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Abstract

Social media is a key component of the current technological revolution and is used in numerous ways
by consumers and businesses. Social media is being used by consumers to link people to online
communities, meet new people, talk, look for work, and conduct online shopping. While doing so,
businesses, particularly those engaged in e-commerce, take advantage of social media's advantages by
advertising their goods on various social networking sites and influencing customers directly. Consumer
shopping behaviour is the study of how people, groups, and organisations choose, purchase, use, and
dispose of products, services, ideas, or experiences to satiate their needs and wants,. Women make
decisions and prioritise things based on their needs as well as the requirements of those in their intimate
circles. Therefore, it becomes crucial to position a good, a brand, or a shop in away that shows how it
will help her and others in her life.
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Introduction

Social media is a computer-based technology that makes it easier to share information,
ideas, and thoughts by creating online communities and networks. Social media is Internet-based by
design and enables instantaneous electronic content communication for consumers.

Documents, films, photographs, and personal information are all considered content. Users interact with
social media through web-based software or applications on a computer, tablet,or smartphone.

Electronic commerce, sometimes known as e-commerce, is a business strategy that
enablespeople and businesses to sell goods online. There are four categories of e-commerce: Business to
business, consumer to business, consumer to consumer, and consumer to consumer. It can be done on
tablets, smartphones, and other devices.

The sale of fashion-related products and services online makes up the fashion e-commerce market.
Fashion products include clothing, shoes, purses, jewellery, cosmetics, and other upscale items.

The fashion e-commerce market is made up of profits made by businesses that trade
fashiongoods online using a variety of online tools and platforms.

The growth of the fashion e-commerce sector is anticipated to be aided by rising internet and smartphone
usage. The overall number of phone users, including those using smart and feature phones, reached 4.78
billion in 2019, accounting for 61.51% of the world's population. In 2019, 3.5 billion people used
smartphones.Additionally, this has increased theamount of people shopping online. In the years to come,
it is predicted that this scenario would increase demand for fashion and other e-commerce marketplaces,
leading to more revenue for the online fashion industry.

A major trend in the fashion e-commerce sector is technological advancements.
Businessesoperating in the industry are implementing cutting-edge technologies like artificial
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intelligence (Al), barcode scanners, virtual reality gear, and e-commerce automation systemsthat provide
highly personalised and pertinent customer experiences. In order to reach a large consumer base, several
fashion businesses are also releasing new apps to sell their products online.

The major players covered in the global fashion e-commerce market are Amazon, Flipkart,
Alibaba, Snapdeal, ebay, Myntra, ShoClues, AliExpress, HomeShop18, Jabong, SHEIN, Koovs, Flo
Mattress, Yebhi, Biba, Nykaa, Decathlon, Pepperfry, Naaptol, Shopclues.com, Shoppers Stop, Shopping.
indiatimes, Shopping. rediff, StalBuyLove.com, Styletag, Stylista, Yebhi.

Australia, Brazil, China, France, Germany, India, Indonesia, Japan, Russia, South Korea, the
United Kingdom, and the United States are among the nations represented in the global fashion e-
commerce sector.
Asia-Pacific, Western Europe, Eastern Europe, North America, South America, the Middle East, and
Africa are the regions included in the global fashion e-commerce market.
1) By Product: Apparel/Clothing, Accessories, Footwear, Cosmetics, Others, Global Fashion E-
Commerce Market
2) By End User: Adults, Children, and Teens
3) Business-to-business (B2B) and business-to-consumer (B2C) models, respectively.
Company: Myntra
Mukesh Bansal, Vineet Saxena, and Ashutosh Lawania created the Indian apparel e- commerce startup
Myntra in 2007. Amar Nagaram serves as Myntra's current CEO. The headquarters of Myntra are in
Bengaluru, Karnataka, India.
For all of your fashion and lifestyle needs, turn to Myntra. It wants to offer its clients the greatest and
broadest selection of brands and products possible. Myntra is actively working toprovide customers with
the newest and most popular products, giving them access to the power of fashion.

Anyone who purchases a good or service is not necessarily a user or customer. The study of
consumer behaviour has centred on people and the variables that affect how they decide how much
money to spend on goods for consumption.

The ideas and theories behind consumer behaviour have been influenced by a wide range of academic
fields, including sociology, psychology, social psychology, anthropology of culture, and economics. The
majority of shoppers are female and are thought to be a significant influence in the retail industry.
Because men and women's brains differ biologically, neurologically, and behaviorally, women think
differently than men. Their shopping habits are affected by these disparities in turn. Women would try to
profit from others' experience by asking individuals around, but males would load themselves with
enough knowledge about a product or service through theinternet, advertising, and reviews. The literature
on consumer shopping behaviour and the place of women in the marketplace is reviewed in this.
The major goal of this article is to identify the various schools of thinking that might aid anddirect future
scholars. The researcher has read through study materials on consumer purchasing behaviour and the
function of women in the shopping process. As academics adopt cutting-edge methods and cross-
disciplinary viewpoints to comprehend the nature of consumption and purchasing behaviour, the study of
consumer behaviour is continuously expanding.

With the expansion of the Internet and since it is now so simple to use, the trend of e-

commerce has risen quickly in recent years. Consumers now shop online since it is so
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convenient to use the Internet. By 2020, there will be 546.5 million internet users in India, or40% of the
population. This is the second-largest number ever recorded worldwide after China. A top-tier corporate
organisation that keeps up with technology advancements has begun to put more of an emphasis on
satisfying customer wants as a result of globalisation.

Review of Literature

1. In Pandey and Parmar's (2020) study, the investigation into online shopping behaviour on Flipkart
revealed two significant factors: perceived risk and perceived ease of use. The study, conducted via
primary data collection methods the study employed judgmental and snowball sampling techniques.
Through descriptive analysis and nonparametric tests, the study highlighted the pivotal roles of perceived
risk and perceived simplicity of usage in influencing consumers' online shopping behaviours. These
findings underscore the importance of addressing these factors in understanding and predicting consumer
actions in the online retail landscape.

2. In the study by C.S., Chanmal, and Bh. R (2020), which focuses on the impact of social media
marketing on the buying behaviour of young adults in the Bangalore North region, it is evident that social
media has become an integral part of people's daily lives. Through primary data collection the study
underscores the pervasive influence of social media, with users spending at least one hour daily on these
platforms, primarily through mobile devices. The findings emphasize the growing importance of social
networks as a communication and interaction medium, shaping consumer behaviours and preferences.
Moreover, the study advocates for businesses to recognize the commercial potential of social media
platforms, highlighting their utility beyond mere aesthetics, thereby stressing the importance of
leveraging social media for business purposes in the contemporary digital landscape.

3. In Sharma and Bhatt’s (2018) study on the impact of social media on consumer buying behaviour
using the Technology Acceptance Model (TAM), it becomes evident that perceived usefulness, perceived
value, and perceived risk play pivotal roles in shaping consumers’ purchasing intent on social media
platforms. With a primary data collection method the study uncovers a strong positive association among
these factors. Notably, the study highlights that fluctuations in perceived usefulness and perceived value
coincide with changes in perceived risk, indicating a delicate balance in consumer perceptions.

4. In Varghese and Agarwal's (2021) study on the impact of social media on consumer buying behaviour,
the focus lies on monitoring shifts in customer perception through social media content and interactions,
as well as researching the effects of social media on purchasing decisions. With a primary data collection
method the study employs quantitative analysis techniques. The findings underscore the significant
influence of social media on consumer shopping habits in the digital era. The study highlights the
transformative effects of social media on both consumers and businesses, emphasizing the discerning
nature of shoppers when making purchasing decisions. These insights contribute to understanding the
evolving dynamics of consumer behaviour in the context of social media platforms, providing valuable
implications for businesses aiming to navigate and leverage this digital landscape effectively.

5. In Ota, Ray, and Kumar's (2020) study on the Indian consumer mindset towards online shopping
during the pandemic period, with a special reference to Flipkart, the research aims to explore Indian
shoppers' attitudes towards online purchases amid the COVID-19 epidemic. Through primary data
collection the study employs descriptive analysis techniques. The findings reflect the profound impact of
the pandemic on various aspects of daily life, including shopping behaviour. Despite the uncertainties
and challenges posed by the current situation, there remains a resilient optimism for a better future where
humanity can overcome the fear and disruptions caused by illnesses or viruses. These observations
provide valuable insights into the evolving consumer mindset and highlight the need for businesses to
adapt to changing consumer behaviours amidst the ongoing global crisis.

6. The study conducted by Sultan, Sultan, and Sultan in 2015 examined the impact of social media on
consumer buying behaviour, focusing on the Omani market. The researchers applied analytical and
descriptive analysis techniques. They found that consumers, particularly in the fashion sector, are
influenced by informational and design aspects when choosing Instagram as their preferred social media
platform for purchasing. Despite the increasing trend of using social media for purchases, there remains a
concern regarding consumer mistrust in the security of these platforms. The study's regression analysis
indicated that social media's advantages significantly enhance overall consumer purchasing behaviour.
These findings provide valuable insights for academic research, highlighting the evolving role of social
media in shaping consumer behavior.

7. In their 2017 study, Aragoncillo and Oras explored impulse buying behaviour within the fashion

IJNRD2409012 International Journal Of Novel Research And Development (www.ijnrd.org)



http://www.ijrti.org/

© 2024 IJNRD | Volume 9, Issue 9 September 2024 | ISSN: 2456-4184 | ]NRD.ORG

industry, specifically examining the online and offline channels. Using a primary questionnaire method,
they employed exploratory and descriptive analysis techniques. The study aimed to enhance
understanding of impulsive purchases and their impact on consumer behaviour, particularly in the
context of the expanding online market. By delving into the specialized literature on impulse buying, the
researchers sought to identify factors within the online medium that both encourage and deter impulsive
behaviour. This research contributes to the ongoing discourse on consumer behaviour and sheds light on
the evolving dynamics of impulse buying in today's digital age.

8. In their 2020 study, Amin, Nowsin, Hossain, and Bala focused on the impact of social media on
consumer buying behavior in the context of e-commerce businesses in Bangladesh. Utilizing primary
data gathered through questionnaires method, they employed a non-probability snowballing sampling
technique. The researchers applied regression, correlation, and ANOVA tests to analyze the data. Their
findings highlighted the effectiveness of social media in attracting consumer attention and driving user
acquisition. They emphasized the importance for e-commerce businesses to implement successful social
media strategies to enhance market sales. The study provides practical recommendations for leveraging
social media platforms for targeted advertising and promotional activities, offering valuable insights for
online businesses in Bangladesh.

9. In their 2020 study, Phusalux, Jermsittiparsert, Saisama, and Wongjunya investigated the impact of
social media marketing on the consumer buying behavior of Malaysian youth. With a focus on defining
consumer buying behaviour, analysing its connection with social media, and understanding Malaysia's
market trends, they utilized a primary questionnaire method. Employing a Structural Equation Modelling
(SEM) technique, they conducted quantitative analysis to assess the influence of social media on youth
purchasing habits. The study underscores the significance of social media marketing as a potent tool for
brands to engage with their target audience and maintain brand equity economically. The findings,
supported by empirical evidence from a survey conducted among 244 social media users in Pakistani
universities, contribute valuable insights into the relationship between social media marketing and
consumer behaviour among youth.

10. In their 2018 study, Icoz, Kutuk, and Icoz examined the influence of social media on consumer
buying decisions in the context of tourism, specifically focusing on Turkey. Through a primary
questionnaire method, they employed random sampling and Structural Equation Modelling (SEM)
techniques. The researchers applied T tests to analyse the data, aiming to identify the social media-related
factors influencing consumers' choices of travel and healthcare services. The study highlights the
significance of social media in shaping consumers' purchasing behaviours, particularly in the tourism
sector. By investigating how consumers utilize social media for travel-related purchases, the findings
provide valuable insights into the evolving dynamics of consumer decision-making in the digital age,
particularly within the tourism industry in Turkey.

Objectives

o To identify woman perception towards Myntra.

o To understand the impact of Social Media on Consumer Buying Behavior.
o To analyze what products consumers prefer to buy from Myntra.

Research Methodology

Sampling technique and Sample size: A sample of 100 consumers has been taken using Simple

Random Sampling Technique.

Data collection technique: The study is purely based on Primary Data. Primary data was collected

through Questionnaire method. Questionnaire was made with the help of Google Forms

Data analysis: For analyzing data Descriptive Statistical Techniques were used.

Research Design: The present study is experimental in nature based on the descriptive research design
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to study and examine the impact of Social Media on Consumer Buying Behavior with reference To

Myntra.
Data Analysis and Interpretation
Questions Mean (Standar dMedian [Mode [Standar diSample Kurtosis [Skew  |[Range [Mini Maxi Sum (Count
Error Deviati \Variance ness mum mum
on

IAge (in years) 1.6 0.08995 |1 1 0.89955 |0.80919 |-0.419 [0.961 3 1 4 16  [100

7 5095 0954 1919 82 497 7
Which of the following2.7 0.09114 3 3 0.91143 |0.83070 [0.345 [0.681 3 1 4 27  [100
Social Media platformsi6 3133 1331 7071 14 381 6
are
lyou using?
lAre Social Mediareliable?3.5 0.10683 3 3 1.06836 [1.14141 [0.154 |0.681 4 1 4 35 100

6985 9852 4141 583 381 0
Does Social Media savesj3.4 0.11502 @4 4 1.15027 |1.32313 |0.014 |0.726 #4 1 5 34  [100
times (in buying9 7445 4451 1313 224 8 9
products)?
Do you think Social3.5 0.10833 3.5 3 1.08334 [1.17363 |-0.229 | 0.382 W 1 5 35 (100
Media makes  buying9 4499 4988 6364 05 58 9
decision impulsive.
Pictures shown in Social3.5 0.10848 #4 3 1.08483 [1.17686 |-0.655 [-0.280 |4 1 5 35  [100
Media are a good source|7 3579 5788 8687 71 56 7
of
product information.
Which mode of Payment|1.9 0.10645 [1 1 1.06453 |1.13323 1183 [0.592 3 il 4 19 100
do youprefer to pay? 1 3385 3853 2323 42 646 1
What do you prefer 1.9 0.13713 |1 1 1.37138 [1.88070 |- 1172 @4 1 5 19 [100
buying from Myntra? |1 8874 8738 7071 0.120 [288 1
94

How often do youR.4 [0.12101 [ 3 1.21018 [1.46454 |-0.706 (0.407 4 1 5 24 100
purchase each ofthe |9 8406 4058 5455 55 663 9
following  types  of]
product from Myntra?
Which of the 2.8 [0.12688 3 2 1.26885 [1.61 -1.024 0.154 4 1 5 28 [100
following feature youll 5775 7754 77 79 1
like about Myntra?
|Are you satisfied with1.4 [0.07954 |1 1 0.79544 0.63272 [0.014 [1.367 2 1 3 14 (100
the categories of 4 4156 1558 7273 604 948 4
products  offered by
Myntra?
Does Myntra provide (1.5 [0.08338 |1 1 0.83387 [0.69535 |-0.736 [1.044 ]2 1 3 15 (100
accurate  descriptioni4 7861 8609 3535 06 025 4
about the product?
IAre you fully satisfied1.5 [0.08586 |1 1 0.85864 [0.73727 |-0.656 [1.140 |2 1 3 15 (100
withMyntra? 1 4587 5868 2727 63 691 1

Information given the above table it shows that, Woman who are in the age category of
18-45prefer Social Media platform such as Instagram
Woman who are in the age category of 18-45 prefer Online Shopping. We can observed that Woman
prefer shopping for clothing rather than category.
Woman who are in the age category of 18-38 are highly satisfied with the Myntra
policy.(discounts/offers) and are also satisfied with the services provided by Myntra. Services such as
picture search.

The table displays descriptive statistics for a survey conducted on various aspects
related to social media usage and purchasing behavior on Myntra, an online fashion and lifestyle store.
The survey collected responses from 100 individuals, and the data is summarized as follows: Age: The
average age of the respondents is 1.67 with a standard deviation of 0.89. The minimum age is 1 and the
maximum age is 4.

Social Media Usage: Respondents on average use 2.76 social media platforms out of a possible 4,
with a standard deviation of 0.91. The most common response is 3, indicating that most people use 3
social media platforms.

Reliability of Social Media: On a scale of 1 to 5, respondents rate social media reliability at 3.5 on
average, with a standard deviation of 1.07. The most common response is3.
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Time-Saving in Buying Products: Respondents rate social media's ability to save time when
buying products at 3.49 on average, with a standard deviation of 1.15. The most common response is 4.

Impulsive Buying Decision: Respondents on average believe that social media makes buying
decisions impulsive, rating this at 3.59 on a scale of 1 to 5, with a standard deviationof 1.08. The most
common response is 3.5.

Product Information: Respondents believe that pictures shown in social media are a good source of
product information, rating this at 3.57 on a scale of 1 to 5, with a standarddeviation of 1.08. The most
common response is 4.

Mode of Payment: Respondents prefer to pay using mode 1 (unspecified) on a scale of 1to 4, rating
this at 1.91 on average with a standard deviation of 1.06. The most common response is 1.

Product Preferences on Myntra: Respondents prefer to buy products rated at 1 on ascale of 1 to
5, rating this at 1.91 on average with a standard deviation of 1.37. The most common response is 1.

Purchase Frequency: Respondents purchase each type of product on average at 2.49 ona scale of 1
to 5, with a standard deviation of 1.21. The most common response is 3.

Favorite Features: Respondents rate their favorite feature about Myntra at 2.81 on ascale of 1 to 5,
with a standard deviation of 1.27. The most common response is 3.

Satisfaction with Product Categories: Respondents are highly satisfied with the categories of
products offered by Myntra, rating this at 1.44 on a scale of 1 to 3, with a standard deviation of 0.79. The
most common response is 1.

Accuracy of Product Description: Respondents believe that Myntra provides accurate product
descriptions, rating this at 1.54 on a scale of 1 to 3, with a standard deviation of 0.83. The most common
response is 1.

Overall Satisfaction: Respondents are highly satisfied with Myntra, rating this at 1.51 ona scale of 1
to 3, with a standard deviation of 0.86. The most common response is 1.

Overall, the data suggests that respondents are highly satisfied with Myntra and believe thatsocial media
is a good source of product information. However, they also believe that social media can make buying
decisions impulsive.

Findings & Conclusion
Findings

We can find that most of the people in the age category 18-40 prefer online shopping more. We
can also see that people prefer shopping for clothing rather than any other item. We can also observe that
consumers are satisfied with Myntra. Based on the given data, it appears that the respondents are
generally satisfied with Myntra as a platform for online shopping. The majority of respondents rated their
satisfaction with Myntra as a 1 or 2, indicating a highlevel of satisfaction. Similarly, most respondents
felt that Myntra provides accurate descriptions of the products they sell. When it comes to social media,
respondents felt that it is generally reliable and that it can save time when buying products. However,
respondents were more divided on whether social media makes buying decisions impulsive. Respondents
also generally agreed that pictures shown in social media can be a good source of product information. In
terms of payment preferences, most respondents preferred to use a single mode of payment. Overall, the
data suggests that Myntra is generally well-liked by its customers and that social media is seen as a
useful tool for buying products. However, more research is needed to draw firmer conclusions.

Conclusion

The trend of e-commerce has been increased rapidly in recent years with the development of
the Internet and due to the easy accessibility of Internet usage. Easy access to the Internet has driven
consumers to shop online. A maximum business organization running with the technological changes,
due to globalization they are focusing more on meeting the needs ofthe consumers. We have also decided
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to study the women attitude towards online shoppingand its impact, especially the factors influencing
the consumer's online shopping attitude and information about factors which played a role as barriers
during online shopping. sample size is 100 and we have used a convenient sampling method for the

study. Our findings indicate that in the elderly people are not at all attracted to onlineshopping and for
education, undergraduate and postgraduates are more attracted towards online shopping. The research
has also found that factors such as easy access, on-time delivery, safe and secure payment process, a
wide range of product availability grievance handling system, easy return and replacing products
influence consumers' attitude towards online shopping. The research also indicates some factors as
barriers to the consumers towards online shopping such as worried about giving credit card numbers,
fear of wrong/bad quality product arrival, unawareness about easy returns and replacing of items,
misleading false reviews of products, featured products are not meeting expectations. It is expected that
this study will help online retailers in India to plan successful strategies for increasing e-commerce
business and they can build better relations with consumers.
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