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[bookmark: _Toc158653492][bookmark: _Toc137709485]Abstract
In this technology prone business market, there are different effects that have been completed through influence to social media. This research aims to analyse the impact of social media on consumer purchasing decisions in fashion industry. However, identification to issues and risks with changing behaviour of the customer throw a potential risk to the business. The research can develop the effective outcome to assess the nature of business in social media trends.  The literature review evaluates social media that continues to influence the things customers buy. The fashion firms utilize these tactical tactics are successfully traverse social media obstacles by using its full potential for long-term brand success and visibility. Increasing brand awareness and exposure in the fashion sector through social media presents several issues that call for a deliberate and diversified strategy. 
The findings highlight the significance of UGC over customary promoting, featuring a noticeable inclination for the genuineness and appeal of companion driven content. Statistical analyses further outline a positive connection between's virtual entertainment commitment and the probability of buying fashion items suggested by powerhouses, stressing the essential worth of a hearty web-based presence for fashion brands. The research distinguishes key difficulties looked by organizations in utilizing online entertainment for purchaser commitment, including stage overpower and the intricacy of overseeing UGC. It likewise investigates the nuanced job of web-based entertainment in speeding up the spread of fashion drifts and working with a majority rule fashion talk. The review highlights the requirement for fashion brands to embrace a multi-layered, vital way to deal with computerized promoting to really charm different buyer fragments. By featuring the basic impact of virtual entertainment on buyer conduct and the essential ramifications for fashion marks, this research offers significant bits of knowledge for improving web-based entertainment procedures in an exceptionally cutthroat market, underscoring the need of flexibility, genuineness, and vital commitment to the powerful fashion industry.
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[bookmark: _Toc158653494]Chapter 1: Introduction
[bookmark: _o961l3rqo1yo][bookmark: _Toc158653495]1.1. Introduction 
Influence of social media in different fields and areas has been a common scenario in this technological era. In relation to better understanding and capturing social media marketing aspects, industry scenarios have changed and taken certain turns that are associated with a positive business culture. Identifying issues and considering solutions, this research is going to conduct in-depth analysis for getting a long term success.  The research has been aimed to conduct an overview of social media on consumer purchasing decisions in fashion industry.   
[bookmark: _m0jb9d9wrzg3][bookmark: _Toc158653496]1.2. Background 
Social media and its usage have been increased to a marginal ratio through times due to its quality of services it offers. Increased rate of preferences and effectiveness within social media has been a competitive source for making a competitive source for tracking users upon services. Based on the research by Appel et al. (2020), social media and its influence upon the business can be positive as the presentation of social media measures are innovative and accurate at the same time. However, representation of the business and its effectiveness is particularly efficient due to its appropriate target market and effective collaboration for the growth of customer’s preferences. It has been found that, over years, social media has grown to a marginal ratio, where people around the globe are using different social media platforms including Facebook, Instagram and Twitter. It has been accessed that almost 4.95 billion people are using social media platforms (statista.com, 2024). The data has also shown that the rate of growth of social media has increased to approximately 7.07% over the years. This represents an increased rate of use of social media platforms in people’s lives.
[image: ]
[bookmark: _Toc156498382]Figure 1.1: Rate of use of social media among years 
(Statista.com, 2024)
Figure 1.1 has described that rate of use of social media is majorly influenced by the use of internet users among the globe. Reputation of social media and its contributions upon customer’s behaviour is a critical factor for conducting a positive relation in buying or selling goods. In the Fashion industry, use of social media has been targeted through conduction to use of different social media platforms and its posts. Fashion industry uses social media as the key competitive advantage due to its nature of creative aspects and lucrative marketing skills. Increased rate of influencer marketing, more engagement to social media marketing can be accessed as the key competitive source for better use of reach and customer effectiveness. Data have represented that, among one in three fashion companies chooses social media marketing for increasing their brand presence and reach. Almost 22% responses have been given in favour of social media marketing for their branding (statista.com, 2024). These aspects have increased the reach of social media marketing and enabled an effective measurement for better performance of the fashion industry’s business.           
[bookmark: _qyzmlpqzia22][bookmark: _Toc158653497]1.3. Rationale
Fashion industry has a sustainable measure that is related to an effective nature and style of customer behaviour. According to the research by Kohli et al. (2020), customer behaviour is a constantly changing factor that attempts an innovative measure and relates with the existing nature of business in relation to better scope and measurements. In the era of technology and social media increased reach, changing patterns of business and nature of customer behaviour can be a variable aspect that relates to gaining a positive outcome. Fast growth of trends, marketing strategies, and change of product offerings, emphasis on brand values, collaboration opportunities and customer experience are key competitive sources for better business improvement. There are almost 61% users of social media among all internet users with multiple options, better presentation of marketing and branding and other facilities (datareportal.com, 2024). This aspect makes it harder for businesses in the fashion industry to be complicated and offers a lack of tracking of business improvement and understanding the trend or nature of the consumers to acquire goods.   
This factor is an issue as constant change in the nature of the consumers makes it complicated for changing and tracking the business improvement. Social media and its presence takes consent updating of trends and fashion that influences customer behaviour. It causes the businesses to get into complications to merge with the trend that is being followed and preferred by businesses. Fashion industry in current context, gets into the vulnerabilities to fall out of the trend and face loss in the business. In recent times, options that have been enabled for use of Facebook, Instagram and Twitter have been the platforms that have been used as the key competitive source for completion to marketing and increased brand competition. In accordance with the research by Wibowo et al. (2020), social media influences an effective purchasing behaviour for accurate analysis about the nature of purchasing. Day by day increased rates of social media influencers are increasing their reach to influence their followers.  This makes regular shifts an ability that is referred to as the positive outcome for the business in fashion industry through offering hurdles to meet with the requirements for customer engagement in trends.  Social media advertising in recent times has been indulged with marketing the fashion industry that has increased complication to cope with emerging trends. This is an issue in recent times as social media has a rapid growth in the current market that influences technology in the marketing measure. In this technologically developed and rapid usage of social media platforms, the fashion industry's businesses face extreme difficulty to stay competitive in the market.  This research sheds light on the impact of social media marketing in having consumers purchasing decisions in fashion industry.             
[bookmark: _mdx8rbhlllps][bookmark: _Toc158653498]1.4. Problem statement
Rapid changes in customer behaviour make it harder for tracking an appropriate way for customer behaviour and measurement for colonies in fashion industry. 
[bookmark: _5wef2b3y1mkr][bookmark: _Toc158653499]1.5. Aim 
The aim of this research is to find out the impact of social media on consumer purchasing decisions in fashion industry. 
[bookmark: _mq1yzz4mzz76][bookmark: _Toc158653500]1.6. Objective and question 
Based on the research aim, the objectives of this research can be conducted as follows 
· To identify the influence of social media platforms upon increasing consumer awareness towards fashion products and trends in fashion industry
· To assess strategic role of user-generated social media content to shape consumer perceptions upon fashion purchasing decisions in fashion industry
· To find out challenges encountered by businesses while utilising social media to idealise consumer engagement within fashion industry
· To recommend strategies to mitigate risks for leveraging on social media platforms in terms of increasing brand awareness and visibility
In accordance with the research objectives, the research questions can be developed as follows 
· What influences social media platforms play for increasing consumer awareness towards fashion products and trends in fashion industry?
· Which are the roles of user-generated social media content to shape consumer perceptions upon fashion purchasing decisions in fashion industry?
· How businesses face challenges while utilising social media to idealise consumer engagement within fashion industry?
· Which can be several recommended strategies to mitigate risks for leveraging on social media platforms in terms of increasing brand awareness and visibility?
[bookmark: _7qbdkznelv2r][bookmark: _Toc158653501]1.7 Methodology overview
This study will utilize a mixed-methods approach, coordinating both quantitative and qualitative data. For the quantitative part, review polls will be circulated to a chose test of customers and experts in the fashion business. The reactions will be broke down utilizing SPSS to infer statistical bits of knowledge into purchaser conduct and patterns affected by social media. For the qualitative perspective, top to bottom interviews will be directed with industry specialists and powerhouses. The records of these interviews will be investigated utilizing NVivo, a qualitative data analysis programming, to extricate themes and examples connected with the effect of social media on buying choices. This exhaustive methodology takes into consideration a powerful analysis of both mathematical data and rich, definite bits of knowledge, giving a balanced comprehension of the subject. 
[bookmark: _Toc158653502]1.8 Research gap 
While existing writing broadly investigates the impact of social media on shopper conduct and buying choices in the fashion business, there stays an eminent hole in understanding the nuanced impacts of various social media platforms and the particular sorts of content that most successfully drive customer commitment and buying (Hsiao et al., 2019). The unique transaction between force to be reckoned with showcasing and customer trust, especially with regards to quickly developing fashion patterns, is inadequately analyzed. Moreover, there is an absence of far reaching research that coordinates the most recent statistical analysis and qualitative bits of knowledge to assess the viability of social media procedures across different segment portions inside the fashion market (Majeed, Owusu-Ansah and Ashmond, 2021). 
[bookmark: _Toc158653503]1.9. Significance of the research 
The research has been segmented to outline an accurate impact that is related to analyse the impact of social media in influencing customer purchase and decision making in a critical way. This research will help in understanding and finding the existing tension and reasons for the business segmentation. In understanding and evolution to research with relevance to business, fashion industry’s issues and its complications can be understood in a critical way. Identification of risks and issues upon social media has been the comparative analysis for having a positive idea for delivering business outcomes. In this context, this research with the existing literature and theory can help in outlining the social media marketing and its influence to assess behavioural changes of the customers.    
In this research, analysis has been developed with the consumer behaviour and changing nature or its reasons. The research with its competitiveness can help in making positive results for the researchers in the same domain for controlling social media measurements and taking a competitive aspect that is important for a consecutive result. Fashion industry’s trend, gaps and loopholes that influence fast change of the customer trend can be accessed through this research. The research by focusing on the issues and recommendation on the same can deliver a positive outcome to deliver an exclusive piece of analysis for finding the issues upon the business. The study apparently can help in delivering the quality of social media marketing and measures for influencing behavioural changes in the customer perception. The significance therefore is related with the trend and measures a factor upon customer’s purchasing behaviour analysis in an effective way to stabilise the growth of the fashion industry.     
[bookmark: _wrvn7pmbathl][bookmark: _Toc158653504]1.10. Structure of the dissertation
[image: ]
[bookmark: _Toc156498383]Figure 1.2: Structure of the dissertation  
(Source: Created by Author)


[bookmark: _Toc158653505]Chapter 2: Literature review
[bookmark: _Toc158653506]2.1 Introduction 
Literature review has a significance to outline theory and identify the effect of variables in the business. Literature review of this research is going to analyse the accurate measure for comparing and contrasting existing research upon the social media to indicate customer purchasing behaviour. The section of this research is going to help in conducting the accurate alliteration and theatrical measures based on studies in social media. Outlining the theoretical aspects and model of social media influence to influence customer behaviour can be conducted in literature review for a proper analysis about the social media’s contribution in customer’s behaviour.         
[bookmark: _Toc158653507]2.2 Conceptual Framework
[image: ]
[bookmark: _Toc156498384]Figure 2.1: Conceptual Framework
(Source: created by author)
Keywords
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[bookmark: _Toc158653508]2.3 Impact of diverse social media platforms on consumer awareness
The rise of social media platforms has caused substantial turmoil in the way the fashion business functions in recent years. As mentioned by Prakash et al. (2023), social media has impacted everyday life in many ways, including consumer viewpoints, interactions with, and deciding the thing to invest in the fashion sector. Social media platforms are effective tools for changing and influencing consumer perception within the fashion sector. Fashion brands exhibit their most recent collections, trends, and styles on social media sites including Instagram, Facebook, and Twitter which have been transformed into virtual runways. Similarly, fashion brands are using online platforms for brand marketing through social media, digital product lines, and mobile-based purchasing procedures (Park and Chun, 2023). Customers can interact with fashion material on these platforms in an exceedingly engaging manner due to its visual nature, which raises awareness about the newest designs and fashions in the industry.
[image: ]
[bookmark: _Toc156498385]Figure 2.2: Social media influences in consumer behaviour
(Source:  Influenced by Pereira et al., 2023)
Social media has given people the ability to follow fashion influencers for exploring brand’s fashion sense to maintain content. These influencers are essential in influencing consumer awareness. Based on the research on Pereira et al. (2023), influencers establish open communication between the clothing sector and its audience by connecting to new brands and goods through advertisements, partnerships, and endorsements for products. The power dynamics have changed resulting in democratisation of influence, increasing the diversity and decentralisation of consumer knowledge. On the other hand, social media improves customer understanding upon fashion items, brands, and industry dynamics to boost consumer awareness (Quiles‐Soler et al., 2023). These platforms are used by brands to spread comprehensive information about their goods, components, production methods, and moral standards.
· A profusion of user-generated content, including reviews, unboxing videos, and styling tips, raises consumer awareness (Dron et al., 2023). 
· In the contemporary company environment, social media marketing and analytics are crucial to understanding market dynamics, competitiveness, and expansion opportunities. 
· Consumers may share their experiences with fashion products on websites like YouTube and Instagram, which offer details about the functionality, fit, and overall happiness of the products. 
· Consumers, fashion influencers, and designers enact laws mandating product labelling so that consumers can learn how fashionable goods are made. 
· Peer-to-peer communication gives users the ability to access their peers' firsthand knowledge, which promotes legitimacy and a sense of belonging (Agustian et al., 2023). 
· It increases stakeholder participation and awareness, which advances the fashion industry.

[image: ]
[bookmark: _Toc156498386]Figure 2.3: Impact of social media platforms for hiking customer awareness
(Source: Influenced by Ray and Nayak, 2023)
Fashion firms may interact with customers more directly due to social media's real-time nature. Based on research on Chukwu (2023), customers are connected to brands in real time with live streaming, behind-the-scenes content, and interactive features on social media platforms including Instagram and Snapchat. Consumer views are affected by this ongoing contact, which relates to the brand's culture, awareness, and values. Social media also acts as an ideal setting for trend detection.  Consumers actively contribute to the trendsetting process by presenting their fashion senses and adopting new looks. Besides, fashion brands identify upcoming trends and modify their tactics contributing to this collective expression (Ray and Nayak, 2023).  The ongoing conversation between consumers and companies on social media creates an agile and flexible fashion ecosystem. 
Social media has transformed consumer awareness and knowledge in the fashion sector showing moral dilemmas. As mentioned by Moedeenet al. (2023), social media platform promotions encompass various actions aimed at educating the intended demographics about the characteristics, benefits, and qualities of a product. Moreover, an exquisite marketing plan encourages sustainable behaviour by motivating customers to make sustainable purchases by developing marketing strategies successfully. On the other hand, social media debates are attracting attention to many issues, including the pressure to live up to unattainable beauty standards, the speed at which trends change, and the environmental effects of fast fashion that affects fashion brands regarding stock of products. The fast-fashion system's material throughput has grown, resulting in an abundance of affordable clothing (Dzhengizet al., 2023). Thus, customers have the opportunity to hold brands more responsible for the way to handle these difficulties.  
[bookmark: _Toc158653509]2.4 Induction of user-generated content in developing consumer perceptions of fashion brands
Customer perceptions are a major factor in assessing a brand's success in the dynamic fashion business. Based on research on Ozuemet al. (2023), customers have taken an active role in shaping the narrative surrounding fashion businesses by valuing user-generated content (UGC) on social media. Content has been developed and shared by the brand referred to as user-generated content. The content has included brand principle, sustainability, product reviews, unboxing videos, and personal style images. Besides, the promotion of products in diverse social media platforms have emerged as the main venues where people can exchange their thoughts, ideas, and creative works about fashion (Fetaiset al., 2023). Customers' conversations about brands on social media platforms frequently begin with brand respect demonstrating the brand's performance. 
[image: ]
[bookmark: _Toc156498387]Figure 2.4: Impact of UGC on consumer-based brand equity
(Source: Influenced by Li et al., 2023)
Brand Growth and Customer Motivation
· Positive brand experiences and customer motivation drive brand growth and new fashion trends (Li et al., 2023).
· Content-based activities on social media platforms like Instagram and YouTube shape brand loyalty.
· Consumers' true brand purchases determine cognitive and attitudinal brand loyalty.
· Brand reputation strengthens with consumer trust, enhancing competitiveness (Boix-Fayoset al., 2023).
· Negative stakeholder positioning leads to value degradation.
· Shorter clothing retention period results in quicker fashion purchases and shorter residency period.
User-generated content has a crucial role in developing relatability and authenticity, which has an effect on consumer perception. Based on the research on Blangger (2023), UGC has been shared on social media sites including reviews, comments, photographs, and videos, and falls under this general category. User-generated material is authentic, unstaged, and represents human reality. In contrast, Customers appreciate authenticity in companies’ fashionable products having better values in business progression successfully (Ferraro et al., 2023). UGC provides a link between the idealised representation of brands that shows the real-world experiences of their customers.Customers share their looks, fashion discoveries, or interactions with a company. Similarly, potential consumers observe actual people displaying sincere enthusiasm that transcends the financial component of conventional advertising. Thus, genuineness has a major role in building favourable customer perceptions and encouraging loyalty and trust.
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[bookmark: _Toc156498388]Figure 2.5: UGC on customer purchase intention
(Source: Influenced by Rungruangjit et al., 2023)
Social media platforms function as online communities that connect people with identical interests and fashion tastes. As mentioned by Rungruangjit et al. (2023), users help build brand communities by interacting, exchanging advice, and praising one another's fashion sense. These communities provide social evidence for the brand due to UGC. Customers gain more credibility and trust when other people praise a product, show their personality for a brand's product, or share favourable reviews of their experience (Phan Tan, 2023). Self-congruency affects the way customers feel about a source of information and make decisions. Moreover, social proof has a significant impact on the process of making decisions where buyers are more inclined to believe peer recommendations than traditional advertising.
User-generated content gives consumers a voice in the fashion discourse, empowering them. People with different origins, shapes, and fashion senses can exhibit their viewpoints and subvert traditional concepts of attractiveness (Wu et al., 2023). This openness communicates to customers that the business encourages diversity and accepts diverse stylistic expressions for appealing to a larger audience. UGC empowers consumers in a way that affects product creation. Companies in the fashion industry incorporate ideas from user-generated material, implementing suggestions and analysis into their layouts, proportions, and advertising tactics (Mari et al., 2023). Positive opinions are further enhanced by this cooperative approach, which supports the concept that the brand is attentive to the requirements and preferences of its customer base.
User-generated content offers fashion firms many advantages, it also poses problems and raises ethical questions. According to Ozuemet al. (2023), UGC is more credible having greater influence in making reliable business translation on behalf of a fashionable brand. Brands have to deal with concerns including copyright infringement, protecting the privacy and consent of people who are included in user-generated content, and handling the possibility of unfavourable content. Long-term brand success depends on establishing a balance between supporting user-generated content and adhering to moral principles (Hussain et al., 2023). The influence of content qualities is most effective for low-risk items. Customers appear to favour non-UGC information sources when the time comes to high-risk products. Besides, businesses affect consumers' cognitive loyalty by evaluating marketing communication, and making decisions about products. Social media interactions can improve customers' perceptions of a brand. The high level of interaction on social media platforms makes them a useful substitute for managing customer care and customer discussion platforms.
[bookmark: _Toc158653510]2.5 Challenges faced by fashion brands businesses in utilising social media for customer involvement
Fashion Industry's Influence on Social Media
· Social media significantly influences customer purchase decisions (Trim et al., 2023).
· Fashion firms face challenges in a disruptive environment due to abundance of content.
· Strategic planning, appealing content, and understanding of target population are crucial for retaining consumer attention (Hallberg, 2023).
· Social media has transformed communication and presents challenges for businesses.
· Social media updates software to provide positive user experiences.
Companies use social media platforms to interact with their customers more to boost sales and profitability. These platforms provide businesses with the best options for connecting with a global customer base. As mentioned by Itani et al. (2023), organisations are unable to create user-generated content that engages with their target demographics due to shifting fashionable trends. The genuine exposure of content is affected by social media companies' regular algorithm updates. It requires more work, including paid promotions to gain support spontaneously from a large audience. For fashion firms looking to engage consumers without depending entirely on advertising dollars, staying on top of algorithm changes and modifying their strategy accordingly presents a constant challenge (Kopalleet al., 2023). Customers desire authenticity for maintaining a well-crafted brand image is crucial. It is an intricate endeavour to determine the appropriate balance between fashionable customers and the brand.
Fashion firms must verify that their messaging corresponds with their brand image to maintain authenticity in their social media interactions. Customers can voice their ideas on social media, both positive and negative. According to Iveson et al. (2023), one of the most important aspects of customer interaction is rapidly dealing with potential crises and managing negative feedback. A single unfavourable comment has the potential to accumulate rapidly and harm a brand's reputation. Fashion firms manage negative comments of customers on social media creating a crisis in executing fashionable plans (Cayaban et al., 2023). Social media metrics including likes, shares, and followers are used to measure success.
Fashion Brands' Challenges in Social Media Engagement
· Resisting vanity metrics and focusing on real audience relationships.
· Constant observation of trends and technologies to maintain relevance (Raza et al., 2023).
· Challenges in connecting with consumers to keep up with trends.
· Concerns about privacy and ethical implications of data collection.
· Transparency in ethical principles and data practices to gain trust from socially conscious consumers (Patel, 2023).
· Management of cultural landscapes and perceptions to unintentionally alienate certain audiences.
Comprehending the subtleties associated with many cultures and modifying content accordingly is a challenging endeavour for organisations striving for global consumer engagement. Fashion brands adopt a proactive and flexible approach in this dynamic digital environment. Brands stay ahead of new trends, promptly adjust to algorithm shifts, and mitigate negative feedback (Vatambetiet al., 2023). Brand messaging and trend maintains an authoritative identity of a company in the digital landscape.  Brands use social media as an active instrument to strengthen relationships with their target market by viewing obstacles as chances for development. Fashion companies improve customer involvement by modifying their strategy by ongoing analytics, feedback, and trend monitoring. Furthermore, establishing a culture of transparency, openness, and moral accountability is unable to resolve customer problems to create enduring trust. On the other hand, fake news, exposure, and cyberbullying are major issues that companies deal with these days while using social media (Govindankutty and Gopalan, 2023). Disseminating false information ruins a company's reputation and uninvited publicity results in unfavourable opinions. Cyberbullying reduces customer trust on brands in purchasing products through the dependence on social media’s product reviews. 
[bookmark: _Toc158653511]2.6 Strategies for challenges associated with social media for increasing brand awareness and visibility
Fashion brands implement diverse smart approaches to increase brand awareness and visibility due to the competitive digital world, shifting algorithms, and possible bad feedback. Based on the research on Martínez-Martínez et al. (2023), fashion firms face several challenges, from the potential hazards of adverse feedback to knowledge saturation and algorithm adjustments. The fashion brand has taken crucial decisions applying data on engagement metrics, customer demographics, and content effectiveness. The utilisation of data-driven techniques facilitates the identification of efficacious methods, adaptive modification of content schedules, and optimization of advertising campaigns to maximise their impact and reach.Social media's rapid growth necessitates an adaptive content strategy (Björkman et al., 2023). Fashion brands need to change with the times by focusing on consumer preferences, algorithms, and trends. Brands can stay connected with their target audience by changing content calendars frequently, experimenting with different forms, and focusing on interaction trends in real-time. 
Engaging the audience improves the relationship between the brand and the customer. A commitment to client pleasure is typically seen in the way one manages communications, comments, and user-generated content (Ozuemet al., 2023). Organising live events, interactive question and answer sessions, and unique behind-the-scenes information promotes engagement, transforming inactive followers into committed brand evangelists and increasing brand awareness. It supports the fashionable brand to improve their complicated position and achieve more value in their respective sector efficiently (Pousetteet al., 2023). Fashion brands need to put a strategic crisis management plan for managing negative reviews and future crises. 
A commitment to addressing issues and prompt, open communication can help minimise damage to a brand's reputation. Brands may leverage difficult circumstances to their advantage by tackling problems head-on (Fonti et al., 2023). This helps brands to develop credibility and maintain a strong identity among the competitive fashion industrial sectors. On the other hand, influencers are essential to the exposure of fashion brands.  Influencer brand collaboration builds lasting partnerships via effective relationship management with influencers. Developing real relationships with influencers can gain a larger audience, and constant exposure within the influencer's circle raises high standards of brand awareness (Agustianet al., 2023).  Paid advertising on social media networks can increase a brand's visibility. Fashion firms may maximise the effect of their advertising spend by targeting particular audiences through strategic planning and focused campaigns. Brands may customise their campaigns to reach the right audience at the right time by utilising tools including Facebook Ads and Instagram to hike brand recognition among the stiff fashion industry. 
Fashion firms might employ immersive and multimedia formats to stand out in the crowd. Creative and intriguing material may be produced with the use of features including Instagram Stories, and AR experiences (Rahman et al., 2023). As a result, the fashion indutrie’s companies may create a potential presence contributing in increasing customer’s engagement highly. Based on the argument of Gupta et al. (2023), partnering with influencers, designers, or other businesses can be an excellent way to get around visibility issues. These collaborations foster excitement about joint projects by merging audiences and creating synergies. Fashion brands may leverage the advantages of one another to increase exposure and expand reach by choosing partners who focus on brand objectives and preferences of the targeted audiences. 
Fashion firms can gain more attention by providing insightful and relevant content. The brand establishes itself as an authority by disseminating news, styling advice, and fashion trends (Kaur, 2023). Brands may increase their visibility in the digital marketplace by maintaining an engaged audience through consistent delivery of relevant content. Besides, brand voice and consistent visuals across all social media platforms are necessary aspects to show the credibility of the fashion brand raising more competitive values in business successfully. Fashion firms need to try new features and platforms that appear with changing consumer tastes. Utilising technology such as virtual reality (VR) and augmented reality (AR) in social media experiences can provide creative approaches to consumer engagement and brand differentiation. Building partnerships with up-and-coming content producers and micro-influencers may improve brand exposure initiatives with originality and diversification (Rejebet al., 2023). Micro-influencers provide a chance for focused visibility within specific groups engaged audiences. Fashion brands may formulate a multifaceted strategy that engages several prospective clients by merging macro and micro-influencer tactics to reinforce their position in the intense social media sector. Thus, the fashion brand has modified their complicated position using these kinds of diverse strategies for enhancing brand value and opportunities to show more products towards global customers by using social media platforms properly. 
[bookmark: _Toc158653512]2.7 Theories and models 	
[bookmark: _5xmywam9y67c][bookmark: _Toc158653513]2.7.1. Theory of Planned Behaviour
Planned Behaviour is outlined with delivering the accurate measures that are related as the competitive source to make a positive change. This theory has the critical examination for understanding human preferences by time. However, preferences and development to the customer retention scopes are aligned to leverage theory. As opined by Ji et al.  (2024), leverage theory outlines the critical needs and requirements for the business that is related with an accurate measure for organisation’s compatibility. This theory analyses the nature of customers and assesses the nature of business. The elements to this theory are considered with the positive effects that are analysed with the compatible source for having a long term success. Nature of business and its changing effects according to the changing situations has been the competitive factor that is important for better business alignment and understanding the prevalence of the organisational scopes.    
Harnessing the existing behaviours of humans and using the critical view for its changing nature in the long run can help in getting a competitive source understanding the views of people over products as well. The theory has been chosen for understanding the views and ideas that are present upon the human and to get an idea about the ways and methods a customer can get accurate information about the business. However, views and use of social media for marketing can also be analysed through the use of this theory. The research being associated with a positive culture of business can deliver a positive outcome with determination to the business in a critical way. Referring to an accurate business measure and helping to consider the effective idea for the business can help identify methods that can be accessed for positive business culture through social media marketing. 
[bookmark: _md3xn74ct4k][bookmark: _Toc158653514]2.7.2. Psychoanalytical model
Psychoanalytical models have outlined a structure that analyses the changing behaviour and development and identifies the reasons for shifting behaviour of people towards customer effectiveness. According to this model, human needs keep changes with its needs and measurements that are efficient towards its needs. According to the research by Stern (2022), human need to keep changing according to modified situations and its delivery in the long term. Access to consumer goods and services for human being therefore is a dependent aspect that is related to key competitive sources for moderate requirements. Human nature and through changing behaviours is a reason, social effectiveness, modification of the business and regular product development are occurring day by day. Therefore, people act according to its nature and behavioural change that has influence to value a customer perspective as well.  
The model analyses the facts that human behaviour is a competitive source for having critical aspects that determines the positive effects in purchasing goods. In the market, product development and price distribution human behaviour plays a crucial role to improve the product ranges and conduct a source for the better business ideas. In making a competitive source for the business and having a consecutive business measure, there has been influence on business needs. This model has outlined the competitive source for assessing the nature of business development and conducting the social media influence for enhancement to services. In the fashion industry’s working aspects; social media plays a crucial role for enhanced marketing resources and attracting people towards businesses. Dependency upon the behaviours and enhancing the business outcomes can be efficient in case of following this model. The research is assisted with an accurate business analysis that helps in conducting the trades and influence better marketing according to human behaviours.              
[bookmark: _9jblhuft48as][bookmark: _Toc158653515]2.8 Literature gap 
The existing area of study has been segmented with finding and analysing the impact of social media to indicate customer purchasing method. In this domain, the research has been completed with analysing the issues and finding out the reasons behind the changing behaviour of customers. The literature has been completed by leveraging existing research upon the same domain of social media. In identifying the research gap, it has been found that there are gaps in finding the gaps upon the existing literature and research that exempts ideas and conceptions related to reason behind unsuccessful business compliance to use social media measures. In this context, the analysis to market and understand the values of the business is the nature that has been avoided to be researched in the previous studies. However, the areas such as the reason behind lack of customer engagement and vulnerability of the businesses has been conducted as the measure of gap in the existing literature. This study has tried to cover the areas that are untouched by the other researches in the same domain with analysing the potentiality of the trades. Measuring the changes of business areas upon fashion industry and competitiveness has been the area of discussion in the research.                   
[bookmark: _9pbtxiliax4o][bookmark: _Toc158653516]2.9 Critical analysis
This literature review covers comprehensively the multidimensional effect of social media on consumer purchase behavior in the fashion industry by integrating theoretical frameworks and empirical evidence on how social and digital marketing strategies interact with consumer engagement. It addresses the fundamental nature of social media channels and influencers which have democratized fashion awareness and user-generated content (UGC), and therefore, the essential role of these platforms in brand visibility and trust building among the consumers. Nonetheless the review also acknowledges the problems the fashion brands are facing on this digital age such as the changes of algorithms and the need for originality; providing other ways of overcoming these barriers. Overcoming some limitations of the current study, such as the absence of examination of the causes of the failures of some strategies and the shallow engagement analysis, the article will open the path to further research. It highlights that social media strategies are intertwined with consumer behavior and calls for flexible and ethics oriented marketing practices in the industry of fashion given its fast- changing environment.
[bookmark: _Toc158653517]2.10 Summary 
The literature for this research has outlined the competitive sources that are relevant for having a concise result for the social media assurance. This section has outlined the key areas for understanding the nature of changes and analyses the variables for the understanding the nature of change of customer behaviour. Influencing the customer views and ideas, there has been a gap that has been tried to be mitigated in this research through access to theory and models.         


[bookmark: _Toc158653518]Chapter-3: Methodology
[bookmark: _Toc158653519]3.1 Introduction
This research examines the overwhelming connection between online entertainment and purchaser buying choices in the style business, embracing a practical research philosophy that consolidates positivist and interpretivist ideal models. Perceiving the complex idea of social peculiarities, the review utilizes a mixed-methods way to deal with exhaustively investigate both quantitative and subjective perspectives. By utilizing factual examination through SPSS and top to bottom interviews broke down with NVivo, the research intends to give a nuanced comprehension of the effect of web-based entertainment on purchaser conduct. The examination is driven by an even minded philosophy that empowers versatility in research methods, guaranteeing an all-encompassing investigation of web-based entertainment's job in molding customer discernments and activities in the powerful style scene.
[bookmark: _Toc158653520]3.2 Research philosophy
The research philosophy supporting this concentrate on the effect of web-based entertainment on purchaser buying choices in the fashion industry is grounded a pragmatic approach, which considers the coordination of both positivist and interpretivist ideal models. This down to earth position is intelligent of the research's mean to not just measure the degree of virtual entertainment's impact through factual examination yet additionally to comprehend the nuanced discernments and ways of behaving of purchasers through subjective bits of knowledge. By utilizing a mixed-methods philosophy, the research recognizes the intricacy of social peculiarities, perceiving that the computerized collaborations among buyers and fashion brands are diverse and cannot be completely understood through a solitary philosophical focal point (Al-Enezi et al., 2019). This approach empowers the investigation of the observational truth of web-based entertainment use rates and its viability as a showcasing device, while at the same time diving into the emotional encounters and understandings of customers and industry experts.
In sticking to this practical philosophy, the review positions itself to adaptively utilize different research methods to assemble exhaustive information that mirrors the dynamic and developing nature of web-based entertainment's job in the fashion industry. This adaptability in research philosophy upholds the examination of the research hole distinguished, which incorporates the nuanced impacts of various web-based entertainment stages and the particular kinds of content that most successfully draw in purchasers. It lines up with the research's goals to not just recognize patterns and examples in purchaser conduct yet in addition to prescribe vital methodologies for fashion brands to improve their online entertainment presence (Voramontri and Klieb, 2019). By embracing an even minded philosophy, the research can successfully resolve the multi-layered questions presented, giving a balanced comprehension of the transaction between online entertainment and customer buying choices in the fashion industry, subsequently contributing significant experiences to both scholar and reasonable fields.
[bookmark: _Toc158653521]3.3 Research approaches
The research takes on a mixed-methods approach, lining up with its realistic philosophy, to explore the effect of virtual entertainment on customer buying choices in the fashion industry. This approach consolidates quantitative and qualitative philosophies to offer an extensive comprehension of the research questions. Quantitatively, the review intends to lead overviews and accumulate mathematical information that can be genuinely examined to distinguish examples, patterns, and connections between web-based entertainment use and shopper conduct in the fashion area. This will include the assortment of information on purchaser commitment, inclinations, and buying choices impacted by social media promoting endeavours (Pütter, 2017).
Subjectively, the research will utilize top to bottom interviews and content examination to investigate the abstract encounters, discernments, and perspectives of the two buyers and industry experts towards web-based entertainment in the fashion industry. This angle expects to give rich, itemized experiences into the essential jobs of social media content, the difficulties looked by organizations in drawing in purchasers, and the adequacy of various online entertainment stages in molding buyer conduct. By incorporating these methodologies, the research looks to, evaluate the impact of virtual entertainment yet in addition to grasp the fundamental reasons, inspirations, and settings that drive customer choices (Poturak and Softic, 2019). This mixed-methods approach works with a nuanced examination of the perplexing transaction between virtual entertainment and buying choices, empowering the improvement of informed procedures for utilizing web-based entertainment in the fashion industry.
[bookmark: _Toc158653522]3.4 Research design
The research plan for concentrating on the effect of social media on shopper buying choices in the fashion industry is organized as an exploratory and illustrative mixed-methods plan. This plan is decided to explore the complex idea of social media's impact, considering both the investigation of expansive patterns through quantitative information and the inside and out comprehension of shopper and industry viewpoints through subjective experiences. At first, the quantitative stage includes conveying organized studies to a painstakingly chosen test of customers and experts inside the fashion area (Poturak and Softic, 2019). This study will measure the degree of social media's effect on customer mindfulness, commitment, and buying choices, involving factual instruments for examination to distinguish examples and relationships.
Following the quantitative investigation, the research changes into the subjective stage, where semi-organized interviews with industry specialists, powerhouses, and shoppers are led. These interviews are intended to dig into the individual encounters, discernments, and assessments in regards to social media's job in the fashion industry, offering relevant profundity to the mathematical information gathered (Poturak and Softic, 2019). Content examination of social media stages will likewise be led to inspect the idea of client created content, brand posts, and powerhouse promoting techniques. This successive mixed-methods configuration considers a thorough comprehension of the research issue, where quantitative discoveries illuminate the subjective examination, guaranteeing an all-encompassing perspective on social media's effect on the fashion industry's purchaser buying conduct.
[bookmark: _Toc158653523]3.5 Research strategy
[bookmark: _Toc158653524]3.5.1 Type of investigation
The examination type for this research is correlational and exploratory, expecting to discover the connection between social media use and purchaser buying choices in the fashion industry, while additionally investigating the fundamental variables and systems that impact this dynamic. It looks to recognize examples, patterns, and discernments that shape customer conduct.
[bookmark: _Toc158653525]3.5.2 Choices
The research utilizes a mixed-methods decision, consolidating quantitative studies and subjective interviews/content examination to locate information for an exhaustive comprehension of social media's effect on buyer buying choices in the fashion industry. This approach considers both measurable examination and inside and out investigation of purchaser and industry proficient viewpoints.
[bookmark: _Toc158653526]3.5.3 Time Horizon
The research embraces a cross-sectional time skyline, gathering information at a solitary moment from customers and industry experts inside the fashion industry. This preview approach is intended to evaluate the ongoing effect of social media on customer buying choices, offering opportune bits of knowledge into contemporary patterns and ways of behaving.
[bookmark: _Toc158653527]3.6 Sampling method
[bookmark: _Toc158653528]3.6.1 Sample type
The sample for this research will be purposive, focusing on customers who draw in with fashion brands on social media and experts inside the fashion industry, including advertisers and powerhouses. This determination guarantees the sample is illustrative of those generally impacted by and engaged with social media's effect on buying choices. 
[bookmark: _Toc158653529]3.6.2 Sample size
The research does not determine a precise sample size inside the provided data. In any case, given the mixed-methods approach, including a 48 number of participants for quantitative data and 5 participants taken into consideration, more engaged bunch for subjective interviews, adjusting expansiveness and profundity in information collection is possible.
[bookmark: _Toc158653530]3.6.3 Sampling method
The testing strategy for this review joins purposive examining for subjective parts, focusing on unambiguous people with important experience or bits of knowledge into social media's effect on fashion buying choices, and separated irregular inspecting for the quantitative study, guaranteeing a different portrayal of shoppers across various socioeconomics inside the fashion industry.
[bookmark: _Toc158653531]3.7 Data collection method
The data gathering strategy for this research consolidates both quantitative and subjective procedures, lining up with a mixed-methods approach. Quantitative information is gathered through organized studies conveyed to a delineated irregular sample of customers and fashion industry experts. These studies mean to measure the impact of social media on customer buying choices, catching information on commitment, inclinations, and ways of behaving connected with social media advertising in the fashion industry (Poturak and Softic, 2019). For the subjective part, semi-organized interviews are directed with a purposively chose gathering of members, including industry specialists, powerhouses, and shoppers who are effectively drawn in with fashion brands on social media. These interviews are intended to dig further into the encounters, discernments, and conclusions in regards to the essential utilization of social media in the fashion industry. Content examination will likewise be applied to social media posts and client produced content to figure out the story and effect of such satisfied on buyer conduct. This mixed-methods approach guarantees a complete comprehension of the complex job of social media in molding customer-buying choices in the fashion industry.
[bookmark: _Toc158653532]3.8 Data analysis plan
The research utilizes a mixed-technique way to deal with extensively explore the effect of social media on buyer buying conduct in the fashion industry. The quantitative angle includes study organization, consolidating organized questions lined up with key research catchphrases, for example, Social Media Showcasing, Shopper Buying Choices, and Powerhouse Effect Examination. SPSS will be used to dissect the overview information, utilizing measurable strategies, for example, clear insights, relationship examinations, and relapse models. These quantitative investigations expect to evaluate connections and examples inside the gathered study information, offering mathematical experiences into the distinguished factors from the applied system (Homaidan Noureddine and Bou Zeineddine, 2018).
Notwithstanding the study, subjective information is accumulated through top to bottom interviews to acquire further experiences into buyer discernments and the nuanced impact of social media in the fashion area. NVivo, a subjective information examination programming, will be used to break down the printed and topical data got from the inside and out interviews. This subjective investigation expects to distinguish repeating topics, designs, and developing bits of knowledge, improving the general comprehension of the research questions (Davidaviciene, Meidute-Kavaliauskiene and Paliulis, 2019). By joining quantitative discoveries from SPSS with the subjective bits of knowledge got through NVivo, the research guarantees a more comprehensive investigation of the perplexing exchange between social media and purchaser conduct in the fashion industry.
The reconciliation of SPSS and NVivo discoveries gives a strong investigation that joins measurable patterns with rich relevant bits of knowledge. The quantitative information from SPSS offers mathematical proof and relationships got from the review reactions, while the subjective information from NVivo adds profundity and setting to the investigation, catching the complexities of customer encounters and insights. This mixed-strategy approach improves the legitimacy and dependability of the research results by locating discoveries from various sources, eventually adding to a far reaching comprehension of the diverse connection between social media and purchaser buying conduct in the powerful scene of the fashion industry.
[bookmark: _Toc158653533]3. 9 Ethical considerations
Chasing leading research on the effect of social media on buyer buying conduct in the fashion industry, moral contemplations assume a urgent part. First and foremost, guaranteeing the protection and privacy of study members is vital. The gathered review information, especially delicate data connected with purchaser inclinations and ways of behaving, should be safely put away and anonymized during investigation (Cui et al., 2019). This protects the character of members and forestalls any incidental divulgence of individual subtleties. Also, educated assent methods will be completely stuck to, obviously illustrating the reason for the research, how the information will be utilized, and guaranteeing members of their entitlement to pull out from the concentrate anytime without repercussions.
In addition, moral contemplations reach out to the utilization of social media content in the research. While referring to or dissecting client produced content from stages like Instagram and YouTube, moral rules concerning copyright and protected innovation freedoms will be thoroughly followed. Recognizing and regarding the responsibility for shared by people on social media stages is vital to keeping up with moral principles (Homaidan Noureddine and Bou Zeineddine, 2018). Also, the research will be led with honesty and straightforwardness, guaranteeing that discoveries are accounted for precisely without control or distortion. This obligation to moral direct forms entrust with the two members and the more extensive scholastic local area.
At last, moral contemplations are essential in the plan and execution of top to bottom interviews. Members in subjective research, especially while talking about private discernments and encounters, should be treated with deference and nobility (Ansari et al., 2019). Informed assent will be acquired, and members will be guaranteed of the secrecy of their reactions. The screening will be directed in an open and non-coercive way, permitting members the opportunity to communicate their perspectives without feeling forced. By maintaining moral guidelines all through the research cycle, from information assortment to examination and detailing, the review guarantees the honesty of its discoveries while focusing on the prosperity and freedoms of the people in question.
[bookmark: _Toc158653534]3. 10 Research limitations and Accessibility issues
While directing research on the effect of social media on buyer buying conduct in the fashion industry, fundamental to recognize specific impediments might influence the extension and generalizability of the discoveries. One innate constraint is the potential for testing predisposition in the review part of the research. The review depends on willful interest, and people who draw in with the overview might have particular attributes contrasted with the individuals who decide not to partake (Shah, Zahoor and Qureshi, 2019). This predisposition could impact the representativeness of the sample and, subsequently, the more extensive materialness of the review's decisions. Furthermore, the overview's dependence on self-announced information presents the chance of social attractiveness inclination, wherein members might give reactions they see as socially adequate as opposed to mirroring their actual mentalities and ways of behaving (Alfeel and Ansari, 2019).
Availability issues may likewise influence the research cycle, especially worried inside and out interviews. Distinguishing and enrolling members for subjective interviews, particularly those with different points of view and encounters, could introduce difficulties. Restricted admittance to specific gatherings inside the fashion industry or potential interviewees might confine the extravagance and variety of the subjective information. Moreover, booking interviews with industry experts, powerhouses, or purchasers may be trying because of time requirements and accessibility (Shah, Zahoor and Qureshi, 2019). These entrance issues could influence the extensiveness of the subjective experiences assembled, possibly leaving specific perspectives underrepresented.
Another potential restriction includes the unique idea of social media stages. The quick advancement of these stages and their elements might prompt changes in client conduct and connections over the long run (Alfeel and Ansari, 2019). The research's attention on contemporary patterns and practices may not catch future changes in social media elements. In that capacity, the review's discoveries might be time-delicate, and continuous changes in the advanced scene might influence the drawn out significance of the research. Perceiving and straightforwardly addressing these restrictions adds to the academic thoroughness of the review while giving bits of knowledge into the relevant requirements that might affect the research results. 
[bookmark: _Toc158653535]3.11 Conclusion
This research contributes significant bits of knowledge into the transaction between social media and shopper buying choices inside the fashion industry. The mix of a mixed-methods approach lines up with the down to earth research philosophy, considering both quantitative and subjective investigation. Through SPSS, measurable examinations will evaluate the impact of social media, while NVivo will unwind the abstract encounters and view of purchasers and industry experts. Moral contemplations, research limits, and openness issues have been carefully addressed to maintain the respectability of the review. As the fashion industry keeps on developing, the discoveries of this research intend to illuminate vital methodologies for brands trying to improve their social media presence and connect with buyers actually. Largely, this study tries to contribute a far-reaching comprehension of the perplexing elements between social media and shopper conduct, overcoming any barrier between scholastic request and useful ramifications in the fashion area. 


[bookmark: _Toc158653536]Chapter-4: Data analysis and discussion
[bookmark: _Toc158653537]4.1 Introduction
The review centres around understanding the impact of social media on fashion patterns and customer conduct through a survey analysis including 48 members. It investigates how people utilize social media platforms to remain refreshed with fashion drifts, the effect of these platforms on their consciousness of new fashion items, and their affinity to buy things suggested by powerhouses. The information uncovers a critical dependence on social media for fashion data, with a larger part captivating everyday for refreshes, highlighting the combination of social media in the fashion revelation process. Besides, the analysis looks at buyer trust in user-generated content (UGC) versus customary publicizing, uncovering an inclination for the credibility and appeal of UGC (Shah, Zahoor and Qureshi, 2019). It features the shifted engagement designs with fashion brands on social media and distinguishes the highlights and content sorts that affect fashion-related choices. Statistical analyses, including ANOVA and straight relapse models, evaluate the connection between social media collaborations and buying conduct, underlining the essential significance of a social media presence for fashion brands.
[bookmark: _Toc158653538]4.2 Data analysis plan
The survey analysis gave offers a nuanced comprehension of the job social media plays in impacting fashion patterns and buyer conduct. With information gathered from 48 participants, the analysis digs into the recurrence of social media utilization for fashion refreshes, the effect of social media on consciousness of new fashion items, and the probability of buying fashion things suggested by powerhouses (Rejebet al., 2023). The experiences uncover a huge dependence on social media platforms for fashion data, with a greater part of respondents connecting day to day to remain refreshed on patterns (Shah, Zahoor and Qureshi, 2019). This proposes a profound joining of social media in the fashion disclosure process, featuring its significance as an essential hotspot for fashion patterns and item proposals. The definite breakdown of engagement designs and saw impact levels offers a reasonable image of social media's unavoidable job in forming shopper discernments and ways of behaving inside the fashion industry.
Besides, the analysis reaches out to the trust and impact of user-generated content (UGC) versus customary promoting, featuring a different range of shopper trust levels. A striking piece of the respondents displays an inclination for UGC, saw as more legitimate and interesting than traditional fashion promoting. This mirrors a more extensive shift towards esteeming peer feelings and encounters, which essentially influences buy choices and brand unwaveringness (Agustianet al., 2023). Also, the fluctuated recurrence of engagement with fashion brands on social media uncovers particular purchaser portions going from profoundly dynamic to totally aloof, showing different methodologies for brands to encourage engagement and impact fashion decisions. The analysis of elements and content sorts that most impact fashion-related choices highlights the developing elements of advanced impact, where stories, posts, and client audits assume crucial parts in molding shopper inclinations and activities (Usman and Navari, 2019).
The statistical analysis, including ANOVA and direct relapse models, further measures the connections between social media cooperations and shopper buying conduct. The critical discoveries from the ANOVA propose unmistakable perspectives towards powerhouse proposals, while the relapse analysis features a positive connection between's following fashion brands on social media and the probability of buying suggested items. This confirmations the effect of computerized engagement on buyer buying choices, stressing the essential significance of social media presence for fashion brands (Iveson et al., 2023). The investigation into challenges looked by organizations in using social media for buyer engagement, close by the impact of UGC and social media's job in shopper mindfulness and fashion patterns, gives far reaching experiences into the computerized scene's intricacy. This analysis highlights the basic requirement for fashion brands to explore the advanced biological system nicely, utilizing the nuanced understandings of purchaser conduct and inclinations to tailor their methodologies really in the steadily developing fashion industry.
[bookmark: _Toc158653539]4.3 Survey analysis
[image: ]
The provided information is from a survey focused on understanding the frequency of social media platform usage for staying updated on fashion trends. The survey collected responses from 48 participants, indicating that all participants provided valid responses with no missing data. This suggests a targeted inquiry into the role of social media in influencing or informing individuals about the latest fashion trends. The data points to a specific interest in measuring how integral social media platforms have become as sources of fashion-related information. Given the total number of responses, the survey appears to have been conducted on a relatively small scale, yet it precisely captures the participants' engagement with social media for fashion insights, reflecting on the platforms' potential impact on fashion awareness and choices among the surveyed group. 
[bookmark: _Toc158653540]4.3.1 Social media platforms and fashion trends
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The dataset provides insights into the frequency with which individuals use social media platforms to stay updated on fashion trends, based on responses from a survey. It reveals that a majority of the respondents, 56.3% (27 out of 48), engage with social media on a daily basis to follow fashion trends, indicating a significant reliance on these platforms for fashion information. This is followed by 20.8% (10 out of 48) who use social media weekly, suggesting a regular but less frequent engagement. A smaller segment, 6.3% (3 out of 48), updates themselves monthly, showing a more occasional use. Interestingly, only a minimal number of participants rarely or never use social media for fashion trends, with 2.1% (1 out of 48) and 4.2% (2 out of 48) respectively. The cumulative percentages indicate a progression in the total respondents' engagement levels, culminating at 100% with those who check weekly. This distribution highlights the predominant role of social media as a daily source of fashion trend updates for over half of the surveyed individuals, while also acknowledging varying degrees of reliance among the rest.
[bookmark: _Toc158653541]4.3.2 Awareness of new fashion product using social media
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The survey data explores the influence of social media on individuals' awareness of new fashion products, revealing diverse perspectives among respondents. Out of 48 participants, nearly half, 47.9% (23 respondents), feel that social media greatly influences their awareness of new fashion products, highlighting the significant impact these platforms have on introducing and popularizing fashion trends. A substantial portion, 31.3% (15 respondents), believes social media has a moderate influence, suggesting that while social media is a source of fashion information, other factors also play important roles in their awareness. A small fraction, 4.2% (2 respondents), report no influence from social media on their fashion awareness, indicating a complete independence of their fashion insights from social platforms. Additionally, 6.3% (3 respondents) feel only slightly influenced, pointing to a minimal but existing impact. The cumulative percentages show a progression in the perceived influence, culminating at 100% with those who report being slightly influenced. This data underscores the varied degrees of impact social media has on fashion awareness, from being a primary source for many to having little or no influence on others.
[bookmark: _Toc158653542]4.3.3 Anova analysis 
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The dataset provides a comprehensive analysis of consumers' likelihood to purchase fashion products recommended by social media influencers, using a survey format where responses are likely scaled from 1 (least likely) to 5 (most likely). The descriptive statistics section breaks down the responses into five groups, with a total of 43 respondents (N=43, as derived from the sum of individuals in each group). The mean scores range from 1.89 to 4.17, indicating a wide spectrum of consumer attitudes towards influencer recommendations. Group 1, consisting of 9 respondents, shows the least likelihood with a mean score of 1.89 and a standard deviation of 1.453, suggesting low receptivity to influencer endorsements. Group 2 has a somewhat higher receptivity with a mean of 2.25. Groups 3 and 4 show more straightforwardness, with mean scores of 3.38 and 3.67 exclusively, exhibiting a moderate to high likelihood of purchasing considering stalwart ideas. Group 5, the biggest with 12 respondents, enlists the most noteworthy mean score of 4.17, featuring a huge impact of virtual entertainment powerhouses on their buying choices. 
The ANOVA (Analysis of Variance) results further analyze these groups to determine if the differences in means are statistically significant. With a between-groups sum of squares at 35.155, a within-groups sum of squares at 63.264, and a total sum of squares at 98.419, the ANOVA test yields an F-value of 5.279 with a significance (Sig.) level of .002. This indicates that there are statistically significant differences in the likelihood of purchasing fashion products recommended by influencers among the different groups surveyed. The low p-value (.002) strongly suggests that not all group means are equal, pointing to the varied impact of social media influencers across different consumer segments.
This examination uncovers the nuanced job of web-based entertainment powerhouses in molding shopper conduct in the fashion industry. While certain shoppers are profoundly impacted by suggestions, others show hesitance or lack of concern, featuring the significance of understanding these elements for advertisers and powerhouses the same in focusing on and fitting their techniques really (Hussain et al., 2023). The huge difference in customer reactions highlights the requirement for a portioned approach while utilizing powerhouse promoting inside the fashion area.
[bookmark: _Toc158653543]4.3.4 Fashion-related decision using social media
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The data presents bits of knowledge into the most powerful highlights of virtual entertainment and sorts of content that influence fashion-related choices among clients. As far as web-based entertainment elements, stories or impermanent posts arise as the most powerful, with 35.4% (17 out of 48) of respondents recognizing them as greatestly affecting their fashion choices. This inclination for fleeting substance over additional extremely durable structures highlights the worth of promptness and selectiveness that accounts give (Wu et al., 2023). Ordinary posts follow intently, considered generally powerful by 31.3% (15 out of 48) of members, featuring the proceeded with significance of customary substance designs in affecting fashion decisions. Live streams and powerhouse joint efforts are viewed as persuasive by 12.5% (6 out of 48) and 10.4% (5 out of 48) of respondents, separately, proposing that these configurations, while effective, are less unequivocal in molding fashion choices for most of clients.
As to sort of satisfied that impacts fashion buying choices via virtual entertainment, client surveys hold the best position, with 35.4% (17 out of 48) of respondents showing that peer input fundamentally impacts their buying decisions. This highlights the trust set in client produced content and the apparent credibility of client encounters. Brand notices and companions' proposals are likewise compelling, refered to by 20.8% (10 out of 48) and 14.6% (7 out of 48) of members, separately, mirroring the force of direct showcasing and groups of friends in impacting fashion buys. Force to be reckoned with supports influence 12.5% (6 out of 48) of the study members, highlighting the job of powerhouse validity and appeal in influencing shopper conduct. In conclusion, a more modest fragment marked as 'Other' impacts 6.3% (3 out of 48), recommending there are extra, specialty factors at play in the perplexing scene of web-based entertainment's effect on fashion buying choices.
These discoveries feature the assorted and complex manners by which virtual entertainment impacts fashion-related choices, going from the configuration of the substance to the wellspring of the message. The inclination for stories or impermanent posts and the critical effect of client surveys outline the advancing elements of computerized impact, underlining the shift towards more real, captivating, and peer-driven content in molding shopper conduct inside the fashion industry.
[bookmark: _Toc158653544]4.3.5 User-generated content in fashion industry
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A significant portion of the participants, 41.7% (20 out of 48), remain neutral, indicating neither a clear preference for UGC nor traditional advertising. This suggests a considerable level of ambivalence or uncertainty about the credibility or influence of either content type on their fashion decisions (Chukwu, 2023). Those who agree that they trust UGC more than traditional advertising constitute 22.9% (11 out of 48), while a smaller yet notable fraction, 12.5% (6 out of 48), strongly agree, cumulatively indicating that a total of 35.4% view UGC as more trustworthy. On the other end of the spectrum, 8.3% (4 out of 48) disagree, and an additional 4.2% (2 out of 48) strongly disagree with the notion, reflecting skepticism towards UGC or a stronger trust in traditional advertising methods. These findings underscore a shift towards a more nuanced understanding of advertising effectiveness, with a notable proportion of consumers placing greater faith in the authenticity and relatability of content generated by their peers over conventional advertising formats.
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The survey data sheds light on the frequency of consumer engagement with fashion brands on social media, indicating a diverse range of interaction levels among respondents. A notable portion, 31.3% (15 out of 48), reports engaging with fashion brands occasionally, suggesting a selective but meaningful interaction when content resonates or piques their interest. Those who engage frequently make up 27.1% (13 out of 48) of the responses, highlighting a proactive segment of consumers who regularly like, comment, and share content from fashion brands, indicating a high level of interest and involvement in the fashion social media community. Conversely, a significant number, 22.9% (11 out of 48), rarely engage with fashion brands, which could reflect a passive consumption of content or limited interest in social media interactions. A smaller group, 8.3% (4 out of 48), never engages with fashion brands on social media, pointing to either a lack of interest in fashion content on these platforms or a preference for observing content without active participation. This distribution reveals the varied nature of consumer-brand interactions on social media within the fashion industry, from highly active to completely passive engagement.
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The image displays a set of histograms with fitted curves, juxtaposing the influence of social media promotions from fashion brands on brand loyalty against the likelihood of purchasing a fashion product recommended by social media. The histograms are divided into categories representing the extent of influence on brand loyalty: "Moderately", "Not at all", "Significantly", and "Slightly". Each category shows the frequency distribution of responses to how likely the participants are to purchase a recommended fashion product, with the horizontal axis possibly indicating a Likert scale from 0 to 6.
The "Moderately" influence category shows a normal distribution, suggesting a varied response with some central tendency around the mid-scale. The "Not at all" category has a skewed distribution with most responses towards the lower end of the scale, implying a general disinterest in purchasing based on social media influence. In contrast, the "Significantly" category has a positively skewed distribution, indicating a smaller group of respondents are highly likely to purchase based on recommendations (Kohli et al., 2020). The "Slightly" category also appears normally distributed but with a slight skewness towards the lower end.
The histograms on the right, detailing engagement with fashion brands on social media ("Frequently", "Never", "Occasionally", "Rarely"), are not clearly visible, but they suggest varied engagement levels, with a significant portion of respondents engaging "Occasionally". This data could indicate a correlation between social media promotions' impact on brand loyalty and consumer purchasing behavior.
[bookmark: _Toc158653546]4.3.7 Acceleration using the spread of fashion trends
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The survey data reflects on the perceived impact of social media on the proliferation of fashion trends among respondents. A significant portion, 35.4% (17 out of 48), agree that social media is a catalyst for the spread of fashion trends, suggesting they see these platforms as influential in shaping and disseminating the latest styles. Another equal portion, 35.4% (17 out of 48), goes even further too strongly agree with this sentiment, reinforcing the notion that social media is a powerful force in the rapid distribution and adoption of fashion trends (Appel et al., 2020). Together, these groups combine to form a substantial majority of 70.8% who acknowledge social media’s role in accelerating fashion trends. A smaller group, 14.6% (7 out of 48), remains neutral, neither denying nor affirming social media's influence, indicating ambivalence or a balanced view on the matter. On the other end of the spectrum, only a minimal 4.2% (2 out of 48) strongly disagree, suggesting a skepticism about the influence of social media or a belief in other more dominant factors. The cumulative percent reaching 100% after including those who strongly disagree illustrates that the survey captured a full range of opinions on the issue, with an overwhelming majority recognizing social media as a significant factor in the rapid spread of fashion trends.
[bookmark: _Toc158653547]4.3.8 Discover new fashion trend through social media
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The survey data reveals the frequency with which respondents discover new fashion trends through social media. A plurality, 39.6% (19 out of 48), indicates that they always find new trends on these platforms, underscoring social media's role as a constant source of the latest fashion information for a significant segment of users. Those who say they often discover trends through social media account for 16.7% (8 out of 48), adding to the notion that for many, social media is a regular resource for fashion updates. A quarter of the participants, 25% (12 out of 48), sometimes encounter new trends on social media, suggesting a more occasional interaction with fashion content (Rejebet al., 2023). Conversely, a small minority, 4.2% (2 out of 48) for both 'never' and 'rarely' categories, seem to engage with fashion trends outside of social media or do not follow trends at all. The cumulative percentage totals to 100%, demonstrating a complete range of responses from always to never. This data highlights the dominant role of social media as a discovery tool for fashion trends among the majority, while also acknowledging the varied levels of influence it has on different individuals' fashion exploration.
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The case-processing summary indicates that the analysis involved 48 total cases, with 5 cases excluded due to missing values in one or more variables, resulting in 43 cases being analyzed. No forecasted or newly created cases were added to the dataset. For the variable processing summary, the dependent variable is the likelihood of purchasing a fashion product recommended by a social media influencer, and the independent variable is the likelihood of following a fashion brand on social media (Hussain et al., 2023). Both variables show 43 positive values, with no zeros or negative values reported, and both have five system-missing values, likely corresponding to the excluded cases.
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The model summary provides the results of a linear regression analysis with the independent variable being the predictor of the dependent variable. The R Square value is .345, which suggests that approximately 34.5% of the variance in the likelihood of purchasing a recommended fashion product can be explained by how likely an individual is to follow a fashion brand on social media. The F statistic is 21.549 with a significant p-value (Sig.) of .000, indicating that the model is statistically significant. The parameter estimates show a constant (intercept) of 1.293 and a slope (b1) of .589. This means that there is a baseline likelihood of purchasing a fashion product recommended by an influencer, and for each unit increase in the likelihood of following a fashion brand, the likelihood of making a purchase increases by 0.589. The significance of the model implies a meaningful positive relationship between engaging with fashion brands on social media and the propensity to buy their recommended products.
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Figure 1: hierarchical chart for theme1.
Theme 1 of the challenges looked by organizations in using social media for shopper commitment rotates around the intricacy of keeping a steady and top notch web-based presence. Organizations battle with "Platform Overwhelm," where the need to be dynamic across various social media platforms can weaken endeavors and lead to a dispersed methodology. There is likewise the "Quality Focus" challenge, showing a need to create content that stands apart in the midst of the tremendous rivalry on social media. Furthermore, the "Partnership Challenge" focuses to troubles in laying out and supporting cooperative endeavors, which can be fundamental for enhancing reach and commitment. 
[bookmark: _Toc158653550]4.4.2 Theme 2 Impact of User-Generated Content (UGC) on Consumer Perceptions and Decisions
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Figure 2: Hierarchical chart for theme 2
Theme-2, zeroing in on the Impact of UGC on Purchaser Experiences and Decisions, includes a perplexing scope of effects. UGC can incite "Information Overload," where clients are attacked with an extravagant proportion of content, making it attempting to perceive what is critical, which coordinates with "Misleading Information," where mixed up or precarious content can deceive purchaser decisions. "Open Interpretation" suggests that UGC is every now and again unclear, leaving space for varied perceptions that can shape buyer points of view in more than one manner. "Trust Issues" emerge when the realness of content is tended to, affecting customer trust in both the content and the connected brands. Then again, "Informative Content" shows the way that UGC can be a rich wellspring of genuine information, coordinating clients with peer encounters (Wu et al., 2023). "Detailed Descriptions" in UGC can give clients through and through thing information, helping informed decisions. Finally, "Credibility Issues" twirl around the clear veracity of UGC, where content made by companions ought to be noticeable as more strong than standard publicizing, or the opposite way around, in this way seriously influencing customer choices (Pütter, 2017). These components all in all highlight the strong job UGC plays in molding purchaser conduct in the present advanced environment.
[bookmark: _Toc158653551]4.4.3 Theme 3 Social Media's Influence on Consumer Awareness and Fashion Trends
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Figure 3: Hierarchical chart for theme 3
Theme 3 digs into the nuanced job social media plays in shopper awareness and the forming of style. Social media platforms capability as a situation with two sides; they can prompt "Awareness Overload," where the steady convergence of recent fads can overwhelm buyers and weaken the effect of individual messages. However, they likewise encourage "Interactive Engagement," where purchasers effectively partake in trendsetting and exchange, prompting a more powerful and vote based design talk. This engagement is increased by "Content Richness," where the visual and story profundity of presents can welcome style on life, taking into consideration a more vivid encounter. "Celebrity Endorsement" stays a powerful power, with well-known individuals using huge impact over buyer decisions and starting precedents. In any case, "Celebrity Impact" goes past simple endorsement, as superstars presently frequently draw in with design such that obscures the lines among publicizing and individual articulation. On the other side, "Trend Saturation" represents a challenge, with famous styles rapidly becoming pervasive, which can prompt fast decreases in buyer premium as the market becomes overflowed (Kohli et al., 2020). The immediacy and visual-driven nature of social media empower trends to rise and fall at remarkable rates, fundamentally affecting the design business' mood (Poturak and Softic, 2019). These different components underline the significant impact social media has on buyer conduct, from the motivation and revelation of recent fads to their inevitable saturation and decline, showing how computerized platforms have become inseparable from the design general outlook.
[bookmark: _Toc158653552]4.5 Discussion
The approach of the computerized time has significantly changed purchaser conduct across different areas, with the fashion industry being one of the most affected. Social media stages, specifically, have arisen as key to this change, assuming an urgent part in forming patterns, drawing in crowds, and contriving creative promoting techniques (Oumayma, 2019). The significance of social media in the fashion area is highlighted by survey information, which offers a profound jump into its effect on fashion patterns, purchaser familiarity with new items, and the elements of buying things supported by powerhouses (Awaludin and Sukmono, 2020). The survey uncovers a critical dependence on social media for getting fashion-related data, with a greater part of respondents drawing in with these stages consistently to remain refreshed on the most recent patterns (Araigy, 2021). This example features social media's vital job in the fashion revelation process, laying out it as an essential hotspot for pattern spotting and item suggestions. The discoveries highlight a change in perspective in how customers find and draw in with fashion, creating some distance from conventional sources towards computerized stages that offer constant updates and a plenty of visuals to motivate their decisions (Oumayma, 2019).
Furthermore, the investigation dives into the overall impact of UGC and traditional publicizing on customer bits of knowledge and trust levels. UGC, which consolidates posts, studies, and recommendations from buddies or powerhouses, is seen as more obvious and engaging than customary ads. This tendency comes from the conviction that UGC, being created by individuals rather than brands, offers a more confirmed perspective on style things, making it a more reliable wellspring of information (Nash, 2019). In this manner, buyers are extra inclined to trust and follow design ideas from UGC, which they consider honest and canny of real experiences. This example towards UGC over regular advancing highlights a basic change in purchaser trust components, showing a creating interest for validity and allure in exhibiting correspondences. Rockin' rollers, who habitually go about as the pith of UGC, expect an essential part in this climate (Awaludin and Sukmono, 2020). Their capacity to resound with and impact their supporters' fashion decisions highlights the advancing idea of fashion promoting, where special interaction and dependability are critical to drawing in customers.
Moreover, social media's part in the fashion industry stretches out past simple pattern spread. It works with a two-way discussion among brands and purchasers, empowering moment criticism, client care communications, and local area building (Bharucha, 2018). This intelligent climate enhances the buyer experience as well as permits brands to acquire significant bits of knowledge into customer inclinations, accordingly refining their item contributions and advertising procedures (Montague, Gazal and Wiedenbeck, 2019). The computerized time, impelled by the ascent of social media, has upset the fashion industry, influencing all that from pattern setting to shopper engagement and buying conduct. The survey information features the basic job of social media in molding buyer inclinations and the rising dependence on UGC as a confided in wellspring of fashion data. This shift towards computerized stages and credible content reflects more extensive changes in shopper conduct, underlining the significance of flexibility and legitimacy in the serious fashion scene (Mazeed et al., 2019).
The investigation of purchaser engagement with fashion brands on social media divulges a range of ways of behaving, from profoundly dynamic users who habitually cooperate with brands, to totally uninvolved ones who rarely lock in (Davidaviciene, Meidute-Kavaliauskiene and Paliulis, 2019). This fluctuation highlights the basic for fashion brands to take on diverse systems custom fitted to interface with various purchaser portions really. The organization of assorted strategies is fundamental to enamor the interest of shifted crowds, from the people who energetically follow each post and update to the individuals who like to see from the sidelines (Mazeed et al., 2019). Digging further into the subtleties of customer conduct, factual examinations, for example, ANOVA and direct relapse models have been instrumental in evaluating the elements between social media connections and buying choices. These models uncover a huge positive connection: buyers who are more disposed to follow fashion brands on social media stages show a higher probability of buying items embraced by these brands. This connection not just approves the viability of social media as a strong promoting device yet additionally features the essential benefit of developing areas of strength for a media presence for fashion brands (Icoz, Kutuk and Icoz, 2018). The proof from these examinations proposes that a functioning and connecting with social media procedure can be a critical driver in impacting customer buying conduct. By empowering major areas of strength for a based presence, style brands can overhaul their detectable quality, attract with a greater group, and in the end drive bargains. This information into the association between virtual entertainment commitment and purchasing tendency underscores the prerequisite for brands to reliably improve and change their mechanized publicizing methods to remain relevant and intriguing to their objective client base. 
Investigating the social media scene for buyer commitment provides associations with a convoluted plan of troubles. The essential for a predictable and splendid internet based presence requests solid idea and assets; guaranteeing content is both interacting with and canny of the brand's character. Besides, "Stage Overwhelm" addresses an essential impediment, with the sheer number of virtual diversion stages requiring a crucial strategy for overseeing select the best channels for appearing at vested parties.  Social media's effect on shopper mindfulness and fashion patterns is significant, working with a dynamic and majority rule fashion talk through intuitive engagement and content lavishness (Davidaviciene, Meidute-Kavaliauskiene and Paliulis, 2019). The platforms have sped up the spread of fashion patterns, empowering patterns to increase and fall at phenomenal rates, fundamentally influencing the fashion industry's mood. This impact reaches out to the revelation of new fashion patterns through social media, with a critical piece of respondents consistently finding recent fads on these platforms, featuring social media's prevailing job as a disclosure instrument for fashion patterns. 
The nuanced job of social media in the fashion industry, from affecting fashion patterns and purchaser attention to influencing buying choices, highlights the requirement for fashion brands to mindfully explore the computerized biological system. Utilizing the bits of knowledge into purchaser conduct and inclinations, fashion brands should fit their procedures actually to outfit the capability of social media in the consistently developing fashion industry (Icoz, Kutuk and Icoz, 2018). The huge dependence on social media for fashion data, the essential significance of user-generated content, and the difficulties looked in connecting with purchasers feature the perplexing exchange between computerized platforms and the fashion area (G, 2018). This analysis not just adds to the scholarly talk on social media's effect on purchaser conduct yet in addition offers pragmatic experiences for fashion brands expecting to improve their social media methodologies in a profoundly serious market.
[bookmark: _Toc158653553]4.6 Summary
The survey analysis gives exhaustive experiences into the significant job of social media in forming fashion drifts and impacting purchaser conduct. It affirms a profound dependence on social media for fashion refreshes, with a greater part of members connecting day to day. The concentrate likewise dives into the trust and impact of UGC over conventional promoting, recommending a shift towards peer feelings and legitimate encounters in forming buy choices. Engagement designs with fashion brands uncover different customer portions, from profoundly dynamic to latent, showing changed techniques for brands to impact fashion decisions. Factual examinations uncover a positive connection between's following fashion brands on social media and the probability of buying suggested items, featuring the effect of computerized engagement on buyer buying choices. Moreover, challenges looked by organizations in using social media for purchaser engagement and the nuanced job of UGC and social media's impact on customer mindfulness and fashion patterns are investigated, offering basic bits of knowledge for fashion brands to successfully explore the computerized scene. This study highlights the requirement for key social media engagement to use purchaser conduct and inclinations in the unique fashion industry.

[bookmark: _Toc158653554]Chapter 5: Conclusions and recommendations
[bookmark: _Toc158653555]5.1 Introduction
This research dives into the perplexing connection between social media and shopper conduct inside the unique setting of the fashion industry. Using a thorough strategy that consolidates survey analysis with thematic investigation, the review plans to reveal insight into the crucial job of social media in forming purchaser inclinations and activities. Uncovering the scene where web-based entertainment transcends being just a reinforcing station, the examination focuses on its fundamental work in client exposure, highlighting its huge impact on care and collaboration. As the design business goes through phenomenal developments, understanding the nuanced components of online entertainment commitment becomes essential for style brands wanting to change and prosper in the old age.
[bookmark: _Toc158653556]5.2 Conclusion
The study dives significantly into the diverse association between web-based entertainment and client lead, unequivocally inside the strong area of the style business. By using an exhaustive fundamental strategy, merging overview examination with topical examination, the survey uncovers understanding into the basic work virtual entertainment plays in embellishment buyer tendencies and exercises. It uncovers a scene where virtual entertainment is not just a useful station anyway a fundamental focal point for revealing the most famous pattern examples and thing proposition, featuring what is going on in the customer exposure adventure. An indispensable comprehension from the examination is the critical effect virtual entertainment utilizes on client cognizance of new design things. It fills in as areas of strength for a through which design brands and forces to be reckoned with can clearly connect with and influence their vested party, developing a modernized environment where commitment and coordinated effort flourish. The review calls attention to that most of shoppers don't inactively consume content; all things being equal, they effectively communicate with fashion brands and powerhouses on these stages. This cooperation is fundamentally improved by user-generated content (UGC), which is liked for its credibility and appeal contrasted with conventional promoting models. Such an inclination highlights a more extensive social shift towards esteeming the individual and veritable parts of content, which can prompt more grounded customer trust in the brands and powerhouses they decide to follow.
The ramifications of these discoveries are significant for the fashion industry, proposing that social media procedures ought to focus on engagement and the development of true associations with shoppers. By utilizing the force of UGC and powerhouse organizations, fashion brands can take advantage of the developing shopper mind, which prizes genuineness, appeal, and direct engagement. This shift difficulties conventional publicizing ideal models as well as requests a reexamination of how fashion brands approach their showcasing systems, with an emphasis on building a certified presence on social media stages to spellbind and hold shopper interest. Moreover, the research digs into the essential ramifications of social media for fashion brands, underscoring the need of a nuanced, complex way to deal with computerized promoting to enrapture different shopper sections really. Factual examinations, including ANOVA and straight relapse models, uncover a positive relationship between social media engagement and buying conduct, highlighting the significance of a powerful internet based presence for driving deals and improving brand deceivability. These bits of knowledge are basic for fashion brands expecting to improve their social media procedures in a cutthroat market, proposing that flexibility, validness, and vital engagement are critical to utilizing the capability of computerized stages.
The review investigates the diverse difficulties organizations experience in using social media to draw in customers, especially inside the fashion area's serious advanced promoting scene. It reveals a few critical hindrances, including the staggering presence of various stages, raising worries over keeping up with excellent content, and the intricacies related with overseeing UGC. These obstacles feature the basic requirement for organizations to embrace vital preparation and innovativeness, combined with a significant comprehension of buyer conduct, to use the computerized biological system successfully. Besides, the research focuses to the double usefulness of social media, taking note of its ability to facilitate the dispersal of fashion patterns as well as to encourage a more comprehensive and majority rule fashion talk. This double job highlights social media's groundbreaking impact on the fashion industry, introducing the two amazing open doors and difficulties. It proposes that for organizations to flourish, they should explore these computerized waters with a sharp feeling of development and a versatile way to deal with customer engagement, perceiving the state’s ability to shape and rethink industry standards and shopper assumptions.
The review presents a complete analysis of social media's significant effect on customer conduct inside the fashion industry, filling in as a critical asset for both insightful request and pragmatic technique improvement. It shows how social media stages are instrumental in embellishment shopper discernments, cultivating engagement, and influencing buying decisions. This impact is critical, offering fashion marks an exceptional chance to associate with their crowd continuously, yet it exposes the unpredictable difficulties and vital necessities that brands should explore. Key to this talk is the affirmation of the advancing computerized climate, wherein the review accentuates the need for brands to stay versatile, true, and decisively captivating. As social media keeps on rethinking the limits of buyer engagement, fashion brands are urged to use these experiences to construct more grounded, more significant associations with their crowd. The research shows that outcome in this computerized age depends on a brand's capacity to comprehend and carry out systems that resound with purchaser values and inclinations, featuring the crucial job of social media in forming the fate of fashion showcasing and customer relations.
[bookmark: _Toc158653557]5.3 Recommendations
The research highlights the urgent job of social media in forming shopper conduct inside the unique domain of the fashion industry. With social media acting as a strengthening channel as well as an essential hotspot for uncovering fashion patterns and item suggestions, fashion brands are encouraged to focus on engagement and develop real associations with customers. Utilizing the force of user-generated content (UGC) and powerhouse associations becomes fundamental for tap into the advancing customer mind, which values legitimacy, appeal, and direct engagement (Cui et al., 2019). This requires a change in customary publicizing ideal models, requesting a reexamination of promoting systems to fabricate a certified presence on social media stages. The review uncovers that purchasers effectively collaborate with fashion brands and powerhouses on these stages, and an inclination for UGC underlines a more extensive social shift towards esteeming the individual and veritable parts of content (Artanti, Hari Prasetyo and Sulistyowati, 2019). For fashion marks, this shift difficulties laid out standards and calls for flexibility, validness, and key engagement to enamor and hold purchaser interest.
The essential ramifications of social media for fashion brands are uncovered through factual investigations, showing a positive connection between's social media engagement and buying conduct. This connection underscores the basic significance of a hearty web-based presence for driving deals and improving brand perceivability. In a serious market, fashion brands are urged to streamline their social media methodologies, perceiving the capability of computerized stages (G, 2018). The review recommends that organizations should explore difficulties, for example, the staggering presence of various stages, worries over keeping up with excellent content, and overseeing UGC intricacies. This calls for key preparation, innovativeness, and a significant comprehension of purchaser conduct to use the computerized biological system successfully (Artanti, Hari Prasetyo and Sulistyowati, 2019). The diverse difficulties feature the groundbreaking impact of social media on the fashion industry, introducing the two amazing open doors and obstructions. To flourish in this computerized age, fashion brands are asked to explore these difficulties with development and a versatile way to deal with purchaser engagement.
The far-reaching analysis of social media's effect on buyer conduct inside the fashion industry fills in as a pivotal asset for academic request and commonsense technique improvement. It underscores the requirement for brands to stay versatile, legitimate, and decisively captivating in the developing computerized climate (Davidaviciene, Meidute-Kavaliauskiene and Paliulis, 2019). Outcome in this computerized age is dependent upon a brand's capacity to comprehend and execute procedures reverberating with buyer values and inclinations, highlighting the irreplaceable job of social media in forming the fate of fashion showcasing and customer relations.
[bookmark: _Toc158653558]5.4 Research Limitations
While the research on the connection between social media and buyer conduct inside the fashion industry offers significant experiences, fundamental to recognize specific limits might affect the generalizability and pertinence of the discoveries. One eminent restriction lies in the review's dependence on survey analysis and thematic investigation as the essential research techniques. Surveys, while productive in social occasion huge scope information, might be dependent upon reaction predisposition and miss the mark on profundity that top to bottom meetings or center gatherings could give (Al-Enezi et al., 2019). In addition, thematic investigation, while helpful in revealing examples, may not catch the full range of individual encounters and subtleties in buyer conduct, possibly ignoring explicit settings or social varieties that could affect the elements between social media and fashion inclinations.
Another impediment emerges from the powerful idea of social media stages and shopper ways of behaving. The fast development of these stages and changing customer patterns might bring about discoveries that become obsolete somewhat rapidly. The review's depiction approach could not completely catch the continuous changes in social media use designs or arising purchaser ways of behaving inside the fashion scene (Araigy, 2021). In addition, the research centers around the positive parts of social media effect on buyer conduct, possibly ignoring adverse consequences or potentially negative results. A more adjusted assessment of the disadvantages and possible drawbacks of social media engagement in the fashion industry could give a more comprehensive comprehension of its impacts on shoppers. These limits feature the requirement for alert in summing up the discoveries and highlight the powerful idea of the social media and fashion scene, recommending roads for future research to extensively investigate these intricacies more.
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	Statistics

	How often do you use social media platforms to stay updated on fashion trends?

	N
	Valid
	48

	
	Missing
	0



	How often do you use social media platforms to stay updated on fashion trends?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Daily
	27
	56.3
	56.3
	66.7

	Monthly
	3
	6.3
	6.3
	72.9

	Never
	2
	4.2
	4.2
	77.1

	Rarely
	1
	2.1
	2.1
	79.2

	Weekly
	10
	20.8
	20.8
	100.0
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	To what extent do you believe social media influences your awareness of new fashion products?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Greatly
	23
	47.9
	47.9
	58.3

	Moderately
	15
	31.3
	31.3
	89.6

	Not at all
	2
	4.2
	4.2
	93.8

	Slightly
	3
	6.3
	6.3
	100.0
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	Descriptives

	How likely are you to purchase a fashion product recommended by a social media influencer?

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	1
	9
	1.89
	1.453
	.484
	.77
	3.01
	1
	5

	2
	8
	2.25
	1.165
	.412
	1.28
	3.22
	1
	4

	3
	8
	3.38
	.744
	.263
	2.75
	4.00
	3
	5

	4
	6
	3.67
	1.506
	.615
	2.09
	5.25
	1
	5

	5
	12
	4.17
	1.403
	.405
	3.27
	5.06
	1
	5




	ANOVA

	How likely are you to purchase a fashion product recommended by a social media influencer?

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	35.155
	4
	8.789
	5.279
	.002

	Within Groups
	63.264
	38
	1.665
	
	

	Total
	98.419
	42
	
	
	





Means Plots
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	Which feature of social media do you find most influential for fashion-related decisions?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Influencer collaborations
	5
	10.4
	10.4
	20.8

	Live streams
	6
	12.5
	12.5
	33.3

	Regular posts
	15
	31.3
	31.3
	64.6

	Stories or temporary posts
	17
	35.4
	35.4
	100.0



	What type of content most influences your fashion purchasing decisions on social media?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Brand advertisements
	10
	20.8
	20.8
	31.3

	Customer reviews
	17
	35.4
	35.4
	66.7

	Friends’ recommendations
	7
	14.6
	14.6
	81.3

	Influencer endorsements
	6
	12.5
	12.5
	93.8

	Other
	3
	6.3
	6.3
	100.0
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	Do you trust user-generated content more than traditional fashion advertising?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Agree
	11
	22.9
	22.9
	33.3

	Disagree
	4
	8.3
	8.3
	41.7

	Neutral
	20
	41.7
	41.7
	83.3

	Strongly agree
	6
	12.5
	12.5
	95.8

	Strongly disagree
	2
	4.2
	4.2
	100.0
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	How often do you engage (like, comment, share) with fashion brands on social media?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Frequently
	13
	27.1
	27.1
	37.5

	Never
	4
	8.3
	8.3
	45.8

	Occasionally
	15
	31.3
	31.3
	77.1

	Rarely
	11
	22.9
	22.9
	100.0
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	Do you feel that social media accelerates the spread of fashion trends?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Agree
	17
	35.4
	35.4
	45.8

	Neutral
	7
	14.6
	14.6
	60.4

	Strongly agree
	17
	35.4
	35.4
	95.8

	Strongly disagree
	2
	4.2
	4.2
	100.0
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	How often do you discover new fashion trends through social media?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Always
	19
	39.6
	39.6
	50.0

	Never
	2
	4.2
	4.2
	54.2

	Often
	8
	16.7
	16.7
	70.8

	Rarely
	2
	4.2
	4.2
	75.0

	Sometimes
	12
	25.0
	25.0
	100.0
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	Model Description

	Model Name
	MOD_1

	Dependent Variable
	1
	How likely are you to purchase a fashion product recommended by a social media influencer?

	Equation
	1
	Linear

	Independent Variable
	How likely are you to follow a fashion brand on social media?

	Constant
	Included

	Variable Whose Values Label Observations in Plots
	Which feature of social media do you find most influential for fashion-related decisions?




	Case Processing Summary

	
	N

	Total Cases
	48

	Excluded Casesa
	5

	Forecasted Cases
	0

	Newly Created Cases
	0

	a. Cases with a missing value in any variable are excluded from the analysis.



	Variable Processing Summary

	
	Variables

	
	Dependent
	Independent

	
	How likely are you to purchase a fashion product recommended by a social media influencer?
	How likely are you to follow a fashion brand on social media?

	Number of Positive Values
	43
	43

	Number of Zeros
	0
	0

	Number of Negative Values
	0
	0

	Number of Missing Values
	User-Missing
	0
	0

	
	System-Missing
	5
	5




	Model Summary and Parameter Estimates

	Dependent Variable:   How likely are you to purchase a fashion product recommended by a social media influencer?

	Equation
	Model Summary
	Parameter Estimates

	
	R Square
	F
	df1
	df2
	Sig.
	Constant
	b1

	Linear
	.345
	21.549
	1
	41
	.000
	1.293
	.589

	The independent variable is How likely are you to follow a fashion brand on social media?
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Theme 1 Challenges Faced by Businesses in Utilizing Social Media for Consumer Engagement
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Figure 1: hierarchical chart for theme1.
Theme 2 Impact of User-Generated Content (UGC) on Consumer Perceptions and Decisions
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Figure 2: Figure 1: hierarchical chart for theme 2
Theme 3 Social Media's Influence on Consumer Awareness and Fashion Trends
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QUESTION:-1.How often do you use social media platforms to stay updated on fashion trends?
*
Daily
Weekly
Monthly
Rarely
Never

QUESTION:-2.To what extent do you believe social media influences your awareness of new fashion products?
*
Greatly
Moderately
Slightly
Not at all

QUESTION:-3.How likely are you to purchase a fashion product recommended by a social media influencer?
*
1
2
3
4
5

QUESTION:-4.Do you trust user-generated content more than traditional fashion advertising?
*
Strongly agree
Agree
Neutral
Disagree
Strongly disagree

QUESTION:-5.How often do you engage (like, comment, share) with fashion brands on social media?
*
Frequently
Occasionally
Rarely
Never

QUESTION:-6.Have you ever purchased a fashion item solely based on its promotion on social media?
*
Yes
No

QUESTION:-7.What type of content most influences your fashion purchasing decisions on social media? (Choose one)
*
Influencer endorsements
Customer reviews
Brand advertisements
Friends’ recommendations
Other

QUESTION:-8.How often do you discover new fashion trends through social media?
*
Always
Often
Sometimes
Rarely
Never

QUESTION:-9.Do you feel that social media accelerates the spread of fashion trends?
*
Strongly agree
Agree
Neutral
Disagree
Strongly disagree

QUESTION:-10.Do social media promotions from fashion brands influence your brand loyalty?
*
Significantly
Moderately
Slightly
Not at all

QUESTION:-11.How likely are you to follow a fashion brand on social media?
*
1
2
3
4
5

QUESTION:-12.How much do you trust fashion advice from influencers compared to traditional fashion experts (e.g., designers, stylists)?
*
Much more
Somewhat more
About the same
Somewhat less
Much less

QUESTION:-13.Which feature of social media do you find most influential for fashion-related decisions? (Choose one)
*
Regular posts
Stories or temporary posts
Live streams
Influencer collaborations

->Challenges in Social Media Utilization

QUESTION:-14.What are the main challenges you face when using social media to make informed decisions about fashion purchases?
*

QUESTION:-15.What strategies do you think fashion brands could use to improve their engagement with consumers like yourself on social media?
*
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How often do you use social media platforms to stay
updated on fashion trends?

Cumulative
Frequency Percent Valid Percent Percent
Daily 27 56.3 56.3 66.7
Monthly 3 6.3 6.3 729
Never 2 42 42 771
Rarelv 1 21 21 792

Weekly 10 208 208 100.0
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To what extent do you believe social media influences
your awareness of new fashion products?

Cumulative
Frequency Percent Valid Percent Percent
Greatly 23 479 479 58.3
Moderately 15 313 313 89.6
Not at all 2 42 42 938

Slightly 3 6.3 6.3 100.0
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Descriptives
How likely are you to purchase a fashion product recommended by a social media influencer?
95% Confidence Interval for Mean

N Mean Std. Deviation Std. Error Lower Bound Upper Bound Minimum Maximum
1 9 1.89 1.453 484 7 3.01 1 5
2 8 225 1.165 412 128 322 1 4
3 8 338 744 263 275 4.00 3 5
4 6 367 1.506 615 2.09 525 1 5
5 12 417 1.403 405 327 5.06 1 5
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How likely are you to purchase a fashion product recommended by a social media influencer?

Sum of Squares df. Mean Square F Sig.
Between Groups 35.155 4 8.789 5279 002
Within Groups 63.264 38 1.665

Total 98.419 42
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Which feature of social media do you find most influential for fashion-
related decisions?

Cumulative
Frequency Percent Valid Percent Percent
Influencer collaborations 5 10.4 104 208
Live streams 6 125 125 333
Regular posts 15 313 313 646

Stories or temporary posts 17 354 354 100.0
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What type of content most influences your fashion purchasing
decisions on social media?

Cumulative
Frequency Percent Valid Percent Percent
Brand advertisements 10 208 208 313
Customer reviews 17 354 354 66.7
Friends’ recommendations 7 146 146 813
Influencer endorsements 6 125 125 938

Other 3 63 63 100.0





image19.png
Count

Clustered Bar Count of Which feature of social media do you find most influential for fashion-related
decisions? by What type of content most influences your fashion purchasing decisions on social media?c

Y

What type of content
most influences your
fashion purchasing
decisions on social
media?

M Brand advertisements

Influencer Live streams ~ Regular posts Stories or
collaborations temporary posts

Which feature of social media do you find most influential for fashion-
related decisions?




image20.png
Do you trust user-generated content more than traditional

fashion advertising?

Cumulative
Frequency Percent Valid Percent Percent
Aaree " 229 229 333
Disagree 4 83 83 417
Neutral 20 417 417 833
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How often do you engage (like, comment, share) with
fashion brands on social media?

Cumulative
Frequency Percent Valid Percent Percent
Freauently 13 271 271 375
Never 4 83 83 458
Occasionally 15 313 313 771

Rarely 1 229 229 100.0
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Do you feel that social media accelerates the spread of fashion

trends?
Cumulative
Frequency  Percent  Valid Percent Percent
Aaree 17 354 354 458
Neutral 7 146 146 60.4
Strongly agree 17 354 354 95.8

Strongly disagree 2 42 42 100.0
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Do you feel that social media accelerates the spread of fashion trends?
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How often do you discover new fashion trends through

social media?

Cumulative
Frequency Percent Valid Percent Percent
Alwavs 19 39.6 396 50.0
Never 2 42 42 542
Often 8 16.7 16.7 708
Rarely 2 42 42 75.0
Sometimes 12 250 250 100.0
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How often do you discover new fashion trends through social media?
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variable are excluded from the analysis.
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Variable Processing Summary
Variables
Dependent Independent
How likely are you
to purchase a
fashion product  How likely are you
recommended by  to follow a fashion

a social media brand on social
influencer? media?
Number of Positive Values 43 43
Number of Zeros 0 0
Number of Negative Values 0 0
Number of Missing Values User-Missing 0 0
System-Missing 5 5
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Model Summary and Parameter Estimates

Dependent Variable: How likely are you to purchase a fashion product recommended by a social media

influencer?
Model Summary Parameter Estimates
Equation R Square F df1 df2 Sig. Constant b1
Linear 345 21.549 1 4 .000 1.293 .589

The independent variable is How likely are you to follow a fashion brand on social media?
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