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Abstract—The main goal of this study is to examine the communication that 
fashion brands make through Facebook. It is intended to ascertain if the fashion 
brands use a communication strategy based on dialogue with their followers. In 
order to reach the objectives indicated above, a content analysis has been carried 
out (quantitative methodology) of 326 publications made through Facebook by 
H&M, Zara and Ralph Lauren between January 1st and June 30th of 2017. The 
main results of this work show that, although Facebook has a wide dialogical 
potential, fashion brands do not use it to a great extent. Although we consider 
appropriate to have analyzed only the social network Facebook given its im-
portance, this situation could be considered as the main limitation of the present 
study, since the fashion brands could, or not, be taking advantage of the dialogical 
potential of other social networks, such as Twitter or Instagram. It could be con-
sidered that this research stands out for studying a series of variables that allows 
organizations to know if they are using the dialogical potential offered by digital 
communication. 

Keywords—Fashion, Facebook, social networks, social media, Internet, corpo-
rate communication, dialogue, stakeholders, content analysis 

1 Introduction 

The existing advertising saturation affects the effectiveness of campaigns [20]. For 
this reason, companies, instead of investing in a massive marketing, should focus on 
building relationships with customers and making personalized messages [12]. Regard-
ing to this and because of the Internet, public relations and the way organizations in-
volve their publics has changed considerably in recent years [21]. Thus, the emergence 
of new technologies has transformed the way in which companies interact and relate to 
their clients [31]. Therefore, smartphones acquire special relevance, because they are 
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considered as a tool capable of producing new habits related to the use of the Internet 
[24]. 

In this context, organizations face the challenge of understanding the needs that their 
clients have before the digital communication channels [31], since and because of the 
information technologies, the public is more predisposed to understand the brand [8]. 
This situation requires that companies have a series of processes and knowledge that 
allow them to understand their clients and develop deeper connections with the purpose 
of forming emotional relationships with them [31]. 

The changes in the consumption patterns of the media involve organizations moving 
from distribution to information exchange [30]. In this way, companies should recog-
nize that now one of its functions is to facilitate experiences of collaboration and dia-
logue with its publics [1], because this dialogue improves the brand experience of the 
consumers [30]. 

In this sense, we cannot forget that social media is based on dialogue, so organiza-
tions must pay attention to this situation with the purpose of participating on it and in 
dialoguing with its clients [12]. Therefore, it is common for large companies to use the 
means of social communication, such as Facebook [21]. 

Specifically, it is often considered that the fashion industry - which is behind the 
design, production, marketing and retail of clothing [13] - is closely linked to social 
media, a situation that can be explained by considering this industry as the most dy-
namic that exists, since from each few months new trends emerge and are shared with 
friends and family [29]. In fact, "fashion is a popular topic in social media" [4]. 

Thus, it can be considered that technological progress benefits the fashion sector, 
because it is able to attract customers to interact with brands [17]. Therefore, social 
networks in general and Facebook offer fashion brands a way to get in touch with their 
audiences, so that these channels of communication are considered by these companies 
as an opportunity to improve the relationship they have with their clients, and even as 
a tool to capture a wider audience [22]. 

It should be noted that Facebook is considered as a social network that allows bidi-
rectional communication between companies and their public [6], in addition to be ideal 
to involve consumers with their reference brands [27]. In its turn, social networks can 
maintain the attention of its users for several hours [30] and they can access it through 
various devices, such as a computer or a smartphone [36]. In this way, and thanks to 
smartphones, users can be connected 24 hours a day [12]. Thus, it should be noted that, 
throughout the world, daily activity on Facebook is considerably high [26], since it is 
one of the most popular social networks that exist [36], [7]. 

At this point it is relevant to note that a popular research topic for public relations is 
the study of social media [21], although we cannot forget that the interest of the profes-
sionals of this discipline is relatively recent [35]. Because of the importance that the 
use of Facebook can imply for fashion brands such as communication tool with its 
stakeholders, it is essential to carry out research related to this topic of study. 

The general objective of this study is based on examine the communications that 
fashion brands make through Facebook. 

In a more concrete way, we want to know if fashion brands use a communication 
strategy based on dialogue with their followers. So, it's about finding out the degree of 
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compliance between these companies with dialogues based on the provision of useful 
information for the public, the conservation of the visitors, the generation of repeated 
visits and the maintenance of the dialogical loop. 

2 Methodology 

In order to achieve the above-mentioned objectives, a quantitative methodology was 
used, so, it can be confirmed that this is an investigation is framed in the positivist 
paradigm. A content analysis of the publications made on Facebook by three prominent 
fashion brands was carried out. [3] defined content analysis as "a research technique for 
the objective, systematic, and quantitative description of the manifest content of com-
munication." On the other hand, [18] considers that the "content analysis is a research 
technique for making replicable and valid inferences from texts (or other meaningful 
matter) to the contexts of their use. " In this regard, it should be noted that is a technique 
frequently used to analyze the content published by companies in social media (for ex-
ample: [10];[23]; [21]; [28]; [30]; [33]; [34]. H&M, Zara and Ralph Lauren were the 
fashion brands selected for carry out the present study, since they were the only three 
that appeared in the category "Apparel" of the ranking the best global brands (2016) 
made by Interbrand [14]. In case that the brand had more than one profile on Facebook 
the international was chosen one, and those that were specific to countries were dis-
carded. All the profiles examined included the identification "verified account". 

The accounts analyzed were: 

• Zara: https://www.facebook.com/pg/Zara/posts/?ref=page_internal 
• H & M: https://www.facebook.com/pg/hm/posts/?ref=page_internal 
• R. Lauren: https://www.facebook.com/pg/RalphLauren/posts/?ref=page_internal 

The period selected for the study was 6 months, since it was considered a sufficient 
period of time to observe the activity of a trademark in social networks. In particular, 
the publications made between January and June 30, 2017, as data collection took place 
in July of that year with the main goal of obtaining and analyzing the most recent in-
formation possible. 

After selecting the dates and profiles specified above, a total of 326 publications 
were obtained: 60.4% belonged to Zara, 22.1% to H&M and 17.5% to Ralph Lauren. 
All of these posts were coded and examined for this study. For this, a coding protocol 
was developed formed by diverse variables that collected information on the particu-
larities of the publication, mentions, hashtags, images, videos, links, reactions, the times 
the publication were shared and the comments made by the brand and by its followers. 

These variables, although adapted to carry out the present investigation, follow the 
dialogical principles established by [15] for Internet. Principles that have already 
proven to be adequate for communication carried out by the organizations through so-
cial networks, in particular of Twitter [2], [23],[28] and Facebook [11]; [37]. Thus, the 
principles dialogues examined in the present investigation were: 
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• Providing useful information to the public: Stakeholders rely on institutions that 
provide useful information and organizations should be concerned about this issue 
and provide information that audiences consider to be of value [16]. In this sense it 
could be said that the priority public fashion on Facebook are customers and poten-
tial customers, so that images, videos, links and places to which they refer are an 
appropriate way of including useful information for these audiences. 

• Conservation of visitors: Taking into account that the objective of the public rela-
tions is to create and strengthen links with its publics, organizations should not in-
clude links that are not related with the institution itself, as users may not return [16]. 
It is appropriate to examine both the use of these links, which we could call external, 
as corporate (those who redirect to other websites managed by the brand itself). In 
addition, making regular publications can also provide the conservation of visitors 
[28]. 

• Generation of repeated visits: One of the options that the organizations try to get 
audiences to visit them again is to include characteristics that make them attractive 
[16]. Therefore, the use of mentions and hashtags could be considered as important, 
since these tools can be perceived as relevant by its public. 

• Maintenance of the dialogical loop: This principle is based on the need of organi-
zation to respond to questions, concerns and to the demands of audiences [16]. In 
this way, considers it appropriate to examine the comments made by the followers 
and by the brand itself for the purpose of observing the existence, or not, of conver-
sations. In addition, the analysis of the reactions and the published is relevant, since 
these indicators also direct interaction on the part of the stakeholders with the publi-
cation. 

For the study to be reliable, the limits of the categories included in the coding proto-
col, the coders were trained in a series of practical sessions and a previous trial with 
satisfactory results [40]. 

Finally, and for the purpose of examining the information collected, we used the 
SPSS software version 24. In particular we used the descriptive, the frequencies, the 
contingency tables, the multiple-response tables and line graphs. In addition, in order 
to verify the association between variables we used the Chi-square test of Pearson, in 
which we consider that the differences that are produced are statistically significant 
when p <0.05. In case this test showed a relationship between the variables, we ob-
served the V of Cramer to know its intensity. 

3 Results - Providing Useful Information to Audiences 

Although the marks examined usually include photographs in their publications, they 
don´t do it as often (x2 = 13.596, p = 0.001), although the size of the effect found is 
small (V-Cramer = 0.204, p = 0.001). In this way, Zara introduced images in 79.7% of 
the occasions, H&M in 68.1% and Ralph Lauren in 56.1%. There is also no agreement 
among brands when considering the number of photographs inserted in each post (x2 = 
170.575; p = 0.000), but in this case the size of the effect found is large (V-Cramer = 
0.511, p = 0.000). Thus, and as can be observed in Table 1, H&M includes an average 
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of 4.03 images per publication, figure which is reduced when looking at other brands, 
since Ralph Lauren has an average of 2.3 and Zara of 0.97. 

In this sense, it should be noted that differences statistically significant in terms of 
the brand when watching the inclusion of videos (x2 = 13.596, p = 0.001), however, the 
size of the existing effect is small (V- Cramer = 0.204; p = 0.001). On this occasion, 
and contrary to what happened in the case of the pictures, it is more frequent not to 
insert videos than to do it. In fact, Zara only introduces them in 20.3% of their posts, 
while H&M incorporates them in 31.9% and Ralph Lauren in 43.9%. In addition, it 
emphasizes that the three brands analyzed include at most one video per publication 
(see Table 1). 

With reference to the links it should be noted that Zara resorts to them with great 
frequency, since it uses them in 92.4% of its posts, H&M also 66.7% of the time, but 
Ralph Lauren only used in 26.3% of cases. These differences between brands are sta-
tistically significant (x2 = 106.912; p = 0.000) and the size of the effect produces is large 
(V-Cramer = 0.573, p = 0.000). In addition, it should be noted that Zara is the brand 
examined which includes more than one link, namely 2, and only on one occasion 
(0.5%) (see Table 1), so that these dissimilarities between brands are also significant 
(x2 = 107. 218, p = 0.000), although this time the effect size is medium (V-Cramer = 
0.406, p = 0.000). 

Table 1.  Number of images, videos and links of the brands 

Brand N Minimum Maximum Average Standard  
deviation 

H&M 
Number of images 72 0 22 4.03 4.118 
Number of videos 72 0 1 .32 .470 
Number of links 72 0 1 .67 .475 

Zara 
Number of images 197 0 4 .97 .749 
Number of videos 197 0 1 .20 .403 
Number of links 197 0 2 .93 .277 

Ralph Lauren 
Number of images 57 0 26 2.30 4.528 
Number of videos 57 0 1 0.44 .501 
Number of links 57 0 1 0.26 .444 

 
Regarding to this, it is worth mentioning that 99.6% of the analyzed links redirect to 

a web page, so that there is only one (0.4% of the occasions) that sends the user to 
another place, specifically Facebook. Zara is the brand that uses this link and does so 
in a publication in which there is only one link, so that the differences that are produce 
between companies when considering the place to which the first link leads are statis-
tically significant (x2 = 107.218, p = 0.000), with a medium effect size (V-Cramer = 
0.406, p = 0.000). 
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Fig. 1. Percentage of publication based on the month and the brand 

However, statistically significant dissimilarities cannot be observed between brands 
when considering the day of the week in which the publication is made, since the three 
companies examined prefer to publish on Thursdays. Zara and Ralph Lauren agree that 
they do not usually write posts on Saturdays, although H&M prefers not to do it on 
Tuesdays. 

In addition, Ralph Lauren and Zara prefer to publish mid-month, specifically on day 
16, but H&M opted for day 2 (see figure 2). However, there are dates in which the 
brands do not insert any post, so that H&M does not have no publication on days 7, 14, 
29 and 31, Ralph Lauren chooses 4, 21 and 25 and Zara 4 and 15. Despite the dissimi-
larities observed between brands, the differences are not statistically significant. 

 
Fig. 2. Percentage of publication based on the day and the brand 
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When considering the principle regarding the conservation of visitors, in addition of 
the regular publication, it is important to analyze the existence of corporate links that 
encourage users to browse websites managed by their own company. In this case, it can 
be said that there are no dissimilarities between brands examined, since all the links 
analyzed are corporate, so that none of the profiles examined has used an external link. 

4 Generation of Repeated Visits 

Although it is not often that brands insert mentions in their publications, the case of 
Zara is especially relevant, since it does not resort to them at any time. 

On the other hand, Ralph Lauren introduces them in 14% of his post and H & M in 
18.1%. These differences are statistically significant (x2 = 35.131, p = 0.000) and they 
have an average effect size (V-Cramer = 0.328, p = 0.000). Also, there is no consensus 
between the brands analyzed with reference to the number of mentions included (x2 = 
39.254, p = 0.000), although the size of the effect found is small (V- Cramer = 0.245; 
p = 0.000). In this way, the case of Ralph Lauren stands out, since it is the only company 
that inserts more than one mention in the same publication, specifically two, although 
it only does it on one occasion (1.8% of the posts made by the brand) (see table 2). 

In this sense, it emphasizes that the only brand that uses the same mention in more 
one occasion is H&M. Specifically, it cites Style Scrapbook twice and Zara three times 
Larsson, TheWeeknd and The Weeknd. 

With reference to hashtags, it should be noted that the differences that occur between 
marks are statistically significant (x2 = 33.232, p = 0.000) and have a average effect 
size (V-Cramer = 0.319, p = 0.000). So, and as you can see in Table 2, Zara is the only 
brand that prefers not to include hashtags in its publications, since it only inserts them 
in 42.1% of its posts, while Ralph Lauren does it in 66.7% and H & M in 79.2%. In this 
way, Zara inserts an average of 0.76 hashtags per publication (with a minimum of 0 and 
a maximum of 3), a figure that rises to 0.93 in the case of Ralph Lauren (minimum = 0, 
maximum = 2) and to 1.17 in the case of H&M (minimum = 0, maximum = 4). These 
dissimilarities are significant (x2 = 73.769; p = 0.000) and have an average effect size 
(V-Cramer = 0.336, p = 0.000). 

#HM is the hashtag that is repeated with greater assiduity in publications analyzed, 
since it appears in 39 H&M post (54.17% of the publications of said brand). The second 
most used hashtag is # ss17, as it can be seen in six post of H&M (8.33%) and in 17 of 
Zara (8.63%). On the other hand, Zara also quotes in 19 occasions to #zaranewin 
(9.65%) and Ralph Lauren turns 16 times to #RLIconicStyle (28.07%). 
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Table 2.  Number of mentions and hashtags per publication based on the mark 

   H&M Zara Ralph 
Lauren Total 

Mentions 

0 

Count 59 197 49 305 
% of mentions  19.3 64.6 16.1 100 
% of brand 81.9 100 86 93.6 
% of total 18.1 60 15 93.6 

1 

Count 13 0 7 20 
% of mentions  65 0 35 100 
% of brand 18.1 0 12.3 6.1 
% of total 4 0 2.1 6.1 

2 

Count 0 0 1 1 
% of mentions  0 0 100 100 
% of brand 0 0 1.8 .3 
% of total 0 0 .3 .3 

Total 

Count 72 197 57 326 
% of mentions  22.1 60.4 17.5 100 
% of brand 100 100 100 100 
% of total 22.1 60.4 17.5 100 

Hashtags 

0 

Count 15 114 19 148 
% of hashtag  10.1 77 12.8 100 
% of brand 20.8 57.9 33.3 45.4 
% of total 4.6 35 5.8 45.4 

1 

Count 41 28 23 92 
% of hashtag  44.6 30.4 25 100 
% of brand 56.9 14.2 40.4 28.2 
% of total 12.6 8.6 7.1 28.2 

2 

Count 7 44 15 66 
% of hashtag  10.6 66.7 22.7 100 
% of brand 9.7 22.3 26.3 20.2 
% of total 2.1 13.5 4.6 20.2 

3 

Count 7 11 0 18 
% of hashtag  38.9 61.1 0 100 
% of brand 9.7 5.6 0 5.5 
% of total 2.1 3.4 0 5.5 

4 

Count 2 0 0 2 
% of hashtag  100 0 0 100 
% of brand 2.8 0 0 .6 
% of total .6 0 0 .6 

Total 

Count 72 197 57 326 
% of hashtag  22.1 60.4 17.5 100 
% of brand 100 100 100 100 
% of total 22.1 60.4 17.5 100 

5 Dialogical Loop Maintenance 

It can be said that it is common for followers to interact with the brand, which include 
comments on almost all publications, in fact, these can be observe in 100% of the posts 
of Ralph Lauren, in 97.5% of the texts of Zara and in 97.2% of the publications of H&M 
(no statistically significant differences between companies). However, the number of 
interactions per post does show dissimilarities depending on the brand (x2 = 249.602; p 
= 0.001), with an effect size large (V-Cramer = 0.619, p = 0.001). Thus, the followers 
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of H&M perform an average of 14.07 interactions per publication (with a minimum of 
0 and a maximum of 77), data that amounts to 35.25 in the case of Zara (minimum = 0 
and maximum = 180) and to 103.40 in the case of Ralph Lauren. This last company 
stands out for being the only one that does not have any post without comment, since 
its minimum is 3, in addition, it has managed to obtain a maximum of 1395 comments 
in a publication that contains a video in which you can observe a group of dogs wearing 
clothes from Ralph Lauren's pet collection. 

When considering whether the brand responds to comments made by its followers 
again there are differences between companies (x2 = 70.867, p = 0.000), although in 
this case the effect size is medium (V-Cramer = 0.466, p = 0.000). A) Yes, highlights 
the Ralph Lauren case, as it does not interact with its followers in any occasion, how-
ever, H&M do so in 23.6% of posts and Zara in 57.4%. 

In addition, the average of comments per publication that each brand also makes 
shows dissimilarities (x2 = 79.049; p = 0.000) and has an average effect size (V- Cramer 
= 0.348; p = 0.000). In this way, Zara makes an average of 1.86 comments per publica-
tion (with a minimum of 0 and a maximum of 15), figure that is reduced to 0.40 in the 
case of H&M (minimum 0 and maximum of 5) and to 0 in that of Ralph Lauren. 

With reference to the reactions, it should be noted that only statistically significant 
differences between brands in the case of "makes me angry "(x2 = 200.344; p = 0.000), 
although the size of the effect found is large (V- Cramer = 0.554; p = 0.000). In partic-
ular, the followers of Zara are those who resort to this negative rating on more occasions 
(M = 2.87), followed by Ralph Lauren (M = 1.95) and H&M (M = 0.53) (see table 3). 
In this sense, and in spite of not existing significant differences between brands, the 
publication that has generated the most reactions between users belongs to Ralph Lau-
ren. It is a post with seven photographs showing an elegant home with Ralph Lauren 
Home products and that has managed to obtain a total of 31244 reactions, being only 
three of them negative (two "it makes me sad" and one "makes me angry"). 

Table 3.  Reactions of users to publications 

Brand Kind of reaction N Min. Max. Average Standard 
deviation 

H&M  

Total number of reactions 72 177 5340 1815.60 1164.976 
Number of “I like it” 72 174 5063 1729.94 1116.563 
Number of “I love it” 72 3 243 75.33 50.376 
Number of "Laughs” 72 0 6 .93 1.260 
Number of “I’m scared” 72 0 31 7.06 6.026 
Number of "I’m sad” 72 0 2 .15 .433 
Number of "I’m angry” 72 0 3 .53 .750 
Number of “ LGBT proud” 72 0 15 .75 2.949 
Number of “I’m proud” 72 0 34 .89 5.023 

Zara 

Total number of reactions 197 56 7486 2550.03 1480.285 
Number of “I like it” 197 55 6975 2423.11 1399.226 
Number of "I love it” 197 0 495 112.45 81.296 
Number of “Laughs” 197 0 46 2.80 5.167 
Number of “I’m scared” 197 0 46 7.35 6.546 
Number of "I’m sad” 197 0 5 .28 .606 
Number of "I’m angry” 197 0 41 2.87 4.462 
Number of “LGBT proud” 197 0 131 .76 9.335 
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Number of “I’m proud” 197 0 21 .42 2.286 

Ralph Lau-
ren 

Total number of reactions 57 289 31244 2245.63 4192.454 
Number of "I like it” 57 268 27950 1999.89 3713.798 
Number of “I love it” 57 0 2996 217.11 450.348 
Number of "Laughs” 57 0 299 7.88 40.012 
Number of “I’m scared” 57 0 286 16.12 38.682 
Number of "I’m sad” 57 0 10 .44 1.402 
Number of “I’m angry” 57 0 37 1.95 6.166 
Number of "LGBT proud” 57 0 2 .09 .391 
Number of "I’m proud” 57 0 0 .00 .000 

 
However, differences between brands can be observed when considering the number 

of times, the publication has been shared by users (x2 = 292.529, p = 0.004), with a 
large effect size (V-Cramer = 0,670; p = 0.004). Thus, the publications of Zara are 
shared an average of 49.43 times (with a minimum of 0 and a maximum of 432), those 
of H&M have an average of 54.67 (minimum = 0 and maximum = 356), a figure that 
increases considerably when observing the case of Ralph Lauren, since it has an average 
of 186.86 (minimum = 0 and maximum = 2203). 

6 Conclusion 

The main results of the present study show that the examined fashion brands comply 
only partially with the principles dialogical analyzed. In addition, it should be noted 
that there is no consensus among the profiles studied with reference to the degree of 
compliance with these principles, since, as has been able to observe, it is usual to find 
statistically significant differences in brand function. 

In general, it could be considered that the companies analyzed should contribute with 
more useful information for their audiences, since, although they often include images, 
it is not usual to insert videos. However, brands use different strategies in relation to 
this topic. Zara, for instance, is the brand that has more publications with photographs 
and Ralph Lauren the least, but this distribution is reversed in the case of videos. These 
two companies show important differences when considering the links, since Zara in-
troduces them in almost all its posts while Ralph Lauren does it only in a residual way. 
In case of Zara is especially striking, as it is the only brand that includes more than one 
link and that has a link that does not redirect to a web. 

When considering the conservation of visitors, it should be noted that there is a sit-
uation similar to the previous one, since this principle is only fulfilled partially and Zara 
and Ralph Lauren show important dissimilarities. In general, it can be said that the fre-
quency of publication is very low for all profiles, although Zara is the one that publishes 
the most and Ralph Lauren the least. But nevertheless, brands do incorporate corporate 
links, as it has not been possible to find one external. 

The interest of the brands examined for generating repeated visits is not perfect. For 
example, it is not usual for the companies analyzed to include mentions. Especially 
striking is the case of Zara, as it does not introduce any, while Ralph Lauren is the only 
brand that inserts more than one mention in its publications. Although the use of 
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hashtags is more common, they are going to produce differences between the profiles 
studied, since Zara is the one that uses them the least and H&M the most. 

Before this, it could be said that the companies examined do not maintain the dia-
logical loop with its followers. Thus, although it is usual for users to interact with brands 
through reactions and comments, it is not often that institutions respond. Thus, it should 
be noted that Ralph Lauren does not answer in any occasion, despite the fact that its 
publications are the most commented. 

Therefore, and in spite of the differences found among the companies examined, we 
can conclude that, although Facebook has a wide dialogical potential, the fashionable 
brands use it minimally. Previous works have already shown that the sector of Fashion 
does not usually dialogue with its followers in social networks, specifically through 
Twitter [23]. 

Thus, despite the fact that academy has frequently studied the dialogical principles 
as a series of tools capable of building relationships between a institution and its public 
[39], the research carried out shows that organizations normally do not maintain rela-
tionships with their audience based on interactivity and commitment [38]. Therefore, it 
could be said that it is not usual for the profession to fully use the potential that the 
Internet and websites offer to build relationships with their audiences [19]. 

In effect, organizations do not usually take full advantage of the potential dialog that 
offers on-line communication to interact with its stakeholders, either through websites 
[9];[15]; [32];[25] or social networks such as Twitter [28] and Facebook [11];[37];[5]. 
In fact, and when examining the particular case of this last social network, it can be 
considered that the principle of dialogical loop is the least used by institutions [11]. 
This situation may be due to organizations not wanting to invest more time and re-
sources in bidirectional communication, or maybe this situation occurs because they 
are not willing to lose control of their communication [38]. 

Finally, it should be noted that, although we consider appropriate to have analyzed 
only the Facebook social network given its importance, this situation could be consid-
ered as the main limitation of the present study, since companies examined may or may 
not be taking advantage of the dialogical potential in a different way that offer other 
social media especially interesting for the audiences of the fashion brands, such as In-
stagram (social network based on photography) or YouTube (platform focused on vid-
eos). Thus, a future line of research that consists in analyzing and comparing the dia-
logue maintained by the fashion brands with its audiences through digital platforms that 
pay special attention to the photographs and videos is now open. 
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