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I. Introduction 

A. Projection of women in media  

Media largely reflects the life styles, socialization patterns, participation levels, cultural boundaries, political 

manoeuvrings, religious manifestations, educational standards, social hierarchy, and of course, society images of 

any given society (Deepanjali Mishra, 2015). 

B.  Media and personality change 

Bhardwaj & Fairhurst (2010) in their article 'Fast fashion: response to changes in the fashion industry' says that 

“Marketing and capital investment are the driving forces of competitiveness in the fashion apparel industry.” The 

fashion industry is very competitive and it updates product ranges in seasons.  

 

II. REVIEW OF LITERATURE 

A. Advertising in fashion industry 

Hamed Abu Adab (2012) in his research paper 'Advertising and Marketing to Female Consumers' states that 

fashion trend has been updated each and every day and media helps in making the trend reach the mass audience. 

The impact of fashion clothing advertising has been directed to women. 

B.  Media and buying behaviour 

Indhu Rajagopal and Jennifer Gales (2002) in their article ‘It's the Image That Is Imperfect: Advertising and Its 

Impact on Women’ said “It can be proven that the power of advertisements and media images than what books 

on feminism and scholarly experiments have on gender equality” 

 

III. OBJECTIVES OF THE STUDY 

 To study the change in dressing behaviour among students with regards to celebrity impact through 

media. 

 To study the change in dressing behaviour among the respondents due to influence of media. 

 

IV. METHODOLOGY 

The methodology employed in this study is one of a quantitative in nature and takes the form of survey method. 

Hence the researcher confined the research into the quantitative content analysis technique for this study. 

Questionnaires were administered to 200 respondents from various colleges and Universities in Madurai district. 

 

 

 

Abstract: Media plays a variety of roles in the society such as awareness creation, information dissemination, 

imparting current affairs etc. It is seen as a powerful tool in today’s Women happen to be a major percentile 

of the Indian populace. Culture, customs, traditions are some of the foremost things that comes to our mind 

when we think or associate with women. Dressing and fashion are some of the concepts which are 

predominantly associated with women. Dressing is seen more of a way of identifying the culture. Impact made 

by celebrities through media and by using media outlets aren’t something new. The current research study 

looks at the impact of celebrities and advertising media among college and University going women in 

changing the dressing behavior in Madurai district, Tamil Nadu.   

 

Keywords: Celebrities, Impact, Media, Dressing behaviour, Women, Madurai,   

http://www.iasir.net/


R. Venkatesh Aravindh., American International Journal of Research in Humanities, Arts and Social Sciences, 22(1), March-May 2018, pp. 

109-111 

AIJRHASS 18-224; © 2018, AIJRHASS All Rights Reserved                                                                                                                Page 

110 

Table 1 Age 
Age 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

17-20 104 51.5 52.0 52.0 

21-24 95 47.0 47.5 99.5 

25 and above 1 .5 .5 100.0 
Total 200 99.0 100.0 100.0 

Total 200 100.0 100.0 100.0 

     

 

Table 2 Area of living 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

urban 87 43.1 43.5 43.5 
semi-urban 56 27.7 28.0 71.5 

rural 57 28.2 28.5 100.0 

Total 200 100.0 100.0 100.0 

 

 

Table 3 Comfort level of dressing and celebrity impact 
 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 39.924a 24 .022 
Likelihood Ratio 34.154 24 .082 

Linear-by-Linear 
Association 

1.140 1 .286 

N of Valid Cases 200   

 

Table 4 Comfort level of dressing and advertisement impact 

 
Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 41.314a 24 .015 

Likelihood Ratio 37.843 24 .036 

Linear-by-Linear Association .707 1 .400 

N of Valid Cases 200   
 

 

V.  FINDINGS 

Majority of the respondents were in the age group of 17-20 with 52 % followed by respondents in the age group 

of 21-24 with 47.5%. Respondents who were aged 25 and above were the least with 0.5%. 

 Majority of the respondents were undergraduates with 52.5% followed by respondents who were post 

graduates with 47.5%. 

 When comparing the comfort level of dressing and advertising impact there was high significance and 

is evident from the p value of 0.022. 

 When comparing the comfort level of dressing and advertising impact there was high significance and 

is evident from the p value of 0.015. 

 

VI.  CONCLUSION 

Dressing and fashion happens to be some of the major concepts that are associated purely with women. Impact of 

celebrities and advertising impact also varies vastly from one group of people to another. Plenty of studies have 

had been done by researchers in the urban areas on the impact of celebrities sand advertising aspect of media. The 

current research study was envisioned to find out the impact of celebrities and advertising media impact among 

women in Madurai district, Tamil Nadu. The study revealed that majority respondents were aged 17-20 with 52%. 

The study also revealed that majority of women happened to be under graduates. There was high significance with 

regards to the impact of celebrities on changing dressing behaviour among respondents with a p value of 0.022. 

There was also high significance with regards to the impact created by advertising in media outlets on changing 

dressing behaviour with a p value of 0.015. This clearly indicates that there is prevalence among women who look 

up to the celebrities and media outlets in changing their dressing behaviour. 

 



R. Venkatesh Aravindh., American International Journal of Research in Humanities, Arts and Social Sciences, 22(1), March-May 2018, pp. 

109-111 

AIJRHASS 18-224; © 2018, AIJRHASS All Rights Reserved                                                                                                                Page 

111 

VII.  REFERENCES 
[1] Bhardwaj, V., & Fairhurst, A. (2010). Fast fashion: response to changes in the fashion industry. The International Review of Retail, 

Distribution and Consumer Research, 20(1), 165-173. 

[2] Hamed Abu Adab, S. (2012). Assessing the Influence of Fashion Clothing Advertising on Women's Consumer Behaviour in Finland; a 
case study of H&M. 

[3] Rajagopal, I., & Gales, J. (2002). It's the Image That is Imperfect: Advertising and Its Impact on Women. Economic and Political Weekly, 

3333-3337. 
[4] Mishra, D. (2015). Portrayal of Women in Media. Journal of Higher Education and Research Society, 12-128. 

   


