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1. Introduction

Consumers are increasingly using social networking sites (SNSs) to obtain brand information and interact
with other consumers (Gaber et al., 2021; Gutierrez et al.,, 2023). Through them, users can contribute
ideas, evaluations or suggestions, thereby producing content.

These interactions can influence consumer intention (Bhattacharya, 2023) and help build and manage
brand identity. They also help shape debate on social media (Jamil et al., 2021). Since these consumer
interactions are subject to less control and can spread quickly, they also pose a number of challenges
that must be continually monitored (Xue et al., 2023).

There is therefore an academic and managerial need to better understand consumer interactions on
the Internet. To generate knowledge on the subject, this study attempts to identify those variables that
generate a greater degree of participation and interaction that users have with a fashion brand in the
fast fashion segment, a sector that has revolutionised the world of fashion and that has changed produc-
tion, distribution and consumption habits, encouraging a rapid turnover of garments and trends (Stringer,
2023). Moreover, fast fashion brands are emerging as the most effective in online communication.

To do this, we analysed the likes and comments and identified the communication strategy of the
brand Primark in its social interaction with followers of its official Instagram account. This company is
one of the world’s most popular fashion retailers and its genuine communication with customers has
helped it achieve global reach (Ramesh, 2022). As Kraaijenbrink (2019) points out, both its market share
and operating profit margin have increased over the years.
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The use and popularity of Instagram has grown rapidly, especially among young people (Romero
Saletti et al., 2022). This social network allows users to share images and videos publicly or privately, and
other users can view, comment and click the ‘Like’ icon. It also provides the option to apply certain
photographic filters to the images they want to share (Y. J. Lee, 2023). Its growth rate is very high in
terms of registered users thanks to the rise of smartphones. In 2021, there were 1.21 billion monthly
active users, representing more than 28 per cent of the world’s Internet users (Statista, 2023) and this
number is increasing daily.

Since its launch, Instagram has been strongly connected to fashion (Tang & Raheem, 2023), one of
the industries that represents an important part of the world economy (McKinsey & Company, 2019),
which makes Instagram particularly interesting for fashion brands, as they have significantly more follow-
ers and interactions than brands linked to other sectors (Ibrahim & Aljarah, 2023). According to the lit-
erature reviewed, most brands use Instagram for marketing purposes.

A growing number of studies focusing on Instagram are currently emerging, although most of these
highlight the content posted (eg Jin & Ryu, 2019; Jinyoung Yoo et al., 2023; Kim et al., 2023), the reasons
for using Instagram (eg Milanesi et al., 2022), consumer interaction behaviours (Bonilla et al., 2019), and
the characteristics of brand-generated content.

In the context of the communication strategy, the content of Primark’s posts and its interaction on
Instagram are analysed, and whether these interactions point to specific strategies and trends.

Therefore, the main aim of this study is to analyse the levels of engagement of users with the content
posted by Primark on Instagram, the social network where the brand has a greater online presence. To
this end, this study focuses on the following question: What information does engagement between the
Primark brand and consumers provide?

The structure of the study is as follows: Section 2 establishes the theoretical foundations of the
research: theoretical framework, empirical model and hypothesis development. The methodology is set
out in section 3 and the results are analysed in section 4, while the discussion and managerial implica-
tions are presented in section 5. Finally, the limitations and future lines of research are presented in
section 7.

2. Theoretical framework, empirical model and hypothesis development

The importance of multimedia content is relevant for fashion brands on Instagram (Jones & Lee, 2022).
The image constitutes the main element in the content of the post and therefore decisively affects the
engagement of fashion brands with consumers. Several investigations address this subject, including
those by Hu et al. (2014), who define five main categories (selfie, body snap, marketing, product only
and not fashion) and seven subcategories (phase, logo, brand logo, smile, outdoors, people and items)
or those of Na and Kim (2019), who establish seven categories (lookbook and product photos, collection
photos, videos and photos from advertisements and magazine spreads, brand editing, sensitivity images
not directly related to the brand, photos provided by sponsors to celebrities and events using the
Instagram account). Cukul (2015) establishes nine categories to analyse the contents of posts: product,
promotion, advertising, social responsibility (CSR), special days, workplace/workers, consumer-provided
content and public relations (Table 1). Similarly, D. Lee et al. (2018) found that direct information content,
such as mentions of prices or offers, is associated with lower levels of engagement when included in
messages in isolation, but with higher levels of engagement when provided in combination with

Table 1. Definition of the Cukul (2015) model variables.

Variable Definition

Product The product is announced in the post.

Promotion Product discounts are announced.

Advertising The post has an advertising format.

Social responsibility The post shows the brand’s commitment

Special days Internationally recognized days

Workplace/workers Workspaces and/or workers are shown in the post.
Content provided by the consumer The brand reproduces a user’s post.

Public relations The post shows events in which the company has participated.
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attributes related to brand personality, while for Hu et al. (2014) images of fashion brands that show only
the product are less effective in generating likes and comments. However, for Lindell (2019), photos that
show faces attract more likes.

Engagement, or the way in which a follower or consumer relates and interacts with a fashion brand,
is one of the non-economic benefits of brands’ presence on Instagram. Behavioural engagement refers
to an individual’s active, observable participation in actions, behaviours, or specific activities that indicate
a deep, ongoing connection to a brand, organisation, or entity. In essence, behavioural engagement
involves tangible, measurable actions that reflect an active sustained bond with the entity. Various
authors have conceptualised engagement in different ways depending on its dimension (Pansari &
Kumar, 2017). While some have described it as a multidimensional construct composed of three dimen-
sions — cognitive, affective and behavioural — (Ma et al., 2022), others have described it as being unidi-
mensional or two-dimensional (Mir, 2023). Some authors have also included the social dimension in the
previous three when referring to engagement in the social context (Cao et al., 2021). Professionals, on
the other hand, consider behavioural engagement differently. They define it as activities that facilitate
‘repeated interactions that strengthen the emotional, psychological or physical investment that a cus-
tomer has with a brand’ (Ting et al., 2021). Table 2 presents the dimensions used by various authors that
describe consumer engagement and helps identify the common characteristic of the most significant
differences in the way these dimensions are presented.

Instagram analytics tools measure engagement levels based on different types of follower interaction
(likes, shares, comments) (Jones & Lee, 2022).

These interactions are explained by the speed, interactivity and content of these posts. Therefore,
content analysis has been extended to fashion retail brands, where both brands and consumers are
highly engaged and show high probabilities of social interaction (Molina-Prados et al., 2022).

Recent studies have proposed different approaches to analyse the factors that influence engage-
ment in fashion brands’ Instagram posts. For example, Jones and Lee (2022) identify four groups of
factors in the Instagram posts of fashion brands that influence the engagement of followers: charac-
teristics, media types, digital influencers, and messaging strategies used in the posts, while Ha et al.
(2017) examine how images in posts are ‘framed’ and its relationship to user perception and brand
marketing on Instagram.

The research framework follows these findings to firstly analyse social interaction at the content levels
of the posts; secondly, the communication strategy used through the publication of these posts and,
thirdly, the characteristics of the offer, as well as other formal aspects of the post. Therefore, the content
of the posts allows us to formulate the following hypothesis:

Table 2. The dimensions of engagement.

Terminology used

Author

Dimensions

Consumer brand engagement
Consumer/customer engagement
Customer engagement

Customer engagement behaviour
Customer brand engagement

Engagement
Mobile user engagement

Armstrong et al. (2018)
Brodie et al. (2013)
Brodie et al. (2011)
Malthouse et al. (2013)
Vivek et al. (2014)

Van Doorn et al. (2010)
Van Tonder and Petzer (2018)

Liu et al. (2019)
Hollebeek (2011)
Hollebeek et al. (2014)
O’Brien (2010)

Sashi (2012)

Kim et al. (2013)

Buhalis and Mamalakis (2015)
Cvijikj and Michahelles (2013)
Hoffman and Fodor (2010)
Peters et al. (2013)

Cognitive, affection, activation

Cognitive, emotional, behavioural

Cognitive, emotional and behavioural

Levels of engagement (high-low)

Conscious attention, enthused participation,
social connection

Behavioural

Interaction, attention, absorption and
affection

Entertainment, interaction

Cognitive, emotional, behavioural

Cognitive, emotional, behavioural

Focused attention, perceived usability,
aesthetics, endurability, novelty, felt
involvement

Connection, interaction, satisfaction,
retention, commitment, advocacy,
engagement

Cognition, affection, conation

Likes, comments, shares, interaction.
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Hypothesis 1 (H1): The content of the posts affects CE

The communication strategy also conditions the engagement of brands with consumers. Goor (2012)
proposes six categories to classify posts according to the communication strategy used: emotion, persua-
sion, relationship, self-efficacy, sales response and symbolism. This category system has been used spe-
cifically for the analysis of Instagram accounts in the fashion sector. Other studies, such as that of D. Lee
et al. (2018), confirm that the inclusion of widely used content related to brand personality, such as
humour and emotion, is associated with higher levels of consumer engagement (eg comments, shares)
with a message. Thus, regarding the communication strategies that condition brand engagement, the
following content research hypothesis can be formulated:

Hypothesis 2 (H2): Brand communication strategies affect CE.

Another set of variables that condition user-brand engagement is related to aspects of the offer,
as well as other formal elements of the post. Complementing the categories established by Cukul
(2015) and Goor (2012), our own model defines 16 new variables: people, product only, no product/
evocative, text in the image, people’s faces, studio, location, username mentioned, series of images,
video, for men, for women, for children, accessories, makeup and other products. Regarding the vari-
able People, a study by Bakhshi et al. (2014) revealed that the face elicits a greater degree of reaction
on social media, while photographs that have been edited by filters, lighting, shadows and saturation
appear more attractive to the audience and, therefore, increase the number of views and comments
(Jaakonmaki et al., 2017). Another study by Valentini et al. (2018) concluded that when the product
is placed in the foreground of the image, the audience is more engaged, while when the product is
in the background, less interaction occurs. Similarly, content that includes humorous features increases
engagement (Syrdal & Briggs, 2018). In contrast, Hu et al. (2014) showed in their study that images
that include only the product are less favourable to the Instagram audience. Therefore, taking into
account the aspects of the offer, as well as the defined formal elements of the post, the following
hypothesis must be considered:

Hypothesis 3 (H3): The post format and the product categories present in the posts generate CE.

The variables selected for this study are derived from the main objective of analysing the levels of
behavioural engagement generated by the fast fashion brand Primark on Instagram. The choice of these
variables is based on the importance of understanding the interaction between the brand and consum-
ers on this specific platform. First, Primark’s communication strategy on Instagram is examined, since the
way the brand communicates on the platform can significantly influence user engagement. In addition,
the content of the posts is considered within this communication strategy, as the type of content shared
can affect audience engagement and response. Primark’s interaction on Instagram is another key vari-
able, since the way in which it responds to comments and carries out surveys, sweepstakes or other
activities can reflect levels of engagement. Furthermore, we evaluate whether these interactions point to
specific strategies and trends. To differentiate between forms of engagement, hypotheses H3a) and H3b)
are proposed.

H3a) postulates that the number of likes in Primark’s posts is positively related to the communica-
tion strategy, while H3b) establishes that the number of comments is positively associated with the
company’s interaction on Instagram. These hypotheses seek to deepen our understanding of how dif-
ferent forms of engagement can be linked to specific aspects of Primark’s online presence on Instagram.
Together, these variables and hypotheses are designed to provide a comprehensive understanding of
the factors that contribute to engagement, differentiating between likes and comments in interactions
with the audience. Therefore, engagement in the form of likes allows us to formulate the following
hypothesis:

Hypothesis 3a (H3a): Users’ intention to interact with an Instagram account has a positive effect on the num-
ber of likes.

Comments represent the opportunity to share thoughts, ideas and opinions and to generate engage-
ment. They can also be seen as a more reliable source for measuring engagement with users (Chugh
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Figure 1. Proposed research model.

et al,, 2019). It is easy to ignore a like. However, it is not so easy to ignore a comment when a question
is asked or when users agree or disagree with what is said. Content creators often create them to ask
questions, which provide opinions. They create content that generates some type of emotional response
(Bakhshi et al., 2014). Thus, in the case of engagement that generates comments, the following hypoth-
esis can be formulated:

Hypothesis 3b (H3b): Users’ intention to interact with an Instagram account has a positive effect on the
number of comments.

The proposed model is summarised in Figure 1.

3. Methodology
3.1. Method

The design of this study is causal, non-experimental and cross-sectional. The study used data from
Primark’s official Instagram account. Swedberg recommends the use of a case study when undertaking
exploratory work. Similarly, studies related to the fashion sector mainly use content analysis. Therefore,
in order to achieve the objectives described above, this study used a quantitative method and, specifi-
cally, content analysis, which consists of tracking and drawing conclusions from qualitatively collected
data (Serafini & Reid, 2023).

This study used data collected from Primark’s official Instagram profile. To evaluate the behavioural
engagement (Schreiner et al., 2021) of Primark followers, reactions to each post published by Primark on
Instagram during 2017, a key period in which Instagram launched carousel posts that allowed multiple
photos or videos in a single post (Postbuilder, 2023), were recorded. The analysis covered a full year to
obtain data across all seasons of the year and to avoid bias from specific seasons or commercial campaigns.
Systematic randomised sampling was carried out among the posts published by Primark each day, and the
full analysis was carried out with the post chosen for each day. The aim of this sampling was to analyse a
single post each day but without following a fixed rule about which post of the day was chosen to ensure
that patterns of timing or order of publication within a given day did not influence the observed values.
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3.2. Analysis

In the content categorisation process, three different systems were incorporated, highlighting their rele-
vance as key variables in the comprehensive definition of the evaluation. The first, proposed by Cukul
(2015), and the second, outlined by Goor (2012), stand as contrasting models, each contributing a unique
and significant perspective to the classification. Added to this set of established approaches is a third
categorisation, meticulously developed internally by the authors, with a special emphasis on the analysis
of the Primark story. This third system stands as an essential variable by faithfully adhering to the fun-
damental values of integrity, mutual exclusion, objectivity, fidelity and relevance, according to the guide-
lines proposed by Krippendorff (2004).

Each post was scrupulously evaluated, considering its relevance with respect to the 31 predefined
categories and thus highlighting the importance of these variables in the comprehensive analysis. In
addition, a precise count of the reactions generated by each post, whether in the form of likes or com-
ments, was carried out, highlighting the relevance of these metrics as significant indicators of the inter-
action with and reception of the content. It should be noted that in numerically quantifying the
comments, objectivity was preserved by not performing a detailed sentiment analysis, given the linguis-
tic diversity of the account analysed and the possible disconnect with the specific themes of the posts.

Prior to the analysis of the data, three coders from outside the research team were trained. The reli-
ability of the coded data was checked and an inter-coder reliability analysis was subsequently carried
out, measuring Scott’s Pi coefficient and Cohen’s Kappa coefficient, which relate the coded data to the
values that would be obtained randomly. The inter-coder reliability analysis was performed on 50 analy-
sis units, obtaining values in all cases above 0.80 and in most cases with a value of 1, which, however,
was expected in all the descriptive categories in which the subjective evaluation did not appear.

For the treatment and analysis of the data, R version 3.5.1 software was used. The statistical decisions
were made taking 0.05 as the level of significance. Three levels were used for the statistical decisions:
the most demanding with a value of p<.001 (designated ***p), an intermediate value of p<.05 (repre-
sented by **p) and a weaker but relevant third value of p<.1 (denoted *p). Thus, a higher level of sta-
tistical significance, where p<.001, would reveal that the presence of the analysed variable has a strong
and significant relationship with the generation of comments and likes. Frequency tables with the abso-
lute and relative frequencies for the qualitative variables were obtained, as well as tables with the sum-
mary statistics —-N, median and quartiles— for the quantitative variables. Similarly, bivariate tests were
performed for each variable, using the Khi-square test for the qualitative variables and the non-parametric
Mann-Witney test for the quantitative variables. Bivariate tests were also carried out between the response
variables (comments and likes) and each explanatory variable using the non-parametric Mann-Witney or
Kruskal-Wallis test, obtaining the summary statistics N, median and quartiles. Regarding modelling, for
each response variable a multiple linear regression model was fitted. The variables were also transformed
by logarithms. Thus, the observed variable for the comments was:

and the observed variable for the likes was:

O,=I1

Lt n-t

As initial explanatory variables, all those with a p value of less than .1 were included in the bivariate
analysis, while the final model was obtained by eliminating all non-significant variables.

4, Results

In order to obtain the maximum information from the coded data, we carried out a bivariate analysis of
the impact of each variable of the three proposed models on comments and likes, and a multivariate
analysis that helped us strengthen the solidity of the conclusions.
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Regarding the variables of the Cukul (2015) model shown in Table 2, no variable exceeds the strictest
level of significance for likes. In other words, the presence or absence of none of the variables in this
first model has a high positive or negative impact that shows a statistically significant difference.

This result, while revealing very little, can largely be attributed to the fact that some of the variables
proposed by the model involve a number of observations with very asymmetric results regarding their
presence or absence, most notably the case of some variables with an extremely low incidence, such
that differences in the medians of likes, although perceptible in some cases, do not show statistical sig-
nificance. The existence of few observations of some of the Cukul (2015) model variables can be explained
by the obviousness of their presence, as is the case, for example, of the variable Product.

On the other hand, regarding the explanatory factors of the comments, on analysing the p-values,
some variables show statistically significant results at the highest level: in the positive sense, the vari-
ables Product and Promotion, and in the negative sense with an intermediate level of significance the
variable Consumer-provided content. In the latter case the divergence between the results obtained, with
a negative impact for both comments and likes, is striking (although in this case it should be noted that
this variable did not achieve statistical significance at the established levels). This finding is contrary to
what was expected, since by generating greater identification and proximity with the user, the variable
Consumer-provided content would a priori be expected to generate more likes.

It is worth noting the absence of observations for one of the variables, namely Social responsibility,
which a priori could be seen as a candidate for having a greater impact on comments and likes, an
absence that should be evaluated if these observations correspond to a deliberate strategy by Primark.

Table 3 shows the results of the bivariate analysis for the Goor (2012) model, which in terms of sta-
tistical significance are slightly higher than those of the Cukul (2015) model.

For the comments, two variables show high statistical significance but in opposite directions: in the
positive sense Sales response, which when present generates a greater level of interaction, and Symbolism,
in negative, which when present produces fewer comments. At the intermediate level of significance, the
variable Relationship shows a positive impact; however, it is worth noting the opposite negative impact
of this same variable on the generation of likes, although not statistically significant. And along the same
line, beyond statistical stringency, Emotions yielded an unexpected result: its presence generated fewer
comments than its absence.

Regarding the number of likes in the Goor (2012) model, only one variable, Symbolism, achieves the
highest established level of statistical significance. Again, it is the absence of this variable that is associ-
ated with a greater number on average of likes. A second variable, Sales response, achieves a level of
statistical significance of *p, which in this case, is in the positive sense.

With respect to the statistical results of our own model (Table 4), the number of variables showing
significant results at the statistical level is greater than the two previous models.

Regarding the comments, the variables that explain a difference in the median of responses, with the
highest level of statistical significance, are of two types. First, those whose presence increases the

Table 3. Results of the bivariate analysis: the Cukul (2015) model.

Variable Comments Likes

Product (+) p<.001 (+) p=.1165
Promotion (+) p<.001 (+) p=.4287
Advertising (=) p=.7293 (+) p=.7572
Special days (=) p=.5893 (+) p=.1151
Content provided by consumers (-) p=.0071 () p=.6332
PR (=) p=.6543 (-) p=.3944

Table 4. Results of the bivariate analysis: the Goor
(2012) model.

Variable Comments Likes
Emotions (=) p=.4336 (+) p=.7415
Persuasion (+) p=.4804 (+) p=.8998
Relationship (-) p=.0828 (-) p=.338
Self-efficacy (+) p=.4948 (+) p=.7524
Sales response (+) p<.001 (+) p=.0527
Symbolism (-) p=.0039 (-) p=.0364
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number of comments, namely Product only, Studio and For women, and, secondly, those whose absence
increases the number of comments: People, People’s faces and Location. With an intermediate level of
statistical significance, the variable Username mentioned generates fewer comments when absent. This
result is striking because it is different to what was expected, since we might think that its presence
would lead to greater empathy through identification with the user mentioned. This variable also has
less impact on the likes, although without a notable level of significance.

The variables that generate a greater number of likes, with a high level of statistical significance, are
Product only, Studio, Video and For women, and at an intermediate level of significance the variable Series
of images. Statistically significant negative variables include People, People’s faces, Location and For kids.
As discussed in the previous paragraph, those variables with different results to those expected are strik-
ing, such as People and People’s faces, which, far from generating greater empathy, result in less
engagement.

It should be noted that certain variables have contrasting impacts on comments and likes, such as
the presence of Video, which impacts positively and significantly (**p) on likes and negatively on com-
ments, although in this case without statistical significance.

In the multivariate modelling, the relationship between the comments (Tables 5 and 6) and likes
(Tables 7 and 8) and the set of variables considered significant in the previous bivariate test are analysed.
In general terms, the multivariate modelling confirms the analyses and implications mentioned in the
previous paragraphs.

Regarding comments (Table 5), it should be noted that of the Cukul (2015) model variables, only
Promotion achieves statistical significance and does so at the maximum level defined and in a positive
sense. Two of the Goor (2012) model variables, Relationship and Sales response, have a positive impact
on comments, the former with an intermediate level of statistical significance and the latter with a high
level. And again, as in the bivariate analysis, our own model yields a greater number of significant vari-
ables, with the variables People, Product only and For women having a positive impact, while the presence
of the variable People’s faces has a negative impact. Similarly, our model yields a significantly higher
result for R2.

Table 5. Results of the bivariate analysis: own model.

Variable Comments Likes

People (=) p<.001 (=) p<.001

Only product (+) p<.001 (+) p<.001

No product/evocative (=) p<.001 (=) p=.6262

Text in picture (+) p=.5388 (-) p=.2918

People’s faces (=) p<.001 (=) p<.001

Studio (+) p<.001 (+) p<.001

Localization (=) p<.001 (=) p<.001

Username mentioned (-) p=.0014 (-) p=.3006

Series of pictures (=) p=.4973 (+) p=.0219

Video (-) p=.6107 (+) p<.001

For men (=) p=.6791 (-) p=.1600

For women (+) p<.001 (+) p<.001

For kids (-) p=.1387 (=) p<.001

Accessories (+) p=.6218 (+) p=.3524

Make-up (-) p=.166 (=) p=.1877

Other product (+) p=.2244 (+) p=.0068
Table 6. Results of the multivariate analysis for comments.

Variables Estimate Std error t value Pr (>//)

Gukul (2015) model Promotion 0.8920 0.2245 3.97 0.0001

Content provided -0.3673 0.1562 -2.35 0.0192
R2=5.4% by consumer
Goor (2012) model Relationship 0.2953 0.1421 2.08 0.0384

Sales response 0.8566 0.2183 3.92 0.0001
R?=4.3%
Own model People 1.1823 0.3321 3.56 0.0004
R?=16.6% Only product 1.0915 0.2514 4.34 0.0000

People’s faces 1.0286 0.2447 —4.20 0.0000

For women 0.3645 0.1219 2.99 0.0030
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Table 7. Results of the multivariate analysis considering the three models for comments.

Variable Estimate Std error t value Pr (>/t/)

R?=18.5% Sales response 0.6130 0.2025 3.03 0.0026
People 1.1750 0.3284 3.58 0.0004

Only product 1.0500 0.2490 4.22 0.0000

People’s faces -1.0224 0.2420 —4.22 0.0000

For women 0.3385 0.1209 2.80 0.0054

Table 8. Results of the multivariate analysis: Goor (2012) model and our own model for likes.

Variable Estimate Std error t value Pr (>/t/)

Goor (2012) model Sales response 0.3046 0.1111 2.74 0.0064
R2=1.81%

Own model R2=10% People’s face —-0.2614 0.0742 -3.52 0.0005

For women 0.3097 0.0623 4.97 0.0000

Other product 0.2619 0.0825 3.18 0.0016

In a second version of the multivariate modelling, simultaneously considering the three models and
eliminating the variables that do not reach the minimum level of statistical significance required in the
analysis, the explanatory power increases (Table 6).

Regarding likes, in the multivariate analysis considering each model independently (Table 7), no vari-
able from the Cukul (2015) model exceeds the established filters, while in the case of the Goor (2012)
model, only Sales response, with a very low R? value and a positive impact, meets the conditions of
significance at the established statistical level. The results improve for our own model, with three vari-
ables exceeding the imposed filters of statistical significance: with a positive impact, For women, at a
level of significance of ***p, and Other products at the intermediate level of significance of **p; and, with
a negative impact, People’s faces, as occurred for comments.

In the simultaneous consideration of the three models for likes (Table 8), the same variables that
appeared when considering each model independently reappear, confirming the strength of statistical
significance at the maximum level established: People’s faces, whose presence it is confirmed has a neg-
ative impact on the interaction with followers, while the variables For women and Other products have a
positive impact at a high level of statistical significance of ***p. Sales response also has a positive impact,
though with a lower level of significance of *p.

5. Discussion and managerial implications

In order to rigorously determine the variables that result in behavioural engagement, this study used
three models that group the variables into categories and analysed their impact on the response vari-
ables. This study provides an analysis of the impact on engagement on Instagram with an unusually high
number of variables. The results contribute to the previous literature and, at the same time, clarify
aspects in this emerging field of research. This research also provides relevant information for marketing
managers, since determining which factors drive user engagement with the brand has been the subject
of interest in recent years for both academics and marketing specialists. Compared to other social net-
works, Instagram turns out to be the most effective in generating user engagement (Stein et al., 2021).

The results reveal that, in line with the contributions of Jones and Lee (2022), posts attract different
levels of engagement and in different senses (positive/negative) depending on the presence or not of
variables such as Product, People, People’s faces, Sales response or For women, in the case of comments, and
in the case of the likes, Sales response, People’s faces, For women and Other products. This information sug-
gests different, wide-ranging managerial implications. For example, although previous research has shown
consumers’ rejection of advertisements, promotions increase participation on Instagram. Thus, we observe
that, in terms of communication strategies, the factor that generates greater interaction, both in the form
of comments and likes, is the presence of the variable Sales response in the communication strategy. Thus,
those posts intended to generate an immediate sale achieve greater interaction, revealing this to be the
communication strategy to emphasise if the objective is to generate more comments. Thus, according to
the results, we suggest to digital marketing managers that to encourage more productive, positive
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engagement in terms of comments, it is important to consider posts that pursue immediate sales and to
avoid consumer-generated content, which, contrary to expectations, does not seem to generate empathy
or adhesion, an observation that is in line with the study by Bonilla Quijada et al. (2022).

The result of the negative impact on both comments and likes of the variable People’s faces is striking,
a finding that casts doubt on a very common resource as an element in Instagram images and that is
often justified in terms of the humanisation of posts regarding approaching users but which seems not
to generate the expected responses in terms of engagement. This result is in contrast to the study by
Lindell (2019), which confirms the opposite, and that of Bakhshi et al. (2014), which concludes that pho-
tos with faces are more likely to receive a like. Nevertheless, the variable People has a significant positive
impact on comments. In this regard, several studies have attempted to determine the impact on
self-esteem of images with the presence of People (Cohen et al.,, 2017; Tiggemann & Zinoviev, 2019). Of
these, it is worth mentioning in relation to our study that of Tiggemann et al. (2018), who found that
the number of likes does not affect body dissatisfaction. The finding of the positive impact on both
comments and likes of the variable For women is also notable, clearly indicating a bias in favour of posts
that present products for women. Similarly, the positive impact of the presence of the variable Product
only on comments is striking.

However, digital communication managers must give prominence to the product that generates
greater interest among users by giving it a dominant position, especially those aimed at women. The
presence of the personal element is positive as long as it does not focus on the faces of people if the
aim is to generate greater engagement.

Therefore, this study will help fast fashion brand managers and decision makers to implement mar-
keting decisions after evaluating the engagement pursued by the brand and to understand the impact
of its activity on social media in order to improve the brand’s presence and image with the aim of con-
tributing to the company’s financial results. Managing Instagram well is an important opportunity for
those organisations that wish to incorporate this marketing tool into their strategy, since it can contrib-
ute very effectively to strengthening ties with their users. Followers’ attention can be attracted through
content, as this study shows, by prioritising those posts that show the product if the aim is to achieve
greater engagement in the form of comments. Through a communication strategy that seeks an imme-
diate sales response, greater engagement is also achieved in terms of both comments and likes by
avoiding the presence of people’s faces and encouraging the presentation of products for women.

6. Conclusions

The primary purpose of this study was to explore the relationships between the content, visual elements,
communication strategies, post formats and product categories in Instagram posts and their impact on
engagement. Focusing on the context of fast fashion, this study aims to make a significant contribution
to the understanding of the phenomenon of engagement on Instagram. In today’s era, where social
media marketing is of central importance to fashion companies, effective message management on
these platforms becomes crucial to ensure connection with users.

Through this research, we have not only identified but also quantified the elements of posts that
influence the engagement of brands with users. The correct management of content, product categories,
visual elements and post formats emerges as a determining factor in ensuring a successful social media
presence. The results obtained contribute to the understanding of the aspects of Primark’s Instagram
posts that generate meaningful engagement with users, differentiating those elements that have a pos-
itive or negative impact on the responses through comments and likes.

It is important to note that some variables that, a priori, would be expected to show differences in
the generation of engagement do not always meet this expectation. This finding raises the question of
whether companies are reformulating their digital communication strategies, prioritising elements that
generate greater engagement. Moreover, the identification of variables that exhibit asymmetric responses
in comments and likes opens up the possibility of evaluating whether these differential impacts can be
used to reformulate digital communication strategies.

However, it is surprising that none of the variables studied in any of the categorisation models used
in this study generated more comments but fewer likes, although the opposite was quite often the case.
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The results obtained suggest that the measurement of engagement, as applied to market research, is
of great commercial importance. However, to date, they point to an under-exploitation of the digital
potential for engagement in the sector, with companies mainly managing their social media to dissem-
inate information. Furthermore, as Schultz (2016) highlights, using a social network as a communication
channel requires the integration of business knowledge supported by a customer relationship manage-
ment system. This highlights the need for a more comprehensive strategic approach to social media
management to optimise engagement potential in the fast fashion sector.

7. Limitations of the research

Despite the important contributions of this study regarding the understanding of those variables that
generate greater engagement, this analysis has limitations that present possibilities for fruitful future
research. An important limitation of the present study is that the analysis of the comments was based
on quantitative and not qualitative aspects, which would provide valuable information in the analysis of
engagement. Another limitation is that it does not address how user engagement translates into
brand sales.

8. Future lines of research

In order to generalise and confirm the results obtained in this case study, following Conde and Casais
(2023), this study must be replicated with a larger sample of Instagram accounts of mass market organ-
isations. Other interesting aspects would include extending the study over time by aggregating the data
for more years; determining behavioural engagement by investigating other social networks; extending
the study to organisations in other sectors; broadening this study by analysing behavioural engagement
in the luxury sector; reviewing the variables used in this study; and, incorporating qualitative and not
just quantitative of the content of the comments. Another point for improvement would be to answer
the question of how engagement can have an impact on improving the brand’s financial results, the
most ambitious of which would be to study how the interactions that reflect engagement translate into
effective purchasing decisions.
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