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Abstract

Purpose: the purpose of this study is to find the relationship between social media website and women 

apparel. The study examine the WOM and social media network sites for the women apparel to find 

the most persuasive factor in women apparel. This research study use the primary data for exploration 

of results.

Methodology: this research study use the reliability test of data by using cronbach Alpha. To analyze 

the social media network sites and word of mouth for women clothing . This research use the 

regression analysis to find the influence factor between word of mouth and social media networks in 

women clothing. Data is collected from the facebook female users and total respondent are selected 

that filled the questionnaire are 400.

Finding: The results of Cronbach Alpha value show that the data is reliable and valid for the further 

testing. The value of Cronbach Alpha value is more than the standard value that is 83%. The R square 

value of Social media analysis is more than the WOM test that indicating that the social media is most 

influence factor on women apparels. The result of regression analysis in WOM and women purchase 

behavior is 63% and in other table of regression analysis show the R square value is 78% in social media 

and women purchase behavior. The R square values comparisons shows that the social media websites 

have most influent on the women apparels that is 78% than WOM. The both regression values are 

reliable, tested by the Anova table.

Practical implication: This research helpful for the decision making of corporate regarding women 

appeal related to young consumers. It is also useful for the future research regarding women clothing.

Keywords: Word of mouth, Social media network sites, women purchase behavior



Table of Contents

Title Page..................................................................................................................1

Supervisor Student Meeting Record..................................................................

Declaration of Authentication...............................................................................iii

List of Table........................................................................................................  iv

List of Figure............................................................................................................v
%

List of Abbreviation..............................................................................................vi

Plagiarism Test report..........................................................................................vii

Acknowledgement...............................................................................................viii

Abstract...................................................................................................................ix

Table of Contents................................................................................................... x

CHAPTER 1 INTRODUCTION.......................................................................................01

1.1 Importance of “Word of mouth”...............................................................01

1.2 Statement of the Problem........................................................................... 02

1.3 Research Question........................................................................................03

1.4 Time Horizon...............................................................................................03

1.5 Scope of Research.........................................................................................04

1.6 Determination of study............................................................................... 04

1.7 Outline of the Study.....................................................................................04

1.8 Assumptions.................................................................................................. 04

CHAPTER 2 LITERATURE REVIEW.........................................................................05

.05 

.05

2.1 Social media impact on women..............

2.2 Social media as marketing tool..............

2.3 Word Of Mouth Vs Consumer Apparel .06

x



2.4 Social Media And Word Of Mouth .07

2.5 Traditional and Social media Marketing:................................................. 08

2.6 Development of Hypothesis......................................................................... 09

CHAPTER 3 RESEARCH METHODOLOGY.............................................................. 10

3.1 Data Collection Instrument......................................................................... 10

3.4 Sample Size.................................................................................................... 10

3.3 Sampling Technique.....................................................................................11
'N.

3.5 Validity of the Questionnaire...................................................................... 11

3.6 Reliability of the Questionnaire..................................................................11

3.7 Conceptual Framework............................................................................... 11

3.8 Statistical Technique/ Tools........................................................................ 12

3.9 Variables of Study.........................................................................................12

Variables of the study are given below:.......................................................... 12

3.9.1 Independent Variable............................................................................ 12

3.9.2 Dependent Variable............................................................................... 13

CHAPTER 4 DATA ANALYSIS..................................................................................... 14

4.1 Introduction...................................................................................................14

4.2 Reliability and Validity Analysis:.............................................................. 15

4.3 Parameter Estimation.................................................................................. 15

CHAPTER 5 FINDINGS, CONCLUSION AND RECOMMENDATION............... 20

5.1 Findings and Conclusion.............................................................................20

5.2 Recommendations........................................................................................ 21

5.3 Future Research:.......................................................................................... 21

REFERENCES......................................................................................................................22

Questionnaire........................................................................................................................24

xi


