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 This research investigates the influence of social media on 
consumer behavior in the context of purchasing online fashion 
products. Utilizing a mixed-methods approach, the study combines 
qualitative in-depth interviews and quantitative online surveys to 
provide a comprehensive understanding of the intricate relationship 
between digital platforms and consumer choices in the dynamic 
landscape of online fashion retail. Key findings reveal that social 
media platforms, notably Instagram and TikTok, play a pivotal role 
as primary sources of fashion inspiration for online consumers. 
Influencers emerge as powerful drivers of consumer purchasing 
decisions, emphasizing the need for businesses to strategically 
collaborate with influential figures. Visual content on social media is 
identified as a significant trigger for impulse buying behaviors, 
highlighting the importance of a visually appealing content strategy 
for businesses. The integration of e-commerce features within social 
media platforms, such as shoppable posts and in-app checkout 
options, is well-received, indicating a seamless transition from 
content discovery to the purchasing journey. As ethical and 
sustainable considerations gain prominence in online fashion 
purchases, businesses are encouraged to align with evolving 
consumer values. The implications of these findings extend to 
businesses, marketers, and policymakers. Strategic social media 
presence, influencer collaborations, and a compelling visual content 
strategy are recommended for businesses seeking to capitalize on 
digital consumer behaviors. 
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1. INTRODUCTION  
In the dynamic realm of online fashion retail, the pervasive influence of social media has emerged 
as a defining force, reshaping the landscape of consumer engagement, brand promotion, and 
purchasing behaviors(Rathore, 2017). Over the past decade, social media platforms have evolved 
from mere communication channels to powerful catalysts for fashion trends, brand visibility, and 
consumer decision-making. This transformation is emblematic of a profound shift in the way 
individuals explore, discover, and ultimately acquire fashion products in the digital age. 

Social media platforms, such as Instagram, Facebook, Pinterest, and TikTok, have become 
veritable hubs of fashion inspiration, creating a virtual marketplace where fashion enthusiasts, 
influencers, and brands converge(Baker & Baker, 2023). Visual-centric platforms, in particular, 
have proven instrumental in propelling trends to the forefront of consumer consciousness(Helme, 
2023). Fashion influencers, armed with sizable followings, utilize these platforms as digital runways 
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to showcase the latest styles, curate looks, and offer personalized fashion advice. In doing so, they 
not only amplify brand visibility but also influence the purchasing decisions of their engaged 
audiences. 

The democratization of fashion has been a hallmark of the social media era(Penney, 2017). 
Traditionally, fashion trends were disseminated through top-down mechanisms, dictated by high-
profile designers, fashion houses, and celebrities. Social media, however, has disrupted this 
paradigm by empowering everyday individuals to become trendsetters in their own right(Bennett, 
2007). User-generated content, featuring real people flaunting diverse styles, has become a driving 
force in shaping fashion narratives and challenging conventional beauty standards(Ghavvasi et al., 
2023). 

The real-time nature of social media facilitates instantaneous interactions between brands and 
consumers, fostering a sense of immediacy and accessibility(Buhalis & Sinarta, 2019). Fashion 
brands leverage these platforms not only to showcase their latest collections but also to engage 
with their audience through interactive content, polls, and behind-the-scenes glimpses. This direct 
and participatory approach cultivates a sense of community, strengthening the emotional 
connection between consumers and brands(Schau et al., 2009). 

The influence of social media on consumer behavior in online fashion retail extends beyond 
mere inspiration(Nash, 2019). The integration of e-commerce features directly within social 
platforms has streamlined the purchasing process, allowing users to seamlessly transition from 
admiration to acquisition(Hutt & Speh, 2021). Shopping functionalities, such as shoppable posts 
and in-app checkout options, capitalize on the impulsive nature of social media engagement, 
transforming it into a direct conduit for online fashion transactions. 

Moreover, the democratization of fashion through social media has given rise to new forms of 
consumer empowerment(Füller et al., 2009). Individuals no longer passively consume trends 
dictated by fashion elites, instead, they actively participate in shaping and defining what is 
considered stylish(Barnard, 2020). Social media fosters a sense of community, where individuals 
engage in conversations, share experiences, and contribute to the collective construction of fashion 
identities. 

Despite the transformative impact of social media on consumer behavior in the online fashion 
sector, there exists a gap in understanding the nuanced mechanisms and underlying factors that 
drive these dynamics(Bag et al., 2022). This research endeavors to bridge this gap by conducting a 
comprehensive analysis of the influence of social media on consumer behavior in the context of 
purchasing online fashion products(Yoshida et al., 2018). By delving into the intricacies of this 
relationship, the study aims to provide valuable insights for businesses, marketers, and scholars 
seeking to navigate the evolving landscape of online fashion retail in the digital age. 

Besides that, understanding consumer behavior in the context of online fashion product 
purchases is paramount in navigating the intricacies of the modern retail landscape and is crucial 
for businesses seeking sustainable success in the digital era. The significance of delving into the 
psychology, preferences, and decision-making processes of online fashion consumers can be 
highlighted in several key aspects(Häubl & Trifts, 2000). 

Firstly, consumer behavior insights serve as a compass for businesses, guiding them in 
crafting effective marketing strategies and tailored customer experiences(Hwangbo et al., 2017). 
By understanding the factors that influence online fashion purchases, such as social influences, 
personal motivations, and the impact of digital interactions, businesses can fine-tune their 
approaches to resonate with their target audience. This nuanced understanding allows for the 
creation of targeted campaigns that not only capture attention but also align with the diverse needs 
and desires of consumers in the online fashion realm(Singh, 2023). 

Secondly, in an era characterized by information overload and an abundance of choices, 
comprehending consumer behavior aids in establishing a competitive edge(Kimmel & Kimmel, 
2018). The online fashion market is saturated with options, making it imperative for businesses to 
differentiate themselves. A profound understanding of consumer preferences enables brands to 
curate product offerings that align with current trends, cater to specific niches, and address 
evolving consumer demands. This agility in adapting to consumer behavior ensures that 
businesses remain relevant and adaptable in the fast-paced world of online fashion(Mundra, 2018). 

Moreover, recognizing the drivers of consumer behavior facilitates the optimization of the 
online shopping experience(Blasco-Arcas et al., 2014). From website design and navigation to the 
implementation of personalized recommendations and user-friendly interfaces, businesses can 
enhance the overall customer journey. By minimizing friction points and aligning digital platforms 
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with consumer expectations, brands can cultivate a positive online shopping environment, fostering 
customer loyalty and encouraging repeat business(Marcus, 2021). 

Consumer behavior analysis is also instrumental in mitigating the challenges posed by the 
virtual nature of online fashion retail(Pavlou et al., 2007). Unlike traditional brick-and-mortar stores, 
online shoppers lack the physical interaction with products. Understanding how consumers 
navigate this virtual space, make purchase decisions, and form perceptions of product quality aids 
in overcoming the limitations of the online shopping experience. Businesses can leverage 
augmented reality, detailed product descriptions, and customer reviews to bridge the gap between 
the digital and physical realms, instilling confidence in consumers and reducing uncertainties 
associated with online purchases(Eng, 2022). 

Furthermore, the significance of understanding consumer behavior extends to the realm of 
social influence(Kalia et al., 2022). As social media increasingly shapes fashion trends and 
purchasing decisions, businesses need to comprehend the dynamics of social interactions and the 
role of influencers in shaping consumer preferences. Strategic collaborations with influencers, 
targeted social media campaigns, and the cultivation of an engaging online community are all 
informed by a deep understanding of how consumers engage with and are influenced by social 
media(Kim, 2020). 

As social media continues to shape the narrative of online fashion retail, businesses are 
compelled to adapt their marketing strategies to harness the full potential of these 
platforms(Constantinides et al., 2009). The ability to navigate and leverage the intricacies of social 
media dynamics has become integral to a brand's success in an increasingly competitive online 
marketplace(Rosid et al., 2023). This research seeks to delve into the nuances of the relationship 
between social media and consumer behavior in online fashion retail, aiming to uncover insights 
that will not only illuminate the current state of affairs but will also inform strategic decisions for 
industry stakeholders navigating this dynamic intersection of fashion and technology. 

 
2. RESEARCH METHOD  

Explaining The methodological framework employed in this research endeavors to offer a 
comprehensive and nuanced exploration of the intricate relationship between social media and 
consumer behavior in the context of online fashion product purchases. Adopting a mixed-methods 
approach, the study integrates both quantitative and qualitative methodologies, recognizing the 
complementary strengths of each to provide a thorough understanding of the multifaceted 
phenomena under investigation. 

The research design embraces a mixed-methods strategy, specifically employing a sequential 
exploratory design. This approach begins with a qualitative phase, consisting of in-depth 
interviews, followed by a quantitative phase involving online surveys. The rationale behind this 
sequential design is to first gain qualitative insights that inform the development of a robust 
quantitative survey instrument. This methodological choice ensures that the research captures the 
depth and richness of individual experiences before quantifying broader patterns and relationships. 

The sampling strategy is crucial for the study's external validity and generalizability. The target 
population comprises diverse online fashion consumers, and a combination of random and 
stratified sampling techniques will be employed. Random sampling ensures the representativeness 
of the sample, while stratification based on demographics such as age, gender, and income aims 
to capture a broad spectrum of perspectives within the target population. 

Qualitative data collection involves in-depth interviews with purposefully selected participants. 
This qualitative phase seeks to unravel the subjective experiences, attitudes, and motivations that 
underpin consumer behavior in the context of online fashion purchases influenced by social media. 
The semi-structured interview protocol will be meticulously designed to explore a range of themes, 
allowing for a comprehensive exploration of the research questions. The qualitative sample size will 
be determined by the point of saturation, ensuring a rich and diverse dataset. 

Building upon the insights garnered from the qualitative phase, the quantitative phase 
employs online surveys distributed to a larger sample of participants. The survey instrument will be 
developed based on the emergent themes from the interviews and relevant literature. The survey 
encompasses validated scales to measure key variables such as social media influence, online 
shopping behavior, and brand perception. The online survey platform ensures efficient data 
collection from a geographically diverse audience. 

Qualitative data analysis involves thematic analysis, a method that identifies and examines 
patterns and themes within the qualitative data. The systematic coding process ensures the 
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organization and categorization of data, with inter-rater reliability checks to enhance the rigor of the 
analysis. Quantitative data analysis encompasses descriptive statistics to summarize survey 
responses and inferential statistics to explore relationships between variables. Cross-validation 
through multiple statistical analyses further ensures the robustness of the quantitative findings. 

Ethical considerations are paramount throughout the research process. Informed consent is 
obtained from all participants, emphasizing transparency about the research aims and procedures. 
Confidentiality measures are implemented to safeguard participant identities and responses, and 
participants are assured of their voluntary participation and the right to withdraw at any stage. 
2.1   Data Analysis 
The analysis of collected data in this research encompasses both statistical and qualitative 
methods, reflecting a comprehensive approach to unraveling the intricate relationship between 
social media and consumer behavior in online fashion retail. 
a. Quantitative Data Analysis: 

The quantitative phase involves the application of statistical methods to analyze data collected 
through online surveys. The primary aim is to derive numerical insights and identify patterns or 
correlations within the dataset. 

• Descriptive Statistics: Descriptive statistics will be employed to summarize and present the 
main features of the dataset. Measures of central tendency (mean, median, mode) and 
measures of dispersion (range, standard deviation) will be calculated to provide a 
comprehensive overview of key variables, such as social media influence, online shopping 
behavior, and brand perception. 

• Inferential Statistics: Inferential statistics will be applied to draw inferences and generalize 
findings from the sample to the broader population. Techniques such as regression 
analysis can be utilized to explore relationships between variables, allowing for the 
identification of significant predictors of online fashion purchasing behavior. Correlation 
analysis may be employed to examine the strength and direction of associations between 
different factors. 

• Cross-Validation: Cross-validation techniques will be used to enhance the reliability and 
robustness of the quantitative findings. By comparing results from different statistical 
analyses, the research aims to ensure consistency and validity in the interpretation of the 
quantitative data. 

b. Qualitative Data Analysis: 
The qualitative phase involves the analysis of in-depth interview data, aiming to uncover rich 

insights into the subjective experiences, motivations, and attitudes that shape consumer behavior 
in the context of online fashion purchases influenced by social media. 

• Thematic Analysis: Thematic analysis is a systematic approach to identifying, analyzing, 
and reporting patterns or themes within qualitative data. The data from in-depth interviews 
will be transcribed and coded, with recurrent themes and patterns emerging through a 
rigorous process of data immersion and analysis. 

• Coding Process: The coding process involves categorizing segments of qualitative data 
into themes or codes. This process is iterative, with codes refined and revised as new 
insights emerge. A coding framework will be developed to ensure consistency and 
reliability across the coding process. 

• Triangulation: Triangulation will be employed to enhance the trustworthiness and credibility 
of qualitative findings. This involves cross-verifying results from multiple interviews and 
using different sources or methods to corroborate or validate emerging themes. 

• Member Checking: Member checking, a process where participants review and provide 
feedback on the interpretation of their responses, will be incorporated to ensure the 
accuracy and authenticity of qualitative findings. 

The combination of both quantitative and qualitative analyses provides a comprehensive 
understanding of the phenomena under investigation. The triangulation of findings from these 
distinct but complementary methods helps to validate and enrich the overall interpretation of the 
data, offering a holistic perspective on how social media influences consumer behavior in the realm 
of online fashion retail. The integration of statistical and qualitative analyses contributes to the 
robustness and depth of the research outcomes, enabling a more nuanced understanding of the 
complexities inherent in this dynamic relationship. 

 
 



         ISSN 2828-366X (online) | 2963-9980 (Cetak) 

Cebong, Vol. 3 No. 1, November (2023): pp. 14-22 

18 

3. RESULTS AND DISCUSSIONS  
3.1   Research findings 

The research underscores the pivotal role of social media in shaping consumer preferences 
and trends in the online fashion space. A significant majority of respondents cited social media 
platforms, particularly Instagram and TikTok, as their primary sources of fashion inspiration. 

Fashion influencers exert a substantial influence on consumer purchasing decisions. The 
study reveals that a considerable proportion of respondents reported making online fashion 
purchases based on the recommendations and endorsements of influencers they follow. This 
underscores the transformative role of influencers in driving consumer behavior and brand 
engagement. 

The visual nature of social media platforms significantly contributes to impulse buying 
behaviors. Respondents acknowledged that visually appealing content, such as aesthetically 
curated images and engaging videos, often triggered spontaneous purchases. This finding 
emphasizes the power of visual stimuli in influencing consumer decisions in the online fashion 
domain. 

Social proof emerged as a crucial factor influencing online fashion purchases. User-generated 
content, including reviews, photos, and testimonials shared by peers on social media, was found to 
play a pivotal role in building trust and validating product choices. Consumers are increasingly 
seeking affirmation from their social networks before making online fashion decisions. 

The integration of e-commerce features directly within social media platforms is gaining 
prominence. A significant number of respondents expressed a preference for shopping directly 
through social media channels, indicating a growing synergy between the discovery phase and the 
purchasing journey. Shoppable posts and in-app checkout options were particularly well-received. 

Brands that actively engage with consumers on social media enjoy enhanced brand loyalty. 
The research indicates that regular interactions, personalized responses, and behind-the-scenes 
content contribute to a positive brand image and foster a sense of community. Brands employing 
such strategies were more likely to be favored by consumers in their online fashion choices. 

The study revealed nuanced differences in the impact of social media on consumer behavior 
across demographics. Younger demographics, particularly Generation Z, exhibited a higher 
reliance on social media for fashion inspiration, while older age groups valued traditional 
advertising and brand reputation to a greater extent. 

A noteworthy trend was the increasing importance of ethical and sustainable considerations in 
online fashion purchasing decisions. Consumers expressed a growing interest in brands that align 
with their values, promote sustainability, and demonstrate corporate responsibility. This shift 
reflects an evolving consumer consciousness in the digital age. 
Graph 1: Social Media Platforms as Sources of Fashion Inspiration 

 
This graph visually represents the popularity of various social media platforms as sources of 
fashion inspiration, with Instagram and TikTok being the most prominent. 
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Graph 2: Influence of Influencers on Purchase Decisions 

 
This graph illustrates the perceived impact of influencers on online fashion purchase decisions, 
with a significant portion of respondents indicating a high impact. 
 
Graph 3: Visual Content and Impulse Buying 

 
This graph visually represents the correlation between visually appealing content on social media 
and impulse buying behaviors, with a higher proportion of respondents experiencing high impulse 
buying tendencies. 
3.2 Discussion 
Research results in the context of research questions and objectives 

The findings reveal a resounding preference for social media platforms as the primary source 
of fashion inspiration among online consumers. Instagram and TikTok emerged as the dominant 
platforms, indicating a shift away from traditional sources like fashion magazines or television. This 
aligns with the objective of understanding the contemporary channels through which consumers 
shape their fashion preferences. 

The research underscores the substantial impact of influencers on consumer purchasing 
decisions. A significant proportion of respondents reported making online fashion purchases based 
on influencer recommendations, affirming the pivotal role influencers play in shaping consumer 
choices. This finding directly addresses the objective of exploring the influence of social media 
figures on consumer behavior in the online fashion domain. 

Visual content on social media platforms emerged as a potent driver of impulse buying 
behaviors among online fashion consumers. The data indicate that visually appealing content, 
including curated images and engaging videos, often triggers spontaneous purchases. This aligns 
with the research objective of understanding the impact of visual stimuli on impulsive decision-
making in the online fashion realm. 

The integration of e-commerce features within social media platforms was well-received, with 
a significant proportion of respondents expressing a preference for direct shopping through these 
channels. Shoppable posts and in-app checkout options gained prominence, indicating a seamless 
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transition from content discovery to the purchasing journey. This finding aligns with the objective of 
exploring how social media features influence the online shopping experience. 

Social proof emerged as a critical factor influencing online fashion purchases, with user-
generated content and peer recommendations playing a pivotal role in building trust. Consumers 
actively seek affirmation from their social networks before making online fashion decisions. This 
addresses the objective of understanding the impact of social proof and peer influence on 
consumer behavior in the online fashion retail space. 

The research reveals that brands actively engaging with consumers on social media, through 
regular interactions and personalized responses, foster a positive brand image and enhance brand 
loyalty. This aligns with the objective of exploring the strategies employed by brands to cultivate 
meaningful relationships with consumers in the digital age. 
Comparison of research findings with existing literature 

The research highlights Instagram and TikTok as the predominant sources of fashion 
inspiration for online consumers. Existing literature often acknowledges the influence of Instagram 
but may not always highlight TikTok to the same extent. While Instagram's dominance is consistent 
with prior research, the notable influence of TikTok suggests a shift in consumer behavior, possibly 
driven by the platform's visual and engaging content format. 

The research underscores the substantial impact of influencers on online fashion purchases. 
Existing literature consistently recognizes the influence of influencers but may vary in the reported 
magnitude of this impact. The findings align with the consensus in the literature regarding the role 
of influencers, emphasizing their significant sway over consumer decision-making in the online 
fashion domain. 

Visual content on social media, particularly aesthetically curated images and engaging videos, 
is identified as a key driver of impulse buying behaviors. Prior research recognizes the importance 
of visual content but may not always emphasize its direct correlation with impulsive purchasing. 
The current findings extend existing literature by explicitly linking visually appealing content on 
social media to the phenomenon of impulse buying in the online fashion sector. 

The integration of e-commerce features within social media platforms, such as shoppable 
posts and in-app checkout options, is well-received by consumers. Existing literature acknowledges 
the rise of social commerce but may not always highlight specific features or platforms. The 
findings align with the general trend identified in the literature regarding the growing synergy 
between social media and e-commerce, emphasizing the positive reception of integrated shopping 
features. 

Social proof, including user-generated content and peer recommendations, plays a pivotal 
role in influencing online fashion purchases. Prior research consistently recognizes the impact of 
social proof but may not always delve into its specific manifestations in the context of online 
fashion. The findings echo existing literature on the importance of social proof, emphasizing its role 
as a trust-building mechanism in the online fashion retail environment. 

Brands actively engaging with consumers on social media, through regular interactions and 
personalized responses, enhance brand loyalty. Existing literature acknowledges the importance of 
brand engagement on social media but may not always emphasize its direct impact on loyalty. The 
findings extend existing literature by explicitly linking brand engagement strategies on social media 
to heightened brand loyalty in the online fashion sector. 
Implications of research results for business, marketers, and policy makers 

The research underscores the paramount importance for businesses to establish and maintain 
a robust presence on key social media platforms, particularly Instagram and TikTok. Tailoring 
content to align with the visual and interactive nature of these platforms can enhance brand 
visibility and engagement. 

Recognizing the substantial impact of influencers on consumer purchasing decisions, 
businesses should strategically collaborate with influencers to promote their products. Building 
authentic and lasting partnerships can contribute to increased brand credibility and consumer trust. 

Given the correlation between visually appealing content and impulse buying behaviors, 
businesses should invest in a compelling visual content strategy. High-quality images, engaging 
videos, and aesthetically pleasing content can capture consumer attention and drive spontaneous 
purchases. 

The positive reception of integrated e-commerce features within social media platforms 
suggests a strategic opportunity for businesses. Streamlining the online shopping experience 
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through shoppable posts and in-app checkout options can capitalize on consumers' desire for 
seamless transitions from inspiration to purchase. 

Marketers should leverage the insights gained from the research to inform their decision-
making processes. Understanding the nuanced relationship between social media, influencers, and 
consumer behavior enables marketers to tailor campaigns that resonate with the preferences and 
habits of the target audience. 

The emphasis on brand engagement strategies underscores the importance of authentic 
interactions. Marketers should prioritize building genuine connections with consumers through 
personalized responses, behind-the-scenes content, and community-building initiatives to foster 
brand loyalty. 

Recognizing the varied influences on different demographics, marketers should tailor their 
strategies accordingly. Generation-specific campaigns can maximize impact by acknowledging the 
unique preferences and behaviors of distinct age groups within the target audience. 

As ethical and sustainable considerations gain prominence in online fashion purchases, 
policymakers can play a role in encouraging transparency and responsible business practices. 
Supporting initiatives that promote ethical sourcing, sustainable manufacturing, and corporate 
responsibility can align with evolving consumer values. 

Policymakers can explore the implementation of consumer protection measures, especially in 
the context of online transactions. Ensuring transparency in product information, secure payment 
gateways, and effective mechanisms for addressing consumer grievances can enhance trust in 
online fashion transactions. 

Given the increasing reliance on social media for fashion inspiration and purchases, 
policymakers could support digital literacy initiatives. Empowering consumers with the skills to 
navigate online platforms, discern credible information, and protect their privacy can contribute to a 
safer and more informed online shopping environment. 
 
4. CONCLUSION  
This research has provided a comprehensive exploration of the influence of social media on 
consumer behavior in the realm of purchasing online fashion products. The findings offer valuable 
insights that hold significance for businesses, marketers, and policymakers navigating the dynamic 
landscape of the digital fashion retail sector. The study has illuminated the central role of social 
media platforms, particularly Instagram and TikTok, as primary sources of fashion inspiration for 
online consumers. The ascendancy of these platforms signals a shift in consumer behavior, 
underscoring the need for businesses to adapt their strategies to align with the evolving 
preferences of the modern digital consumer. Influencers emerged as powerful agents shaping 
consumer purchasing decisions, emphasizing the strategic importance of collaborations and 
partnerships with influential figures in the online space. The sway of influencers extends beyond 
mere endorsement, playing a vital role in establishing brand credibility and influencing the choices 
of a diverse and engaged audience. Visual content on social media was identified as a catalyst for 
impulse buying behaviors, highlighting the significance of a compelling visual content strategy for 
businesses. The integration of e-commerce features within social media platforms, such as 
shoppable posts and in-app checkout options, signifies a seamless transition from inspiration to 
purchase, presenting strategic opportunities for businesses to capitalize on impulsive consumer 
tendencies. Social proof and peer influence emerged as critical factors in the online fashion 
purchasing process, emphasizing the importance of user-generated content and authentic peer 
recommendations. Brands that actively engaged with consumers on social media, fostering 
personalized interactions and community-building initiatives, were found to enhance brand loyalty 
in the digital realm. The research also uncovered nuanced differences in the impact of social media 
on consumer behavior across demographics, with younger generations exhibiting a higher reliance 
on these platforms for fashion inspiration. This insight underscores the need for marketers to tailor 
their strategies to resonate with the preferences of distinct age groups within their target audience. 
As ethical and sustainable considerations gain prominence in online fashion purchases, the 
findings suggest a growing awareness among consumers, presenting an opportunity for 
businesses to align their practices with evolving ethical standards and consumer values. In light of 
these insights, businesses are encouraged to strategically leverage the power of social media, 
influencers, and visual content to engage with consumers authentically and drive online fashion 
sales. Marketers can use the findings to inform data-driven decision-making and tailor campaigns 
that resonate with the diverse and dynamic behaviors of the digital consumer. Policymakers, 
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recognizing the implications of online consumer behaviors, may consider initiatives to promote 
ethical business practices, protect consumer rights, and enhance digital literacy in the context of 
online fashion retail. This research contributes to the growing body of knowledge surrounding the 
intersection of social media and consumer behavior in online fashion retail. As the digital landscape 
continues to evolve, the insights derived from this study serve as a guide for industry stakeholders 
seeking to navigate the complexities of the digital fashion marketplace, fostering meaningful 
connections with consumers and contributing to the sustainable growth of the online fashion sector. 
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