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Abstract

The emergence of celebrity labels, shops, personalization, the border, and advertising in today's
global market has increased the variety of fashion products available to consumers. An
advertiser will be better able to draw in and keep their intended client group if they are
thoroughly aware of their buying habits. This study aims to explore the purchasing habits of
Indian women customers and to comprehend in-depth the crucial aspects of fashion brands that
affect women consumers' interest in fashionable designer clothing. According to the findings,
ladies are fully aware of branded clothing, and their buying patterns indicate that they may
occasionally purchase these items. Women have unique viewpoints and reasons for making
products. Due to customers' excellent purchases, the way of life is changing in favor of
shopping at complexes. Friends and relatives were discovered as having been the main data
sources, ahead of web pages or advertisements. Costello, Fitting, & User Income Level are
determined to be key elements throughout the study, while Status, Longevity, and celebrity
endorsement have been deemed inconsequential. Therefore, clothing merchants could only
consider these factors to access and grab the market. As an apparel store, you must use all these
lessons in your policy-making to ensure that your customers are pleased with what they have
bought.
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1. Introduction

Today, the billion-dollar sector of fashionable clothing provides jobs for laths of people
all over the world. Design across civilizations has significantly affected the social
fabric of cultures (Taylor & Cosenza, 2002; Rajput et al., 2012; Petrova & Ashdown,
2008).

A trendy style or practice, particularly in clothing, footwear, accessories, concealed,
etc., is referred to as a "trend" in broad. Fashion refers to a distinctive and frequently
ingrained pattern that affects the way that people behave as well as the way they appear.

Due to the proliferation of name-brand designers, retail stores, personalization, the
border, and advertising worldwide, the customer base for fashionable clothes is
becoming increasingly diverse. Clothing and people have had a close association
because of the beginning of time. Dress reveals a person's personality and the culture
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and development of their society. We observe similarities in textile design among many
civilizations and people as a result. Fashion has emerged as the primary driver because
customers value clothing design highly regarding their tastes and backgrounds (Martin
& Turley, 2004; Loker et al., 2004; Lau, 2020).

Nevertheless, dominating societies influence the industry of fashion and design.

Apparel has a variety of purposes in how someone lives beyond merely being an absolute
must. The ability of data and developments to circulate the globe drives people to buy
clothing. It inspires them to buy a greater variety by providing individuals with various
options. This circumstance has prompted a shift in traditional consumer culture and
produced shopper majorities that favor established companies and clothes or goods that
are inventive, convey prestige, pique attention, carry social significance, and are merely
useful.

Due to these advances in consumer culture, a lively renewal in shopping and private
enjoyment has been suggested. Even though the purpose of consumption is to express
one's identity and state how one would like to appear, one can only succeed in this
endeavor to the extent that the attire one wears to do so is viewed and comprehended
by others. With all the aspects that affect how customers behave while purchasing
apparel, fashion and brand-name merchandise are the most effective since they can be
comprehended and interpreted by those in society (Kim & Labat, 2013; Kang, 2020;
Joghee & Alzoubi, 2021).

Consumer behavior has been impacted by globalization, increased rivalry, the short
lifespan of products, and stylish retailing. Consumer purchasing decisions in the apparel
industry, a sector that today encompasses numerous intimate and societal components
that go beyond mere necessity, are molded by a wide range of factors. When shoppers
choose what apparel to purchase, they are significantly impacted by the information
offered to them by clothing, promotion, and advertising efforts, as well as by a variety
of personal, mental in nature and cultural factors. Costello, their brand, effectiveness,
value for money, and utilization are additional beliefs manifesting them via influence
traits. The disparities in human shopping habits result from how important and high of
a priority a few things are to them.

2. Examining the Literature

Gender differences and their role can be applied to clarify Gender. The level whereby
a man or woman identifies with masculine and feminine conduct features is how the
identity of Gender is defined. Sexual Men and women have different obligations, tasks,
and privileges, which render them different (Huddleston & Cassill, 1990; Grogan et al.,
2017; Fischer & Arnold, 1994).

Every stimulus and commodity a marketer offers will elicit a varied response from each
consumer (Deng et al., 2019). Interpersonal influences, desires, feelings, ethics, or
home buildings, and one of the main drivers of purchasing behavior, are thought to be
processing data.
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Cultural, interpersonal, emotional, and mental factors have a significant impact on the
purchases of consumers. Thomson, Locander, and others (1994) reported certain traits.
The challenge is enormous for retailers. Independently developing strategies is not
economically viable. Since they must increase their efforts, businesses do not view this
gender disparity favorably and find it quite unwanted. Some advertising professionals
think a standard measure is sufficient for dealing with the some believe it would be
possible to create separate approaches for both issues (Chopdar & Balakrishnan, 2020;
Choi & Park, 2017).

"Gender has attracted adequate attention in contemporary marketing since it provides
valuable information about clients; in 2002, Caterall and MacLaran.According to Taylor
and Cosenza (2002), the current generation includes special needs traits in their
consumption habits and their ability to nag adults to purchase the items (Taylor &
Cosenza, 2002).

Consequently, they are seen as potential customers and thus crucial to the success of
advertisements. They shared an intriguing detail about their overall expenses: most of
it is spent on textiles. According to research by Martin and Turley from 2004, Gen Y is
a "free paying but challenging to penetrate population."Most of this generation's
participants work full- or part-time, and these individuals are viewed as the wealthy
ones, kinfolk (Martin & Turley, 2004).

The marketer's hardest issue is getting through to folks. Throughout an intriguing
research paper published in 2006, Bakewell et al. found that youths among the
Generation Y group (18 to 25 years old) had enormous purchasing capacity and were
spending around two-thirds of their annual earnings on apparel. 2007 Euro monitor
Gender is more important in determining a woman's budget for wardrobe than her status
in society. The apparel industry is the focus of the present investigation. The 20-24
and 25-34 age categories are of utmost importance to salespeople, according to Mintel's
(2008) survey, as women are less concerned with quality than with style when choosing
clothing. Three fundamental ideas must be understood before discussing if male or
female shoppers behave differently: The idea of "sex" is a hereditary one (Cassill &
Drake, 1987; Bhardwaj & Fairhurst, 2010; Arrigo, 2018).

3. Results Evaluation and Interpretation

An effective marketing strategy is well-versed in market dynamics thoughts. With more
knowledge of the industry, successful interactions, cost, service to consumers, and
marketing strategies may be developed and put into practice. A company can develop
effective strategies through a thorough wunderstanding of client behavior.
ToExaminingoth men's and women's behavioral tendencies is crucial.

To create gender-inclusive procedures, multiplied multiple correlation coefficients
show the proportion of the measuring variable's volatility that may be accounted for by
fluctuations in the notion.

Owing to the squares correlations of the advertisement, differences in sources of
information can account for 48 percent of the commercial's variance, followed by online
resources at 41.3%. Other resources are unimportant in attempting to convey how the
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concept varies. Table 1 displays the statistics for the model's fairness of fit from the
output of AMOS; conclusions reveal that the goodness of fit indices (CFI et al.) is
notably high. The mathematical model is thus fit. The table likewise includes the chi-
value. A lower RMSEA score further supports the model's optimal fit.

Do you purchase branded apparel?

77% of the female respondents asked if they would buy branded clothing. This
demonstrates India's expanding market for branded clothing and shows how well-
informed individuals are about the country's strong brand culture. The outcome of
India's integration into the global financial system and pursuit of a liberalized regime
is to blame for transforming the nation's status as an investment hub and attracting
many players and brands there. Indian women are very conscious of all local and
international brands, as well as the placement of the product. Female consumers do not
purchase items; they purchase cultural effects and images from globalization.

How Often Do You Buy Branded Clothing?

60% of female respondents asked how often they purchase branded apparel said that
they do so infrequently. This indicates that marketers must significantly change this
behavior and make frequent purchases. Although the market for branded clothing is
expanding tremendously, it is still in its infancy, and there are more obstacles than
opportunities that must be strategically overcome to achieve the desired outcomes.

What Stores Do You Visit?

When asked where they go shopping, 48% responded that they go to a mall, 26% said
they go to a supermarket, 14% and 12% said they go to conventional stores and websites,
etc. This response sheds light on the mall mania and women's obsession with shopping
there since they can find a wide selection of goods—including style, fit, brands, and
affordable goods—all in one location. Shopping is made even more enjoyable by nearby
movie theatres, restaurants, and fast food chains, including McDonald's, KFC,
Domino's, Pizza Hut, and other well-known eateries. Going to a store and making a
purchase is not the only driving factor behind consumer activity;

Table No 1: Chi-square tests (revenue and frequently purchasing relationships)

Value Df | Asymp. Sig. (2-
sided)

Chi- 20.9842 9 .002"
square
Likelihood | 24.182 9 0.003
Ratio
Linear-by- | 4.372 1 0.039
Linear
Asso
N of Valid | 152
Cases
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The chi-square test was used to examine the relationship between monthly income and
purchasing frequency, revealing a significant relationship. It is abundantly obvious
from this data that female consumers' shopping frequency also rises noticeably when
consumer income rises. In other words, as income rises, so does shopping frequency,
and vice versa.

Table 2. Chi-square tests

Value Df | Asymp. Sig. (2-
sided)

54.731°2 8 0
Chi-Square

20.078 8 0.01
Likelihood Ratio
Linear-by-Linear 2.793 1 0.095
Association
N of Valid Cases 151

Testing is done on the correlation between purchasing branded goods and quality
attributes. The Chi-Square Test was used to determine the relevance of the relationship,
and it was discovered that women would go above and beyond to buy better-quality
goods (branded apparel). When female consumers choose to purchase branded clothing,
the quality aspect of the product is a key factor.

4. Administrative Implications

In maintaining the high standards and quality of their products, Bangladeshi fashion-
related garment firms are expanding exponentially and capturing the fancy of consumers
worldwide. Due to the proliferation of designer goods, retailer brands, personalization,
the border, and advertising in today's marketplace, the customer base for fashion
garments has grown increasingly diverse. It is demonstrated by the data above that
females have unique viewpoints and motivations for making decisions. An advertiser
will be better able to draw in and keep their intended audience group if they are
thoroughly aware of their preferences. This study adds to the body of information,
meaning businesses that want to sell products to customers may find it valuable.

The results of this investigation add to the body of knowledge on customer involvement
in fashion garments and aspects of customer buying habits. The development of
predictions accompanied the investigation of the prior research to determine the impact
of business circumstances, brand perception, respect for one's name recognition, logo
popularity, category comparisons, and reputation on customer participation in fashion
clothes.

The vast majority of the numbers, as can be seen, are higher than 0.05. So the
interactions between the factors are connected. The study's findings show a pattern of
relationships among all of the variables, as the research demonstrated. This research
reveals that women who are brand loyal and have high levels of participation in fashion
items also exhibit high levels of self-worth. It is also crucial as customers purchase
brand-related products to complement their distinctive personalities. As a result,
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customers inclined to care for themselves tend to be very interested in fashion or
clothing brands.

To establish a product along with associated choices, administrators and advertisers
should be aware of the principles of fashion marketing and how it operates by utilizing
current fashion trends to evaluate, create, and practice promotional strategies. Fabric
marketing studies how fashionable aesthetics and marketing interact, considering all
facets of creation, marketing, advertising, and selling. To establish an efficient but
important advocate concerning fashion clothing in the global, intensely competitive
market and maintain the country's reputation as a hub of the fashionable apparel
industry, effective fashion brands recognize that consumer trend recognition, strong
advertising, and an appealing item image constitute essential elements.

5. Conclusion

Due to the proliferation of designer goods, store brands, personalization, customs, and
advertising in today's global market, the consumer of fashion garments has expanded in
variety. It is evident from the data above that females have unique viewpoints and
motivations for their purchases. The marketer will be better able to draw in and keep
their target consumer group if they are thoroughly aware of their preferences. The
current study looked into the benefits of buying designer clothing among Indian
customers, focusing on urban ladies, using a sample of about 150 females from various
demographics.

The intriguing findings will help marketers reinvent marketing tactics for selling
fashion goods in India while considering local and global tastes. According to the study,
ladies are fully aware of branded clothing, and their purchasing habits indicate that
they occasionally purchase these items. Due to consumers' positive shopping
experiences, the culture is changing in favor of shopping at malls. Family and friends
were discovered to be the most important data sources, next to the internet and
advertisements (Almousa, 2020; Adhikari, 2015).

According to the research, price, fit, and financial status among customers are
significant factors. Females are particularly drawn to these variables when shopping for
clothing, so clothing retailers should consider this when developing their strategies and
plprioritizehese factors. Certain variables, such as status, resilience, and celebrity, are
considered insignificant. As a clothing shop, you must incorporate all of these insights
into the creation of your policies in order to create purchases that truly thrill your
customers. Retailers must unleash the basket of joy to increase, sustain, and keep market
share.
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