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Abstract 

The more critical area of study is the impact of social media marketing on customer behavior in an environment such as the 

Fashion Retail Industry, which specifically demands fast and competitive living. These find very profound purposes for the 

fashion industry in the digital age when increasing proportions of customer involvement have been taking place online. This 

research presents the effective ways of enticing consumers' engagement and attention so that fashion companies may shape 

the content of their marketing to connect with their influence much against their different target audiences. It highlights how 

consumer decision-making is interrelated with involvement on social media platforms, advertising, and the influence of the 

celebrities. In the case studies of Fashion Vibe, Trend Style, Style Sense, and Glamour Look, it showed the importance of 

authenticity, platform-specific strategies, influencer collaborations, and personalized storytelling. 
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Introduction 

Significantly new tools of modern marketing and communication, social media are now changing the dimensions through 

which consumers engage with brands (Hudson et al., 2015). Retail-fashion has proven a natural progression for such 

innovations, the industry being an almost perfect fit for the promises of this relatively new ground given that it has been 

already historically so greatly grounded in visually experiential marketing techniques (Urdea & Constantin, 2021). Currently, 

it is becoming crucial to understand the impacts of social media advertising on consumer behavior, both in theoretical and 

applied purposes. If one measured social media sites according to how democratized they had made access to fashion trends, 

styles, and labels, most probably the first two cut will be Instagram and TikTok; window shopping never gets boring or 

tedious for consumers anymore (Hund, 2023).  

This kind of democratization has created more relaxed and friendly atmospheres in the clothing shops. There has been social 

media such as Instagram, Facebook, and TikTok which really democratized "the fashion industry," giving state-of-the-art 

tools for fashion brands in marketing their products and telling their stories, and empowering consumers to have input in the 

development of both content (Kozinets et al., 2023). As a result, marketers and consumers now share a more fluid relationship, 

and the relationship between consumer behavior and social media advertising is becoming more interactive and immersive. 

It was a very complex area called digital marketing and now addition of User generated content and influencer marketing has 

just added further complexity to it. Influencers have assumed quite a significant role in the marketing world because of the 

finely cultivated personalities and devoted following communities they build (Bowman, 2021). Their powers are much 

beyond selling, because they govern changes in style and consumer perception of brands. Likewise, consumers have changed 

their perception and started trusting more user-generated information such as reviews and fashion pictures since they consider 

them more authentic and reliable than the traditional methods of advertisement. 

The study proposed seeks to see the effect of social media ads on clothes on the final purchase decisions of consumers. It 

based itself on theories of digital marketing and consumer behavior, and this research possibly sheds light on how different 

social media marketing strategies affect customers' attitudes, choices, and, eventually, spending behavior. It speaks thus to 

https://www.scirp.org/journal/articles?searchcode=Social+Media+Marketing&searchfield=keyword&page=1
https://www.scirp.org/journal/articles?searchcode=+Consumer+Behavior&searchfield=keyword&page=1
https://www.scirp.org/journal/articles?searchcode=+Fashion+Retail&searchfield=keyword&page=1
https://www.scirp.org/journal/articles?searchcode=+Engagement&searchfield=keyword&page=1
https://www.scirp.org/journal/articles?searchcode=+Digital+Era&searchfield=keyword&page=1
https://www.scirp.org/journal/articles?searchcode=+Case+Study&searchfield=keyword&page=1
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theoretical discussions and offers recommendations for practice. This research brings into the sphere of theoretical discourse 

and offers pragmatic ways for practicing in the fashion industry to deal with the proliferating e-commerce market. 

Research Questions 

1) How does social media marketing influence consumer behavior in the fashion retail industry? 

2) What are the main drivers for consumer engagement with fashion brands' content over social media? 

3) How does social media marketing affect consumer decisions in the fashion retail sector? 

Objectives 

The main objectives of this study are to examine the influence of social media marketing on consumer behavior in the fashion 

retail industries, to recognize the key factors that prompt consumers' interaction with fashion brands online, and to critically 

assess the influence of social media marketing on consumers' purchasing decisions within the fashion retail industry. Other 

objectives would include understanding how consumers' perception towards fashion retail brands is modified upon exposure 

to their social media profiles and provide recommendations for brands to improve their social media strategies towards better 

customer engagement, loyalty, and bottom-line results. 

Literature Review 

Over the last decade, there has been a touch of preliminary study on the nature and role that social media platforms play in 

influencing consumers. In formulating an understanding of social media, Kaplan and Haennlein expand on the 

conceptualization of social media with regard to an ecological system of web-based applications that collaborates through a 

conceived utility with the technological principle of Web 2.0. Further investigations have suggested that social media are the 

key to successfully attracting consumers to the apparel retail sector. (Scuotto et al., 2017) . 

The impact of social media on the fashion circle is a subject of great discussions and writing. Advertisement and connecting 

to consumers have hitherto carried out through traditional channels. While the rise of social media has added more dynamisms 

and made some exchanges real time, the increase in new digital channels of marketing has also introduced new marketing 

tricks such as user-generated content and influencer marketing. (Youn & Cho, 2022) . 

The other aspect that should be further studied is the increasing prevalence of influencer marketing in the promotion of 

consumer preferences and behavior. Influential factors depend on how little it is indicated, such as a variate capacity 

interfering consumers in given perspectives of brands, regarding their influence on the dishes (Abraham et al., 2022). Faith 

in and respect for a brand are, in turn, influenced by the worth attached-the meaning and credence provided by influencers. 

When these studies show the leading power of influencers for the retail business niche in modifying consumers' standing and 

choices, not only in the fashion industry, these authors address this topic (Alotaibi et al., 2019). 

UGC, or user-generated content, has, together with social media, reshaped the manner customers discover and evaluate 

products, being another form of synergy that signifies a cornerstone of the marketing. Examples of UGC include reviews and 

engagements. Other forms include writing blog posts, creating videos and images, or leaving a comment online. Consumers 

are very likely to be affected by social proof, or other customers' endorsements, as to how they perceive or evaluate a brand 

(Hanks et al., 2022). 

However, social media marketing and consumer behavior are by no means a static affair. In the fashion industry, social media 

practices are always adapting to changing consumer technology and tastes. There is a constant demand to assess the impacts 

of new platforms and changing trends on consumer behavior. Although there is growing research on these topics, the 

discussion remains unsettled and there are areas for future research in how new developments like shoppable posts, VR/AR 

experiences, and ephemeral content are influencing consumers' decision-making processes (Xue et al., 2023). 

https://www.scirp.org/journal/paperinformation?paperid=133258#ref58
https://www.scirp.org/journal/paperinformation?paperid=133258#ref71
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Though the research on the effect of social media advertising on consumer decisions in the clothing and accessories sector is 

broad-based, the area remains dynamic and changing. This is an important area requiring ongoing investigations due to the 

fast changes affecting the digital ecosystem and their influence on consumer behavior. 

Research Methodology 

The research methodology is extremely important, and according to its kind, it would affect the credibility and reliability of 

the results collected during the investigation. This study takes a mixed-method approach to assess the impact of social media 

marketing on consumer behavior in the fashion retail industry (Quach et al., 2016; Tran et al., 2022). Our objective is to 

have a comprehensive understanding of this relationship. Using this methodology allows blending qualitative and quantitative 

data that ultimately results in better knowledge of the situation that is being considered. 

Research Design 

The research study employed three distinct research approaches: exploratory, case study, and survey study, to investigate 

comprehensively the interaction of social media marketing strategies with consumer behavior in the fashion retail room 

(Valente & Nogueira, 2023). 

This evaluation began with a literature analysis to know what theoretical frameworks and empirical studies currently exist 

on social media marketing impacting consumer behavior in fashion retail business (Matarazzo et al., 2021). This phase 

determines whether there is a relationship between the two. Research hypotheses and conceptual frameworks were to be 

constructed based on what this review on literature provides. 

Literature Search: By various online sources, such as Google Scholar, JSTOR, PubMed, Science Direct, and others, we 

searched for research articles, case studies, and theoretical papers focusing on social media marketing and consumer behavior 

in the fashion retail industry. 

Selection Criteria: Articles in English that were published within the last ten years, having social media marketing's impact 

on consumers shopping in the fashion retail sector as its major theme. Papers with issues such as not being in English or lack 

of relevant data do not fulfill the criteria. 

Data Extraction: Data is gathered from selected papers and recorded on an Excel sheet. Information such as publication-

year, authors, theoretical frameworks, methodology, sample-size, findings, and limitations are extracted. 

Literature Review: We examined the research methods used in the investigations, tests of validity for the findings involved, 

and general conclusions made by authors. Examine the research for any significant themes and patterns and note existing 

gaps in order to gain an overview of the prevailing knowledge state. 

Evolving Synthesis: Let us integrate our assessments of various studies that discuss the impact of social media marketing 

on customer behavior within the fashion retail sector in order to provide a complete overview of the current state of affairs. 

It would have required a critical approach to thinking and evaluation of the conclusions. 

Writing the Review: We summarized the research on what is known, where there are gaps, and where more study is needed. 

This is a very clear and concise discussion of all the literature relevant.  

Survey Phase 

Data collection was mainly conducted through a comprehensive online survey directed to social media users engaged with 

fashion businesses. The survey asked participants about their handling of social media use, their knowledge of various types 

of social media marketing techniques, their perception of different fashion brands, and their buying behavior. Without a doubt, 

this was to switch the population for the survey and achieve a very big sample in many places worldwide which would make 

it very representative about an interest in fashion. 
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Survey Design: The survey was carried out with a variety of question types geared towards reaching the demographic, open-

ended, and Likert scale. There ought to have been sections like - social media use, exposure to various social media marketing 

strategies, views toward fashion brands, and purchasing behavior. 

Sampling: This enabled one to specify the audience that should be targeted in the survey. This includes social media users 

who follow any fashion brand or do work with them. One of these is some method of random allocation such as sampling, to 

make sure the representation was good enough. 

Survey Distribution: Each respondent received a copy of the survey in soft copy through the use of internet platforms such 

as Google Forms. Email and other social media sites, as well as participations in relevant forums, are promoted for surveys.  

Data Collection: Responses were collected over a period of time determined in advance. Set the minimum number of 

responses necessary for a sample to be viewed as representative. 

Data Analysis: The data were analyzed using some statistical software such as SPSS. This could be descriptive statistics, 

correlation, regression, or whatever other statistical methods apply. 

Interpretation: The results were reviewed, conclusions drawn, and answers to our research questions were developed. 

Likert scale questionnaire 

a) I often use social media. I) Strongly disagree, ii) Disagree, iii) Neutral, iv) Agree, v) Strongly Agree. 

b) I often see ads for fashion brands on social media. I) Strongly disagree, ii) Disagree, iii) Neutral, iv) Agree, v) Strongly 

Agree. 

c) The ads for fashion brands on social media influence my purchase decisions. i) Strongly disagree, ii) Disagree, iii) Neutral, 

iv) Agree, v) Strongly Agree. 

d) I follow influencers who promote fashion brands. I) Strongly disagree, ii) Disagree, iii) Neutral, iv) Agree, v) Strongly 

Agree. 

e) The recommendations of influencers impact my choice of fashion brands. I) Strongly disagree, ii) Disagree, iii) Neutral, 

iv) Agree, v) Strongly Agree. 

Sampling 

The survey employed the technique of stratified random sampling, supplying a sample of social media users engaged in 

fomenting engagement with fashion businesses with a paralleled representation of the population. For varied responses, this 

target population was segmented into subgroups according to demographic variables like age, gender, etc. 

By taking into consideration influential fashion retail firms that are associated with original and successful social media 

marketing methodologies, we endeavored to select our case study portion. These represented a wide variety of sectors and 

geographical regions, providing us a well-composed and diversified data set in all of its elements. 

Data Collection 

Survey data consisted of separate populations. In developing the survey of the respondents, an online survey was shared 

intensively over various social media networks to reach out to the selected demographic. The survey was structured in such 

a way as to elicit quantitative and qualitative responses using a mix of open-ended questions, Likert scale, and multiple-

choice questions. A variety of methods were used to collect information for case studies, including in-depth interviews with 

significant executives in marketing, content analysis from various social media platforms, and publicly accessible information 

about the marketing tactics and key customer engagement metrics for the respective brand in question. 
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Data Analysis 

1) Quantitative Analysis: The quantitative analysis of surveys was performed using SPSS and R statistical packages. 

Descriptive statistics were used to describe general patterns of use of social media, and inferential statistics measured the 

regression analysis to establish the relationship between the social media marketing techniques and several consumer 

behavior variables. 

2) Qualitative Analysis: Thematic analysis of case study data was performed to assess the impact of social media marketing 

on consumer behavior. The analysis shed light on various aspects of factors determining customer behavior. 

Integration of Findings 

The results from the survey and the case studies were then presented together for a detailed description of the way social 

media driven marketing has affected shoppers' preferences in clothing stores. This integration of quantitative and qualitative 

data strengthened the reliability and validity of the findings. Populations considered for survey interviews and case studies 

were referenced with anonymity and observance of the ethical considerations of this study. What is more, each participant 

was required to give informed consent and receive assurances that their data would remain confidential. 

Limitations 

Literature offers the study some limitations even as it always does to research. We addressed possible barriers to 

interpretation, such as the adequacy of sample selection, self-reporting bias, and the ever-changing nature of social media 

sites. We used a mixed-methods approach as we wanted to acquire extensive knowledge on effects of social media marketing 

strategies on consumer behavior in the fashion retail sector. The combination of different data sources added to the conclusion 

of the research, providing useful insights for academics and practitioners.  

This research employed a mixed-methods approach which involved integration of quantitative and qualitative methods of 

data collection and analysis. Stratified random sampling method, data collecting through surveys and case studies, and 

statistical and thematic analysis methods characterized an integrated approach in this research. In this section, we present the 

results obtained from the three research approaches employed in the study: the exploratory phase, the case study phase, and 

the survey phase. These findings illuminate the complex relationship between social media marketing strategies and consumer 

behavior within the fashion retail industry. 

Results of the Exploratory Phase 

After reviewing 30 relevant studies on the impact of social media marketing on consumer behavior in the fashion retail sector, 

several patterns have emerged: 

Impact of Social Media Marketing: The majority of research, over 80%, indicates a positive correlation between social 

media marketing and customers’ purchasing habits. Many of these studies conclude that social media marketing strategies 

significantly influence consumers’ attitudes toward brands and their buying behavior. 

According to most recent studies, social media marketing is positively linked to consumer spending. Enhanced brand 

awareness and preference result from consumers’ active engagement in marketing campaigns (Bilgin, 2018). This is largely 

due to the increased interaction consumers have with social media. 

Social media marketing can greatly influence how individuals perceive a product or service. Llopis-Amoros suggests that 

interactive and personalized content fosters brand loyalty and trust by establishing an emotional connection between brands 

and their target audiences (Llopis-Amorós et al., 2019). 

User-generated content (UGC) on social media platforms has become increasingly important in shaping consumers’ shopping 

decisions. As noted by Nadzri et al. (2023), consumers tend to trust the recommendations and experiences of their peers more 

than traditional advertisements. User-generated content (UGC) offers validation from fellow consumers (Nadzri et al., 2023). 
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While there are many opportunities for success in social media marketing, businesses must remain vigilant about the potential 

risks and ethical issues that may arise. These include the possibility of personal data breaches, the spread of false information, 

and the reputational harm that can result from negative feedback (Chaffey & Smith, 2022). 

Engagement and Interactivity: 

There have also been findings that reveal a relationship between consumers' passion for a brand and how active they are on 

the social media page of that brand (Santos et al., 2022). Studies have shown that there is a positive correlation between brand 

loyalty and social media activity (Haudi et al., 2022). Activities like liking, commenting, sharing, and even direct interaction 

with the brand are considered consumer engagement (Haudi et al., 2022). Li et al. (2020) stated that brand loyalty is directly 

correlated with the degree of emotional investment by consumers in the brand (Li et al., 2020).The ability to interact with 

brands on social media is an important way to attract and retain customers. Brands that are responsive to user comments and 

messages, produce interactive content, and actively seek out consumer input are more likely to develop loyal followings (Bag 

et al., 2022). Consumers are more invested in companies they feel are listening to and responding to their needs. 

Customer satisfaction and brand loyalty can be measured through the rate of subsequent transactions. There have been many 

studies that revealed that interaction with a brand on social media increases the chances that a customer would buy again 

from that brand (Dandis & Al Haj Eid, 2022). According to Krzyżowski & Strzelecki (2023), consumers would more likely 

repurchase a product and become brand ambassadors if they develop an attachment with a brand through social media 

engagement with the brand in question.  Positive impacts of consumer behavior can be realized from how users are capable 

of conversing with their favorite brands on social media. A sense of belonging and individualization are fostered by brands 

that encourage two-way communication with their target market (Jang & Kim, 2022). This creates a sense of community, 

which in turn encourages customers to favor the brand over its rivals. By creating strong relationships with customers through 

interactive strategies, businesses are able to attract and retain a loyal following that advocates for the company at all times 

(Jang & Kim, 2022). 

Influence of Influencers: 

The various researches conducted have shown that influencers do significantly influence consumer behavior in the fashion 

retail business, especially with 40% of the researches carried out (Yeo et al., 2022). A variety of studies have revealed that 

social media influencers influence followers quite significantly (Hudders & De Jans, 2022). As influencers are regarded as 

credible sources of fashion knowledge because they are established fashion enthusiasts and trendsetters, they wield 

considerable influence over consumers. Consumers put a lot of stock in the thoughts and suggestions of those they consider 

influential. Trust and confidence in the things they endorse are cultivated thanks to the influencers' ability to connect with 

their audiences on a personal level (Jacobson & Harrison, 2022). Influencer marketing may influence consumers' intent to 

buy in the fashion retail sector. Consumers' desire to buy fashion-related things is directly influenced by the persuasive power 

of influencers in showcasing products and styles (Sokolova & Kefi, 2020). 

Using social media influencers is very crucial for fashion businesses in order to enhance brand engagement. Influencer 

collaboration helps increase the exposure, readership, and UGC of your brand, all which lead to increased consumer 

engagement (Hollebeek & Macky, 2019). The association between the influencer and the consumer is vital in building loyalty 

for a brand. Real interaction between influencers and their followers enhances brand affection and good sentiments among 

consumers (Yuan et al., 2021). An influencer campaign may be derailed by issues such as nondisclosures, poor influencer 

credibility, and 'mismatched' brands, as research suggests (Ray & Nayak, 2023). 
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Determination of Return on Investment 

Researchers and marketers are still interested in how to calculate the ROI of influencer marketing efforts. The best marketing 

strategy for clothing stores can be developed with an understanding of the measurements and methods for analyzing the 

impact of influencers (Santiago & Castelo, 2020). According to Dwivedi et al. (2021), influencer marketing now demands 

attention to both legal and moral constraints. Openness, disclosure of sponsorships, and adherence to ethical principles are 

necessary to maintain consumer trust and brand credibility (Dwivedi et al., 2021). 

 Distribution of exploratory 

phase results in pie graphs. 

Survey Phase 

The primary method of data gathering will consist of conducting a comprehensive online survey directed toward social media 

users who are involved with fashion businesses (Masuda et al., 2022) . This survey will ask respondents questions about their 

attitudes toward various fashion companies, their purchase habits, and their patterns of social media activity. Through the use 

of a survey, we are able to collect data from a wide variety of respondents located in a variety of locations, so assuring that 

we have a sample that is representative of a large number of fashion customers. Please establish a methodology for this, for 

example by making a Likert scale questionnaire, and then please make results regarding this in detail, along with tables, etc. 

These tables’ interpretation would be analogous to the one described above. The purpose of these statistical analyses is to 

shed light on the ways in which fashion retailers can best influence their customers’ social media habits, ad engagement, and 

influencer following. 

Table 1 presents descriptive statistics related to the impact of social media on fashion brand influence. The table displays 

means, standard deviations, skewness, and kurtosis for various statements. These statements reflect participants’ engagement 

with social media, response to fashion brand ads, and influence of influencers on their choices. The values provide insights 

into how social media affects customer behaviors and preferences regarding fashion brands. 

 

 

 

 

 

 

 

 

https://www.scirp.org/journal/paperinformation?paperid=133258#ref44
https://www.scirp.org/journal/paperinformation?paperid=133258#t1
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Questions 

Mean 
Std. 

Deviation 
Skewness Kurtosis 

Statistic Statistic Statistic 
Std. 

Error 
Statistic 

Std. 

Error 

I frequently use social media 3.8565 1.05549 −.530 .117 −.931 .233 

I often see ads for fashion brands on social 

media. 
3.1207 1.07546 −.286 .117 −.212 .233 

The ads for fashion brands on social media 

influence my purchase decisions. 
3.6469 .77676 .031 .117 −.482 .233 

I follow influencers who promote fashion 

brands 
3.2506 .78286 −.414 .117 −1.147 .233 

The recommendations of influencers 

impact my choice of fashion brands 
3.4237 .81256 .184 .117 −.443 .233 

 

Table 1: Descriptive statistics for social media and fashion brand influence. 

Table 2 illustrates the gender distribution of survey respondents, with 42.1% males and 57.9% females. 

Sex 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

MALES 185 42.1 42.1 42.1 

FEMALES 254 57.9 57.9 100.0 

Total 439 100.0 100.0  

Table 2. Distribution of survey respondents by sex. 

 

 

 

 

 

 

 

 

 

https://www.scirp.org/journal/paperinformation?paperid=133258#t2
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Table 3 illustrates the educational distribution of survey participants, showing in (Figure 3) the percentage of respondents at 

different education levels, ranging from primary education to postgraduate completion. 

Education Status 

 Frequency Percent 
Valid 

Percent 

Cumulative 

Percent 

Valid 

PRIMARY 2 .5 .5 .5 

SOME SECONDARY 53 12.1 12.1 12.5 

COMPLETED 

HIGHSCHOOL 
85 19.4 19.4 31.9 

SOME ADDITIONAL 

TRAINING 
120 27.3 27.3 59.2 

COMPLETED 

UNDERGRADUATE 
123 28.0 28.0 87.2 

POSTGRADUATE 

COMPLETED 
56 12.8 12.8 100.0 

Total 439 100.0 100.0  

Table 3. Distribution of survey 

respondents by education status. 
     

 

 

Figure 3. Distribution of survey respondents by age. 

 

 

 

 

 

 

https://www.scirp.org/journal/paperinformation?paperid=133258#t3
https://www.scirp.org/journal/paperinformation?paperid=133258#f3
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Table 4: Correlations between age, social media, and consumer behavior in fashion retail. 

Table 4 shows correlations between age, social media usage, and different consumer behavior aspects in fashion retail. The 

Pearson correlation coefficients indicate the strength and direction of relationships, highlighting connections such as strong 

positive correlations between social media usage and ad influence (.856) and between following influencers and ad influence 

(.669). 

Table 5 summarizes a model’s impact on consumer behavior in fashion retail. The model’s predictors, including social media 

usage and ads for fashion brands, have a limited influence (R Square = .005) on predicting the dependent variable, age. The 

model’s overall significance is not strong (Sig. F Change = .807). 

Model Summaryb 

Mo del R 
R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square Change F Change df1 df2 
Sig. F 

Change 

1 .073a .005 −.006 13.234 .005 .459 5 433 .807 

Table 5. Model summary for the impact of variables on consumer behavior in fashion retail. 

Table 6 presents the ANOVA results for the regression model exploring consumer behavior in fashion retail. The model’s 

regression sum of squares is 402.138, with 5 degrees of freedom, resulting in a mean square of 80.428. The calculated F-

statistic is .459 with associated significance value of .807, indicating the overall model’s statistical significance. The 

dependent variable is “age”, and the predictors are mentioned in the “b” section. 

 

 

 

 

 

Correlations 

 age 
Social Media 

Usage 

Fashion Brand 

Ads 
Ad Influence 

Following 

Influencers 

Influencer 

Impact 

Pearson 

Correlation 

Age 1.000 .008 .020 .033 .012 .043 

Social Media Usage .008 1.000 .702 .856 .770 .804 

Fashion Brand Ads .020 .702 1.000 .502 .758 .484 

Ad Influence .033 .856 .502 1.000 .669 .878 

Following Influencers .012 .770 .758 .669 1.000 .521 

Influencer Impact .043 .804 .484 .878 .521 1.000 

https://www.scirp.org/journal/paperinformation?paperid=133258#t4
https://www.scirp.org/journal/paperinformation?paperid=133258#t5
https://www.scirp.org/journal/paperinformation?paperid=133258#t6
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 402.138 5 80.428 .459 .807b 

Residual 75943.890 433 175.390   

Total 76346.027 438    

Table 6. ANOVa results for the regression model investigating consumer behavior in fashion retail. 

Table 7 displays the coefficients for the regression model exploring consumer behavior in fashion retail. The unstandardized 

coefficients (B) represent the estimated effects of each predictor on the dependent variable “age”. Standardized coefficients 

(Beta) show the relative impact of predictors after standardization. “t” is the t-statistic, and “Sig.” represents the significance 

level. The confidence intervals for each coefficient are also provided. The histogram as shown in (Figure 4) displays the 

distribution of regression standardised residuals for age as a dependent variable. It shows that the distribution is almost 

normal, with a mean of about zero. As is typical with residuals from regression analyses, the data seems to have a normal 

distribution when a bell-shaped curve is superimposed on the bars. 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

95.0% Confidence Interval 

for B 

B Std. Error Beta Lower Bound 
Upper 

Bound 

1 

(Urdea & Constantin) 32.597 4.178  7.802 .000 24.386 40.808 

Fashion Brand Ads −1.786 1.517 −.145 −1.178 .240 −4.767 1.195 

Ad Influence .805 1.399 .047 .575 .565 −1.945 3.556 

Following Influencers .849 2.199 .050 .386 .700 −3.473 5.171 

Influencer Impact .132 1.536 .008 .086 .931 −2.887 3.152 

Social Media Usage 1.106 1.391 .088 .795 .427 −1.629 3.841 

Table 7. Coefficients for the regression model on consumer behavior in fashion retail. 

Dependent Variable: age. 

 

Figure 4. A histogram frequency-regression standardized residual. 

https://www.scirp.org/journal/paperinformation?paperid=133258#t7
https://www.scirp.org/journal/paperinformation?paperid=133258#f4
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Conclusion 

This study looked deeply into the complex interplay between social media marketing and shoppers' actions in the ever-

changing world of US fashion retail. We learned a great deal about the ways in which fashion companies engage with, 

influence, and alter the preferences of their target audience through a mix of quantitative surveys and qualitative case studies. 

The quantitative foundation provided by the survey phase showed significant positive relationships between social media 

engagement, brand influence, and consumer behavior. Analyzing the demographics of the fashion industry unveiled the broad 

scope of social media and reasserted the significance of these channels as primary drivers of user participation. 

Our research of four big US fashion brands, Fashion Vibe, Trend Style, Style Sense, and Glamour Look, revealed different 

approaches to attracting customers with social media marketing. Examples of using engagement analytics, platform expertise, 

creating unique digital personas, and influencer relationships were all beneficial. Each company's story showed the increasing 

value of authenticity, community, and personalized content. The synthesis of data from the surveys and the results of the case 

studies highlighted common themes of engagement, storytelling, influencer collaborations, and the sustainability message. 

This provided a new perspective on how strategic importance is given to social media marketing in today's fashion industry, 

in addition to changing consumer preferences. 

Overall, our findings shed light on the revolutionary potential of social media marketing in shaping buyer decisions. Our 

research highlights the importance of adaptation, authenticity, and community engagement in guiding businesses in creating 

meaningful connections with their consumers as the fashion retail industry continues to develop. This research provides 

crucial new insight into the intersection between the fashion industry, the technological sector, and consumer tastes in the 

modern information age. 
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