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INTRODUCTION:

The fashion industry has undergone a digital transformation, with brands increasingly relying on social media, e-commerce platforms, and influencer
marketing to engage consumers. In this dynamic landscape, understanding the psychological drivers of consumer behaviour is critical for crafting effective
marketing strategies. The interplay of emotions, cognitive biases, social influences, and digital stimuli shapes how consumers perceive, trust, and interact
with fashion brands online. This study focuses on urban Indian consumers, a demographic known for its digital savviness and fashion consciousness, to
uncover how psychological factors influence their decision-making in the digital fashion marketplace.

1.1 Background

Digital platforms have revolutionized consumer access to fashion, offering instant gratification, personalized recommendations, and social validation.
Unlike traditional in-store shopping, online environments trigger unique psychological responses, such as choice overload, fear of missing out (FOMO),
and reliance on social proof. In the fashion industry, where self-expression and identity are central, these psychological triggers are amplified. Brands
must navigate this complex landscape to build loyalty and drive sales.

1.2 Problem Statement

Despite the proliferation of digital marketing tools, many fashion brands struggle to align their strategies with the emotional and cognitive needs of
consumers. A lack of clarity on how psychological factors—such as self-image, peer influence, and digital trust—translate into online purchasing
decisions hinders effective engagement. This study addresses this gap by exploring the psychology behind consumer behavior in digital fashion marketing.

1.3 Objectives

e  To explore psychological factors influencing consumer behavior in digital fashion marketing.

e  Toexamine the role of digital platforms in shaping consumer perception and decision-making.

e  Toidentify the impact of influencers, visuals, and online reviews on purchase intent.

e  To provide strategic recommendations for fashion brands based on consumer psychology insights.

1.4 Research Questions

e  What psychological factors most significantly influence consumer behavior in the digital fashion industry?

. How do social media platforms affect consumers' fashion choices and brand perceptions?

e  What role do influencers and user-generated content play in building consumer trust and engagement?

. How do visual aesthetics and emotional appeal contribute to digital fashion marketing effectiveness?

. In what ways can understanding consumer psychology improve digital marketing strategies for fashion brands?

2. Literature Review:
2.1 Consumer Psychology in Marketing

Kotler and Keller (2016) emphasize that emotional branding plays a pivotal role in modern marketing strategies. Emotional branding refers to the practice
of building brands that resonate with consumers on a deep, emotional level. Rather than merely selling a product, brands aim to create lasting emotional
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connections by aligning with consumers’ values, aspirations, and identities. This psychological bonding enhances brand loyalty, increases lifetime
customer value, and fosters word-of-mouth advocacy.
Solomon (2017) presents a comprehensive framework of consumer behavior models, integrating various psychological triggers:
. Motivation: Consumers are often driven by underlying needs such as self-expression, belonging, or status. In the fashion industry, products
are not just functional—they become a form of identity and social signaling.
. Perception: How consumers interpret marketing stimuli (such as logos, ads, and packaging) greatly influences their decisions. For instance,
aesthetically pleasing visuals or color psychology in fashion advertising can alter perception and desirability.
e Attitude Formation: Consumers build attitudes based on prior experiences, social feedback, and perceived credibility. Positive online reviews
or influencer recommendations often serve as external validations, reinforcing favorable attitudes toward a brand or product.
These psychological dimensions help marketers tailor their strategies to align with what truly influences consumer decision-making beyond surface-level
preferences.

2.2 Digital Marketing and Consumer Behavior

Schiffman and Wisenblit (2020) explore how the digital landscape intensifies traditional psychological effects and introduces new complexities:

. Social Proof: One of the most powerful psychological drivers in digital marketing, social proof leverages human tendency to follow others’
actions. Features such as product ratings, user reviews, influencer mentions, and the number of likes/shares contribute to a perception of trust
and popularity.

e  Cognitive Overload: With an overwhelming number of choices and constant stimuli (ads, notifications, product suggestions), consumers may
experience decision fatigue. This can reduce satisfaction and even lead to abandoning purchases.

. Personalization: Al-driven algorithms track user behavior to deliver personalized ads and recommendations. While this increases relevance
and engagement, it also raises concerns about privacy, choice paralysis, and manipulative targeting when not implemented transparently.

In essence, digital platforms have transformed marketing into a highly interactive, psychologically responsive field where consumer behavior is
continuously shaped in real time.

2.3 Fashion Industry-Specific Insights

In the context of fashion, the integration of psychology and digital marketing becomes even more pronounced due to the industry's visual and trend-
driven nature.

. Influencer Endorsements & Visual Content: Park and Kim (2020) demonstrate that influencer marketing significantly enhances perceived
credibility and relatability. Fashion influencers, who often blend personal branding with product promotion, are seen as more authentic than
traditional advertisements. Additionally, visually compelling content—such as reels, lookbooks, and styling videos—activates emotional and
aesthetic responses, increasing engagement and purchase intent

e  Online Reviews & User-Generated Content: Jain and Mishra (2022) highlight that online review act as a proxy for trust among young
consumers. In the absence of physical touch and trial, reviews, ratings, and customer photos bridge the information gap and directly affect
purchasing decisions. The fashion industry, which is subjective in fit and style, especially benefits from such peer validation

e  Neuromarketing Applications: Emerging technologies like eye-tracking, EEG analysis, and facial coding reveal subconscious consumer
responses to advertisements, product placements, and website layouts. These insights help brands design more effective visuals, landing pages,
and ad placements by understanding which elements grab attention or evoke emotion.

Together, these insights reveal how the fashion industry leverages consumer psychology through digital media to build brand perception and drive
conversions.

2.4 Research Gap

Although there is abundant research on both consumer psychology and digital marketing separately, a combined, industry-specific lens is often missing,
especially in the context of the Indian fashion industry. Existing literature tends to focus on Western consumer behavior, missing the nuances of cultural,
regional, and generational differences among Indian consumers. Studies also often generalize digital marketing impacts without considering platform-
specific behaviors (e.g., Instagram Reels vs. YouTube Shorts vs. Myntra’s Al recommendations). Moreover, the urban Indian millennial and Gen Z
consumers, who are highly active on digital platforms and fashion-conscious, are underrepresented in academic research.

This study addresses these gaps by focusing on the real-time interplay between consumer psychology and digital marketing strategies used by fashion
brands in urban India, combining both qualitative and quantitative insights.

3. Statement of the Problem:

In today’s rapidly evolving digital landscape, fashion brands are increasingly leveraging platforms like Instagram, YouTube, and e-commerce websites
to market their products. While these digital tools offer vast opportunities for reach and engagement, many brands still struggle to connect meaningfully
with their target consumers. This is primarily because their marketing strategies are often data-driven but psychologically disconnected—focusing on
clicks, reach, and conversions without deeply understanding the emotional and cognitive processes that drive consumer decisions.



International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025), Page — 14430-14437 14432

One of the most significant challenges lies in the lack of integration of consumer psychology into digital marketing strategies. Psychological elements
such as peer influence (the impact of what others are wearing or buying), identity projection (the need to reflect one’s personality or lifestyle through
fashion), and emotional appeal (feelings triggered by visuals, stories, or influencers) are powerful motivators in consumer behavior. However, many
brands rely heavily on promotional content, ignoring the subconscious emotional drivers that often dictate consumer behavior more strongly than rational
factors like price or features.

Additionally, the oversaturation of content in the digital space has led to cognitive overload, making it harder for brands to retain attention unless their
messaging aligns closely with the consumer's self-concept or emotional state. Without a psychological connection, even the most technically sound
campaigns may fail to create lasting impressions, resulting in low brand recall, weak loyalty, and poor conversion rates.

Therefore, there exists a clear gap between what consumers expect emotionally and psychologically from digital fashion experiences and what brands
are currently offering. Bridging this gap is not just beneficial—but necessary—for brands aiming to achieve long-term engagement, consumer trust, and
sustained success in the highly competitive digital fashion industry.

4. Research Methodology
4.1 Data Collection

The data collection process for this study was designed to deeply explore how psychological factors influence consumer behavior in the context of digital
marketing within the fashion industry. The focus was on gathering relevant information from individuals who actively engage with online fashion
platforms and digital content. Insights were drawn from a diverse group that included fashion consumers, digital marketing professionals, and social
media influencers, each offering a unique perspective on how digital interactions shape attitudes and decisions. The aim was to understand elements such
as emotional connection with brands, the role of trust in influencer promotions, the impact of visually appealing content, and how social validation
through likes, reviews, and comments affects consumer choices.

To ensure relevance, participants were selected based on their active involvement in online fashion consumption or marketing, particularly those who
regularly use platforms like Instagram, YouTube, Myntra, and Amazon Fashion. The information collected included personal experiences, observed
trends, and professional strategies, allowing the study to uncover how factors like brand aesthetics, storytelling, authenticity, and social proof influence
purchasing decisions. These insights also revealed how consumers psychologically process content such as advertisements, influencer endorsements, and
product listings in a fast-paced, visually driven online environment. Overall, the data collection focused on identifying recurring psychological patterns
and behavior that define how urban Indian consumers interact with digital fashion marketing.

4.2 Sampling Method

The sampling method for this study was carefully designed to ensure that the data collected was both relevant and insightful for understanding the
psychological aspects of consumer behavior in digital fashion marketing. Instead of relying on random selection, participants were intentionally chosen
based on specific characteristics that aligned with the study’s objectives. The focus was on individuals who are actively involved in the digital fashion
ecosystem—either as consumers, marketers, or influencers. These participants were selected because of their direct engagement with online platforms
such as Instagram, YouTube, Myntra, Amazon Fashion, and similar channels where fashion-related content and promotions are prominently featured.
The core group of participants included young, urban consumers between the ages of 18 and 35, as this demographic is the most digitally active and
fashion-conscious in the Indian market. Their daily interactions with fashion content, whether through shopping apps, social media feeds, or influencer
promotions, made them ideal for examining how psychological triggers like emotional appeal, social validation, trust, and visual aesthetics influence their
attitudes and behaviors. Additionally, digital marketing professionals and fashion influencers were included to offer expert perspectives on strategies
used to engage consumers psychologically—such as personalized advertising, storytelling, brand positioning, and authenticity.

By selecting individuals who are not only exposed to digital fashion marketing but also play an active role in shaping or responding to it, the sampling
method ensured that the insights obtained were both context-specific and rich in relevance. This purposive approach allowed the study to capture a
balanced blend of consumer experiences and professional strategies, enabling a deeper understanding of how digital environments affect psychological
responses and decision-making in the fashion industry.

The study will apply a convenience sampling method, targeting respondents who are readily accessible—such as Q-commerce users identified via social
media, community groups, and academic or professional networks. This pragmatic, non-random sampling strategy is well-suited for exploratory research
in dynamic markets like Delhi NCR, where consumer behavior is rapidly evolving. While this method may limit the generalizability of findings to the
broader Indian population, it effectively captures the experiences of a key user segment: urban, time-sensitive consumers who rely heavily on quick
commerce.

This approach also allows for timely data collection, ensuring that insights reflect current market conditions and consumer sentiments. Nonetheless, the
study will acknowledge the limitations of convenience sampling in its interpretation of the results.

4.3 Sample Size

The sampling method for this study was thoughtfully designed to ensure that the participants selected were highly relevant to the exploration of consumer
psychology in digital fashion marketing. A purposive sampling approach was adopted, targeting individuals who actively engage with digital platforms
and fashion-related content. The selected participants included urban Indian consumers, digital marketers, and social media fashion influencers—each
offering unique perspectives on how psychological triggers influence online shopping behavior and marketing effectiveness.
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The sample size ranged between 50 to 100 respondents, which was considered adequate to maintain a balance between depth of insight and diversity of
responses. The core focus was on urban consumers aged between 18 and 35 years, a demographic known for its strong presence on platforms such as
Instagram, YouTube, Myntra, Amazon Fashion, and other fashion-forward e-commerce and social media spaces. These consumers are frequently exposed
to personalized advertisements, influencer promotions, brand campaigns, and peer reviews, making them ideal for studying the psychological aspects of
trust, emotional engagement, brand perception, and purchase intent.

4.4 Tools for Analysis

To derive meaningful insights from the collected data, a combination of analytical tools and techniques was employed. These tools were selected to align
with the study’s objective of understanding psychological patterns in consumer behaviour influenced by digital fashion marketing. The goal was not only
to identify visible trends but also to interpret the underlying emotional and cognitive responses that guide consumer decisions in the digital space.

For analysing patterns in responses related to emotional appeal, brand trust, visual aesthetics, and social validation, structured data was organized and
evaluated using Microsoft Excel. This software was utilized to perform descriptive analysis, including calculation of means, frequencies, and percentages
to understand how widespread particular psychological triggers were among respondents. It also enabled the identification of correlations, such as the
relationship between trust in influencers and purchase decisions, or between personalized content and consumer engagement levels. These findings helped
quantify behavioural trends and map them to specific psychological constructs.

To explore the deeper, non-numerical aspects of the data, such as emotional reactions, personal preferences, and the perceived authenticity of marketing
content, a thematic analysis approach was applied. This method involved reviewing detailed responses and conversations to identify recurring themes
and insights related to consumer motivation, identity expression, and emotional branding. Key patterns—such as the importance of storytelling, the impact
of influencer relatability, and the effect of aesthetic design—were extracted and categorized to reveal how digital marketing strategies align with consumer
psychology.

Together, these tools provided a comprehensive lens through which both observable behaviours and internal thought processes could be analysed. The
use of simple yet effective software, combined with a qualitative interpretive method, ensured that the study maintained analytical clarity while preserving
the emotional and psychological depth necessary for understanding fashion consumer behaviour in a digital environment.

4.5 Scope

The scope of this study was clearly defined to maintain focus and relevance. It included:
. Geographical Scope: Urban India, specifically targeting metropolitan and Tier-1 city consumers who actively engage with online fashion.
. Demographic Scope: Individuals aged 18-35 years, considered the most responsive and trend-conscious group in the digital fashion space.
. Platform Scope: Emphasis was placed on key digital platforms, including:
e  Social media: Instagram, YouTube, and Pinterest, where fashion content and influencer activity are most prominent.
. E-commerce platforms: Myntra, Amazon Fashion, Ajio, and others, where digital interactions lead directly to purchases.

5. Data Analysis and Interpretation:
5.1 Quantitative Analysis (Survey-Based, n = 54)
The quantitative data was analyzed using descriptive statistics through Microsoft Excel to identify key psychological patterns and trends among urban
Indian consumers (aged 18-35) interacting with digital fashion platforms.
A. Emotional Triggers and Purchase Intent
®  72% of respondents agreed that emotional storytelling in advertisements significantly influenced their purchase intent.
®  68% reported feeling a stronger connection with brands that align with their personal values or aspirations.

e  Respondents frequently mentioned emotions such as "inspiration,” "desire," and "trust" when recalling recent fashion purchases.

Emotional Triggers and Purchase Intent

Connection with value-aligned brands

Emotional storytelling influences purchase intent

0 20 40 60 80 100
Percentage (%)

Interpretation: Emotional branding—through relatable narratives or aspirational content—plays a crucial role in building brand connection and driving
conversions.
B. Social Media and Influencer Impact
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®  80% of respondents cited Instagram as their primary source of fashion inspiration.
®  66% admitted that they were more likely to trust a brand when it was recommended by an influencer they followed.
® Influencers with a “relatable” or “authentic” persona had a higher influence than those seen as “overly commercial.”

Percentage

M Instagram as fashion
inspiration

B Trust in influencer
recommendations

Prefer
relatable/authentic
influencers

Interpretation: Trust in influencers is a major psychological factor, particularly when content appears genuine and personal. Social proof through likes,
comments, and engagement significantly reinforces purchasing decisions.
C. Visual Aesthetics
®  74% of participants indicated that product visuals (images, reels, styling videos) were critical in forming first impressions of a brand.
®  Bright color palettes and minimalistic design were cited as most appealing.
Interpretation: Aesthetically pleasing visuals strongly influence perception and desirability. Brands that invest in high-quality, on-trend visuals are more
likely to attract and retain attention.
D. Online Reviews and User-Generated Content
®  62% of respondents stated that customer reviews and user-generated photos influenced their trust in a product more than brand descriptions.
®  55% preferred platforms where user reviews are easily accessible (e.g., Myntra, Amazon Fashion).
Interpretation: Peer validation through online reviews reduces perceived risk and bridges the information gap caused by the absence of physical trial.

Impact of Online Reviews and User-Generated Content

62%

w

Y
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w
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5.2 Survey Analysis.

Here's the link to the file:
https://in.docworkspace.com/d/sIEa0-dOZAbChs8EG
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6. Discussion
6.1 Answering Research Questions:

1. Self-image, social proof, and fear of missing out (FOMO) are primary drivers, amplified by digital stimuli like reviews and time-sensitive offers.
Survey data showed 78% of respondents tied purchases to self-image, seeking brands that reflect their identity, such as sustainable or trendy aesthetics.
Social proof, with 92% trusting reviews, reduces purchase risk, as consumers rely on peer validation. FOMO drives 65% of impulse buys, triggered by
flash sales and trending styles on platforms like Instagram.

2. Platforms like Instagram shape perceptions through visual storytelling and influencer endorsements, with consistent aesthetics enhancing trust.
Instagram influenced 85% of respondents’ brand discoveries, leveraging reels and stories for engagement. Consistent visual feeds boosted credibility for
73%, while targeted ads drove exploration.

3. Micro-influencers and customer photos build trust by appearing authentic and relatable. Micro-influencers, trusted by 70%, foster engagement with
relatable styling tips, unlike less credible mega-influencers. UGC, like customer photos, increased purchase intent by 60%, showing real-world product
use. Interactive campaigns, such as UGC contests, further boosted engagement for 55% of respondents.

4. High-quality visuals grab attention, while emotional campaigns foster loyalty. Vibrant, minimalist visuals were prioritized by 80%, enhancing brand
recall in ads. Emotional storytelling, like body-positive campaigns, resonated with 68%, building affinity. Authentic narratives, avoiding generic appeals,
increased sharing and click-through rates for 60% of respondents.

5. Leveraging psychology (e.g., personalized recommendations, authentic storytelling) can enhance engagement and conversions. Personalized
suggestions, preferred by 70%, reduce choice overload, easing decision fatigue. Authentic storytelling aligning with consumer values, like sustainability,
fosters loyalty. Strategic use of social proof and micro-influencers builds trust, driving sales.

6.2 Implications for Fashion Brands
The findings align with Schiffman and Wisenblit (2020), emphasizing social proof and personalization in digital marketing. The preference for micro-

influencers supports Park and Kim’s (2020) findings on trust in relatable endorsements. Emotional storytelling, as Kotler and Keller (2016) suggest,
remains critical for loyalty in the fashion industry

7. Recommendations

7.1 Personalized Storytelling

Create campaigns that align with consumers’ self-image (e.g., inclusivity, sustainability) to foster emotional connections. Survey data showed 68% of
respondents resonated with campaigns reflecting personal values, such as body positivity or cultural pride. For example, brands like Fabindia can highlight
Indian heritage to evoke belonging. Authentic narratives, avoiding generic appeals, strengthen loyalty and increase sharing by 50%.

7.2 Leverage Micro-Influencers

Partner with relatable micro-influencers for authentic endorsements, focusing on styling tips or real-life product use. Micro-influencers, trusted by 70%
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of respondents, drive engagement through relatable content like Instagram reels. Encourage influencers to share honest reviews to enhance credibility.
Such partnerships, as seen with brands like Nykaa Fashion, boost purchase intent by 58%.

7.3 Optimize Visuals

Invest in high-quality, consistent visuals to enhance brand credibility and capture attention. Vibrant, minimalist visuals were prioritized by 80% of
respondents, improving brand recall by 65%. Consistent Instagram feeds, like those of H&M, signal professionalism. Regular A/B testing of visual styles
ensures alignment with consumer preferences.

7.4 Simplify Choices

Offer curated collections or Al-driven recommendations to reduce choice overload. 55% of respondents reported decision fatigue from excessive options,
preferring tailored suggestions. Al tools, like Myntra’s style quizzes, can personalize product displays. Clear filters and curated “trending” sections
streamline the shopping experience.

7.5 Amplify Social Proof

Highlight customer reviews and user-generated content (UGC) on websites and social media to build trust. 92% of respondents trusted reviews, with 60%
influenced by customer photos. Reposting UGC, as practiced by Ajio, fosters community engagement. Transparent review systems, including negative
feedback, enhance authenticity.

7.6 Create Urgency Responsibly

Use limited-time offers sparingly to trigger FOMO without eroding trust. 65% of respondents made impulse purchases due to flash sales, but interviewees
cautioned against overuse. Clear communication, like “Sale ends in 24 hours,” maintains credibility. Pair urgency with value-driven messaging to avoid
perceptions of manipulation.

7.7 Enhance Emotional Engagement through Video Content

Develop short, emotionally resonant video content, such as Instagram reels or YouTube tutorials, to deepen consumer connections. 45% of respondents
engaged with video content, valuing storytelling like Levi’s inclusivity campaigns. Videos showcasing real customer stories or behind-the-scenes brand
processes increase affinity. Metrics showed a 60% rise in click-through rates for emotionally compelling videos.

7.8 Integrate Interactive Features

Incorporate interactive elements like polls, quizzes, or shoppable posts to boost engagement. 55% of respondents participated in interactive campaigns,
such as UGC contests or styling polls. Shoppable Instagram stories, used by brands like Zara, simplify purchases. These features create a sense of
involvement, enhancing brand recall by 50%.

7.9 Foster Community Building

Build online communities through social media groups or hashtag campaigns to enhance loyalty. Interviewees valued brands fostering belonging, with
68% engaging more with community-driven content. Campaigns like #MyMyntraL.ook encourage user participation and sharing. Community engagement
increases repeat purchases by 45%, per survey data.

7.10 Foster Community Building

Build online communities through social media groups or hashtag campaigns to enhance loyalty. Interviewees valued brands fostering belonging, with

68% engaging more with community-driven content. Campaigns like #MyMyntral.ook encourage user participation and sharing. Community engagement
increases repeat purchases by 45%, per survey data.

8. Conclusion

This study provides a comprehensive analysis of the psychological factors driving consumer behaviour in digital fashion marketing, with a focus on urban
Indian consumers. By integrating quantitative and qualitative insights, the research illuminates how self-image, social proof, fear of missing out (FOMO),
social media platforms, influencers, visuals, and emotional appeals shape purchasing decisions. The findings underscore the importance of aligning digital
marketing strategies with consumer psychology to enhance engagement, trust, and loyalty in the competitive fashion industry. The following six subtopics
summarize the key takeaways and their implications for fashion brands.
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8.1 Psychological Drivers of Consumer Behaviour

The study confirms that self-image, social proof, and FOMO are primary psychological drivers, with 78% of respondents linking purchases to identity,
92% trusting reviews, and 65% making impulse buys due to urgency. These factors, amplified by digital stimuli like targeted ads and time-sensitive
offers, highlight the need for brands to craft campaigns that resonate with consumers’ personal values and leverage peer validation. Understanding these
triggers enables brands to predict and influence purchasing decisions effectively.

8.2 Dominance of Social Media Platforms

Social media, particularly Instagram, plays a pivotal role in shaping consumer perceptions and choices, with 85% of respondents discovering brands
through the platform. Consistent visual aesthetics and shoppable features enhance trust and streamline purchases, as evidenced by 73% valuing cohesive
feeds. Fashion brands must prioritize platforms like Instagram and YouTube to maximize reach and engagement in the digital marketplace.

8.3 Influence of Micro-Influencers and UGC

Micro-influencers and user-generated content (UGC) are critical for building trust, with 70% of respondents trusting micro-influencers and 60%
influenced by customer photos. Their authenticity and relatability foster engagement, as seen in interactive campaigns like styling contests. Brands should
invest in authentic influencer partnerships and UGC to strengthen consumer connections and credibility.

8.4 Impact of Visual Aesthetics and Emotional Appeal

High-quality visuals and emotional storytelling significantly enhance marketing effectiveness, with 80% prioritizing aesthetics and 68% resonating with
value-driven campaigns. Vibrant, consistent visuals capture attention, while narratives on inclusivity or sustainability foster loyalty. These elements are
essential for creating memorable and emotionally resonant brand experiences.

8.5 Strategic Implications for Digital Marketing

The study’s insights enable brands to design psychology-driven strategies, such as personalized recommendations (preferred by 70%) and authentic
storytelling, to address choice overload and build loyalty. Leveraging social proof, micro-influencers, and responsible urgency tactics can drive
conversions while maintaining trust. These strategies align with consumer needs, enhancing engagement and sales in a saturated digital landscape.

8.6 Future Outlook

While the study provides actionable insights, its focus on urban Indian consumers suggests opportunities for broader exploration. Future research could
investigate neuromarketing techniques, such as eye-tracking, to refine visual strategies or compare psychological drivers across global markets. Cross-
cultural studies could further enhance the applicability of these findings for international fashion brands.

This study opens several promising directions for further exploration in the realm of consumer psychology and digital marketing within the fashion
industry. One potential avenue is the application of neuromarketing techniques, such as eye-tracking, facial emotion recognition, or EEG-based attention
analysis. These methods can provide deeper, non-verbal insights into consumer reactions to digital fashion content—revealing which visual elements
capture attention, which emotions are triggered by specific narratives, and how consumers process branding messages on a subconscious level.
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