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Introduction

There has been aremarkable outburst in social media usage in the past decade. Social media platforms are
increasingly growing as developers come up with better applications and new features. Consequently, the
adoption of such platformsis growing. Such fast adoption is evidenced by the growing number of usersin
various social media networks ranging from social media platforms such as Twitter, Snapchat and Facebook.
Thetrend is especially noticeable among tech-savvy teenagers who are among the first people to know of
new emerging platforms. Evidently, social media and other applications of web 2.0 have had tremendous
influence on peopl € s lives. The world has progressively been transformed into a global village where trans-
continental communication is ubiquitous. Consequently, sharing of ideas, cultural exchange among other
factorsis faster and easier. The use and consequent impacts of social mediain spending habitsisa
particularly critical areain understanding consumer behavior. By understanding social media usage and
preferences for particular goods, organizational marketers can develop strategies for product positioning. In
addition, such knowledge is of fundamental importance when it comes down to development of social media
marketing campaigns. Thus, it isimperative for marketers to understand the use of social media among
teenagers who comprise a higher fraction of social media users globally. Failure to understand the consumer
behavior can present great marketing challenges.

Objectives of the study
Primary Objectives

1. Toinvestigate use of social media and itsimplications on spending habits of teenagers when
purchasing fashion products.

2. To explorethe primary trends/major themes associated with discussing influence of social media on
consumer spending.

3. Toclassify social mediaas a significant influential factor on teenage fashion.

Specific objectives

1. To anayze the profiles of teenagers/consumers.

2. To classify fashion products depending on the number of purchases made by teenagers. The following
research questions were formulated to achieve the research aims mentioned above.

3. Toidentify the influenceindex of social media, as a marketing platform, on teenage fashion.

Resear ch Questions

How specifically does social media usage affect the spending habits of high school teenagers?

What are the common features/ characteristics or attributes of consumers who are influenced by similar
social media platforms?

How can fashion products be classified on the basis of searches or purchases made?

To what extent does social media, as a dominant marketing platform affect consumer spending?

Significance of study

Understanding consumer behavior is a strategic activity that can be applied in the overall improvement of the
organization’s marketing approach. As such, understanding the implications of social mediain spending
habits of teenage shoppers of fashion products can be of help to marketing strategists around the target
region. Moreover, the findings of the study could be generalized to apply to awider population. Nonethel ess,
if the generalizability of the findings generated from the study is questionable, the researcher will propose



future research areas for studying.
Scope of the study

The aim of the study is as stipulated earlier. The study setting will be 3 high schools located in an urban
setting, preferably Boston. The study will be conducted for a period of 6 months starting from May 2017 to
November 2017.

Literature Review
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The use of digital ads by fashion mal™Qers creates a big opportunity for the populations to view and share
the products before actual purchg, whith tends to influence the spending habits during the actual purchase
(Okazaki & Taylor, 2013 ers and other consumer groups have turned to social mediafor fashion
inspi ration and digital 1 ¥ these products. In the digital platforms created through social media, the

form the prima sis for spending behavior. According to research in the use of social media, it has been
identified that customers who use these platforms during their shopping experiences are likely to spend more
than those who do not. According to research, 68% of American teenagers use Facebook as their primary
social networking platform and teenagers are highly vulnerable in terms of self-development and they are
faced by decision making challenges when it comes to fashion spending, especially for the young women
adol escents (Perloff, 2014).

Conceptually, images act as intensive expressions of self-confidence and self-management especialy if they
are personalized. In the social media platforms, teenagers are able to share photos of themselves and events
characterized by fashion designs, which influences the fashion trends of the peer groups. Fashion is an
industry of competition asit is considered as a major representation of one’ staste and actually affects the
confidence in the presence of peers (Okazaki & Taylor, 2013).



Globally, social media has become a major interconnection platform for fashion designers, marketers, and the
end-users based on the inspiration for designs and fashion trends. Teenagers spend significant amount of time
in social media, viewing and sharing the current trends in fashion news, or other trending news. In real
essence, the fashion industry is one of the most trending industries in the social media platforms, and hence
most of the Internet users who have social media accounts are able to connect with the fashion industry asa
digital industry. In the United States, most of the teenagers have access to smartphones, |aptops, i Pads,
tablets, desktop computers, and other Internet access devices. More than 70% of the American teenagers have
access to smartphones and use it as a primary Internet access tool, whereby most of the Internet-using teens
have social media accounts (Fardouly et al., 2015).
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Project Description ¢

Design

The cross-sectional research design will be used to the@yesearch question. Due to the nature of the
research variables, the researcher targets to colleg fa and numerical data covering such areas as
frequency of using articular platforms among @ such, the qualitative and quantitative research
approaches will be applied. The researcher g cross-sectional research design as he aimsto collect
specific sets of information from groups g (SRS With similar attributes. Moreover, the participants
originate from three study settingsg etro area. The effectiveness of cross-sectional
study design in such settings as the researcher has been explored by Sedgewick (2014)
The guiding paradigm will be ctivist paradigm. Its assumptions will equally be adopted.

A paradigm isaway of thinking whi
paradigm forms the basis of the%ical ramework applied in research (Weaver & Oslon, 2006). The research
setting is Boston metro chusetts. The researcher intends to identify prospective schools that are
located in the area of iy est A ough the area contains numerous schools that can be potential target areas

popul ation s glNESity of people, covering respondentsfrom different backgrounds, ethnicities and racial
orlentatlo

According to the design of the study, the researcher targets between 250 and 300 high school teenagers aged
between 16 and 19 years. Although the researcher does not apply any forma methods of sample size
calculation, he feels that the sample of between 250 and 300 participants will be sufficient for representing
the general population of high school students around Boston. Nonetheless, heis limited by constraints of
time and resources, especially because this is an academic non-funded research. Simple random sampling, a
probability sampling method, will be used to recruit participants of the study. Simple random sampling is
best suited because the participants have similar characteristics that are considered for eligibility. That is,
many students are users of social media platforms, are aged 16-19yrs, come from different backgrounds and
genders as well as have different preferences of fashion products.



Aninvalidated questionnaire will be used to collect the primary data required for the study. The researcher
will develop a questionnaire and will test it through a pilot study comprising of approximately 20 high school
teenagers. It will comprise of 15-20 simple, clearly spelled out and brief questions covering the topics of
social media preference, fashion preference, social media use involving frequency of using particular
platforms on daily or monthly basis. Statistical methods will be used to analyze numerical data whereas
thematic analysis will be applied to analyze the nominal data.

Expected L ear ning Outcomes

By completi ng the research project the researcher aims at having grasped adeeper undg
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proposals. Again, successful completion of the project will shed light into pr Bing, execution,
management and such critical skills required in the business niche.

Besides these basic learning outcomes, the researcher aims at gatherin athg@will assist in answering the
research question. Specifically, he intends to realize the factors that link edia use and spending
habits, ranging from social media marketing, influence from riends and such implications.
Moreover, the researcher expects that social media usage prop ration dissemination so that
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The project is structured in several ph A S0 with identification of study topic and devel opment
of researcher proposal. The proposg qrsied for approval after which the study will
commence with the devel opmenjgp aire and carrying out the pilot study. Afterwards, other
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Writing the research report
Project presentation

Criteria proposed to check results

An audit trail will be used to evaluate whether all processes were conducted as per the outlined procedures.
The results generated from the pilot study could be correlated with data generated from various participants
to check validity and reliability. Equally, responses from different respondents can be compared through
correlation.






