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My Experience at BLND PR
As an intern at BLND PR (pronounced blend), I had many new and exciting
opportunities both professionally and as a young adult living in a fun beach town. I chose to
move to Hermosa Beach in LA County for the summer to become an intern at BLND PR, a very
small firm ran by two girls with multiple clients, many of them being lifestyle brands. On the
first day, I was joined by 4 other girls who were also interning for school credit, and I quickly
became friends with each of them. Each of us were assigned clients that we would do social
media and PR for throughout the summer. I was assigned Kandy Kiss, a private label clothing
distributor that sells to Macy’s, Forever21, Hot Topic, Wet Seal and other stores designed for
young women nationwide. I looked forward to the opportunity to improve this brand, as I’ve
always been interested in fashion, and it was also one of BLND’s largest clients.
My weekly duties included scheduling 2 weeks of content on social media platforms
Facebook, Twitter, Instagram, and a blog. I posted on social media everyday for the 3-month
duration of my internship. Creating these posts included acquiring photos of the clothing and
writing the captions or posts. Unfortunately, when I began my position at BLND PR, there was
hardly any content for me to post on these platforms. With such a great lack of photos and
information to create content, I decided to coordinate a photoshoot. I had the client send us as
many clothing pieces as possible, and chose outfits for each of the other intern girls to wear the
day of our shoot. I took the photos, posed the “models”, chose spots to take shots, brought props,
created flatlays of the clothing, and executed all of the necessary elements for a successful
photoshoot. Not only did this photoshoot provide me with plenty of photos to work with on
social media, but it also demonstrated my initiative and willingness to solve problems.
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Daily social media posts were scheduled using social media management tool,
SproutSocial. This tool proved to be highly beneficial when planning and scheduling social
media on multiple platforms. Posts were scheduled out for two weeks on each platform and were
carefully crafted according to trending hashtags, popular topics, and the best performing posts
from the previous weeks.
I also wrote biweekly articles for Kandy Kiss’ blog called Fashion Files. Blogging was a
great way to create original content and to provide links to the blog on all social media platforms.
The blog was a way for Kandy Kiss to demonstrate industry knowledge by engaging
conversations with fashion influencers, keep readers updated on fashion news, and share Kandy
Kiss fashion inspiration whether it was outfit ideas, or favorite trending pieces. Blogs are
beneficial for social media campaigns because they are the “backbone” for all other social media
platforms. I used the blog content to increase traffic to the Kandy Kiss website and to help
further brand awareness.
This internship was a very valuable experience for me. Working at BLND PR allowed
me to work with a national brand, experience interning at an agency, get real hands on
involvement, improve my blogging skills, and learn more about how to make a brand successful
in an age where social media is a leading marketing tool in a media-driven marketplace. I will
value this opportunity that I had as I move into the advertising industry.
Social Media and Fashion Brands
Social media has created a communication explosion (Williams, Crittenden, Keo, &
McCarty, 2012). “Social media provide the way people share ideas, content, thoughts, and
relationships online. Social media differ from so-called mainstream media in that anyone can
create, comment on, and add to social media content” wrote Scott (2013, p. 123). An
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organization may be deemed completely irrelevant if they do not have a presence on major social
media platforms. Baird and Parasnis (2011) wrote, “With the worldwide explosion of social
media usage, businesses are feeling extreme pressure to engage where their customers are paying
attention. Today, this hub of customer activity is increasingly virtual, located inside a social
media or social networking site” (p. 30). As organizations recognize that social media plans are
pertinent to their success in this media-driven age, many organizations are turning to PR
specialists to communicate their messages on social media platforms. Dartmouth Center for
Marketing Research discovered that in 2015 only 9 companies on the Fortune 500 list did not use
social media to promote their businesses, meaning 98% of these successful companies do use
social media as part of their marketing strategies (Barnes, Lescault, & Holmes, 2015).
The trends of social media are continually changing just as fashion trends do. Jennifer
Beese (2016) from SproutSocial blogged about the ever changing landscape of social media
saying, “New platforms, software, and consumer preferences brought about a host of changes
and opportunities. As a result, social media has evolved and will continue to do so.”
The combination of fashion and social media becomes an interesting battlefield for
consumer attention. Fashion is a powerful source in popular culture today, generating 250 billion
dollars in revenue each year in the United States (Statistic Brain, 2015). As fashion brands seek
to entertain and interact with consumers, many PR professionals are challenged to create content
that does not get lost in the midst of millions of other posts. By effectively using social media,
fashion brands may become influencers in their fashion industry markets, while strengthening
their brand identity and relationships with online consumers.
In order to increase understanding of how social media can effectively be used for a
fashion company, a social media plan for private label clothing distributor, Kandy Kiss, was

6
created, implemented, and analyzed. This capstone helped determine what social media
platforms and social media messages are most influential in the fashion industry. Discovering
what information consumers enjoy and interact with the most will not only be beneficial for the
client, but to better understand the influence and reach that social media has to consumers. Social
media has changed the fashion industry, and this capstone internship was completed to discover
best practices in social media marketing for fashion in a competitive online media-driven
marketplace.
Literature Review
Emerging in the 1990s, online social media networks began with blogging sites such as
Blogger and Epinions, where individuals would share their reviews of products with other
consumers (Edosomwan et al., 2011). From 2000 to 2005, social media networks were booming,
with Friendster, MySpace, LinkedIn, Facebook Harvard, Dogster, and YouTube all being
launched during this time (Edosomwan et al., 2011). “Social media employ mobile and webbased technologies to create highly interactive platforms via which individuals and communities
share, cocreate, discuss, and modify user-generated content” (Keitzmann, Hermkens, McCarthy,
& Silvestre, 2011, p. 241). Social media networks are being used by individuals to create and
share content that entertains and/or informs other social media users. Social media enables
individuals and brands alike to become influencers, making it especially important for PR
professionals to integrate strategic social media plans into their work (Solis & Breakenridge,
2009).
Public Relations Reinvented by Social Media
Social media is so prevalent in today’s communication processes that virtually every
organization is expected to have a presence on the major social media platforms. Social media is
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characterized by individuals’ ability to publish, critique, create, share, and rank online content
with other users (Papasolomou & Melanthiou, 2012). Organizations recognize the strong
influence of social media and are creating social media plans that allow consumers to interact
and share the organizations’ content (Papasolomou & Melanthiou, 2012).
The popularity of social media is skyrocketing, with 728 million daily Facebook users,
500 million tweets sent per day, and 3.5 billion likes daily on Instagram (Facebook, 2015;
Twitter, 2015; Instagram, 2015). Many organizations are turning to public relations firms to
create and manage their social media strategies. Because the role of public relations is to build
and maintain relationships with consumers, PR strategies become extremely important in social
media management. Bronn (2008) wrote, “Obviously, a major reason that relationships caught
on so successfully in marketing is that customers and their satisfaction and loyalty have direct,
and sometimes immediate, effects on a company’s performance” (p. 34). Companies who are
engaging consumers on social media are seeing more online sales than those companies who are
not utilizing social media (Hope, 2016).
Social media has great persuasive power, because it enables companies to talk to their
consumers and enables consumers to talk to each other (Mangold & Faulds, 2009). Creating
positive relationships with consumers via social media is required in order to remain relevant in
today’s society. “Online conversation and the discovery, creation, and sharing of content is the
foundation for Web 2.0, Social Media, and New PR” wrote Solis and Breakenridge (2009, p. 37).
Organizations can initiate and participate in a great variety of conversations ranging from
detailed blogs, to 140-character messages in live Twitter chats (Kietzmann et al., 2011). Social
media is a powerful tool that can be used to strengthen the public relations efforts of any brand
(Solis & Breakenridge, 2009).
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Social Media and the Fashion Industry
Social media has enabled individuals to interact with one another at any time they please.
Fashion brands are aware of the power social media holds, and are taking advantage by
encouraging consumers to share their favorite products with friends via social media. As social
media users share reviews and information about products and services, they are participating in
interpersonal communication called word of mouth, which is one of the most influential sources
of information for consumers (Mohr, 2013). Ann Taylor CEO, Kay Krill said, “Online and
social media are playing an increasing role and complementing our direct mail outreach,
advertising, and PR efforts. We’ve learned a lot by dialoguing with our customers this way”
(Mohr, 2013). Engaging in online conversations with consumers using social media can be
highly beneficial for any fashion brand. PR News Editor, Brian Greene (2015) wrote:
To call social media revolutionary would be a drastic understatement. Only a little more
than a decade since the first Facebook account, social networks have become so ingrained
in daily life that imagining a world without them is about as difficult as imagining world
before the light bulb or automobile. Networks such as Facebook, Twitter, Instagram,
LinkedIn and others have transformed the way we communicate, both in our personal
lives and at work. In the field of public relations, widespread adoption of social media
kicked off a renaissance of sorts, providing new ways for brands and organizations to
engage directly with their audiences (p. 5).
Kandy Kiss is a private label clothing company that sells products to the stores Wet Seal,
Target, Macy’s, Forever21, JCPenney’s, Hot Topic, and Kohl’s. Their current social media
presence is not strong compared to their competitors such as H&M, Windsor Store, and other
young adult brands. While Kandy Kiss does not currently compete with large brands, it has the
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potential to become a very strong and influential brand on social media. By discovering target
markets and appealing to consumer taste, Kandy Kiss may become a powerhouse in social media
marketing. The social media’s Rule of Thirds will be used to vary social content, and to attract
more active followers.
Social Media’s Rule of Thirds
Social media’s Rule of Thirds will be applied to the social media plan created for Kandy
Kiss. The Rule of Thirds created by Hootsuite suggests that brands do not focus solely on
promoting their own products or services, but incorporate other information to keep consumers
interested. One third of information posted on social media should be content that promotes your
business, and generates profit. One third of social media posts should share the ideas or stories of
leaders in your company’s industry or businesses with similar values. One third of social content
should be based on building your personal brand and actively engaging with your consumers
(Milbrath, 2014).
By incorporating the Rule of Thirds when creating content for social media, a brand is
better able to reach larger audiences, create their personal brand identity, and demonstrate their
credibility in their industry. Varying content using the Rule of Thirds will keep consumers
interested, while enhancing the brand personality (Milbrath, 2014).
Social Customer Relationship Management and Social Media
As companies realize the high value that social media holds in communicating and
reaching consumers, they must develop social media plans that will satisfy the consumers’ social
media expectations. IBM conducted a study in 2010 to determine how Customer Relationship
Management (CRM) has evolved because of the emergence of social media. CRM Researchers,
Baird and Parasnis (2011), asked 1,000 social media consumers what they value on social media
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and compared consumers’ motivations to engage with brands on social media to businesses’
expectancies of why consumers engage with their brands. The results of this study demonstrated
that consumers and companies have very distinctive motivations for engaging the other party on
social media. Consumers expressed that they want to engage with brands that they believe to be
trustworthy, and feel that the interaction is for their benefit. Baird and Parasnis (2011) wrote,
“Nearly 70 percent of executives say their companies will be perceived ‘out of touch’ if they
don’t engage, and over half believe their competition is successfully reaching customers through
social media” (p. 32). Companies can effectively reach consumers via social media by providing
tangible value for consumers’ time and endorsement. Incentive for consumers to engage with
brands could include discounts, coupons, problem-solving or providing customer service
information, and providing entertainment (Gunelius, 2010). Using listening tools can help
companies develop strategic social media plans that implement consumer values. Baird and
Parasnis (2011) suggest that companies embrace a new strategy of CRM- Social CRM “which
recognizes that instead of managing customers, the role of the business is to facilitate
collaborative experiences and dialogue that customers value” (p. 30). The social media plan for
Kandy Kiss was created based on what consumers’ reported most important to them when
engaging with brands on social media (included in Appendix B).
Measuring Effectiveness of Social Media Marketing
Social media marketing is one of the most efficient ways to reach consumers, especially
millennials (Williams, Crittenden, Keo, & McCarty, 2012). As marketers create and implement
social media campaigns, measuring the effectiveness of social media messages is crucial. Instead
of focusing on ROI from social media campaigns (which can hardly be determined), Hoffman
and Fodor suggest that managers consider “consumer motivations to use social media and then
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measure the social media investments customers make as they engage with the marketers’
brands” (2010, p. 42). Because an exact ROI measurement for social media hasn’t been
discovered, key performance indicators (KPIs) can be used to determine the effectiveness and
sales impact of a social media campaign (Gelles, 2013).
Key performance indicators are the specific criteria measured to discover the success of a
social media campaign (Paine, 2011). The primary characteristics of successful marketing are
noticeability and reach (Gelles, 2013). Noticeability refers to the likeability of social media
content. Individuals are much more likely to notice and remember a company’s content if it
appeals to them. Reach refers to the amount of people who are exposed to a company’s content.
Using listening tools and understanding the target demographics allows organizations to discover
what platforms their consumers use and enjoy the most (Gelles, 2013).
Justification and Research Questions
The vast growth of social media has changed how consumers receive and interact with
marketing communications (Williams et al., 2012). With an average of 70 million photos posted
daily on Instagram (Instagram, 2015), it is crucial that fashion brands have a strong presence on
social media and are able to outshine their competitors. Utilizing social media for public
relations and marketing purposes is a very cost effective strategy, that must be implemented for
brand success in today’s market (Weng & Menczer, 2015).
Kandy Kiss’ target audience is young adults ages 15-30. Williams et al. described
millennial generation as ‘digital natives’ who are “technology savvy and the most visually
sophisticated of any generation” (2012, p. 127). According to Business Insider writer, Cooper
Smith (2014), “Over 90% of the 150 million people on Instagram are under the age of 35, which
makes it an attractive platform for many apparel, entertainment, and media brands focused on the
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18- to 34-year-old age bracket”. Creating a strong brand identity on social media is vital to the
success of Kandy Kiss.
RQ1: How can social media be utilized to increase brand awareness for Kandy Kiss measured by
key performance indicators?
RQ2: What content do consumers want/interact with the most as a fashion brand?
Process
To discover the most effective messages on social media, this capstone internship was
executed using Kandy Kiss, a private clothing label, as the social media client. A detailed social
media plan was created for Kandy Kiss based on the literature researched. Posts were created for
Facebook, Twitter, Instagram and a Blog based on Social Customer Relationship Management
and the Social Media Rule of Thirds.
Posts were scheduled using SproutSocial, a social media management website. Posts on
Fashion Files (Kandy Kiss’ Blog), Facebook, Twitter, and Instagram were analyzed based on key
performance indicators (KPIs) to determine their effectiveness. Because ROI is nearly
impossible to calculate for social media, KPIs were used to measure the success of each post on
various social media sites. Every other day KPIs were recorded from June 1st to July 31st. Based
on the user engagement on each platform, posts were tailored to appeal to consumers.
Results
Facebook
Kandy Kiss had a Facebook page prior to this capstone internship. The Kandy Kiss of
California Facebook page had 8,652 likes and 0 likes on each post at the beginning of this study.
The KPIs that were measured for Kandy Kiss’ Facebook were page likes and daily post likes.
Facebook statistics were recorded every other day from June 1st to July 31st.

13

Facebook Page Likes
8,850
8,800
8,750
8,700
8,650
8,600

1-Jun
3-Jun
5-Jun
7-Jun
9-Jun
11-Jun
13-Jun
15-Jun
17-Jun
19-Jun
21-Jun
23-Jun
25-Jun
27-Jun
29-Jun
1-Jul
3-Jul
5-Jul
7-Jul
9-Jul
11-Jul
13-Jul
15-Jul
17-Jul
19-Jul
21-Jul
23-Jul
25-Jul
27-Jul
29-Jul
31-Jul

8,550

At the end of the 8 weeks, Kandy Kiss’ Facebook page had 8,834 likes. While this was
not a significant increase over the course of 8 weeks, slow and steady progress was being made
on Facebook page likes. Although progress was made with Facebook page likes, the individual
Facebook post likes did not increase significantly.
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Facebook posts received very little engagement from users. The post that received the
most likes included an image of a well-known fashion blogger, Julia Hengel. This research
suggests that individuals are more probable to like posts that involve a fashion blogger or topic
that are familiar to them. Social Media Week contributor, Lily Bradic (2015), explained how
celebrities influence sales writing, when brands establishing a relationship and connection to
popular names in entertainment, sports, fashion, and other verticals, there is the potential to boost
sales drastically, especially when the consumer believes the product or service actually used by
the celebrity him or herself.” In the future, Facebook posts should include more fashion bloggers
and topics that consumers recognize and enjoy seeing.
Twitter
Kandy Kiss had a Twitter account prior to this study. At the beginning of this study,
Kandy Kiss’ Twitter account had 1,750 followers, had tweeted 2,268 posts, and on average
received no retweets or favorites from followers.
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50 Twitter followers were gained in the 8-week period. Unfortunately, this had very little
effect on user engagement. More KPIs such as demographics of these users should be used to
discover what kind of content they enjoy viewing.
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Tweets received an average of one favorite per tweet. There was very low user
engagement on Twitter. The two spikes shown on the graph indicate when Kandy Kiss engaged
in live Twitter Chats. Twitter Chats are an arranged conversation by major industry influencers
such as E! Online and StyleCaster. Using Twitter Chats was a great way to get involved in
fashion conversations and introduce users to the Kandy Kiss brand. In the future, Kandy Kiss
will use listening tools and analytics to create content for Twitter that users would like to retweet
and favorite.
Instagram
Prior to this study, Kandy Kiss had an Instagram account with 530 posts and 1,137
followers. Because Kandy Kiss’ target demographic is ages 15-30, and Instagram is highly
popular among this age group, Instagram was especially important in the social media plan.
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Each week, posts were created and scheduled for everyday on SproutSocial using high quality
images and trending hashtags. Kandy Kiss engaged conversations with fashion influencers to
gain more followers and demonstrate industry knowledge.
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Kandy Kiss’ Instagram had 2,455 followers by the end of the 8-week study. With the
115% follower increase, user engagement (comments and likes) grew slowly but steadily. This
indicated that Kandy Kiss was reaching social media users that were genuinely interested in
fashion and Kandy Kiss posts.
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Likes on Instagram increased toward the end of the 8-week project. Consumers seemed to
be enjoying the content posted on Instagram. Instagram may be among the most important social
media platforms for Kandy Kiss, as it is a favorite for the 15-30 age demographic. Kristin
Montalbano (2015) described Instagram as a dominant choice of social media for millennials
writing:
More than half of teens and people in their early 20s are on Instagram, according to a
study from BI Intelligence. Among those teens, Instagram has edged out Facebook and
Twitter as the most important social network. In addition, what was a predominantly
female-skewing platform has evolved to an even split between the sexes (p. 133).
An Instagram post that demonstrated that millennials were engaging with Kandy Kiss
was when gay marriage was legalized in the U.S. Kandy Kiss posted, “Equality is always in
fashion #lovewins #loveislove #equality” to support gay marriage, and in turn saw a spike in user
engagement and Instagram followers. Using trending hashtags was important in this social media
campaign. By following the Social Media Rule of Thirds, Kandy Kiss was able to demonstrate
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their industry knowledge, build their personal brand, and generate clothing sales. Consumers
were highly responsive when posts included well-known fashion bloggers or stylists.
Fashion Files Blog
Kandy Kiss’ blog called the Fashion Files was created prior to this capstone. The blog
was created using WordPress, and can be accessed on the Kandy Kiss website. At the beginning
of this study, there were 20 published blog posts that received a maximum of 5 views per post.
Blogs were written and posted once a week on Mondays, about trending fashion topics and
featured favorite fashion bloggers.
The only KPI that was measured were blog views, because the posts received no
comments. In the future, it is suggested that Kandy Kiss uses additional KPIs such as audience
demographics, blog comments, and Search Engine Optimization analysis to discover what
content is the most beneficial.
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As the results show, blog posts received more views over time. To increase blog views,
blog posts were shared on multiple social media sites to encourage new and current consumers to
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engage with Kandy Kiss content. Posts were also written based on trending topics and blog titles
were strategically crafted in order to increase Search Engine Optimization. The blog post that
received the most views included a fashion blogger, who also shared the link on her social media
to promote blog views. Kandy Kiss can continue to increase blog views by using video and high
quality images, as well as strategic tags to encourage more consumer traffic.
Discussion
The results of this study demonstrate the challenges and victories associated with using
social media to promote a fashion brand. Social media is an effective tool for promoting brand
awareness and engaging new and existing consumers. While huge increases in followers and
engagement did not happen on every platform, slow and steady progress was made on each of
them. Promoting a fashion brand involves careful and strategic planning. The results
demonstrated that knowing trending topics was extremely crucial to successfully reaching and
engaging consumers. Listening tools are highly recommended for Kandy Kiss and any fashion
brand, to stay updated on fashion trends, hot topics, and current conversations that consumers are
having.
It was especially challenging to promote sales of Kandy Kiss clothing, because they are a
private label distributor. It was nearly impossible to know what sales or promotions were
happening at the various retailers. In the future, Kandy Kiss should make connections with the
social media managers at the retail stores such as Target, Forever21, Macey’s, and WetSeal.
“Companies with higher levels of engagement on Instagram are tending to grow their online
sales faster than their less clued-up rivals, turning the traditional fashion hierarchy on its head,”
wrote BBC News reporter, Katie Hope (2016). Creating relationships with the retail stores that
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Kandy Kiss clothing is sold in would enable Kandy Kiss to help promote their clothing, and in
turn generate sales for the retail stores.
Using SproutSocial to schedule posts each week for all the social media platforms proved
to be highly beneficial. The social media management program made it easy to schedule posts,
and discover when the best times were to engage consumers. It is suggested that Kandy Kiss uses
more analytic tools in the future, to gain more information about audiences and to more
effectively reach their target markets.
Suggestions
As I worked with Kandy Kiss, I found areas that I thought were lacking in the social
media campaign. Platforms such as Pinterest and Polyvore were not being used for Kandy Kiss
when I began my internship. I suggested to my managers that they implemented these platforms
in the social media campaign because both platforms are highly involved in social media.
Pinterest is a platform that is visual-based, with an emphasis on high quality images and links to
blogs or websites where clothing and other merchandise can be purchased. Polyvore is also a
social media site that I suggested, as it is strictly used for fashion purposes. On Polyvore, users
can create and discover outfit ideas and get information about where to purchase items that they
like from the site. These two suggestions were turned down by my managers at the time, but
have since been implemented into Kandy Kiss’ social media campaigns. I also believe that it
would be beneficial for Kandy Kiss to create partnerships with fashion influencers and have
them promote Kandy Kiss clothing via their personal social profiles. These partnerships could be
created by Kandy Kiss sending clothing to well-known bloggers and fashion influencers, and
allowing them to keep the clothes in turn for images, shoutouts, and promotion on social media
platforms.
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Conclusion
By performing this capstone internship, it is evident that social media is a very powerful
tool in communicating with consumers. Fashion brands such as Kandy Kiss can benefit greatly
from incorporating social media into their marketing plans. Not only does social media enable a
fashion company to generate sales, but they can also discover what consumers really want and
modify their products.
Fashion brands can better create social media plans when they understand the principles
outlined by Social Customer Relationship Management. The graphic included in Appendix B
portrays the values of social media consumers when interacting with a brand (Baird and Parasnis,
2011). Consumers first and for most want discounts and the ability to make a purchase
seamlessly by viewing a company’s social media site. Companies will benefit greatly when they
create content for the consumer rather than for the company needs.
Because social media and fashion are evolving continually, it is suggested that social
media specialists stay informed on all trends, and create social media plans accordingly. The
greatest finding in this capstone internship is that people care about trending topics and are more
likely to engage with content that is familiar to them.
Utilizing social media as a marketing tool should be a top priority for all organizations,
and especially fashion brands. Millennials expect to be able to find a company on social media.
By creating content specifically made for consumers, social media can enable brands to reach
more consumers, create quality relationships with new and current customers, and improve their
brand by listening to what consumers really want.
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Appendix A

Kandy Kiss’ Social Media Statistics
Starting Statistics:
Instagram
530 posts
1,137 followers

Ending Statistics:
2,455 followers

Facebook
8,652 likes

8,834 likes

Twitter
2,268 tweets
1,750 followers

1,800 followers

Blog
20 posts
Average: 5 views per post

Average: 20 views per post

Pinterest
No Presence

Suggested to be included
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Instagram Posts After
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