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A STUDY ON INSTAGRAM AS A MARKETING TOOL WITH
REFERENCE TO LIFESTYLE PRODUCTS: CUSTOMERS’

PERSPECTIVE
Ms. Muthulakshmi Konar Dr. Shital Mandhare
Smt. MMP Shah Women’s College of Arts and Assistant  Professor, Smt. MMP Shah
Commerce, Matunga, Mumbai, Women’s College of Arts and Commerce,
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ABSTRACT

This study was conducted to determine the impact that Instagram Marketing has towards the
purchase decision of lifestyle products of consumers. In today’s world, with digitisation
coming into the picture and technology booming, shopping online has become an important
activity for everyone. People have started leveraging the buying and selling service that
Instagram has started providing through its business accounts for lifestyle products. The study
is aimed at understanding the effect of celebrity endorsements, offers and discounts, appeal of
the ads and price difference on the purchase decision of people for lifestyle products. According
to the results from this study, in general, social media marketing relies heavily on
Instagram and the purchasing behaviour of the consumers are more likely to have a positive

effect for a business when using social media platforms for marketing strategies.

KEYWORDS: Social media, Instagram Marketing, Discounts, Online Shopping, Lifestyle
products, Advertising, Influencer Marketing.

INTRODUCTION

Social Media has occupied an important position as a communication tool. It is all about
facilitating people to express and share ideas, thoughts and opinions with others. People across
the world use social media to connect other people or organisations. The latest trend in
marketing is the introduction of social media. Now-a-days Social media had become very
strong tool in influencing buying decisions of consumer. A large section of the audience gets
to know your brand through the content that is distributed on social media, in this way people
get to know about your product. The main aim of this study is to observe in what way social
media will affect the final consumer behaviour among person who mostly uses social media

websites. The study has also undertaken to analyse how Instagram is used as a marketing tool
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in the buying decisions of general public and the factors that motivate them to shop through

these social media platforms.

Marketing is a well-improved method or act that regularly changes the rules based on the
necessity of promoting and marketing products and services. It makes the customers aware of
your products or services, involves them, and helps them make the buying decision. Unlike the
past, traditional marketing strategy such as television commercials and newspaper
advertisements do not give much impact to the customers these days. The rising of these new
technologies does not only affect our living style but also created a new marketing strategy for

marketers to promote and sell their products.

Instagram is a photo and video sharing social networking service founded in Oct 6, 2010 by
Kelvin Systrom and Mike Krieger and later acquired by American company. It is a mobile
application, which allows users to share their photos and videos to their followers. Instagram
allows users to snap photo or video anywhere they are at any time and share it with their
followers nationally and also internationally. Instagram is a word combination of “instant” and
“telegram”. In 2012, Facebook have offered 530m cash and 23million of its shares to Instagram
and the deal was finalized very soon after the offer. Instagram is said to be 3rdmost popular

social networking among the college students in US.

INSTAGRAM AS A MARKETING TOOL

As the marketing approach trend move from the traditional marketing strategy to social
network marketing strategy, many companies have started to take part in promoting the
company’s brand through several social networking sites. Hence, the social networking site
that best fit the marketing strategy is the “Instagram”. A lot of firms worldwide are using
Instagram as a platform to promote and sell its products and services. Amongst the social
networking sites which remain popular and currently being used, Instagram is a very major
player and is widely used through mobile devices as an application. It has given marketers a
unique platform to relate with their customers. The popularity of Instagram is rising day by
day. Besides being well known among the young people who are active in social media,

Instagram is also getting more popular in the business industry.

INSTAGRAM AS A FASTEST GROWING MARKET AMONG CONSUMERS
In the last few years, Instagram has become a very popular website today. Over half of all 18-
30 years old are on Instagram. It is used by 48.8 per cent of brands by 2017 and now it is raised

to 70.7 per cent in 2021. Instagram curved its features focus to creating a better consumer
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shopping experience. 70per cent of shoppers look to Instagram for their next purchase. For
various people on Instagram, shopping is an enjoyable way to get inspired and connect with
new and interesting brands. Connecting people in an instant and effective way is what makes

Instagram so powerful.

OBJECTIVES OF THE STUDY
1. To study different marketing tools especially digital ones available for marketing.
2. To evaluate the opinions and perceptions of consumers about Instagram as a marketing
tool with reference to Lifestyle products.
3. To find out the impact of Instagram as a marketing tool on purchase decisions of

consumers for Lifestyle products.

RESEARCH METHODOLOGY

Present research paper reviews certain studies to gain a better understanding of how Instagram
is used as a marketing tool. For secondary data researcher attempted to evaluate some e-
journals, e-research papers and e-magazines. Some of the research articles are also reviewed.
All this has helped the researcher to thoroughly understand the topic and pen down some
important points for the present study. For gathering first-hand information, primary data will
be collected through questionnaire methods. A structured questionnaire is used to administer
responses of the consumers between the age group of 18-45 and above. The sampling method
used for the study is Snowball and Convenience sampling. The primary data gathered from
these respondents is statistical analysed and tested and will further be presented in the form of
graphs and charts to make it more explanatory. Researcher have made an attempt to use

descriptive analysis to represent the data in the study.

LITERATURE REVIEW

Numila Mia (2015), in the article titled “Successful social media marketing on Instagram.”
exhibited about the focus on Instagram and how it can be used effectively as a part of the
company’s social media marketing strategy. Based on the results of the study, it is said that
there are 65 per cent of the world’s top brands that have Instagram accounts to increase its
profits and to make more businesses out of the company. It also highlights that companies use
Instagram not as a sales promotion tool but as an opportunity to show the brand and the
company behind-the scenes. The findings deepened the knowledge about the subject of social
media marketing and about Instagram in specific. The findings had most certainly come in

handy in both personal and business use of Instagram. Hence, this research paper discussed



In-Quest: Students’ Research Compendium 2023-24

that how Instagram has become a favourable platform for marketers to market a product or

service.

J. Holmes (2017), states that Instagram evolved from solely being a platform for social
networking to a possible source of income. Using the concept of sharing on this popular forum
issuing it in so many different ways. A lot of businesses gathered here to utilize their services
and reach out to the user base of millions. Big brand names to small closet shops, you can find
the whole lot amongst the thousands of user profiles that use Instagram for business. Brands
have been using Instagram to market their product and make their presence valid on this using
Instagram is an extremely convenient way to show your products to a huge potential customer
base. People need to be able to see what is on offer in order to know if they want to buy it. It is
like a free advertising tool for your products and services. This author stated that this will
automatically reach out to more people if they are actually quality content and also this will

then generate more customers for the business.

Sjoberg Annette (2017), the main purpose of this study is to use benchmarking to identify
concrete actions that can be used to influence brand awareness in social media platforms
Facebook and Instagram. Facebook and Instagram were selected to be investigated firstly,
because both platforms are actively used for marketing purposes. According to latest statistics,
brands are still getting three times more engagement in Instagram than in Facebook, which
encourages marketers to put more emphasis on Instagram. Decision was supported by the fact
that Facebook and Instagram are regarded as some of the most important social media
platforms worldwide and actively used for marketing purposes by the case company and

benchmarked brands.
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DISCUSSION OF THE STUDY

Chart 1.1
Use of social media

100%

HYES &N

Source: Primary data collection 2023.

The social media economy is the fastest growing and changing phenomenon of our time. This
has become one of the primary Internet usage goals of individuals, has become an important
channel for various businesses adopting a customer-focused approach. According to the chart
4.5 shown above, all the respondents are using social media. All the respondents, i.e., 50 per
cent male and 50per cent female have agreed that they use social media regularly for different
reasons. Most of the people use social media either on their mobile phones or computers. So
social media is very much popular among the people and almost everyone uses it for various

purposes such as making friends, chatting, for information and for shopping etc.

Chart 1.2
Average Time Spent on social media

[[@FEMALE GMALE |

MORE THAN 8HRS

6-8HRS

2-5HRS

0% 10% 20% 30% 40% 50% 60% 70% 80%

LESS THAN 2HRS

Source: Primary data collection 2023.
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In this research study out of 120 responses it was observed that 5 per cent of male and 34 per
cent of female respondents spend less than 2 hours on social media. 75 per cent of male and 56
per cent of female respondents spend 2-5 hours on social media. 18 per cent of male and 10 per
cent of female respondents spend 6-8 hours on social media. Only 2 per cent of male
respondents expressed that they spend more than 8 hours on social media. Looking at the
figures we can say that both men and women are equally inclined towards the use of social
media. An average time spent by individual on social media platforms is about 2-5 hours, hence
it can be concluded that a large number of people spend a good amount of time using social

media whether men or women.

Chart 1.3
Preference of Social Media Platform for Online Shopping

5%
|

= YES =NO
Source: Primary data collection 2023.
Online shopping sites contain wide variety of goods both high quality and mild quality keeping
in mind the level of people. According to the above chart 4.10, 95 per cent of the respondents
prefer social media for online shopping whereas only 5 per cent of the respondents do not prefer

social media for online shopping.
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Chart 1.4
Social media platform used for online shopping
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Source: Primary data collection 2023.
Consumers state that they are most likely to make purchases on Facebook, Instagram, YouTube,
WhatsApp, etc. According to the above chart 4.11,96 per cent of the males and 68 per cent of
the females use Instagram for making online purchases. 10 per cent of male and 2 per cent of
the females prefer WhatsApp for shopping online.7 per cent of the male and 2 per cent of the
females follow Facebook for online shopping whereas only 15 per cent of the females follow

YouTube for shopping online.

Chart 1.5
Purchase of products followed on Instagram

10%
YES NO

90%

Source: Primary data collection 2023.

According to the above chart 4.13. 90 per cent of the respondents agreed that they make
purchase of the above products listed in the chart 4.12 since they follow them on Instagram.
Only 10 per cent of the respondents said that they don’t make purchases of the products that

they follow.
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Chart 1.6
Influence of advertisements/blogs/posts/user reviews of Instagram on trying new brands,
roducts or services

OSTRONGLY AGREE

OAGREE

ONEUTRAL

Source: Primary data collection 2023.

Consumers knowingly or unknowingly are being influenced by the various techniques of the
influencers; thus, it is crucial to take both the influencers into account in order to deeply analyse
the subject. According to the above chart, 72 per cent of the respondents strongly agree that
they get influenced to try new brands and products through reviews on Instagram. 19 per cent
of the respondents agree that they get influenced by the reviews posted on the Instagram. Only
9 per cent of the respondents have no specific opinion to express about the influence of

Instagram to try new brands.

Chart 1.7
Instagram as an Effective Marketing Tool
80% 75%
70%
60%
50%
40%
23%
30%
20%
10% 2% 0% 0%
el w . w-_.
0%
VERY EFFECTIVE  CANNOT SAY DISAGREE STRONGLY
EFFECTIVE DISAGREE

Source: Primary data collection 2023.
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Visual content is the best way to connect with the customers, and Instagram focuses solely on
a high-end visual experience. According to the above chart 4.16, 75 per cent of the respondents
said that Instagram is very effective as a marketing tool. 23 per cent of the respondents said
that Instagram is an effective tool for marketing. Only 2 per cent of the respondents stated that

they do not have an opinion regarding effectiveness of Instagram as a marketing tool.

Chart 1.8
Reading of reviews posted on Instagram before purchasing a product online

NEVER |&)
SOMETIMES | &i™
ALWAYS —'/

0.0% 20.0% 40.0% 60.0% 80.0% 100.0%

Source: Primary data collection 2023.

People read online reviews before they shop and also pay more attention for the products of a
brand with good reviews. As per the chart 4.17, 86 per cent of the respondents said that they
always read the reviews posted on Instagram before making a purchase. 10 per cent of the
respondents said that they read the reviews sometimes. Only 4 per cent of the respondents
mentioned that they never read the reviews as they feel it may not affect or influence their

purchase decision.

Chart 1.9
Providing reviews after purchasing a product

= YES

Source: Primary data collection 2023.

Collecting customer reviews will help product growth, customer success, customer support,
and marketing teams to understand or modify the product as per consumer demand. According
to the above chart 4.18, 69 per cent of the respondents said that they provide reviews after

purchasing a product online. 22 per cent of the respondents are not sure about providing reviews
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after purchase. Only 9 per cent of the respondents said that they are not interested in providing

reviews after making a purchase of a product online.

HYPOTHESIS TESTING

Null Hypothesis (Ho): There is no significant association between the use of social media and
the number of purchases made online.

Alternate Hypothesis (H1): There is a significant association between the use of social media

and the number of purchases made online.

Variables:

Use of social media- Facebook, Instagram, WhatsApp, YouTube.
Preference of social media for online shopping- Yes, No

Calculation of chi-square test:

Table no. 4.1
Observed Frequencies

Preference of social media for

Use of social media online shopping Grand
Total
Yes No
Facebook 04 0 04
Instagram 95 04 99
WhatsApp 6 01 08
YouTube 06 03 09
Grand Total 112 08 120

Table no. 4.2
Expected Frequencies

Preference of social media for

Use of social media online shopping Grand
Total
Yes No
Facebook 3.73 0.27 04
Instagram 92.4 6.6 99
WhatsApp 7.47 0.53 08
YouTube 8.4 0.6 09
Grand Total 112 08 120
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P value of Chi Square test is calculated by applying following excel formula.

P Value= CHITEST (actual_range,expected_range). P Value=0.00795

Thus, the obtained p value by applying above formula is 0.00795. Since the P value

(0.00795) is smaller than the value 0.05, we reject the Null Hypothesis. Thus, we can conclude

that there is a significant association between the use of social media and the number of

purchases made online.

SUGGESTIONS

1.

According to researcher, Instagram marketing enables marketers to build relations with
customers and prospects, helps to promote their businesses as Instagram is mostly based
on communication through visual elements like images and videos as it creates a totally
new way for marketers to communicate to customers.

It should also try to encourage the small entrepreneurs or startups who have started their
business newly by allowing them to promote their brand and business through Instagram
and also by cooperating in bringing the customers to their doorstep with different ideas.
Advertisements on social media (Instagram) should be made more attractive and innovative
so that more people will be paying attention towards it.

Through the research study, it is found that offers and discounts available on Instagram is
the factor that motivates consumers to shop through social media platforms hence, many
offers and discounts should be made on products and services in these platforms, so that
many of the people will be motivated to shop through these media.

Instagram is understood to be a very useful marketing tool in this period it also faces some
disadvantages as this platform is not a private, as the comments between the customer and
marketer are shown on the page so some precautions must be taken on this criterion.
Government should provide guidelines on fake pages circulating on Instagram, so the user
will know about the authenticity of the fake pages during online shopping.

Government should also prevent consumers from influencers sharing misleading
endorsements, fake reviews of products, to influence consumers on these social media
platforms. It should be made compulsory that the product and service must actually been
used or experienced by the endorser or influencer.

Businesses have started to increasingly put importance on social media marketing. Yet, very

little research has been conducted on Instagram marketing for business purposes.
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9. In terms of the future research there is no doubt that having a successful and strong social

media marketing strategy will get tougher.

CONCLUSION

It can be concluded from the study that there are Instagram plays a vital role in online
businesses while majority of the respondents are of the view that Instagram has a great
role in buying and selling things, people were enjoying online shopping, they like
the marketer's strategy to promote brands through social media networking. The impact of
social media marketing on the general public has been seen in different phases of life.
Firstly, it changes the state of mind of the community, they are now into online shopping rather
than traditional shopping they find new trends and fashion through social media sites so
this reliable social media network has completely changed the way of thinking of the general

public.
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ABSTRACT

This research paper extensively explores the pivotal role of labels in shaping consumer
purchase decisions for food and cosmetic products. It emphasizes the comprehensive nature of
labels, spanning packaging and labelling variables, as essential mediums of communication.
The study highlights the multifaceted purposes of labels, ranging from legal compliance to

advertising and product identification.

Particularly, the paper underscores the significance of food labels in direct communication
between buyers and sellers, fulfilling legal requirements for consumer health and safety. Food
labels are recognized as crucial tools for disseminating nutrition information, empowering
consumers to make informed and healthier choices. The research extends its focus to cosmetic
products, acknowledging their impact on mood, appearance, and self-esteem. It emphasizes the
challenges consumers face, such as allergies, and stresses the role of clear labelling in

alleviating concerns during the purchasing process.

Furthermore, the study acknowledges the potential of labels to serve as powerful sales tools,
influencing consumer decisions and fostering brand loyalty. The problem statement
emphasizes the critical importance of labels in the marketing strategy of food and cosmetic
products. The research aims to investigate the impact of packaging and labelling variables on
customer purchasing behavior, with a specific focus on expiry and nutrition information. The
paper proposes a comprehensive study to understand the awareness and importance of labels,

shedding light on their role in shaping consumer choices within the dynamic market landscape.

KEY WORDS: Labels, Packaging and Labelling Variables, Consumer Purchase Decisions,

Food and Cosmetic Products, Nutrition Information
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INTRODUCTION

Present study explores the intricate role of labels in the context of packaging and labelling
variables, particularly within the realm of food and cosmetic products. Labels, whether
composed of paper, polymer, cloth, metal, or other materials, are integral components attached
to containers, conveying a plethora of information such as ingredients, expiry date, batch

number, calories, product and company names, pricing, and nutritional content.

The study underscores the diverse functions of labels, ranging from legal compliance to
advertising and product identification. Emphasis is placed on the importance of labels in
providing authentic information, although they do not reveal details about working techniques
or machinery used. Some labels incorporate protective measures like overcoats, laminates, or
tape. Despite the challenges of application, companies often employ label machines for

efficiency.

Labelling is recognized as a form of communication, fulfilling legal requirements for consumer
health and safety. The focus extends to food labels, deemed crucial for disseminating nutrition
information and aiding consumers in making informed, healthier choices. The text stresses the
impact of labels on pre- and post-purchase decision-making, creating a favorable environment

for healthy choices within communities.

The exploration extends to cosmetic products, acknowledging their influence on mood,
appearance, and self-esteem. Clear labelling is deemed essential, particularly for consumers
with allergies. The text highlights the role of labels as sales tools, influencing consumer

decisions and fostering brand loyalty.

The problem statement underscores the critical importance of labels in the marketing strategy
of food and cosmetic products. The research aims to investigate the impact of packaging and
labelling variables on customer purchasing behavior, with a focus on expiry and nutrition
information. The proposed study seeks to understand the awareness and importance of labels,

shedding light on their role in shaping consumer choices in the dynamic market landscape.

Beyond physical health, the text delves into the role of cosmetics in enhancing mood,
appearance, and self-esteem. It addresses challenges faced by consumers, such as allergies,
emphasizing the need for clear labelling to alleviate concerns during the purchasing process.
The study recognizes the potential of labels to provide crucial information, aid in product

differentiation, and enhance living standards.
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Study strives underlining the importance of labels as a useful sales tool, with advancements in
label manufacturing facilitating cross-brand marketing, recipe information, couponing,
sweepstakes, and gaming. Overall, it advocates for coherent labelling to improve consumer
learning and commitment, aligning with the paramount importance of food welfare and

allergen-avoidant consumer preferences.

OBJECTIVES OF THE STUDY
1. To study the awareness and importance of labels among people (Expiry & Nutritional)
with reference to food and cosmetic products.
2. To study the impact on purchase decisions of people with respect to expiry dates and

nutritional facts.

METHODOLOGY OF THE STUDY

In this research, a dual approach will be employed for data collection, encompassing both
secondary and primary data sources. The researcher sourced secondary data from various
platforms, including internet sites, books, e-research papers, and e-journals. For primary data
collection, a structured questionnaire was developed and administered to respondents. The
questionnaire, crafted with both open-ended and close-ended questions, was implemented
using Google Forms and disseminated through email and social media channels. The sample
for the study was selected using a combination of convenience and snowball sampling methods.
There were total 80 respondents divided equally according to their age and gender. To derive
meaningful insights from the collected data, a comprehensive analysis was conducted using
statistical techniques such as the Chi-square method, alongside descriptive frequency analysis,

graphs, diagrams, and interpretations.

LITERATURE REVIEW

In a study conducted by Raja M Shankar Anand, N. Anisha, and Divya (2019), food labels
were identified as crucial tools for promoting a stable diet and community health. The research
aimed to create awareness among consumers to discern the link between diet and disease.
Findings revealed that 75 percent of respondents focused on food labels, with only 1 percent
utilizing nutritional data. Marital status, education level, age, gender, and household size were
identified as factors influencing nutritional label use. Women exhibited greater health
consciousness, often considering weight and appearance in their food choices. The study also
highlighted concerns about firms hiding nutritional values, emphasizing the need for easily
understandable nutritional information, with the Multi Traffic Light (MTL) system proving

16



In-Quest: Students’ Research Compendium 2023-24

effective. Dharchana S. and Kanchanadevi P. (2019) explored changes in Indian consumers'
food consumption behavior, emphasizing the importance of comprehensive and accessible
information on labels. Government intervention in food labelling was discussed in the context
of improving health, safety, and minimizing environmental hazards. The study also delved into
organic food labeling guidelines and emphasized the significant relationship between food

habits and reading nutritional labels.

In her research dissertation, Dudhate Uttamrao Ayodhya (2017) focused on food regulation
in India, aiming to safeguard consumer health and maintain dietary quality. Food labels were
found to influence both pre-purchase and post-purchase decision-making. The study
highlighted numeric and non-numeric formats for presenting nutrition information, with
authorized nutrition claims identified. The research also explored consumer attitudes toward
food labels, revealing that a majority (55.9%) read labels most of the time, emphasizing

compliance with FSSAI regulations in the Indian biscuit market.

DISCUSSION OF THE STUDY

Demographics of an individual carry a lot of importance when it comes to making retail
purchases. The present study too tries to understand if the gender as an important element of
demographics has any relevance with regard to awareness and importance of nutritional labels
of food and cosmetic products.

Chart 1.1
Gender-wise classification of the respondents

OMALE
BFEMALE

Source: Primary data collection 2023

From the above chart 1.1, it can be observed that the present research has equal number of
respondents selected according to the gender. It includes 50 per cent of male respondents and
50 per cent of female respondents. Respondents seem to be aware about the importance of
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nutritional value and expiry dates on labels of food and cosmetic products irrespective of their
gender.

Chart 1.2
Importance of label on packaged products

B E—

YES = NO

\ /

Source: Primary data collection 2023

The label on a product allows the customer to know what is in the food they are consuming or
the product they are using. This allows the consumer to know how healthy, or unhealthy, the
product is. It's also important to demonstrate the ingredients for those who may be allergic to
certain ingredients. According to chart 1.2, 96 per cent of the respondents mentioned that labels
on packages of food and cosmetic products are important while the remaining 4 per cent of the
respondents felt that labels on products do not seem to be important

Chart 1.3
Importance of reading a label before buying products

BYES ONO

Source: Primary data collection 2023
Labels help us make learned decisions towards choosing good, nutritional, and healthy
products. Knowing how to read food labels also assures that we get more value for our money

and protects us from incorrect claims on the product packs. From the above chart 1.3 it can be
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understood that 97 per cent of the respondents read the label on food and cosmetic products
while 3 per cent of respondents do not read labels of products they buy.

Chart 1.4
Awareness about type of information on products

Nutritional Value : :
Ingredients : :

Brand name : : ,
Price : :
Expiry date : : : : :
Date of manufacturing : : :
0% 5% 10% 15% 20% 25% 30%

Source: Primary data collection 2023

The information provided on the label should be comprehensive and exact so the consumer can
easily read and understand it. The main purpose of the ingredient label is to inform consumers
about what is in the product because of health concerns. If a product is not labelled properly, it
could potentially cause serious health issues. People are allergic to many different ingredients
in a product, so they can make sure that nothing contained within can trigger an allergic
reaction. The ingredient label is also needed for people on strict diets or those who try to avoid
certain ingredients for personal reasons. An information label contains details about the product
such as its ingredients and nutritional values, health and safety warnings, instructions for use,
manufacturer, or supplier details, contact information, product data in a barcode format. From
the above graph 1.4, it was found that highest numbers of 27 per cent respondents look for
expiry date on labels, 17 per cent of respondents look for date of manufacturing of product, 15
per cent of respondents look for brand name, 14 per cent of respondents look for price, 14 per
cent of respondents look for ingredients, and 13 per cent of respondents look for nutritional

value of the food products.
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Chart 1.5
Importance of expiry dates

YES

Source: Primary data collection 2023

Expiration dates are the most important aspect on which consumers should pay attention.
Product expiration dates confirm the time during which the product is acknowledged to remain
stable, which means it retains its strength, quality, and purity when it is stored according to its
labelled storage conditions. From the above graph 1.5, it was found that 91 per cent of
respondents felt that an expiry date on label of food and cosmetic products is important to be
mentioned while 4 per cent of the respondents felt it was not important and 5 per cent of
respondents were not sure about the importance of expiry date on labels.

Chart 1.6
Awareness about nutritional values
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Source: Primary data collection 2023

Nutritional awareness is also related to knowledge of interrelations between nutritional values
and individual’s lifetime which may influence a person's life. Nutritional awareness
necessitates being conscious of the category of foods an individual consumes and the reasons
for eating such foods. From the above chart 1.6, it was initiated that 75 per cent of the

respondents had awareness and looked for nutritional values on food products, while 25 per
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cent of the respondents did not have awareness and did not look for nutritional values on food
products.

Chart 1.7
Impact of labels on purchase decisions

- YES
NO

- MAY BE

Source: Primary data collection 2023

Information regarding different important product attributes can be broadly divided in two
categories, “product specification” and “product quality.” The final decision to purchase a
product based on the food labels varies significantly based on the consumer’s gender, age, food
habit and residential locality. From the above graph 1.7, it is concluded that 83 per cent of
respondents had an impact of label on their purchase decision while 3 per cent of respondents
had no impact of label and other14 per cent of the respondent were not sure of influence of

labels on their purchase decisions.

HYPOTHESIS TESTING

The following hypothesis is selected for the purpose of inferential analysis.

Statement of Hypothesis:

Null Hypothesis (H1o0): There is no significant association between awareness about

nutritional value on labels of food and cosmetic products and gender of the respondents.
Alternate Hypothesis (H1:): There is a significant association between awareness about

nutritional value on labels of food and cosmetic products and gender of the respondents.

In the above hypothesis an attempt is made to identify significant association between gender
and awareness about nutritional value on labels in food and cosmetic products. To test the
above hypothesis, researchers have made an attempt to use the Chi- square test. Chi — Square
is a non — parameter test. The Chi-square statistic compares the observed values to the expected

values. This test statistic is used to determine whether the difference between the observed and
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expected values is statistically significant. The present hypothesis in the study has been tested
with the Chi-square test to evaluate the dependency of one variable on the other.

Variables:

Gender of the respondents is Nominal variable, asked in two categories Male and Female.
Awareness about nutritional value is Nominal variable, asked in two categories Yes and No.
Calculation of chi-square test:

Table No. 1.1

Observed frequencies

Gender of the Awareness of respondents about nutritional values on labels
respondents
Yes No Total
Male 12 08 20
Female 28 32 60
Grand total 40 40 80

Expected Frequencies

Table No. 1.2
Gender of Awareness of respondents about nutritional value on labels
the Yes No Grand Total
respondents
Male 10 10 20
Female 30 30 60
Grand total 40 40 80

CHITEST (actual range, expected _range)
P Value - 0.30170
Since the P value (0.30170) is greater than the significant value 0.05, thus we accept null

hypothesis and state that there is no significant association between the two variables.

CONCLUSION
The study revealed that 75 per cent of respondents had awareness and looked for nutritional
values in food products, while 25 per cent of the respondents did not have awareness and did

not look for nutritional values on food products. It was also confirmed that 97 per cent of the
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respondents read the label on food and cosmetic products while 3 per cent of respondents do

not read labels of products they buy. The study further found that 91 per cent of respondents

felt that an expiry date on label of food and cosmetic products is important to be mentioned

while 4 per cent of respondents felt it was not important and 5 per cent of respondents were not

sure about the importance of expiry date on labels.

SUGGESTIONS

1.

Correct and relevant information provided on the labels helps customers to be safe and
make healthy food choices. If not read carefully, it may lead to health issues and skin
or any other allergies.

It is essential to read the warning words about the hazard, instructions for safe use which
includes a warning, caution or special direction on certain products, as they may be
hazardous to health. The names of ingredients in the order of percentage of content
should be compulsory.

Labels should be standardized in the country and should be printed in the local or
regional language, making it feasible for the customers to read easily and conveniently.
The government of India should make it mandatory for packaged goods of food and
cosmetic products that are imported into the country to be correctly labelled as per
regulations.

According to the food laws, labels must tell the truth and manufacturers must not
represent foods in a false, misleading, or deceptive way.

FSSAI labelling rules should be mandatory and should mention the details related to

the calories of the food product on the label.
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ABSTRACT
Promotions are helpful and successful techniques in restaurant marketing. They can be utilised
to expand your audience, interact with current clients, and foster loyalty. To accomplish your

company objectives, it is critical to pick the appropriate promos for your restaurant.

Apps that deliver food act as intermediaries between customers and restaurants. An online
ordering and delivery system provides a complete sales channel for the restaurant. This implies
that the restaurant can utilize it as a tool to increase earnings and improve organization. It also
allows restaurant owners to save on labour costs and restaurant space needed to serve such

customers.

KEYWORDS: Zomato vs. Swiggy, Importance and Liking towards Food Apps, Market
Demand

INTRODUCTION

A food delivery app that delivers food in a timely manner and with the best packing to your
door. Food delivery businesses have been covered by jobs that provide services to its
consumers because the epidemic is far from being over, Swiggy and Zomato are two of the
biggest sites for food delivery. As of the current scenario, these two brands have been regarded
as two of the most fiercely competitive industries in India. This includes their online presence
and the user persona they have created for the target audience. What now distinguishes these
firm’s growth, and how have their promotional strategies been sufficiently effective to maintain

clients logically?

Online delivery food apps (Top 10)
1) Zomato

2) Swiggy
3) Faasos
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4) Deliveroo
5) Grubhub
6) Potafo
7) Pizza Hut
8) Eat Fit
9) Domino’s

10) Dunzo

Swiggy and Zomato (Comparison, Reviews, Market Demand)

The Indian food delivery industry, which is expected to breach the $10 billion GMV mark by
2025, is once again going through a major shift in strategy. The two market leaders — Swiggy
and Zomato — who virtually command a duopoly are targeting a new segment that could

eventually dictate their future market shares.

Zomato vs. Swiggy

Based on consumer review preference information. Swiggy has 109 reviews and a rating of
4.0/5. Zomato, in comparison, has 115 reviews and a rating of 4.3/5. To assist you in choosing
between these two alternatives and determining which one is ideal for your company needs,
the scores for each product are computed using real-time information from verified customer
evaluations. Reviewers said Zomato met their demands more effectively than Swiggy.
According to reviews, Zomato is the best choice when considering the level of continuous
product support. Our reviewers liked the direction for product upgrades and roadmaps more
than of Swiggy over Zomato. Zomato continuously focuses on both growth and unit economics.
Its three businesses—dining out, meal delivery, and Hyper pure—help it develop and diversify
its products. The meal delivery service platform continues to develop a strong consumer brand

that is recognizable throughout India while investing in new goods and technology.

Swiggy
Swiggy's success is a small component of a larger trend in the startup ecosystem: businesses

who have managed to fully control the customer experience value chain have outperformed
pure marketplaces. Swiggy did a lot of things well, but its strong logistical operations are what

really make the company successful.

OBJECTIVES OF THE STUDY
1) To study awareness about various food ordering apps among respondents.

2) To evaluate promotional strategies adopted by Zomato and Swiggy.
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3) To find out comparative opinions of respondents about promotional strategies of

Zomato and Swiggy.

RESEARCH METHODOLOGY

Research paper review is intended to help readers understand the current research and
discussions that are pertinent to a particular subject or field of study and to communicate that
understanding in the form of a written report.

A comparative study between Zomato and Swiggy with reference to their promotional
strategies has been the subject of numerous studies. Although the literature includes a wide
range of these studies, this analysis will concentrate on promotional tactics that recur often in
the literature under consideration. These tactics include buy two get one free, Free home
delivery, savings, and a stellar online menu Send alerts about exclusive deals and promotions,
although there are numerous examples of these tactics in the literature, this research will mainly
focus on how they apply to online food apps Zomato and Swiggy.

LITERATURE REVIEW

Aaditya Jain (2022, December), Online food ordering apps such as Zomato and Swiggy have
captured 95% market share of the Indian market and have become more popular as people's
schedules become busier and they have less time to cook or go out to eat. As they both provide
the same services to their customers, their app services differ in terms of feature offered and
customer value system. Online promotions and advertisements done by Zomato and Swiggy
influences the willingness of a customer to buy greatly. Most people prefer Zomato over
Swiggy for every factor in concern and in the current market space Zomato has an advantage

over Swiggy and thus is the best company in the food delivery space as of 2022.

Barsha Singh (2022), Food delivery has proven to be a huge opportunity for Indian e-
commerce businesses. The online food delivery market in India, which includes internet fusion
and kitchen service providers, has grown significantly in recent years. “It helps students
manage their time better. It also shows that easy access to the internet at the same time as

having access to the desired groceries always is the main reason for using this service.”

Rahul Dass (2022, September), both businesses' target audiences serve quite different types
of customers. Age 18 to 35 is a crucial demographic for the companies. People that prefer to
order things in are the target market that Swiggy mostly serves, whether it is for food, groceries,

medications, etc. That function is important on Zomato as well, but it also caters to those who
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prefer eating out. Both services are available for enroliment in their Zomato Gold programme.
Additionally, they have overseen social media efforts on websites like Facebook, Pinterest,
Twitter, and Instagram. Zomato’s Instagram reach is much bigger and more effective than
Swiggy's because of their more audience-engaging promotions that include things like online

tournaments and more.

DISCUSSION OF THE STUDY

Chart1.1
Reasons for using food delivery apps
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Source: Primary data collected, 2023

The above Chart 1.1 states that 8.75 per cent used online delivery apps because of Cashbacks
8.75 per cent used because of discounts, 12.5 per cent used because of Easy order placement,
2.5 per cent used because of Real Time GPS Tracking, 1.25 per cent used because of Rewards

and 66.25 per cent used it for All the above.

Chart 1.2
Use of online food apps

2.5

NO

Source: Primary data collected, 2023.
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The above Chart 1.2 states that 97.5 per cent respondents use food delivery apps while 2.5 per
cent respondents do not use it.

Chart 1.3
Information about Zomato and Swiggy

6%

M Friends & Family @ SMS Marketing i Social Media  Television
Source: The primary data collected, 2023.

The above Chart 1.3 states that 72 per cent respondents got to know through friends and family,
21 per cent respondents through social media, 6 per cent through television and 1 per cent

through SMS marketing.

Chart 1.4
Better Services — Zomato Vs Swiggy
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Source: The primary data collected, 2023.

The above Chart No.1.4 states that 47.5 per cent respondents prefer zomato because it offers
better services, 50 per cent respondents prefer Swiggy and 2.5 per cent prefer other better

services.
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Chart 1.5
Promos and Offers- Zomato Vs Swiggy
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Source: Primary data collected, 2023

The above Chart 1.5 states 46.25 per cent feel Zomato offers maximum promos and offers and

57.5 per cent feel that Swiggy offers better offers.

Chart 1.6

Satisfaction Level

SATISFIED NEUTRAUL DISSATISFIED

Source: Primary data collected, 2023.

The above Chart 1.6 states that 76.25 per cent of the respondents are satisfied, 20 per cent

respondents are Neutral and 3.7 per cent are dissatisfied with online food delivery apps.

Chart. 1.7
Rating of online food apps
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Source: Primary data collected, 2023

30



In-Quest: Students’ Research Compendium 2023-24

The above Chart 1.7 shows that 53.13 per cent rated online food delivery apps as Excellent,
45.31 per cent rated it as Good and 26.56 per cent rated it as Average.

Chart 1.8
Timely updates

100
92.5
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o

Source: Primary data collected, 2023

The above Chart 1.8 shows that 92.5percent respondents think that timely updates are provided

and 7.5percent respondents think that timely updates are not provided.

Chart 1.9

Reasons for Preferences
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Source: Primary data collected, 2023.

The above Chart 1.9 shows that 21.25 per cent respondents prefer Zomato because it offers
cashbacks, 20 per cent respondents prefer discounts, 43.75 per cent prefer offers and 15 per
cent prefer rewards. Similarly, 6.25 per cent respondents prefer Swiggy because it offers

cashbacks, 16.25 per cent respondents prefer discounts, 62.5 per cent prefer offers and 15 per
cent prefer rewards.
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CONCLUSION

Equal number of male and female respondents use online food delivery apps such as Zomato
and Swiggy. All the respondents in each age group taken in equal numbers; 18-25 years, 26-
35 years, 36-45 years, and 45 years and above use online food delivery apps. Most of them
used online delivery apps because of offers are provided on the apps, then they are preferred
because of rewards, and then Cashbacks and Discounts and few of them used it for Real Time
GPS Tracking. Majority respondents used food delivery apps while a smaller number of
respondents did not use online food apps. Many respondents got to know about Zomato and
Swiggy through friends and family, few of them knew through social media, still few through
television and a very minimal number of respondents said it’s due to SMS marketing.
Maximum number of respondents prefer Swiggy, the average number of them respondents
prefer Zomato because it offers better services, and the minimum respondents prefer other
better services. Large number of respondents feel that Swiggy offers better offers, and a small
group of them feel Zomato offers maximum promos and offers. Most of the respondents are
satisfied, an average number of respondents are Neutral and a small group of them are
dissatisfied with online food delivery apps. Similarly, many prefer Swiggy because it offers,
less than respondents prefer discounts, less than that respondents prefer cashbacks and a very

small i.e 15 per cent of them prefer rewards.

REFERENCES

1) Bhat, D. A. A. (2019). Satisfaction of Consumers By Using Online Food Services [Master’s
thesis, International Journal of Humanities and Social Sciences (IJHSS)].
https://www.researchgate.net/publication/333642857 SATISFACTION_OF CONSUME
RS_BY_USING_ONLINE_FOOD_SERVICES

2) Borkar, N. (2018, December 10). Competitive Analysis of the Indian Food delivery
industry- Zomato, Swiggy. Medium.com. https://nikhilborkar.medium.com/competitive-
analysis-of-the-indian-food-delivery-industry-zomato-swiggy-ubereats-and-foodpanda-
30bd99faece8

3) Gupta, V. (n.d.). What is the difference in the business model of Swiggy and Zomato?
Https://www.Quora.com/. https://www.quora.com/What-is-the-difference-in-the-
business-model-of-Swiggy-and-Zomato

4) https://oyelabs.com/types-of-food-delivery-apps/

32


https://oyelabs.com/types
https://oyelabs.com/types
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/
https://oyelabs.com/types-of-food-delivery-apps/

In-Quest: Students’ Research Compendium 2023-24

THE RELATIONSHIP BETWEEN NEED FOR COGNITIVE DISCLOSURE, FEAR
OF NEGATIVE EVALUATION AND APPEARANCE ANXIETY

Ms. Agsa Khatib Ms. Vaishnavi Kamat

PG Scholar, PG Dept. of Psychology, Assistant Professor, PG Dept. of Psychology,
Smt. MMP Shah Women’s College of Smt. MMP Shah Women’s College of Arts
Arts and Commerce. Mumbai. and Commerce, Mumbai.

vaishnavi.vermal086@gmail.com

ABSTRACT

Human beings are social by nature, we all seek affirmations from our communities because we
thrive in them, and therefore we have a strong desire to be part of them. We may observe that
as society is emerging the ideas of these imaginary standards and norms are constantly
changing which at times might make an individual feel overwhelmed to fit in. As we all are
evolving the definition of beauty is no longer based on physical attractiveness. The overly self-
conscious thoughts of what other people might think can be constructively formed into
acceptance of oneself and appreciating the individual differences. The tendencies of world will
continue to change, it would be beneficial to be self-aware and self-reflective about what an
individual like about themselves, what they enjoy, what makes them happy and what provides
peace of mind. The present study aimed to study the relationship between need for cognitive
closure, fear of negative evaluation and appearance anxiety. The demographic for the study
were females between the age range of 20-30 years. The study was carried out using the Need
for cognitive closure scale, Fear of Negative evaluation scale and appearance anxiety scale.
Multiple Regression analysis was used to analyse the obtained data.

Keywords: Physical appearance, Fear of negative evaluation, ambiguity, Need for

cognitive closure.

INTRODUCTION

Women's body image and cognition are significantly influenced by societal factors such as
comparisons of appearance and the fear of rejection. These comparisons may take place in
various contexts via publications, social media, or in person. Fear of negative evaluation and
appearance anxiety is significantly influenced by the need for cognitive closure. Emerging
evidence sheds light on the effects that social media usage may have on users. On the one hand,
using social media may be advantageous since it promotes greater connections with others,

which boosts wellbeing (Tiggemann & Miller, 2010). On the other hand, social media use may
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result in a preoccupation and attention on physical appearance, such as participation in
appearance-related picture activities (Cohen, Newton-John, & Slater, 2017), which may induce
appearance concerns and poor body image and self-esteem (de Vries, Peter, Nikken, & de
Graaf, 2014). A tremendously popular type of internet communication over the past ten years,
particularly among young people, is social networking (Perloff, 2014). Accessible through a
computer, smartphone, tablet, and other types of technology, Facebook, Instagram, and
Snapchat are some of the most popular social media sites currently available (Perloff, 2014).
Social media, as opposed to traditional mass media, are interactive, enabling people to make
their own personal profiles and share content with other users of their social network
(Stefanone, Lackaff, & Rosen, 2011). In a nationwide poll conducted by the Pew Research
Center, it was discovered that women are more likely than males to use social networking (or
social media) sites among Americans aged 18 to 29 who have access to the Internet (Duggan
& Brenner, 2013). More than 95% of college students consistently update and manage their
social media accounts (Perloff, 2014; Stefanone et al., 2011). Specifically, it has been
discovered that women spend more time updating, monitoring, and maintaining their personal
profiles on social media than males do (Stefanone et al., 2011). In conclusion, earlier research
shows a positive correlation between social media use and concerns about appearance.
Furthermore, research indicates that selfie taking and photo-editing, which are widespread
social media habits, are linked to lower body image and self-esteem in young women. Selfies
that have been edited and uploaded may make concerns about looks worse (de Vries et al.,
2014). Numerous studies on the relationship between appearance anxiety and fear of negative
evaluation have found a favourable correlation. However, little is known about the relationship
between the appearance anxiety and the fear of negative evaluation and the need for cognitive

closure.

AIMS AND OBJECTIVES

Aim:

To understand the relationship between Fear of Negative Evaluation, Appearance Anxiety and
Need for Cognitive Closure.

Objectives:
1. To understand whether Need for Cognitive Closure predicts Fear of Negative Evaluation

among females.
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2. To understand whether Need for Cognitive Closure predicts Appearance Anxiety among
females.

3. To understand whether Fear of Negative Evaluation predicts Appearance Anxiety.

REVIEW OF LITERATURE
Many research has been conducted on the need for cognitive closure, fear of negative
evaluation and appearance anxiety. The relevant research will be recognized and assessed by

the study's literature review.

Need for Cognitive Closure and Fear of Negative Evaluation:

Individuals with social anxiety (SA) interpret uncertain social events adversely. However, it is
unclear whether this prejudice is brought on by social anxiety or general suffering (such as
melancholy and general anxiety). In the study conducted by Amir (2005) he used movies in
two tests to examine interpretation bias in SA people. Compared to non-anxious people, SA
people judged the value of uncertain social encounters as being more negative. When compared
to a high trait worried and dysphoric control group, SA people also kept this bias. These results
showed how social anxiety plays a special role in the skewed interpretation of ambiguous social

encounters.

A fear of social or performance circumstances where one might feel embarrassed or humiliated
is the hallmark of social phobia (social anxiety disorder), which is characterized by a strong
and persistent social anxiety (American Psychiatric Association 2000). Social phobia ranks
fourth among mental disorders in terms of lifetime prevalence rate, after major depressive
disorders (16.6%), alcohol misuse (13.2%), and specific phobias (12.5%). (Kessler et al. 2005).
Only 37% of people with social anxiety heal naturally over a 12-year period (Bruce et al. 2005).
It is well recognized that social phobia symptoms persist and worsen over time unless a person
takes action to overcome them and receives the necessary care (Rapee 1995). A study by Kanai
et al. (2009) evaluated the adjustment for the effects of depression and investigated whether
high socially anxious individuals view other people's ambiguous conduct in a more negative or
threatening manner compared to low socially anxious persons. Participants (N = 31) with high

and low social anxiety each presented a speech.
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Appearance Anxiety and Need for cognitive closure:

According to cognitive models of anxiety, negative attitudes affect how socially anxious
people interpret ambiguous social cues. However, such assumptions have not been addressed
by paradigms used to evaluate interpretation bias in social anxiety. Being human includes
having this awareness of oneself as a social object (Cooley, 1902/1964; Duval & Wicklund,
1972; James, 1890/1981, Vol. 1, Chapter 10; Mead, 1934 as cited by Calogero & Jost 2011).
We "perceive in another's mind some concept of our look, manners, goals, deeds, character,
friends, and so on," according to Cooley (1902/1964). (p. 184). However, researchers have
also shown that adopting such an objective stance toward oneself when viewing oneself
primarily through an objectified social lens can have significant psychological and social costs
(e.g., Allport, 1954; Bartky, 1990; Deaux & Major, 1987; de Beauvoir, 1952; Fredrickson &
Roberts, 1997; Gibbons, 1990; Jost & Hamilton, 2005 as cited by Calogero & Jost 2011). The
cultural environment that encourages girls and women to adopt an objectified perspective on
their bodies, eventually leading them to view and "treat themselves as objects to be looked at
and evaluated," is of particular interest in the current research (Fredrickson & Roberts, 1997,
p. 177, as cited by Calogero & Jost 2011).

Fear of Negative Evaluation and Appearance Anxiety:

An essential psychological phenomenon that has an impact on everyone's life is anxiety. In
other words, anxiety of some kind affects everyone on a daily basis. Speaking in public often
causes nervousness in many people. The majority of people, and students in particular, have
sensations of nervousness prior to speaking, which last throughout the speech, but disappear
right after it is finished. While others could feel faint and nauseous, others might merely feel a
little bit anxious. Fear of receiving a bad grade is another significant psychological component
that has a poor impact on students' performance, much like anxiety. In light of this, the current
study made an effort to fully comprehend the interaction between these individuals'
psychological characteristics. At VIT University-Chennai, a study was conducted by Kumar
et al. (2015) with 64 students majoring in various engineering fields. The findings
demonstrated a strong correlation between anxiety and fear of a critical assessment. In other
words, there is a link between anxiety about state traits and the fear of negativity quite
positively.

Myers et al. (2012) conducted a research on the impact of appearance-focused social

comparisons on body image disturbance in the naturalistic environment: The roles of thin-ideal
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internalization and feminist beliefs. Ecological momentary assessment, which enables
evaluation of these events in their natural environment, was utilized in the study to examine
the association between upward appearances focused social comparisons and body image
distress. The results showed that upward appearance-focused social comparisons and disturbed
body image are positively correlated. For those who internalized the thin-ideal more deeply,
upward appearance-focused social comparisons were linked to greater body image
disturbance, while for those who held fewer feminist ideas, they were linked to increased body
checking. These results shed more light on the nature of the link between social comparisons
and disturbed body image.

In the study done by Levinson et al. (2013) a strong relationship between social appearance
anxiety and fear of negative appraisal was discovered. It was shown that eating problems and
social anxiety are very closely related. Perfectionism, generalized fear of negative evaluation,
and social appearance anxiety have all been identified as risk factors for both social anxiety
disorder and eating disorders.

Social media (SM) can create an environment of peer pressure and obsession with outward

appearance, which increases the risk of emotional disorders like depression and social anxiety.

METHOD
Research Problem
1.  Does need for cognitive closure predict fear of negative evaluation?
2. Does need for cognitive closure predict appearance anxiety?
3. Does fear of negative evaluation predicts appearance anxiety?
Hypothesis
Null Hypothesis -There is no relationship between need for cognitive closure, fear of negative

evaluation and appearance anxiety.

Alternate hypothesis — There is a significant relationship between need for cognitive closure,

fear of negative evaluation and appearance anxiety.

Participants - The target population for the study were 100 females in the age group of 20-30
years, who had social media accounts. The data was collected from females living in Mumbai

city, Maharashtra India.
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Inclusion Criteria
1.  Females with social media accounts on platforms such as Facebook, Instagram,

Snapchat and WhatsApp.
The study included females between the ages of 20 and 30.
Women living in Mumbai City were chosen as the sample population for this study.

Females with at least minimum English proficiency.

o ~ w N

Females irrespective of them being active or not so active on social media platforms
were included in the study.

6.  Women who have lived in Mumbai for more than a year despite being migrants were
counted.

7. This study included women regardless of marital status.

Exclusion Criteria
1.  Females with any physical or mental ailments were excluded.

2. Frequent alcohol or recreation drug use/ smoking/ tobacco etc. were not taken.

Sampling Method
The selection of female participants was primarily done through purposive and snowball

sampling in the research.

Variables
Variable 1 - Need for cognitive closure.

Variable 2 - Fear of Negative Evaluation.

Variable 3 — Appearance Anxiety.

Tools

1. Consent form
2. Demographic sheet
3. Need for Cognitive Closure Scale (NFCS)

Need for Closure Scale-Short Form (NFC-SF) Developed by Roets and Van Hiel, this scale
measures the need for closure and consists of 15 items and one dimension. The items are

marked on a 6-point

Likert scale from “totally agree” (6 points) to “never agree” (1 point). Total scores range from

1 to 90, and higher scores are interpreted as greater need for closure.
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4. Fear of Negative Evaluation Scale (FNES)

The Fear of Negative Evaluation (FNE) instrument measures discomfort and distress in
interpersonal interactions. Specifically, this instrument is used to measure apprehension in
subjects when negatively evaluated. The Fear of Negative Evaluation (FNE) test includes 30
items with a true-false response format. The test takes approximately 10 minutes to complete
and is mainly given to adults. Low scorers (0-12): Low scorers are typically relaxed in social
situations. Average scorers (13-20): People who score in this range may be fearful in some
social or evaluative situations. High scorers (21-30): High scorers are generally apprehensive

about what other people think of them

Appearance Anxiety Inventory - AAI

The Appearance Anxiety Inventory is a 10 question self-report scale that measures the cognitive
and behavioural aspects of body image anxiety in general, and body dysmorphic disorder
(BDD) in particular. It was developed by Veale, D., Eshkevaria, E., Kanakama, N., Ellisona,
N., Costa, A., and Werner, T. (2014).

Research Design

A correlational design was used in the study to understand the statistical relationships between
the variables. A correlational research design investigates relationships between variables

without the researcher controlling or manipulating any of them.

Procedure

Based on the decided criteria, potential participants were selected. Females between the age 20-
30 years across Mumbai were chosen with the help of purposive sampling. Informed consent
was taken and they were briefed with the aim and objectives. Demographic sheets along with
questionnaires were distributed through collective administration individually and in an offline
mode in the classroom or social gatherings. Researcher’s contact information were provided.

After collecting sufficient data, it was analyzed.

Data Analysis

After obtaining the required data, a multiple regression analysis was carried out to study the
relationship between the two predictors and one criterion variable. Microsoft Excel was used

for analysing the obtained data.
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Results

The study was carried out to examine the relationship between female’s Need for Cognitive
Closure, Fear of Negative Evaluation and Appearance Anxiety. The data for the study was
collected from Indian females who were between the age of 20-30 having active social media
accounts. The data of the participants was analyzed with the help of multiple regression
analysis. This analysis was done by considering need for cognitive closure and fear of negative

evaluation as predictor variables and appearance as the criterion variable.

Table 1
Descriptive statistics for Need for Cognitive Closure, Fear of Negative Evaluation and

Appearance Anxiety in females.

Mean Standard N
deviation
Need For Cognitive Closure 58.31067961 11.76404386 103
Fear Of Negative Evaluation 14.48543689 7.513209384 103
Appearance Anxiety 17.04854369 9.633864536 103

Table 1, depicts the descriptive statistics, i.e., the mean and standard deviation scores for the
variables of Need for Cognitive Closure, Fear of Negative Evaluation and Appearance Anxiety.
In terms of need for cognitive closure, the mean score was 58.31 with a standard deviation of
11.26. Whereas the mean score for fear of negative evaluation was 14.48 with a standard
deviation of 7.51. In terms of appearance anxiety, the mean score was 17.04 with a standard

deviation of 9.63. The number of participants in the study was 103.

Table 2
Correlation for Need for Cognitive Closure, Fear of Negative Evaluation and Appearance

Anxiety in females.

Correlation
NFC FNE AAI
NFC 1
FNE 0.19 1
AAl 0.34 0.33 1
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Table 2 depicts the correlations and the significance values for each combination of variables.
The correlation value between need for cognitive closure and appearance anxiety was found
to be 0.34, which was significant. Figure 1 depicts the scatter plot for the relationship between
need for cognitive closure (predictor on the x-axis) and appearance anxiety (criterion on the
y-axis), which shows definite but small positive relationship between the variables. Whereas,
the correlation for fear of negative evaluation and appearance anxiety was found to be 0.33,
which was significant at 0.001 level. Figure 2 depicts the scatter plot for the relationship
between fear of negative evaluation (predictor on the x-axis) and appearance anxiety (criterion
on the y axis), which shows a slightly upward direction. This indicates that there is a small
positive relationship between the need for cognitive closure and appearance anxiety, wherein
the predictor, need for cognitive closure, leads to an increase in the criterion, appearance

anxiety.
Table 3

Multiple Regression Analysis of Need for Cognitive Closure and fear of negative evaluation

in Females Predicting Appearance Anxiety

R R square F Significance value df
Model 0.438756218  0.192507019
Summary
ANNOVA - - -11.9 -<001 -2
Discussion

People are pushed to comply by their desire for stability and social approval. Higher cognitive
closure is also affected by stereotypes. Our cognitive closure is affected by our fear of being
criticized and ridiculed by others. The subjective experience of being scrutinized by others and
being concerned about the consequence of their criticism, putting ourselves in challenging,
unclear situations may result in forced decision-making and sense of wellbeing in our overall

decisions. As a result, we must discover the gaps in our reasoning.

Hence, the aim of this research was to understand the relationship between the need for
cognitive closure, fear of negative evaluation and appearance anxiety. Females between the

ages of 20 and 30 from

Mumbai, Maharashtra, who are active on social media sites such as Instagram, Facebook,

Snapchat, and Whatsapp were considered the demographic.
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The sample consisted of 103 female participants. As seen in the figure 3, 22 % of the population
belong to the age group of 20-25 and 78% belong to the population of 26-30. The sample

population was taken by participants residing in Mumbai (Maharashtra).

In addition, a few significant factors associated to appearance anxiety were taken into account,
even though it was not the primary goal of the study, it had an impact on the final result.
According to the data, 58 participants were active on Facebook, 98 participants were active on
Instagram, and 100 participants were active on Whatsapp. 44 of the participants used all four
social media sites regularly. When the population's use of online photo sharing was examined,
figure 6 depicts that 64 females stated they did so, while 29 indicated they did not. Also, in
the figure 7, choosing to use editing programme and filters on image before posting was a

crucial factor that significantly contributed to appearance anxiety.

Upon uploading, 69% of females were found to employ little effects and filters, while 31%
uploaded raw images. Further, in figure 8, 59% of women reported using skin care products,
24% reported doing so frequently, 7% reported doing so always, and 10% reported never doing

SO.

Figure 9 shows physical conditions for which 84 female participants reported having PCOS or
PCOD. Only 9 people reported having an eating disorder, and bery few others reported having

other health issues such as high or low blood pressure, depression or generalized anxiety.

Considering the main goal of the study, which was to determine whether the need for cognitive
closure and the fear of negative evaluation predicts appearance anxiety, the results of the
multiple regression analysis conducted provided a significant regression model which
indicated that need for cognitive closure and fear of negative evaluation together predicts
appearance anxiety in females. Both these variables, together account for 19% of total variance
in appearance anxiety. Although there are no published study who has previously tried to
examine how these two variables predict appearance anxiety, studies showing the relationship
between need for cognitive closure and appearance anxiety as well as fear of negative

evaluation and appearance anxiety was found.

It was seen that the regression model predicts appearance anxiety, but it has been observed that
there is only a slight positive connection between the individual outcomes. The level of
education and the backgrounds of the girls may be contributing factors. The sample population
was drawn from Mumbai and consisted of woman pursuing masters, Graduated from

Universities and working women.
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A deeper grasp of the aspects that can have an impact on appearance was made possible by
paying particular attention to small details. Correlation of need for cognitive closure and
appearance anxiety as well as fear of negative evaluation and appearance anxiety on females
practicing makeup and doing skin care on the basis of Always, Sometimes, Often and Never
was studied. For females practicing skin care and make up the correlation for need for
cognitive closure and appearance anxiety was 0.44 and for fear of negative evaluation and
appearance anxiety was also 0.44 which showed moderate relationship. Proceeding to females
doing skin care and makeup sometimes showed a negligible relationship between need for
cognitive closure and appearance anxiety with a correlation of 0.13 and low correlation
between fear of negative evaluation and appearance anxiety by 0.33. Females practicing make
up and skin care often showed a low correlation between need for cognitive closure and
appearance anxiety by 0.27 and slight, almost negligible relationship of 0.05 between fear of
negative evaluation and appearance anxiety. Further it was seen that the relationship between
need for cognitive closure and appearance anxiety was 0.77 and 0.82 between fear of negative
evaluation and appearance anxiety which depicts high correlation among females who said
they never use makeup or practice skin care. The possible reasons can be that the survey was
a self-report measure and there is no evidence of the reasons to use skincare and makeup. Some
females could have given a socially desirable answer. Focusing on the above correlation it can
be seen that females never using makeup or skincare had the highest correlation and females
practicing skincare always to sometime had comparatively less relationship which depicts that

indulging in skincare and makeup helps reduce the appearance anxiety.

Females uploading raw pictures on social media showed a moderate relationship of 0.45 and
0.41 between need for cognitive closure and appearance anxiety and between fear of negative
evaluation and appearance anxiety. It was seen that females using filter and effects on pictures
before uploading it on social media showed a low correlation of 0.29 among need for cognitive
closure and appearance anxiety and 0.30 between fear of negative evaluation and appearance
anxiety. The possible reasons could be that using filters and editing apps helps enhance the
pictures and modify them according to the trends by using brightness, tones, visual effects,
body structuring etc. which makes it more socially desirable and less ambiguous to appearance

anxiety and fear of negative evaluation.

Limitations:
The research is subjected to a few limitations. The data cannot be generalized to females in

other sections of the city or state with various social and political contexts because the study
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is limited to females in Mumbai, which has a different social and political context. Second,
because all the scales being utilized in this research are self-report measures, individuals could
give false information or answers that are deemed to be acceptable by society. Another
drawback is that the study does not generalize to all females beyond the age criterion and other
parameters because it only evaluates females who meet certain inclusion criteria. The study
cannot be applied to men because it is largely focused on women, even though identical results

may have been produced or data could have been compared to increase the variety of the study.

Conclusion

The research aimed to understand the relationship between need for cognitive closure, fear of
negative evaluation and appearance anxiety. More specifically, whether need for cognitive
closure and fear of negative evaluation predict appearance anxiety was examined using
multiple regression analysis. The results provided a significant regression model, which
indicates that need for cognitive closure and fear of negative evaluation together predict
appearance anxiety. A small amount of relationship between need for cognitive closure and

appearance anxiety as well as fear of negative evaluation and appearance anxiety was found.

Figure -1 Scatter plot of appearance anxiety by need for cognitive closure.
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Figure -2 Scatter plot of appearance anxiety by fear of negative evaluation.

R2=0.10
50
45 ® *
. 40 - e
= o
o8]
= 35 F Py ® o "
& 30 * ™
P P o o e e L
§ 25 - eSS 8 *— ®
S 20 e ®e e ®_® Rt
$ s © o ®g® ... :3.... ® ® S e
=3 e P See e ®o © * °
< 10 |7 3 egoe © e s® .
5 | @ s L J e - eo® °
0ol *e
0 5 10 15 20 25 30 35
Fear of negative evaluation
Figure -3 Sample population in different age groups.
AGE
™ 20-25
Wi56-30
Figure — 4 Sample population of marital status.
- ™
100
90
80
70
60
50
40
30
20
-
0
Married Unmarried Divorce
N S

45



In-Quest: Students’ Research Compendium 2023-24

Figure 5 - Social Media accounts
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Figure 8 - Percentage of female users of skin care products
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quTe ¢EA I fASAT & | IRAR & FET T FHAEIIV 3T S & $H 39U H GG
o Ao § |

2.2.1. @& el &1 Toal W 93a:

& IR # TEE-3ETE 810 W|d § R o gRaR w37 @ a1 over osEar g & §
ﬁ?éﬁ&?ﬂﬁ@f?@é’ﬁ&ﬁ%ﬂaﬁwa@gﬂ&m glar § |s=3 g
HagaTelel g1 § |3 & ARl & 3% A W MG A ISAT § HIFd GRAR
H F@eah 3Ta -39 faar, Sfaer delt, feaaaar, q8e-a9de gl & HRUT a1k
AaNC Ad & | N & Qo 89 W & Swdi & HAA ged W SHA O g A
ggar § 3R a8 T 3mud sH-edl 39 T e FeRcas aifed gidar § |
'FHi-HUTIT T 399 H [FR & 935 #15 dfeld &7 39e7 ATAT @RI ATHT Fi

feam arar #ve HcTd g@ & ST ol

2.2.2. T Sfiad Hr TATAT:

ARGTS! TATST # SRR &l Uel FA dUT AR I HTa0 IRAR &l BIF W
g AT A SN Y S8 § | TN 19 & arer 3R 9Erear Ued HAe shefehal 3T 9T
el FHAE 3R 30 IRAN AT ITeled-DNTT A & 3e6 oN-cls Hgald et gs1| fahg
$HHT IROMA Tg G foh Ig 3T IRAR T AT AL ¢ 9T AR 7 & 3797 g A
93 819 2@ Uld § |997T 9RaR, Aaer & gdel 9 &1 guar fav 3 fRa-Ua Feda
@]

ST 9RER # fRd <afFa & gaey Slias IR giar §, Faay 9RaR & T 38H
39T &1 STl & JfEHIRI: AR FT & IRAR F I9AT T olled g TIH F I
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¢ | Tow ufehar & ggar @ =ol 31 W@ Fo Redl o THSAS A 3¢ AT 91T g| Hfr-
HYTAT U # fhelT a1 &r Geadl ' o 39a 9fd &1 39e smel & 3icafees
AT T ReAT IRET H F& ICRAT § - o [N I19 &1 Iealt sh1g Y TS, A
or sl @ q& 9 oar Ak 7 B Al.... YE A 3¢ g N G107 TR o AT g
FAT TA-eaT amely - el | AT R oMl Sga ey § SOl 5O Sl A favar @
IS, W & Th Aol FI Th g ol 8l & GeldAT g, ar amefr aryr &, faeaRar se ar
el & oI FT ATl SIU[e

2.2.3. Qg sEw Haw:

afd 3R geelt & & IRER 1 AT giar § e 57 Skl & & # SIS A eafed
3T ST & a 9RER geal &l R O 3T ST §| ‘Ri-HATardm Sgud 3938 H
3efer! TGN o faaTg Sed FEl 9 Jehrer STl g 516l [hiR a1 & a9 ATAT 1 Hell
SIS @ HAY H IWAT 31 AN & SlideT & FUAT o Y& il F Tgel & FHAC
WH%IH@H@WE@@%HHW%MWG’E{QMN ST 8 ¥ B W
PIS 3UTT FIH of 3T | Ad H AT I JTI&EAT T AR g 18 | 3R 58T 7 31
A & S | W NI S AT & agf o F 767 A% 1S | 99 Ao @ & o
fgeq ol & faarg aEd daY e g

2.3. AT

AT & HJsal gary faffest Foerl # dea, Urieshiel # &, S & 3]ER ol
3T A AR & AR U & YR T RO HIAT § | 3T 4 & HUR TR @
EAR &Y & RS q@e e ¥ 3 - Reg, AReA, W, a8, 3=, dqy, 3
5T Al H o AecdRen (Gt AT & U #T AT, 38 ITET HETUROT e,
AT HeAT T 3Yel SNdel I 3T FeAlhd GEY I FHodT0T H&AT, SHA H3 HI$ AT
g1, foheq enffier FAEAT IRFEH Bl §, ST AT 30 o T IUTTHIT Hlel ofaTell
g U, S, TSI & ST 39 TIET AdHE 96o7 & PRUT ¢l HSH 36d ¢ |

2.3.1. s Y FIHE:

37T ST & 3YITT 'Hicl-hAT:aATAT SBURT H 3SIGl & 67, 900 [GHTSTeT & TH7T
& HEYCEIdS &Il & auT § | 38 FAT Req-AaH fdare sa=r 31f¥e §¢ mar o
foF IRt 3R QY e & AT U gE & UH & ehell @l 9Gdf § AR AT A | Al Th
G & Tl & 3§ e W 8 T & & 39 A 3R Hdea Weper AT 8
R A, 3¢ RV, Afgell, qell, golIi fhel o Ui IS AT e e AT |
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2.4, ¥aeif@e aiee:

ST 3R rersrar ¥ getaa efaef@es gearstt s RFor e St fir a3t § caa
ar fAerar § |

2.4.1. ST FT BT

SISl T 37PTel Tl 1942 H g3 AT I¥AT H Il SHMATS T Th &l § | 3T 5
HROT &Ml A AANIAT A€ g1 AT A U aeFd &1 A & AT ofler I F& 97 @
q | ST Th! T 3R T T Fedl W & 3110 931 | 947 & faw 3diRkdt va asfrat
A AT H ST A PN 3T AT STl & 9 J497 A F7 3T A Iy off
e a1 | feT-uR-feet oo fr grad foerssy oeft oY | 39 ToHT Irei-arely et & sy
ugr &Y | ot @l fSRe SR WHR & fv o FdEa o 75 A1 gaEfaw omei v
TG H ekl STel el | TSTEehT dolg |/ AT Teisd glel ol oY off oot 34T & dreit
9 & | 39 I9lg ¥ o1 HRAT Sl AR & R 87 o O 3@ [Aes & fow
T o off AT & | T S o Ul 3UATH 'Hic-HAT,AR™T dBUTH H 57 gcaAT
Fr FOFoT fhar § |313c Rl &7 GFd & a8 AR & FgdT & “olehdd I T3
W 1@ Al drel 3Md & 6T U fohd RE ¢ T 82 M Taeh & A7 § o gud
qrar- d g I§ & 1 9 o JNMal & ool & I W@l Pl § 39 IR Sl -H3
IR T AT ITa &JﬁQ*{ETg%%aﬂTmﬂysmHﬁé?Hﬁdﬁd BISHY Sholehd]
MR E | T9 qE-GER Har & | & |77 3w 3R Tud arr q@ @ fifed o
Y Feg I Y HIAA I § |

2.4.2, vardt Fr A3TE:

T 1757 & rofeater 3R 3 & dra g8 A ol f o318 F A oA H
T8 d6ol T | IHT Sif of 'Sic-hATa™T I8 | 58 Vfasifae gcar &1 o
far & | W 1757 ST 23 Y coel Y A Y% §§ | T TRt v st
U Follsa @ g1y Her foran| RRrsieglenn 1 3o & el & war fear ar 3 33t
& o o5d W@ Afhe 30d A a8 gR T 3R FiemEre f wE HqET 1T | 3Th
oM o €1 3¢ ART AT 56 YR RRISeclel T 937 g@e 3ed g 3R sl o corr
$r TB1S SN o | IRT FT 39 Fead H ol & [T IR I §HAT A & folT
3R g arel & WA AR S SR @ & v 36l o 56 g # AR
SATeidTel Slldll el TEAT F&l-dl I adT [¢aT AT | IS o O & Il & JdT oId1d
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q Sar forar ar | e St & 39 Ufagi@e gear &1 [T #e §9re & sfasr &r
SEId foham § |

2.4.3. -

HIT-HATITAT TSI H & Fa7-8{97 Tl UfqeTiaer Teamsit i e s o g&qd
foram § | TS &olel o SIMTeT H ST-89T T Shlsfed o] T AT AT 38 f@ed G «ammer
ﬁﬁwqaaiﬂgsﬂaﬂwmlﬁaﬁﬁraﬁraﬁawgéaﬁwﬁwwmw
g |

2.5. ufdea i gAET:

FIA-FALAAT qBIE A §H F o8 AL @ A Aear §| AT 36l
FANRIT T, THATITT & AAROT FHT §AAT HIS TG HRT WiSTeTT AET & SUT HIROT
Ig R 3 ot +gi o7 sl ufgeay & gafd § [Sefeh IeT aRoT aar arer
gfed & fSigalh S O 3@ o S’ gl Sv | 39=ard A fHei &g & der
FfaRard & HRUT 1Y H ds YhR HI HISAT Ugelal § | ‘Hia-huramn ague’ &
93 HIAT HT 42T HeT SERMA & U S & IR H 3R Al &1 Ig el foh 38
Siig. foram arm §, AT Ueh 3ufaRard & & | [N e dr oAl Sieeh &l g Al &
I P HROT AT &Y | ‘T S Sehl- alr aar B A J@r 39% 3elel 95 I™T
sHIfoT 38 AT gsT | fRAR T 987 o9 fIHAR A a9 3§ 3idel & I of S I
ol sToR 3dRel 18T ol dTel Elfrgoilql ST 4T |

forsey:

AT S o ‘FHid-HAT, IR—T T IYAH F IRT ARDIST AT &1 IT R_For
frar ¥ | 3egle ARG oS F Rt & Rl & aatie R g R |
Y BT hetehdl o UTIgTTAe TRET o1 T Sl FehR fhar § | FATATRS  FHEA3
W 3Th dF Ao AT | el WG o SreRdg AR HASART & FROT dgoid
AT Hedl T 3ichel ‘Hic-hUT: T SUE # IY R W 6ar § | w&qd
33U H 3egial 3, Usteifde, affies gAEst &1 gar o q@sr & Aerdn
gl
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