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ABSTRACT

ORIGINAL ARTICLE It is expected that e-retail in sectors like
fashion, lifestyle products, consumer durables, and
apparel, will increase exponentially. With time, the
internet isgetting popular. Thisresearch paper aims
to see the impact of online marketing in the
apparel segment. Research of this study wasaimed
to describetherelationship between variables. For
example, attitude versusonline purchaseintention,
attitude versus chosen factors (convenience,
product performance risk, financial risk, privacy

Author risk, and hedonic shopping motive), post-purchase
Praveen Nayak services, and all. To fulfill the objective a survey
method was adopted where primary data was
collected from 150 respondents from Lucknow and
Kanpur District of UP. For gaining significant
insights, the data was further utilized to test the
hypothesis by the application of the Chi-square
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INTRODUCTION

‘ Itisexpectedthat e-retail insectorslikefashion,
‘. lifestyle products, consumer durables, apparel, and
footwear will increase exponentialy. With time, the

internet hasbecomepopular inIndia Indian customers
Originality Assessment are getting accustomed to various internet-based
29 sarvices. They arespeedily graduating frommereemal

it accesshbrowsing to availing essentid services(Techno

RO .15 OO Pac, 2013). Josh and Ling (2012) opined that the

TR L MAMATEY SRl Sk i Fr omseiior N O o best part of online marketing isthat customerscan
shop whenever they find leisuretimeand right from
thecomfort of their homes(Suresh et al 2011), online
marketing hasincreased and becomesvery popular
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inIndia. Peoplebuy shoes, T-shirts, Kurtis, sarees, lingerie, and designed wear itemsonline. Around 47% of

‘ Wbrldwidelnsights 2008). Theshopping community
in Ind| awoul d bearound 28 mi I I|on and around USD 71 billion spent on OnlineMarketing. Indian shoppers
are spending 11% of their income on shopping over the Internet.

Inter net

Over thelast two decades, theinternet has changed in different ways. It developed in theeraof time-
sharing but has survived the eraof persona computersand networking. Internet users can access millions of
dataon different topicsover theinternet or link with other internet usersin many partsof theworld. Inthe21st
century, theinternet isnot just acollection of successful technol ogies but hasbecomeapart and parcel of our
daily lives. It hasbeen fulfilling our basic needsin different ways. With the support of upgraded hardware
technol ogies like computers, smartphones, and software systems, the Internet has been expanding more
rapidly than ever expected. TheInternet isasystem where users can communi cate with one another through
interconnected computers, phones, and other similar kinds of Internet-friendly devices (Belch and Belch,
2004). TheInternet a so provides acompetitive advantage to companiestrying to build their brand image
(Evanschitzky et al. 2004; Levenburg 2005). This has been hel ping companies to strengthen customer
relationshipsand customizetheir offersto the customers (Srinivasan, Ander son, Kishore, 2002). Marketers
can quickly communicate with customersand prospectsirrespectiveof their locations.

Digital Marketing

Digital marketingin actua termsistheutilization of modern technol ogiesto boost marketing-related
activitiesso that customer understanding can beenhanced by talying with their requirements. Digital marketing
hasturned out asapowerful tool to expand outreach and increase businessrevenue. For businessesto grow,
theonlineand traditiona methodswill haveto work intandem so that the requirements of the customerscan
be conformed toin amore preci semanner. Technology has madeit much easier for marketersto managetheir
webdgtesand attain their bus ness objectives. Onlinemarketingisinstrumenta in building brandsandincreasing
web traffic for organizationsto gain success.

Online Marketing

Therapid penetration of theInternet in businesshasled tothebirth of onlinemarketing. Onlinemarketing
involvesretailing productsthrough e-services, digita promotions, building long-term relationshipswith the
customer, and securing an online payment. Online marketing facilitates two-way communication anong
customersand online marketersand supports an easy and flexible online channd for the saleand purchase of
goods and services (Muylle & Basu, 2004). With the growth of technology, adiverse set of customersis
harbored in the domestic and globa onlinemarketplace. Onlinemarketingisrdiant oninformation processing
by customers. The ability of thewebsiteto track consumer behavior regarding search patternsand visiting
products. Onlinemarketing standsfor buying and sdling goods and servicesthroughtheInternet. Customers
can buy goods and services through the Internet in real-time from the seller, there would be no role of
intermediaries. Thetransaction can be processed € ectronicaly. In some cases, an intermediary may bepresent
inasdeor purchasetransaction such asthetransactions. A mgor shareof onlinemarketingisentirely conducted
indectronicformfor intangible products, but tangible productsaredelivered through courier or postal services.

Types of Online Marketing Channels

Online marketing comprisesvarious channel sto boost their business. Each channel requiresitsskills,
technical knowledge, and intelligenceto energize the online marketing campaign. Online marketing channels
have several forms Search Engine Optimization, Pay-per-click, Email Marketing, Video Marketing,
Microblogging, Content Marketing, Network Marketing, Affiliate Marketing, Contextual Marketing, and
Socid MediaMarketing. Social MediaM arketingisanew form of communication technol ogy that can act as
asourceof information, and circulateinformation among customers about the brand of theproduct, itsqualities,
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and specifications. Social Mediaisalong-term strategy that requires sustained effort (Her shberger, 2012).
Thecompany gainsanew communication of interactivity and enjoysagreat opportunity to attract customers,
businessintermediaries, and their suppliers(Cheung & Lee, 2012).

Online Marketing Factor

Product Quality and Variety: When shopping, customerswant abroad range of quality, price, and
variety in products. Theonlinemarket dlowsfor such diversity thus potentialy increasing onlinesales.

Product Promotion: Product promotions attempt to influence the customers’ purchasing behavior
Likeother retail methods, online channel s havevarious promotional toolssuch as corporatel ogos, banners,
pop-up messages, e-mail messages, and text-based hyperlinksto websites. Thesetypesof promotionshave
positively affected Internet buying.

Délivery M ethods. Online purchasingtypically involvestheuse of adelivery servicebecause of the
physical separation between the buyer and seller. For the consumer, this separation brings concern about the
timelag between when aproduct isordered and whenit isreceived aswell asthe potential added cost of
ddivery. These concernshurt online marketing.

Return Policy: The separation of buyer and seller noted above also plays arole in the customer’s level
of comfort regarding product returns. Today, businesses often respond to a customer’s request to return a
product by offering to repair, substitute, or refund the customer’s money.

Customer Service: (Walsh and Godfrey 2000) suggested that e-tailors might have an advantage
over brick-and-mortar counterpartsin the areaof customer servicewith their use of personalized websites,
product customi zation, and va ue-added work.

Influenceof OnlineMar ketingon Customers: Thetypical Internet user of thetwentieth century is
young, professiona, and affluent with higher levels of income and higher education (Palumbo and Herbig,
1998). They vauetimemorethan money which automatically makestheworking popul ation and dud-income
or single-parent householdswith time constraints better candidatesto betargeted by non-storeretailers. both
demographicsand personality variables such asopinion leadership or risk aversivenessare very important
factorsthat are considered in studiestrying to determine the antecedents of Internet purchases. Customers
with longer histories of Internet usage, educated and equipped with better skillsand perceptions of theWeb
environment have s gnificantly higher intensities of onlinemarketing experiencesand are better candidatesto
be captured in the well-known concept of flow in thecyber world.

OnlineMarketing Behavior: Identifying the pre-purchase intentions of customersisthe key to
understanding why they ultimately do or do not shop from theWeb market. Onestream of research ononline
consumer behavior consistsof studiesthat handl ethe variablesinfluencing theseintentions. A compilation of
someof thedeterminantsresearchershaveexamined i stransaction security, vendor quality, pricecondderations,
information and servicequality, system quality, privacy and security risks, trust, shopping enjoyment, valence
of onlinemarketing experience, and perceived product quality

Potential Drivers for Customers’ Adoption of Online Marketing

Accessibility and convenience: Thepossibility to shop anytime, from anywhereisthemost obvious
and most commonly cited advantage of online marketing and wasfound to be the most important perceived
consumer benefit of internet shopping inempirical studiesby (Jarvenpaa and Todd (1996-1997) and Kangis
and Rankin (1996).

Global Choice: Sincetheboundariesof online marketing are not defined by geography or national
borders, consumerswill benefit from awide sd ection of vendorsand products- including awider availability
of hard-to-find products.

OnlineDéelivery: For digital products, thewhole commercial cycle, including distribution, can be
conducted viaanetwork, providing instant accessto productsimmediately when aneed arises.
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Time Savings. Customers may benefit from the shopping process being faster inthe market space
than in the marketplace as aresult of the rapidity of the search process and the transactions (W gand &
Benjamin 1995, Krause 1998).

Literature Review

Kalaivani & Arun Kumar, (2018) intheir research article expressed that by using theinformation
provided by the consumer towardstheir online marketing activitiesthe online marketing behavior of the
customerscan be predi cted to acerta n extent. By predicting consumer purchase behavior, customized mailers
can be sent to the customers thereby motivating to buy the products. Fashion brands often attract customer’s
attention when thereisareasonabl el ow-price of fer attached to them. The authors suggested that setting up
price alert mailers or initiating text messages to the consumer’s mobile phone improves the sales of the fashion
brands. Bodla and Saini (2018) the authors of the current study aimed to identify the customer’s preference
for various productsand e-retailers. The primary datawas collected through astructured questionnairein
NCR and was analyzed through statistica toolslike Mann-Whitney U and Kruska Wallis. Theanaysisof the
data revealed that “‘electronic items’ are the major preferred products followed by ‘apparel/footwear and e
recharge’. Kumar Ajay and Kashyap Anil, (2018) in their research paper aimed to explorethe utilitarian
shopping motivationinonlinemarketing and vaidatethesefactorsthrough Confirmatory factor andysisinthe
Indian context. Theprimary datawas coll ected through astructured questionnaire. Thedataanalysisrevealed
that theavailability of adequateinformation may convert browsing into buying informeation about thewarranty
of productsreturned on websites motivating customerstowards online marketing. theauthors suggested that
the appropriatemix of identified factorsmay assist onlineretailersto increasetraffic at online marketing
Portals. Suraj Debbarma and Sutapa Debbarma (2018) in their research paper examined the customer
purchaseintention on onlinemarketing in North-eastern statesin India. Theauthor discussed the Technol ogy
Acceptance modd and introduced anew factor of belief viz perceived convenience. The study investigates
thedifferent externd factorsthat influence perceived usefulnessand perceived ease of useintheonlinemarketing
medium.

Research Methodol ogy- The exploration started with primary data collection from customers about their
Internet Usageand online shopping. Therearetwo broad choicesof study i.e., exploratory, and descriptive.
descriptive gpproach method ischosen asthe research approach during the quantitative research of thisstudy
to describethe basi c features of the dataand ssmple summary. In the present research paper, the researcher
has used both the online survey and traditional survey methodsto collect and interpret the dataregarding
customer attitudetowardsonline marketing of fashion goodsand itsimpact on customer satisfactionin centrd
reason of Uttar Pradesh. The study instrument was devel oped based on previous research and persond
ungtructured interviewswith five sudents, asd f-admini strated i nstrument was empl oyed onlinethrough Google
Forms, which consisted of three sections about respondents’ demographics, Internet usage, and their online

shopping.
Objective
»  Tostudy the conceptua framework of onlinemarketing.
»  Tostudy theeffect of online marketing on online purchaseof appardl.
Data Collection
Both Primary and Secondary datawere collected for theanalysis. The primary datawas collected
through structured, designed, and devel oped using the closed-ended variables
Sample
The samplein thisstudy wasdrawn from two districtsin the central reason of UP.
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Hypothesis

H.a Thereisnosignificant difference between the Styleand Design of Fashion apparel offered through
onlinemarketing and customer satisfaction.

H,a: Thereissgnificant difference between the Styleand Design of Fashion gppare! offered throughonline
marketing and customer satisfaction.

H b: Thereisno significant difference between services offered through online marketing and customer
stifaction.
H,b: Thereissignificant differencebetween servicesoffered through onlinemarketing and customer stisfaction.
Analysis
Demographic Profileof the Respondents

Categories Number of | Percentage of
respondents | respondent

Gender Male 64 42.6%
Female 86 57.4%

Age Below 20 years 11 7.33
21-25 35 23.33

26-30 36 24.0

31-35 39 26.0

36-40 29 19.3

Residential area Lucknow 67 44.66
Kanpur 83 55.34

Educational Graduate 43 25.67
qualifications Post-Graduate 76 50.67
Professional Degree 31 20.66

Occupation Student 20 13.33
Govt employee 29 19.33

Private employee 68 45.33

Business 13 8.67

Housewife 20 13.33

Below25000 16 10.67

Monthly income 25001-50000 86 57.33
50001-75000 48 32.00

(Source: Primary Data)
Useof thelnternet

Useof Internet | No of Respondents | Percentage
Daily 104 69.3
Weekly 44 29.3
Fortnightly 06 1.4

(Source: Primary Data)
Ranking of Purchaselnfluencing Factors

Factors No of Respondents | Percentage
a) Priceof products (1) 16 10.67
b) New fashion (2) 34 22.67
c) Affordability (4) 14 09.33
d) Easy availability (3) 26 17.33
€) Secureddivery (6) 18 12.00
f) Publicimage (7) 22 14.67
g) Premium quality (5) 20 13.33

(Source: Primary Data)
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The samplerespondents bel ong to Lucknow and Kanpur whichisthe centra reason of Uttar Pradesh
isfemaledominant who is 20 yearsto 35 yearsold. M ost of the respondents are post-graduates and their
occupation isaprivate employee. They visit approximately daily onlinewebsitesfor the shopping of the
products and their incomeis 25000 to 50000 Rs. Thefactorsthat influencetheir shopping they give 7" rank
to publicimage 6" to secure ddivery and 5" for premium quality.

Syleand Design of Fashion appare
Styleand Design of Fashion apparel | (SA) | (A) | (N) | (DA) | (SDA)
Satisfied with the size and design of

clothes purchased by online marketing | 35 | 75 | 05 23 12
Satisfied with the fit of garments

ordered by online marketing 32 | 58| 10| 36 14
Satisfied with the feather of fabrics of
garments by online marketing 16 |39 04| 71 20

Satisfied with the embellishment of
garments ordered by online marketing 29 [ 56 | 10 | 35 20

After theanalysisof the abovetable, it found that most customers agree with the sizeand design of
clothes offered by online marketing and thefitting of thegarmentsbut in the case of thefeatureof thefabrics
they disagreewith the statement they further agree with theembel lishment of the garment whichisprovided
theonlinemarketing.

Customer Service

Customer Service (SA) | (A) | (N) | (DA) | (SDA)
The return policy of fashion goods is

negative. 17 | 37 | 08 | 58 30
Personal sdles assistance is present in

apparel 12 | 15| 08 | 62 53

Thefacility of rechecking the orders placed
through online marketing does not exist 13 | 26 | 10 | 59 42
Tracking the status of the delivery of

fashion goods exists. 2 | 46| 12| 36 14
Customer services online are not always
present. 29 | 86 | 13 12 10

Regarding the customer servicesthat are offered through onlinewebsites, the cusomersdisagreewith
thereturn policy of the products mgjority of the customers are dissati sfied with the statement that personal
salesassistanceispresent inthe appard sector they disagreewith the statement Thefacility of recheckingthe
orders placed through online marketing does not exist, the most of customers are agree with the statement
Tracking the status of the ddlivery of fashion goodsexist.

Hypothesis Testing

H,a: 5%level of Significance chi-squareva ueis21.02 whilethe computed value of thechi-squareis 54.14.
Sincethe computed valueismorethan thetabul ated valuethe Null hypothesisis Rejected; hencethe
result issignificant whichindicatesthat Thereisasignificant difference between the Styleand Design of
Fashion gpparel offered through online marketing and customer satisfaction.

H.b: 5%level of Significance chi-squarevaueis26.26 whilethecomputed va ue of thechi-squareis 180.0.
Sincethe computed valueismorethan thetabul ated val uethe Null hypothesisisReected; hencethe
resultisggnificant whichindicatesthat Thereisas gnificant difference between servicesoffered through
onlinemarketing and customer satisfaction.

CONCLUSION

Inthefollowing paragraph, an attempt has been madeto draw the various conclus onsderived fromthe
collected data’s analysis and findings. The present study aims to analyze the impact of online marketing on the
onlineapparel sector in central reason of Uttar Pradesh through various parameters. Therapid penetration of
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theInternet in businesshasled to thebirth of online marketing. Onlinemarketinginvolvesretailing products
through e-services, digital promotions, building long-term rel ationshi pswith the customer, and securing an
onlinepayment. Theonlinemarketer exploresnew sourcesto provide consumer sdtisfactionto gain competitive

leverage.
REFERENCES

1. BelchandBelch, (2004) Advertising and Promotion; An Integrated Marketing Communications
Per spective, McGraw-Hill.

2. Bodla B. and Saini Pinki (2018) Online Shopping: A study of consumer preferencefor various
productsand E- retailing; TSMEIM,7(2),21-32.

3. Cheung& Lee, (2012) What drivesconsumersto spread € ectronicword of mouth inonlineconsumer-
opinion platforms April Decision Support Systems 53(1):218-225.

4. Jose,Z.M.and Ling, G. H. (2012), “Factors Influencing Consumers’ Attitude towards E-commerce
Purchases through Online Shopping”, International Journal of Humanities and
Social Science, 2(4), 2012, 223-230.

5. Kaavani & Arunkumar, (2018) Multi-process prediction model for customer behaviour analyss.
International Journal of Web-Based Communities, 14(1):54.

6. KumarAjay & KashyapAnil, (2018). Leveraging the utilitarian perspective of online marketing to
motivate online shoppers. International Journal of Retail and Distribution
Management, 46(3).

7. Suraj Debbarma and Sutapa Debbarma (2018) An empirical study of the consumer’s behavior
towards online marketing in northeast India”, International Journal of Engineering
Development and Research, 6(1).

8. Sureshetd (2011) Suresh,A., M. and Shashikda, R(2011) Identifying Factorsof Consumer Perceived

Risk towards Online Shopping in India,” In 3rd International Conference on
Information and Financial Engineering, 12, 2011, 336 -341.

kkhkkkkkk*k

October to December 2023 www.shodhsamagam.com

I F
ADouble-Blind, Peer-Reviewed, Referred, Quarterly, Multi Disciplinary and Bilingual P! e 1647

! SJIF (2023): 7.906
Inter national Research Journal



