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ABSTRACT 

In today's society, social media has become one of the largest platforms for multi-way 
communication. Out of the different categories of social media, social networks, allow 
companies to create online brand communities (OBCs). Facebook is one example of a social 
networking site, where companies’ Facebook pages can be seen as OBCs. Facebook 
contributes to online word-of-mouth (WOM) communication and gives consumers the ability 
to interact with each other, as well as with companies. Furthermore, OBCs also gives 
companies a possibility to reach a large number of consumers from all around the world. One 
factor that has an impact on consumers’ different ways of communicating is national culture. 
Therefore, culture is an important factor for companies to take into consideration when 
interacting and communicating with consumers.  

The purpose of this thesis is to gain a better understanding on how consumers from different 
cultures communicate on companies’ Facebook pages, and whether companies adapt their 
communication towards different cultures. The aim is to investigate if Facebook can help 
eliminate the cultural gap in communication. This research has chosen to study the cultural 
differences between the United States (The US) and India, identifying whether the theory of 
Hofstede’s (2010) framework and Hall’s (1989) high- and low context will affect consumers’ 
communication.  

For this thesis, a qualitative case study of the International fashion brand ZARA was chosen 
in order to observe individuals from different cultures, communicating on the brand's OBC. 
The collected data for this thesis suggests that communication on OBCs is influenced by 
cultural differences. However, it also shows that the cultural differences tend to get more 
similar in some aspects, while becoming more different in others. The data also suggests that 
ZARA, as a company, do not adapt their way of communicating towards different cultures, 
yet they seem to be more likely to reply consumers from the US. The findings from this thesis 
hope to contribute to further research within cultural differences in communication on OBCs.  
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SAMMANFATTNING 

Sociala mediers roll har förändrats och är idag en av de största plattformarna för 
flervägskommunikation. Sociala medier kan delas in i olika kategorier som tillåter företagen 
att skapa olika sociala nätverk som blir onlineforum för företagets varumärke.  Facebook är 
ett exempel på ett socialt nätverk, där företagens Facebooksida blir ett onlineforum. Facebook 
bidrar till viral kommunikation och skapar möjligheter för konsumenter att kommunicera med 
varandra och företaget. Onlineforum skapar även en möjlighet för företag att nå ut till 
konsumenter runt om i världen. Konsumenters sätt att kommunicera påverkas av nationell 
kultur och detta är viktigt att ha i åtanke när företaget kommunicerar med konsumenter. 

Denna studie syftar på att skapa ökad förståelse för hur konsumenter från olika kulturer 
kommunicerar på varumärkens Facebooksidor, och hur företag anpassar kommunikationen 
gentemot olika kulturer. Syftet är att undersöka om Facebook kan hjälpa till att eliminera det 
kulturella gapet i kommunikation. Studien studerar kulturella skillnader mellan USA och 
Indien och identifierar om teorierna från Hofstedes (2010) ramverk och Halls (1989) hög- och 
lågkontextteori, har effekt på konsumenters kommunikation.  

Denna studie baseras på en kvalitativ fallstudie på det internationella modeföretaget ZARA, 
för att observera när individer från olika kulturer kommunicerade på företagets onlineforum. 
Insamlad empirisk data för denna studie visar att kommunikationen på onlineforum påverkas 
av kulturella skillnader. Studien visar att kulturella skillnader tenderar att bli mer eller mindre 
lika. Empiriska datan visar att ZARA inte anpassar kommunikation efter olika kulturer, även 
om de tenderar att oftast svara på kommentarer postade av Amerikaner. Resultatet från denna 
studie avser att bidra till fortsatt forskning inom kulturella skillnader vid kommunikation via 
företags onlineforum. 
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1. INTRODUCTION 

This chapter provides a background of the chosen topics for this thesis, followed by a 
problem discussion. This leads to the stated purpose and research questions, and ends with 
an overview of the entire thesis. 

1.1 BACKGROUND 

Consumers today are turning away from traditional media search like magazines, TV or radio 
in favor for an increasing use of social media when searching for information. They consider 
social media as a more trustworthy source when gathering information. (Bruhn, 
Schoenmueller and Schäfer, 2012) Social media has shown an explosive growth in the four to 
five years after its birth and is being established as the media choice all over the world (Dong-
Hun, 2010). In addition to traditional marketing communication, social media has an 
important impact on the success of a brand (Bruhn, Schoenmueller and Schäfer, 2012). More 
and more companies are using social media as a part of their brand building and marketing 
activities (Gallauger and Ransbotham, 2010), this due to the quick penetration into society 
(Dickey and Lewis, 2010).  

Kaplan and Haenlein (2010) defines social media as, “a group of Internet-based applications 
that build on the ideological and technological foundations of Web 2.0, and this allows the 
creation and exchange of User Generated Content” (p.61). Web 2.0 was a term, invented in 
2004, describing the new way of using the World Wide Web, and User Generated Content 
(UGC) sums up all the different ways that Social Media can be used, usually applied to 
describe the different kinds of media content that are publicly available and created by end-
users. (ibid) The use of Web 2.0 gives businesses new opportunities to get in touch, and stay 
in touch with markets but also the possibility to learn more about consumers’ opinions and 
needs. It gives businesses a new, more direct and more personalized way to interact with their 
consumers. (Constantinides and Fountain, 2008) 

Kaplan and Haenlein (2010) organize social media into six different categories: collaborating 
projects, blogs, content communities, virtual game worlds, virtual social worlds and social 
networking sites. Collaborating projects have a content developed by many end-users, with 
the idea of a collective effort by many operators leads to a better outcome than if it would be 
done by one actor. An example of a collaborating project is Wikipedia. (ibid) 

Blogs are one of the most recent forms of social media and can be described as personal web 
pages with different contents like diaries or information. Blogs usually have one actor but 
with the possibility for others to interact through comments. (Kaplan and Haenlein 2010) 

Content communities have the main objective of sharing different types of media between its 
users. The different types of media can be for example videos (e.g., YouTube) or pictures 
(e.g.,flickr). On content communities, the users are not required to create a personal profile 
page, but if they do; the pages normally contains basic information like the date they joined 
and the amount of media they have shared. (Kaplan and Haenlein 2010) 
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Virtual game worlds have a three-dimensional environment where users can appear as 
personalized avatars, interacting with other users as if it were in real life. Virtual social worlds 
is the second group of virtual worlds, and just like virtual game worlds, users appear as 
avatars in a three-dimensional virtual environment. The difference is that in virtual social 
worlds, the inhabitants have the possibility to choose their behavior more freely and live a 
virtual life that is similar to their life in the real world. (Kaplan and Haenlein 2010) 

Social networking sites (e.g., Facebook) make it possible for users to create personal 
information profiles, which friends and colleagues have access to. These profiles can content 
photos and videos, and it is also possible for people to send e-mails and instant messages 
between each other. (Kaplan and Haenlein 2010) Social networks also allow forums for 
exchange of information in open communication networks (Surma, 2016). Furthermore, the 
growth of social networking sites has lead to the development of online brand communities 
(OBCs) (e.g., Facebook pages) (Sloan, Bodey and Gyrd-Jones, 2015). 

There is a growing trend among consumers, where they use social media platforms to gather 
information and become fans of brands (Bruhn, Schoenmueller and Schäfer, 2012). OBCs is 
one example where consumers can get access to, and influence a brand. It is an opportunity 
for companies and consumers to interact with each other, which can lead to increased 
meaning of the brand because of the information being shared on the OBC. (Sloan, Bodey and 
Gyrd-Jones, 2015) A strong relationship between the company and its consumers is essential 
for the firm’s reputation and is an important element, which contributes to a successful 
company (Omar, Williams and Lingelbach, 2009). 

Social Media makes it possible for consumers to talk to each other, resulting in an extension 
of the traditional communication of word-of-mouth (WOM) (Mangold and Faulds, 2009). 
Gillin (2007) says that, “Conventional marketing wisdom has long held that a dissatisfied 
consumer tells ten people. But that is out of date. In the new age of social media, he or she 
has the tools to tell 10 million” (p. 4). This limits the control that companies have over the 
content and distribution of information (ibid). Vollmer and Precourt (2008) underline this by 
saying that consumers are in control, having more and more access to information and greater 
command over their media consumption than ever before. 

It has been shown that people from various cultures have different ways of perceiving others 
and presenting themselves on social networking sites (Jiang and de Bruijn, 2013). Culture can 
be defined as something that members of a group have or belong to, and are an approach of 
norms, beliefs and values, which is passed on to the following generation. People from 
various cultures share, in nature, similar fundamental concepts such as traditions, customs and 
symbols. (McLean 2010) Different cultures among nations are also shaped from various 
forces, such as languages, religion and history. Other external factors, such as development of 
technology, educational and economic structure, and political regime also have an impact on 
the national culture. (Vaiman and Brewster, 2014) All of the fundamental concepts are 
viewed and interpreted from a number of different perspectives and can lead people to behave 
differently between cultures, (McLean 2010) which can be shown by Westbrook (2014) and 



 3 

Geert-hofstede.com (2016), who are comparing the cultural behaviors between cultures, 
noting differences between cultures as India and the US, as well as between other cultures.  

 

1.2 PROBLEM DISCUSSION 

There is a need for companies to engage in social media and they should have a distinct 
strategy for their involvement. Through social media, companies get the opportunity to listen 
to what the consumers have to say, interact with them and even have the chance to influence 
the conversation. (Bruhn, Schoenmueller and Schäfer, 2012)	  However, consumers do not only 
want to hear news about the brand, they also appreciate to give feedback to the brand team. 
This results in the suggestion that there should exist interaction between the brand and its 
consumers. (Veloutsou, 2007) 

On Facebook, which is one of the most successful online social networks (Surma, 2016), 
companies have started to develop online brand communities (OBCs), in form of Facebook 
pages (Sloan, Bodey and Gyrd-Jones, 2015). The international fashion brand ZARA is an 
example of a company that has created an OBC, which had 23’496’413 people who “liked” it 
in April 2016 (Facebook.com, 2016). ZARA uses the OBC to inform the consumers about 
their latest news and to create a multi-way information channel (Facebook.com, 2016; Sloan, 
Bodey and Gyrd-Jones, 2015). It has been shown that OBCs are the key factors of Internet 
marketing within social networks and it is believed that OBCs helps build and reinforce brand 
loyalty and attract new consumers. Previous research have also identified that OBCs lead to 
increased brand commitment and sales. Yet, the greatest challenges most companies are 
facing when starting to create and manage successful OBCs are; attract consumers, make 
consumers engaged, participative and make consumers return. (Hodis, Sriramachandramurthy 
and Sashittal, 2015) 

The key factors of a successful Facebook page, is the ability to go beyond simple information 
sharing and further encourage socialization and connection, both among the followers of the 
company as well as between the company and its followers. A significant engagement with 
companies’ Facebook pages has been shown to result in increased brand loyalty, leading to a 
positive effect on brand commitment, WOM and sales. (Hodis, Sriramachandramurthy and 
Sashittal, 2015) By making consumers engaged in discussions about the products in various 
platforms, companies could also potentially influence the consumer’s WOM. (Kucukemiroglu 
and Kara, 2015)  

Social relationships are an essential reason why consumers use Facebook and social 
networking, as a unique way of communication, can develop these relationships. Trust is an 
important factor, which facilitate the exchange of information between friends. If the 
information source is trusted, it contributes information with higher perceived credibility. 
(Kucukemiroglu and Kara, 2015) One element that can influence the level of openness and 
trust in the communication process is culture (Dutta, 2008). Culture influence how individuals 
communicate, and the main focus of cross-cultural communication is how individuals from 
different cultures communicate with each other. Cultural backgrounds have an impact on 
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whom individuals communicate with, what they discuss and the outcome of the 
communication process. (McLean 2010)  

	  

1.3 RESEARCH PURPOSE AND RESEARCH QUESTIONS 

The purpose of this thesis is to gain a better understanding on how consumers from different 
cultures communicate on companies’ Facebook pages. The aim is to investigate if Facebook 
can help bridge the cultural gap in communication. The stated research questions for this 
thesis are therefore: 

RQ1: How does culture affect the way consumers communicate on companies’ Facebook 
posts? 

RQ2: How do companies communicate with consumers from different cultures on their 
Facebook posts? 

 

1.4 THESIS OUTLINE 

As shown in the figure below, this thesis will be divided into six different chapters: 
Introduction, Literature Review, Methodology, Empirical Data, Data Analysis and Findings 
& Conclusions. 

	  

	  

Figure 1: Thesis Outline 

 

In the first chapter, the background, problem discussion and overall purpose of the thesis are 
presented. In chapter two, the research problem will be discussed together with theory and 
result in the conceptual framework. Chapter three will explain the methodology used for this 
thesis followed by chapter four which consists of the empirical data. Chapter five will further 
compare the empirical data with the conceptual framework and lead to chapter six that will 
consist of the findings and conclusion. Furthermore, in the last chapter of this thesis the 
research questions will be answered. 
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2. LITERATURE REVIEW 

This chapter contains of a discussion regarding various studies connected to our topics, and 
are covering OBCs, communication, followed by culture. The most relevant theories and 
studies are included in the conceptual framework, which is presented as the last section of 
this chapter. 

 

2.1 ONLINE BRAND COMMUNITIES 

Brands can create and support OBCs to communicate that they value their consumers as a part 
of the development and improvement of the brands relationships with current and future 
consumers.  Consumers often seek to be a part of an OBC to decrease the risk in the process 
of purchase decision-making by acquires valued inputs from other consumers. (Sloan, Bodey 
and Gyrd-Jones, 2015) It has been shown that members of brand communities are 65 percent 
more likely to buy a product than someone who is not a part of a brand community (Hammedi 
et al., 2015). 

Members participate and interact in OBCs to become embedded in it. They use OBCs to 
interact within networks and establish new links with people. Social media, and OBCs, can 
therefore be seen as a way of exchanging information, creating relationships and working 
together. OBCs are also a good opportunity for companies and brands to target people from 
various categories. (Sloan, Bodey and Gyrd-Jones, 2015) Previous research has shown that 
around 50 of the 100 top global brands have created consumer-focused social networks, with 
the assumption that the joining consumers will become more involved, which will lead to 
improved economic outcomes for the firms. (Hammedi et al., 2015) 

It has been shown that consumers’ involvement on Facebook pages have a positive effect on 
brand awareness among the consumers. It also has a positive effect on WOM and the 
purchase behavior. (Sloan, Bodey and Gyrd-Jones, 2015) According to previous research, 30 
percent of Facebook users are more likely to pay attention to an advertisement that has been 
shared or commented on by their Facebook friends (Hammedi et al., 2015). On the other 
hand, when members are not pleased with a Facebook page, it can be a negative effect on the 
commitment and involvement. (Sloan, Bodey and Gyrd-Jones, 2015) 

 

2.2 COMMUNICATION 

The aim of social media is to create communication within a social context. Internet has 
created an opportunity for a multi-way information communication, where one-to-one, one-
to-many and many-to-many information is possible. This type of communication has made it 
possible for consumers to create relationships with not only the brand, but with other 
consumers. (Sloan, Bodey and Gyrd-Jones, 2015) Furthermore, it has been showed that 70 
percent of Internet users trust the comments of other users on social media platforms, which 
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often consists of a brand’s attractiveness or desirability. (Bruhn, Schoenmueller and Schäfer, 
2012) 

By increasing the quantity and quality of the company’s communication, interpersonal 
attachment and relational pleasure can be facilitated. By an increase in communicational 
events, the communication quantity can easily be addressed. On Facebook, this can be done 
by creating conversations with consumers on their OBC, through posts. Communication 
quality is more difficult to enhance, with media richness and social existence as two crucial 
factors. Social existences consider the level of access to communicators’ emotional, 
psychological and conscious condition, and if the level is high, it can lead to an increased 
emotional connection between communicators. Regarding media richness, it is believed that 
media with superior communication potential can accommodate higher understanding and 
commit to memory of messages. However, to use various types of media, such as pictures, 
videos and written text, the communication quality can be increased. (Su, Reynolds and Sun, 
2015) 

In an OBC, the company can be either active or passive with its communication. A passive 
company is providing a platform for conversations, without engaging in them. An active 
company gets more involved in the conversations, and interacts with the consumers by for 
example replying to posts made by consumers. Previous research has shown that consumers 
gain from an active engagement by the company, either socially or functionally. Social 
benefits are the development of interpersonal relationships and social ties with representatives 
of the company. The benefits usually become visible from feeling a part of the company, 
gaining social exchange, or accomplishing social status through interaction with the 
representatives. In contrast, functional benefits comes from the consumption- or purchase 
related information that is being received by the consumers, with the aim of gaining a better 
understanding of how to use, repair or alter a product. (Homburg, Ehm and Artz, 2015)  
Consumers can also be classified as passive or active on an OBC. Passive consumers are 
utilizing the available information, without getting engaged in the OBC’s activities. In 
contrast, an active consumer shares the information and circulates messages. On Facebook, 
commenting, liking and sharing messages could reflect the active consumers engagement. 
Companies can benefit from this, by their information being spread rapidly and all over the 
world. (Su, Reynolds and Sun, 2015) 

 

2.3 CULTURE    

When companies are interacting and communicating with consumers, it is important to take 
the national culture in consideration. Furthermore, when managing businesses with foreign 
negotiators, differences in communication behaviors must be taken into account. 
(Bandyopadhyay, Robicheaux and Hill, 1994) The concepts of national culture, and its 
differences, do not connect culture and communication in the first stage. However, the work 
done by Edward T.Hall offer a communication-culture perspective, suggesting that the human 
communication can never be separated from culture, since culture is communication. Hall 
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(1989) notes that different cultures use, culture specific pre programmed elements, and 
information in diverse ways to create meaning. Furthermore, he notes that cultures can be 
categorized by the style of communication and the degree of non-verbal context being used. 
(Kittler, Rygl and Mackinnon, 2011) 

In order to illustrate his concept, Hall (1989) uses a number of nationalities, making 
assumptions and classifying them as high- or low-context cultures. He states that individuals 
in a monochronic culture are low-context and in need of more specific information, compared 
to individuals in a polychronic culture that are high-context and pre programmed in a greater 
extent. (Kittler, Rygl and Mackinnon, 2011) Gudykunst and Nishida (1984) created a 
comparison between national cultures of high and low context, based on Hall’s (1989) theory, 
which is being shown in the table below. 

 

Table 1: Comparison Between National Cultures of High and Low Context 

	  

Adapted from: Westbrook, 2014 

	  

Most Asian cultures are defined as high-context cultures, while countries such as the US are 
defined as low-context cultures (Westbrook 2014). High-context cultures use transactions 
with pre programmed information, known by the receiver, and only contain minimal 
information in the transferred message. Low-context cultures, on the other hand, have a large 
part of the information stored in an explicit code when transferring the message. The high- 
and low-context definition can be described as two extremes in a continuous scale of 
meaning, and the correlation can differ depending on culture. (Kittler, Rygl and Mackinnon, 
2011)  

When discussing cultural systems and contexts, Westbrook (2014) means that it would be 
incomplete without mentioning Geert Hofstede´s work. When measuring culture, Hofstede 
suggest six elements shown in figure 2 below; power distance, individualism vs. collectivism, 
masculinity vs. femininity, uncertainty avoidance, long term orientation, and indulgence vs. 
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restraint (Hofstede, Hofstede and Minkov, 2010). Westbrook (2014) means that the cultural 
dimensions tend to pair up together with the low- and high context definitions, resulting in 
different cultural norms. Individualism, for example, is usually identified in low-context 
cultures, while collectivism normally is found in high-context cultures.  

	  

 

Figure 2: Hofstede's Cultural Dimensions 

Adapted from: Hofstede, Hofstede and Minkov (2010) 

 

Power Distance 

The dimension regarding power distance describes how one culture deals with inequality, 
measures interpersonal influence and power. Power distance is a reflection of the individual 
with the lower amount of power in a hierarchy. Cultures with high power distance believe that 
the potential and talents are distributed unequally across the community. It has been shown 
that individuals of high power distance cultures are more engaged in gathering information, 
than individuals of low power distance cultures. Furthermore, it has been shown that 
individuals of high power distance cultures have more trust in personal information sources, 
than impersonal information sources. (Schumann et al., 2010) 

Individualism vs. Collectivism  

The relationship, between individuals and groups in the community, can be explained by 
individualism vs. collectivism. In individualistic communities, people tend to prefer less 
united communities and instead look after themselves and their family. In contrast, 
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individuals of collectivist communities tend to belong to, and look after, greater groups and 
get more influenced by others. Consumers from individual communities take more 
consideration to their own personal past than consumers from collectivist communities, whom 
have a stronger motivation to comply with others. It has also been shown that the attitude 
towards providers of service differs between the two definitions. Consumers of collectivist 
communities have an equal attitude towards different levels of service, both inferior service 
and superior service. Consumers of individualistic communities have a more critical attitude 
towards inferior service. (Obal and Kunz, 2016)   

Masculinity vs. femininity 

The definition of the roles of men and women, in a community, is explained by the 
masculinity vs. femininity dimension and refers to the way “harder” values, such as success 
and competition, dominate “softer” values, such as service and solidarity. Cultures, with a 
more feminine approach, are more relationship orientated while cultures with a more 
masculine approach, are characterized by a more egocentric orientation. The individuals of 
masculine cultures are also more materialistic and therefore having a higher level of 
information gathering as well as sharing, than individuals of more feminine cultures. 
(Schumann et al., 2010) 

Uncertainty Avoidance 

Individuals’ tolerance for unpredictable or unstructured events in the future can be expressed 
as the level of uncertainty avoidance in a culture. High uncertainty avoidance cultures tend to 
reduce risk and ambiguity, perceiving life as a threat. When trying to reduce the risk in the 
service context, they therefore seek for advice from others whom they trust. They have a 
higher level of both sharing and seeking for opinions of others, in contrast to low uncertainty 
avoidance cultures. Individuals of a high uncertainty avoidance cultures rely more on received 
WOM from other individuals with already existing experience of a specific service. Low 
uncertainty avoidance cultures are more open to innovations and change, being more 
comfortable with ambiguity and uncertainty. These individuals tend to have a belief that they 
can impact their own lives, and does not pay as much attention to other’s opinion, being less 
influenced by other consumers’ behaviour. (Schumann et al., 2010) 

Long term orientation  

The long term dimension defines individuals’ perceptions of the future. Individuals of a long 
term orientation cultures are thinking more about the future compared to individuals of short 
term orientation cultures. They are instead taking more consideration into the present and 
past. However, this dimension’s connection with WOM has not been completely defined by 
previous research, and most journals are only discussing the other four dimensions. (Lam, Lee 
and Mizerski, 2009) 

Indulgence vs. Restraint  

The indulgence vs. restraint dimension concerns culture's attitude towards individual’s desire 
to have fun and enjoy life. Indulgence cultures are more open and free towards this desire, 
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while restraint cultures believe that it needs to be controlled by more strict social norms. 
Individuals of indulgence cultures spend more time exchanging emails with friends and 
family, as well as foregin people, than restraint cultures. (Hofstede, Hofstede and Minkov, 
2010). 

Two cultures with cultural differences according to Hall (1989) and Hofstede (2010) are the 
US and India. The aim of this thesis is to investigate whether the cultural gap in 
communication is eliminated through communication on OBCs, therfore this study has 
chosen to compare the cultures of the US and India. The following sections will describe the 
characteristics of the two cultures. 

  

2.3.1 CULTURAL DIMENSIONS OF THE UNITED STATES 

The scores of the different dimensions from Hofstede’s framework regarding the US are 
illustrated in the figure below. 	  

	  

	  

Figure 3: The Cultural Dimensions of the United States 

Adapted from: Geert-hofstede.com (2016) 

The United States (the US) is one of the countries with the highest scores of individualism in 
the world. Combined with their low score of power distance, Americans have informal 
communication behaviors, being participative and direct. They do not have much trust for 
authorities when in need of support, but tend to look after themselves, as well as their family 
members. However, individuals from the US are used to interact with individuals, whom they 
do not know, and are not afraid of reaching out to others with the aim to acquire or seek for 
information. (Geert-hofstede.com, 2016)  

Americans freely display and talk about their achievements and successes, which can bee seen 
as a reflection of their high score of masculinity. Furthermore, they believe that things can 
always be done in a better way. On the uncertainty avoidance dimension, the US score in a 
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lower position than average. (Geert-hofstede.com, 2016) Schumann et al., (2010) note, as 
mentioned before, that individuals of cultures with a low score on uncertainty avoidance tend 
to pay less attention to opinions of others, and are less influenced. However, other sources 
mean that Americans’ level of acceptance for new ideas is fair and they tend to have an open 
attitude towards others opinions, ideas and expressions. Americans also tend to have a low 
level of emotionally expressive behavior. (Geert-hofstede.com, 2016)  

Concerning the long term orientation dimension, Americans find it important to analyze new 
information to identify whether it is true or not. The US is also scoring as an indulgent nation, 
being a “work hard, play hard” nation. (Geert-hofstede.com, 2016) Furthermore, Westbrook 
(2014) notes that the US is a low-context culture, using explicit communication encoded in 
words. Non-verbal communication is usually ignored (ibid). 

	  

2.3.2 CULTURAL DIMENSIONS OF INDIA 

The scores of the different dimensions from Hofstede’s framework regarding India are 
illustrated in the figure below.  

 

	  

Figure 4: The Cultural Dimensions of India  

Adapted from: Geert-hofstede.com (2016) 

India has a high score on power distance, which is shown through their high value of 
hierarchy with a communication that is directive and transferred top down (Geert-
hofstede.com, 2016). As mentioned before, Schumann et al.c (2010) note that high power 
distance cultures are more likely to get engage in seeking for information, but trust more in 
personal information sources than impersonal information sources. 

Regarding the dimension of individualism vs. collectivism, India has a score in the middle, 
being both collectivistic and individualistic. The individualistic aspect is an outcome of their 
most dominant religion, being Hinduism. They believe that individuals are personally 
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responsible for how they want to live their life. However, they also have a high preference of 
belonging to a greater social group. (Geert-hofstede.com, 2016) 

India is considered to be a masculine community. Work is an important part of life and is a 
symbol of success, which individuals prefer to display. Concerning the dimension uncertainty 
avoidance, India has a medium low score. They accept imperfection and are tolerant towards 
the unexpected. In India, they usually say that “nothing is impossible” as long as the 
individual know how to “adjust”. The word “adjust” is often used in India, meaning for 
example to find a distinctive and innovative solution to an invincible problem. (Geert-
hofstede.com, 2016) 

On the long term orientation dimension, India is scoring an intermediate score. This results in 
there being no dominant preference concerning this dimension. In India they believe in 
“karma”, dominating their religious and philosophical thinking. They also believe in there 
being many truths, which depends on the seeker. However, they have a high acceptance for 
other views of religions all over the world. (Geert-hofstede.com, 2016) 

India is a restraint culture, with a low score on the indulgence vs. restraint dimension. 
Communities with a restrained culture do not consider leisure time of high importance, and 
they have a high control over their fulfillment of their desires. (Geert-hofstede.com, 2016) 
Furthermore, Westbrook (2014) note Asian countries, including India, as high-context 
cultures, meaning that non-verbal communication is commonly used. 

	  

2.4 CONCEPTUAL FRAMEWORK 

As mentioned in chapter one, the purpose of this thesis is to gain a better understanding on 
how consumers from different cultures communicate with brands and each other on brands’ 
Facebook pages. We want to investigate if Facebook can help eliminate the cultural gap in 
communication. The most relevant theories and studies regarding this area are presented in 
this section in order to subsequently collect data and answer the stated research questions. The 
conceptual framework is divided into three parts, OBCs, communication and culture. 

 

2.4.1 OBC 

The main study, used to identify OBCs, is Sloan, Bodey and Gyrd-Jones (2015). They define 
OBCs as a tool for consumers to get access to, and influence a brand. They suggest that the 
aim of being a part of an OBC is to interact with their network and establish new connections 
with people. According to them, OBCs are communities where companies and consumers can 
interact with each other, where one-to-one, one-to-many and many-to-many information is 
possible. In their research, Facebook pages are being defined as OBCs and they mean that 
consumers’ involvement on these have a positive effect on brand awareness among the 
consumers, as well as on WOM and purchase behavior. (Sloan, Bodey and Gyrd-Jones, 2015) 
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2.4.2 COMMUNICATION 

The main studies we have chosen regarding communication are Homburg, Ehm and Artz 
(2015), Bandyopadhyay, Robicheaux and Hill (1994) and Su, Reynold and Sun (2015). 
According to Homburg, Ehm and Artz (2015), a company can be either active or passive with 
its communication. A passive company provides a platform for conversations, but without 
getting involved and engage in it. In contrast, an active company gets involved in the 
conversations and interacts with the consumers, in form of for example replying to posts 
made by the consumers. (ibid) Furthermore, when companies are interacting and 
communicating with its consumers, as well as managing business, it is important to take the 
national culture into consideration, since differences exists in communicational behaviors. 
(Bandyopadhyay, Robicheaux and Hill, 1994) 

Su, Reynold and Sun (2015) also note that consumers can be classified as passive or active 
when communicating on OBCs. Active consumers, which this research will focus on, is 
considered to be someone who shares information and spreads messages, which on Facebook 
could be commenting, liking and sharing messages. (ibid) 

	  

2.4.3 CULTURE 

This section will cover relevant theories regarding culture, being Hall (1989) and Hofstede’s 
framework (2010), which is discussed by Kittler, Rygl and Mackinnon (2011), Schumann et 
al., (2010), Obal and Kunz (2016), and Lam, Lee and Mizerski (2009). This research will look 
at the six different dimensions of the Hofstede framework being power distance, 
individualism vs. collectivism, masculinity vs. femininity, uncertainty avoidance, long term 
orientation and indulgence vs. restraint, which is discussed by Schumann et al., (2010), Obal 
and Kunz (2016) and Lam, Lee and Mizerski (2009). These dimensions are relevant because 
of their explanations on how individuals, depending on the level of these factors, are behaving 
in an information seeking process (Schumann et al., 2010; Obal and Kunz, 2016). 

This research will also use the work made by Edward T.Hall, who offer a view on the 
connection between communication and culture. Hall (1989) states that culture is 
communication and the different cultures use various pre programmed elements and 
information in diverse ways to create meaning. He also notes that cultures can be categorized 
by the style of communication and the degree of non-verbal context. (Kittler, Rygl and 
Mackinnon, 2011) The different dimensions, as well as the degree of context, has been 
applied to both cultures, which will be studied in this thesis, being the US and India. We will 
now identify the cultural differences between these cultures. 
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2.4.3.1 CULTURAL DIFFERENCES BETWEEN THE US AND INDIA.  

The US and India have both similarities and differences between their cultures, being 
illustrated in the figure below.  

	  

	  

Figure 5: Comparison Between the United States and India 

Adapted from: Geert-hofstede.com (2016)	  

	  

There are two dimensions where the cultures are quite equal, being masculinity vs. femininity 
and uncertainty avoidance. Both cultures are considered as masculine cultures, which are 
shown by their preferences of wanting to display success. Concerning uncertainty avoidance, 
both cultures have medium low scores, signifying that they have a high acceptance of the 
unexpected and imperfections. Additionally, the two cultures have good attitudes towards 
others opinions, ideas and expressions, being open to new ideas. (Geert-hofstede.com, 2016) 

The rest of the dimensions, being power distance, individualism vs. collectivism, long term 
orientation and indulgence vs. restraint differs between the two cultures. One of the 
differences is that the US is an indulgence culture while India is a restraint culture, meaning 
that individuals of India has a higher control over their desires while the US is a more “work 
hard, play hard” culture. The US also have one of the highest score in the world regarding the 
individualism vs. collectivism dimension, meaning they are an individualistic culture. Indians, 
on the other hand, score in the middle, being both individualistic and collectivistic.  

Regarding the long term orientation, the US has a low score while India has a intermediate 
score. This is signified by the US wanting to analyze new information in order to identify 
whether it is true or not, while in India, they believe that there are more than one truth. 
However, the US is not afraid to take help from people they do not know when seeking 
information. They have a lower trust in authorities, while India, with a higher score on power 
distance, respect and value hierarchy. (Geert-hofstede.com, 2016) Furthermore,	   a great 
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difference between the two cultures lies in their degree of context, with the US being a low-
context culture, while India is a high-context culture. India is using more non-verbal 
communication than the US, who instead has a more explicit code when communicating. 
(Kittler, Rygl and Mackinnon, 2011)  

 

2.4.5 SUMMARY OF THE CONCEPTUAL FRAMEWORK 

In the figure below, an overview of the conceptual framework is presented. As mentioned 
earlier, the main purpose of this thesis is to investigate whether OBCs can help eliminate the 
cultural differences in communication. 

	  

	  

Figure 6: Conceptual Framework 

 

The blue boxes illustrate the studied areas and how they affect each other. Furthermore, the 
grey boxes illustrate the main theories used to analyse culture and cultural differences.  
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 3. METHODOLOGY 

This chapter describes the research methods used for this thesis. Different methodological 
perspectives are presented and discussed along with justifications of the choices that have 
been made. The chapter starts with the research purpose, followed by the research approach 
and research strategy. Furthermore the data collection, sample selection, data analysis and 
reliability and validity will be described. This chapter will end with a figure, illustrating the 
summary of the chosen methods. 

	  

3.1 RESEARCH PURPOSE 

The research purpose can be, exploratory, descriptive or explanatory (Pinsonneault and 
Kraemer, 1993). The aim of an exploratory study is to seek new insight in what is happening, 
and to clarify the understanding of a certain problem. Descriptive studies try to describe 
events or situations and get a clear view of the phenomenon in hand. In contrast, an 
explanatory study has the aim to establish causal relationships between different variables and 
to explain the relationships between these variables. (Saunders, Lewis and Thornhill, 2007) 

The purpose of this thesis is descriptive. The aim of a descriptive study is to create an 
accurate profile of persons or events (Saunders, Lewis and Thornhill, 2007). The relations 
between culture and communication on OBSs have been described, which is why a 
descriptive direction works well with this thesis. The research questions along with the 
overall purpose of this thesis were used in order to describe and evaluate patterns with the 
help of theory. 

	  

3.2 RESEARCH APPROACH 

There are two types of research approaches called quantitative and qualitative (Saunders, 
Lewis and Thornhill, 2007), and the qualitative approach has been chosen for this thesis. 
Qualitative research strategy is a strategy with focus on “words” when analyzing and 
collecting data, which this thesis have been focusing on, compared to quantitative research 
that has focus on numbers. (Bryman and Bell, 2013). The aim of this approach is to discover 
what may cause certain behaviors and provide a deeper understanding of certain factors. This 
is essential when trying to obtain a greater understanding of a phenomenon. (Saunders, Lewis 
and Thornhill, 2007)  
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3.3 RESEARCH STRATEGY 

Yin (2013) suggests five different research strategies to use when writing a thesis: 
experiment, survey, archival analysis, history and case study. Accordingly, Yin (2013) 
propose three conditions, which affect the choice of research strategy: 

1. The type of the stated research questions 

2. The control of behavioral events 

3. The focus on contemporary events 

	  

Table 2: Research Strategy 

Strategy	   Form	  of	  research	  
question	  

Requires	  control	  over	  
behavioral	  events	  

Focuses	  on	  
contemporary	  events	  

Case	  study	   How,	  why	   No	   Yes	  

Adapted from: Yin (2013) 

	  

For this thesis, a case study has been chosen, as being shown in the table above. A case study 
can be described as a study that involves an empirical exploration of a specific contemporary 
case, in a real world context, using various sources of evidence. Context is essential for a case 
study since it can be hard to clearly identify the boundaries between the case and the context. 
(Saunders, Lewis and Thornhill, 2007) The reasons for choosing a case study were based on 
the three proposed conditions, affecting the choice of research strategy (Yin, 2013). 

Regarding condition one, type of research question, these can be divided into the categories: 
“what”, “where”, “who”, “how” and “why” (Yin, 2013). As presented earlier, two-research 
question were stated for this thesis. 

RQ1: “How does culture affect the way consumers communicate on companies’ Facebook 
posts?”  

RQ2:“How do companies communicate with consumers from different cultures on their 
Facebook posts?” 

Both research questions had the aim of answering the question “how”. Concerning the second 
condition, control of behavioral events, a case study is in favor when the investigators do not 
have control over the behaviors relevant for the research (Yin, 2013). This research has 
studied existing posts on a Facebook page, without having control over either the posts made 
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by the company or the comments made by consumers. In conclusion, this research was based 
on a contemporary event, which was covering the third and last condition (Yin, 2013). 

There are four different strategies when doing a case study, which is divided into two separate 
dimensions; single case vs. multiple cases and holistic case vs. embedded case. A multiple 
case study was chosen for this research since the aim was to study various cases to discover 
whether the findings of the first case also appeared in the other cases. The case study used is 
also defined as a holistic case, since the research concerned posts made by the company as a 
whole, instead of posts made by specific departments or workgroups on Facebook. (Saunders, 
Lewis and Thornhill, 2007) 

	  

3.4 DATA COLLECTION 

There are several ways of collecting data, and it can be categorized into primary and 
secondary data. Primary data is new data, collected by the researcher for the specific purpose 
of the research, while secondary data is previously collected for another purpose. Primary 
data is often collected through observations, interviews or questionnaires. Observations 
include systematic observation, recording, description and analysis in order to interpret 
people's behaviors. (Saunders, Lewis and Thornhill, 2007) The relevant steps for this thesis 
were systematic observation, description and analysis, since the research was not conducted in 
a real life context, where recording could have been needed. For this thesis, the collection of 
primary data was chosen, and gathered through observations. The aim of the thesis was to 
observe wheter OBCs has an impact on the cultural gap in communication, which leads to 
observations being the most suitable method to collect information on an OBC. The 
observations have been conducted online, on ZARA’s Facebook page with the observed 
consumers unaware of the observations and they will never know that their comments were 
being observed.  

	  

3.5 SAMPLE SELECTION 

The sample selection concerns whom and what to observe, as well as when and where the 
observation will take place (Bryman and Bell, 2013). When a population is at an achievable 
size, it is possible to collect data from the whole population. However, sample selection is a 
rational alternative when it would not be practicable to study the complete population, when 
the budget or time is limited, or when the data is collected but the result is needed rapidly. 
(Saunders, Lewis and Thornhill, 2007)  

This research have been studying the communication activities taking place on the Facebook 
page of the company ZARA, a leading company within the international fashion industry and 
a part of an apparel trade group called Inditex (Zara, 2016). ZARA’s Facebook page had 
23’496’413 people who “liked” it, when the research took place (Facebook.com, 2016). We 
found ZARA’s Facebook page suitable for this thesis because of ZARA being an international 
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company with consumers from several different cultures. Also, ZARA is selling clothes 
affordable to a wide range of people around the world, which gave us a greater possibility to 
reach people from different cultures. (Zara, 2016) The observations was made on comments, 
made by consumers from the US and India, since these were two cultures which, according to 
previous research, had cultural differences (Geert-hofstede.com, 2016; Kittler, Rygl and 
Mackinnon, 2011; Schumann et al., 2010). The goal was to identify their communication 
behavior, both between each other as consumers, but also between the consumers and ZARA, 
to see if there exist differences between them and if that could be explained by culture. The 
goal was also to identify if ZARA changed their communication behavior towards these two 
different cultures. Furthermore, the main purpose with this thesis is to gain a better 
understanding on how consumers from different cultures communicate on companies’ 
Facebook pages and to investigate if Facebook can help bridge the cultural gap in 
communication. 

This research collected 30 comments from each culture, made on several Facebook posts 
created by ZARA from year 2010 to 2016. A total amount of 60 comments were a suitable 
size of data to collect in order to answer the research questions. Additionally, responses by 
consumers has also been collected, described as “response X.1”, with the “X” describing the 
number of the consumer posting the first comment. However, these have not been counted as 
a part of the 60 collected comments due to the conversations between the consumers being 
based on the main consumer’s first comment. The responded consumers’ communication 
behavior was therefore influenced and could not be analyzed in the same way as the other 
consumers. Furthermore, responses from Zara has also been collected, but not counted as a 
part of the 60 comments. 

The number of comments observed was based on the time limit for this thesis, but despite 
this, it gave us a good overview of both cultures, making it possible to find patterns, and get a 
sense of the behavior. From the different techniques of sample selection, representative 
sampling or judgmental sampling, a judgmental sample selection was chosen (Saunders, 
Lewis and Thornhill, 2007). This made it possible for us to collect the most suitable 
participants to study in order to be able to answer our research questions. Furthermore, 
judgmental sample selections can be divided into five categories: quota, purposive, snowball, 
self-selection or convenience (ibid). For this research, a purposive sampling was the best-
suited sample technique. For case studies with very a small sample, purposive sampling is to 
prefer since the wish is to choose cases, which are very declarative. A purposive sample itself 
can be divided into five different classifications, extreme case, heterogeneous, homogeneous, 
critical or typical case (ibid), where this research was the most suitable to a heterogeneous 
sample selection. This has allowed us to collect data with the aim to explain and describe the 
key topic. Any patterns that appeared have been of interest and value, representing the key 
themes (ibid). 
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3.6 DATA ANALYSIS 

Depending on the gathered information, the data analysis can be done in different ways. 
Qualitative data is non-numerical and non-quantified data, and in order for it to become 
useful, it is essential to understand the underlying meaning. When analyzing this type of data, 
it is often sorted into categories and analyzed through conceptualizations, this in order to 
recognize relationships in, and between categories and to test the hypotheses to produce 
legitimate conclusions. (Saunders, Lewis and Thornhill, 2007) 

The process of analyzing data is divided into three categories that are, data reduction, data 
display, and drawing and verifying conclusions. Data reduction covers the simplification and 
summarization of the collected data in order to reduce and transform the empirical data. Next 
in line is the data display, concerning organizing the reduced data into tables and/or figures 
with the purpose to make it easier to analyze, compared to reading it from an extended text. 
The last part of the analysis process, is the drawing and verification of the data. In this stage 
the researcher will draw conclusions that will be translated into meaning. (Saunders, Lewis 
and Thornhill, 2007) 

Research findings are transformed in different degrees through the data analysis process when 
going from descriptive to interpretation. If the aim for the researcher is to maintain a relative 
low level of interpretation, the use of qualitative descriptive approaches such as content 
analysis, thematic analysis and descriptive phenomenology is appropriate. (Vaismoradi, 
Turunen and Bondas, 2013) Content analysis is used when analyzing large amounts of written 
information in order to determine trends and patterns of words, the frequency in which they 
are being used, the relationship and the dialogue of communication. Content analysis was 
used with the purpose to describe the content and the characteristic of the examined document 
by examining who is saying what, to whom, and what effect it has. (ibid) Content analysis has 
been used in this thesis in order to categorize comments made on companies’ Facebook posts. 
The categories were identified on ZARA’s Facebook page, depending on the consumers’ 
different ways of communicating, without taking the different cultures into consideration. 
Firstly, six categories were identified, which later was reduced to four categories, since these 
were the categories where most of the comments made by consumers from the US and India 
could be categorized into.  

	  

3.7 RELIABILITY AND VALIDITY 

Reliability and validity are two important criteria when making an assessment of the research, 
conducted on business and management (Bryman and Bell, 2013). By paying attention to 
reliability and validity, the risk of getting an incorrect answer can be reduced (Saunders, 
Lewis and Thornhill, 2007). 
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3.7.1 RELIABILITY 

According to Saunders, Lewis and Thornhill (2007), reliability concerns to which extent the 
collected data techniques or analysis procedures will submit consistent discoveries. 
Furthermore, they suggest that the reliability can be evaluated by replying to the following 
three questions:  

1. Will the measures submit the same results on other occasions? 

2. Will other observers reach homogeneous observations? 

3. Is there clarity in how sense was made from the collected data? (Saunders, Lewis and 
Thornhill, 2007) 

When conducting a qualitative study, the reliability usually becomes essential since the 
researcher want to know if the measurement is stable or not (Bryman and Bell, 2013). For this 
research, the observer bias is a notable threat to the reliability because of there being various 
ways of perceiving the comments made on the Facebook posts, both between the two 
researchers, but also between the one forming the comment and the researchers analyzing it. 
(Saunders, Lewis and Thornhill, 2007) To strengthen the reliability of this thesis, the 
researchers have tried to ensure the possibility for other researchers to follow the same steps 
that have been taken, this in order to find similar results, if the study were to be conducted 
again. The process for collecting the data was clearly described in the section concerning data 
collection and all information regarding the collected data can be found in Appendix 1. 

	  

3.7.2 VALIDITY 

Validity covers whether the discoveries from the collected data comes across as being what it 
is (Saunders, Lewis and Thornhill, 2007), namely how trustworthy and accurate the 
measurements have been made throughout the research. (Bryman and Bell, 2013) 

According to Bryman and Bell (2013), there are two different types of validity, internal and 
external. Internal validity covers the sustainability of the results concerning causal 
relationships. External validity concerns how representative the subjects of the study are, as 
well as the result, and can be of use when conducting a qualitative study. (ibid) Saunders, 
Lewis and Thornhill (2007) are noting six threats towards validity: history, mortality, 
instrumentation, testing, maturation, and ambiguity about causal direction. History is a 
threat, which could have impact this research in a negative way. If the chosen company would 
have suffered a negative event, right before collecting the data, it could have affected the 
consumers’ opinions about the company and been giving a misleading view on the findings. 
(ibid) However, with this in mind, it was prevented by having chosen posts on Facebook, 
which were within a rational amount of time and without any impacted historical event 
happening in between the posts. Furthermore, the developed conceptual framework and 
discussed theories have made it clear what and how this thesis has been conducted. 
Additionally, the researchers conducted this thesis, have been supervised by the supervisor 
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and peers. Furthermore, it is important to keep in mind that different researchers have 
different ways of interpreting the categories and comments of this thesis, which could affect 
the outcome of the findings and conclusions, as well as the validity.  

 

3.8 SUMMARY OF METHODOLOGY 

An overview of the methodological choices, which have been made in this thesis, is presented 
in Figure 7. The blue boxes illustrate the steps that have been made throughout the 
methodology of this thesis. 

	  

	  

Figure 7: Methodology Outline 
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4. EMPIRICAL DATA 

In this chapter the collected data will be presented in order to answer the stated research 
questions. The primary data was collected through observations on Facebook, with a total 
amount of 60 comments from the two different cultures. The empirical data presented, will be 
a summarization of the observations, organized by each research question and in line with the 
conceptual framework. The data will later be used in the upcoming analysis. 

	  

4.1 RESEARCH QUESTION ONE 

In line with the choice of doing a content analysis, six categories were identified, which the 
consumers’ comments could be divided into. These categories have been identified through 
the Facebook page of ZARA. When identifying the categories, various posts on the Facebook 
page have been viewed, searching for patterns and similarities among the comments made by 
the consumers, despite culture, and created categories, which are presented in the table below. 

 

Table 3: Categories of Communication Behavior 

Product	  Availability	  

In this category, the comments contain questions about upcoming collections, sizes, and 
where to buy the garments. These questions are either positive or negative, and the 
consumers are in many cases expecting an answer from ZARA.  

Example: “Hello, I am searching for the blue tunic the girl with the afro is wearing. Need an 
xs. How can I purchase? What is the name of this blouse/tunic?” (Facebook.com, 2016) 

 

Purchasing	  and	  Service	  

This category consists of negative comments about the purchasing process, refunds and the 
service consumers are receiving from the employees of ZARA. The comments concerns 
both online- and in store purchasing.  

Example: “I will never shop at Zara again. Worst customer service. Very disappointing.” 
(Facebook.com, 2016) 

 

Working	  Conditions	  

Included in this category are complaints, questions and statements concerning the working 
conditions, both concerning the employees of ZARA and their suppliers.  



 24 

Example: “Nice clothes, but what kind of rights do the workers have? How long do the 
workers who have made the clothes I buy here work a day? Do the workers earn minimum 
wage, or do they actually earn a wage that they can live of - a living wage?” 
(Facebook.com, 2016)  

 

Love	  For	  the	  Brand	  

This category is composed of consumers’ reveals of his or her’s love for ZARA. Also 
comments, which consumers are recommending the brand or the products to a friend, are 
included in this category.  

Example: “Very nice. I get all my sons suits from Zara. Love the slim cut of them.” 
(Facebook.com, 2016) 

 

Beauty	  Ideals	  In	  Commercials	  

This category covers comments referring to the model's appearance in ZARA’s 
commercials. Most of the times the comments appear in a negative tone, even if positive 
comments also occur.  

Example: “Covering Men and Uncovering Women!” (Facebook.com, 2016) 

 

Quality	  

The last category consists of comments on the subject concerning the products’ quality, 
which to a large extent are negative comments.  

Example: “The quality of your blouses is extremely bad and this is not a new thing. i washed 
my blouse one time on hands and it is ruined. For a blouse that costs 40 euro that is simply 
unacceptable :)” (Facebook.com, 2016) 

 

 

When conducting the observations, the three steps described in the methodology chapter were 
followed, being systematic observation, description and analysis. After observing the right 
amount of comments, they were gathered in Appendix 1. The following section will show a 
summarization of the collected comments from each culture and how they have been divided 
into the different categories. When 30 comments were collected from each culture, it was 
noticed that two categories was being less mentioned by these cultures, quality and working 
conditions. Therefore, it was decided to remove these categories from the analysis and focus 
only on the four remaining categories. The few comments that appeared under the removed 
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categories were instead placed under another suitable category. In some cases, the comments 
fitted in more than one category, which was then placed in the most suitable category. In the 
following chapter, the analysis of the collected data will take place. 

 

Table 4: Product Availability 

Product	  Availability	  

USA 1: The photo of the floral Bomber jacket is in the Wall street journal today, black 
background with rose flowers. I want it.	  

USA 2: Hello, I am searching for the blue tunic the girl with afro is wearing. Need an xs. 
How can I purchase? What is the name of this blouse/tunic?	  

INDIA 1: I was at the ZARA store on, 1st May to be exact. I wanted to purchase a bag 
and had checked online for availability. My store visit was extremely disappointing. I 
entered the store and asked the salesperson to check if the bag was available, he said it 
was and that it would take 15 minutes to get it out of storage. When I came back after 15 
minutes it wasn’t there. I understood it was a busy day and left my phone number and 
name at the billing desk. 1 hour later I had still received no word from the store, I came 
back and had to stand at the counter till one of the salesgirls (very helpful but an 
exception at the store) finally asked someone to fetch the bag from storage. I had to wait 
another 30 minutes at the store waiting for the bag. Then at the billing counter of the 4 
cash registers only two were operational, billing was extremely slow with nobody to bag 
the clothes of those ahead of me. The cashiers were doing both the billing and bagging. 
In the billing line I had to wait a further 20 minutes with only two people ahead of me. 
On speaking to the manager the response was extremely unapologetic. It was almost as 
if the management is willing to neglect service because it has popularity to ride on. A 
very disappointing experience	  

INDIA 2: How to buy ZARA men-shirts online? 

INDIA 3: I’m from India, I’m not able to check out to purchase it online. 

INDIA 4: Zara is good but it's the same styling, pattern and collection every year. I went 
to Zara store last week but highly disappointed after seeing the collection. They have 
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same cheque shirts, same jackets/blazers they displayed last year. I believe Jack & Jones 
and Superdry are doing much better. 

INDIA 5: Add men collection also.	  

Adapted from: Facebook.com (2016) 

 

Table 5: Purchasing and Service 

Purchasing	  and	  Service	  

USA 3: Zara Customers! I bought a pair of pants that broke (the zipper) the first time I 
wore them. After emailing Zara and being told to bring them into a store (as I no longer 
had my receipt) I was insulted by the manager (he called me fat) and told to go to 
another store 30 minutes away if I wanted another pair in “my size”. I complained to 
Zara and only received a lecture for “mistreating” their employees (guess what, I told 
the guy who called me fat to go to hell). I was also told to drive 30 minutes to another 
store because if they mailed me one, there was no guarantee it would get to me. Nice 
advertising for their ecommerce business. Thanks for nothing, Zara.	  

USA 4: Don't buy this. Zippers are all defective.	  

USA 5: I would like to please advise anyone who plans on ordering from Zara.com 
please be aware of HORRIBLE customer service. My backpack never arrived and they 
have been super rude with me for the past two weeks finally agreeing to resend me the 
package a few day ago. Telling me that they will never do it again. How rude. What kind 
of service is this to Zara´s clients? I work in retail and I would never treat anyone like 
this. I am still waiting on my package that I ordered in the 26th of February. DO NOT 
ORDER FROM ZARA.COM! 	  

Response USA 5.1: Totally agree. I had the same experience. Awful irresponsible 
customer service. DO NOT order from ZARA!  

USA 6: WORST CUSTOMER SERVICE EVER NOT WILLING TO HELP THOSE 
SNOBBY RACIAL PEOPLE. 	  
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USA 7: Really disappointed in the service I’m receiving from ZARA for an online order 
that was never delivered. Zara claims it was delivered and I can definitely confirm that is 
has not. Tracking shows it was “dropped off in the mail room in the lobby”. My building 
has neither a “lobby” or “mail room”. I’ve had to call back to Zara customer service 
daily to try to resolve this and have gained no ground. The response I keep getting is 
“we’ll let you know if anything changes in the status of your order”. What does that 
even mean? All for only a $120 order. Was a regular customer? Not anymore.	  

USA 8: Hi ZARA. Disappointed in the level of customer service I have been receiving 
from your ZARA South African stores lately. Not all stores seem to be informed of what 
procedure to take regarding faulty items? I have even had a manager insinuate that I 
damaged the garment myself. The 30-day return policy is terrible. Even when the 
garments are still available in store, they cannot be exchanges for a different size 31 
days post sale? I love Zara clothing & quality, but this unreasonable policy is sure to 
send a few loyal customers shopping elsewhere. I hope this change in the near future.	  

USA 9: Horrible customer service at the stores and online! Ordered for $1200 and my 
shipment never came! No money back! Bye bye Zara	  

USA 10: By far the worst customer service experience I have ever encountered. I spend 
thousands of dollars a year in your stores and online. I purchased two button up shirts 
and paid for express shipping for my shirts not to fit me because the website did not 
specify that the items were “slim fit”. I had to find out the hard way and was not able to 
use the purchased product for the event I planned for. I called Zara to return the items 
and explained what happened and asked for the shipping charges to be credited back to 
my card also because Zara sent me a misrepresented item, and they have refused to do 
so. After three different calls with different managers they feel that because the items 
delivered on time that they should not be responsible to cover the shipping for a product 
that I was not able to wear. I am at a loss for words. Not only did you lose a customer 
that was prepared to re-order those items in a larger size, but also refuse to shop for me 
and my family at your store from here on out. I have charged the additional funds back 
to my bank, and plan on letting everyone know the poor customer service that your 
company supports. It’s 2016. There are many other designers out there that will bend 
over backwards to keep a paying customer happy. Learn to diversify and support the 
ever so changing cultures that we move towards.	  

USA 11: Your customer service was also terrible, crazy rude. What happened to you 
zara?! #zarahastheworstcostumerservice	  
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USA 12: So I heard ZARA is now radically profiling their customers. That sucks, I 
really liked their clothes. The phrase “special order” was used to target potential Black 
shoplifters. That sucks, b/c your clothes are amazing. What a girl to do!	  

Response USA 12.1: Yeah, I just heard this too. That is very disappointing. Hopefully 
they will learn from this and hold to their claim of diversity.	  

USA 13: I have tried to contact Zara multiple times and have been hung up on each 
time. The girl at the front desk refuses to connect me with anyone to assist. She states 
there is no one that can help and her supervisors don’t take calls. I have filled out the 
online form as well. I went into the store and the only way the manager said I could be 
assisted was through online form on phone. I am a return customer who has given a 
quite large amount of business to your company as well as word of mouth referrals in 
regards to your suit collection. I am requesting assistance from Zara ASAP? This is 
getting ridiculous.	  

Response USA 13.1: Lol and they still don’t reply lol.	  

USA 14: I had the worst customer service ever in my entire life with Zara. After 
purchasing an item from Zara.com and after only one wear and proper wash, the treads 
started to coming of the trim of the cloth like crazy and simply became too out of shape 
to wear. I contacted the customer service, not to mention how slow it was to get an 
evaluation of the case, the tone of the customer service simply seems indifferent and 
ignorant. I sent the pictures of the misshaped item to them and it finally came back 
saying that the problem is not the manufacturing defect and they decided not to do 
anything about it. I’m totally pissed off by this as if it were not due to a manufacturing 
defect, how some all the treads are coming off like that. Still it didn’t show any empathy 
or understanding for my frustration. It totally blew up my mind with its customer 
service, as for a reputable brand like Zara, there is more to be expected beyond the 
styles. Any other single fashion brand in the US has done a much better job than this and 
I have to say it is the only the fashion brand in the US that I have had such unpleasant 
experience. Be careful of the quality of the product, it you wore it and washed it and it 
started to tear apart, they think it is your own responsibilities! I’m not a review person, 
but I am too angry not to share my experience with other fellow shoppers. �	  

USA 15: I was going to place and order but not now. After reading about the customer 
service, I am not taking the chance. Also Muslim owned? No thanks!	  
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USA 16: I have a huge issue that I’m taking to corporate. I spent over $270 dollars in 
your store. I went back today with my receipt to exchange a pair of pants because they 
were to slim fitted. First the associate had no issue assisting me but then the department 
manager came out and told me that I could not do an exchange or return because the tag 
was missing from the inside. I never wore this pants because they were too small and I 
never ripped the tag out. They were purchased without a tag. I asked the department 
manager why were they sold without a tag if I can’t return them and he shrugged and 
said policy. No empathy or explanation behind it. I got the # to customer service and left 
a very I satisfied customer because I have pants that I can’t wear and can’t return but I 
spend a lot of my money at Zara and can’t even get proper service.	  

USA 17: ZARA thanks for leaving my order on my doorstep with your CHEAP 
mailservice OnTrac. Ruined my mother's day for me due to CHEAPNESS of your 
company!	  

USA 18: Very poor customer service! Ordered a ladies scarf in plenty of time for 
Christmas gifts, was shipped a medium mens shirt. When I called I was told I had to 
send the men's shirt back before they could send the correct item. I spent two hours 
going to the UPS store and will not have the Christmas gift in time to give. A good 
business operation with courteous staff would have apologized for their mistake, 
overnighted the correct item and allowed me to return the incorrectly shipped item at my 
convenience. Zara, wise up, it was your mistake!	  

INDIA 6: My father purchased purse, hat and a pack of perfume today ie February 29, 
2016 at 14.51 amounting to 95.85 Euro from ZARA outlet at Victor Hugo 28-32 Paris, 
vide bill no X (X). Being on tourist visa, he enquired for Tax Rebate Voucher. The 
gentlemen on the counter informed that minimum purchases should be to the tune of 175 
euro for claiming tax rebate. My father informed that he had made purchases worth 300 
euros from Zara outlets in Paris during past few weeks and, would be glad to show bills, 
if it was possible to extend benefit of tax rebate. The gentlemen, at counter, agreed to 
help and issue tax rebate voucher once all the bills are presented to him today or 
tomorrow or even upto 2nd March 2016. At around 18.30 today, he approached the 
counter and told the Lady on counter the purpose of his visits. Looking at the voucher, 
the first reaction was “It is impossible”. When my father told me that the gentlemen at 
the counter had agreed for tax rebate, during the day, she was not in the position to listen 
anyway and started behaving as if some intruder had entered the shop. In no seconds, 
she started shouting that you have hade made few purchases from ZARA Champ 
Elysees, you go there and ask for. Lastly my father requested “Madam, you please check 
up with the gentleman who was on the counter during noon. Pat came the reply’ No, it is 
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impossible, it cannot be done in any case”. My father was stunned at the cynical 
response and contacted manager, who showed ignorance about English language even 
and expressed as if she was in no position to help.	  

INDIA 6: Zara Sir and Madame, I know it is futile to write about uncourteous, rude 
behavior of some your employees (of course, not all) as it does not seem to bring any 
change, yet I am narrating the incident below which happened today ie FEB., 29th 2016 
in the ZARA shop at Victor Hugo, Paris. I, in fact, feel embarrassed to have been one of 
Zara customer and admirer since long, be it India, USA or London.	  

INDIA 7: Guys do not buy Zara at all. I had a very disappointing experience recently. 
The unfortunate part is when I raised an issue on my order it was not even addressed 
properly. Zara Manager literally said “we have high clientage and we do not care if we 
lose even thousand of them. 	  

INDIA 8: Dear team, we are very sorry to inform you that the kind of service given by 
your staff from phoenix market city branch is pathetic and not up to the standards of 
zara. We bought a shoe ten days back and the sole was not properly attached s I visited 
the store for exchanging. The floor manager deepthi has given worst service that I had 
ever seen in any other retail brand. Please train your guys for providing proper service to 
the customer and customers are like gods for all brands but I don’t know what is your 
philosophy so kindly take care of that service comes first compared to your product and 
brand. Please make us comfortable in the store. The bill details are attached in the mail 
for your reference.	  

INDIA 9: The very fact that you don’t provide any warranty whatsoever on your 
products speaks volumes about its quality. You don’t trust your own product to serve 
customers for a definite period of time, You’ve done an excellent job in marketing and 
creating a brand for the gullible India middle class, but missed in the main aspect 
necessary for a long-term successful; the product quality. Our journey together as a 
customer and a brand was bitter and (thankfully) short. Never buying again from you, 
not that you care because you have tons of other customers who still blindly buy low 
quality products from you. Hopefully, they’ll see façade soon enough.	  

INDIA 10: Attached is the image of my damaged Zara suit. It’s been just 2 years (& I 
have used it only 5 times so far) and the suit is already tearing apart. I am a regular 
shopper of your brand i.e. I shop Zara products every 3-6 months and recently I 
purchased few pants, perfumes etc & they are awesome. But I am very disappointed 
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with this suit as it has costed me huge money and it’s tearing apart in just 2 years. Any 
suit I buy lasts for 5-10 years minimum. How on earth can Zara suit start tearing apart so 
soon? Is the quality if Zara suits/clothings going down? You can call/sms me to discuss 
ASAP: +X. Attaching also a recent purchase slip @ ZARA (Pheonix Mall, Bangalore). 
Tomorrow, I will also send you American Express Gold Card statement of the suit I 
purchased. Trust me, it’s an expensive suit and I am intending to shop more at Zara this 
month. This, request you to solve this issue ASAP. I also emailed coma@inditex.com & 
custcare@in.inditex.com , and it has been 2 weeks and no response.	  

INDIA 11: BEWARE!! Zara is selling cheap quality clothing, not worth buying.	  

INDIA 12: I bought a trouser from Zara Palladium store in lower parel in Mumbai. 
After wearing once, the threads are coming off from front and back of the trouser. I have 
been following up with these guys but the store guys don’t bother to call you to update 
in the resolution of the issue. Worst Customer Service! Poor Quality of clothes sold! It is 
simple – either refund the money or let me buy something else in the same price. I really 
don’t trust the quality of Zara clothes now.	  

INDIA 13: Hello Zara! I bought a pair of girl´s pants in MILAN (model: serge, in red) 
and washed them on their own the first time, since the outside label (the one you take off 
before wearing them) said so IN SPANISH and ENGLISH. As I washed them the 
second time, following the instruction on the inner label, they lost a LOT of color and 
ruined all my clothes that were in the machine with them. And Zara client service???? 
They don’t care. Inditex does not meet with customers. Well thank you. If you change 
your mind and want to talk to me, I’m the one dressed in PINK. permanently. Because 
of your crap pants, all I have is now pink.	  

Adapted from: Facebook.com (2016) 

 

Table 6: Love For the Brand 

Love	  For	  the	  Brand	  

USA 19: Gorgeous!	  
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USA 20: ❤❤❤	  

USA 28: I need these!	  

USA 27: Nice.	  

USA 26: I need these!	  

USA 25: Great shoes! 	  

USA 24: Nicee.	  

USA 23: Love the sandals!	  

USA 22: LOVE!	  

USA 21: This is a great collection!	  

USA 29: Brooklyn would look so ADORABLE in these pink outfits, especially the 
hoodie. 	  

INDIA 14: Hi, I am a fashion blogger and I have done a photoshoot and video shoot on 
my favorite outfit from ZARA. I would love you to have a look and I am sure you would 
love to promote your customers to also tell their stories like me, of what they feel about 
ZARA. Waiting to hear from you.	  

INDIA 15: Nice casuals for boys, branding is good.	  

INDIA 16: The best thing, it suits any outfit of mine. Loving.	  
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INDIA 17: ZARA India is the best. The clothing offered are very good and feels 
premium after wearing it.	  

INDIA 18: Very cool jacky.	  

INDIA 19: MY FAV BRAND….ZARA	  

INDIA 20: Just wooow.	  

INDIA 21: Awesome brand.	  

INDIA 22: Superior….dresses.	  

INDIA 23: Superb collection.	  

INDIA 24: Nice every once	  

INDIA 25: Amazing ❤ loved it	  

INDIA 26: Love it specially the colour!!! ❤	  

INDIA 27: Love the colour and simplicity in dress.	  

INDIA 28: My favourite…	  

Adapted from: Facebook.com (2016) 
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Table 7: Beauty ideals In Commercial 

Beauty	  Ideals	  in	  Commercial	  	  

USA 30: Shame on you for using models to the bone!!!!	  

INDIA 29: That model guy look like me.	  

INDIA 30: Nice baby.	  

Adapted from: Facebook.com (2016) 
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4.2 RESEARCH QUESTION TWO 

In order to answer the second research question, the relevant empirical data is presented in the 
tables below and consists of conversations between the consumers and ZARA. Furhtermore, 
the comments have been divided into the relevant categories.  

 

Table 8: Product Availability Conversations 1 

Product	  Availability	  

USA 1: The photo of the floral Bomber jacket is in the Wall street journal today..black 
background with rose flowers. I want it.	  

Response ZARA: Hello USA 1, thanks for your interest in our products. In order to assist you 
further with your query, please confirm us your are interested in this jacket ref 4043/083. 
Thanks.	  

Adapted from: Facebook.com (2016) 

 

Table 9: Product Availability Conversations 2 

Product	  Availability	  

USA 2: Hello, I am searching for the blue tunic the girl with afro is wearing. Need an xs. How 
can I purchase? What is the name of this blouse/tunic?	  

Response ZARA: Hello USA 2, Thanks for your interest in our products. We are currently 
liking into your inquiry and you will be contacted you as soon as we have updated information. 
Thank you.	  

USA 2: ZARA Thank you so much! ❤	  

Response ZARA: USA 2, we would like to inform you that the item with Ref. 7901/109 will be 
available for purchase soon. We kindly suggest checking our website for any updates. Thank 
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you for your interest in our products.	  

Adapted from: Facebook.com (2016) 

 

Table 10: Purchasing and Service Conversations 1 

Purchasing	  and	  Service	  

USA 5: I would like to please advise anyone who plans on ordering from Zara.com please be 
aware of HORRIBLE customer service. My backpack never arrived and they have been super 
rude with me for the past two weeks finally agreeing to resend me the package a few day ago. 
Telling me that they will never do it again. How rude. What kind of service is this to Zara´s 
clients? I work in retail and I would never treat anyone like this. I am still waiting on my 
package that U ordered in the 26th of February. DO NOT ORDER FROM ZARA.COM!!	  

Response ZARA: Hello USA 5, we truly apologize that this is your impression about our 
customer service. Please send us more details of your order though a private message to our 
customer service account ZARA Care http:// XX so we can better assist. Thank you.	  

Response USA 5.1: Totally agree. I had the same experience. Awfully irresponsible customer 
service. DO NOT order from ZARA!!!! 	  

Adapted from: Facebook.com (2016) 

 

Table 11: Purchasing and Service Conversations 2 

Purchasing	  and	  Service	  

USA 7: Really disappointed in the service I’m receiving from ZARA for an online order that 
was never delivered. zara claims it was delivered and I can definitely confirm that is has not. 
Tracking shows it was “dropped off in the mail room in the lobby”. My building has neither a 
“lobby” or “Mail room”. I’ve had to call back to Zara customer service daily to try to resolve 
this and have gained no ground. Response I keep getting is “we’ll let you know if anything 
changes in the status of your order”. What does that even mean??? All for only a $120 order. 
Was a regular customer? Not anymore.	  
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Response ZARA: Hello USA 7, please be advised that as a precautionary measurement we 
recommended that our customers do not publish personal or order details in public. Please 
send us a private message through our Customer Care account ZARA Care http:// XX  with 
further case details so that we may review the corresponding department. Thank you	  

Adapted from: Facebook.com (2016) 

 

Table 12: Purchasing and Service Conversations 3 

Purchasing	  and	  Service	  

USA 12: So I heard ZARA is now radically profiling their customers. That sucks, I really liked 
their clothes. The phrase “special order” was used to target potential Black shoplifters. That 
sucks, b/c your clothes are amazing. What’s a girl to do!	  

Response ZARA: Zara USA vehemently refutes the claims contained in the Center for 
Popular Democracy report, published on June 22 without any attempt to contact the company. 
The report failed to follow acceptable methodologies for the conduct of a credible objective 
survey on workplace practices. But very importantly Zara USA refutes it because Zara is an 
equal opportunity employer and does not tolerate discrimination of any form. Diversity and 
equal opportunity are indeed two of the company’s core values. For more info http:// XX	  

Response USA 12.1: Yeah, I just heard this too. That is very disappointing. Hopefully they 
will learn from this and hold to their claim of diversity.	  

Response ZARA: Zara has diversity in its DNA – the CPD's unsupported allegations don't 
reflect our diverse workforce; read more here http:// XX	  

Response USA 12.1: Read it. I'm still having trouble understanding why Democracy Report 
would want to discredit you. Well, I hope you treat all employees (and customers) fairly. 
There's no difference between black, white, red, yellow, light or dark.	  

Response USA 12: ZARA it was confirmed early a.m. today that as a company you 
discriminate against Black employees. Instead of responding with preexisting 
statements/comments on FB, probably formulated by your PR Rep & legal team, use that time 
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to reevaluate your employee relations. I still love your store, but for now my Blackness needs a 
break. What sucks more than a individual racist, is creative entity stuck in a age old mindset, 
that effects business. Zara please don't respond w/ another predetermined statement, it would 
just be plain rude. USA 12.2 it was confirmed today! 

Response ZARA: The funded report makes assertions, which cannot be supported. Zara 
believes it was prepared with ulterior motives, not because of any actual discrimination.	  

Response USA 12.2: I want to know how it was confirmed?	  

Response USA 12.3: April Nicole Davis the survey was completed by ZARA employees only.	  

Adapted from: Facebook.com (2016) 

Table 13: Purchasing and Service Conversations 4 

Purchasing	  and	  Service	  

USA 14: I had the worst customer service ever in my entire life with ZARA. After purchasing 
an item from Zara.com and after only one wear and proper wash, the treads started to coming 
of the trim of the cloth like crazy and simply became too out of shape to wear. I contacted the 
customer service, not to mention how slow it was to get an evaluation of the case, the tone of 
the customer service simply seems indifferent and ignorant. I sent the pictures of the 
misshaped item to them and it finally came back saying that the problem is not the 
manufacturing defect and they decided not to do anything about it. I'm totally pissed off by this 
as if it were not due to a manufacturing defect, how some all the treads are coming off like 
that. Still it didn't show any empathy or understanding for my frustration. It totally blew up my 
mind with its customer service, as for a reputable brand like ZARA, there is more to be 
expected beyond the styles. Any other single fashion brand in the US has done a much better 
job than this and I have to say it is the only the fashion brand in the US that I have had such 
unpleasant experience. Be careful of the quality of the product, it you wore it and washed it 
and it started to tear apart, they think it is your own responsibilities! I´m not a review person, 
but I am too angry not to share my experience with other fellow shoppers. 	  

Response ZARA: Hello USA 14, please note your inquiry has been addressed through ZARA 
Care Facebook. Thanks.	  

Adapted from: Facebook.com (2016) 
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Table 14: Purchasing and Service Conversations 5 

Purchasing	  and	  Service	  

INDIA 6: My father purchased Purse, Hat and a pack of perfume today ie February 29, 2016 
at 14.51 amounting to 95.85 Euro from ZARA outlet at Victor Hugo 28-32 Paris, vide bill no 
X (X Trans X). Being on tourist visa, he enquired for Tax Rebate Voucher. The gentlemen on 
the counter informed that minimum purchases should be to the tune of 175 euro for claiming 
tax rebate. My father informed that he had made purchases worth 300 euros from Zara outlets 
in Paris during past few weeks and, would be glad to show bills, if it was possible to extend 
benefit of tax rebate. The gentlemen, at counter, agreed to help and issue tax rebate voucher 
once all the bills are presented to him today or tomorrow or even upto 2nd March 2016. At 
around 18.30 today, he approached the counter and told the Lady on counter the purpose of his 
visits. Looking at the voucher, the first reaction was “It is impossible”. When my father told 
me that the gentlemen at the counter had agreed for tax rebate, during the day, she was not in 
the position to listen anyway and started behaving as if some intruder had entered the shop. In 
no seconds, she started shouting that you have hade made few purchases from ZARA Champ 
Elysees, you go there and ask for. Lastly my father requested “Madam, you please check up 
with the gentleman who was on the counter during noon. Pat came the reply’ No.. No.. No.. It 
is impossible, it cannot be done in any case”. ;y father was stunned at the cynical response and 
contacted manager, who showed ignorance about English language even and expressed as if 
she was in no position to help.	  

Response ZARA: Hello INDIA 6, we are so sorry to hear about this. We kindly ask you not to 
publish sensitive information such as the transaction details for security purposes. Please send 
us a private message to our Zara Care page on Facebook with all the relevant information so 
that we can assist you further. Thank you.	  

INDIA 6: Zara Sir and Madame, I know it is futile to write about uncourteous, rude behavior 
of some your employees (of course, not all) as it does not seem to bring any change, yet I am 
narrating the incident below which happened today ie FEB., 29TH 2016 in the ZARA shop at 
Victor Hugo, Paris. I, in fact, feel embarrassed to have been one of Zara customer and admirer 
since long, be it India, USA or London.	  

Adapted from: Facebook.com (2016) 
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Table 15: Purchasing and Service Conversations 6 

Purchasing	  and	  Service	  

INDIA 12: I bought a trouser from Zara Palladium store in lower parel in Mumbai. After 
wearing once, the threads are coming off from front and back of the trouser. I have been 
following up with these guys but the store guys don't bother to call you to update in the 
resolution of the issue. Worst Customer Service! Poor Quality of clothes sold! It is simple – 
either refund the money or let me buy something else in the same price. I really don't trust the 
quality of Zara clothes now...	  

Response ZARA: Hello, thank you for your interest in our brand. Please note that, as you can 
check on our cover photo, India is not yet within the list of countries we support from our 
social media accounts. For any query related to this country, please refer to http://	  XX Thank 
you.	  

Adapted from: (Facebook.com (2016) 
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5. DATA ANALYSIS 

Chapter five consists of a comparison between the collected data, presented in chapter four, 
and the theories from the conceptual framework presented in chapter two. The approach of 
the data analysis will be in line with the methodology from chapter three. Furthermore, the 
analysis has been divided into two sections, one for each research question. 

	  

5.1 ANALYSIS OF CULTURES’ EFFECT ON CONSUMERS COMMUNICATION 
BEHAVIOR ON AN OBC 

In order to answer the first research question, the empirical data has been analyzed towards 
Hofstede's (2010) framework and Hall's (1989) high- or low-context theory. The empirical 
data will be compared to each of Hofstede’s (2010) cultural dimensions and Hall’s (1989) 
context theory throughout the analysis, which both are influencing the communicational 
behavior. The differences and similarities towards the both theories will also be discussed. 
The first stated research question was: “How does culture affect the way consumers 
communicate on companies’ Facebook posts?” 

 

5.1.1 HOFSTEDE’S FRAMEWORK 

The following section will compare the collected data with the theory concerning Hofstede’s 
(2010) framework, discussed by Geert-hofstede.com (2016), Obal and Kunz (2016), Lam, Lee 
and Mizerski, (2009) and Schumann et al., (2016). The first figure below show a comparison 
between the cultural dimensions of the US and India based on theory. In the second figure, 
the same comparison is being made based on the findings from the empirical data in this 
thesis. The scores for the cultural dimensions, based on the empirical data, were created by 
the athours, in order to illustrate the differences between theory and the empirical data. 
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Figure 8: Cultural Differences According to Theory 

Adapted from: Geert-hofstede (2016) 

 

	  

Figure 9: Comparison of the Collected Data 

Adapted from: Geert-hofstede (2016) 

 

The analysis between the theory and the empirical data will be described below, divided into 
the different cultural dimensions of Hofstede (2010). 
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Power Distance	  

According to Hofstede's (2010) cultural dimensions, there is a large difference in power 
distance between the cultures in the US and India. The main areas where the differences 
express themselves are that individuals from the US are informal, has lower trust for 
authorities and hierarchy compared to India. (Geert-hofstede.com, 2016)  

The collected data supported the differences in power distance according to the theory. The 
data showed that individuals from India are more formal in their communication on the OBC. 
They used a more formal language when stating their questions and expressing their opinions, 
compared to the individuals from the US, which were more informal. Furthermore, Indians 
showed more respect in their communication and had a more open approach towards ZARA 
than the Americans, which was in line with the theory, noting that India have a higher trust in 
hierarchy and authorities. (Geert-hofstede.com, 2016) 

Individualism vs. Collectivism	  

According to theory, the US is an individualistic culture while India is a culture in the middle, 
being both individualistic and collectivistic. Americans tend to look after themselves and their 
family members, yet they are used to interact with individuals, whom they do not know, in 
order to seek for information. In India, individuals believe that they are personally responsible 
for their own life, although they prefer to belong to a greater social group. (Geert-
hofstede.com, 2016) Furthermore, Obal and Kunz (2016) note that individuals from the US, 
being an individualistic culture, tend to have a more critical attitude towards inferior service. 
This also applies to India, even though they have influences of being a collectivistic culture 
(Geert-hofstede.com, 2016), which tends to have a more equal attitude towards different 
levels of service (Obal and Kunz, 2016). 

The empirical data both supported and contradicted the presented theory. The comments 
made by individuals from the US showed communicational behaviors connected to both 
individualistic and collectivistic cultures. When wanting to express a positive opinion, the 
Americans tended to use a communicational behavior supported by theory, being 
individualistic (Geert-hofstede.com, 2016) and referring to themselves. However, when 
wanting to express a negative opinion, they instead showed interest in informing other 
consumers in general. This contradicts theory since they show an interest in belonging to a 
greater group. The individuals from India did not show any obvious indications of being more 
individualistic than collectivistic in their communication on the OBC, resulting in them being 
in line with theory. Ultimately, the collected data also supported the theory by revealing that 
Americans showed a tendency to disregard and not rely on the inferior service given by 
ZARA (ibid), while individuals from India showed a more open approach towards ZARA. 
  



 44 

Masculinity vs. Femininity	  

According to the presented theory, both cultures are considered masculine since they have a 
willingness to display their success (Geert-hofstede.com, 2016). Schumann et al., (2016) also 
note that masculine cultures are more materialistic, resulting in them in having a higher level 
of information sharing and gathering. Individuals from the US are known to have the opinion 
that things always can be improved. (Geert-hofstede.com, 2016)	  The collected data supports 
the similarities described by the theory. Both cultures show an interest in material objects, and 
are not afraid of sharing their knowledge or experiences with other consumers. (ibid) 

Uncertainty Avoidance	  

With both cultures having a medium low score on this dimension, the US and India are rather 
equal according to theory (Geert-hofstede.com, 2016). According to Schumann et al., (2016), 
these cultures tend to pay less attention to other consumers’ opinions, and are less influenced. 
Yet, other research shows that particularly Americans have a high level of acceptance for 
other’s opinions. Americans also tend to show less emotion in their expressive behavior. It is 
common for cultures with a medium low score to accept imperfections and be tolerant 
towards the unexpected. (Geert-hofstede.com, 2016)  

The collected data supports parts of the previously presented theory. The data showed that the 
US has a high acceptance of other’s opinions, and dispute previous research, they seem to be 
influenced by other consumers (Geert-hofstede.com, 2016; Schumann et al.,). Furthermore, 
Americans tended to show more emotions in their communication, which is not supported by 
theory, while the individuals from India was more in line with theory, paying less attention to 
others (Geert-hofstede.com, 2016; Schumann et al.,). Americans also tended to comment on 
each other's posts in a greater extent than individuals from India, often agreeing with the 
original comment. 

Long Term Orientation	  

The cultural dimension of long term orientation differs between the two cultures according to 
theory (Geert-Hofstede.com, 2016). The dimension defines the individual's perception of the 
future (Lam, Lee and Mizerski, 2009). The US has a low score and therefore find it more 
important to analyze new information to identify if it is true or not. India, on the other hand 
has a more intermediate score, with no dominant preference. However, individuals from India 
believe that there exists more than one truth, which depends on the seeker's perception. 
(Geert-hofstede, 2016)	   The empirical data supported the theory regarding this dimension 
(ibid). Americans was shown to trust less in in the facts being presented to them, contrary to 
the consumers from India, whom seemed more open for there being other truths than their 
own.  
  



 45 

Indulgence vs. Restraint	  

Regarding the final dimension of Hofstede's (2010) framework, the US and India scores on 
opposite sides, USA scores high as an indulgent culture and India scores low as a culture of 
restraint. Indulgence cultures are more open and free towards desire, they are more likely to 
email friends and family but also more likely to connect to foreign individuals through the 
Internet than individuals from a restraint culture. A restraint culture finds it nesseasary to 
controle the desire to have fun and enjoy life by stricter social norms then an indulgent 
culture. (Hofstede, Hofstede and Minkov, 2010) The US is according to theory a “work hard 
and play hard” culture while India is considered a culture that have high control over their 
fulfillment of desires (Geert-hofstede, 2016). 

The theory regarding this dimension is supported by the empirical data, which showed that 
the American consumers tended to connect more with others, than consumers from India 
(Geert-hofstede.com, 2016). The individuals from India had a more restrained approach, and 
seemed to be more controlled, while Americans had a more open approach, giving space for 
others to engage in the conversation. 

The following figures illustrate a clear overview of the cultural dimensions when comparing 
the theory against the empirical data for each culture. 

 

 

Figure 10: Comparison Between Theory and Empirical Data, India 

Adapted from: Geert-hofstede (2016) 
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Figure 11: Comparision Between Theory and Empirical Data, The US 

Adapted from: Geert-hofstede (2016) 

 

As illustrated in figure 10, the empirical data was in line with theory regarding India. 
However, figure 11 illustrates that there were differences between theory and the collected 
data regarding the US. 

 

5.1.1 HALL’S HIGH- AND LOW-CONTEXT THEORY  

The following section will compare the collected data with the theory connected to Hall’s 
(1989) high and low-context theory, discussed by Kittler, Rygl and Mackinnon (2011) and 
Westbrook (2014). Theory states that the US and India are divided into different contexts. 
The US is considered a low-context culture, implying that the use of explicit communication 
is encoded in words and that non-verbal communication often is ignored. The theory also 
states that low-context cultures are in need of information and a large part of the information 
is stored in an explicit code. (Kittler, Rygl and Mackinnon, 2011) Furthermore, India is 
considered a high-context culture where it is common with non-verbal communication. 
(Westbrook, 2014) When communicating, a high context culture has more pre programmed 
information in the message, being known by the receiver, and the transferred message only 
contain minimal information. (Kittler, Rygl and Mackinnon, 2011)  

The theory regarding Hall's (1989) high- and low-context is supported by the collected data, 
showing that Americans tend to write longer posts with more text and information (ibid). The 
US is a low-context culture with less pre programmed information and with the need to 
specify the information in the message to a greater extent. Furthermore, India, as a high-
context culture (Kittler, Rygl and Mackinnon, 2011; Westbrook, 2014), tends to write shorter 
posts on the OBC, with a higher degree of interpretation available. This is also in line with 
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theory since individuals from India have more pre programmed information, known by a 
receiver from the same culture. (Kittler, Rygl and Mackinnon, 2011) 

	  

5.2 ANALYSIS OF COMPANIES WAYS TO COMMUNICATE WITH CONSUMERS 
FROM DIFFERENT CULTURES ON AN OBC 

The analysis of the first research question revealed some differences between the mentioned 
theory from the conceptual framework and the collected data from chapter four. In order to 
answer our second research question, the collected data has been analyzed towards Sloan, 
Bodey and Gyrd-Jones (2015), Homburg, Ehm and Artz (2015) and Bandyopadhyay, 
Robicheaux and Hill, (1994), which discuss theories concerning how companies 
communicate with consumers on OBCs. The second stated research question was: “How do 
companies communicate with consumers from different cultures on their Facebook posts?” 

According to Sloan, Bodey and Gyrd-Jones (2015), OBCs are communities where one to-one, 
one-to-many and many-to-many communication is possible. Homburg, Ehm and Artz (2015) 
note that a company can be either active or passive with its communication on OBCs. An 
active company is involved in the activities on the OBCs, interacting with consumers in 
conversations (ibid). Furhtermore, Bandyopadhyay, Robicheaux and Hill (1994) suggest that 
the national culture has to be taken into consideration when companies interact with its 
consumers, as well as the differences in communication between cultures.  

Through the collected data, ZARA was proved to be an active company, interacting and 
answering to the consumers’ questions and statements. However, ZARA did not get engaged 
in all of the conversations, they were only active to a certain degree. Furthermore, the 
collected data did not support the theory mentioning that national culture should be taken into 
consideration when communicating with consumers from different cultures (Bandyopadhyay, 
Robicheaux and Hill, 1994). The empirical data showed that ZARA had a tendency of 
replying to comments made by the American consumers in a greater extent, than to 
individuals from India, illustrated in the figure below. 

 

	  

Figure 12: Number of Responses by ZARA 
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As shown in the figure above, ZARA replied to nine Americans and two Indians. However, 
when comparing the answers made by ZARA to the different cultures, the same 
communicational behavior was used. Most of the communication from ZARA was short 
answers that referred to a private message between ZARA and the consumers, or a note 
saying that the consumer will be contacted by ZARA. 
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6. FINDINGS AND CONCLUSIONS 

This chapter will provide the reader with the findings and conclusions of this thesis. The 
purpose of this thesis has been to gain a better understanding on how consumers from 
different cultures communicate on brand’s Facebook pages. The aim has been to investigate 
if Facebook can help eliminate the cultural gap in communication. This has been conducted 
by investigate the two research questions stated in chapter one. Each of the two questions will 
in this chapter be answered separately before implications for further research and 
limitations will be presented. 

	  

6.1 RESEARCH QUESTION ONE 

“How does culture affect the way consumers communicate on companies’ Facebook posts?” 

	  

According to previous research there exists cultural differences between the US and India in 
their communication behavior, both concerning Hofstede’s (2010) cultural dimensions and 
Hall’s (1989) high and low context theory. However, after gathering the empirical data and 
conducting the analysis, it became clear that their communicational behavior on the OBC did 
not always follow what theory stated. The cultural dimensions, described by Hofstede’s 
(2010) framework, which was in line with theory, was power distance, masculinity vs. 
femininity, long term orientation and indulgence vs. restraint. Power distance was stated by 
previous research to differ between the two cultures, which were supported by the collected 
data (Geert-hofstede, 2016). Individuals from India showed a more formal way of 
communicating to ZARA, while the Americans were more informal. It was also possible to 
note that the American’s approach towards the company was less open, than the approach of 
the Indians. This is most likely explained by their trust in hierarchy, and their high respect for 
authorities. The findings concerning long term orientation communicated that Americans 
shows less trust in the facts given to them. Individuals from India on the other hand, seemed 
more open to the answer, accepting that there could be other truths than their own. 

The dimension regarding masculinity vs. femininity was also underpinned by the collected 
data. According to previous research, this dimension is fairly equal between the two cultures 
(Geert-hofstede, 2016), which were visible when analyzing the data. Neither of the two 
cultures was afraid of sharing experiences and knowledge with each other, and both showed 
an interest in material objects. Furthermore, the collected data supported the fact that the US 
is an indulgent culture and India a restraint culture (ibid). Americans were more engaged in 
communicating with other consumers, than Indians, which instead showed a more restrained 
approach.  

The cultural dimensions, which had parts both supporting and contradicting the theory, were 
individualism vs. collectivism and uncertainty avoidance. Previous research notes the US as 
an individualistic culture and India as both an individualistic and collectivistic culture (Geert-
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hofstede, 2016). The collected data showed differences between Americans commenting a 
negative opinion versus a positive opinion. When wanting to express a positive opinion, 
Americans referred to themselves, acting more individualistic. However, when expressing a 
negative opinion, the Americans showed a more collectivistic behavior, wanting to share the 
opinion with the whole group of consumers. Furthermore, the consumers from India did not 
show any behavior typical of individualism or collectivism, besides showing a more open 
attitude towards ZARA and their service, which are characteristics of a collectivistic culture 
(Obal and Kunz, 2016). The Americans, on the other hand, did not rely as much on the 
inferior service given by ZARA, which was in line with the theory, meaning that the US is an 
individualistic culture (Obal and Kunz, 2016; Geert-hofstede.com, 2016) 

The theory implies that both the US and India have a medium low score on the dimension 
regarding uncertainty avoidance. Yet, the collected data showed that Americans were 
behaving in a different way, by expressing their emotions and getting influenced by other 
consumers’ opinions. Americans also displayed more engagement in other’s conversations, 
than the Indians, whom were more in line with what the theory states. When analyzing the 
empirical data, with comments made by the consumers from India, there were no significant 
differences discovered, compared to the theory. Furthermore, there was no contradiction to 
what previous research stated regarding India being a high context culture.  

When comparing the comments made by Americans, with theory, differences were found in 
two of the cultural dimensions, individualism vs. collectivism and uncertainty avoidance. As 
mentioned earlier, the Americans showed tendencies of being both an individualistic and 
collectivistic culture. They also expressed their feelings in their comments, especially in the 
negative comments, which could be explained by the US’ degree of context. Both previous 
research, made by Kittler, Rygl and Mackinnon (2011), and the collected data, define the US 
as a low-context culture, meaning they have the need to specify their information in messages 
to a greater extent. Furthermore, the American consumers showed tendencies of being 
influenced by other consumers and more engaged in others’ conversations.  

One explanation for the Americans different communication behavior could be that the 
individuals might behave differently on OBCs than in real life. Sloan, Bodey and Gyrd-Jones 
(2015) mean that consumers join OBCs to interact with other consumers and create new links 
with people. Americans may find it easier to feel fellowship with other consumers online and 
expressing their negative thoughts on an OBC than in a social context in real life.  

As a conclusion for research question one, culture seems to affect the communicational 
behvaior. However, some cultural dimensions became more similar between the two cultures, 
and some got more different, compared to theory, when consumers communicated on the 
OBC. There is a possibility that communicating on an OBC can have an effect on the cultural 
dimensions, however there is no clear tendency that it builds a bridge between cultures and 
communication, decreasing the cultural differences. 
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6.2 RESEARCH QUESTION TWO 

“How do companies communicate with consumers from different	  	  

cultures on their Facebook posts?” 

	  

After analyzing the empirical data, it could be identified that ZARA is an active company, 
however only to a certain degree. ZARA only interacted in some of the conversations, which 
to a larger extent was with the American consumers. From the total amount of 60 comments, 
ZARA replied to nine Americans and two Indians. However, when ZARA replied to a 
consumer, they used the same communication style, regardless of culture. The answers were 
often short and referred to further communication in a private message between ZARA and 
the consumer or ZARA stating that they would contact the consumer in the near future.  

Based on our findings, a conclusion could be drawn that companies do not seem to adapt their 
communication after culture, as Bandyopadhyay, Robicheaux and Hill (1994) suggested 
companies should do. However, it is not possible to generalize due to the small sample of 
data. Yet, in ZARA’s case it could be seen that they answered the American consumers to a 
greater extent as previously mentioned. An explanation to this could be in line with the 
conclusions from the previous research question, meaning that Americans were more 
emotional and informal. ZARA might find this important to handle due to what Sloan, Bodey 
and Gyrd-Jones (2015) describes about WOM. They state that WOM is an outcome of 
communication on OBCs (ibid), and ZARA could feel the need to decrease the negative 
WOM from the American consumers. 

	  

6.3 IMPLICATIONS FOR FURTHER RESEARCH 

Based on the findings and conclusions for this thesis, with there being differences between 
theory and empirical data, it would be interesting to conduct further research concerning 
cultures impact on communication on OBCs. It would be interesting to analyse a larger 
sample of data and complement the research with interviews of American and Indian 
consumers to gain a better understanding of different cultures communication behavior on 
OBCs. Furthermore, it could be interesting to do the same research again, but on several 
companies within different branches. This would make it easier to generalize since the 
research would cover differents kind of consumers. 

Another possibility for further research could be to look deeper into companies’ way of 
communicating with different cultures on OBCs. Since this research note that it seems like 
companies do not change their communication style towards different cultures, it would be 
interesting to conduct a study from the company's perspective.  
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6.4 LIMITATIONS OF THE RESEARCH 

There are some limitations in this thesis worth pointing out. To begin with, there has been a 
limited amount of time available, which has lead to restrictions throughout the thesis. Because 
of the time limit, this thesis could not make generalizations due to the small sample selection. 
If a larger amount of data would have been studied, other aspect might have been identified, 
leading to different conclusions. It is also important to take the language on ZARA’s 
Facebook page into consideration since English only is the native language for one of the 
cultures, the US. India could have had difficulties communicating in the way they intended, 
even though they still have good knowledge regarding the English language.  

Furthermore, one limitation were that the active consumers on ZARAs OBC, might have 
acted in a specific way and not enough versatile in order to make generalizations about the 
cultural effects on communication on OBCs. The final limitation is regarding the truthfulness 
behind individuals Facebook pages. There was no possible way for us to control the 
information on the individual's Facebook pages regarding the authenticity of the given 
personal information.  
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APPENDIX 1: OBSERVED FACEBOOK COMMENTS 

Product availability 

USA 

Post from 3 March 2016 

USA 1: The photo of the floral Bomber jacket is in the Wall street journal today..black 
background with rose flowers. I want it. 

Response ZARA: Hello USA 1, thanks for your interest in our products. In order to assist 
you further with your query, please confirm us your are interested in this jacket ref 4043/083: 
http:// XX Thanks. 

Post from 29 April 2016 

USA 2: Hello, I am searching for the blue tunic the girl with afro is wearing. Need an xs. 
How can I purchase? What is the name of this blouse/tunic? 

Response ZARA: Hello USA 2, Thanks for your interest in our products. We are currently 
liking into your inquiry and you will be contacted you as soon as we have updated 
information. Thank you. 

Response USA 2: ZARA Thank you so much! ❤ 

Response ZARA: USA 2, we would like to inform you that the item with Ref. 7901/109 will 
be available for purchase soon. We kindly suggest checking our website for any updates. 
Thank you for your interest in our products. 

INDIA 

Post from 8 May 2015 

INDIA 1: I was at the ZARA store on, 1st May to be exact. I wanted to purchase a bag and 
had checked online for availability. (Select City walk, New Dehli). My store visit was 
extremely disappointing. I entered the store and asked the sales person to check if the bag was 
available, he said it was and that it would take 15 minutes to get it out of storage. When I 
came back after 15 minutes it wasn’t there. I understood it was a busy day and left my phone 
number and name at the billing desk. 1 hour later I had still received no word from the store, I 
came back and had to stand at the counter till one of the salesgirls (very helpful but an 
exception at the store) finally asked someone to fetch the bag from storage. I had to wait 
another 30 minutes at the store waiting for the bag. Then at the billing counter of the 4 cash 
registers only two were operational, billing was extremely slow with nobody to bag the 
clothes of those ahead of me. The cashiers were doing both the billing and bagging. In the 
billing line I had to wait a further 20 minutes with only two people ahead of me. On speaking 
to the manager the response was extremely unapologetic. It was almost as if the management 



 

is willing to neglect service because it has popularity to ride on. A very disappointing 
experience 

Post from 12 May 2015 

INDIA 2: How to buy ZARA men-shirts online? 

Post from 20 June 2015 

INDIA 3: I’m from india, I’m not able to check out to purchase it online 

Post from 12 October 2015 

INDIA 4: Zara is good but it´s the same styling, pattern and collection every year. I went to 
Zara store last week but highly disappointed after seeing the collection. They have same 
cheque shirts, same jackets/blazers they displayed last year. I believe Jack & Jones and 
Superdry are doing much better. 

Post from 9 November 2015 

INDIA 5: added men collection also 

 

Purchasing and Service 

USA 

Post from 14 February 2016 

USA 3: Zara Customers! I bought a pair of pants that broke (the zipper) the first time I wore 
them. After emailing Zara and being told to bring them into a store (as I no longer had my 
receipt) I was insulted by the manager (he called me fat) and told to go to another store 30 
minutes away if I wanted another pair in “my size”. I complained to Zara and only received a 
lecture for “mistreating” their employees (guess what, I told the guy who called me fat to go 
to hell). I was also told to drive 30 minutes to another store because if they mailed me one, 
there was no guarantee it would get to me. Nice advertising for their ecomm business. Thanks 
for nothing, Zara. 

Post from 1 March 2016 

USA 4: Don´t buy this. Zippers are all defective. 

Post from 3 March 2016 

USA 5: I would like to please advise anyone who plans on ordering from Zara.com please be 
aware of HORRIBLE customer service. 

My backpack never arrived and they have been super rude with me for the past two weeks 
finally agreeing to resend me the package a few day ago. Telling me that they will never do it 



 

again. How rude. What kind of service is this to Zara´s clients? I work in retail and I would 
never treat anyone like this. I am still waiting on my package that U ordered in the 26th of 
February. DO NOT ORDER FROM ZARA.COM!!!!!!! 

(CRYING EMOJIS) 

Response ZARA: Hello USA 5, we truly apologize that this is your impression about our 
customer service. Please send us more details of your order though a private message to our 
customer service account ZARA Care http:// XX so we can better assist. Thank you. 

Response USA 5.1: Totally agree. I had the same experience. Awfully irresponsible customer 
service. DO NOT order from ZARA!!!!  

Post from 3 March 2016 

USA 6: WORST CUSTOMER SERVICE EVER NOT WILLING TO HELP THOSE 
SNOBBY RACIAL PPL 

Post from 6 April 2016 

USA 7: Really disappointed in the service im receiving from ZARA for an online order that 
was never delivered. Zara claims it was delivered and I can definitely confirm that is has not. 
Tracking shows it was “dropped off in the mail room in the lobby”. My building has neither a 
“lobby” or “Mail room”.. I’ve had to call back to Zara customer service daily to try to resolve 
this and have gained no ground. Response I keep getting is “we’ll let you know if anything 
changes in the status of your order”. What does that even mean??? All for only a $120 order. 
Was a regular customer? Not anymore. 

Response ZARA: Hello USA 8, please be advised that as a precautionary measurement we 
recommended that our customers do not publish personal or order details in public. Please 
send us a private message through our Customer Care account ZARA Care http:// XX with 
further case details so that we may review the corresponding department. Thank you. 

Post from 6 April 2016 

USA 8: Hi ZARA. Disappointed in the level of customer service I have been receiving from 
your ZARA South African stores lately. Not all stores seem to be informed of what procedure 
to take regarding faulty items? I have even had a manager insinuate that I damaged the 
garment myself. The 30 day return policy is terrible. Even when the garments are still 
available in store, they cannot be exchanges for a different size 31 days post sale? I love Zara 
clothing & quality, but this unreasonable policy is sure to send a few loyal customers 
shopping else where. I hope this change in the near future. 

Post from 6 April 2016 

USA 9: Horrible customer service at the stores and online! Ordered for $1200 and my 
shipment never came! No money back! Bye bye Zara 



 

Response ZARA: Hello USA 9, we sincerely apologize for the inconvenience caused. Please 
and us your order number via private message to our ZARA Care account http:// XX so we 
can further assist you. Thank you. 

Post from 13 April 2016 

USA 10: By far…The worst customer service experience I have ever encountered. I spend 
thousands of dollars a year in your stores and online. I purchased two button up shirts and 
paid for express shipping for my shirts not to fit me because the website did not specify that 
the items were “slim fit”. I had to find out the hard way and was not able to use the purchased 
product for the event I planned for. 

I called Zara to return the items and explained what happened and asked for the shipping 
charges to be credited back to my card also because Zara sent me a misrepresented item, and 
they have refused to do so. After three different calls with different managers they feel that 
because the items delivered on time that they should not be responsible to cover the shipping 
for a product that I was not able to wear. I am at a loss for words. Not only did you lose a 
customer that was prepared to re-order those items in a larger size, but also refuse to shop for 
me and my family at your store from here on out. I have charged the additional founds back to 
my bank, and plan on letting everyone know the poor customer service that your company 
supports. It’s 2016. There are many other designers out there that will bend over backwards to 
keep a paying customer happy. Learn to diversify and support the ever so changing cultures 
that we move towards. 

Post from 2 May 2015 

USA 11: Your customer service was also terrible, crazy rude. What happened to you zara?! 
#zarahastheworstcostumerservice 

Post from 23 June 2015 

USA 12: So I heard ZARA is now radically profiling their customers. That sucks, I really 
liked their clothes. The phrase “special order” was used to target potentional Black 
shoplifters. That sucks, b/c your clothes are amazing. Whats a girl to do! 

Response ZARA: Zara USA vehemently refutes the claims contained in the Center for 
Popular Democracy report, published on June 22 without ant attempt to contact the company. 
The report failed to follow acceptable methodologies for the conduct of a credible objective 
survey on workplace practices. But very importantly Zara USA refutes it because Zara is an 
equal opportunity employer and does not tolerate discrimination of any form. Diversity and 
equal opportunity are indeed two of the company’s core values. For more info http:// XX 

Response USA 12.1: Yeah, I just heard this too. That is very disappointing. Hopefully they 
will learn from this and hold to their claim of diversity. 

Response ZARA: Zara has diversity in its DNA – the CPD's unsupported allegations don't 
reflect our diverse workforce; read more here http:// XX 



 

Response USA 12.1: Read it. I'm still having trouble understanding why Democracy Report 
would want to discredit you. Well, I hope you treat all employees (and customers) fairly. 
There's no difference between black, white, red, yellow, light or dark. 

Response USA 12: ZARA it was confirmed early a.m. today that as a company you 
discriminate against Black employees. Instead of responding with preexisting 
statements/comments on FB, probably formulated by your PR Rep & legal team, use that time 
to reevaluate your employee relations. I still love your store, but for now my Blackness needs 
a break. What sucks more than a individual racist, is creative entity stuck in a age old mindset, 
that effects business. Zara please don't respond w/ another predetermined statement, it would 
just be plain rude. USA 12.2 it was confirmed today! 

Response ZARA: The funded report makes assertions which cannot be supported. Zara 
believes it was prepared with ulterior motives, not because of any actual discrimination. 

Response USA 12.3: I want to know how it was confirmed? 

Response USA 12.4: April Nicole Davis the survey was completed by Zara employees only. 

Post from 23 June 2015 

USA 13: I have tried to contact Zara multiple times and have been hung up on each time. The 
girl at the front desk refuses to connect me with anyone to assist. She states there is no one 
that can help and her supervisors don’t take calls. I have filled out the online form as well. I 
went into the store and the only way the manager said I could be assisted was through online 
form on phone. I am a return customer who has given a quite large amount of business to your 
company as well as word of mouth referrals in regards to your suit collection. I am requesting 
assistance from Zara ASAP? This is getting ridiculous. 

Response USA 13.1: Lol and they still don’t reply lol. 

Post from 12 August 2015 

USA 14: I had the worst customer service ever in my entire life with Zara. After purchasing 
an item from Zara.com and after only one wear and proper wash, the treads started to coming 
of the trim of the cloth like crazy and simply became too out of shape to wear. I contacted the 
customer service, not to mention how slow it was to get an evaluation of the case, the tone of 
the customer service simply seems indifferent and ignorant. I sent the pictures of the 
misshaped item to them and it finally came back saying that the problem is not the 
manufacturing defect and they decided not to do anything about it. I´m totally pissed off by 
this as if it were not due to a manufacturing defect, how some all the treads are coming off 
like that. Still it didn´t show any empathy or understanding for my frustration. It totally blew 
up my mind with its customer service, as for a reputable brand like Zara, there is more to be 
expected beyond the styles. Any other single fashion brand in the US ahs done a much better 
job than this and I have to say it is the only the fashion brand in the US that I have had such 
unpleasant experience. Be careful of the quality of the product, it you wore it and washed it 



 

and it started to tear apart, they think it is your own responsibilities! I´m not a review person, 
but I am too angry not to share my experience with other fellow shoppers.  

Response ZARA: Hello USA 14, please not your inquiry has been addressed through ZARA 
Care Facebook. Thanks. 

Post from 12 October 2015 

USA 15: I was going to place an order but not now. After reading bout the customer service, I 
am not taking the chance. Also Muslim owned? No thanks! 

Post from 1 December 2015 

USA 16: I have a huge issue that I’m taking to corporate. I spent over $270 dollars in your 
store. I went back today with my receipt to exchange a pair of pants because they were to slim 
fitted. First the associate had no issue assisting me but then the department manager came out 
and told me that I could not do an exchange or return because the tag was missing from the 
inside. I never wore this pants because they were too small and I never ripped the tag out. 
They were purchased without a tag. I asked the department manager why were they sold 
without a tag if I can’t return them and he shrugged and said policy. No empathy or 
explanation behind it. I got the # to customer service and left a very I satisfied customer 
because I have pants that I can’t wear and can’t return but I spend a lot of my money at Zara 
and can’t even get proper service. 

Post from 27 December 2015 

USA 17: ZARA thanks for leaving my order on my doorstep with your CHEAP mailservice 
OnTrac. Ruined my mothers day for me due to CHEAPNESS of your company! 

Post from 20 December 2014 

USA 18: Very poor customer service!!!! Ordered a ladies scarf in plenty of time for 
Christmas gifts, was shipped a medium mens shirt. When I called I was told I had to send the 
mens shirt back before they could send the correct item........ spent two hours going to the 
UPS store and will not have the Christmas gift in time to give. A good business operation 
with courteous staff would have apologized for their mistake, overnighted the correct item 
and allowed me to return the incorrectly shipped item at my convenience. Zara~~~wise up, it 
was your mistake! 

 

INDIA 

Post from 26 February 2016 

INDIA 6: My father purchased Purse, Hat and a pack of perfume today ie February 29, 2016 
at 14.51 amounting to 95.85 Euro from ZARA outlet at Victor Hugo 28-32 Paris, vide bill no 
3……….2 (4…7 Trans 6…4). Being on tourist visa, he enquired for Tax Rebate Voucher. 
The gentlemen on the counter informed that minimum purchases should be to the tune of 175 



 

euro for claiming tax rebate. My father informed that he had made purchases worth 300 euros 
from Zara outlets in Paris during past few weeks and, would be glad to show bills, if it was 
possible to extend benefit of tax rebate. The gentlemen, at counter, agreed to help and issue 
tax rebate voucher once all the bills are presented to him today or tomorrow or even upto 2nd 
March 2016. At around 18.30 today, he approached the counter and told the Lady on counter 
the purpose of his visits. Looking at the voucher, the first reaction was “It is impossible”. 
When my father told me that the gentlemen at the counter had agreed for tax rebate, during 
the day, she was not in the position to listen anyway and started 

Behaving as if some intruder had entered the shop. In no seconds, she started shouting that 
you have hade made few purchases from ZARA Champ Elysses, you go there and ask for. 
Lastly my father requested “Madam, you please check up with the gentleman who was on the 
counter during noon. Pat came the reply’ No.. No.. No.. It is impossible, it cannot be done in 
any case”. My father was stunned at the cynical response and contacted manager, who 
showed ignorance about English language even and expressed as if she was in no position to 
help. 

Response ZARA: Hello INDIA 6, we are so sorry to hear about this. We kindly ask you not 
to publish sensitive information such as the transaction details for security purposes. Pleace 
send us a private message to our Zara Care page on Facebook with all the relevant 
information so that we can assist you further. Thank you. 

Response INDIA 6: Zara Sir and Madame, I know it is futile to write about uncourteous, 
rude behavior of some your employees (of course, not all) as it does not seem to bring any 
change, yet I am narrating the incident below which happened today ie FEB., 29 TH 2016 in 
the ZARA shop at Victor Hugo, Paris. I, in fact, feel embarrassed to have been one of Zara 
customer and admirer since long, be it India, USA or London. 

Post from 1 March 2016 

INDIA 7: Guys do not buy Zara at all…I had a very disappointing experience recently. The 
unfortunate part is when I raised an issue on my order it was not even addressed properly. 
Zara Manager literally said WE HAVE HIGH CLIENTAGE AND WE DO NOT CARE IF 
WE LOOSE EVEN THOUSANDS OF THEM. 

Post from 3 March 2016 

INDIA 8: dear team we are very sorry to inform you that the kind of service given by your 
staff from phoenix market city branch is pathetic and not up to the standards of zara. We 
bought a shoe ten days back and the sole was not properly attached s I visited the store for 
exchanging. The floor manager deepthi has given worst service that I had ever seen in any 
other retail brand. Please train your guys for providing proper service to the customer and 
customers are like gods for all brands but I don´t know what is your philosophy so kindly take 
care of that service comes first compared to your product and brand. Please make us 
comfortable in the store. The bill details are attached in the mail for your reference. 

Post from 3 March 2016 



 

INDIA 9: The very fact that you don´t provide any warranty whatsoever on your products 
speaks volumes about its quality. You don´t trust your own product to serve customers for a 
definite period of time, You´ve done an excellent job in marketing and creating a brand for 
the gullible India middle class, but missed in the main aspect necessary for a long-term 
successful -the product quality. Our journey together as a customer and a brand was bitter and 
(thankfully) short. Never buying again from you, not that you care because you have tons of 
other customers who still blindly buy low quality products from you. Hopefully, they´ll see 
façade soon enough. 

Post from 3 March 2016 

INDIA 10: Attached is the image of my damaged Zara suit. It´s been just 2 years (& I have 
used it only 5 times so far) and the suit is already tearing apart. I am a regular shopper of your 
brand i.e. I shop Zara products every 3-6 months and recently I purchased few pants, 
perfumes etc & they are awesome. But I am very disappointed with this suit as it has costed 
me huge monies ans its tearing apart in just 2 years. Any suit i buy lasts for 5-10 years 
minimum. How on earth can Zara suit start tearing apart so soon? Is the quality if Zara 
suits/clothings going down? You can call/sms me to discuss ASAP: +9……….9 Attaching 
also a recent purchase slip @ ZARA (Pheonix Mall, Bangalore). Tomorrow, i will also send 
you American Express Gold Card statement of the suit I purchased. Trust, its an expensive 
suit and I am intending to shop more at Zara this month. This, request you to solve this issue 
ASAP. I also emailed coma@inditex.com & custcare@in.inditex.com , and it has been 2 
weeks and no response. 

Post from 3 March 2016 

INDIA 11: BEWARE!! Zara is selling cheap quality clothing.. not worth buying 

Post from 12 August 2015 

INDIA 12: I bought a trouser from Zara Palladium store in lower parel in Mumbai. After 
wearing once, the threads are coming off from front and back of the trouser. I have been 
following up with these guys but the store guys don´t bother to call you to update in the 
resolution of the issue. Worst Customer Service! Poor Quality of clothes sold! It is simple – 
either refund the money or let me buy something else in the same price. I really don´t trust the 
quality of Zara clothes now… 

Response ZARA: Hello, thank you for your interest in our brand. Please note that, as you can 
check on our cover photo, India is not yet within the list of countries we support from our 
social media accounts. For any query related to this country, please refer to http:// XX. Thank 
you. 

Post from 12 November 2015 

INDIA 13: Hello Zara! I bought a pair of girl´s pants in MILAN (model:Serge, in red) and 
washed them on their own the first time, since the outside label (the one you take off before 
wearing them) said so IN SPANISH and ENGLISH. As I washed them the second time, 



 

following the instruction on the inner label, they lost a LOT of color and ruined all my clothes 
that were in the machine with them. And Zara client service???? THEY DON´T CARE. 
INDITEX DOES NOT MEET WITH CUSTOMERS. Well thank you. If you change your 
mind and want to talk to me, I´m the one dressed in PINK. permanently. Because of your crap 
pants, all I have is now pink. 

 

Love for the brand 

USA 

Post from 3 February 2016 

USA 19: Gorgeous! 

Post from 14 April 2016 

USA 20: ��� 

Post from 21 August 2015 

USA 21: I need these! 

Post from 21 August 2015 

USA 22: Nice. 

Post from 21 August 2015 

USA 23: i need these! 

Post from 21 August 2015 

USA 24: great shoes!  

Post from 12 June 2015 

USA 25: nicee 

Post from 7 May 2015 

USA 26: love the sandels! 

Post from 26 March 2015 

USA 27: LOVE! 

Post from 19 March 2015 

USA 28: This is a great collection! 

Post from 14 September 2015 



 

USA 29: Brooklyn would look so ADORABLE in these pink outfits, especially the hoodie..  

INDIA 

Post from 3 March 2016 

INDIA 14: Hi I am a fashion blogger and I have done a photoshoot and videoshoot on my 
favorite outfit from ZARA. I would love you to have a look and I am sure you would love to 
promote your customers to also tell their stories like me, of what they feel about ZARA. 
Waiting to hear from you. Blog link : http:// XX Video link : http:// XX 

Post from 22 April 2015 

INDIA 15: nice casuals for boys, branding is good 

Post from 23 June 2015 

INDIA 16: The best thing, it suits any outfit of mine. .loving :^ 

Post from 31 July 2015 

INDIA 17: ZARA India Is Best. The Clothing Offered R Very Good And Fells Premium 
After Wearing It 

Post from 14 September 2015 

INDIA 18: Very cool jacky 

Post from 12 October 2015 

INDIA 19: MY FAV BRAND….ZARA 

Post from 30 May 2014 

INDIA 20: just wooow 

Post from 18 September 2014 

INDIA 21: awsome brand 

Post from 13 November 2014 

INDIA 22: Superior….dresses 

Post from 15 November 2014 

INDIA 23: superb collection 

Post from 12 December 2014 

INDIA 24: nice every once 

Post from 13 November 2013 



 

INDIA 25: Amazing � loved it 

Post from 26 November 2010 

INDIA 26: love it specially d colour!!! � 

Post from 26 November 2010 

INDIA 27: love the colour and simplicity in dress 

Post from 26 November 2010 

INDIA 28: My favourite……….. 

 

Beauty Ideals in Commercials 

USA 

Post from 2 March 2016 

USA 30: Shame on you for using models to the bone!!!! 

INDIA 

Post from 27 May 2014 

INDIA 29: That model guy look like me 

Post from 12 December 2014 

INDIA 30: nice baby 


