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Abstract

This research aims to investigate the role of social media in shaping brand image in the
online fashion industry and analyse the application of brand differentiation methods as a strategy
to overcome challenges in a dynamic social media environment. Using a qualitative approach,
data was collected through case studies on several online fashion brands active on social media.
The results show that companies can leverage personalisation of consumer experience,
augmented reality technology, and collaboration with influencers to differentiate their brands
from competitors and strengthen brand image in an increasingly competitive market. However,
this study has limitations in coverage which focused on the online fashion industry and brand
differentiation methods, so it is recommended for future research to expand the coverage and
deepen the understanding of other factors that influence brand image in the context of social
media..
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1. Introduction

The online fashion industry has grown rapidly in recent years, driven by
technological advancements and the changing behaviour of increasingly digital
consumers. Social media has become one of the main platforms through which fashion
brands can interact with consumers, build brand image and influence purchasing
decisions. In this context, the role of social media in shaping brand image has become
increasingly important to the success of online fashion companies. However, in this
dynamic and competitive environment, companies are faced with the challenge of
maintaining their brand image and differentiating themselves from competitors.

A current issue that arises in the case study of the role of social media in shaping
brand image in the online fashion industry is related to the increasingly difficult control
of brand image for companies. In an open and dynamic social media environment, online
fashion brands are vulnerable to consumer opinions and reviews that can quickly spread
virally, both positive and negative. This requires companies to continuously monitor and
respond to consumer interactions quickly and appropriately, as well as manage reputation
crises effectively to maintain brand image. In addition, intense competition in the social
media sphere also poses challenges for brands to differentiate themselves and maintain
consumer attention amidst constantly evolving and competing content.
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Ardianto and Hartono (2020) conducted research on "The Effect of Social Media
Activities on Purchasing Decisions for Online Fashion Brands" and found that consumer
activity on social media has a significant influence on purchasing decisions for online
fashion brands. The results showed that the more actively consumers interact and engage
with brands through social media, the more likely they are to make purchases. Setiawan
and Fadilah (2018) examined "The Effect of Promotional Activities on Social Media on
Consumer Purchasing Decisions on Online Fashion Products”. This study found that
promotional activities carried out by online fashion companies on social media have a
positive impact on consumer purchasing decisions. This suggests that effective promotion
on social media can increase consumers' interest and trust in the brand, which in turn
affects their purchasing decisions.

Although many studies have been conducted on the role of social media in the
online fashion industry, this research offers a new contribution by focusing on brand
differentiation strategies as a way to overcome the challenges faced by online fashion
companies in shaping their brand image on social media. By considering the use of
consumer experience personalisation, augmented reality technology, and collaboration
with influencers, this research aims to provide deeper insights into how companies can
leverage social media to strengthen their brand image and differentiate themselves from
competitors.

The main objective of this research is to analyse the application of brand
differentiation methods in the online fashion industry in response to the role of social
media in shaping brand image. Specifically, this study aims to identify effective brand
differentiation strategies in a social media environment, analyse their impact on brand
image and consumer purchase decisions, and provide recommendations for online fashion
companies in developing effective marketing strategies on social media. As such, this
research is expected to make a valuable contribution to the understanding of the role of
social media in shaping brand image and provide practical guidance for companies in
optimising their marketing strategies on social media platforms.

2. Methodology

To solve the problem of the role of social media in shaping brand image in the online
fashion industry using the brand differentiation method, companies can adopt several
creative strategies to differentiate their brands from competitors. One approach is to focus
on personalising the consumer experience. This can be done by utilising consumer data
to serve content tailored to individual preferences, sending special offers, or even
providing a unique shopping experience through features such as virtual try-on or styling
consultations. In addition, companies can also consider collaborating with well-known
influencers or designers to create products that are exclusive and eye-catching to
consumers. Through strong brand differentiation, both in terms of consumer experience
and products, companies can build a unique and attractive brand image for consumers on
social media, thereby increasing their appeal and competitive advantage in the online
fashion market.
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3. Result and Discussion

Applying the brand differentiation method in the online fashion industry, an
online fashion company can adopt the strategy of personalising the consumer experience
through various means. For example, the company can collect consumer data such as style
preferences, clothing sizes, favourite colours, and purchase history to provide more
relevant and interesting product recommendations for each consumer. They can send
emails or social media notifications containing special offers or discounts for products
that match the consumer's preferences.

In addition, companies can also utilise augmented reality (AR) technology to
provide a more personalised and interactive shopping experience. They can develop a
virtual try-on feature in their apps, which allows consumers to virtually try on products
using their smartphone cameras before making a purchase. This feature not only provides
a more enjoyable shopping experience, but also helps consumers to make more informed
purchasing decisions.

In addition, companies can collaborate with well-known influencers or designers
to create exclusive collections or products that are only available on their platform. This
collaboration not only enhances the company's brand image as a pioneer in fashion, but
also attracts the attention of consumers who are interested in the latest styles and trends.
By implementing brand differentiation strategies like these, companies can differentiate
themselves from competitors, increase consumer loyalty, and strengthen their position in
the online fashion market.

The result of implementing brand differentiation strategies in the online fashion
industry through personalisation of the consumer experience, use of augmented reality
technology, and collaboration with well-known influencers or designers is increased
brand appeal, higher consumer loyalty, and a stronger position in the market. By
providing a more personalised and relevant shopping experience for each consumer,
companies can build closer and more meaningful relationships with their customers.
Augmented reality technology also helps create a more interactive and enjoyable
shopping experience, which can increase consumer engagement and aid in purchase
decision-making. In addition, collaborations with well-known influencers or designers
add value to the brand, as they help expand the brand's reach and increase its credibility
in the eyes of consumers. Thus, the implementation of this brand differentiation strategy
helps online fashion companies to differentiate themselves from competitors, increase
consumer loyalty, and create significant added value for their brands.

The discussion from the review shows that brand differentiation strategy is an
effective approach in addressing the role of social media in shaping brand image in the
online fashion industry. By focusing on personalising the consumer experience,
innovative technology, and strategic collaboration, companies can strengthen their brand
image, differentiate themselves from competitors, and build stronger relationships with
consumers. Therefore, it is important for online fashion companies to continuously
develop brand differentiation strategies that are relevant and suited to the changing needs
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of the market, in order to remain competitive and succeed in an increasingly competitive
environment.

It is important for online fashion companies to keep abreast of technological
developments and trends in the industry, and identify new opportunities to integrate brand
differentiation into their marketing strategies. This can be done by conducting regular
market research, monitoring consumer behaviour and responding quickly to market
changes. In addition, companies need to ensure that they have adequate infrastructure and
teams in place to support the successful implementation of brand differentiation
strategies. This involves investing in the necessary technology, employee training, and
skills development in terms of data analytics, digital marketing, and brand management.
Not only that, companies also need to consider sustainability and social responsibility
aspects in their brand differentiation. Paying attention to ethical and environmental values
can be a significant additional point in building a positive brand image in the eyes of
consumers.

Thus, continuing to implement brand differentiation strategies in the online
fashion industry requires a strong commitment from companies, but can bring great
benefits in strengthening brand positioning, increasing consumer loyalty, and creating
long-term competitive advantage.

4. Conclusion

The conclusion of this study shows that the implementation of brand differentiation
strategies in the online fashion industry through personalisation of consumer experience,
augmented reality technology, and collaboration with famous influencers or designers can
increase brand appeal, consumer loyalty, and market position of the company. However,
the limitation of this research lies in its limited focus on brand differentiation strategies
in the context of social media and the online fashion industry, without considering in-
depth other factors such as cultural aspects or sustainability. For future research
development, it is recommended to expand the scope of research to include more variables
that affect brand image, such as cultural and environmental aspects. In addition, further
research can delve deeper into the implications of brand differentiation strategies in the
long term, as well as identify new trends and technologies that can be utilised to enhance
brand differentiation in the online fashion industry.
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