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ABSTRACT

The purpose of this study is to research how each visual element affects consumer
engagement of Lulu’s, Nasty Gal, and Tobi’s social media accounts, Pinterest and
Instagram. The three companies chosen are online-only clothing brands that target
fashionable young women. How do Tobi, Nasty Gal, and Lulu’s visual communication
strategies on Instagram and Pinterest affect consumer engagement on the image based
social media websites?

Consumer engagement was measured by collecting “likes” and “repins” of posts
on the social media websites Instagram and Pinterest. The visual elements analyzed were
color, color tone, nature of picture, person present, sponsored posts, type of picture, and
words present. Comparing the strategies of each company, this study concluded Lulu’s
had the most effective strategy for gaining consumer engagement and the overall social
networking strategy of the three online-only clothing brands were effective at gaining

consumer engagement.
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INTRODUCTION

Social media today are major part of modern marketing, “The desire to share our
thoughts, opinions, and experiences is one reason social media and online social networks
have become so popular” (Berger). My research began with reading a popular book on
advertising, titled Contagious: Why Things Catch On written by Jonah Berger. This book
is well respected in the field of advertising for having quality information on why certain
advertising becomes popular. Popularity in this study and in other social media studies is
determined by consumer engagement. Consumer engagement means, liking, sharing, and
overall consumer interaction online on social media. The main idea behind this study is:
“why do certain online companies succeed and others fail?”” I hypothesize that social
media is a major reason why certain online-only clothing companies succeed. Therefore,
studying successful social media campaigns will show what elements encourage
consumers to engage.

Social media is a tool for many companies to market their products. These
companies use social media platforms that post images or words that contribute
significantly to a company’s web presence. This thesis looks at three online-only clothing
companies that target young women in their late teens to mid-twenties: Lulu’s, Nasty
Gal, and Tobi. Specifically, this study examines online-only clothing companies that sell
their own brand, along with other brands. The research focuses on two current social
media platforms with images as the main form of communication: Pinterest and

Instagram. The three online-only brands in this study use both social networks to build
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their brand. Without social media strategies it would be difficult for online-only retail
companies to be popular, this thesis asks: How do Tobi, Nasty Gal, and Lulu’s visual
communication strategies on Instagram and Pinterest affect consumer engagement level
on the image based social media websites?

For online companies, creating a web presence is important for success. There is
little research published about online-only clothing companies and what makes their
social media websites successful. This study looks at visual social media strategies used
by three similar and successful online-only companies, specifically the strategies used on
the two main visual social networking sites today, Pinterest and Instagram. According to
The Statistics Portal, Instagram ranks seventh in most popular social media website and
Pinterest ranks eighth most popular social media website ("Social Media: U.S. Websites
Ranked by Visits 2014”). Popularity is based on the share of visits on the social media
websites as a whole. It is to be noted that Pinterest and Instagram are the two highest
static visual social media websites.

Each website’s social networking data was collected from January 4th- January
31%, a total of four weeks in the beginning of 2015. The data collected examined the
frequency of posts, type of picture, color tone, color, person present, sponsorship, words,
and nature of image. Information about the “likes” and “repins” of posts and of the social
network followers were recorded throughout the study. The data were collected
throughout the four weeks, then analyzed to see what visual communication strategy was

the most effective at engaging consumers on Instagram and Pinterest.
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LITERATURE REVIEW AND DEFINITIONS

To understand the parameters of this study, secondary data, and primary data
collected, the terms and language used for this study must be defined. In order to
understand what is discussed throughout the entire thesis, the definitions and explanations
of the topics for the research are explained in depth. The literature review will define
social network, social media, brand, and online-only clothing websites. It also provides
background of the three websites; Nasty Gal, and Tobi. Background, similarities, and
differences of the three websites are discussed to understand how the three are similar
and why they were chosen for this study. The two static visual social media websites used
in this study, Pinterest and Instagram, are also defined, and background information
given.

Categories of visual elements were collected to analyze if certain strategies of
visual social networking elements are more effective at promoting consumer engagement.
The categories analyzed and collected were type of picture, color tone, color, nature of
image, words in the image; also noted was whether an individual was included in picture-
these categories will be further defined in the literature review. The frequency of posts
throughout the data collection, number of likes, and number of repins were collected in
order to compare which visual strategies are most effective at consumer engagement.
Social Networking Definition

Social network is used often throughout this study. A social network is, “the
creation and maintenance of personal and business relationships online” ("Social

Networking"). Social network is often commonly interchanged with the term social
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media; however, they do have different meanings. Social networking is the action of
posting and creating accounts for social media.
Social Media Definition

The definition for social media is “forms of electronic communication (as Web
sites for social networking and microblogging) through which users create online
communities to share information, ideas, personal messages, and other content (as
videos)” ("Social Media”). Therefore, social media is the website itself, and social
networking is the postings and upkeep of the social media website. For this study the
visual social media websites used were Instagram and Pinterest.
Brand Definition

Another important term used throughout the study is “brand”. A brand is “a
category of products that are all made by a particular company and all have a particular
name” ("Brand”). In this study, brand is used to describe the products that the websites
sell and manufacture. For example “Wildfox” is a brand of sweater sold on Nasty Gal,
but Nasty Gal also creates its own brand of sweaters under the brand “Nasty Gal”. Brand
is also used when describing loyalty of customers. Brand loyalty describes the loyalty of
the consumer to the website and brands sold.
Static Visual Social Media Website

A static visual social media website is a website that users mainly post still
pictures, instead of videos. Pinterest and Instagram are both static visual social media
websites. An example of a visual social media website that is not static would be

YouTube, which is mainly used for videos.
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Consumer Engagement

Consumer engagement is discussed at length in this study when describing what
made a visual element determined to be effective or not. Consumer engagement is the
amount of engagement on a particular image posted. How many likes or repins a post
received, is the amount of engagement. The word consumer is used because these are
online retailer’s social media accounts. Therefore, the followers of the companies are the
consumers who are engaging in the social media.
Online-only Clothing Websites

There are various reasons for studying Lulu’s, Nasty Gal, and Tobi and their
social media websites. Choosing websites that are already successful was important when
looking at the consumer engaging social networking strategy of each website. These
websites are deemed popular because of their large following on social media. All three
websites also carry their own brand, along with a variety of other brands as well. The
three websites target a similar market audience of young, fashion forward women.
Lulu’s Background

One of the websites used in this study is lulus.com. Lulu’s is an online-only
apparel company that sells trendy clothes at moderate to low prices for young women.
Part of their mission statement is as follows, “Lulu’s started with the vision of providing
the latest for the fashionably hip along with providing exceptional value, quality, and
superb customer service” (About Us, Lulu’s). Their mission statement shows that they
are committed to quality clothing that is also trendy. Lulu’s keeps up with the trends by

buying limited quantities of clothing that sell quickly to keep up with the latest fashions.
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“Our brands consist of emerging new designers and our buyers travel the world so that
you can find a style to call your own. We buy in limited quantities as many of our items
come fresh from our designers' studios” (About Us, Lulu’s). This is part of what defines
Lulu’s as an online company.

Lulu’s social media base is very widespread. It has many social networks
including: Facebook, Pinterest, Twitter, Tumblr, Instagram, and Google Plus. Lulu’s has
links to these social networks on its website along with a quick link for users to sign up
for a Lulu’s email subscription to receive 10 percent off the users next purchase. By
providing social media the website is furthering its brand and relationships with
customers.

Lulu’s was created in 1996 by a mother and daughter in Chico, California
(Gascoyne). In 1996 Lulu’s was a brick and mortar shoe store. Today Lulu’s is an online-
only apparel, shoe, and accessories website. The brick and mortar shoe store has been
closed since the launch of lulus.com in 2005 (Gascoyne). On the Lulu’s website today it
sells other clothing brands, as well as its own brand. In 2013 the website had 90
employees and shipped out about 1,000 orders daily (Gascoyne). The website has gained
popularity as well, in 2010 Lulu’s shipped out 248,786 orders and in three years doubled
to 503,539 orders in 2013 (Gascoyne). The website headquarters is a 15,000-square-foot
building in Los Angeles, California, where its clothing is designed, manufactured, and
shipped (Gascoyne). Other clothing brands Lulu’s sells are shipped out of the Los

Angeles headquarters.
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One interesting aspect of Lulu’s is that the creators did not imagine that the
company would be such a success. One of the founders, Debra Cannon, said “This is
beyond what I ever imagined it would be” (Gascoyne). The mother and daughter pair
have built the business to be the success it is today. Debra Cannon and Colleen Winter

are still involved in the everyday process of running the online business.

Nasty Gal Background
Nasty Gal (nastygal.com) is the more well-known website in this study due to the

recent publicity the website has received from the founder, Sophia Amoruso. While
social media data were being collected (January 4"- January 31%, 2015), the founder
Sophia Amoruso stepped down as CEO of the company (Shu). Amoruso stepped down as
CEO on January 12, 2015 (Shu). Amoruso wrote a book called #GIRLBOSS that made
it on the New York Times Best Seller list in 2014. The book tells the story of Amoruso’s
life while also providing entrepreneurship advice (Amoruso). The founder of Nasty Gal’s
story is intriguing because she was a runaway teenager who spent her teens “hitchhiking,
committing petty theft, and dumpster diving” (Amoruso). The first product Amoruso sold
online was a stolen book, now she is the founder and former CEO of a $100 million
dollar plus online fashion retailer with about 200 employees. (Amoruso).

The online website’s mission statement is as follows, “Nasty Gal is a global
online destination for fashion-forward, free-thinking girls.” (About Us, Nasty Gal). The
focus on fashion-forward and being on trend is important to the Nasty Gal brand. The
distinctive name of the website was inspired by Betty Davis. “The name was inspired by

the song and album “Nasty Gal.” Betty Davis, the patron saint of badass women, was
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known for her unapologetically sexy funk music which comprises our vision of
femininity” (About Us, Nasty Gal) This unique “About Us” helps describe the vision of
the trendy and forward thinking website that Nasty Gal is today.

The founder, Sophia Amoruso, got her start in the online retail business on eBay
with her own store called Nasty Gal Vintage in 2006 (About Us, Nasty Gal). Nasty Gal
Vintage sold only vintage clothing on eBay and gave Amoruso the start she needed to
start the Nasty Gal empire (About Us, Nasty Gal). In 2008, Amoruso moved Nasty Gal
off eBay and to its own website: nastygal.com (Amoruso). Today, the website still sells a
small section of vintage clothing, but focuses mainly on new clothing. The website offers
clothing created from other brands, as well as its own Nasty Gal brand. The headquarters
of Nasty Gal is located in Los Angeles, California with a fulfillment center in
Shephersville, Kentucky (Perlroth). From a company that started on eBay, Nasty Gal had
nearly $100 million in sales in 2013 (Perlroth).

Nasty Gal got its start from using social media. Amoruso used to link her
MySpace page to her website and also challenge fans on Facebook to come up with
product names (Perlroth). Today, Nasty Gal has a vast number of social media accounts
including: Instagram, Twitter, Facebook, Tumblr, Pinterest, and a personal blog website.
Nasty Gal actively engages in social media by posting almost daily on most accounts.
Tobi Background

The last of the three online websites analyzed is Tobi.com. Tobi is an online-only
clothing, shoe, and accessory retailer based in San Francisco, California. Tobi designs

and manufactures its own Tobi brand, as well as makes 51 other designers available on
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their website as of January, 2015 (“TOBI Designers”). Its mission statement iS, “Our
concept is fashion at amazing prices. Our mission is to be the best at serving you, our
customer. Our customers are our daily inspiration and we strive to serve them in ways
never imagined. Our approach is: always serve, always build, always long term, always
the beginning. (“TOBI”). The two main concepts from this mission statement are first,
Tobi wants to have the latest fashion at affordable prices, and secondly to achieve this
goal while having outstanding customer service.

Tobi has a unique way to entice first time online customers. Tobi.com offers 50
percent off the first purchase made on the website. Theoretically, this discount persuades
first time buyers to try clothing they cannot try on or see before purchasing, which could
add to Tobi’s success. Tobi is active on many social networks as well, furthering the
reach of their brand. The website has accounts on Facebook, Twitter, Instagram,
Pinterest, and Google Plus.

Similarities: Lulu’s, Nasty Gal, and Tobi

One of the main similarities among Lulu’s, Nasty Gal, and Tobi’s websites is
their customer base; all three website’s main customer focus is a trendy, fashion-forward,
young woman. Since the customer base is mainly women in their twenties, the prices are
relatively similar and affordable. The websites have clothing designed and manufactured
by the company itself, along with outside brands. A fact considerably important to this
study is how the three websites all engage in over five social media websites, specifically
on Instagram and Pinterest. The background on the websites shows that all are privately

held businesses created between 2005 and 2008 in California, USA. The customers these
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companies market to, the online presence, the brands of clothing sold, and background of
formation are similar. These three companies were chosen to collectively analyze their
visual social media strategy.

Differences: Lulu’s, Nasty Gal, and Tobi

One main difference between Lulu’s, Nasty Gal, and Tobi is the number of
employees. Nasty Gal had 200 employees in 2014 (Amoruso). The latest data from
Lulu’s on its number of employees was 90 employees in 2012, a number that could have
easily grown in the past three years. Listed on Chan’s LinkedIn, the creator of Tobi,
claims to have over 300 employees currently.

Store fronts also differentiate the companies. The husband of one of the founders
of Lulu’s husband created a brick and mortar clothing store in Chico, California that sells
Lulu’s clothing (Gascoyne). While the store is not called Lulu’s, it is the only store where
women purchase Lulu’s brand clothing in person, along with other brands. It is unclear
whether the store carries the same brands as LuLus.com, but the store has a different
name and does not appear to affiliate with LuLus.com, even though it’s operated by a
family member of Lulu’s (Gascoyne). Nasty Gal also has announced plans to create store
fronts in California. Taking the online store to a brick and mortar store will happen
during 2015 (Perlroth). It is uncertain whether Tobi is planning to add store fronts. The
important aspects to notice for the differences is that they do not necessarily affect the
current social media strategies of the companies although important to understanding the

companies as a whole.
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Social Media Website Descriptions

Instagram and Pinterest social media websites were chosen to analyze for a
variety of reasons. First, these websites are visual networking websites and are the focus
of this study. This study looks at different categories of images and evaluates the social
media strategies based on the images, among other factors. Instagram and Pinterest are
both static visual social media with higher rates of use by women (Smith). Lulu’s, Nasty
Gal, and Tobi have active Instagram and Pinterest accounts. Defining how the two
websites function is important to understanding why consumer engagement is significant
to social networking of the three companies.

Pinterest (Repins and Likes)

Pinterest is an online social media website that creates a virtual pin board for
users to access at any time. The website allows its users to “pin” and “like” any image
that is posted on the website, as well as its own images to its virtual pin board. In the
context of this study, repins and likes for each image, as well as the number of times per
day the online retailer’s Pinterest account posts a pin will be collected. Repins will be of
higher importance because repins are posted to the users Pinterest board which individual
pinners followers are able to view. Likes on the image posted were recorded, but due to
the nature of Pinterest, likes do not carry as much significance. Pinterest likes are able to
be seen by users and followers, but are not directly posted to a user’s pin board. Since
repins are the most powerful form of consumer engagement on Pinterest, repins will be

compared as equal to a “like” on Instagram.
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Pinterest appeals to businesses because the company can pin images and create a
user base to follow and pin their product. Pinterest has a focus on products, which has
gained the interest of online retailers and marketers (Bakhshi, et.al). The pins are often
linked to the website, so Pinterest users can have the option to buy what they pin.
Pinterest was likely chosen for Lulu’s, Nasty Gal, and Tobi because of the high female
user base. One study found that 68 percent of Pinterest accounts were female users and
that image-based social media seems to be more popular among women (Smith). Further
showing women are the predominate user of Pinterest, 42 percent of online women use
the social media website, while only 13 percent of online men, according to Pew
Research Center (Social Media Update 2014). Which is important to understanding why
these online retailers, selling women’s clothing, would chose to engage in social
networking on Pinterest.

Instagram (Likes)

Instagram is a visual social media website that allows users to post photos to their
account. The social media website is mainly a mobile application that users post pictures,
and follow other Instagram accounts. Instagram has filters for your pictures before
posting and allows users to comment and like other users pictures. A like or comment on
are the two main ways of assessing consumer engagement on Instagram. This study will
look at the followers, following, likes, and number of posts from Lulu’s, Nasty Gal, and
Tobi accounts on Instagram. This social media website was chosen because 28 percent of
women in the U.S. between the ages of 18-29 have Instagram accounts, the largest

demographic for the social network ("Instagram™). Women also make up 53 percent of
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the websites user accounts, so women are slightly more represented on Instagram than
men (Gray). Women are the main audience in both Instagram and Pinterest were
important to deciding on these particular websites to collect visual data from. A like on
Instagram will be compared to a repin on Pinterest, seeing as they are the two main ways
a consumer engages with the audience on these social media websites.
Image Elements and Their Characterizations/Definitions

In analyzing how and why certain image elements add to engagement on social
media, different image elements were collected along with data on engagement. To
decide which elements of pictures to analyze the social media posts by, research was
conducted on design elements. The picture elements recorded were type of picture, color
tone (contrast), color, sponsorship, words, person present, and nature of picture.
Research, further explanation, and examples of the image elements are discussed in the
sections below.
Color Characterization Definition

The main color of the image posted was collected in the study. It is important to
note most images posted have several colors, although only the main color of the image
was collected. For example, if the post had a white background with a model wearing a
red dress, red would be the recorded color in the data. The colors recorded and found in
the study are green, blue, yellow, red, orange, purple, black, white, tan, pink, and grey.
This color characterization section will discuss the most posted colors in the study.

There are many studies on color and what it means to people. Different colors can

have different meanings to people depending on their experiences at that point in time
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(Strauss, et al.). Based on research done on color, people’s color experiences can explain
why people like certain colors (Strauss, et al.). A study titled “Color preferences change
after experience with liked/disliked colored objects” found that color experience did have
an effect on whether a person liked or disliked a color. This can be colors seen on an
everyday basis and how that effects the attitude towards certain colors. One study on why
people like certain colors found, “to understand why people like certain colors, scientists
have focused on evolution. The main theory is that we like colors that are tied to things
that are healthy and promote survival” (Sohn).

For example, the color black with United States citizens is associated with
expensiveness, fear, and grief (Aslam). The color white it can mean purity and truth,
showing that people also associate the color white with positive experiences, (Aslam). An
example of this would be blue, and how it indicates calm and nice weather, would why
people across cultures tend to favor the color blue (Hurlbert, et al.). Also why in turn,
people in general dislike yellow because it can remind them of human excretions or
rotting food (Sohn).

An article on Discovery News discussed a study on why women tend to prefer
red. This is important information for this study because Lulu’s, Nasty Gal, and Tobi all
market to women. The article discussed a theory that women prefer red because of an
evolutionary response: women who would have “needed to spot red berries against the
foliage in hunter-gatherer societies” (Sohn). The research on whether color preference is
an evolutionary response or a response to experience is both studied, although data found

that the two sides had similar outcomes (Strauss et al.). Women also prefer pink more
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often than men, which also indicates an evolutionary response (Hurlbert, et al.). It is
important to note that there is vast research on color theory, with many differing theories.
It is difficult to know exactly what makes people prefer certain colors, although
generalizations about color can be made. Pertaining to this study, white, black, red, pink,

and blue based on research were found to be favorable.

Color Tone Characterization Definition

Color tone in this study was broken into three categories: warm, cool, and black
and white. Tone and contrast are similar for looking at ways to define pictures. Robin
Williams, the author of The Non-designer's Design Book: Design and Typographic
Principles for the Visual Novice, states that “Contrast is one of the most effective ways to
add visual interest” (Williams, page 65). Williams explains in depth what defines contrast
and tone and why it is so important for satisfying images. Williams believes that the more
contrast in the picture, the more satisfying it will be to the eye. Hypothesizing for this
study that it will add to consumer engagement with likes and repins, if it catches the
user’s eye.

Since contrast level is important, yet hard to measure in a picture, the tone of the
images posted were recorded. Tone (contrast) data in this study were placed into three
categories, warm, cool, and black and white. Examples of the images are posted below to
reference each category. Tone has two main categories, warm and cool. Since black and
white pictures are neither, they are collected in a separate category. Warm pictures are
images that contain warm colors, while cool pictures are images that contain cool colors.

As shown below, tan and yellow are warm colors in the Tobi Instagram example. The
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example of the cool image is on Lulu’s Instagram, shows how white and grey are cool

colors. The Nasty Gal Instagram posts shows an example of a black and white image.

Figure 1. Example of Warm Image (Tobi Instagram post):

708/ shoptobi 011w

2,298 likes
shoptobi Well done @curiouserlia ¢) #ALaModeSkirt

Figure 2. Example of cool image (Lulu’s Instagram post):

lulus ©4d
Q link to shop in profile!

2,719 likes

lulus lovely in lulu*s: @meganjedlinski's neutral outfit
featurina our @bbdakota Raani Grev Jacket. Cauaht
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Figure 3. Example of black and white image (Nasty Gal Instagram post):

nastygal

sy

15,628 likes
nastygal There are so many ways to wear
fringe...and we have them all ®® #TurnltUpLouder

Nature of Picture Characterization Definition

The images in the raw data collected were collected in the category of amateur
versus professional. The amateur photos collected were mostly of a more authentic and
casual nature. These photos were more relaxed and un-staged. The professional category
included the staged and posed type pictures. The professional pictures often had white
backgrounds with models wearing the website’s product. Professional category also
included the promotional images posted that were mostly words and did not contain any
product. The distinction between the two could be useful to see if a certain amount of
either type of picture would be important to the level of consumer engagement of the

post.
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Figure 4. Figure 5.
Example of Amateur Image: Example of Professional Image:

Lavender Two-Piece
Dress

(<)

Lovely Com-Beau ‘

Heather grey.

Figures 4 and 5 shown above show the difference between an amateur post and a
professional post. The amateur post is of lower quality, possibly taken by the individual
in the photo, and casual in nature. The professional post is high quality and clearly taken
in a studio environment.

Person Present Characterization Definition

One of the images elements recorded was whether a person was present in the

photo. Literature review research was not conducted on whether a person in a photo

affects consumer engagement on social media. Information on this topic for social media
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use is limited. This study was partly aimed to do research on this, to see if a person in the

photo had an effect on engagement on social media.

Sponsored Picture Characterization Definition

Sponsored picture data was only collected for Pinterest. This is because Instagram
does not have an option to sponsor posts. Pinterest gives companies with Pinterest
accounts the option to promote their pins. It costs money to promote pins as small logo
under the image. The sponsored pins have the name and logo of the company on the
bottom left corner of the pin. An example of a promoted pin from Nasty Gal’s Pinterest
account is shown below. The post on the left circles what the sponsored post on Pinterest.

Figure 6. Figure 7.
Example Nasty Gal Sponsored Post: Example of Nasty Gal Unsponsored Post:

sabird Hendrix

anestry Boot

drix Leather Run, don't walk!

Tastry Boot | Shop Shoes at #NastyGalNewArrivals just hit
Nasty Gal! including these Freebird Hen...
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Type of Picture Characterization Definition

The type of picture that is posted is referring to what is in the image posted
specifically. The categories of pictures were documented by lifestyle, clothing,
accessories, make-up, promotion, and other. Lifestyle pictures refer to images of travel
or interior design. Lifestyle pictures are images that have little to do with promotion of a
product, but rather a certain lifestyle and brand that the company is trying to portray.

Although clothing and accessory image data were collected individually,
throughout the study they had very similar data and images often contained accessories
and clothing in images. Since it was hard to distinguish between clothing and accessories,
the two categories will analyze throughout the study as “apparel”. Apparel will be
clothing and accessories combined everywhere in the study except the raw data collected
in the appendix.

The category “makeup” was hard to define as well, seeing as the websites do not
sell makeup, although a significant portion of the images posted on all websites were of a
person’s face enhancing the makeup only, not any apparel product. The websites also
posted makeup products on their social media websites. Even though they do not sell
makeup, they are building the brand base.

The promotion category of type of pictures has to do with if the image posted is of
a deal on the website such as “50% off all clothing this week” for example, without the
promotion of anything else. The promotion pictures usually had words on it, and were

there to describe sale, not an item or lifestyle.
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The other category of type of pictures is for if any images are posted that do not
fit in the other categories. These usually were humorous posts geared towards the young
women audience. The categories were selected based on previous research and studying
the past social media efforts of Lulu’s, Nasty Gal, and Tobi. Examples of the five

categories are shown below.

Figure 8. Figure 9.

Example Apparel Post (Tobi Instagram): ~ Example Lifestyle Post (Lulu’s Pinterest):

&« PHOTO <

from A Pair and A Spare

1081 shoptobi 01w

3,811 likes

shoptobi For days of salty hair and ocean breeze, g" Added by LuLu*s
the Haute Tropics Shorts are a shore thina. http:// ==



Figure 10.
Example Makeup Post (Tobi Pinterest):

Pin it

from everydaynail.com

1081 Added by Tobi

Figure 12.
Example Other Post (Nasty Gal Instagram):

&

PHOTO

nastygal
Q Link in profile

VN

,. IF YOU STOP

~ EATING DONUTS YOU
WILL LIVE THREE YEARS
LONGER. IT'S JUST THREE
MORE YEARS THAT YOU
WANT A DONUT.
-LEWIS BLACK

pp o

Y

20,878 likes
nastygal @ @ @ #Regram @Sophia_Amoruso
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Figure 11.
Example Promotion Post (Nasty Gal
Instagram):

PHOTO

nastygal

Q Link in profile to shop

Long Weekend
=

Nasty Gal Sale

True Love

9,079 likes
nastygal #JustFacts
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Words Present Characterization Definition

Part of the preliminary research done for defining image element categories was
to study the previous social media of Lulu’s, Nasty Gal, and Tobi. Most pictures posted
did not have words. However, when the image did, the words were either decorative or
promotional. This study looked at whether words on the image had an effect on the
consumer engagement of the post. Examples of decorative versus promotional words on
the image are posted below.

Figure 13.Example Promotional Word Post (Lulu’s Instagram):

lulus

THANKY ()l !
WE'VE HIT 300K!

30

¥ OFF DRESSES
i i CODE: INSTA2OTY

2 018 Ilkes

lulus we've reached 300k!!!! as a special thanks,
we're giving you 20% off dresses for the rest of the
day! just use coupon code INSTA20TY at checkout.
xo #thankvou #lovelulus
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Figure 14. Example Decorative Word Post (Tobi Instagram):

1o Shoptobi

3,217 likes
shoptobi New florals make the weekend better.

RESEARCH METHODOLOGY

General Methods

Data was gathered from the two social media websites: Pinterest and Instagram
and took place January 4th, 2015- January 31st, 2015. The data collected were from the
images posted on Pinterest and Instagram. There are seven image elements of the posts
that were recorded in order to accurately analyze the post and overall social networking
strategy. The data collected over the month were organized in an Excel spreadsheet and
elements of the posts from the websites were recorded daily.

Solely recording the image elements were not sufficient to answer which image

elements had an effect on consumer engagement on Pinterest and Instagram. The number
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of posts per day, likes, and repins were also collected for each company and post. The
amount of engagement is important to the popularity of the posts. How many followers
each website has in the beginning and end of month were recorded.

Once all the data were collected the results were analyzed and discussed. Which
posts were more popular than others is important in determining what visual elements
were most effective. The overall social networking strategy the companies was discussed.
These networking strategies entice fashionable young woman as was found from the
growth of consumer engagement and followers during the four week period. The research
done on the three companies also indicates audience growth of Lulu’s, Nasty Gal, and
Tobi.

Below are the visual elements that were collected January 4™- January 31st, 2015:

Data Collection Segments

1. Frequency of posts

2 Number of repins (Pinterest only)

3. Number of likes (Instagram and Pinterest)
4 Type of picture:

a. Lifestyle, Clothing, Accessories, Makeup, Promotion, and Other

5. Tone (contrast) of picture:

a. Warm, Cool, or Black and White
6. Color of picture
7. Nature of Picture

a. Amateur vs. Professional
8. Words included in picture
a. No words, promotional words or decorative words

9. Person Present in Image or not
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10. Image Sponsored (Pinterest only)
Summarized Steps for Research Method
1. Collect visual and engagement data from all of Lulu’s, Nasty Gal, and Tobi’s
Instagram and Pinterest posts from January 4"-January 31%, 2015.
2. Total the number of posts for each social media account.
3. Calculate average likes on each post on Instagram and calculate the average
repins on each post on Pinterest.
4. Create graphs comparing Lulu’s, Nasty Gal, and Tobi’s different image
elements.
5. Analyze engagement (average likes or repins) compared to the amount of each
visual element.
6. Conclude which visual elements were more effective at attracting consumer

engagement.

Data Collection Key

The following data collection keys were used to analyze the raw data collected
over the four-week time frame data was collected. The raw data were attached in the data
analysis section of this thesis on pages 37-56. Numbers were chosen at random to
represent the data. This was done because of the large amount of posts on the social
media websites. Typing numbers added ease to collection of data in Excel. Numbers
instead of words also added to the ability to easily count the amount of each visual

element per company.
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Data Key:

Posts: Number 1 for the picture described
Repins: Number of repins for the post
Likes: Number of likes for the post
Type: Type of picture is associated with numbers below
Lifestyle=1
Clothing=2
Accessories= 3
Makeup= 4
Promotional=5
Other=6
Tone (Contrast): Overall tone of picture is associated with numbers below
Warm=1
Cool=2
Black and White=3
Color: Main color of the picture is associated with numbers below
Green=1
Blue=2
Yellow=3
Red=4
Orange=5
Purple=6
Black=7
White=8
Tan=9
Pink=10
Grey=11
Nature of Picture: Nature of picture is associated with numbers below
Amateur=1
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Professional= 2
Words: Words on the picture itself associated with number below
No Words=1
Promotional= 2
Decorate=3
Individual: Whether there is a person in the post
Yes=1
No=2
Sponsored: Whether there is the company’s logo on the post
Yes=1
No=2

DATA ANALYSIS

Instagram Data Analysis

Lulu’s Instagram Strategy Analysis
1. Posts on Instagram

In the time frame of January 4'"-31%, 2015, LuLus.com posted 81 times on
Instagram; an average of about three posts per day, the most compared to the other
websites. Although they have a unique strategy where some days they did not post at all,
and some days would post up to five times.

2. Likes on Instagram

The average likes on the Instagram posts were 5,343 likes per image. It is
important to look at the number of likes compared to followers. Comparing this ratio
looks at how many followers engage to “like” the post. Overall, 2.1% of Lulu’s
Instagram followers liked each post approximately. The website had 2.1% average

consumer engagement on Instagram.
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1. Type of Picture
The most common type of picture for Lulu’s Instagram was an apparel post, with
67% of the total post containing clothing and accessories as the focus. The next largest
category was “other” at 28% of the posts. The other posts were mostly humor related and
that received a large amount of likes. Examples of apparel and other posts on Lulu’s are
shown below, which made up 95% of the type of pictures.
Data collected for Type of Picture category:
Apparel: 54 (66.8%)
Other: 23 (28.3%)
Lifestyle: 3 (3.7%)
Makeup: 1 (1.2%)
Promotion: O
2. Color Tone
The overall color tone with warm versus cool with the picture were relatively
similar. The number of warm color tone pictures was 36 and 34 cool tone pictures. The
other 11 pictures were black and white. Color tone did not seem to have a significant
effect on the amount of consumer engagement of the Instagram post.
Data collected for Color Tone category:
Warm: 36 (44.4%)
Cool: 34 (42%)

Black and White: 11 (13.6%)
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3. Color
The main color of images posted on Lulu’s Instagram were diverse, although had
three main colors that were posted more often than others. Blue, black, and white were
posted the most frequently making up about 75% of the main colors combined. 25% of
the colors are fairly basic compared to other colors posted less frequently such as green,
yellow, red, orange, purple, tan, pink and grey. As a whole the color used on Lulu’s
Instagram was focused on the apparel in the image because the majority of posts had
white backgrounds.
Data collected for Color category:
Black: 25 (30.9%)
White: 19 (23.5%)
Blue: 17 (20.9%)
Pink: 9 (11.1%)
Grey: 5 (6.2%)
Green: 2 (2.5%)
Yellow: 2 (2.5%)
Red: 1 (1.2%)
Tan: 1 (1.2%)
Orange: 0

Purple: 0
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4. Nature of Picture

As discussed previously, the nature of picture is whether the picture appears to be
amateur and authentic, or a more professional and posed. The majority of Lulu’s
Instagram posts were professional, with 68 of the 81 posts being posed photographs.

Data collected for Nature of Picture category:

Professional: 68 (84%)
Amateur: 13 (16%)

5. Word in Image

The majority of Lulu’s Instagram posts did not have words included in the actual
image, 78% of the posts did not contain any words. 17% of posts that contained
decorative words, usually having to do with the “other” category in the type of picture.
The words used were quotes or humorous sayings. The last 5% of posts were
promotional, usually announcing a sale or promotional tactic.

Data collected for Word in Image category:

No words: 63 (77.8%)
Decorative: 14 (17.3%)
Promotional: 4 (4.9%)
6. Person Present
The Lulu’s Instagram posts mostly had an individual present in the photograph,
however only by a small margin: 38 posts did not having a person present and 43 had a
person in the post. The pictures without people were mostly either humorous posts in the

“other” category or just had objects in the frame with no person present.
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Data collected for Person Present category:
Person Present: 43 (53.1%)

No Person Present: 38 (46.9%)

Nasty Gal Instagram Strategy Analysis
1. Posts on Instagram

Nasty Gal’s Instagram account had a total of 66 posts during the four weeks of
data collection. This was the middle amount of posts of the three websites. The Instagram
account had an average of 2.4 posts per day. The Instagram account had a steady amount
of posts, posting one to three times per day throughout the four weeks.

2. Likes on Instagram

The average likes were much higher than the other websites, at 19,386 likes per
image posted. Which is to be expected considering they have the most followers on the
social media website at 1.5 million Instagram followers. Given that information, 1.3% of
Nasty Gal’s followers approximately liked each picture.

3. Type of Picture

Nasty Gal as a whole had diverse types of pictures on its Instagram account.
Although they did have a majority of apparel like the other websites, they also had a
variety of other types of pictures. Most of the pictures were more than just a white
background and apparel, they were unique.

Data collected for Type of Picture category:
Apparel: 48 (72.7%)

Promotion: 7 (10.6%)
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Other: 5 (7.7%)
Lifestyle: 4 (6%)
Makeup: 2 (3%)
4. Color Tone
The majority of the pictures posted were warm color tones at about 76 of the total.
The nature of the photo posted and type of picture. The pictures had a wide range, not
just a white background, and were often outside so it was bright, warm coloring.
Data collected for Color Tone category:
Warm: 50 (75.8%)
Cool: 13 (19.7%)
Black and White: 3 (4.5%)
5. Color
Color on the Nasty Gal Instagram was very diverse compared to the other
websites Instagram’s, unlike other websites where black was the most posted color.
Data collected for Color category:
Black: 16 (24.2%)
White: 10 (15.2%)
Pink: 10 (15.2%)
Red: 9 (13.6%)
Blue: 8 (12.1%)
Tan: 5 (7.6%)

Yellow: 3 (4.5%)
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Grey: 2 (3.0%)
Orange: 2 (3.0%)
Green: 1 (1.5%)
Purple: 0
6. Nature of Picture
Nasty Gal Instagram had 21 posts of amateur pictures and 45 professional photos.
Data collected for Nature of Picture category:
Professional: 45 (69.7%)
Amateur: 21 (30.3%)
7. Word in Image
The majority of Nasty Gal’s Instagram posts did not have words in the post. The
four decorative posts were humorous posts without pictures. The promotional words
described sales or current promotions on the website.
Data collected for Word in Image category:
No Words Present: 60 (90.9%)
Decorative: 4 (6.1%)
Promotional: 2 (3.0%)
8. Person Present
There was 44 posts which had people and 22 which did not. The posts without
often had merchandise only or were lifestyle images. Posts with people present seemed to
have more consumer engagement.

Data collected for Person Present category:
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Person Present: 44 (66.7%)
No Person Present: 22 (33.3%)
Tobi Instagram Strategy Analysis
1. Posts on Instagram
In the four weeks data was collected from Tobi’s Instagram account, from a total
of 59 posts. The least amount compared to the other websites. There was an average of
2.2 posts per day.
2. Likes on Instagram
The average likes were 2,424 on each Tobi Instagram post. The website had 1.8%
of followers like each Instagram posted. This was average compared to the other two
websites data.
3. Type of Picture
Tobi had a repetitive strategy, 44 out of the 59 posts were clothing, mostly with
white backgrounds directly from the website itself. Their posts did not have very much
variety and were mostly outfits of clothing sold on the website.
Data collected for Type of Picture category:
Apparel: 48 (81.4%)
Lifestyle: 6 (10.6%)
Other: 5 (8.4%)
Makeup: 0

Promotion: 0
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9. Color Tone
Tobi’s Instagram had the majority of warm color tone posts, then cool tone posts,
then the least amount of black and white.
Data collected for Color Tone category:
Warm: 38 (64.4%)
Cool: 18 (30.5%)
Black and White: 3 (5.1%)
10. Color
The colors posted for Tobi had a majority of black Instagram’s, with 25 out of the
59 posts being mainly black. White, blue, and tan were also common colors posted.
Data collected for Color category:
Black: 25 (42.4%)
Grey: 7 (11.8%)
Red: 6 (10.1%)
White: 5 (8.5%)
Green: 4 (6.8%)
Blue: 4 (6.8%)
Tan: 4 (6.8%)
Pink: 2 (3.4%)
Yellow: 1 (1.7%)
Purple: 1 (1.7%)

Orange: 0
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11. Nature of Picture
The majority of the pictures on Tobi’s Instagram are professional pictures. This is
to be expected from the type of picture category. The pictures posted had a low variety
compared to the other websites Instagram posts.
Data collected for Nature of Picture category:
Professional: 56 (93.2%)
Amateur: 3 (6.8%)
12. Word in Image
About half of the posts on Tobi’s Instagram had no words, about 40 percent of the
posts had promotional words, and about 12 percent had decorative words. The
promotional words were mostly the name of the company typed on the picture.
Data collected for Word in Image category:
No Words Present: 29 (49.2%)
Promotional: 23 (39%)
Decorative: 7 (11.8%)
13. Person Present
The majority of posts on Tobi’s Instagram did not have a person in the picture.
This is unusual compared to the other company’s strategies on Instagram, most posts
usually contain a person.
Data collected for Person Present category:
No Person Present: 38 (64.4%)

Person Present: 21 (35.6%)



Cerne 38

Pinterest Data Analysis

Lulu’s Pinterest Strategy Analysis
1. Posts on Pinterest

Lulu’s Pinterest was the least active at social networking of the three websites
accounts. They had significantly less posts during the time period than Nasty Gal and
Tobi. Lulu’s Pinterest had a total of 142 posts during the 4 weeks, with an average of 5
posts per day.

2. Repins and Likes on Pinterest

Lulu’s had the highest average repins and likes for Pinterest accounts. The
average number of repins per post was 191 and averages likes per post was 39. This study
will examine the ratio of repins compared to followers, as repins on Pinterest are most
similar to likes on Instagram. With an average amount of followers of 74,136, the
consumer engagement was .26% of followers repining each post. This was the largest
amount of Pinterest consumer engagement compared to Lulu’s and Tobi.

3. Type of Picture

The majority of Lulu’s Pinterest posts were apparel related. The next largest
category is other posts, these were mainly humorous sayings or posts that were popular
on the social media.

Data collected for Type of Picture category:
Apparel: 112 (78.9%)
Other: 13 (9.1%)
Make-up: 12 (8.5%)

Lifestyle: 5 (3.5%)
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Promotion: 0
4. Color Tone
The color tone for posts on Lulu’s Pinterest were mainly warm posts, with cool as
the next category most posted. Black and white were the least common tone of picture,
this is common compared to the other website’s strategies.
Data collected for Color Tone category:
Warm: 79 (55.6%)
Cool: 61 (43%)
Black and White: 2 (1.4%)
5. Color
The main color Lulu’s Pinterest posted was black, this was the similar to other
websites. What differentiated Lulu’s pattern of color was that they had concentrated use
of color. With about 74% of the color concentrated in black, white, and tan.
Data collected for Color category:
Black: 50 (36.2%)
White: 30 (21.1%)
Tan: 23 (16.2%)
Blue: 15 (10.6%)
Grey: 8 (5.6%)
Red: 8 (5.6%)
Pink: 6 (4.2%)

Green: 1 (0.7%)
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Yellow: 1 (0.7%)
Orange: 0
Purple: 0
6. Nature of Picture
The majority of pictures posted on Lulu’s Pinterest were professional, with
amateur pictures accounting for only 20 percent of the posts.
Data collected for Nature of Picture category:
Professional: 113 (79.6%)
Amateur: 29 (20.4%)
7. Word in Image
The majority of posts on Lulu’s Pinterest had no words present in the picture.
Only 11 of the posts had decorative, and two of the posts contained promotional words.
Data collected for Word in Image category:
No Words Present: 129 (90.8%)
Decorative: 11 (7.7%)
Promotional: 2 (1.5%)
8. Person Present
Lulu’s Pinterest had mostly people in their posts, with 114 of the total posts
featuring a person. Only 28 of the posts did not contain a person.
Data collected for Person Present category:
Person Present: 114 (80.2%)

No Person Present: 28 (19.8%)
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9. Sponsored Post
The majority of all Pinterest posts from the three websites were not sponsored.
Lulu’s strategy was similar, with the vast majority of posts not sponsored.
Data collected for Sponsored Post category:
Not Sponsored: 112 (78.9%)

Sponsored: 30 (21.2%)

Nasty Gal Pinterest Strategy Analysis

1. Posts on Pinterest

Nasty Gal’s Pinterest account had the most posts compared to the other three
websites at 594 images posted during the four weeks. This is an average of 22 posts per
day on Pinterest.

2. Repins and Likes on Pinterest

Nasty Gal’s Pinterest pins had an average repin count of 65 and an average likes
of 18. With an average amount of followers of 122,118, the consumer engagement was
.05% of followers repining the post.

3. Type of Picture

The majority of Nasty Gal’s Pinterest posts were apparel related. The next largest
category was lifestyle posts and make-up. Nasty Gal had a diverse range of type of
pictures compared to other company’s strategies.

Data collected for Type of Picture category:
Apparel: 482 (81.1%)

Lifestyle: 45 (7.6%)
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Make-up: 36 (6.1%)
Other: 31 (5.2%)
Promotion: 0
4. Color Tone
Nasty Gal’s Pinterest posts were mainly warm tone. The cool tones and black and
white were used, but significantly less than other websites.
Data collected for Color Tone category:
Warm: 379 (63.8%)
Cool: 142 (23.9%)
Black and White: 73 (12.3%)
5. Color
The color range was widespread on Nasty Gal’s Pinterest account. Similar to the
other websites, black was one of the most posted colors. However Nasty Gal’s most
posted color was red, unusual compared to the other website’s data.
Data collected for Color category:
Red: 147 (24.7%)
Black: 136 (22.9%)
Purple: 87 (14.6%)
Grey: 57 (9.6%)
White: 51 (8.6%)
Blue: 47 (7.9%)

Green: 31 (5.2%)
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Tan: 30 (5.1%)
Yellow: 8 (1.3%)
Orange: 0
Pink: 0
6. Nature of Picture
On Nasty Gal’s Pinterest professional pictures were the most frequent posts.
Nasty Gal’s strategy was similar to the other websites with posed, high-quality pictures
posted on Pinterest.
Data collected for Nature of Picture category:
Professional: 510 (85.9%)
Amateur: 84 (14.1%)
7. Word in Image
The large majority of pictures posted on Nasty Gal’s Pinterest account did not
have words on the picture. Promotional words and decorative words were only used for
38 posts out of 594 total Pinterest posts, a small amount compared to other websites in
the study.
Data collected for Word in Image category:
No Words Present: 556 (93.6%)
Decorative: 23 (3.9%)

Promotional: 15 (2.5%)
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8. Person Present
Nasty Gal’s Pinterest account posted 210 pictures without a person present in the
post. The website posted 384 pictures including a person, indicating a person present was
the dominant post strategy.
Data collected for Person Present category:
Person Present: 384 (64.6%)
No Person Present: 210 (35.4%)
9. Sponsored Post
Nasty Gal’s Pinterest account had a majority of non-sponsored posts during the
data collection time frame. Sponsored posts accounted for 176 of the posts, while non-
sponsored posts accounted for 418.
Data collected for Sponsored Post category:
Not Sponsored: 418 (70.4%)

Sponsored: 176 (29.6%)

Tobi Pinterest Strategy Analysis

1. Posts on Pinterest

Tobi had a total of 438 Pinterest Pins posted throughout the four week data
collection period. This is an average of 16.2 posts per day on Pinterest.

2. Repins and Likes on Pinterest

Tobi’s Pins had an average amount of Repins of about 10 per post and 3 Likes per
post. Tobi’s Pinterest had an average of 47,269 followers, with .02% of followers

engaging with the post.
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3. Type of Picture
Tobi had a repetitive strategy on Pinterest, with over 93 percent of images posted
being apparel. The next largest categories of significance were lifestyle and other,
accounting for about 3 percent of the posts each.
Data collected for Type of Picture category:
Apparel: 409 (93.3%)
Lifestyle: 15 (3.4%)
Other: 10 (3.2%)
Make-up: 4 (0.9%)
Promotion: 0
4. Color Tone
Color tone for Tobi was more even than other websites. Tobi had a majority of
warm tone posts with 226 of the total. While the cool posts were just behind at 195 posts
on Pinterest.
Data collected for Color Tone category:
Warm: 226 (51.6%)
Cool: 195 (44.5%)
Black and White: 17 (3.9%)
5. Color
The most common colors posted on Tobi’s Pinterest were blue, black, white, and

pink. This is typical compared to the other social media data.
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Data collected for Color category:
Black: 133 (30.4%)
Blue: 86 (19.6%)
White: 63 (14.4%)
Red: 37 (8.4%)
Pink: 36 (8.2%)
Grey: 29 (6.6%)
Tan: 23 (5.3%)
Green: 16 (3.7%)
Yellow: 11 (2.5%)
Orange: 4 (0.9%)
Purple: 0
6. Nature of Picture
Almost all of Tobi’s posts on Pinterest were professional.
Data collected for Nature of Picture category:
Professional: 430 (98.2%)
Amateur: 8 (1.8%)
7. Word in Image
The majority of Tobi’s Pinterest posts have no words present in the image. If the
post did have words, it was usually promotional, as there was only one decorative post.
Data collected for Word in Image category:

No Words Present: 416 (95%)
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Promotional: 21 (4.8%)
Decorative: 1 (0.2%)
8. Person Present
The majority of the posts did not have a person in the Pinterest image.
Data collected for Person Present category:
Person Present: 426 (97.3%)
No Person Present: 12 (2.7%)
9. Sponsored Post
The majority of Tobi Pinterest posts were not sponsored/promoted pins.
Data collected for Sponsored Post category:
Not Sponsored: 423 (96.6%)

Sponsored: 15 (3.4%)

DISCUSSION OF DATA ANALYSIS

The section above, Data Analysis, showed the exact data collected and all of the
information that was found. This section Discussion of Data Analysis discusses which
image elements had the greatest effect on consumer engagement, thus answering the
question of which visual communication strategies on Instagram and Pinterest affected
the consumer engagement level on the image based social media websites the most. In
order to decide which social media had the greatest consumer engagement, two
components must be analyzed: first, the companies that had the greatest percent increase

in followers during the time frame and second, the companies with the biggest ratio of
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consumer engagement (ratio of consumer engagement meaning the amount of likes or

repins compared to the followers of the social media websites).

How Overall Effective Consumer Engagement Was Measured
It is important for this study to discuss the percentage of followers who engaged

in the post. The consumer engagement ratio of followers to amount of consumer
engagement (amount of likes) was used to analyze overall success. The number of
followers and likes overall were not taken into account for the overall consumer
engagement. While total likes and followers is important to looking at the success of the
brand, this study analyzes the effectiveness of visual communication strategies by
analyzing consumer engagement. Therefore, the percentage of followers that liked each
post is the best way to determine overall consumer engagement.

The overall success of each website’s visual social media consumer engagement
the order is as follows: Lulu’s, Tobi, Nasty Gal. With Lulu’s as the most successful, and
Nasty Gal as the least successful. The only discrepancy is the comparison of Pinterest
engagement between Tobi and Nasty Gal. Nasty Gal was more popular than Tobi by .03
percent. The margins between Tobi and Nasty Gal are small for deciding the

effectiveness of consumer engagement.
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Social Media Website Consumer Engagement

Table 1. Table 2.

Percentage of Likes Compared to Followers Percentage of Repins Compared to
On Instagram Followers On Pinterest
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Perhaps more beneficial than looking at the increase in followers is the ratio of
likes and repins of each post compared to the followers. Hypothesizing that the higher
ratio of engagement, the more successful and popular the post. This was completed by
calculating the average followers during the four week data collection compared to the
average likes and repins on Instagram and Pinterest. On Instagram, Lulu’s was the most
successful and Nasty Gal was the least successful, with Tobi in the middle. This is the
same order of success as the social media website followers in the section above. On
Pinterest however, Lulu’s was the most successful, but Nasty Gal was the second most
successful with Tobi as the least successful.

Social Media Website Followers

The social networking strategy added to the popularity and success of the
company. All three websites increased their social media followers in the time frame that
data collected. For both Instagram and Pinterest percentage increase in followers Lulu’s

had the highest increase, then Tobi, with Nasty Gal with the least increase in followers.
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Table 3. Table 4.
Percentage Increase in Followers On Percentage Increase in Followers On
Instagram Pinterest
0.00% 8.00%
@ 15.00% U 6.00%
bl 5]
o =
E 10.00% » 4.00%
w 2
(1))
£ 500% . £ 2.00% I
o 3]
LR LI
5 0.00% oo 0.00%
& Lulu's Nasty Ga Tobi Lulu's Nasty Ga Tobi
Online-Only Retail Websites Online-Only Retail Websites

This shows how successful the website’s posts were in attracting a larger follower base
on the social networks. Therefore Lulu’s was the most successful and Nasty Gal was the

least successful.

Visual Communication Element Category Conclusions

Color Category Conclusions
The main color of the image appeared to have an effect on levels of consumer

engagement. The most common colors posted were black, and white. As table 5 and 6
below show, the use of color was fairly similar for each website on both Instagram and
Pinterest. Lulu’s and Tobi had low range of color, which in this study shows that
followers liked consistency in color choice. Nasty Gal, the least popular had a wider
range in color with lower percentages of each color individually. However, on Pinterest it
shows that followers liked Nasty Gal more than Tobi, which could partly be because of

the spike in use of mainly black and red in posts.
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Table 5. and 6.
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Tables 5 and 6 above show that the use of color on Instagram and Pinterest were
similar for both websites and the three companies. Consumers on Instagram and Pinterest
liked the colors white and black, and also consistency in colors posted. The colors black
and white could have been popular for many reasons, as discussed in the literature review

under color section.
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Color Tone Category Conclusions

The tone of the posts was divided into warm, cool, and black and white. Black
and white pictures were the least used on all social media websites. This is interesting
data considering color photos with mainly black and white clothing or background were
the most popular, deducing that people like black and white coloring, just not solely a
black and white picture. The color tone did not have that great of an effect on the
consumer engagement according to the data collected.

On Instagram Lulu’s was the most popular according to percentage of likes, and
Lulu’s posted an even number of warm and cool photos. Nasty Gal’s Pinterest account
had the widest range of cool and warm posts, deucing that followers liked a more even
number of warm and cool posts. According to the graphs below, cool color tone would
also be considered more effective at gaining consumer engagement. However, the data
show a greater leaning towards even use of warm and cool being more effective.

On Pinterest the use of warm and cool tones was different for the websites. The
most even use of warm and cool tones was by Tobi, which was the least successful
Pinterest account according to consumer engagement. However, the most effective social
media strategy was again Lulu’s, and it still had a fairly even use of warm and cool tones.
The discrepancies in data of warm and cool tones on Pinterest and Instagram show that
warm, cool, and black and white did not have an effect on attracting consumer

engagement.
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Table 7. and 8.
Instagram Color Tone Graph
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Nature of Picture Category Conclusions

The nature of picture is important, whether the picture looks posed and
professional is different than if the picture is relaxed and appears to be amateur. The
difference between this changes the entire feel of the picture. The posed, professional
pictures were often straight from the website and just contained the merchandise. The

amateur, relaxed pictures looked like they could be on a personal Instagram account
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instead of a company one. Overall, each company posted more professional pictures than
amateur.

One strategy of the Instagram accounts was to post mainly professional pictures.
Lulu’s was the most effective at consumer engagement and posted professional type
pictures 84 percent of the time. Tobi was the next effective and 93 percent of professional
photos. Nasty Gal had the least amount of professional photos, at about 70 percent. This
shows an inconsistency in effective consumer engagement and the nature of the picture.
This indicates nature of picture did not have a great effect on Instagram consumer
engagement.

On Pinterest Lulu’s was the most effective at consumer engagement in form of
repins. Lulu’s had about 80 percent of posts that were professional. Tobi’s Pinterest
account had the least effective strategy with 98 percent professional photos. The most
effective websites on Pinterest had the lowest amount of professional posts, while the

least effective websites had the largest amount of professional photos.
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Instagram Nature of Picture Graph
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As the data in the graphs above prove, overall differences between professional

photos and amateur photos did not have an effect at gaining consumer engagement on

Instagram. On Pinterest however, amateur photos were more effective at gaining

consumer engagement. Due to the type of website Pinterest is. Although they are both
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visual social media websites, they do have differences as discussed in the literature

review.

Person Present Category Conclusions
The strategies for whether a person was present in the post on Instagram or

Pinterest had large variation depending on which company and social media website was
used. The data showed that Nasty Gal had a similar strategy for posts with people or not,
at about 65 percent of the time for both Pinterest and Instagram. Tobi had different
strategies for Instagram versus Pinterest. On Tobi’s Instagram account, they posted
pictures without people 65 percent of the time, the only account that posted mostly
pictures without people. However, on Tobi’s Pinterest they posted pictures without
people 3 percent of the time. The change in type of posts was significantly different
depending on the social network used. Lulu’s used people in posts more often than no
person present on both Instagram and Pinterest, although Lulu’s had a larger margin of

people used on Pinterest.
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Table 11. and 12.
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Given the inconsistency of whether people in the post on Instagram or Pinterest

accounts shown on the graphs above, whether a person was present did not have a great

effect on engaging consumers.

Sponsored Category Conclusions

Whether the Pinterest post was sponsored or unsponsored was important to look

at for the hypothesis that the unsponsored posts would be more effective at gaining

consumer engagement. Tobi was the least effective at consumer engagement on Pinterest,
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yet they had the least percentage of sponsored posts. That shows that sponsored posts

were not a deterring factor for consumers to engage in the social media.

Table 13.
Pinterest Sponsored Posts
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Table 13 above shows the sponsored versus not sponsored posts on Pinterest only.
Type of Picture Category Conclusions

The majority of type of pictures posted on both Pinterest and Instagram were
apparel posts. As mentioned earlier, apparel encompassed both clothing and accessories.
A majority of apparel posts were expected because of the type of websites Lulu’s, Nasty
Gal, and Tobi are. They are online-only clothing websites so mainly apparel posted on
their social media is expected. The next categories that were posted were lifestyle and
other posts. From the data collected in the graph below, the category other had an effect
on consumer engagement. Lulu’s had the percentage of other posts on both Instagram and

Pinterest. Other posts were mainly humorous in nature, leading to the posts being
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entertaining for the follower. The humorous posts from the data shown below would lead

to more consumer engagement.

Each website had an increase in followers during the data collected, showing the

increasing popularity in the social media of the company. Therefore, posting mainly

apparel posts has led to increased consumer engagement overall.

Table 14. and 15.

90.00%
B.00%
T0.00%
B0.00%
50.00%
40,005
30.00%
20.00%
10.006

0.00%

1003

B0

G0

47003

2000

0003

Appanal

Apparel

Instagram Type of Picture Graph

Lif gty Blakeup Promatian

Wlulu's Whasty Gal ¥ Taobi

Pinterest Type of Picture Graph

Lifesiyle Makeug Promotian

B Lalu's ™ Nasey Gal Taki

Crther

Other



Cerne 60

Words Present In Post Category Conclusions

The majority of posts on Instagram and Pinterest did not have words present on
the post itself. This category is data collected on words specifically typed or written onto
the image itself.

Table 16. and 17.
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CONCLUSIONS
Summary of Conclusions from Data Analysis and Literature Review

Summarizing the data analysis above, there was a clear strategy used by each of
the companies on Instagram and Pinterest. Since Lulu’s, Tobi, and Nasty Gal are shown
to be successful on their social media, the strategies of these companies would be useful
to analyze for other online-only clothing brands targeting fashionable young women.

The data analysis found that color and type of picture were seen to have the
greatest impact on consumer engagement. Looking at these specific elements when
creating a social networking strategy would be useful to creating a successful social
media account.

Uncontrollable Effects on Data Findings

After finishing the data collection and analyzing the findings, there are several
uncontrollable elements that could have had an effect on the data collected. The
consumer engagement on the social media websites could be attributed to quality fashion
of the company on the website. This element is subjective, causing difficulties tin
determining which company has the more fashionable clothing.

Subjectivity of the Study

The way the data was collected, and data analysis were preformed were highly
subjective. When the data was collected the categories, like color tone, were subjective to
what the researcher thought when looking at the posted image. Therefore, the data could

be determined and analyzed differently, for each individual. Also the data analysis
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portion of the study was subjective. Meaning, which visual elements were seen to be
significant compared to consumer engagement.
Short Comings of Data

The information collected during a four week time frame in January, to get more
accurate and complete results from a social media study a longer time frame would be
appropriate. To analyze the complete visual communication strategy of each company, a
year data collection would be more effective at analyzing a complete strategy. Adding all
the social media websites the company uses is effective in determining the entire social
networking strategy.

The way the data were collected shows the average likes and repins for Instagram
and Pinterest. The average consumer engagement was compared to the followers to
understand what ratio of followers engaged in a post. The company with the most
consumer engagement was used to determine which overall strategy was effective at
gaining consumer engagement. To more accurately look at every element and its effect
on engagement, each post was compared individually to the average engagement. Each
post was then compared against each different visual element. For more accurate results,
due to time restraints on data analysis, a smaller sample size would need to be used.

Looking at whether Lulu’s, Nasty Gal, and Tobi held with their strategy from the
beginning to the end of the data collection would be beneficial to analyze. Such an
analysis would be difficult because the change of each post would have to be measured.
Although it is not unlikely that the companies vary in strategy on social media throughout

the year.
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Significance of Study

The significance of this study is shown through the growth in social networking in
today’s market. Social media can be used to promote brands and companies. This study
adds to the limited amount of research done on social media websites. Online-only
websites were chosen for this study to capture how online-only website promotes an
online presence. It would be difficult for websites to have website traffic without social
media. Also young women are the highest users of Instagram and Pinterest, and the target
market of Lulu’s, Nasty Gal, and Tobi (Smith). Therefore their visual social networking
strategies could be analyzed to see what type of images are successful for promoting
consumer engagement.

Why use social media to promote a company? The answer to this is that it is
growing rapidly, and is now key to companies engaging and building a loyal brand base.
When companies promote their brand through social media, it creates brand loyalty with
consumers. Consumers feel a connection to the company when they follow and interact
on social media. Building brand loyalty profits the company.

Lulu’s owner had a quote stating how it is difficult to create a website without
people knowing about it. “The thing that people don’t realize about online businesses is
that they are extremely labor-intensive and eat a lot of money. There is getting started,
and then the upkeep and the marketing” (Gascoyne). As Colleen says, you can have a
great website with beautiful products on it, but if nobody knows about it nobody is going

to shop on it. And that’s because it’s not a storefront where people are driving by
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(Gascoyne). This further shows how an online company needs an online presence in
order to succeed.

Analyzing the visual social media strategy of these three online-only clothing
companies for young women, this study showed what types of posts are most successful
in engaging the audience on visual social media websites, ultimately showing what young
women are looking for in a social media website of an online company. An important
part of looking at the social media strategy of these brands is looking at who the audience
is. These online-only companies target young women ages 18-25. What these successful
website’s social media strategies showed is what young women are looking for in social
media with products and online shopping experience.

The results of this study can be used when looking at strategies to make a
successful online presence that appeals to this age demographic. With online marketing
so heavily linked to social media today, it is the future of marketing. Understanding what
makes a successful social media campaign will become necessary for companies in the
future, even more so than today. Business insider predicts, “Social-media advertising
spend will grow rapidly through 2018. It's up 40% this year (2014) and will top $8.5
billion, growing to nearly $14 billion in 2018, a five-year compound annual growth rate
(CAGR) of 18%” (Hoelzel). This data is from specifically online advertisements, not
social media campaigns. However, this shows that use of social media will only continue
to rise in the future.

The book Hey, Whipple Squeeze This! and Contagious, discuss why certain

advertising becomes popular, and how consumers look for something different in



Cerne 65

advertising. This is what these online-only brands have created with their social media
strategies. They have created a lifestyle through their brand and social networking. As
Sullivan, the author of Hey Whipple, Squeeze This believes, “Don’t do an ad. Create an
event. Create an experience.” (Sullivan). Creating a social media campaign for companies
today is a part of the marketing and branding experience. While social media did not exist

just a few years ago, today it is an essential part of the business world.
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Social Media Website Followers Data
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Instagram:
Clothing Followers Following Followers Following
Website January 4™, January 4™ January 31%, | January 31%,
2015 2015 2015 2015
Lulu’s 238,000 340 274,000 349
Nasty Gal 1,400,000 853 1,500,000 869
Tobi 123,000 453 141,000 495
Pinterest:
Clothing Followers Following Followers Following
Website January 4™, January 4™, January 31%, | January 31%,
2015 2015 2015 2015
Lulu’s 71,448 520 76,824 519
Nasty Gal 119,622 625 124,614 655
Tobi 45,063 480 47,269 483
Lulu’s:

e Instagram followers increased by 36,000
Followed 9 Instagram accounts
Pinterest followers increased by 5,376
Unfollowed one account on Pinterest
15.1% increase in Instagram followers
7.5% increase in Pinterest followers

Nasty Gal:

e Instagram followers increased by 100,000
Followed 16 Instagram accounts
Pinterest followers increased by 4,992
Followed 30 accounts on Pinterest
7.1% increase in Instagram followers
4.2% increase in Pinterest followers



Tobi:

Instagram followers increased by 18,000
Followed 42 Instagram accounts
Pinterest followers increased by 2,206
Followed 3 accounts on Pinterest

14.6% increase in Instagram followers
4.9% increase in Pinterest followers
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Social Media Account Screenshots

1. Lulu’s Instagram Account

@ 48% W)
=
3131 274k 349
posts followers following
Lufu's
[ + Follow H v ]

LulLu's

Wear it. Share it. Win it. #lovelulus

Post your fav LULU*S items & hashtag #LOVELULUS
for a chance to win $100! Winners chosen weekly!
XOXO

v

bit.ly/datenighteyeshadow

L = © [2)

FASHION is
what you buy.

STYLE is what
you do with it.
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2. Nasty Gal Instagram Account

00000 AT&T =T 4:33 PM @ 48% W)
— NASTYGAL g
4317 1.5m 869
posts followers following
sy g
[ + Follow ][ v J

Nasty Gal &

NastyGal.com

Enter the Nasty Galaxy.

Online, Melrose, and Santa Monica
like2b.uy/nastygal




3. Tobi Instagram Account

00000 AT&T = 4:32 PM @ 48% W )
&« SHOPTOBI g
3102 141Kk 495
TU B | posts followers following
‘ + Follow H v J

Tobi

New to Tobi? Get 50% off your first order, on us. What
are you waiting for? #ShopTobi now.

tobi.to/egD
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4. Lulu’s Pinterest Account

@ LulLu’s on Pinterest x
(—

C' | & https://www.pinterest.com/lulusdotcom/

@ searc @ Kate 16 ‘

LuLu*s

Coveted. Curated. Collected

28

Boards

Best of New Street Stalker Style File Beauty Board

//""//“

[+75 NS :'f:‘-,

’.ﬁ[ ’ ., :t :*‘“

Follow Follow Follow

Follow

Hair Inspiration Nailed It! Food Fancy It's All in the Details

Gwe

Follow
=

Follow Follow
e —
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5. Tobi Pinterest Account

@ Tobi on Pinterest x

<« C' | @ https://www.pinterest.com/shoptabi/ wl =
® searc @ rate @

Unfollow # v

TOBI

Tobi

New to Tobi? Get 50% off your first order, on us. What are you waiting for?
#ShopTobi now

All That Glitters California. Endless Summer

Unfollow Unfollow Unfollow Unfollow

Furry Friends Festival Fanatic Girls Night Out Go Into Detail
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6. Nasty Gal Pinterest Account

[
e e
@ NASTY GAL on Pinterest x Y\
&«

C' | @ https://www.pinterest.com/nastygal/

it

@ Kate 16 -

@ Unfollow Lk~

NASTY GAL |

Enter the Nasty Galaxy. Online, Melrose, & Santa Monica

57

Boards

Lookbooks The Best Of What's New

Unfollow

Unfollow

Unfollow

Unfollow

OMG, Shoes! Nasty Gal Shoes Wear It Out Beauty Off Duty

Unfollow
=

Unfollow
=

Unfollow
—

Unfollow b
==
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