco Boutique has, as a main strategy, adopted partnership with Irish 

influencers; we work closely with them, sending some of our pieces to them 

so they can record videos and share outfit inspirations. Most of our outfits 

are the trendiest on the market. 
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Figure 1 

 

Figure 1: Brown Thomas Instagram content 
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Figure 2 

 

Figure 2: Coco Boutique Instagram content 
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Figure 3 

 

Figure 3: Alana Fashion Instagram content 
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4.2.2 Influencers/bloggers  

According to Lee (2009), fashion bloggers and influencers have a significant impact on 

the fashion industry. They boost the Instagram platform with their content, which can 

result in a big impact on fashion brands when communicating with their clients through 

these influencers/bloggers. 

Three Irish Influencers/bloggers were interviewed to better understand their world and 

link their views with the answers of the brand representatives on this subject.  

Katie Andrew started blogging in 2016; she began on Instagram by posting outfits and 

then moved to Wordpress. Nowadays, she keeps up with both platforms and has 10.7 

thousand followers on Instagram. Aileen Gallagher began blogging in 2014 but she did 

not feel confident enough to share it with other people as it was all new to her. In 2018 

she realised how important it was becoming and started putting in more effort and being 

more consistent with her Instagram account. Jessie Bennett launched her blog in 2017. 

In the beginning it was on a current blogging platform; however, she quickly realised it 

was a lot to manage as she was still in university. Hence, she decided to turn her 

Instagram into a mini blog about fashion to document her outfits. 

To gain a better understanding of the influencer/blogger community in Ireland, the 

interviewer began by asking them about their views on their profession. When asked if 

they thought it a competitive job in Ireland, Katie Andrew pointed out that it could be 

slightly competitive, but she tried not to see it this way. Aileen Gallagher also saw the 

market as competitive:  
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It’s tough. It is a saturated industry but I think there is space for everyone. I 

find that most of the time Dublin bloggers get the most opportunities. There 

are as many bloggers where I live [Donegal] so I don’t find it very competitive 

but I can imagine it probably is in the likes of Dublin where there are 

hundreds of influencers. 

On the other hand, Jessie Bennett felt more positive about the influencer/blogger 

community and thinks that there is opportunity for everyone in Ireland: 

There certainly are a lot of bloggers and influencers in Ireland; however, I 

feel everyone is unique in their own way! Of course, the drive to reach 10K 

followers and get the coveted swipe up is very real. But I’ve noticed bigger 

influencers are very supportive and always willing to help out and advise 

smaller bloggers, which is really lovely. 

For those who work with social media, there are always the positive and negative 

aspects of being exposed 24/7 on the platform. The interviewees were asked to talk 

about both sides of working with Instagram.  

Katie Andrew confessed that the opportunity of having direct contact with users is one 

of the positive things about Instagram. However, she also feels that followers sometimes 

do not recognise how much effort goes into it. 

The positive side has been building a following, sharing thoughts and feelings 

online, engaging and bonding with people in a similar position. I also work 

with a lot of brands which has been a huge plus side for me! I suppose the 

negative side can be people not seeing how much time and effort goes into 

social media. I work full time Monday to Friday so I’m spending my weekends 
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focusing on getting outfit photos and replying to emails - it can be slightly 

stressful but in the end it’s always worth it for me! 

Aileen Gallagher shared that she feels lucky as she has experienced mainly positive 

things and being on Instagram has brought her confidence and helped her to step out 

of her comfort zone. From a negative perspective, she explained: 

It can be draining though. I found it very hard this year because of lockdown 

– it felt like everyone was looking to influencers and bloggers to bring 

positivity into these tough times and sometimes that can be hard. It’s also 

really hard to constantly come up with good quality and original content! 

For Jessie Bennett: 

Instagram has been a mostly positive experience for me. It’s really helped 

my confidence. I’ve met a lot of lovely people through it, and got support 

and advice on content ideas. Of course, there’s always space for negativity 

online. I think the thing that negatively affects me the most is comparison. 

Whether it’s comparing your body type to someone else’s, your lifestyle, or 

even something small like how perfect someone’s eyebrows look. From a 

personal standpoint, I’m usually quite good at snapping out of it and realising 

that an online person and a person in real life can be very different. Filters 

and altering apps are widely available and easy to use, so what you see isn’t 

necessarily what you get. 
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Figure 4 

 

Figure 4: Aileen Instagram content 
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Figure 5 

 

Figure 5: Jessie Instagram content 
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Figure 6 

 

Figure 6: Katie Instagram content 
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4.2.3 Fashion retailers and influencers  

According to Mitchell (2018), fashion influencers and bloggers are seen as linked to 

brands. People follow influencers because they identify with their personality and see 

them as an inspiration. The rise of influencers has changed the way brands market 

themselves online; they create connections with these people as a strategy to increase 

brand awareness through online platforms. 

Lisa Cahill pointed out the importance for Brown Thomas on working with 

influencers/bloggers: 

Affiliate programmes are very important and in most parts have become 

very apparent to customers and those who consume fashion content on 

Instagram. Influencers have driven this form of fashion purchasing on 

Instagram and is something that as a business is an ever-growing acquisition 

channel fueled by the fashion influencers. 

She also said that some influencers have a huge impact on the brand when 

recommending a piece on Instagram. However, she believes it depends mostly on the 

type of influencers and their relevance to the brand and their audience. 

Aileen Gallagher agreed that influencers/followers are essential for Irish fashion 

retailers in terms of sales grow and visibility: 

Yes, I think people like seeing people they know/can relate to wearing and 

styling items from retailers. Obviously my followers follow me for my own 

style (same for other influencers) so their style is probably similar so they 

can see how we style things before they buy them! Also clothes look 
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different on everyone so it’s nice to see what they look like on other 

influencers and not just the model on the brand’s website etc.! 

Likewise, Jessie Bennett had a similar opinion: 

Yes, I think influencer marketing is the biggest thing to happen to advertising 

in a very long time. By building up trust and relationships with their 

followers, bloggers are most definitely able to influence their audiences 

towards a certain product or trend. I’m guilty of this myself. I’ll see 

something on an influencer’s story or page that I may have been looking into 

and think “well if they like it, I might give it a go”. However, I do have to trust 

the influencer and feel as though I have some form of connection, whether 

it’s the fact we’ve spoken online or maybe we have some things in common. 

It’s almost like breaking the fourth wall. That’s why influencers are so 

different and more trustworthy (in my opinion) than say a celebrity 

promoting a product. The influencer shares snippets of their lives, you’re 

invited in, allowed to get to know them. I think this is what makes Instagram 

a major platform for influencers in terms of collaborations. 

Thayer (2018) pointed out how Instagram has turned into a powerful tool that can reach 

a worldwide audience, every day bringing new followers to a retail store and increasing 

its brand awareness. Lisa Cahill agreed about the importance of Instagram in terms of 

brand awareness and sales growth: “There is a level of awareness that is still needed in 

smaller fashion businesses and this is where influencers can have a very strong impact.” 

Tamara Karibova shared that they noticed a huge difference, in terms of brand 

awareness, after Coco Boutique was more active on Instagram: “It was certainly the best 

decision we have made – being more active on Instagram and working with Influencers.” 
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Katie Andrews explained: “Influencer marketing is a tool that businesses should be 

considering when aiming to increase sales.” 

Jessie Bennett concurred with this view: 

I actually worked for a small fashion retailer in my local town as a social 

media and influencer assistant whilst studying for my Masters. This allowed 

me to really see the impact influencer promotion can have on smaller 

retailers in Ireland. By collaborating with those with a following, often in and 

around the 10K mark, we were able to grow their following tenfold. I think 

being smart about what influencers you decide to collaborate with is very 

important. But yes, I would definitely agree that influencer marketing is 

essential for growing brand awareness in a more organic way. 

The three influencers/bloggers interviewed were asked if they had noticed an increase 

in brands searching for people like themselves. Aileen Gallagher said she had noticed 

this trend, especially with smaller businesses reaching out for gifting opportunities. Katie 

Andrew expressed her feelings on the subject: 

Recently I definitely have. However, it has got to the stage where I am 

overwhelmed with brands expecting a lot of content for free; therefore I 

have started asking for a marketing budget or declining the offer because it 

is simply too much work for no fee. 

Jessie Bennett, even though she has a smaller number of followers than the other two 

bloggers, shared that she is surprised with the increase in brands looking for people in 

her line of work: 

Yes, actually, which I’m very surprised by as in the grand scheme of things 

my following is tiny! However, I do feel there’s power in the ‘micro 
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influencer’, as often once someone exceeds a certain number of followers 

they’re not as relatable anymore, their lifestyle becomes unattainable, their 

status shifts from influencer to minor celebrity. That’s why I think brands are 

reaching out to smaller bloggers to promote their products or services.  

Worldwide, Instagram has experienced a boom in recent years and it is no different in 

Ireland. When questioned if they think it is expanding into Irish culture, Aileen Gallagher 

agreed that Irish people are starting to see this platform as an important tool of work: 

I definitely think it’s expanding. Businesses are seeing the importance of 

advertising on social media, specifically Instagram (and TikTok) as it’s the 

best place to target young people. More businesses are also seeing the 

importance of influencer marketing over traditional media. There are 

influencers for absolutely every niche! 

Jessie Bennett also shared the same thoughts about the rise of Instagram in Irish culture:  

Definitely! Instagram is probably one of the most prominent apps in and 

around my age (I’m twenty-five). People want to story every part of their 

day, they want to engage with people over the app, they want to get the 

perfect picture ‘for the gram’. It’s definitely a part of Irish culture, but it’s 

also a distorted view of reality and people’s social lives.  

Katie Andrew’s opinion complemented the others’ thoughts: “Instagram is a growing 

platform for younger Irish people and it’s a great way for businesses to engage with 

influencers to get their name out there.” 
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4.2.4 Covid-19 

According to Haenlein et al (2020), it is still too early to assess how Covid-19 has impacted 

businesses. What is clear is that the pandemic has made people spend more time online. 

Users are more active on Instagram and brands are setting up their businesses online, 

benefiting influencer marketing. It is also important to point out that today’s audience 

is more sensitive, which means that brands need to carefully plan their strategy in order 

to be accepted by the public. 

Lisa Cahill talked about what changes Covid-19 has made to Brown Thomas: 

From a social perspective and the website we began to truly understand the 

power of more added value and editorial content. Longer form content is 

bigger than ever before; as such, we have put a lot of emphasis on this when 

creating video pieces and collaborating with brands. Being conscious of 

current affairs and social movements has also changed the way we deliver 

messaging to our customers, in both a sensitive and uplifting way. 

Covid-19 was a decisive time for brands to be online and invest in Instagram, as pointed 

out by Tamara karibova: 

It was definitely a decisive time for Coco Boutique, we would not have 

realised how important it is being online nowadays and how impacted our 

brand would be if it was not for social media platforms. Obviously we had to 

change our strategy, as followers have become more sensitive and are not 

investing as much as before, so we started sharing comfy outfit tips which 

was a great success. 
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Aileen Gallagher shared that it was during Covid-19 that her Instagram received a boost 

as she gained lots of new followers and brands started searching more for her work: “I 

always grew at a slow pace until lockdown when I gained about 4K followers in a few 

months which was strange for me. All of a sudden loads of brands wanted to work with 

me!” Katie Andrew commented that it was also during lockdown when she was sharing 

tips on knitwear outfits that her work increased: “Some brands started contacting me 

to work with them by sharing their pieces; consequently, I got many followers who were 

interested in gaining inspiration from my homewear look.”  

4.3 Quantitative research – Online survey  

The researcher carried out an online survey using SurveyMonkey to collect a broad 

range of data through the opinions of fashion customers in order to answer the research 

questions: “How is Instagram impacting the Irish fashion industry in terms of brand 

awareness and sales growth?” and “How are Irish fashion bloggers/influencers affecting 

consumer behaviour?” The researcher distributed the survey, which consisted of ten 

questions, online through Facebook, Instagram, and WhatsApp. It was answered 

anonymously by 155 participants.    

The data collected allowed the researcher to conclude that Instagram is, in fact, 

becoming an essential tool for the Irish fashion industry. 
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Chart 1 

 

Chart 1 - Question 1 

The first question was designed to collect demographic information about the gender 

of the participants. The vast majority, 96.13%, were identified as female. 

Chart 2 

 

Chart 2 - Question 2 

The participants were then asked if they had an Instagram account. The data shows that 

97.42% of participants had an Instagram account and only 2.58% did not have one. This 

means that the vast majority of participants will greatly help with data analysis. 
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Chart 3 

 

Chart 3 - Question 3 

 

In the third question, 52.90% of participants identified themselves as being actively 

engaged on Instagram, which means they continuously post and share or look for new 

content creators to follow. 29.03% considered themselves moderate users and only 

18.06% of participants affirmed that they were not engaged on this platform. 

 

Chart 4  

 

Chart 4 - Question 4 
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In question four, 55.19% of the participants shared that they follow an Irish 

blogger/influencer and 44.81% that they do not follow one. In this question, the 

researcher also asked the participants to say which fashion blogger or influencer they 

followed. Names, such as Louise Cooney, Pippa O´Connor, and Terrie McEvoy, were the 

most commonly citeded. One participant skipped this question.  

 

Chart 5 

 

Chart 5 - Question 5 

 

The next question was to identify if Instagram users use this tool to follow Irish fashion 

brands. 61.29% of respondents affirmed that they follow an Irish fashion brand and 

38.71% that they do not. It is interesting to note that the participants follow more 

fashion brands than fashion influencers/bloggers. 
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Chart 6 

 

Chart 6 - Question 6 

 

Question six was intended to gain an understanding of the main reasons users follow 

fashion brands. The participants were able to choose more than one answer. It is 

interesting to note that 46.45% follow brands to keep up with new products, which 

confirms that customers are always looking out for what is new in the market and try to 

be up to date with the latest trends. 27.10% follow fashion brands to show support for 

the retailer. This also explains how the Irish fashion community is growing and is so 

important in Ireland. 23.23% of participants declared they follow fashion brands in order 

to learn about sales. 
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Another interesting point is that only 12.90% of respondents affirmed that they follow 

fashion retailers due to the content in their stories, which is one strategy most brands 

adopt on Instagram today. A small amount of participants, 9.03%, follow fashion 

retailers because they agree with their values, and 34.19% declared that they do not 

follow any fashion retailer.  

Chart 7 

 

Chart 7 - Question 7 

Question seven was designed to help understand how much users feel they are 

influenced by bloggers/influencers on Instagram, thus demonstrating whether or not 

such fashion bloggers are playing a significant role on Instagram. A total of 40.65% of 

respondents affirmed that they consider themselves to be influenced by what 

bloggers/influencers wear online. 39.35% of participants shared that they consider 

themselves partially influenced, and 20% do not consider themselves to be influenced 

at all. 
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Chart 8 

 

Chart 8 - Question 8 

 
The eighth question was designed to show if participants are more likely to purchase at 

a store if a blogger/influencer talks about it, in other words, to make a link between 

influencers and fashion brands. A total of 49.68% considered themselves likely to 

purchase from a store recommended by a blogger/influencer, and 18.06% intimated 

that they are very likely to do so. On the other hand, 19.35% of participants affirmed 

that they are unlikely to purchase from a brand just because an influencer/blogger has 

talked about it, and 12.90% are very unlikely to make a purchase. 
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Chart 9 

 

Chart 9 - Question 9 

 
Question nine also aimed to link influencers/bloggers with fashion retailers in order to 

understand participant opinion about this community. It was essential in order to 

analyse whether or not influencers and bloggers play a significant role in today’s 

fashion industry. 70.97% of the participants believe that a blogger/influencer can help 

promote small fashion stores in terms of sales growth and visibility. 24.52% think that 

bloggers/influencers can partially help this industry, and only 4.52% affirm that they do 

not believe they help fashion retailers. 
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Chart 10 

 

Chart 10 - Question 10 

 

The last question was designed to show what the participants think about the 

influencer/blogger community in Ireland with regards to the fashion Industry. Similarly 

to previous answers, 61.29% of participants believe that bloggers/influencers are an 

essential aspect of the fashion industry in Ireland today, and 38.71% do not think this is 

the case.  

4.4 Conclusion 

The data collected and analysed from the interviews and online survey allowed the 

researcher to conclude that Instagram has become an essential tool for the Irish fashion 

industry today. This will be discussed in greater detail in the following chapter. 
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CHAPTER 5: DISCUSSION  

5.1 Introduction 

The aim of this study was to investigate how Instagram is influencing the Irish fashion 

industry and the impact of influencers and bloggers on the industry. As outlined in the 

literature review, this subject will be discussed in depth in this chapter. The researcher 

used the mixed methods approach to collect data and explore the various hypotheses: 

• Hypothesis 1: When an Instagram user sees/follows a brand on Instagram, this 

user is more likely to purchase from this particular brand.  

• Hypothesis 2: The fact that a brand is on Instagram does not affect user/follower 

behaviour in relation to purchase. 

• Hypothesis 3: Instagram users are more likely to purchase from a brand if an 

influencer has highlighted this brand on her Instagram account.  

• Hypothesis 4: Influencers do not influence the purchase behaviour of Instagram 

users.  

5.2 Findings 

This study focused on answering the two research questions: “How is Instagram 

impacting the Irish fashion industry in terms of brand awareness and sales growth?” and 

“How are Irish fashion bloggers/influencers affecting consumer behaviour?” 

Based on the results of this research, it can be argued that Instagram has, in fact, a 

significant role to play in the fashion industry and has become an essential tool for Irish 

fashion brands. It can also be argued that Irish bloggers and influencers have a 

considerable impact on consumer behaviour. These findings are consistent with 
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previous studies carried out on this subject: Ahmad, Salman, and Ashiq (2005), Perthuis 

and Findlay (2019), Langlois (2014), Chang, Wang, and Kuo (2020) and Chi, Yeh, and 

Huang (2009). Therefore, hypotheses 1 and 3 were accepted and 2 and 4 rejected. 

5.2.1 Fashion and social media  

Instagram has had a profound effect on the fashion industry, and the literature review 

clearly shows how this social platform has huge significance for fashion retailers and 

how it can influence the market. Ahmad, Salman, and Ashiq (2005) discussed how 

fashion retailer presence on social media has increased. Lisa Cahill, the fashion and 

buying assistant for Brown Thomas, also shared that the company had noticed an 

increase in customers using the Instagram app: “We have found more and more 

customers are utilising Instagram as a means of researching products, in some cases 

even before they go to our website.” 

Mohr (2013) explained that social networking motivates customers to interact with 

brands, building a connection between them and making them feel more connected. 

According to Statista (2020b), users in Ireland spend 109 minutes on average on social 

media daily. The online survey results demonstrate that the vast majority of the 155 

participants are active on Instagram and follow an Irish fashion retailer. Most of them 

follow a fashion brand in order to keep up to date with the products, which means that 

Instagram is an easy and quick way to build communication between brand and 

customer.  

Apparel Magazine (2010) and The Fashion Network (2019) also discussed how Instagram 

has become one of the trendiest tools of fashion and how this platform has helped 

brands boost themselves online, connect with customers, and increase their brand 
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awareness. According to Lisa Cahill, “Instagram certainly brings you closer to your 

customer base and also helps you to understand your customer even more, based on 

analysing what the customer is engaging with.” Katie Andrew complemented: 

“Instagram is a growing platform for younger Irish people and it’s a great way for 

businesses to engage with influencers to get their name out there.”   

5.2.2 Fashion retailers and influencers  

The literature review was also able to shed light on the second research question – how 

do fashion influencers/bloggers affect consumer behaviour? Lee (2009) pointed out that 

such people have a significant impact on the fashion industry nowadays, and that the 

increase in this community has changed how brands market themselves online. Lisa 

Cahill shared: “There is a level of awareness that is still needed in smaller fashion 

businesses and this is where influencers can have a very strong impact.”.  Through the 

online survey, it was possible to conclude that a significant percentage of participants 

follow an Irish fashion influencer or blogger and that they feel influenced by what these 

people wear online.  

Chang, Wang, and Kuo (2020) explained that a ‘social media influencer’ is a new concept 

that refers to an individual who influences social media. Chi, Yeh, and Huang (2009) 

defined a social media influencer as a powerful and persuasive person who engages with 

their audience and shares content to raise consumer buying interest. Lisa Cahill was of 

the opinion that influencers have changed fashion customer behaviour: “Influencers 

have driven this form of fashion purchasing on Instagram and business is an ever 

growing acquisition channel fueled by the fashion influencers.” 
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Perthuis and Findlay (2019) and Langlois (2014) stated that Instagram allows influencers 

to create a connection between brands and users through their content by sharing their 

message and product recommendations. According to Chi, Yeh, and Huang, (2009), 

consumers will receive this message more quickly if the person who is endorsing it is a 

well-known figure, making the product or service more attractive. A large percentage of 

the participants in the online survey affirmed the belief that bloggers and influencers 

help promote small fashion stores in sales growth and visibility, as well as being essential 

for the fashion industry in Ireland today. Katie Andrew shared her view that “influencer 

marketing is a tool that businesses should be considering when aiming to increase 

sales”. 

The influencers interviewed shared their opinion about the influencer community, 

Aileen thinks it is a saturated Ireland industry. However, she agrees that there is space 

for everyone. She also shared about the increase of brands looking for her work during 

the lockdown due to COVID-19: “It felt like everyone was looking to influencers and 

bloggers to bring positivity into these tough times and sometimes that can be hard.” 

According to Haenlein et al. (2020), COVID-19 has pushed more and more people online. 

Many users started being more active on social media platforms and online retail ones, 

which received a significant boost, thus benefiting influencer marketing.   

5.3 Strengths and weaknesses  

The mixed methods approach was used to shed light on the dissertation topic. As 

pointed out by Creswell and Creswell (2018): “At a general level, mixed methods is 

chosen because of its strength of drawing on both qualitative and quantitative research 

and minimizing the limitations of both approaches.” 
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The semi-structured interviews with three brand representatives and three 

influencers/bloggers allowed the researcher to collect relevant information on the 

research subject, as well as to compare the data with the literature review. An online 

survey helped the researcher to gain a broader understanding of customer opinion on 

the subjects studied, namely, Instagram, Irish fashion brands, and Irish 

influencers/bloggers.  

However, some limitations to the study must also be highlighted. As the amount of 

current and available literature specifically on the Irish fashion industry is quite limited, 

this has resulted in giving the literature review a rather general overview. The same 

thing happened with the primary source material as most of the brand representatives 

and influencers/bloggers contacted were not willing to participate in the study due to 

the impact of Covid-19 and lockdown on their lives. The researcher had been expecting 

to collect a bigger survey sample size, as well as more than three brand representatives 

and three Irish influencers/bloggers.   

5.4 Future recommendations 

This study has recognised that Instagram has a big influence on the fashion industry in 

Ireland and that it is an essential tool for fashion brands in terms of brand awareness 

and sales growth. It has also highlighted the considerable impact of influencers/bloggers 

on the market, through affecting consumer behaviour.  

However, due to the limitations mentioned above, further research could be carried out 

on a larger scale with a bigger sample size of fashion brand representatives and 

influencers/bloggers. It would also be interesting to explore the impact of non-Irish 

influencers/bloggers who are based in Ireland. Lastly, it would be worthwhile to carry 
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out further research on other social media platforms, such as TikTok, which have also 

had a major influence in 2020 on the fashion industry. 

5.5 Conclusion 

This discussion has drawn from research gathered through qualitative and quantitative 

methods. The researcher has also answered the two research questions: “How is 

Instagram impacting the Irish fashion industry in terms of brand awareness and sales 

growth?” and “How are Irish fashion bloggers/influencers affecting consumer 

behaviour?” It validates a suitable hypothesis and points out the strengths and 

weaknesses within the study. This chapter has also presented future recommendations 

for further research, aiming to improve the knowledge base in this area. 

Through a reflection, the researcher believes that influencers play a crucial role in the 

fashion industry nowadays, which brands are starting to see them dependent on the 

influencers´ work to increase brand awareness and sales. In a recent future, more and 

more brands will adopt the influencer marketing strategy. Fashion brands are changing 

how to communicate with their clients and, the more readapted for the online world 

they will be, the more effective success they will have in the coming years.   
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APPENDICES  

Appendix 1: Images 

Figure 1 – Brown Thomas Instagram content 

Figure 2 – Coco Boutique Instagram content 

Figure 3 – Alana Fashion Instagram content 

Figure 4 – Aileen Instagram content 

Figure 5 – Jessie Instagram content 

Figure 6 – Katie Instagram content 
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Appendix 2: Survey Graphs 

Chart 1 – Question 1 

Chart 2 – Question 2 

Chart 3 – Question 3 

Chart 4 – Question 4  

Chart 5 – Question 5 

Chart 6 – Question 6 

Chart 7 – Question 7 

Chart 8 – Question 8  

Chart 9 – Question 9 

Chart 10 – Question 10 
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Appendix 3: Interview information sheet 

Dear,  

My name is Juliana Alves, I´m pursuing a master´s degree in Digital Marketing at Dublin 

Business School, and I´m conducting this survey as part of my final year thesis.   

  

I would like to ask you if you can be so kind as to take part in a research interview for 

my dissertation; it will take around 10-15 minutes.  

  

The main purpose of this interview is to understand how Irish fashion brands are 

communicating on Instagram and how Irish influencers/bloggers can negatively or 

positively impact these brands. This research aims to identify whether or not Instagram 

and influencers are playing a considerable role within the Irish fashion industry in 

today’s world. The results will help me to identify how Instagram is influencing the Irish 

fashion industry.   

  

All the information collected in this form will be used for academic purposes only.  

I am looking forwards to hearing from you and, would greatly appreciate your help. 

 

Kind regards,  

Juliana Alves   
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Appendix 4: Consent form 

Information Form and Consent Sheet 

INFORMATION SHEET FOR PARTICIPANTS 

MARKETING COMMUNICATION ON INSTAGRAM: 

 

HOW INSTAGRAM IS INFLUENCING THE IRISH FASHION INDUSTRY AND 

THE IMPACT OF INFLUENCERS/GLOGGERS ON IRISH FASHION BRANDS. 

 

You are being asked to take part in a research to study and understand how Irish fashion 

brands are communicating on Instagram and how Irish influencers/bloggers can negatively or 

positively impact these brands. This research aims to identify if Instagram and influencers are 

playing a considerable role within the Irish fashion industry in today’s world. The results help 

to support finding and identify how Instagram is influencing the Irish fashion industry.    

 

This research is conducted by Juliana Oliveira Alves and supervised by Matthew Nolan and has 

been approved by DBS Faculty Research Ethics Committee. 

 

In this study, you will be asked a few questions about Instagram and how it impact your 

brand/work, and the link between brand, Instagram, and influencers/bloggers.  The study 

typically takes around 15-20 minutes and 10 to 15 questions.  

You may decide to stop being a part of the research study at any time without explanation 

required from you. You have the right to ask that any data you have supplied to that point be 

withdrawn / destroyed. You have the right to omit or refuse to answer or respond to any 

question that is asked of you.     You have the right to have your questions about the 

procedures answered (unless answering these questions would interfere with the study’s 

outcome.  A full de-briefing will be given after the study). If you have any questions as a result 

of reading this information sheet, you should ask the researcher before the study begins.     
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The data I collect does not contain any personal information about you except for the study in 

question, aiming to analyse and understand the impact of Instagram in the Irish fashion 

industry.  

 

I and Matthew Nolan will be glad to answer your questions about this study at any time. You 

may contact my supervisor at 01 4177 500 and reception@dbs.ie    

 

INFORMED CONSENT FORM 

 

PROJECT TITLE:     

  MARKETING COMMUNICATION ON INSTAGRAM: 

HOW INSTAGRAM IS INFLUENCING THE IRISH FASHION INDUSTRY AND THE IMPACT OF 

INFLUENCERS/GLOGGERS ON IRISH FASHION BRANDS. 

 

By signing below, you are agreeing that: (1) you have read and understood the Participant 

Information Sheet, (2) questions about your participation in this study have been answered 

satisfactorily, (3) you are aware of the potential risks (if any), and (4) you are taking part in this 

research study voluntarily (without coercion). 

 

 

_________________________________       

Participant’s signature                               Participant’s Name (Printed)   

Juliana Oliveira Alves                                                   

_________________________________   

Student Name (Printed)                       Student Name signature   

 

_________________________________    

Date    11/01/2020 
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Appendix 5: Interviews 

Interview for brand: Lisa Cahill - Brown Thomas                                                    Date: 26/11/2020 

• When did your brand start on Instagram? And why?  

We established the Brown Thomas Instagram in 2012 as a means to reach more audiences and 

stay ahead of curve on the latest content and advertising platforms.  

• What was the changes in the store since the use of Instagram and how it impacted 

your brand? 

 We have found more and more customers are utilizing Instagram as a means of researching 

products, in some cases even before they go to our website. Our in-store teams are often 

asked questions from customers regarding products they have seen on our Instagram page, as 

such Instagram is often the first port of call for many prospective customers.  

• How Instagram benefits your store and business strategy since you have started 

with social media? Can you talk about the positive and negative side of Instagram 

and how you have experienced both through your retail, social media platform? 

One of Instagram’s main benefits for retailers is to show and tell in an innovative and creative 

way. It allows us to tell brand stories and in many cases go beyond the strict commercial 

direction some e-commerce sites have by conveying who we are as a brand through beautiful 

emotive content. This has improved our business strategy as it helps us to connect with our 

customers and prospective customers in creative and innovative ways on a daily basis. Creative 

output has been significant with the introduction of stories alongside however the commercial 

aspect with the shoppable function and link clicks. From a negative perspective, social media is 

a two way mode of communication, as such customers are free to air opinions, compliments 

but also complaints. This takes a lot of resource to manage and ensure our customers are 

satisfied.  

• Do you think Instagram makes you get close contact with the clients? Does it make 

communication easier? Do you think the followers get more engaged when you 

constantly share Instagram stories?  

Instagram certainly brings you closer to your customer base and also helps you to understand 

your customer even more based on analyzing what the customer is engaging with. It is again a 

very open forum for communication, from DM’s, to story replies, tagging, and comments; it 

allows for various methods of contact. We find sharing too many stories can lead to lesser 

engagement as the frequency of content can seem less exclusive but also fatigue may set in 

from constant tapping, as such it can lead to drop-off rates. If you have a very specific CTA 

you’re trying to get across this should be your lead story with the most important information 

as close to the start of the story as possible to keep engagement and encourage swipe ups.  

• Do you think it is essential to keep up with current trends and what 

influencers/bloggers are wearing? 

 Yes I think you certainly need to understand trends and particular products relevant 

influencers to your business are pushing. Each brand and business however has their own level 

of both strategy and brand guidelines which should still be front and center when posting 

content on social media 
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• How do you see the importance of keeping up with trends when working with 

Instagram and influencers? 

 As a luxury business from a product level trends are very much driven by buyers, from a social 

side it is important however to keep up to date with strategic trends understanding different 

ways of delivering content on new platforms and in more engaging formats. 

• How do you see the importance of working with influencers/bloggers for your 

store? 

 Affiliate programmes are very important and in most parts have become very apparent to 

customers and those who consume fashion content on Instagram. Influencers have driven this 

form of fashion purchasing on Instagram and is something that as a business is an ever growing 

acquisition channel fueled by the fashion influencers. Is it a big impact when an 

influencer/blogger shares a piece of clothes or recommend your store? In some cases yes and 

in some no. This depends mostly on the influencers following, their relevance to our brand and 

their audience.  

• Do you agree that your influencers/bloggers are essential for small Irish fashion 

retailers in term of sales growth and visibility?  

Yes I do agree. There is a level of awareness that is still needed in smaller fashion businesses 

and this is where influencers can have a very strong impact.  

 

Interview: Simone McCarthy – Alana Fashion                                                            Data: 16/11/2020 
 

• When did Alana start on Instagram? And why?  
Alana started in September 2019 - Market the company 
 

• What was the changes in the store since the use of Instagram and how it impacted your 
brand? 

We didnt have a store prior to Instagram. The fact of being all online helps us to get ahead of 
the market, Alana saw the booming of social media as an opportunity to set a market without 
needing a physical place. 
 

• How Instagram benefits your store and business strategy since you have started with 
social media? Can you talk about the positive and negative side of Instagram and how 
you have experienced both through your retail, social media platform? 

I find the new algorithm favourites particular posts which can be frustrating.  
 

• Do you think Instagram makes you get close contact with the clients? Does it make 
communication easier? Do you think the followers get more engaged when you 
constantly share Instagram stories?  

Yes. Instagram helps us to get closer contact with our clients, and this tool also helps us to 
understand more about our client´s taste and personality. By the analytics we can see which 
images or pieces made them interact more and give more likes, so due to that we have a broad 
idea of what outfit please our customers. 

 
• Do you think it is essential to keep up with current trends and what influencers/bloggers 

are wearing? 
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It´s essential for Alana Fashion to be up to date with the trend and offers what is new on the 
market, most of our clients are looking for some piece that an influencer inspired them to buy. 
However, as our strategy, we always show on our Instagram that what is important is to feel 
beautiful and comfortable with your own style. 
 

• How do you see the importance of keeping up with trends when working with Instagram 
and influencers?  

Important, We feel its ore beneficial to teach our customers how to shop wisely , Sustainably  
 

• How do you see the importance of working with influencers/bloggers for your store?  
its great for marketing , they provide honest client insights 
 

• Is it a big impact when an influencer/blogger shares a piece of clothes or recommend 
your store?  

It can be a big impact for us. Nowadays people are being influenced by what influencers wear. 
 

• Do you agree that your influencers/bloggers are essential for small Irish fashion retailers 
in term of sales growth and visibility? 

Yes, Good way to showcase clothing on different shapes and personalities. 
 

 
Interview: Tamara Karibova – Coco Boutique                                                             Data: 16/11/2020 
 

• When did Coco Boutique start on Instagram? And why?  

The store launched on Instagram in 2011, but in 2012 due to the recession that 
happened, we started being more active on Instagram because we needed to increase 
our audience and get close contact with our customer.  

 
• What was the changes in the store since the use of Instagram and how it impacted your 

brand? 
It was a big challenge, as it had a huge boom on the online stores, and we had to adapt our 
market. 
 

• How Instagram benefits your store and business strategy since you have started with 
social media? Can you talk about the positive and negative side of Instagram and how 
you have experienced both through your retail, social media platform? 

The platform Instagram is great for our business. Lots of girls started visiting our place after 
saying it on Instagram, most of them travelled from other counties just to purchase some peace 
that they saw on our platform. A negative point is that sometimes happen to have some 
misunderstanding with customers, and they post negative reviews before trying to solve the 
problem with the store. 
 

• Do you think Instagram makes you get close contact with the clients? Does it make 
communication easier? Do you think the followers get more engaged when you 
constantly share Instagram stories?  

Yes, our clients love seeing our stories with outfit tips or our backstage. It makes them feel close 
to our brand, and also inspires them with the purchase decision. 
 

• Do you think it is essential to keep up with current trends and what influencers/bloggers 
are wearing? 
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Definitely, it is essential for us. Most of our clients come to us to buy a piece that they saw an 
influencer wearing.  
 

• How do you see the importance of keeping up with trends when working with Instagram 
and influencers?  

Very Important, Coco Boutique has as a main strategy partnership with Irish influencers, we 
work closely with them, sending some our pieces to them so they can record videos and share 
outfit inspirations. Most of our outfits are the trendiest on the market. 
 

• How do you see the importance of working with influencers/bloggers for your store?  
They make a huge impact on our store, It was certainly the best decision we have made on being 
more active on Instagram and working with Influencers. 
 

• Is it a big impact when an influencer/blogger shares a piece of clothes or recommend 
your store?  

Yes, for example with the Covid-19, It was definitely a decisive time for Coco Boutique, we could 
realize how important is being online nowadays and how impacted our brand would be if it was 
not the social media platforms. Obliviously we had to change our strategy, as the followers are 
more sensitive and not investing as much as before, so we started sharing comfy outfits tips 
what was a success though. 
 

• Do you agree that your influencers/bloggers are essential for small Irish fashion retailers 
in term of sales growth and visibility? 

Yes, influencers are primordial for small retailers. It helps us to be well known and increase our 
potential in the market.  
 

 

Interview: Ailenn Gallagher – Influencer/blogger                                                              Date: 

10/11/2020 

 

• When did you start your career as Influencer/blogger? Had you always an interest in 

fashion? How did you start it? 

I started blogging on a physical blog in 2014 and didn’t really tell anyone about it for a few years 

> I just enjoyed sharing my thoughts and experiences on things and was writing it mainly for 

myself. Over time I grew a small audience of readers but as the years went on people were 

reading blogs less and less and I started posting more on Instagram. In the past 2 years I started 

putting effort and being consistent with my Instagram account. 

I was always interested in fashion but when I first started blogging I wrote mainly about beauty! 

Now I focus mainly on fashion because that is my true passion since I was very young. 

• Do you find the influencer/blogging community in Ireland competitive? 

Its tough. It is a saturated industry but I think there is space for everyone. I find that most of the 

time Dublin bloggers get the most opportunities. There are as many bloggers where I live 

(Donegal) so I don’t find it very competitive but I can imagine it probably is in the likes of Dublin 

where there are hundreds of influencers. 

• Can you talk the positive and negative side of Instagram and how you have 

experienced both through your social media platform? 
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I am lucky to have experienced mainly positive things like meeting like-minded people and girls 

who have very similar interests to me. Blogging has brought me so much confidence and allowed 

me to step out of my comfort zone. 

It can be draining though. I found it very hard this year because of lockdown - it felt like everyone 

was looking to influencers and bloggers to bring positivity into these tough times and sometimes 

that can be hard. Its also really hard to constantly come up with good quality and original content! 

• Do you think Instagram is expanding in the Irish culture? How is it happening? 

I definitely think it’s expanding. Businesses are seeing the importance of advertising on social 

media, specifically Instagram (and TikTok) as its the best place to target young people. More 

businesses are also seeing the importance of influencer marketing over traditional media. There 

are influencers for absolutely every niche! 

• In your opinion, do you consider Instagram a major platform for influencer/bloggers to 

influence their followers in terms of style tips or collaborations with other brands? 

Definitely! Its definitely the quickest way to show tips, style etc! It has so many ways of showing 

these too - pictures, stories, videos, reels etc so it caters to everyone preferences!  

• Have you noticed an increase in brands searching for your work lately? 

Yes especially with smaller businesses reaching out for gifting opportunities! 

• Do you agree that your job is essential for small Irish fashion retailers in term of sales 

grow and visibility? 

Yes, I think people like seeing people they know/can relate to wearing and styling items from 

retailers. Obviously my followers follow me for my own style (same for other influencers) so their 

style is probably similar so they can see how we style things before they buy them! Also clothes 

look different on everyone so it’s nice to see what they look like on other influencers and not just 

the model on the brands website etc! 

• Can you tell more about your journey on Instagram, the blogging community and 

working with brands? 

Honestly, I never really thought much of my Instagram with regards to working with brands and 

building a following until recently! I always grew at a slow pace until lockdown when I gained 

about 4k followers in a few months which was strange for me. All of a sudden loads of brands 

wanted to work with me! I do only want to work with brands I love or think my followers will like 

- theres no point taking ‘gifts’ for the sake of it. I do have a love/hate relationship with instagram 

at times and the blogging community can be hard to deal with. There are (like in all industries) 

people who are only out of themselves but I am lucky to have met so many genuine people 

through Instagram. I love working with brands - I am a business owner myself so I always try to 

go above and beyond for small businesses who want to work together.  

I do think instagram is an amazing place for businesses to promote themselves, build audiences 

and increase sales and for influencers to inspire and get inspiration but I think there is still so 

much for us all to learn!  

 

Interview: Katie Andrew – Influencer/blogger                                                          Date: 12/11/2020 
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• When did you start your career as Influencer/blogger? Had you always an interest in 
fashion? How did you start it? 

I started blogging 4 years ago! I was working in a fashion retail store at the time and had a keen 
interest in fashion. When I started, I had been posting outfits on my Instagram then moved on 
to starting a blog on Wordpress. I blogged about outfits I’d been wearing, ways to wear, make-
up, food and beauty!  
 

• Do you find the influencer/blogging community in Ireland competitive? 
It can be slightly competitive but I try not to see it that way because it isn’t my full time job. If I 
was earning money from blogging I think I would see it as more competitive.  
 

• Can you talk the positive and negative side of Instagram and how you have experienced 
both through your social media platform? 

The positive side has been building a following, sharing thoughts and feelings online, engaging 
and bonding with people in a similar position. I also work with a lot of brands which has been a 
huge plus side for me! I suppose the negative side can be people not seeing how much time and 
effort goes into social media. I work full time Monday to Friday so I’m spending my weekends 
focusing on getting outfit photos and replying to emails - it can be slightly stressful but in the 
end it’s always worth it for me!  
 

• Do you think Instagram is expanding in the Irish culture? How is it happening? 
100%! Instagram is a growing platform for younger Irish people and it’s a great way for 
businesses to engage with influencers to get their name out there.  
 

• In your opinion, do you consider Instagram a major platform for influencer/bloggers to 
influence their followers in terms of style tips or collaborations with other brands? 

Absolutely! It’s a very direct way of engaging with followers who can ask any questions they wish 
and for any tips they are in need of. I don’t think influencers would succeed as much if they 
didn’t use Instagram.  
 

• Have you noticed an increase in brands searching for your work lately? 
Recently I definitely have. However, it has got to the stage where I am overwhelmed with brands 
expecting a lot of content for free, therefore I have started asking for a marketing budget or 
declining the offer because it is simply too much work for no fee.  
 

• Do you agree that your job is essential for small Irish fashion retailers in term of sales 
grow and visibility? 

Yes, I really do! Influencer marketing is a tool that businesses should be considering when aiming 
to increase sales.  
 

• Can you tell more about your journey on Instagram, the blogging community and 
working with brands? 

Over my 4 years of blogging, I’ve grown to over 10k followers on Instagram, started a YouTube 
channel and TikTok account. In the line of work I’m on Monday to Friday, I work with influencers 
closely for the company and it’s an extremely interesting journey. I think it’ll always be a hobby 
of mine and I plan to continue to grow.  
 

Interview: Jessie Bennett – Influencer/blogger                                                       Date: 12/11/2020 

• When did you start your career as Influencer/blogger? Had you always an interest in 
fashion? How did you start it?  
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I launched my blog in the Autumn of 2017. I’d always loved fashion, my classmates and friends 

would often comment on my style and ask where I got my clothes from etc, so I decided why 

not set up a blog? Whilst I love writing, it was a lot to manage a blog and write for a living as well 

as for University, so I turned to Instagram as a mini blog of sorts, to document my outfits.  

 

• Do you find the influencer/blogging community in Ireland competitive? 

There certainly are a lot of bloggers and influencers in Ireland, however, I feel everyone is unique 

in their own way! Of course, the drive to reach 10K followers and get the coveted swipe up is 

very real. But I’ve noticed bigger influencers are very supportive and always willing to help out 

and advice smaller bloggers, which is really lovely.  

• Can you talk the positive and negative side of Instagram and how you have experienced 

both through your social media platform? 

Instagram has been a mostly positive experience for me. It’s really helped my confidence. I’ve 

met a lot of lovely people through it, and got support and advice on content ideas. Of course, 

there’s always space for negativity online. I think the thing that negatively affects me the most 

is comparison. Whether it’s comparing your body type to someone else’s, your lifestyle, or even 

something small like how perfect someone’s eyebrows look. From a personal standpoint, I’m 

usually quite good at snapping out of it and realising that an online person and a person in real 

life can be very different. Filters and altering apps are widely available and easy to use, so what 

you see isn’t necessarily what you get.  

• Do you think Instagram is expanding in the Irish culture? How is it happening? 

Definitely! Instagram is probably one of the most prominent apps in and around my age (I’m 

25). People want to story every part of their day, they want to engage with people over the app, 

they want to get the perfect picture “for the gram.” It’s definitely a part of Irish Culture, but it’s 

also a distorted view of reality and people’s social lives.  

• In your opinion, do you consider Instagram a major platform for influencer/bloggers to 

influence their followers in terms of style tips or collaborations with other brands? 

Yes, I think influencer marketing is the biggest thing to happen to advertising in a very long time. 

By building up trust and relationships with their followers, bloggers are most definitely able to 

influence their audiences towards a certain product or trend. I’m guilty of this myself, I’ll see 

something on an influencers story or page that I may have been looking into and think “well if 

they like it, I might give it a go.” However, I do have to trust the influencer and feel as though I 

have some form of connection, whether it’s the fact we’ve spoken online or maybe we have 

some things in common. It’s almost like breaking down the fourth wall. That’s why influencers 

are so different and more trustworthy (in my opinion) than say a celebrity promoting a product. 

The influencer shares snippets of their lives, you’re invited in, allowed to get to know them. I 

think this is what makes Instagram a major platform for influencers in terms of collaborations.  

• Have you noticed an increase in brands searching for your work lately? 

Yes, actually, which I’m very surprised by as in the grand scheme of things my following is 

tiny!However, I do feel there’s power in the “micro influencer”, as often once someone exceeds 

a certain number of followers they’re not as relatable anymore, their lifestyle becomes 

unattainable, their status shifts from influencer to minor celebrity. That’s why I think brands are 

searching out to smaller bloggers to promote their products or services. Oftentimes this benefits 

the brands as well, as rather than paying for promotion they can offer PR samples or a free 

experience. Personally, I usually only opt for this if there’s no obligation to post about it, I think 
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that’s important for brands to be aware of. If you’re offering a PR sample, don’t expect the level 

of work that would go into paid for promotion.  

• Do you agree that your job is essential for small Irish fashion retailers in term of sales 

grow and visibility? 

Yes! I actually worked for a small fashion retailer in my local town as a social media and 

influencer assistant whilst studying for my Masters. This allowed me to really see the impact 

influencer promotion can have on smaller retailers in Ireland. By collaborating with those with 

a following, often in and around the 10K mark, we were able to grow their following tenfold. I 

think being smart about what influencers you decide to collaborate with is very important. But 

yes, I would definitely agree that influencer marketing is essential for growing brand awareness 

in a more organic way.  

• Can you tell more about your journey on Instagram, the blogging community and 

working with brands? 

Sure! I started my blog in 2017. I actually set it up as a way of having some kind of portfolio when 

applying for jobs. I studied English for my undergrad and was hoping to get a job as a content 

creator/writer. It was hard to get experience as it’s quite a competitive landscape so I thought 

why not set up my own blog and send a link as part of a portfolio. It didn’t take me long to figure 

out what I wanted to blog about, fashion has always been a big love of mine and I felt I had a 

unique sense of style so why not share it with people? When I started to use Instagram as a mini 

blog to promote my actual website I became fascinated with influencers, marketing and that 

whole sphere. This led me to go on and study a Masters in Social Media Communications. It was 

actually my thesis that led me to make some great connections in the blogging industry as I 

reached out to a few people, much like yourself, to interview.  

 

 

 


