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Abstract: Consumer preferences depend on the strategies used by companies to affect purchasing behavior.
Each sector has different strategies depending on the consumer types and their needs and expectations. In
order to address how specific marketing strategies of the fashion sector affects consumers purchasing
behavior, this paper aims to expose our biased decision on purchasing by examining some particular
heuristics like availability bias, bandwagon effect, authority bias and explaining how these biases are
actively being used by fashion companies and marketing agencies and how we are unconsciously being
affected by those biases turning into marketing strategies on social media. Furthermore, based on the
research made on Behavioral Economics so far, this paper proposes some strategies that brands can
implement to their advertisements using these cognitive biases to maximize their return.
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Ozet: Tiiketici tercihleri, sirketlerin satin alma davramsini etkilemek icin kullandiklar belirli stratejilere
baglidir. Her sektorin, tliketici tiplerin, ihtiyac¢ ve beklentilerine bagli olarak farkl: stratejileri vardir. Moda
sektoriiniin belirli pazarlama stratejilerinin tiiketicilerin satin alma davraniglarini nasil etkiledigini ele
almak i¢in, bu makale, ulagilabilirlik 6nyargisi, bandwagon etkisi, otorite nyargisi gibi bazi belirli sezgisel
yontemleri inceleyerek satin alma konusundaki 6nyargili kararimizi ortaya koymay1 ve bu 6nyargilarin
moda sirketleri ve pazarlama ajanslar1 tarafindan nasil aktif olarak kullanildigini ve bu dnyargilarin sosyal
medyada pazarlama stratejilerine doniismesinden nasil bilingsizce etkilendigimizi agiklamay1
amaglamaktadir. Dahasi, Davranigsal Ekonomi iizerine bugiine kadar yapilan aragtirmalara dayanarak, bu
makale, markalarin getirilerini en {ist diizeye ¢ikarmak igin bu bilissel dnyargilar1 kullanarak reklamlarina
uygulayabilecekleri baz1 stratejiler nermektedir.

Keywords: Pazarlama, SMI'lar, Moda, Tiiketici Davranis1, Otorite Onyargisi, Bandwagon Onyargisi,
Erisilebilirlik Onyargist
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1. INTRODUCTION

For a long period of time, consumer behavior and interactions between agents are explained under Traditional
Economics where consumers are depicted as the most optimal and rational decision makers. But recent approaches
suggest that not all the decisions made by the consumers are rational (Kahneman, 2003). Behavioral Economics stress
that consumer decisions are affected by various factors such as cultural and economic factors and even mental traps which
are often referred to as cognitive biases that are kind of a mental shortcut that makes people judge the probability of a
certain outcome based on how easily it can be remembered or comes to mind and can be elucidated as systematic thoughts
that have errors that affect judgements and decision making (stated in CFA Program Curriculum). A recent study found
that we are susceptible to these traps because we refrain from complex inputs and this is because when we are seeking
information our brain is prone to reduce the effort while optimizing the efficiency (Kangassalo et.al., 2020). Our brains
prefer through the path at least resistant for the minimum energy use to solve the problems. Since social media requires
minimal effort, we are more susceptible to fall into the mental traps unconsciously.

In the emerging digital world, as the Internet becomes an essential part of our daily lives, such important aspects of a
brand like identity and promotions are projected via social media platforms. With a market size of $207.10bn which is
expected to raise to 247.30bn by 2027, social media marketing proves to be a place where people from all around the
globe are interconnected with each other, pushing the boundaries of hundreds of kilometers. Eliminating the expense and
strain of physical marketing and promotions, social media is a pleasant and inevitable choice for brands to optimize their
productivity. Since social media made it quite easier for our brains to receive and interpret information, brands have the
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ideal platform to form their brand identity and deliver their message since we have a limited attention resource on a
deceiving platform. Furthermore, A data by Cambridge University shows that consumers are making the decision of
purchase in just a third of a second (Milosavljevic et. al., 2011) Which makes them susceptible to biases since it's not
enough time for our brain to evaluate whether the assertions made by social media advertisements are true or not.

While brands use social media platforms as a tool for conveying their messages, it is important to mention that the same
thing goes with the customers, users, too. The ideology of brand identity on consumers is self-concept which can be
viewed as the way of showcasing specific traits or aspects that people seek to present to the outer world that should be
consistent enough to be mentioned as an identity. (McNeill, 2018). Self-presentation is that people present their self-
concept to comprise the aspects they have or want to have (Tice et al., 1995). Moreover, clothes can extend or even build
one's self-concept and brand identity. Based on Roach-Higgins and Eicher & Sumberg (1995) clothing is one of the most
important aspects of one’s identity. Furthermore, building a self-image through fashion clothes can positively alter how
an individual is perceived by the world (Solomon and Schopler, 1982).

2. MATERIAL AND METHOD

To understand and deepen the fashion customer and brand relationship (Trudeau & Shobeiri, 2016) in the form of social
media brand engagement in Fashion Marketing, this paper aims to provide a more comprehensive map of some strategies
that influence customer behavior by examining the role of availability bias, bandwagon effect and authority bias.

In section 3, the Authority bias and how it is applicable to the context of social media by Fashion Brands is depicted. In
this section the authority bias explained through the SMIs, which is a fundamental aspect of this phenomena on Fashion
Marketing. In this section we depicted the effects of authority bias by examining three components (SMls, Consumers,
Product & Services). Based on this table, if the SMIs have a positive relationship with a consumer, the consumer is
expected to have a positive relationship to the product and services that SMIs are marketing. Physical appearance,
expertise and trustworthiness is presented as the most important aspect of the SMIs for them to strengthen their
relationship with the consumer.

In section 4, The bandwagon bias is explained in the social media marketing scope. Viral marketing is described as the
digital version of the effect “word-of-mouth” phenomena, where it is often used for the purpose of extending a micro
scaled marketing to a macro scaled marketing with social media. Since this effect of expanded marketing on social media
is achieved through social media users, The “Social Identity” is depicted as having a significant role throughout this paper.
In section 5, The effect of availability bias in social media marketing on fashion is explained as having two substantial
components, Repetitive advertising and product placement. On the Product placement, The Product or service that is
promoted by SMIs or other parties are not directly exposed to the consumer, rather being kept in the background so that
consumers can unconsciously perceive the marketing of the Brands. On the other hand, Repetitive advertisement is the
deliberate act of exposing consumers with a particular advertisement in the aim of unconsciously being kept on people's
mind.

Finally, in the implementations section, for the mentioned cognitive bias to successfully operate in fashion brands’
advertisements, some important factors that affect the performance of advertisements are listed. The three factors that
affect the relationship between the SMIs and the consumers (expertise, physical appearance and trustworthiness) are
stressed for authority bias to be positively implemented. Choosing the right kind of social media platform, where Tik-
Tok is stated as having the highest engagement rate, is mentioned to be an important factor to consider while crafting a
viral marketing plan to successfully implement bandwagon effect. And for the availability bias, both product placement
and repetitive advertisement is mentioned as sizable methods for creating brand awareness while stressing the importance
of relevance between the audience and the brand, plus choosing an admired and related SMI by the society.

2.1. Authority Bias

Authority bias can be explained as the people’s tendency of believing and trusting a figure who has an apparent authority
on a particular field (Korteling, 2020). People who fall for this mental trap are more prone to attribute a better validity of
a particular information or ideology given by an authoritarian figure (Proojien at all, 2006).

One of the most important examples where we can detect an authority bias is in medical fields (Stasiuk et.al.,
2015). Physicians’ prestige and title can create an authoritarian figure on people where people tend to attribute higher
degree of accuracy to their sayings where their perceived prestige attributed people a sense of “they know the best for us”
intuition (Emanuel & Emanuel, 1992; Madar & Bar-Tal, 2009). This is mainly because the people who are known to be
“experts” on their field along with other factors such as appearance, can significantly alter the degree of which people
choose to comply with their point of view or assertions.

The authority bias can be detected on the influencer market where brands promote their products or services through
influencers. Social media Influencers (SMIs) can be depicted as people who gained acceptance by a large group in the
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social media and gained power to influence a range of users by promoting and recommending others with their fame,
knowledge and authority. SMIs are people who have established credibility and stimulated commitment of a large society
with their knowledge and expertise on topics and particular purpose, and outstanding lifestyle. They are the leaders of
those fields marketing the details about their personal lives, experiences, and opinions publicly thereby exert a significant
influence and a sizable network through visuals, stories, films, texts, videos, hashtags, location check-ins, etc. They attract
the attention and have a great impact on the decisions of target consumers. Therefore, we can infer that they have an
“expertness” in their field.

As people tend to believe in the people who have authority, Social Media Influencers (SMIs) are a great tool for brands
to use for their promotions on the consumers purchase intention (McCornick, 2016). As the Statista’s data states, the
influencer market has grown to $16.4 billion in 2022 (Geyser, 2023), and expected to rise to $21.1 billion at the end of
2023 this consistent increase reflects the important effects of using an authoritarian figure as a marketing asset by
companies. This is mainly caused because of the positive effects of the presence of celebrity figures on purchase intention
(Hameed et.al., 2023).

The common factors of SMIs that had been mentioned throughout the literature are attractiveness, expertise and
trustworthiness (Smith, 2001; Wiedmann & Mettenhim, 2020). Multiple research and experiments dedicated to these
factors indicated that all these factors had a positive relationship with the consumers purchase decision and further,
consumer-brand relationship. These factors’ contributions to the purchase intention and consumer-brand relationship can
be depicted as below.

Consumer SMis

Figure 1. The relationship between Product & Services, Consumer and SMIs

If there’s a positive connection between SMIs and the consumer, then the connection between the product and the
consumer is expected to be positive based on the authority bias and vice versa (Figure 1). We can distinct the factors
which affect the bond between SMIs and consumers into 3 main categories (Wiedmann & Mettenhim, 2020). These are:

1. Image / Physical Appearance
2. Expertise
3. Trustworthiness

Because appearance is one of the most important aspects of SMIs for their influence on the consumer and hence,
attractiveness is making people more agreeable with their assertions (Horai et al.1974). This is why this aspect is mostly
used in Fashion by SMIs to make the clothes of different brands more appealing with their attractive look (Jin &
Mugaddam, 2019). Furthermore, the research done by Lee and Watkins (2016) shows that content created by attractive
SMIs pumps people up to make their own video on the relevant topic. Therefore, social media users’ purchase intention
and the brand awareness is positively linked with the SMIs’ physical appearance, and attractive looking SMIs are
perceived as more reliable to the consumers.

Expertise is an important contributor to SMIs, whose expertise on a particular field makes the SMIs more reliable on what
they are conveying (Yadav et al, 2013) A study conducted by (Alexander et.al., 2019) shows that while expertise is
important on SMIs, Choosing SMIs based on their expertise in a way that it would fit into the brand Identity is crucial. For
example, a protein shake campaign that is endorsed by a beauty influencer shows a poor fit between the SMI and the
Brand and therefore expected to show a negative impact for the advertisement (Alexander P. Schouten, Loes Janssen &
Maegan Verspaget (2019). In the fashion field, choosing SMIs that already have a recognition in the beauty or fashion
related field is a necessity for a fashion brand.
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Trustworthiness is a factor which makes people comfortable with one another and therefore, puts a person in a good
mood. When people are in a good mood, they become more intuitive but more prone to fall into logical errors and mental
traps (Kahneman, 2011). SMIs that showed a particular knowledge or an impact on the social media about the fashion
sector would create more ease on people’s mind on the conveyed advertisement by the SMI therefore increase the purchase
decision on that product or service plus brand identity. Therefore, SMIs trustworthiness improves their credibility on
social media and improves the bond between product and the consumer.

2.2. Bandwagon Bias

The term bandwagon effect can be defined as the people's tendency for joining existing majorities often viewed as
dominant (Riidiger, 2015). When people shape or reshape their behaviors, beliefs, attitudes and stand based on a collective
group of anonymous because if their competence among a particular field, we can say that this results by the effect of
bandwagon (Mutz,1998) While this bias can sometimes lead to a positive direction and the decisions or the judgements
made because of this bias can stated as “rational”, it is important to note that this section mainly focuses on the “irrational”
decision making and judgements on social media in fashion marketing.

The most appropriate example for this cognitive bias would be in political elections where people express their political
hand as a partisan of a particular party or side. There was a long running debate on how the election polls affect voters
and the majority scripted this phenomenon to the bandwagon effect which when there's an ongoing competition on a
political pool, the party which is on lead would get even a higher support (Hardmeier, 2008; Simon, 1954). In this
example, bandwagon shows itself as the people’s tendency to behave as they desire to have a “social identity” therefore
being a part of the vanquishing team.

A study published by Oxford university, the bandwagon effect on election pools not only explained but examined a
controlled experiment which provided a realistic environment, where they had real world consequences, for more accurate
measurements (Farjam, 2020). The result of the experiment showed a %7 shift from the result of the pre-election pool on
the voters. Based on Mike Farjam, the shifting of %7 from the pre-election can even be seen as a small percentage since
the real word elections generally consist of more alternatives which can exclude the burden of the cost of the voting
process and making it quite easier for voters to jump upon different political parties.

On the Social Media aspect, this bias shows itself on viral marketing. This marketing strategy by brands means amplifying
the micro scale campaign into macro scale one through making people transfer the message of the marketing to one
another, creating a social network compromised by the initial marketing.

The term word-of-mouth is often used to describe the organic growth of a brand through consumers suggesting one
another about a particular product personally, so that the person they suggested the product can benefit from that product
as much as they do. On social media, viral marketing creation by brands works in the same direction as word-of-mouth
where the message of the marketing spreads, through social media users and creates a cloud behind the brand (Gunawan
and Huarng, 2015).

According to an experiment conducted by (Hsiang-Hsi Liul, Yu-Ning Wang, 2019) viral marketing substantially effects
the intention of purchase by consumers and therefore is used and should be used by companies to maximize the efficiency
of their campaign. Plus, the interaction with the brand on viral products (The product that marketed at Viral marketing
medium) is increasing the brand awareness and value.

Another factor that is an important contributor to viral marketing is “social identity” which refers to the social groups that
people are in or want to classify themselves as they are. This theory perfectly aligns with the nature of fashion where the
clothing serves as a tool for people to explain and define themselves. In this sense, fashion can be defined as a non-verbal
language that can be used by people to express themselves (Barnard, 2013) on various factors as well as social identity
where compromises of various groups (social, economic etc.) that resemble different levels of status. An example of this
can be when people want to symbolize their position on a football game by wearing the uniform that their preferred group
carries. On this context, the social media users may want to contribute to the viral clothing by purchasing and showcasing
their clothing and therefore position, by sharing their content on the social media (which enlarges the effect of the viral
marketing)

2.2. Availability Bias

Availability bias refers to the people’s tendency to make decisions based on a piece of information that is easily available
to them. (Tversky & Kahneman, 1973) This can be overly dangerous since we are currently in the internet age, which
means that we are exposed to all kinds of information (valid or invalid) constantly. For instance, Tversky & Kahneman
stated that a person may evaluate or approximate the rate of divorce in her local community based on her experience with
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her relationships (1973). In this example, the question is perplexing and requires a substantial effort which our brain fails
to provide most of the time (Kahneman, 2011). So, our mind “substituted” the mind-bending question, "What is the rate
of divorces in your local community?” To” how my previous relationships went?”.

Since availability bias occurs unconsciously, it's a popular tool among brands who want to remain in consumers mind
using repetitive ads and content or product placing where products do not directly appear. When people encounter an
advertisement that they have seen before, it is expected that they would assess the validity of the content by how familiar
that content is, which in this case this bias is used by brands with repetitive advertisement or product placement.

Product placement is deliberate insertion into non-commercial settings (Levi-Faur & Ginosar, 2010). This means, social
media users or audiences are constantly being exposed to advertising unconsciously. So, for example when a beverage
brand partners with a SMI for placing their drink onto the background of the influencers’ post, brands make people
exposed to their product unconsciously. So that when they’re in search of a beverage their product can pop-up in their
mind. Same goes in the fashion industry, a study conducted by (Parth, Kraft, and Raif, 2017) about fashion marketing on
Instagram. They state that the indicated influencers about fashion advertisements avoided using any kind of hashtag or
caption that can potentially indicate the advertisement purpose.

Advertisement repetition is another way that brands implement the availability bias into their marketing strategy. Multiple
exposure to an advertisement creates a better recognizability and awareness for the brand and therefore creates a better
approach from the consumers later. This effect also contributes to the “mere exposure effect” where the more you
encounter a product the more you attach to it. With the presence of personalized advertising, the more people being
exposed to a relevant advertisement, the positive attitude change will increase and vice versa. (Garcia-Marques & Mackie,
2001; Rieh, 2002). Implementing fashion ads to fashion or beauty related contents can positively affect the perception
toward the brand.

On social media the product placement and repetitive advertisement serve as one purpose, not getting consumers to forget
about the brand and the goods services they provide which benefit brands in both long and short term.

3. IMPLEMENTATIONS

The given cognitive biases are constantly being used by fashion brands. Using cognitive biases in advertisements to
optimize their sales is a useful strategy for brands only if it is used correctly and efficiently. The following paragraphs
will provide the most appropriate ways of using these mental traps in fashion advertisements to get a positive outcome
and better allocating the money and resources spent on the advertisements.

While implementing authority bias to an advertisement, using the right kind of SMI is crucial to reach effective
marketing. Taking account of the factors that strengthen the connection with SMIs and consumers while deciding the
preferred SMI is essential for strengthening the relationship between the consumer and the product. These factors
(expertise, physical appearance and trustworthiness) should be considered while appointing SMIs. Choosing the SMls
wisely and double checking if the chosen SMI is aligned with the brand’s goals or the message it tries to convey is
essential.

While utilizing bandwagon effect, the selection of social media platforms and using the term “social identity” correctly
in a way that will align with the brands interests is crucial. Selection of Social Media Platforms that have a high
engagement rate would increase a Fashion Brands’ chances of getting viral on a social platform. Based on 2022 data from
Statista, the social media platform that has the highest engagement rate is Tik Tok with a 4.25% engagement rate per post
followed by Instagram, Facebook and Twitter (X) with engagement rate of 0.6%, 0.15% and 0.05% per post, respectively.
Since fashion serves as a non-verbal language for people to express themselves as well as the group that they belong to
or desire to belong to, using social identity by creating a community around the brand is effective with the right selection
of social media platform.

On availability bias, a meticulous selection of the right audience and the relevancy is crucial to increase the positive
attitude towards the brand. If Repetitive Advertisement will be conducted by a Fashion Brand, the audience selection
should be the people who are into fashion and Beauty sectors since repetitive advertisement creates a positive impact on
the brand and purchase intention only if it is being exposed to the right audience. If it is exposed to an audience who are
far from being interested from Fashion and Related sectors, the advertisement is expected to create a negative impact
where it’s considered as more irritating (Kondrod & Huber, 2015). For Product Placement in social media, while relevance
is still playing a substantial role, whether the selected influencer is liked among the social media users or not is a crucial
factor too (Gageler & Van der Schee, 2016).
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Giving the right attention to these factors while building up a social media marketing plan can substantially benefit both
brands and the consumers while maximizing the profit on the advertising budget and sustainability in consumption
respectively.

4. DISCUSSIONS AND CONCLUSION

The ever-increasing significance of online interactions operates the consumer with cognitive biases. In response to the
rapidly changing digital environment, this research ventured to map the cognitive biases and their profound effects and
possible implementations for brands for better allocating their resources. Social media is the biggest interface to bridge
the consumer and product via SMIs and campaigns therefore it creates an ideal platform for Brands to implement
Cognitive biases that have an important role in social media marketing and how consumers perceive the brand. For
consumers, knowing what cognitive biases are being implemented by brands is essential for being aware of such mental
traps and better consolidating their purchase decision. And for Brands, using these cognitive biases correctly and wisely
to maximize profits is crucial together with meticulously designed interaction language in shaping the consumers’
expectations and tendencies. On the other hand, these insights will modify consumers' choices through better online
interaction styles, thereby letting them optimize their choices for a more sustainable consumption through a more effective
information and financial flow to create more effectiveness in both marketing and consumption.
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