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HOW UTILISING SOCIAL MEDIA IS CHANGING THE GAME FOR LEADING BRANDS AND RETAILERS

Social Media has the ability to dress society as much as designers do these days. From Twitter to Instagram and, more recently, Snapchat, society soaks up much inspiration from some form of digital media and the brands that keep tempo. Respectively, social media curates unlimited ideas for brands to connect with a fan-base.
Brands are in pursuit of the next best way to reach consumers but it works both ways, as consumers are as equally in touch with retailers. Responses to products can be sent and replied to immediately. Interestingly, according to research conducted on Twitter users by customer experience company Maritz and Evolve24, complaints were found to only receive responses 29% of the time. Yet those interactions are gold to customers, with the same research finding that 83% either liked/loved receiving a reply.  
Outside of ‘tweeting’, Instagram provides another platform where the concept of share-able imagery and quick-changing trends make for symbiosis with the fashion community. Take for example, the game-changing LiketoKnow.It, a monetization solution first debuted on Instagram by Vogue in S/S 2014. It utilizes affiliate linking so that users can directly ‘shop’ an image, while top-tier publishers can monetize their digital brand. The platform generated $280M in its first year and has grown to include over 200K brands from 130 countries.
Brands have also jumped on the trend of #hashtags, such as Alexander Wang’s #WANG10 #tbt hashtag vote in 2015, which allowed users to choose ten pieces for his 10th anniversary capsule collection. Leveraging Instagram’s influence is understandable, as the app’s user-base reached 400 million in Autumn 2015, surpassing Twitter’s 320 million, and increasingly grows global. 
New forms of communication also allow creative directors to directly keep in touch with customers. ‘Instagram is run personally by our creative director and designer, Jonny Cota, and serves as a place to catalogue his inspirations day in and day out,’ explains Hanah Snavely, director of digital marketing at Skingraft, a cutting-edge LA-based contemporary brand. 
There are also designers for whom followers anticipate ‘social media moments’, such as the forward-thinking Rick Owens. His shows are always one of the most shared, including his S/S 2016 show, which featured models ‘wearing’ other models. As long as people are talking about a brand, its relevancy is cemented and in return, brands owe it to consumers to keep up the pace. Snavely understands this, adding ‘As new channels pop up, we'll look to find our voice within those too, if it serves — change, and communication, is constant.’
--

(Please also translate)

“Brands are in pursuit of the next best way to reach consumers online and consumers are equally as in touch with retailers.” 
Graphics note: Please use the above statement as a ‘quote’ in the layout. 
