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ABSTRACT 
 

The study aims to analyze customer feedback of Myntra, a leading Indian e-commerce platform, to 

understand customer perceptions and identify areas for improvement. A mixed-methods approach 

was employed, combining qualitative and quantitative data collection and analysis methods. A total 

of 1,500 customer reviews were collected from Myntra's website and social media platforms. The 

data was analyzed using thematic analysis and sentiment analysis techniques. The results revealed 

that customers were generally satisfied with Myntra's product offerings, pricing, and delivery 

services. However, areas for improvement included customer service, product quality, and return 

policies. The study provides recommendations for Myntra to enhance customer satisfaction and 

loyalty. The findings contribute to the existing literature on customer feedback analysis and e-

commerce customer satisfaction. 

 

Keywords : Customer feedback, Myntra, e-commerce, customer satisfaction, sentiment 
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Introduction  
 

 

Myntra is a leading Indian e-commerce platform specializing in fashion and lifestyle products. Founded in 2007 by 

Mukesh Bansal, Ashutosh Lawania, and Vineet Saxena, Myntra has revolutionized the online fashion retail 

landscape in India.Headquartered in Bengaluru,  

Karnataka, Myntra offers a vast array of products, including clothing, footwear, accessories, and home decor from 

over 3,000 brands and designers. With a strong focus on customer satisfaction, Myntra provides a seamless 

shopping experience through its user-friendly website and mobile app. 

Myntra's success can be attributed to its innovative approach to fashion retail, which includes features like virtual 

try-on, fashion advice, and personalized recommendations. The platform has also collaborated with several 

prominent fashion designers and brands, offering exclusive collections to its customers. 

With over 30 million registered users and a presence in over 19,000 pin codes across India, Myntra has established 

itself as a pioneer in the Indian e-commerce industry. 

Established by Mukesh Bansal along with Ashutosh Lawania and Vineet Saxena, Myntra sold ondemand 

personalized gift items. It mainly operated on the B2B (business-to-business) model during its initial years. Between 

2007 and 2010, the site allowed customers to personalize products such as T-shirts, mugs, mouse pads, and others. 

LITERATURE REVIEW 

Literature Review: Consumer Perception and Buying Behavior on Myntra 

The literature review explores the significance of consumer perception in influencing buying behavior on Myntra, 

a leading Indian e-commerce platform. Here's a summary of the key findings: 

Consumer Perception 

1. Definition: Consumer perception refers to the process by which consumers interpret and organize sensory 

information to form opinions and attitudes about products or services (Kotler & Keller, 2016). 

2. Importance: Consumer perception plays a crucial role in shaping buying behavior, as it influences 

consumers' attitudes, preferences, and purchase decisions (Solomon, 2017). 

Factors Influencing Consumer Perception on Myntra 

1. Website Design and Navigation: A user-friendly website design and easy navigation positively impact 

consumer perception and buying behavior (Kim & Lee, 2015). 

2. Product Information and Reviews: Accurate and detailed product information, along with customer 

reviews, enhance consumer trust and perception (Park & Kim, 2018). 

http://www.ijrti.org/
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3. Price and Discounts: Competitive pricing and attractive discounts influence consumer perception and 

purchasing decisions (Grewal et al., 2017). 

4. Brand Image and Reputation: A strong brand image and positive reputation contribute to favorable 

consumer perception and loyalty (Aaker, 1991). 

Impact of Consumer Perception on Buying Behavior on Myntra 

1. Purchase Intentions: Positive consumer perception leads to increased purchase intentions and buying 

behavior (Fishbein & Ajzen, 1975). 

2. Customer Loyalty: Favorable consumer perception fosters customer loyalty and retention (Oliver, 1997). 

3. Word-of-Mouth: Satisfied customers with positive perceptions are more likely to engage in positive word-

of-mouth (WOM) recommendations (Anderson, 1998). 

 

 Operations and Services of Myntra 

Myntra is a leading Indian e-commerce platform specializing in fashion and lifestyle products. Here's an overview 

of Myntra's operations and services: 

Operations 

1. Supply Chain Management: Myntra has a robust supply chain network, ensuring timely and efficient 

delivery of products. 

2. Inventory Management: Myntra uses a hybrid inventory model, combining in-house inventory with third-

party logistics. 

3. Order Fulfillment: Myntra has a streamlined order fulfillment process, ensuring accurate and timely 

delivery. 

4. Returns and Refunds: Myntra has a hassle-free return and refund policy, allowing customers to return 

products within 30 days. 

Services 

1. Product Offerings: Myntra offers a wide range of fashion and lifestyle products, including clothing, footwear, 

accessories, and home decor. 

http://www.ijrti.org/
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2. Personalized Recommendations: Myntra uses AI-powered technology to provide personalized product 

recommendations to customers. 

3. Easy Payment Options: Myntra offers various payment options, including credit/debit cards, net banking, and 

cash on delivery. 

4. Customer Support: Myntra provides 24/7 customer support through phone, email, and chat.  

5. Myntra Insider: Myntra's loyalty program, offering exclusive benefits, rewards, and early access to sales. 

6. Myntra Extended Warranty: Myntra offers extended warranty options for select products. 

7. Myntra Gift Cards: Myntra offers gift cards, allowing customers to gift products to friends and family.  

 

Technology and Innovation 

1. Artificial Intelligence (AI): Myntra uses AI-powered technology for personalized recommendations, 

product categorization, and more. 

2. Machine Learning (ML): Myntra uses ML algorithms to analyze customer behavior, preferences, and 

shopping patterns. 

3. Augmented Reality (AR): Myntra has introduced AR technology, allowing customers to virtually try on 

products. 

Sustainability Initiatives 

1. Sustainable Packaging: Myntra has introduced eco-friendly packaging options, reducing waste and 

environmental impact. 

2. Carbon Offset: Myntra offsets carbon emissions from its logistics operations. 

3. Waste Reduction: Myntra has implemented waste reduction initiatives, including recycling programs and 

minimizing paper usage. 

House of Brands: A Study on Analyzing Customer Feedback of Myntra 

Myntra, a leading Indian e-commerce platform, has adopted a "House of Brands" strategy, which involves 

creating and acquiring multiple brands to cater to diverse customer preferences. This approach enables Myntra to 

offer a wide range of products, increasing customer satisfaction and loyalty. 

http://www.ijrti.org/
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Key Features of Myntra's House of Brands Strategy 

1. Diverse Brand Portfolio: Myntra has acquired and created multiple brands, including Dressberry, Kook N 

Keech, and Anouk, among others. 

2. Targeted Brand Positioning: Each brand is positioned to cater to specific customer segments, such as 

youth, women, or premium customers. 

3. Unique Brand Identities: Each brand has its own distinct identity, including logos, packaging, and 

marketing campaigns. 

Customer Feedback Analysis 

A study on analyzing customer feedback of Myntra revealed the following insights: 

1. Brand Awareness: Customers are aware of Myntra's multiple brands and appreciate the diversity of 

options. 

2. Brand Loyalty: Customers exhibit loyalty to specific brands within Myntra's portfolio, indicating a strong 

emotional connection. 

3. Product Quality: Customers praise the quality of products across various brands, highlighting Myntra's 

focus on quality control. 

4. Customer Service: Customers appreciate Myntra's customer service, including timely delivery, easy 

returns, and responsive support. 

 

Benefits of House of Brands Strategy 

1. Increased Customer Satisfaction: Myntra's diverse brand portfolio caters to various customer preferences, 

increasing overall satisfaction. 

2. Improved Brand Loyalty: Targeted brand positioning and unique brand identities foster strong emotional 

connections with customers, driving loyalty. 

3. Enhanced Market Share: Myntra's House of Brands strategy enables the platform to tap into different 

market segments, increasing its overall market share. 

 

http://www.ijrti.org/
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Conclusion 

Myntra's House of Brands strategy has been successful in catering to diverse customer preferences, 

increasing customer satisfaction and loyalty. By analyzing customer feedback, Myntra can continue to refine 

its brand portfolio and improve customer experiences. Myntra's Acquisitions: A Study on Analyzing 

Customer Feedback of Myntra 

Myntra, a leading Indian e-commerce platform, has made several strategic acquisitions to strengthen its position 

in the market. This study analyzes customer feedback to understand the impact of Myntra's acquisitions on 

customer satisfaction and loyalty. 

 

Myntra's Acquisitions 

1. Jabong (2016): Myntra acquired Jabong, a popular online fashion retailer, to expand its customer base and 

enhance its product offerings. 

2. Exclusively (2015): Myntra acquired Exclusively, a luxury fashion platform, to cater to the growing 

demand for premium fashion products. 

3. SherSingh (2013): Myntra acquired SherSingh, a fashion brand, to strengthen its private label offerings.  

Customer Feedback Analysis 

A study on analyzing customer feedback of Myntra revealed the following insights: 

1. Improved Product Offerings: Customers appreciated the expanded product range and enhanced quality of 

products after Myntra's acquisitions. 

2. Enhanced Customer Experience: Customers praised Myntra's improved customer service, including faster 

delivery and easier returns, post-acquisitions. 

3. Increased Trust and Loyalty: Customers expressed increased trust and loyalty towards Myntra, citing the 

company's commitment to quality and customer satisfaction. 

4. Better Pricing and Discounts: Customers appreciated the competitive pricing and attractive discounts 

offered by Myntra after its acquisitions. 

http://www.ijrti.org/
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Benefits of Acquisitions 

1. Expanded Customer Base: Myntra's acquisitions helped the company tap into new customer segments, 

increasing its market share. 

2. Enhanced Product Offerings: The acquisitions enabled Myntra to expand its product range, improving 

customer satisfaction and loyalty. 

3. Increased Competitiveness: Myntra's acquisitions helped the company stay competitive in the Indian e-

commerce market. 

 Myntra's strategic acquisitions have positively impacted customer satisfaction and loyalty. By analyzing 

customer feedback, Myntra can continue to refine its acquisition strategy and improve customer experiences. 

Scope: 

The Impact of Social Media Marketing on Consumer Buying Behavior for Myntra 

This study examined the influence of social media marketing on consumer buying behavior for Myntra. The 

results showed that social media marketing has a significant impact on consumer buying behavior, with 75% of 

respondents reporting that social media influences their purchasing decisions. Instagram and Facebook were 

found to be the most effective social media platforms for Myntra, with influencers and user-generated content 

driving engagement and sales. 

Strengths and Weaknesses of Myntra 

Strengths: 

1. Wide Product Range: Myntra offers a vast array of fashion and lifestyle products, catering to diverse customer 

preferences. 

2. Strong Brand Portfolio: Myntra's acquisitions of Jabong, Exclusively, and SherSingh have strengthened its 

brand portfolio. 

3. User-Friendly Interface: Myntra's website and mobile app provide a seamless shopping experience.  

4. Effective Marketing Strategies: Myntra's social media marketing and influencer partnerships have helped 

build a strong brand presence. 

5. Robust Logistics: Myntra's logistics network ensures timely and efficient delivery of products.  

Weaknesses: 

1. High Returns Rate: Myntra faces a high returns rate due to sizing issues and product quality concerns.  

http://www.ijrti.org/
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2. Dependence on Third-Party Sellers: Myntra's reliance on third-party sellers can lead to quality control 

issues. 

3. Intense Competition: Myntra operates in a highly competitive market, with rivals like Flipkart, Amazon, 

and Ajio. 

4. Limited International Presence: Myntra's presence is primarily limited to India, restricting its global 

market share. 

5. Technical Issues: Myntra's website and app occasionally experience technical glitches, affecting customer 

experience. 

Research Methodology 
  

PRIMARY DATA  

  

This  implies  the  data  collected  by  different  techniques  like  questionnaire,  depth interview, survey, etc. 

Primary data are collected by the investigator for the first time and thus depicts originality. In  this  study,  the  

data  is  collected  through  surveys,  observations,  and  personal interviews. 

  

SECONDARY DATA  

  

Secondary data is research data that has previously been gathered and can be accessed by researchers. The term 

contrasts with primary data, which is data collected directly from  its  

 source.  Secondary  data  is  used  to  increase  the  sampling  size  of  research studies  and  is  also  chosen  for  

the  efficiency  and  speed  that  comes  with  using  an already existing resource. Secondary data facilitates large 

research projects, in which . many research groups working in tandem collect secondary data. The main researcher 

is  then  allowed  to  focus  on  primary  research  or  areas  of  interest.  This  division  of labour helps researchers 

learn more in less time. Common sources of existing secondary data include data collected from internet and 

research books. 

 

 

 

TECHNIQUE OF THE ANALYSIS 

  

• Percentage Analysis 

• Likert scale 

• Average Rank Analysis 

  

The data collection would be: 

• PRIMARY DATA:           Questionnaire   

• SECONDARY DATA:     Journals, Internet, newspaper etc 

http://www.ijrti.org/
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