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ABSTRACT

Social media plays a crucial role in shaping consumer behaviour in the market. This
research intends to examine how social media marketing affects clothing related
consumer behaviour in Colombo, Sri Lanka. By focusing on the question as to how
social media marketing affects consumers' decision-making process generally in
relation to clothing companies, the study examines the historical development of
Instagram, Facebook, TikTok, and YouTube, assess the influence of social media on
customer behaviour, and provide guidance to clothing firms on enhancing their social
media marketing tactics. The study specifically targeted active social media users in
Colombo, with a focus on 100 consumers as samples from the clothing industry who
utilize social media. The data collected underwent reliability analysis to assess its
dependability, while additional statistical techniques such as Pearson correlation,
multiple linear regression, simple linear regression, and descriptive statistics were
employed to examine the proposed hypotheses. The results of this study showed that
customer purchasing behaviour towards the clothing industry is positively impacted by
social media marketing. The empirical evidence gathered from this study unequivocally
supports the notion that social media marketing plays a significant role in shaping
consumer behaviours. It is worth noting that the impact of social media marketing
varies from country to country. In Bangladesh, it has a direct impact on consumption
habits. Purchase intentions also serve as an effective tool to acquire new customers in
India. Furthermore, in Sri Lanka, social media marketing has a positive potential to
increase purchase intentions. Sri Lanka's cultural landscape provides a unique context
for the study of consumer behaviour, which can be very different from other parts of
the world.
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INTRODUCTION

Background of the Study

Social media and digital marketing have significantly influenced customer behaviour
and thinking in the modern world. According to Zyman (1999) . “Traditional marketing
is not dying — it’s dead!” Utilising the internet and digital media the marketing has
become more essential to corporate strategy in the modern world than the traditional
marketing. The internet revolution has profoundly influenced customers. . The
consumer decision-making process model incorporates social media and platforms at


mailto:joseph@econ.cmb.ac.lk
mailto:nushra.mmm@gmail.com
mailto:ganesh@econ.cmb.ac.lk

© A IntanFEIN
Siam Wniversity  [NTERNATIONAL CONFERENCE ON ECONOMICS, BUSINESS AND INTERDISCIPLINARY STUDIES (ICEBIS2024)

each stage, increasing awareness among fashion conscious consumers. These days
almost everyone has access to the internet and keeps up with all social media sites via
smartphones (Kemp, 2017).

Traditional Social media
marketing marketing

Figure 01: Transformation of Marketing Process
Source: Author developed

In the UK, 51% of businesses utilize social media marketing with brands like
PrettyLittleThing and Shein frequently promote their products on platforms such as
TikTok. A UK Statista survey reveals that 25.6% of professionals consider social media
to be the most effective digital marketing channel (Shepherd, 2024). A solid social
media strategy can help businesses attract cost-effective visitors and boost traffic
through various channels. In the Sri Lankan clothing industry, brands such as Victoria's
Secret, Liz Claiborne, Jones New York, Nike, Tommy Hilfiger, Triumph, Marks &
Spencer, Boss, and others have established a strong international reputation for
ethically producing high-quality clothing (EDB, 2019). Local fashion chains such as
Nolimit and Odel have also launched their brands, while labels such as Carnage, F.O.A,
Pepper Street, Cool Planet, and Jezza have captured local markets by adopting
unconventional approaches.

Social media marketing has become crucial in the local context of Sri Lanka, especially
in Colombo. As the number of people using the internet increases, social media sites
such as Facebook, Instagram, TikTok, and YouTube have become increasingly
important for connecting local consumers with clothing manufacturers. Influencers
play a crucial role in determining consumer choices and fashion trends, and social
media enables real-time communication between consumers and brands, promoting a
sense of community (Daily News, 2024). A new dimension of the social media network
has emerged for social media marketing. Due to its ease of use, efficiency and
accessibility for clients, the social media has now become an essential part of the
business operations. In the highly competitive clothing industry, the clothing
businesses must strive to maintain their market share. While brands employ almost the
same marketing tactics and distribution channels, communication is a crucial
component of brand strategy and can significantly influence a brand's success.
Businesses are evidently utilising social media to its fullest for marketing purposes,
which can create several opportunities for success.

Problem Statement

Small and medium-sized clothing entrepreneurs in Sri Lanka are redefining traditional
fashion by embracing fast fashion trends in response to the digitally driven economy.
With 14.58 million internet users in January 2023, 66.7 percent of Sri Lankans were
using the internet at the beginning of the year. In 2023, age group of 25 to 34 years old
had the largest monthly internet user base (ASIA PACIFIC INSTITUTE OF DIGITAL
MARKETING (PVT) LTD, 2023). Clothing firms utilize Facebook, Instagram, and
YouTube to market their products and engage with their online community. However,
the social media platforms available to Sri Lankan retail clothing firms are restricted,
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and there is a difference in how different age groups use social media for their intended
purchases due to concerns of insecurity. Preliminary research conducted on January 2,
2024, revealed that clothing businesses in Sri Lanka face problems from people aged
above 50, poor social media content, economic issues, and negative feedback from
fake profiles. Understanding how social media tactics influences consumer behaviour
is crucial for organizations to allocate resources effectively and enhance their brand
marketing strategies.

Objectives of the Study

The objectives of the study are;

1. To identify the nature of responses from consumers of social media marketing and
consumer behaviour in the clothing industry in Colombo.

2. To examine the relationship between social media marketing and consumer
behaviour in the clothing industry in Colombo.

3. To analyse the effect of social media marketing on consumer behaviour in the
clothing industry in Colombo.

Key Contributions

Through an analysis of social media marketing dynamics, the study seeks to
comprehend the socio-cultural, economic, and consumer preferences within the
Colombo clothing industry. The focused methodology of the research is essential for
customizing marketing strategies to meet the distinct needs and preferences of Colombo
shoppers. This approach leads to more effective interventions in the clothing industry
within this region, even though geographical limitations may restrict the application of
results to different regions or demographics.

LITERATURE REVIEW

The fashion industry is a multi-national enterprise that manufactures and sells clothing,
encompassing four sections: producers of raw material, producers of fashion items,
retail sales, and advertising and promotion. Fashion trends are constantly evolving, with
styles from the past decades gaining popularity due to sharing information online and
social media. The fashion environment has modernized due to technological changes,
leading to new trends. The short product lifecycle of fashion products is becoming
shorter due to digital developments. Effective promotional techniques are crucial to
attract, retain, and build customer loyalty. The fashion industry is a global business
characterized by a short product life cycle, and technological advancements directly
influence fashion industry trends and customer loyalty (Scuotto, Del Giudice, Della
Peruta, & Tarba, 2017). Therefore, the fashion industry is a global business with a short
product life cycle.

Consumer Behaviour

Consumer behaviour is a widely used concept in social science research, spanning over
50 years (Arndt, 1986). It focuses on how consumers make decisions to fulfil their
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needs and desires by purchasing products or services in the market. This involves
understanding individuals' psychological, physical, and social activities during the
purchase, use, and disposal of goods or services (GAJJAR, 2013). Consumer behaviour
is crucial in marketing to succeed in the market and focuses on how individuals use
their available resources, such as time, effort, and money, to purchase and use products
or services to satisfy their needs. Thus, it is essential to identify consumer behaviour in
marketing to succeed in the market

Virtual Customer Relationship

The rapid advancement of technology has shifted the focus on managing virtual
customer relationships through online platforms. These virtual relationships contribute
to increased consumer loyalty, brand loyalty, positive e-word of mouth, and long-term
customer relationships. Virtual customer management is an efficient and accessible
way to assist consumers. Organizations can assess customer needs, gather timely
responses, and share information through social media platforms. Strengthening virtual
relationships can be achieved through online discussion forums, virtual design toolkits,
and customer participation in innovation and value creation (Nambisan & Baron, 2007).

Social Media Advertising

Social media advertising is a popular digital marketing strategy used by businesses to
promote their products and reach a large audience. It helps distribute key messages
based on demographics, preferences, and behaviours. The fashion industry often uses
social media as a cost-effective and convenient advertising tool (Ahmad, Salman, &
Ashiq, 2015). Preparing social media advertisements involves developing quality, and
attractive content, focusing on entertainment and familiarity with the target audience.
Factors such as social imaging, and advertising spending should be considered when
creating advertisements. Overall, social media advertising is a crucial digital marketing
strategy for businesses.

Electronic Word of Mouth

Electronic Word of Mouth (EWOM) emerged in the 1990s as a digital buzzword, refers
to the sharing of information about products or companies via online platforms such as
the internet, social media, and mobile communication. This has a direct impact on
organizational sales, consumer purchasing decisions, satisfaction, loyalty, and brand
relationship creation (Chu, 2021). Virtual communities consider EWOM before making
decisions on purchases, and it can have positive or negative consequences. Social media
groups allow users to share opinions, reviews, and suggestions about products or
services, comments on advertisements and offer recommendations. EWOM enhances
social interaction and strengthens social bonds. Fashion industry consumers use
EWOM before making purchase decisions (Sherestha, 2011).

Social Media Trends

Organizations are increasingly utilizing various social media trends in their marketing
activities. Short-form videos are increasingly used to clarify product characteristics,
tutorials, and reviews. TikTok is emerging as a key platform for connecting with
customers and highlighting product manufacturing processes, packaging, and customer
reviews. Investment in video production is aimed at enhancing customer base, brand
image, and satisfaction. Live streams are becoming popular for sharing public relations
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and community programs (Luttrell, 2018). Virtual and augmented reality is also
becoming popular media trends. As social media functions continue to evolve,
organizations can leverage these new trends for their content creation.

Social Media Marketing and Consumer Behaviour

Social media marketing is a successful and low-cost strategy used by organizations to
engage with their target audience and promote their products and services. It allows
businesses to communicate with existing customers and attract new ones and helps
track clients through data analytics (Tuten, 2023). Previous studies have demonstrated
that social media marketing can significantly influence consumer behaviour (KAPNIA,
2022), particularly within the fashion industry. Studies have also found that electronic
word of mouth, virtual customer relationships, trends, and advertising can enhance
purchasing decisions. These studies have also revealed that social media advertising
can enhance awareness about products among the virtual community. In the sport
apparel sector, studies have found that social media marketing activities can influence
consumer behaviour. In India, studies have found that social media advertising directly
influences changing consumer purchasing behaviour (Dewia, Herlina, & Boetar, 2022).
In Malaysia, studies (Tissera & Mudiyanse, 2022) have found that EWOM and online
advertisements positively influence purchase intentions among younger generation.
Overall, social media marketing can significantly influence consumer behaviour and
satisfaction in the fashion industry.

METHODOLOGY

Research design comprises the research philosophy, research approach, research
strategy, time horizon, techniques, and processes. It also defines the overall framework
of the research methodology (Jain, 2022). The research design is questionnaire-based
research to test the hypotheses. This research endeavours to comprehend the influence
of social media marketing elements on consumer conduct inside the Colombo clothing
industry. Quantitative research provides insights by revealing neutrality in the gathered
information. The personal characteristics of social media marketing that influence
consumer behaviour in clothing industry are identified through a descriptive research
approach.

The study's target group was defined as consumers who use social media, and this was
then sub-divided to include just those who use one of the social media platforms listed
in the questionnaire (YouTube, Facebook, TikTok, and Instagram). Additionally, since
the study focussed on consumer behaviour in Colombo, the target group consisted of
Colombo residents under the age of 40. The apparel industry was also limited to
individuals who made purchases from the retailers listed in the questionnaire (Carnage,
F.O.A, Odel, Jezza, Cool planet and Nolimit). The sampling approach employed in this
thesis is the probability sampling method. Random samples of Colombo residents were
selected, and these individuals were subsequently provided the prerequisite
questionnaire. Furthermore, a cluster sample strategy was employed within the wider
probability sampling framework for this study due to the limited number of options—
specifically, six garment brands and four social media platforms - available among
residents of Colombo. Therefore, the sampling technique that the researcher has used
in this study is a random cluster sampling technique. Samples were chosen at random,
on the specific characteristics required for the study.
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The research technique classified as a “survey" refers using questionnaires to gather
data. The study's temporal horizon might be specified as either one-shot or cross-
sectional, indicating that data were only collected once (Lee, 2003). Cluster sampling
was employed to gather data from a sample of 100 consumers, all part of the study’s
target audience - clothing customers and active social media users residing in Colombo.
Since most statisticians including James Cridland (2023). Agree that a sample size of
at least 100 is necessary to provide any form of meaningful result, the sample size was
set accordingly

The questionnaires served as the main source of data for this study. Consequently, the
target respondents received them both offline and online with online distribution carried
out via WhatsApp. The researcher created a QR code for accessing the questionnaire
which was then shared with the six clothing stores listed. The questionnaire consisted
of 25 mandatory questions, divided into 8 sub sections. The first two questions in the
It section served as criteria to ensure that respondents met the target group
requirements before proceeding with the rest of the questionnaire. The first question
asked the respondents whether the respondent resides in Colombo and the second
asked whether they are an active user of social media. If these two criteria were not
met, the Google Form would automatically end, prompting the respondent to submit.

Conceptual Framework

The conceptual framework was developed using the elements identified in the literature
review as a guide.

Virtual Customer

Relationship (VCR)

Social Media H1

Advertisements
(SMA)

Consumer

H2

Behaviour
(CB)

Electronic Word of

Mouth (EWOM) 3

Social Media H4

Trends (SMT)

Independent variable Dependent variable

Figure 2 - Conceptual model of the study
Source: Author developed

The main hypotheses are summarized as follows:
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Hia -There is a positive linear relationship between virtual customer relationship in
social media marketing and consumer behaviour in the clothing industry.

H2a -There is a positive linear relationship between advertisements on social media
marketing and consumer behaviour in the clothing industry.

H3sa -There is a no positive linear relationship between EWOM in social media
marketing and consumer behaviour in the clothing industry.

Hua -There is a positive linear relationship between trends on social media marketing
and consumer behaviour in the clothing industry.

In this study, the null hypothesis (Ho) posits that there is no significant relationship
between social media marketing and consumer behavior. Conversely, the alternative
hypothesis (Ha) suggests that a significant difference does exist

Statistical Treatment of Data

Statistical Packages for Social Sciences (SPSS) is the analytic programme that was used
to analyse the acquired data as the study was more quantitative in nature. All variables
deemed reliable for the purposes of this study when the data were first subjected to a
reliability analysis using Cronbach Alpha. Descriptive statistics were also applied to the
data to determine the mean value and assess whether the responses supported the
hypotheses were agreeable. Multiple regression analysis was utilised to determine the
impact of the variables, while Pearson's correlation analysis was employed to assess the
relationship between two variables as the researcher has used interval scale for the
questionnaire. To verify the assumptions, scatterplots and validity tables were also
employed.

DATA ANALYSIS
Descriptive Statistics

Table 01: Descriptive Statistics

Descriptive Statistics
Measures VCR SMA |[EWOM | SMT CB
N Valid 100 100 100 100 100
Missing 0 0 0 0 0
Mean 42725 4.3575| 4.4325| 4.3567| 4.4967
Std. Deviation 73777| .70465| .53637| .64311| .66582
Skewness -995| -1.163| -1.087| -1.462| -1.696
Std. Error of 241 241 241 241 241
Skewness
Kurtosis -.164 279 .889 2.573 2.790
Std. Error of 478|478 478 478 478
Kurtosis

Source: survey data, 2024
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The table above represents the descriptive statistics. In comparison to standard
deviation, the researcher analysed the variability in consumer responses. The highest
standard deviation is observed in the virtual customer relationship with a value of
0.7377. Therefore, responses to virtual customer relationships show greater variability,
compared to the other variables. The lowest standard deviation, which is 0.536, is
associated with EWOM. Consequently, responses to EWOM exhibit less variability
compared to other items. Social media advertisements, social media trends and
consumer behaviour have standard deviations in the range of 0.7 to 0.6, which indicated
a moderate level of variability, suggesting that consumer responses to these items are
more consistent compared to EWOM.

Reliability Test
Table 02 : Reliability Test

Source: Survey,2024

Variable Cronbach's No. of Status
Alpha items

Virtual Customer Relationship (VCR) 0.782 4 Good
Social Media Advertisements (SMA) 0.876 4 Good
Electronic Word of Mouth (EWOM) 0.785 4 Good
Social Media Trends (SMT) 0.754 3 Good
Consumer Behaviour (CB) 0.828 3 Good
All variables 0.950 18 | Excellent

The researcher conducted a reliability analysis on interval scale items, including virtual
customer relationships, social media advertisement, EWOM, social media trends, and
consumer behaviour. The results demonstrated high internal consistency among the
variables, with Cronbach's Alpha values exceeding 0.7. VCR, the first independent
variable, , had a reliability of 0.782, while SMA, the second variable, had a reliability
of 0.876, and EWOM and SMT, the third and fourth variables , had reliabilities of
0.754, and 0.828 respectively. After addressing the objectives, the researcher
operationalized the variables, confirming their high internal consistency and reliability.
The Cronbach's Alpha value for all variables is 0.950.
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Homoscedasticity
Scatterplot
Dependent Variable: Behavior
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Figure 3 - Homoscedasticity

In the scatter plot, the researcher presented standardized residuals against the
standardized predicted values. The scatter plot illustrates the residual behaviour of
consumers. The residuals are randomly distributed with no systematic pattern
observed. This means that there is no funnel shape, indicating regression model does
not have heteroscedasticity problem. This suggests that the model is effective.

Table 03 : Pearson’s Correlation Coefficient

Pearson Correlations
VCR SMA EWOM SMT CB

VCR | Pearson 1 | |l esst| 716™
Correlation

Sig. (2-tailed) .000 .000 .000 .000

N 100 100 100 100 100

Pearson 782" ] 905 786™| 843"
Correlation

SMA |[Sig. (2-tailed) .000 .000 .000 .000

N 100 100 100 100 100

EWOM Pearson' 797 905" 1 737 774**
Correlation

Sig. (2-tailed) .000 .000 .000 .000

N 100 100 100 100 100

SMT | Pearson 655" 786" 737 1| 853
Correlation

Sig. (2-tailed) .000 .000 .000 .000

N 100 100 100 100 100
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(B |Peatson J16| 843|714t 853 1
Correlation
Sig. (2-tailed) .000 .000 .000 .000
N 100 100 100 100 100
**_Correlation is significant at the 0.01 level (2-tailed).

Source: Survey, 2024

The correlation analysis reveals a highly significant positive relationship between
virtual customer relationships and consumer behaviour. The probability of adding
social media content to consumer behaviour is also high, with a coefficient of
correlation of 0.843. The probability of EWOM also shows a high positive relationship
with consumer behaviour, with a coefficient of correlation of 0.774. The P value of the
relationship between trend and consumer behaviour is also high, with a coefficient of
correlation of 0.853. Overall, the study indicates a strong positive relationship between
social media marketing factors and consumer behaviour.

Multiple Linear Regression Model

Table 04: Model Summary

Model Summary®

Std. Error
Mod R Adjusted R of the Durbin-
el R Square Square Estimate Watson
1 .900° .809 .801 29666 1.598

a. Predictors: (Constant), (VCR), (SMA), (EWOM), (SMT)
b. Dependent Variable: (CA)
Source: Survey, 2024

The model summary shows a coefficient of determination of 0.809, explaining 80.9%
of consumer behaviour, with an adjusted coefficient of determination of 0.801. This
indicates that the model is well-fitted and there are no unnecessary independent
variables. The multiple correlation of 0.900 indicates a strong correlation between
social media marketing factors, including virtual customer relationships, ads, EWOM,
and trends. The Durbin-Watsons statistics of 1.598 indicates that the residuals are
independent, confirming the model's validity.
Table 05: ANOVA

ANOVA?
Sum of Mean

Model Squares | df | Square F Sig.
I |Regression 3s.s27| 4l sss2| 10701 ooor

Residual 8.361| 95 .088

Total 43.888| 99
a. Dependent Variable: (CA)
b. Predictors: (Constant), (VCR), (SMA), (EWOM),(SMT)

Source: survey,2024
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In the regression ANOVA, the probability associated with the F statistics is 0.000. This
is highly significant, indicating that the model is jointly significant. Therefore, all the
independent factors of social media marketing jointly influence consumer behaviour.
This means that virtual customer relationship, ads, EWOM and trends jointly influence
on consumer behaviour.

Table 6 : Coefficient

Coefficients?®
Standardize
Unstandardized d Collinearity
Coefficients Coefficients Statistics
Tolera
Model B [Std. Error Beta t Sig. nce VIF
1 [(Constant) 375 276 1.362 177
VCR .085 .065 .094 1.298 197 382 2.615
SMA .380 A17 402 3.246 .002 131 7.657
EWOM -.024 131 -.020 -.186 .853 179 5.582
SMT 508 076 490 6.706 .000 375 2.665
a. Dependent Variable: (CA)

Source: Survey, 2024
According to the study, the equation can be rewritten as:

CA=f, + BVCR+ ,SMA + BLEWOM + B,SMT + & ............ (01)

CA=0.375+0.085VCR +0.380SMA —0.024 EWOM +0.508SMT ...(02)

According to the individual coefficients, probability for ads is 0.002 which is highly
significant. Individual beta value is 0.380, indicating that ads have a high significant
positive effect on consumer behaviour. The P value of trend is also highly significant at
0.000 and the individual beta value is 0.508. This indicates that trend also has a high
significant positive effect on consumer behaviour.

The other two factors are individually insignificant with a P value of 0.197 for virtual
customer relationship and a P value of 0.853 for EWOM. . Therefore, while these two
variables do not individually affect the consumer behaviour, they influence jointly on
consumer behaviour. According to standardized coefficient of beta, most influencing
factor is e trends, with a standardized beta coefficient of 0.490. The second most
influential factor is ads with a standardized coefficient of 0.402. According to the
collinearity statistics, all the VIF values are less than 10, indicating that the independent
variables are not perfectly correlated. This indicates that the beta values accurately
represent the corresponding effect of the variables. This means that there is no
multicollineraity problem validity of the model.
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Table 07: Validity Test

Standardized
Social media Residual

Virtual Pearson

Correlation 000

Sig. (2-tailed) 1.000

N 100
Ad Pearson

Correlation 000

Sig. (2-tailed) 1.000

N 100
EWOM Pearson . 000

Correlation

Sig. (2-tailed) 1.000

N 100
Trend Pearson

Correlation 000

Sig. (2-tailed) 1.000

N 100

Source: Survey ,2024

According to the relationship between social media marketing factors and standardized
residuals all the p values are perfectly significant, with a value of 1.00. This means that the
independent variables are not correlated with the residuals,indicating that the model is highly
valid. This means that all the variables have a positive linear correlation with the dependent
variable consumer behaviour. Therefore, all the Hn hypotheses are accepted, and all the Ho
hypotheses are rejected, according to the findings. The models are thus considered highly valid.

Hypothesis Summary

The main objective of this study was “To identify how social media marketing factors has
impacted consumer behaviour in the clothing industry in Colombeo.” This objective was
dissected into 3 sub objectives and all of which were addressed. This study has therefore
addressed all the objectives and research questions using the techniques mentioned above. It
has also tested the hypothesis using these techniques to determine if all the alternative
hypotheses are accepted and the null hypothesis rejected.

Table 8 - hypothesis summary (source: Survey, 2024)

Hypothesis | Relationship Status Justification
H1 Positive Accepted | R=0.76
significant R square= 0.512

P- value = 0.000
Coefficient= 0.484
H2 Positive Accepted | R=0.843
significant R square=0.711

P- value =0.000
Coefficient=0.597
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H3 Positive Accepted | R=0.774
significant R square=0.599
P- value =0.000
Coefficient=0.720
H4 Positive Accepted | R=0.853
significant R square=0.728
P- value =0.000
Coefficient=0.883

The results show that each of the four hypotheses has a positive and significant impact on the
variables of social media marketing and consumer behaviour. The null hypothesis is rejected,
while the alternative hypothesis, which confirms the validity of variables is accepted. All the
independent variables have a collective impact on the dependent variable.

CONCLUSION AND RECOMMENDATIONS

In conclusion, the purpose of this study was to evaluate how social media advertising impacts
consumer behaviour, with a particular focus on the apparel sector. The collected data were
analyzed using both inferential and descriptive statistics. Consequently, the results of the
regression analysis demonstrate that the independent variables have a significant impact on the
dependent variable. The study's four hypotheses were all accepted as the variables—VCR,
trends, EWOM, and Ads were found to have a substantial positive significant influence on
the dependent variable, and consumer behaviour. The study's implications offer apparel
retailers and marketers with valuable insights. Similarly, this research serves as a valuable
literature source for researchers in the future.

Culture has the potential to influence the fashion business. Accordingly, cross-cultural factors
should be a primary focus of future research. This research solely focuses on the general
changes in customer behaviour resulting from the social media marketing. Therefore, it is
imperative that researchers in the future quantify the influence of every aspect of the
behavioural process. Moreover, the study collected data through a survey, which may have
limitations such as unclear questions that could lead to decline to answer. Consequently, it
would be advisable for future research to modify the questions to better identify deeper
emotional drivers. From the study's perspective, the quantitative aspect was primarily
examined. Therefore, both qualitative and quantitative approach should be adopted to generate
much more accurate data. Furthermore, since the study’s measurement of social media
marketing on consumer behaviour is restricted to the fashion industry, further research is
needed to generalize the findings to other contexts. The study's sample size of 100 participants
may limit the reliability of results for a large population and the geographic scope being
restricted to Colombo further affects generalization. Therefore, additional investigations are
necessary to generalize the findings and further research is needed for much more reliable
results.

In addition, this study employs a cluster sampling approach, focusing on a specific number of
clothing retailers and social media platforms. This approach may introduce biases and does not
include the individuals that uses other social media platforms, which could influence their
behaviour. Therefore further research is needed.
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