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Abstract: This study explores the influence of social media on women’s apparel retailers in Greater
Bangalore, focusing on platforms like Facebook, Pinterest, and Instagram. Findings show that social
media elevates brand awareness for even small retailers via influencer partnerships, targeted ads, and
engaging content. It enhances customer interaction, loyalty, and facilitates direct sales through social
e-commerce integrations like Instagram Shops. Retailers adapt to shifting trends using social
listening, optimizing supply and stock management. However, they face challenges such as high
competition, algorithm reliance, and reputation management. Overall, social media has become
essential for visibility, sales, and consumer engagement in this market.

Keywords: Social Media Marketing, Women’s Apparel Retail, Influencer Partnerships, E-commerce
Integration

L. INTRODUCTION
This study aims to clarify the changing marketing environment, the power dynamics at play, and the tactics that
can help influencers and companies alike. By examining how internet influencers and the retail clothing industry
interact Research will improve knowledge of contemporary marketing tactics and provide useful guidance for
clothing retailers hoping to prosper in the digital era.

II. OBJECTIVES

e To evaluate Bangalore's retail apparel stores' present social media presence.

e To investigate how social media advertising techniques affect brand recognition and consumer
engagement for Bangalore-based retail apparel stores.

e To determine which social media networks are the most successful

e To look into Bangalore consumers' opinions and preferences about retail apparel stores according to their
social media activity.

e To make doable suggestions for enhancing Bangalore's retail apparel stores' social media marketing
plans.

III. LITERATURE REVIEW
Impact of Digital Marketing on E-commerce and Business Performance: Studies reveal mixed outcomes on the
link between digital marketing orientation and firm success. For small and solo entrepreneurs in Hyderabad, digital
marketing did not show a strong connection to business success. However, globally, e-commerce companies leverage
virtual marketing and social media to drive growth, with platforms like social e-commerce enhancing audience building
and brand value (Sudarshan Chakravarthy et al.; Junaidi et al.).
Digital Marketing's Role in Entrepreneurship and Consumer Attraction: Research highlights that adapting to
digital marketing trends is essential for modern entrepreneurship, especially in customer attraction and audience
engagement. Web analytics and tailored marketing strategies enhance consumer attraction across different regions and
industries, such as fashion and grocery e-commerce, allowing firms to tailor their strategies bagedon specific consumer
behaviors and market dynamics (Bizhanova et al.; Goswami et al.).
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Digital Marketing Strategies and Future Trends in E-commerce: Future digital marketing strategies are shifting
towards innovative approaches like Al, virtual reality, and 3D technology to elevate consumer experience and expand
market reach. In the Indian market, digital marketing strategies—such as social media engagement and CRM—are

pivotal for targeting diverse consumer segments and driving online purchase intentions, with studies advocating for
continuous evolution to maintain competitiveness (Sihare; Dastane).

IV. RESEARCH METHODOLOGY
Descriptive research was employed, and a structured survey was administered to sample of 100 employees.

SAMPLING
Stratified random sampling was used while collecting data from 100 respondents.

STATISTICAL TOOLS
ANOVA (Analysis of Variance): States that Employee engagement impacts on employee retention.
COERELATION: Shows that there’s a positive corelation between Employee engagement and employee

retention.
ANALYSIS
Respondents:
AgeGroup | "0 L | Per Respondents' Age
Distribution
18-24 33 339

2534 23 250, \
)

)

35-44 19 10%
45 and 23 23%
above
1324 H35 34 3544 45 and above B Total
Total 100 100%

Respondents' Gender Distribution

Gender Respondents: Per Respondents’ Gender
Number Distribution
Male 45 4504
Female 55 55%
Total 100 100%
-
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Distribution of Respondent Occupations

Occupation No. of Percentage Distribution of Respondent Occupations
Respondents
Student a1 1% \
Professional 33 33%
Entrepreneur 18 18% ))
Other 8 8%
Total 100 100% WSudent ®Professionsl M Entreprencur ® Other MTotsl M

Respondents' Monthly Income Distribution

Monthly No. of Percentag,
Tacini Respondents i Respondents' Monthly Income
Distribution
Below 20,000 35 35%
20,001 - 40,000 30 30% \ \,ﬁm
)
40,001 - 60,000 20 20% ]
Above 60,000 15 15%
W Below 20,000 ™ 20,001 - 40,000 ™ 40,001 - 60,000
Total 100 100% Above 60,000 M Total

Monthly Clothes Shopping Frequency

Frequency No. of Percentage :
Ruspondeits Monthly Clothes Shopping
Rarely (1-2 fimes) a1 41% Frequency
Occasionally (3-4 times) 29 29% \
Frequently (5 or more 20 20% ;«g
times) rd
I don't shop for 10 10%
clothing ®Rarely (1-2 times) ® Occasionally (3-4 times)
Total 100 100% Frequently (5 or more times) 1 don't shop for clothing
ota 0
mTotal

V. DISCUSSION AND RESULTS
The use of descriptive statistics, provides insight into. Here, key findings and implications are discussed in more detail.

KEY FINDINGS

» The largest group of respondents, those who are in the 18-24 age range, shows a varied age distribution among
younger and older people.

* Among responders, women make up the majority gender.

* The largest occupational category is made up of students, then professionals and business owners.

* The bulk of participants make under 20,000 Indian rupees every month.

* There is a noticeable level of faith in influencers' wardrobe advice.

VI. CONCLUSION
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particularly significant impact. Influencer content's capacity to engage and connect with customers is facilitated by their
perceived relatability and authenticity.

VIIL. LIMITATIONS
* Time constraints limited the depth of the research.

* There wasn't enough information provided for some aspects of the study.
* Confidentiality concerns restricted the scope of the research
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