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ABSTRACT

Women has developed as an important segment inglgpaing. They give lot of importance to appassulting in
changing behaviour of consumers. The purpose dittitdy is to expand knowledge of apparel buyingabaiur of
Indian consumers by understanding the apparel Quieferences of working women. The study was cotediuon
480 working women belonging to the three age grae435 years, 36-45 years and 46-55 years. The stady
conducted in Jaipur which is the capital of Rajasthtate. Convenient sampling technique was useelection of
sample. Data analysis was done using percentagerelults from the analysis reveal that most ofwibeking
women purchase their apparel on monthly basid thakhree age groups. They were affected byltlbees of their
family and friends and relatives. The findingstabtstudy will contribute towards understandindpefiaviour and
will provide a meaningful insight to retailers, ergreneurs and merchandisers regarding appareldpseferences.
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INTRODUCTION Which_specifies the requir_ement of research_in the
changing consumer’s behavior. The purpose of thidys
Apparel shopping belonging to customers speciallys to know about apparel buying behavior of working
women usually spends a substantial amount of time iwomen and recognize the factors that influence mgbpa
choosing and purchasing apparel. Apparel purchasinguying. In order to encourage action by apparelless
often contains visiting numerous apparel brancestand it is important to seek to standardize or adaph®la
relating different brands based on the design,illyLEIId according to the buyers’ preference_
fit. Apparel retailers engage several techniqued an  Thjs study focuses on factors influencing attire
schemes such as sales promotion, store atmosphefgrchasing behaviour of working women in the age of
customer loyalty programmes, discounts, advertis&ne 26-55 years. The results of this research will offe
in social and print media and visual exhibitionhaf store. meaningfu| visions to the purchasing behavioup'paﬁe|
Most of the schemes have been effective only fionited  retailing for marketers. In this competitive erarkegers
period of time. Apparel is inclusive of various pleal  should be completely aware of the customer’s needs,
features, which are differently perceived by seleranoticeably that of women as regards to what arg the
customers. When considering apparel producgxpecting from the brand, how they vary in their
procurement, customers tend to compare and contrastirchasing behaviour, features which push them to

diﬁgrent products made of diﬁerent fabric mixtswr@he purchase from a Speciﬁc product' Shopping freqylenc
choice of apparel depends on the impact of bothats  total outlay, etc. to achieve a modest edge.

product Characteristic§ such as Style, qualltybm(dld Appare| buymg preference: The way consumer is
The apparel store environment and store formatspiay  fulfilled or unhappy about a product after purcheesied
significant role in apparel buying customers. as consumer preference. Once the customer likes the

The choice of apparel has advanced over the yearsyoduct there are more chances of purchasing inaga
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(Kotler, 2011). branded apparel and fashion. The respondents are
restricted financially but they are interested rared
Rationale for the study: apparel. They are updated about brands throughlsoci

Apparel industry plays a pivotal role in developang media, internet and television that create chaimgtss
country’s economy in terms of revenue generaticth ansector.
creation of employment. The industry is undergang Bhanot (2018) conducted a study in Mumbai and
drastic change due to global sourcing and high leive Navi Mumbai to know about consumer’s apparel buying
price competition. Favourable demographic factosg, preferences towards branded and non branded apparel
in disposable incomes, change in consumer behantbr The aim of the study was to find consumer behaviour
a substantial shift towards branded apparel hadteds towards apparel purchase with the factors like hignt
in a positive growth in the global apparel market. income, peer influence, gender. The sample siZ80f
Apparel is an extremely figurative product groupconsumers with different income and gender witlaosm
suitable to its high distinguish ability. Peopléeofmake sampling method was used for the collection of data
conventions about a person’s self- concept baséison The data was collect with the help of questionndire
her clothes. The symbolic nature of clothing assaal  results revealed that consumers preferred branded
expression of self- concept can integrate numerouapparel over non-branded. More than 50% of the
clothing styles, retail outlets, brands and retatiops consumers prefer private label brands over therothe
subcultures. In this competitive era marketers lshbe  brands as they found it pocket friendly.
completely aware of the customer’s needs, notigeabl Saluja (2016) studied the consumer’s fashion appare
that of women as regards to what are they expectinguying behaviour as related to demographic, psggiuall
from the brand, how they vary in their purchasingand socio-economic factors such as quality, comfort
behaviour, features which push them to purchase &#o brand, etc. Consumer apparel purchase behaviochwhi
specific product, shopping frequency, total outédg, to  in turn are affected by factors such as monthlgring,

achieve a modest edge. gender, and peer influence, etc. In a survey ahiDel
data were obtained from 100 respondents, which were
Objective of the study: analysed using chi-square test. The chi-square test
To study the apparel buying preferences of workingletermined the internal consistency among multiple
women. measurements of a variable in a questionnairesitiuy
demonstrates that consumers are more likely to get
Review of literature: attracted to ethnic outfit compared to the othgnumts.

Kumar and Kanchan (2018) viewed that consumeFurther it was revealed that the frequency of paseh
buying behaviours for branded apparel modify byotesr  is high only when the consumers are satisfied @ir th
factors. The objective of the study is to measur@ a prior purchase. Age, gender, education and ocaupati
understand consumers’ buying behavior and the feictodo not have any effect on consumers buying behaviou
influencing purchase behavior for branded apparelHence, the purchase intention of consumers becomes
Buying behavior is defined as the psychologicatiado high because of the positive attitude and behatiatr
and economic situation of the consumers to buydesdn consumer develops towards these products.
apparels. The study was conducted in four citiesaeha
Ludhiana, Sangrur, Patiala and Chandigarh withrgpka METHODOLOGY
of 200 students from the age group of 15-45years.
Consumers’ buying behavior was measured using tnﬁo
Likert scales, based on the respondents’ respanse f
the various parameters for preferring branded agbpar
Analysis of data was done using ANOVA to verify the

impact of unlike factors of customers so as to lead i . i
buying. It also helps in finding significant relaibetween 36-45 years and 46-55 years. The data analysisioves

. through percentage. The data was collected through
retailer and buyer._The results revealed that th(iuestionnaire to find out the preferences of waykin
respondents of Ludhiana are more concerned towar

The study was conducted in Jaipur on 480 working
men of upper middle class income group. In tlkegmt
study convenient sampling technique was used for
selection of sample. The sample was selected fhoee t
age groups, 160 working women from each 26-35 years
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women as per their age.

RESULTS AND DISCUSSION

Demographic profile:

The Table 1 reveals the occupation wise distriloutio
of respondents. Maximum numbers of respondents \55%. .,
were employees, 31% were professional and 14% wej| o,
in business. Twice inmonth ~ Monthly ~ Twice inayear Oncein a year

yor—
=70 g 1%
e

B 26-35years W306-45years W46-55years
Table 1 : Distribution of respondents on the basisof ’

Occupation N+£480) Fig. 1: Respondents on the basis of frequency ofohase]
Occupation Frequency Percentage by age
Business 68 14
Employee 265 55 per their needs. The reason for purchase of apparel
Professional 147 31 firstly the apparel has to be presentable at tveik

' place and secondly shopping helps in releasingwoek
The Table 2 shows that most of the working womeRtress. Women purchase clothes as per their rieisd. |

(34%) were teacher, 19% were working in corporatenainly during change of climate and during funci¢ig.
sector, 17% had their own business, 14% were ifigub 2).
services like police, government officers and paibli
services, 6% were lawyers and 5% were doctors arj, -
engineer. Hence, it can be concluded from the abov! =00
data majority of the working women respondents wer| 20
into teaching. 40%

30% g
20% 13%

~o
o
10% 30 2%
- j
0% —

17%) 50

“10%

=

Table 2 : Distribution of respondents on the basis 0

Profession (N=480)

Profession Frequency Percentage Offseasonsale Festivaltunes  Asperneed  Availability of
Teacher 164 34 funds
Doctor 24 S M 206-35vears M30-45years W46-55years
Engineer 23 5 e — —
Business 82 17 Fig. 2: Respondents on the basis of reasons for mirasq
Lawyer 29 6 apparel
Public Service 68 14
Corporate Sector 91 19 Type of wear:

From the results, it is inferred that maximum numbe
Frequency of purchase of apparel: of working women with different age groups prefér a

Women of all the age groups most frequentlythe three dress categories. casual, formal and ethnic
purchase their clothes twice a month and monthéjsba wear. Most of the women prefer dress as per theik w
It is well evident from the results that in all ag@@ups  settings, social environment, festivals and comfirigh
women choose apparel that helps them look stylish a and Sarvanan (2013) found that in the age grouga.6-
trendy that is why they are frequent purchasere Thyears mostly women prefer casuals all the timed&uraj
study supported by Prasad and Shankar (2014) wihdfo (2011) found that the younger age is more disposed
that more than half of the respondents visit stoiee a  towards casual wear (Fig. 3).
month (Fig. 1).

Preference towards casual wear:

Reasons for purchase apparel: In the younger age group 26-35 years respondents

From the results, it can be assumed that mostkof tiprefer comfortable clothing with latest fashionntts.
women in all the three age groups purchase clahbes They choose jeans and top as the most preferregicas
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Fig. 3: Respondents on the basis of type of wear

wear. In the age group of 36-45 and 46-55 year
maximum number of women prefer casual wear likq

jeans and top, skirts and top and kurtis and tights 4).

Fig. 4 : Respondents on the basis of preference tomis
casual wear

Preference of colour:
From the results, it is clear that light colourarid
colours and bright colours were preferred amonthall

Type of garment:

From the results, it is assumed that in the agaro
26-35 years most of the respondents prefer readymad
garments because of easy availability of latestdse
varieties and style of clothing. In the age gro@p43
years and 46-55 years respondents prefer all thetya
i.e. custom made, semi- stitched and readymade
garments. It is assumed that preference of garment
depends on the comfort, fit, social environment\aack
culture (Fig. 6).

57%.

60%

57% 56%

50%
40%

30%

20%

10%

|
| 0%

C 11310]111\[‘1([" Senu- Stitched All of the above

Read\ 111"|de
26-35 years 36-45years W 46-35years

Fig. 6 : Respondents on the basis of type of garment

Factors influencing apparel purchase:

From the results, it is evident that window dispay
the most influencing factor for the purchase ofapp
in all the three age groups. Window display indisahat
the garments were extraordinary, different anchative
those influence the purchase. Other factors are als
important like influence of social group, familychfiniends
were also influence the purchase as it attractagg

age groups of working women. This indicates thateh and motivate the consumers (Fig. 7).

is no preference of choice of colour in accordatuce

age. Results are supported with the study by Samgh
Sarvanan (2013) that women prefer all colours atlsh
among various age groups (Fig. 5).

Fig. 5: Respondents on the basis of colour preferea
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Fig. 7: Respondents on the basis of factors influemg
apparel purchase

Criteria for buying apparel:
Results of table reveals that quality and variety a
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the main aspects while purchasing apparel inelliree  buy apparel as per their need and during festigals

age groups. Since respondents were working womarccasions. The findings of this study will contrieu

therefore they give importance to social envirortragid ~ towards understanding of apparel behaviour whidh wi

work setting hence they need good quality of clotned  provide a meaningful insight to retailers, entrepres

need variety of clothes. Rajput, et al. (2012) riggb and merchandisers regarding apparel buying behaviou

that women of age group 20-24 and 25-34 age groups

are less anxious about quality than style in ttiething. REFERENCES

Mintel (2008) reported that 20-24 and 25-34 ageigso
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