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Abstract- E-commerce is the future. The impact of 

technology (social media) is getting immensely 

involved in day-to-day business. Within the past 

decade a remarkable development has been witnessed. 

Designers are using technology as a business tool. 

Fashion industry is one of the business where frequent 

changes occurs and technology (social media) is the 

most convenient and cheapest mean to communicate. 

The emergence of social media has transformed the 

world and its entire way of functioning, bringing the 

world and its people closer.  

 Technology in today`s modern scenario which 

has become the necessity and moreover it has become 

the need of the hour irrespective of streams. 

Technology has become the pioneer and so is the case 

in fashion business. Today technology and fashion 

can`t be separated from each other “it is like two side 

of a single coin”. Technology has altered modern life 

in many ways especially in fashion trends, the concept 

behind this topic is that today there arose a cut-throat 

competition in fashion industries were there are lots of 

fashion designers and many of them are unaware of 

how to reach the end users and how to gain maximum 

benefit out of it, so this study will help those fashion 

designers to understand the impact of technology for 

reaching the end user. 

Keywords - “Src” Source, Review, Rating, 

Revolutionized, Embraced 

I. INTRODUCTION: 

 The world has become a Global Village & with 

the advent of information technology the ways of 

communication and work has been revolutionized 

completely. The purpose of this research is to study the 

impact of technology on fashion industry with special 

reference to women clothing. Fashion is now having a big 

economic impact not only in fashion centres on the coasts, 

but also in smaller cities around the country. With the help 

of web application on a single click the dealer that is 

designers come to know about the need of customers. 

With this information they increase the productivity of 

brands in a specific area. Even on a click the customers 

came to know that what type of fashion is going in today’s 

scenario.  

IT has great potential to improve excellence, 

quality, efficiency, and effectiveness. Fashions has been 

the key to survival of apparel companies since the early 

20th century. 

In this study we will take some renown 

applications and compare it with their activity such as 

number of users, rating and reviews which helps many 

customers. Here with the analysis, we can assume the 

buying behaviour of the customers. How the above 

activity is helpful for the customer. 
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II. LITERATURE REVIEW: 

According to R.C. Dalal: India is a nation with 

an ancient tradition of clothing design, and it is as much 

an emerging fashion destination. 

According to Ziv.Y (2010) The Fashion Industry 

is deeply rooted in traditional business practices. The 

reliability and dependability of nearly all aspects of the 

fashion industry is mainly on people and not on the 

machines which includes everything from the couture 

designs to marketing and the buying process. But now 

with the use of social media the fashion brands can rely 

more on the digital technologies than the people which is 

undoubtedly much faster medium of creating brand 

awareness among customers and to anticipate fashion 

behaviours.  

(Burke, 2002).  Educational level, higher 

educated consumers are more likely to use the internet for 

their shopping medium because they are more computer 

literate. 

(Monsuwe, Delleart and Ruyter, 2004) 

Situational factors will also lead a consumer to have the 

intention to shop on the internet such as time pressure, 

lack of mobility, geographical distance, need for special 

items and attractiveness of alternatives. 

A. Objectives: 

To study applications used by the women. 

To study the impact of technology on customers attraction 

towards brand. 

To identify the significant relationship between social 

media and fashion industry. 

B. Hypothesis: 

H0: Technology have excluded consumer and designer 

gracefully. 

There is no impact of social media on fashion industry. 

H1: Technology have embraced consumer and designer 

gracefully. 

There is a powerful impact of social media on fashion 

industry. 

C. Methodology:  

 This research holds the secondary data the 

source is from Google play store and some research 

papers. In this study the famous web applications have 

been considered such as follows: 

Web Apps Downloads 
Ratings 

(1-5) * 
Reviewers 

Shopper 

Stop 

1 million+ 
3.8 25k 

Myntra 
100 million 

+ 
4.4 3 million 

Amazon 
100 million 

+ 
4.4 7 million 

Flipkart 
100 million 

+ 
4.4 19 million 

AJIO 50 million + 4.2 1 million 

H&M 10 million + 4.8 644k 

Snapdeal 
100 million 

+ 
4.2 2 million 

Craftsvilla 10 million + 3.7 67k 

Limeroad 50 million + 4 431k 

Nykaa 10 million + 4.6 656k 

 

 

“Src”: Google play store Dated on 9-July 2021 

These are the few web applications which are 

liked by the users. The data is collected from google play 

store on dated 09 July 2021where it shows the 

approximate information about the downloads, rating, and 

reviews. So, technology have embraced consumer and 

designer gracefully. There is a powerful impact of social 

media on fashion industry.” 

Web Apps Downloads 

Shopper Stop 1000000 

Myntra 100000000 

Amazon 100000000 

Flipkart 100000000 

AJIO 50000000 

0

10

Ratings (1-5) * Reviewer.

Web App used by user

Shopper stop 1 million + Myntra 100 million +

Amazon 100 million + Flipkart 100 million+

AJIO 50 million H&M 10 million+

Snapdeal: 100 million+ Craftvilla 10 million+

Limeroad 50million+ Nykaa 10million+
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H&M 10000000 

Snapdeal 100000000 

Craftsvilla 10000000 

Limeroad 50000000 

Nykaa 10000000 

 

 

“Src= Google Play Store Dated on 09 July 2021” 

In this diagram it shows number of user and their 

trusted sites from where they like to shop. This data is also 

collected from google play store dated on 09 July 2021. 

By using this data, we can conclude that “Technology has 

a great impact on creating a brand image on customers and 

attracting them.” By this we can say that users are 

attracted towards the brand by its advertisement and the 

rating of the product. Digital marketing is another source 

for grabbing the customers attraction towards their 

product. To grab the attention of customer the dealers 

have given a scale to rate the product quality. Hence rating 

is also helpful for shopping. 

Web Apps Ratings (1-5) * 

Shopper Stop 3.8 

Myntra 4.4 

Amazon 4.4 

Flipkart 4.4 

AJIO 4.2 

H&M 4.8 

Snapdeal 4.2 

Craftsvilla 3.7 

Limeroad 4 

Nykaa 4.6 

 

“Src= Google Play store Dated on 09 July 2021” 

Here the rating is given by using the scale of 1–

5-star (*****) rating gives the clear vision about the 

product to the customer. Because of rating dealer must 

maintain the quality of the product. Rating helps dealers 

to maintain the quality of the brand. Rating plays a vital 

role in online business. Rating remarks the result of the 

brand. 

Web Apps Reviewer. 

Shopper Stop 25000 

Myntra 3000000 

Amazon 7000000 

Flipkart 19000000 

AJIO 1000000 

H&M 644000 

Snapdeal 2000000 

Craftsvilla 67000 

Limeroad 43100 

Nykaa 65600 

 
“Src= Google Play store Dated on 09 July 2021” 

0

50000000

100000000

150000000

Downloads

Number Of Users

Shopper stop Myntra Amazon

Flipkart AJIO H&M

Snapdeal: Craftvilla Limeroad

Nykaa

0

2

4

6

Ratings (1-5) *

Rating

Shopper stop Myntra Amazon

Flipkart AJIO H&M

Snapdeal: Craftvilla Limeroad

Nykaa

0

5000000

10000000

15000000

20000000

Reviewer.
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This last table shows the reviews of the user 

(customer) where they make the comments about the web-

applications and brands. Reviews are Comments shared 

by those customers who have an experience about that 

product.  While purchasing the apparel mostly women 

read the reviews and then decide for purchasing. Reviews 

helps in sharing their experiences towards the brands. 

III. SOME EXAMPLES: 

Anusha Chandrashekar and Alok Paul started the 

D2C women apparel brand Berrylush in Noida in 2018. 

They launched a direct-to-consumer (D2C) online 

women’s western wear brand Berrylush in Noida in 2018. 

They started selling women apparel on ecommerce 

platforms such as Myntra, Ajio, Flipkart, Amazon, and 

their own website. In two years, Berrylush has reached 

annual revenue of Rs 15 crore, the brand claims, adding 

that it has sold over three lakh units of products in the 18 

months preceding January 2021.  

After Myntra and Medlife, Ananth Narayanan 

turns to D2C, wants to help Indian brands sell globally. In 

May 2021, Ananth Narayanan's new venture, Mensa 

Brands, raised $50 Million, pre-launch. It wants to scale 

India's D2C brands and enable them to sell globally. 

IV. CONCLUSION: 

  With the above data we can conclude 

that technology plays a vital role In Fashion Industries. 

Considering the above data analysis and result finding the 

hypothesis H0 has been rejected according to the results 

there is a direct relationship between social media that is 

technology and fashion industries. According to the data 

analysis of rating a brand; and writing the reviews are 

maximum done by women. So, here we can conclude that 

there are more women buyers than a man. Placing brand 

and designer on same platform is beneficial. Hence 

technology is getting more advance in day today lifestyle.   

SUGGESTIONS 

In this pandemic the technology social media 

plays vital role during the festival time. Many web-

applications had grabbed the mind of customers by giving 

them a super deal and many offers that is discounts on the 

brand. Digital marketing and web-based applications are 

two side of same coin. 
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