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ABSTRACT

Fashion is inevitable in our day to day lives and apparels play a pivotal role. Fashion is one of
the key factors that influence the youth to adhere to new changing trends. According to Flung. T.T, a
fashion statement trending today can be outdated tomorrow. This study is based on generation
Centennials the youth aged between 18 — 35 constituting the future target of brands. The youth of a
country can be closely acquainted with fashion and its trends as they get adapted easily to changing
trends. The availability and accessibility of international apparels brands is on the increase with the
emergence of technology. The aim of this study is to provide an understanding the key influence of the
repositioning strategies adopted by brands to retain consumers that result in repeat purchase using
social media as a platform. Brands understand the cognitive behaviour of consumers through data
and trigger them for a repurchase with brand repositioning. The key components influencing the
repurchase of apparels among brands according to this study comprise of peer pressure,
affordability, accessibility, quality, repositioning strategies and brand repositioning. The research
gap identified in this study deals with feasibility of brand repositioning using social media that enable
a consumer to stay connected. Social media marketing drives youngsters towards fashion trends that
is linked with consumer predilection. Marketers use technology as a powerful weapon in retargeting
and re-engaging existing consumers who use social media in identifying brands that offer fashionable
apparels. Responses were collected using a structured questionnaire from the youth in Chennai
irrespective of gender, qualification, social and marital status. Convenient sampling was used in
collecting data which forms part of non-probability sampling method. The value of Cronbach’s Alpha
derived with the data was 0.882 which shows that the study is 88.2% reliable. All the data analysis
pertaining to this study was analysed using SPSS v21 package. The results show that the quality
aspect of branded apparels influence the consumers in repurchasing apparels.

Keywords: Consumer Predilection, Social Media, Brand Repositioning, Retargeting,
Repurchasing. Repositioning Strategies.

INTRODUCTION

Indian apparel industry has been facing changes for more than a decade as the availability and
demand for global apparel brands have increased to a great extent. Buying behaviour among the youth
involves a lot of money and a drastic increase in the choice of branded apparels (Mahendher & Boaler
2016). Developing countries like India have youth consumers who generate attraction to international
brands which has widened the scope of marketers. Consumers have gained brand awareness and have
also become brand conscious. Youth being more receptive to global trends have caught the eye of the
brands (Khare & Rakesh 2010). Globalisation has brought not just brands into the country but also has
changed the lifestyle of consumers as they have adopted the use of western wear. It has widened the
local market with the ability to access international apparel brands to a large extent by owning
individual showrooms and outlets. Branded apparels are connoted as a status symbol as it
communicates self-image and quality lifestyle. The emerging western market has blended well with
traditional apparel styles creating a new market for indo-western wear without disrupting the Indian
value system. Consumption patterns vary with perception in choosing clothes that fit well and is
comfortable (Apeagyei, 2011). There is a huge market for branded apparels among the youth of the
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nation as they adapt so well to changing trends. Choice of brands is a cognitive behaviour process
which involves peer pressure, affordability and accessibility which has become very expressive in
choosing branded apparels and is highly related to an individual’s self-esteem. Social image of a
consumer is positioned with use of branded apparels. Consumer predilection communicates the value
of a consumer in the society. Global brands have steadily improved social image among users.
Retaining customers is crucial as the preferences and tastes change from time to time. Marketers
influence the buying decision of consumers (Milichovsky & Mraéek 2017). The major reason that
branded apparels are preferred more over local produce is brand image, quality, durability and
keeping track of trends at affordable cost. Price is the significant player when it comes to influencing
the buyer in decision making (Bhatt, 2016). Fashion retailing of international brands choose fast
fashion to meet the demand at the global level to match the customer requirements (Taplin, 2014).
The entry of social media platforms and MNC’s has brought in a huge cultural shift among Indian
youth (Manohari, 2021). The price and quality of the apparels go hand in hand as the perceived value
among customers that highly priced apparels are of high quality and apparels sold at lower prices are
of low quality (Ismai et al., 2012). Targeting consumers with social media mediation has made it
flexible and feasible for marketers to sell their apparels to their target audience for repositioning and
repurchasing (Rahman, 2011). The real market is dependent on brand image, thus creating craze
among youngsters for branded products.

LITERATURE REVIEW

Fashion through social media links brand consciousness and consumer predilection (Kautish, P
et.al, 2018). Developing countries like India are becoming more brand oriented consumers. Brand
consciousness is highly given importance among youth which makes them loyal to a particular brand
and consumers end up choosing the same brand again and over again for repurchasing (Khare &
Rakesh 2010). Social media platforms have replaced the old strategies followed by brands to retain
customers efficiently and influence in repurchasing apparels again. Indian youth today focus on
sustainability in fabric, this is one such untapped markets of the branded world. Peer pressure creates
social consumption and status consumption which creates positive purchase intentions towards
brands (Sevtap et al., 2019). Fast fashion adopted by brands can meet the preferences of
consumers at a faster pace. International brands have the advantage to tap this market for
brand-oriented consumer society (Taplin, 2014). Globalisation has restructured the apparels
industry and brands have been taking steps in creating value for their customers. The Indian
fashion industry is trying to add value to the products by creating brand awareness and brand
consciousness. Consumer perception towards brands vary between genders. Women tend to
be more considerate about the brand they choose to buy their apparels. There are high levels
of perception among women with respect to choosing trendy apparels, quality of the fabric
and pricing of the apparels when compared to men in deciding to purchase. Customer choices
and the comfort of shopping from home has positive impact in choosing brands that leverage
innovation in selling their apparels to young consumers who predominantly choose quality
(Jurgensen, K., et.al 2018). Apparel brands following fast fashion is now taking a new dimension in
introducing sustainable fabric to capture the Indian market among youngsters. Consumers are brand
conscious and are not new to online buying. They are also aware of what they purchase online, yet
there is a gap in understanding the quality before the purchase action is taken (Manohari, 2021).
Preferred comfort and style with main focus on quality shows tendency among young customers in
adapting to apparels needs (Rahman, 2011). Online purchase trend focusses us on saving time,
comfort of shopping from home, convenience, privacy, product variety etc., the youth depend mainly
on shopping from the comfort of home (Bashir et.al., 2015). Purchase decision is trigged by providing
adequate information through business messages sent to target consumers with regard to coupons,
discounts and offers. Brands used this opportunity to create competitive advantage. Brands use social
media to send reminder messages on discounts, coupon codes etc., using the data collected through
pop up ads, social media suggestions to stay connected with their customers Figure 1.
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CONCEPTUAL FRAMEWORK

Source: The Authors.

Social media highly influences the purchase decision among youth by being instrumental in
trending fashion among the youth (Milichovsky, F., et.al, 2017). Brands are in a position to
compliment the aesthetic likings of men and women who are conscious about their image, fashion
consumers are preoccupied with life style changes and the entrustment of social responsibility
(Apeagyei, 2011). Social media platforms such as; Facebook has the new market place for buying and
selling consumer goods. Instagram has business accounts that trade small scale business of products
and services, it also used as a tool to make money by content creators. WhatsApp has provision for
business accounts to promote goods and services. Pinterest may sound new to many but has created a
huge platform for content creators in making money. Other related products on social media
suggestions have gained dominance as personalized suggestions are catered to each consumer. Local
brands have also become active users of social media to stay connected with their customers (Tee, et
al., 2015).

Peer pressure is a form of social influence that is prevalent within a group of people who fall
under the same demographics. It can also be called the influence of certain behaviour in a group that
impact individuals and there is a tendency that everybody follows. Peer pressure has been
instrumental in creating brand awareness and has attracted many consumers (Chang & Nguyen 2018).
Brands have reached its target audience through peer socialisation which maintains existing social
hierarchy among peers (Williams & Littlefield, 2018). The growth of internet and online shopping in
Indian is growing at a faster pace when compared to the worldwide growth. Marketers can tap the
retail online market to cater to the youth consumers who are well acquainted with social media
Accessibility is always saving time and convenient. Comparing market rates of similar products and
brands is easy through online medium. There are certain barriers such as lack of touch and feel of the
apparels, extensive duration of delivery, fraud in online payment and usage of personal information.
Online shopping also caters to a colossal number of positive prospects as buyers can check reviews on
products, personalized recommendations. Special discounts etc., which paves way for easy decision
making among consumers (Jackson, K, 2018) Youngsters are very passionate in choosing branded
apparels over local produce Inspite of apparels being costly and inaccessable. People tend to become
loyal to a particular brand after repeatedly purchasing from brands and show involvement (Nesha, et
al., 2019). India being one of the hubs that manufacture textiles for export expresses low quality as
there are many sweatshop issues that have been brought to light. Consumers choose brands and avoid
locally sourced and produced apparels, it also initiates in exploring the consumer perspectives and
traders targeting parallelly (Fioratta, 2019). Brand sensitive youth choose fast fashion in connection
with fashion brand preferences. Individuals who are brand sensitive are also price sensitive, they are
early adopters of new trends (Nistor, 2019). Purchase decision starts with the desire to purchase till
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post purchase which triggers the future purchasing habits of individuals. Content consumption is the
kick start point of any desire. Pervasive digital medium has highly influenced buying decision.

The intervention of social media has catered to increase sales and income in the fashion
industry. The tremendous growth in marketing has improved the economy of the country. Online
medium has now changed many factors in assisting consumers in choosing products. Online platform
has changed the traditional habits of buying apparels (Dasgupta & Grover 2019). Traditional
businesses have incorporated strategies to promoted their products through digital medium to target
the potential customers. Digitalisation has given marketers the opportunity to analyse consumer
behaviour. The number of internet users have increased rapidly. scrolling through social media has
inculcated the values of international brands and since then brands have grabbed this scope to
implement marketing strategies in online platforms resulting in huge consumer engagement (Jamble,
R. 2021). Pricing of apparel tend to be the competition factor among brands. The conspicuous attitude
of consumers illustrates the brand repositioning and focus those retailers should maintain in bridging
the gap of consumer satisfaction (Ghosh et al., 2021). Millennials are luxury consumers who choose
global brands, attracting them and maintaining brand equity through brand repositioning is
challenging. The process of repositioning brands in the consumers mind is important in keeping them
loyal to the brand and to bring them back for a repurchase. Repositioning strategies are backed up by
brand performance to enhance market orientation (Cano et al., 2019). The key element that affects
buying behaviour is money and the quality received for the money spent. Every buying aspect
substantially contributes to the hidden aspect of quality which affects the decision of buying apparels
among the youth Figure 2. Brands should pay attention to segmentation, targeting and positioning
(STP) to cater to the explicit needs of the consumers to offer better value (Dhiman, et al., 2018).

Peer Pressure — Social influence in choosing brands by
social groups.

ccccc ibility — The ability to procure branded clathing in
local markets.

Affordability — Purchasing power to buy international
brands

‘Quality — Durability and attributes of branded apparels

Remarketing Strategies - Strategies adopted by brands in
creating loyal customers

Brand Repositioning Through Social Media — Bringing
customers back for a repurchase through social media
interac

tion.

FIGURE 2
CONSTRUCTS OF THE STUDY

Source: The Authors.
METHODOLOGY

This study concentrates on brand repositioning strategies among Indian youth and aims to
identify the impact of dependent constructs like peer pressure, accessibility and affordability that
impact repositioning strategies and brand repositioning with quality as the mediating factor. The
sample size in this study is 115 and is descriptive in nature. Convenient sampling method under non-
probability technique was adopted. Indian youth consumers who fall under the age group of 18 to 35
who purchase branded apparels were the respondents of this study. The questionnaire was structured
in a way which consists of seven sections, the first section holds questions related to the demographic
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profile of the respondents with multiple choice questions and the next of six sections comprises of 5-
point Likert scales related to peer pressure, accessibility, affordability, quality, repositioning strategies
and brand repositioning. The review of literature and questions for the questionnaire was collected
from various newspaper articles, websites, and research articles from journals. The respondents were
selected irrespective of age groups, educational qualification, income slabs, marital status etc.
Cronbach’s Alpha was used to assess the reliability of the constructs in the study and the derived
value was 0.882. SPSS v21 package was used to analyse the collected data.

Data Collection and Discussion

The test of reliability of the constructs was assessed with Cronbach’s alpha, the value more than
0.7 is treated as reliable. Test of normality of the constructs was analysed using the Skewness and
Kurtosis. Values that lie between +/- 3 (Hair et al., 2006) of Skewness and Kurtosis show that the data
has normal distribution.

Table 1
RELIABILITY ANALYSIS AND TEST OF NORMALITY
.No Construct ';‘;J itn; ?ﬁg Cr%gﬁ;h,s Skewness | Kurtosis
1 Peer pressure 4 0.878 -0.152 -1.279
2 Affordability 4 0.879 -0.693 -1.467
3 Accessibility 4 0.877 -1.325 -0.534
4 Repositioning strategies 4 0.876 -1.094 -0.885
5 Quality 4 0.875 -1.514 -0.492
6 Repositioning through social media 4 0.877 -1.994 -1.280
Overall reliability of the study 24 0.882

Source: Primary data.

It is evident from Table 1 that shows reliability values of this study ranges between 0.875 and
0.882. the overall reliability of the study identified with the help of data is 0.882 and in terms of
percentage the reliability is 88.2%. The Cronbach’s alpha value of the constructs is found to be above
the threshold limit of 0.7 and the normality of data is assessed through Skewness and Kurtosis which
shows values that fall withing the threshold limit of +/- 3 hence the data collected is normally
distributed.

Table 2
DEMOGRAPHIC PROFILE
No. of
Demographic Profile Category respondents Percentage

(N=115)
18-20 41 35.7
21-25 56 48.7

Age
26-30 10 8.7
31-35 8 7.0
Gender Male 53 46.1
Female 62 53.9
Schooling/Diploma 3 2.6
Educational Qualification Under Graduate 62 53.9
Post Graduate 41 35.7
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Professional 9 7.8
Student 72 62.6
) Government Employee 2 1.7
Social Status
Private Employee 34 29.6
Entrepreneur 7 6.1
Married 12 10.4
Marital Status Unmarried 100 87.0
Others 3 2.6
2,50,000-5,00,000 62 53.9
o 5,00,001-7,00,000 17 14.8
Family income (per annum)
7,00,001-10,00,000 15 13.0
>10,00,000 21 18.3
< 2500 51 44.3
> 2500 36 31.3
Money spent on apparels <5000 18 157
> 5000 10 8.7
< 30 mins 9 7.8
> 30 mins 14 12.2
Time spent on social media
<lhr 63 54.8
>1hr 29 25.2
Facebook 28 24.3
Source of social media awareness WhatsApp 16 139
Instagram 66 57.4
Pinterest 5 4.3

Source - Primary data

The data for this study was collected through primary sources. Table 2 depicts the
demographic profile of the respondents who form part of the primary data, which was collected by the
authors. The respondents were categorised according to their age, gender, educational qualification,
marital status and social status. The study was conducted among the youth of Chennai city who fall
within the age group of 18 to 35. Respondents who fall between 18 — 20 (35.7 %), 21 — 25 (48.7 %),
26 — 30 (8.7 %) and 31 — 35 (7.0%). The percentage of male respondents who have participated in the
study account to (46.1%) and female respondents account to (53.9%). Respondents represent various
educational qualifications; schooling/diploma (2.6 %), undergraduates (53.9 %), postgraduates (35.7
%) and professionals (7.8 %) and hold different social statuses such as students (62.6 %), government
employee (1.7 %), private employees (29.6 %) and entrepreneurs (6.11 %). The marital statuses of
respondents were married (10.4 %), unmarried (87.0 %) and others (2.6 %).

The income slab of the respondents fall under are 2,50,000-5,00,000 (53.9 %), 5,00,001-
7,00,000 (14.8%), 7,00,001-10,00,000 (13%) and more than 10,00,000 (18.3 %). Money spent on
apparels by the respondents account to spending less than 2500 rupees (44.3 %) more than 2500
rupees (31.3%), less than 5000 rupees (15.7 %) and mor than 5000 rupees (8.7 %). Youngsters spend
most of their time on social media. The respondents who spend less than 30 minutes account to
(7.8%), more than 30 minutes account to (12.2%), less than an hour is spent by (54.8%) and more
than an hour is spent by (25.2). Social media mostly used by Indian youth are Facebook (24.3%),
WhatsApp (13.9%), Instagram (57.4%) and Pinterest (4.3%).
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Table 3
KAISER-MEYER-OLKIN MEASURE OF
SAMPLING ADEQUACY
Kaiser-Meyer-Olkin Measure of
Sampling Adequacy.
Bartlett's Approx. Chi-Square 1041.088

Test of df 276
Sphericity Sig 0

0.779

Source - Primary data

Table 3 shows Kaiser-Meyer-Olkin (KMO) value of 0.779 confirms the sample size taken for this
analysis is appropriate and depicts the global standard value of KMO that should be between 0.6 to 1.
The Bartlett's Test of Sphericity’s Chi-Square value of 1041.088 (p=.000) is also found as significant.

Table 4
FACTOR COMPONENTS AND ITS LOADINGS
Factor Component Factor Loading
Access to international brands (C2) 0.698
Durability (Q1) 0.722
Factor 1 Wide range (Q2) 0.711
Clothes for all occasions (Q3) 0.514
Fabric sustainability (Q4) 0.676
Benefits of accumulated points (R1) 0.693
Reminder messages (R2) 0.741
Factor 2 - -
Personalized services (R3) 0.624
Coupon codes and vouchers (R4) 0.636
Social media trends (RS1) 0.700
Factor 3 Pop up ads during screen time (RS2) 0.768
Irrelevant product advertisements (RS3) 0.784
Expensive (A3) 0.585
Factor 4 - - -
Social media suggestions (RS4) 0.673
Best alternative (A4) 0.745
Factor 5 o
Local accessibility (C1) 0.600
Peer influence (P1) 0.744
Factor 6
Peer preference towards branded clothes (P3) 0.784
Factor 7 Affordability (Al) 0.845

Source - Primary data.

The components of the factors and their factor loadings are portrayed in Table 4. The factors
that were related to this study was explored using exploratory factor analysis with principal
components analysis with option of vari-max rotation and the variables were reduced to 19 factors.

Table 4 infers that factor 1 is a combination of five variables such as; “Access to international
brands” (C2), “Durability” (Q1), “Wide range” (Q2), “Clothes for all occasions” (Q3) and “Fabric
sustainability” (Q4) which is termed as “Quality”. Factor 2 is grouped with four variables such as;
“Benefits of accumulated points” (R1), “Reminder messages” (R2), “Personalized services” (R3) and
“Coupon codes and vouchers” (R4) which are named as “Repositioning strategies”.

Factor 3 consists of three variables such as; “Social media trends” (RS1), “Pop up ads during
screen time” (RS2) and “Irrelevant product advertisements” (RS3) which is named as “Repositioning
through social media”. Factor 4 consists of two variable such as; “Expensive” (A3) and “Social media
suggestions” (RS4) which is termed as “Convenience” Factor 5 consists of three variables such as;

7 1528-2678-26-2-158

Citation Information: Felicita, R.F, & Shirmila, T. (2022). Repositioning strategies of social media influencing consumer
predilection of branded apparels among chennai youth. Academy of Marketing Studies Journal, 26(2), 1-9.



Academy of Marketing Studies Journal Volume 26, Issue 2, 2022

“Best alternative” (A4), “Local accessibility” (C1) and “Peer influence” (P1) which is termed as
“Peer influenced accessibility”. Factor 6 consists of two variable such as; “Peer influence” (P1) and
“Peer preference towards branded clothes” (P3) which is termed as “Peer influence on brands”.
Lastly factor 7 shows only one variable; Affordability (A1) Table 5.

Table5
TOTAL VARIANCE EXPLAINED
Extraction Sums of Squared
Component Loadings
% of Cumulative
Total Variance %
1 6.610 27.542 27.542
2 2.039 8.495 36.037
3 1.797 7.487 43.525
4 1.524 6.349 49.874
5 1.378 5.743 55.617
6 1.196 4.984 60.600
7 1.096 4.565 65.165

Source: Primary data.

It is noted from the analysis that the 19 variables are reduced to seven distinct factors. It is
confirmed by the Eigen values: 6.610, 2.039, 1.797, 1.524, 1.378, 1.196 and 1.096, which are all
greater than unity. The percentage of variance explored by the seven factors is 27.542, 8.495, 7.487,
6.349, 5.743, 4.984 and 4.565 respectively. Total cumulative variance explored by the reduced seven
factors is observed as 27.542 %.

It is noted that quality is most preferred among Indian youth. Repositioning strategies adopted
by brands retaining their existing consumers. The cognitive behaviour of Chennai youth show brands
have strongly repositioned their names which in turn encourages a future purchase.

CONCLUSION

Social media is responsible for the fast-spreading fashion trends across the globe. Branded
apparels are available in a variety of ranges for all genders. Chennai being the metro city has access to
almost all the international brands available in India. In today’s scenario, accessibility and affordability
of branded apparels is a game changer and youngsters are free to express their freedom of choice. The
use of social media is growing at a faster pace from 3.196 billion (2020) to 4.388 billion (2021).
Marketers consider social media as a tool to enhance repositioning the brand among users. Brands
track the cognitive behaviour of individuals using data mining and predict the future outcomes.
Brands use repositioning strategies such as; reminder messages, personalized services, discounts,
coupons and pop-up ad suggestions. Social media is also used for the purpose of creating awareness
regarding brand discounts and product details. India has a noticeable large youth population in the
world with 356 million young people (Ministry of Human Resources, 2021) hence consumer
predilection and repositioning strategies through social media influences repurchase of branded
apparels among youth.

REFERENCES

Apeagyei, P.R. (2011). The impact of image on emerging consumers of fashion. International Journal of
Management Cases, 13(4), 242-251.

Bashir, R., Mehboob, 1., & Bhatti, W.K. (2015). Effects of online shopping trends on consumer-buying
behaviour: An empirical study of Pakistan. Journal of Management and Research, 2(2), 1-24.

Bhatt, S. (2016). A Study on Consumer Perceptions of Private Labels in Apparels in Gujarat with an Emphasis
on Price and Quality (with Special Reference to Ahmedabad, Baroda and Surat). Vishwakarma
Business Review, 6(2), 116-130.

8 1528-2678-26-2-158

Citation Information: Felicita, R.F, & Shirmila, T. (2022). Repositioning strategies of social media influencing consumer
predilection of branded apparels among chennai youth. Academy of Marketing Studies Journal, 26(2), 1-9.


https://ojs.umt.edu.pk/index.php/jmr/article/view/190
https://ojs.umt.edu.pk/index.php/jmr/article/view/190
https://shodhganga.inflibnet.ac.in/handle/10603/32381
https://shodhganga.inflibnet.ac.in/handle/10603/32381

Academy of Marketing Studies Journal Volume 26, Issue 2, 2022

Chang, S.C., & Nguyen, T.A. (2018). Peer pressure and its influence on consumers in Taiwan. African Journal
of Business Management, 12(8), 221-230.

Dasgupta, S., & Grover, P. (2019). Impact of digital strategies on consumer decision journey: special. Academy
of Marketing Studies Journal, 23(1), 1-14.

Dhiman, R., Chand, P.K., & Gupta, S. (2018). Behavioural aspects influencing decision to purchase apparels
amongst young Indian consumers. FIIB Business Review, 7(3), 188-200.

Fioratta, S. (2019). A world of cheapness: Affordability, shoddiness, and second best options in Guinea and
China. Economic Anthropology, 6(1), 86-97.

Ghosh, P., Saha, S., Sanyal, S.N., & Mukherjee, S. (2021). Positioning of private label brands of men’s apparel
against national brands. Journal of Marketing Analytics, 9(3), 210-227.

Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E., & Tatham, R.L. (2006). Multivariate data analysis (Vol. 6).

Ismail, Z., Masood, S., & Tawab, Z.M. (2012). Factors affecting consumer preference of international brands
over local brands. In 2nd international conference on social science and humanity 31(12) 54-59.

Jackson, K. (2018). The key factors that influence the attitude and behaviour of young South African female
consumers towards online clothes shopping: A Superbalist case study (Doctoral dissertation, The IIE).

Jamble, R. (2021). A Comparative Study of Online Fashion Promotion: Hennes & Mauritz (H&M) and Label in
India. IAR Journal of Business Management, 2(4).

Jurgensen, K., & Guesalaga, R. (2018). Young consumers’ innovativeness in apparel choices: A model
including consumer self-confidence. International Journal of Consumer Studies, 42(2), 255-263.

Kautish, P., & Sharma, R. (2018). Consumer values, fashion consciousness and behavioural intentions in the
online fashion retail sector. International Journal of Retail & Distribution Management.

Khare, A., & Rakesh, S. (2010). Predictors of fashion clothing involvement among Indian youth. Journal of
Targeting, Measurement and Analysis for marketing, 18(3), 209-220.

Mahendher, S., & Boaler, M. (2016). A study on consumer behavior for branded apparels in bangalore. Clear
International Journal of Research in Commerce & Management, 7(8).

Manohari, G.M. (2021). A study on the acuity of brand preference on apparels among youngsters in
Coimbatore. 1JAR, 7(4), 70-72.

Milichovsky, F., & Mragek, P. (2017). Impact of financial performance of outdoor wear producers on brand
perception of consumers. Ad Alta: Journal of Interdisciplinary Research, 7(2).

Ministry of Human Resources. (2021). Anual Report 2020-2021. India: Department of Statistics.

Nesha, A.U., Rashed, M.S., & Raihan, T. Identifying the factors that influence Online Shopping Intentions and
practices: a case study on Chittagong Metropolitan City.

Nistor, L. (2019). Young consumers’ fashion brand preferences. An investigation among students in
Romania. Acta Universitatis Sapientiae, Communicatio, (6), 41-59.

Rahman, O. (2011). Understanding consumers’ perceptions and buying behaviours: Implications for Denim
Jeans Design. Journal of Textile and Apparel, Technology and Management, 7(1).

Sevtap, UN.A.L., DENiZ, E., & Nisa, A.K.I.N. (2019). Determining the factors that influence the intention to
purchase luxury fashion brands of young consumers. Ege Academic Review, 19(2), 221-236.

Taplin, 1.M. (2014). Global commodity chains and fast fashion: How the apparel industry continues to re-invent
itself. Competition & Change, 18(3), 246-264.

Tee, P.K., Gharleghi, B., Chan, B., Samadi, B., & Balahmar, A.A. (2015). Purchase intention of international
branded clothes fashion among Younger’s in Jakarta. International Journal of Business and Social
Research, 5(8), 08-17.

Williams, W.P., & Littlefield, J. (2018). Peer socialisation: brand-related bullying in the school
classroom. Journal of Marketing Management, 34(11-12), 989-1014.

Received: 06-Jan-2022, Manuscript No. AMSJ-22-11052; Editor assigned: 08-Jan-2022, PreQC No. AMSJ-22-11052(PQ); Reviewed:
22-Jan-2022, QC No. AMSJ-22-11052; Revised: 25-Jan-2022, Manuscript No. AMSJ-22-11052(R); Published: 29-Jan-2022

9 1528-2678-26-2-158

Citation Information: Felicita, R.F, & Shirmila, T. (2022). Repositioning strategies of social media influencing consumer
predilection of branded apparels among chennai youth. Academy of Marketing Studies Journal, 26(2), 1-9.


https://academicjournals.org/journal/AJBM/article-abstract/DE4226B56892
https://www.abacademies.org/articles/impact-of-digital-strategies-on-consumer-decision-journey-special-7933.html
https://journals.sagepub.com/doi/abs/10.1177/2319714518790308
https://journals.sagepub.com/doi/abs/10.1177/2319714518790308
https://anthrosource.onlinelibrary.wiley.com/doi/abs/10.1002/sea2.12133https:/econpapers.repec.org/article/blaecanth/v_3a6_3ay_3a2019_3ai_3a1_3ap_3a86-97.htm
https://anthrosource.onlinelibrary.wiley.com/doi/abs/10.1002/sea2.12133https:/econpapers.repec.org/article/blaecanth/v_3a6_3ay_3a2019_3ai_3a1_3ap_3a86-97.htm
https://vbn.aau.dk/en/publications/positioning-of-private-label-brands-of-mens-apparel-against-natio
https://vbn.aau.dk/en/publications/positioning-of-private-label-brands-of-mens-apparel-against-natio
http://www.ipedr.com/vol31/011-ICSSH%202012-S00010.pdf
http://www.ipedr.com/vol31/011-ICSSH%202012-S00010.pdf
https://iiespace.iie.ac.za/bitstream/handle/11622/299/RESM%20POE%20final%20Kasia%20Jackson.pdf?sequence=1
https://iiespace.iie.ac.za/bitstream/handle/11622/299/RESM%20POE%20final%20Kasia%20Jackson.pdf?sequence=1
https://iarconsortium.org/article/articleID=935
https://iarconsortium.org/article/articleID=935
https://onlinelibrary.wiley.com/doi/abs/10.1111/ijcs.12414
https://onlinelibrary.wiley.com/doi/abs/10.1111/ijcs.12414
https://www.emerald.com/insight/content/doi/10.1108/IJRDM-03-2018-0060/full/pdf?title=consumer-values-fashion-consciousness-and-behavioural-intentions-in-the-online-fashion-retail-sector
https://www.emerald.com/insight/content/doi/10.1108/IJRDM-03-2018-0060/full/pdf?title=consumer-values-fashion-consciousness-and-behavioural-intentions-in-the-online-fashion-retail-sector
https://link.springer.com/article/10.1057/jt.2010.12
https://www.allresearchjournal.com/archives/?year=2021&vol=7&issue=4&part=B&ArticleId=8460
https://www.allresearchjournal.com/archives/?year=2021&vol=7&issue=4&part=B&ArticleId=8460
https://www.researchgate.net/profile/Md-Rashed/publication/342231918_Identifying_the_factors_that_influence_Online_Shopping_Intentions_and_practices_a_case_study_on_Chittagong_Metropolitan_City/links/5ee9c15a458515814a6538b1/Identifying-the-factors-that-influence-Online-Shopping-Intentions-and-practices-a-case-study-on-Chittagong-Metropolitan-City.pdf
https://www.researchgate.net/profile/Md-Rashed/publication/342231918_Identifying_the_factors_that_influence_Online_Shopping_Intentions_and_practices_a_case_study_on_Chittagong_Metropolitan_City/links/5ee9c15a458515814a6538b1/Identifying-the-factors-that-influence-Online-Shopping-Intentions-and-practices-a-case-study-on-Chittagong-Metropolitan-City.pdf
https://sciendo.com/article/10.2478/auscom-2019-0003
https://sciendo.com/article/10.2478/auscom-2019-0003
https://dergipark.org.tr/tr/download/article-file/703520
https://dergipark.org.tr/tr/download/article-file/703520
https://journals.sagepub.com/doi/abs/10.1179/1024529414Z.00000000059
https://journals.sagepub.com/doi/abs/10.1179/1024529414Z.00000000059
https://thejournalofbusiness.org/index.php/site/article/view/784
https://thejournalofbusiness.org/index.php/site/article/view/784
https://www.tandfonline.com/doi/abs/10.1080/0267257X.2018.1513056
https://www.tandfonline.com/doi/abs/10.1080/0267257X.2018.1513056

