International Journal of Early Childhood Special Education (INT-JECSE)
DOI:10.48047/intjecse/v14i5.1158 ISSN: 1308-5581 Vol 14, Issue 05 2022

Use of Artificial Intelligence in “Social Media Marketing” among Online
Fashion Companies: An Analytical Perspective

Suruchi Sharma
Associate Professor, School of Management, Graphic Era Hill University,
Dehradun Uttarakhand India

Abstract

The technology industry's recent rapid development has changed how companies interact with customers.
Online fashion retailers have realized the value of social networking sites as effective marketing avenues
to reach a large audience. These businesses are currently utilizing Al's skills to improve the social media
marketing tactics and acquire a competitive advantage. Fashion firms may analyze a variety of consumer
data, such as demographics, preferences, and online activity, using Al-powered algorithms. Artificial
intelligence (Al) systems can recognize patterns, forecast consumer trends, and customize marketing
messages by utilizing machine learning techniques. Real-time interactions with customers are possible
with these chatbots, who can answer questions, make tailored recommendations, and even help with
transactions. Al-powered chatbots enable fashion businesses to streamline client experiences while saving
time and resources by automating regular operations. A worldwide and varied environment supports
social media marketing for online fashion retailers. The intricacies of platform- and culture-specific
marketing tactics using Al can be beneficial for fashion companies.
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Introduction:

The rise of artificial intelligence (Al) has further impacted the field of marketing. Social media has
completely changed how businesses interact with the clients. Online fashion retailers are among the many
sectors that have adopted Al as a potent tool to improve the social media marketing tactics. These
businesses are better able to connect with the target demographic, increase sales, and compete
successfully in the fiercely competitive fashion sector by utilizing Al technologies. Fashion companies
may now get insightful knowledge about consumer behavior, preferences, and trends because of Al
algorithms and machine learning techniques that can analyze massive volumes of data. With the help of
this knowledge, marketers can create incredibly individualized and targeted advertisements that appeal to
the target market. Al is crucial in influencing the marketing strategies of online fashion businesses, from
comprehending individual fashion preferences to projecting future trends (Davenport et al. 2020).

The development of intelligent content is one of the primary ways Al is used in social media marketing
for the fashion industry. Al-powered systems can produce interesting and aesthetically pleasing content,
including written articles, videos, and photographs, that is tailored for different social media sites. With
the use of these tools, fashion firms can target certain demographics with content, increasing audience
engagement and brand recognition. These tools can also analyze user preferences and interaction patterns
(Steinhoff et al. 2019).

Social media listening and sentiment analysis are other areas where Al is heavily utilized. Al algorithms
can collect up-to-date information on consumer attitude towards fashion trends, brands, or goods by
keeping an eye on conversations and discussions on social media sites. With the use of this data, the
fashion industry can more quickly respond to consumer comments, address issues, and spot new trends
that can help guide marketing initiatives. Additionally, Al-powered chatbots have developed into a
priceless resource for online fashion businesses. To provide seamless and effective customer support,
these virtual assistants can make customized recommendations, respond to consumer questions, and help
with the purchasing process (Li, H. 2019).

Finally, Al-driven predictive analytics empowers the fashion industry to foresee consumer preferences
and behavior. Al algorithms can foresee future trends by examining historical data, allowing businesses to
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plan the marketing, product development, and inventory management strategies with more accuracy. By
giving the appropriate products to the right audience at the right time, fashion firms can stay ahead of the
curve because of this predictive power. Artificial intelligence in social media marketing has changed the
game for online fashion businesses. Al technologies enable fashion firms to communicate with the target
audience in a more efficient and personalized way through chatbots, intelligent content production, social
listening, and predictive analytics (Dwivedi et al. 2021). Figure 1 Presents the features of social media
marketing through Artificial Intelligence.
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Figure 1 Features of Social Media Marketing Through Artificial Intelligence.

Literature Review:

Marketing efforts can be reduced since Al can create interesting and compelling product descriptions and
social media posts. Al models can analyze enormous volumes of data, including current product
descriptions, customer reviews, and social media material, by combining machine learning and Natural
Language Processing (NLP) algorithms. By making use of this information, Al models can provide
excellent product descriptions that are consistent with the brand's voice and aesthetic. To increase the
likelihood of garnering interest and generating conversions, these descriptions can be customized for
platforms and audience segments. Like this, Al-powered solutions can create social media posts that are
in line with the goals and target market of a brand. Information on social media may be analyzed, trending
themes can be found, and posts that are more likely to engage users can be made. By considering
elements like the best times to post, pertinent hashtags, and eye-catching images, Al models can also
improve posts (Verma et al. 2021).

By examining user preferences, behavior, and current trends, artificial intelligence (Al) may automate
content curation. Al algorithms may learn about individual preferences and adjust content
recommendations by keeping track of user interactions like likes, comments, and shares. Users are
provided with relevant content by Al algorithms using methods like collaborative filtering and content-
based filtering. Recommendations are made via collaborative filtering, which examines the actions and
preferences of comparable people. The focus of content-based filtering is on the traits and qualities of the
content to recommend related items. By using these methods, Al systems may make personalized content
recommendations, which boosts user pleasure and engagement (Chen et al. 2021).
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Al may also assess current trends and well-liked subjects across social media networks. Artificial
intelligence (Al) systems can spot developing trends and suggest pertinent material to marketers by
keeping an eye on hashtags, keywords, and debates. This makes it possible for businesses to stay
informed about ongoing discussions and interact with the target market more successfully. The way
marketers interact with the audience on social media has changed dramatically because to Al techniques.
This is especially true of content production and curation. While automated content curation based on
user preferences and trends offers personalized recommendations, it also enables time savings and the
creation of captivating content. This increases user engagement and brand visibility (V1adi¢ et al. 2021).
For fashion companies to identify and target the proper audience, Al-powered algorithms can analyze
enormous volumes of data, including user behavior, preferences, and demographics. Al provides more
personalized and relevant marketing campaigns by comprehending clients' requirements and interests,
which boosts customer happiness and conversion rates. Al can help create interesting and aesthetically
pleasing content for social media networks. It may suggest appropriate influencer connections,
automatically build engaging graphic elements, and write product descriptions. These speeds up the
content creation process, conserves time and resources, and guarantees consistent, high-quality content
across all social media platforms (Dash et al. 2019).

Al programmes can keep an eye on social media sites to learn about user sentiment, opinions, and new
trends. Al can assist fashion businesses in identifying consumer demands, preferences, and even possible
problems or unfavorable comments by analyzing enormous amounts of user-generated information. This
data can help with product development, marketing plans, and customer service enhancements. Al-
enabled systems can examine social media data to find prominent people who share a fashion brand's
values and target market. Al makes the process of discovering brand ambassadors more efficient and
makes it easier to form partnerships for influencer marketing campaigns by identifying the most
appropriate influencers. Fashion businesses may reach a wider audience, build brand credibility, and
establish more genuine connections with the target market (Stone et al. 2020).

Keeping authenticity and openness in social media marketing is a major challenge. Consumers may be
misled by online fashion companies' efforts to provide an idealized version of the merchandise and
models. Customers' self-esteem can suffer if unrealistic physical standards are presented, excessive image
retouching is done, or product features are misrepresented. The fashion business has made working with
influencers a popular tactic. However, it can be difficult to guarantee integrity in influencer agreements.
Influencers who advertise things without disclosing the financial relationships or who advocate goods
they don't use or believe in raise ethical questions. Consumers' trust may be undermined by this lack of
transparency (Kietzmann et al. 2018).

To tailor the marketing campaigns, online fashion retailers gather a ton of customer information.
However, it is essential to guarantee user data privacy and protection. Unauthorized collection and use of
personal data, as well as its improper use, can result in privacy violations and harm a company's
reputation. The General Data Protection Regulation (GDPR) and other pertinent data protection rules
must be always followed. The potential harm that social media could do to consumers' mental health must
be considered by online fashion retailers. Body dissatisfaction, low self-esteem, and mental health
problems can be exacerbated by ongoing exposure to idealized body images and lifestyle content. To allay
these worries, businesses must advocate for body positivity, inclusion, and ethical content development.
Campaign performance data analysis and real-time changes are areas where Al systems shine. They can
see trends, improve ad placement, target client groups, and more efficiently use advertising expenditures.
Thus, Al-driven social media marketing efforts can improve return on investment (ROI) and increase the
effect of advertising spending. Virtual assistants and chatbots driven by Al can offer real-time,
individualized consumer help on social media sites. These resources can respond to frequent queries,
make product suggestions, and assist clients as they shop (Mhlanga, D. 2020).

Future studies can concentrate on creating moral frameworks that deal with concerns like algorithmic
bias, privacy, and data protection. This entails investigating the moral ramifications of Al-generated
content, influencer marketing, and the application of customer data in Al-driven advertising campaigns.
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The Al algorithms employed in social media marketing frequently function as "black boxes," making it
difficult to decipher the logic behind the recommendations or judgements. Future studies could
concentrate on creating methods to improve the interpretability and explain ability of Al algorithms in the
context of social media marketing. To build consumer trust and comprehension, this may entail
investigating strategies such model interpretability, transparency, and offering clear explanations (Liang
et al. 2020).

Conclusion:

In conclusion, social media marketing that incorporates artificial intelligence (Al) has completely
changed how online fashion retailers engage with the clientele and market the goods. Numerous
advantages and chances for organizations to improve the marketing strategies and achieve better
outcomes have been brought about by the integration of Al technologies. The social media marketing
landscape for online fashion businesses has changed because of the application of artificial intelligence.
Fashion companies may use data analytics to predict new trends, deliver individualized customer
experiences, and employ Al-powered algorithms. Customer service and engagement are improved by the
incorporation of chatbots and virtual assistants. Online fashion retailers may gain a competitive
advantage, spur business expansion, and provide customers with an outstanding brand experience by
using Al technologies.
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