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Abstract— This research study explores the profound
impact of social media marketing on consumer purchasing
behavior within the ready-made garments industry.
Through a comprehensive analysis of various factors
influencing consumer decisions, including increased
awareness and discovery, influencer marketing, user-
generated content, instant gratification, customization and
personalization, engagement and interaction, reviews and
ratings, and sustainability considerations, the study
provides valuable insights for brands seeking to optimize
their social media strategies. Findings suggest that social
media serves as a powerful tool for introducing consumers
to new fashion trends, fostering trust through influencer
endorsements and user-generated content, and facilitating
seamless shopping experiences. Moreover, personalized
and targeted advertisements, coupled with responsive
engagement and transparency, contribute to building
meaningful connections with consumers. The study also
highlights the growing importance of sustainability and
ethical considerations in shaping consumer preferences,
urging brands to align with consumer values and
demonstrate a commitment to responsible practices. By
implementing the suggested strategies, brands can
enhance brand awareness, drive engagement, foster trust
and loyalty, and ultimately drive sales and revenue growth
in the dynamic landscape of the ready-made garments
industry.

Index Terms— Social Media Marketing, Consumer
Behavior, Instagram, Influencer Marketing, Ready-Made
Garments, Facebook, Pinterest, YouTube, Brand
Engagement, Fashion  Consumption,  Advertising
Effectiveness.

l. INTRODUCTION

The role of social media in shaping consumer behavior
has become increasingly significant, particularly
within the context of the ready-made garments
industry. This industry, characterized by its dynamic
nature and ever-evolving fashion trends, relies heavily

IJIRT 163558

on effective marketing strategies to capture consumer
attention, drive engagement, and ultimately, influence
purchasing decisions. Social media platforms serve as
powerful channels through which brands can connect
with their target audience, showcase their products,
and build meaningful relationships.

This research study delves into the intricate interplay
between social media marketing and consumer
behavior within the ready-made garments industry. By
examining key factors such as increased awareness
and discovery, influencer marketing, user-generated
content, instant gratification, customization and
personalization, engagement and interaction, reviews
and ratings, and sustainability considerations, the
study aims to provide valuable insights into how
brands can leverage social media to enhance their
market presence and drive sales.

Through a comprehensive analysis of existing
literature, industry trends, and consumer preferences,
this research seeks to uncover the mechanisms through
which social media influences consumer purchasing
decisions in the realm of ready-made garments. By
identifying emerging trends, best practices, and areas
for improvement, the study aims to equip brands with
the knowledge and strategies needed to navigate the
complex landscape of social media marketing
effectively.

Furthermore, this research recognizes the growing
importance of sustainability and ethical considerations
in shaping consumer preferences within the fashion
industry. With consumers increasingly prioritizing
environmental and social responsibility, brands must
align their marketing efforts with these values to
remain competitive in the market.
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Overall, this research study endeavors to shed light on
the transformative role of social media marketing in
the ready-made garments industry, offering practical
insights and recommendations for brands seeking to
harness the power of social media to drive
engagement, foster loyalty, and ultimately, succeed in
a rapidly evolving digital landscape.

1.2 Objective of the Study
To study the effect of social media marketing on
consumer perception on buying behaviour.

Provide Insights: Give suggestions based on what
we learn to help policymakers and businesses make
decisions about Social Media Marketing for RMG
Industry in Vadodara.

. LITERATURE REVIEW

Smith, A., & Sparks, L. (2020). examined social
media marketing's impact on RMG consumer
behavior, revealing insights into purchase decisions
and brand perception. The study underscores social
media's effectiveness in shaping fashion consumer
behavior, providing guidance for RMG marketers.

Mangold, W. G., & Faulds, D. J. (2009). They discuss
how social media platforms enable businesses to
engage with consumers in a more interactive and
personalized manner. The authors highlight the
transformative impact of social media on promotional
strategies, emphasizing its integration with traditional
marketing channels to enhance brand visibility and
customer relationships.

Kim, A. J., & Ko, E. (2012). The research by Kim and
Ko (2012) examines whether social media marketing
activities contribute to enhancing customer equity for
luxury fashion brands. Through empirical analysis,
they explore the relationship between social media
engagement and customer equity.

Hajli, N. (2014). The study by Hajli (2014)
investigates the influence of social media on
consumer behavior. It explores how social media
platforms affect consumers' decisions, attitudes, and
perceptions towards products or services.
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Qualman, E. (2013). "Socialnomics" by Erik
Qualman explores the impact of social media on both
personal lives and business operations. It delves into
how social media platforms have transformed
communication, consumer behavior, marketing
strategies, and the overall landscape of society and
commerce.

Tuten, T. L., & Solomon, M. R. (2018). The book
"Social Media Marketing” by Tuten and Solomon
(2018) provides a comprehensive overview of
strategies, tactics, and best practices for leveraging
social media platforms for marketing purposes. It
covers various aspects including understanding social
media audiences, creating engaging content, utilizing
advertising tools, and measuring campaign
effectiveness.

Smith, A. N., Fischer, E., & Yongjian, C. (2012). The
research examines differences in brand-related user-
generated content across YouTube, Facebook, and
Twitter. It investigates how users engage with brands
on these platforms and highlights variations in content
generation and interaction patterns.

Li, X., Wang, D., Liu, J., & Li, J. (2015). Effects of
social media marketing on firm performance in the
Chinese restaurant industry: The mediating role of
customer participation. Journal of Hospitality &
Tourism Research, 39(1), 38-63.

Phua, J., Jin, S. V., & Kim, J. J. (2017). The study
investigates the impact of social media marketing on
firm performance in the Chinese restaurant industry,
with a focus on the mediating role of customer
participation. Results suggest that social media
marketing positively influences firm performance
through increased customer participation.

Kaur, P., & Dhir, A. (2016). examines factors
influencing user engagement on Facebook through
content analysis. They explore various elements
affecting engagement levels, shedding light on the
dynamics of user interactions on the platform.

Bamini KPD - Explores the effectiveness of online
marketing communications, focusing on e-WOM,
online communities, and online advertisements, in
promoting brand loyalty and purchase intention
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among Generation [generation not specified]. The
research aims to assess the impact of social media
marketing mediums on brand loyalty and purchase
intention through company websites and social media
platforms.

Chu, S. C., & Kim, Y. (2011). investigate factors
influencing consumer engagement in electronic word-
of-mouth (eWOM) on social networking sites. Their
study identifies key determinants impacting eWOM
engagement, providing insights into consumer
behavior in online communities.

Chaffey, D., & Smith, P. R. (2017). provides
comprehensive insights into planning, optimizing,
and integrating online marketing strategies. The book
emphasizes the importance of digital channels in
contemporary marketing efforts and offers practical
guidance for achieving success in the digital
landscape.

I.  METHODOLOGY
3.1 Research design

This study will employ a cross-sectional research
design, collecting data at a single point in time, with
a focus on Vadodara city.

This study will utilize a quantitative research
approach to collect numerical data related to the
impact of social media marketing on consumer
purchasing behavior.

Both qualitative and quantitative data will be
collected and analyzed to provide a comprehensive
understanding of the research topic.

3.2 Source of data

Both primary and secondary sources will be used:
* Surveys and Questionnaires

* Social Media Analytics

* Online Reviews and Comments

* Social Media Ad Data

* Consumer Surveys by RMG Brands

3.3 Data collection method used

Quantitative data will be collected through structured
survey questionnaires distributed to residents of
Vadodara city. The survey will contain questions
related to social media usage, brand awareness,
consumer preferences, and purchasing behavior.

3.4 Population

The target population includes residents of VVadodara
city who are consumers in the ready-made garments
industry.

3.5 Sampling method

Random sampling or stratified sampling will be
employed to select survey participants from different
age groups and localities within Vadodara city.

3.6 Sampling frame
The sample size will be determined based on
statistical power analysis to ensure the research's
representativeness.

3.7 Data collection instrument

A comprehensive survey questionnaire will be
developed, considering local aspects relevant to
Vadodara city. Using Google forms as the main tool.

IV. RESULTS AND DISCUSSION
Age * Have you ever purchased a ready-made

garment or fashion item from the store after seeing it
on social media?

Crosstab
Count
Have you ever purchased a ready-
made garment or fashion item
from the store after seeing it on
social media?
1 2 Total
Age 18-24 165 31 196
25-34 29 13 42
35-44 4 1 5
45-54 3 3 6
55+ 9 2 11
Total 210 50 260

Chi-Square Tests
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A Linear-by-Linear 1.805 1 179
symptotic Association
Significan N of Valid Cases 260
ce (2- a. 8 cells (53.3%) have expected count less than 5. The minimum
value f sided) expected count is .65.
Pearson 0
Chl-square 853 65 Does social media marketing influence your purchase making decisions for readymade garments?
Likelihoo 1 A rponges
d Ratio .690 04 o
Linear- L s
by-Linear 691 01
Association
N of w
Valid Cases 60

a. 5 cells (50.0%) have expected count less than 5. The
minimum expected count is .96.

Have you ever purchased a ready-made garment or fashion item from the store after seeing it on

social media?
@ Yes
e @ Ho

260 responses

Age * Does social media marketing influence your
purchase making decisions for readymade garments?
Crosstab

e Instagram is the dominant platform for gathering
fashion-related information, with 68.8% of
respondents reporting regular usage, followed by
Facebook (13.1%).

e The high usage of Instagram underscores its
influence in the fashion industry, particularly
through influencer partnerships.

e While Instagram leads, other platforms like
Pinterest, TikTok, and YouTube also play a role
in consumer information-gathering processes,
albeit to a lesser extent.

e Brands should strategically invest in Instagram
marketing, including influencer collaborations,

Count while maintaining a presence on other platforms
Does social media marketing to reach diverse audiences and maximize
influence your purchase engagement.
making decisions for o Nearly 90% of respondents expressed a preference
readymade garments? for brands that actively engage with consumers on
1 2 3 Total social media.
18-24 57 24 115 196 e Brands that respond to questions, provide
25-34 11 9 22 42 recommendations, and solicit feedback were
Age 35-44 2 0 3 5 perceived more favorably by consumers
45-54 2 1 3 6 e Null Hypothesis (HO0): There is no significant
55+ 6 0 5 11 relationship between social media marketing
Total 78 34 148 260 efforts and consumer purchasing behavior in the
ready-made garments industry.
Chi-Square Tests e Alternative Hypothesis (H1): Social media
Asymptotic marketing  efforts  significantly  influence
Significanc consumer purchasing behavior in the ready-made
Value df e (2-sided) garments industry.
Pearson Chi-Square 7.7222 8 461
Likelihood Ratio 9.029 8 .340
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CONCLUSION

The research highlights the significant influence of
social media marketing, particularly on platforms
like Instagram, on consumer purchasing behavior in
the ready-made garments industry. Despite
limitations such as sample size and self-reporting
bias, the findings underscore the importance for
brands to strategically invest in social media
marketing to enhance brand awareness, engagement,
and ultimately drive sales. However, future research
should address these limitations to provide a more
comprehensive understanding of the dynamics
between social media marketing and consumer
behavior in the fashion industry.

SUGGESTIONS

1. Refine Targeting: Further refine targeting
strategies to ensure ads reach the most relevant
audience segments likely to convert into
customers.

2. Enhance Ad Creatives: Invest in compelling ad
creatives that resonate with the target audience
and prompt action.

3. Invest in Influencer Marketing: Collaborate with
influencers in the fashion and lifestyle space to
amplify brand reach and credibility among target
demographics.

4. Encourage User Reviews and Recommendations:
Encourage satisfied customers to leave reviews
and recommendations on social media platforms
to foster a positive brand image and attract new
customers.

5. Stay Updated with Platform Changes: Stay
informed about changes in social media
algorithms and advertising policies to adapt
strategies accordingly and maintain
effectiveness.

LIMITATIONS OF THE STUDY

1) Sample Size: The study's sample size of 260
respondents may not fully represent the entire
population, limiting the generalizability of
findings.

2) Demographic Representation:  Demographic
characteristics of respondents were not specified,
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potentially affecting the applicability of results
across different consumer segments.
Self-Reporting Bias: Reliance on self-reported
data may introduce biases like social desirability
or recall bias, leading to potential inaccuracies.
Limited Scope: The research focused solely on
social media platforms for fashion information,
neglecting other factors influencing consumer
behavior.

Cross-Sectional Nature: Data was collected at a
single point, overlooking potential changes in
consumer behavior over time.

Confounding Variables: The study did not
control for external factors like offline marketing
or events, potentially influencing results
independently of social media.

Subjectivity in Interpretation: Interpretation of
results is subjective, possibly overlooking
alternative explanations or biases.
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