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The emergen ce of  cel ebr i ty  label s ,  shops ,  p erson al i za t ion ,  the  border ,  and  adver t i s ing  in  today ' s  

g lobal  mark et  h as  increased  th e  v ar i e ty  of  fash io n  products  ava i lab l e  to  consumers .  An 

adver t i ser  wi l l  be  bet te r  ab le  to  d raw in  and  keep  thei r  in tend ed  cl i en t  g ro up  i f  they  are  

thoroughly  aware of  thei r  buying  hab i t s .  Thi s  s tudy  aims to  explore  th e  purch asing  h ab i t s  o f  

Ind ian  women custo mers  and  to  co mpreh end  in -d epth  the  cru ci a l  asp ec ts  o f  f ash ion  brands  that  

af f ec t  women con sumers '  i n teres t  in  f ash ion able  designer  c lo th ing .  Acco rd ing  to  the  f ind ings ,  

lad ies  are  fu l ly  aware of  b randed  clo th ing ,  and  the i r  buying  pat t ern s  ind icat e  th at  th ey  may  

occasion al ly  purchase th ese  i tems.  Women hav e un ique v iewpoin ts  and  reasons  for  making  

products .  Du e to  cu stomers '  excel l en t  purchases ,  t he  way  o f  l i fe  i s  changing  in  f avor  o f  

shopping  at  complexes .  F r iends  and  re l a t iv es  were  d iscovered  as  hav ing  been  the  main  data  

sources ,  ah ead  o f  web  pages  or  adv er t i sements .  Co ste l lo ,  F i t t ing ,  & User  In come Level  a re  

dete rmin ed  to  be  key  e l ement s  th roughout  the  s tudy ,  whi le  S ta tus ,  Longevi ty ,  and  cel ebr i ty  

endorsement  h ave  been  d eemed in consequ ent i a l .  There fore ,  c lo th ing  merch ants  could  on ly  

consider  these  f ac tors  to  access  and  grab  the  market .  As an  app arel  s to re ,  you  must  use  a l l  these  

les sons  in  your  po l i cy -making  to  ensure  that  your  customers  are  p l eased  wi th  what  th ey  hav e 

bought .  
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1. Introduction 

Today,  the bi l l ion -dol lar  sector  of  fashionable clothing prov ides jobs for  laths of  people  

al l  over  the wor ld.  Design across  c ivi l izat ions  has s ignif ican tly  af fec ted the  soc ial  

fabr ic  of  cul tures (Taylor  & Cosenza,  2002; Rajput  et  a l . ,  2012; Pe trova & A shdown,  

2008) .  

A t rendy s tyle  or  p rac tice,  par t icular ly  in  c loth ing,  foo twear ,  accessories,  concea led,  

etc . ,  i s  referred  to  as  a  " trend" in  broad.  Fashion  refers to  a  d ist inct ive and frequently  

ingrained pat tern that  af fects the way that  people  behave as w ell  as the way they appear .  

Due to  the prol iferat ion of  name -brand des igners,  retai l  s tores ,  personalizat ion,  the 

border ,  and advert i sing  worldwide,  the customer base for  fashionable c lothes i s  

becoming increas ingly diverse.  Clo thing and people have had a close assoc iat ion  

because of  the beg inning of  t ime.  Dress revea ls  a  person 's  personali ty  and the cu lture 
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and development o f  thei r  socie ty .  We observe s imilar i t ies  in  tex ti le  design among many  

civi l izat ions and people as a  resu lt .  Fashion has emerged as the  pr imary dr iver  because 

customers value c loth ing design  high ly regarding the ir  tastes and  backgrounds (Mar tin  

& Turley ,  2004; Loker  e t  a l . ,  2004;  Lau,  2020) .  

Never the less ,  dominat ing soc ie t ies inf luence  the  industry  of  fashion and des ign.  

Appare l  has a  var ie ty  of  purposes in  how someone l ives beyond mere ly be ing an absolu te  

must .  The abi l i ty  of  da ta and  developments to  c irculate  the  globe  dr ives  people to  buy 

cloth ing.  I t  insp ires them to buy a greater  var iety  by providing indiv iduals wi th  var ious  

options.  This c ircumstance has prompted a shi f t  in  trad it iona l  consumer culture and 

produced shopper  major i t ies tha t  favor  es tab li shed companies and c lothes  or  goods that  

are invent ive,  convey pres t ige ,  pique a t ten tion ,  carry social  sign if icance,  and are mere ly  

usefu l .  

Due to  these advances in  consumer cu lture,  a  l ively renewal in  shopping and pr ivate  

enjoyment has been suggested.  Even though the  purpose of  consumpt ion is  to  express  

one 's  iden ti ty  and state  how one would l ike to  appear ,  one can on ly succeed in  th is 

endeavor  to  the ex ten t  that  the at t i re  one wears  to  do so i s  viewed and comprehended 

by others.  With al l  the  aspects tha t  affect  how customers behave while  purchasing  

appare l ,  fashion and brand -name merchandise are the most  effect ive 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 globalizat ion,  increased r ivalry ,  the shor t  

l i fespan  of  products,  and  sty l i sh re ta i l ing.  Consumer purchasing dec isi ons in  the appare l  

industry ,  a  sec tor  tha t  today encompasses numerous in t imate and soc ie tal  components 

that  go beyond mere necessi ty ,  are molded by a wide range of  factors.  When shoppers  

choose  what  apparel  to  purchase,  they  are  sign i f ican tly  impacted by  t he informat ion 

offered to  them by clo th ing,  promot ion,  and advert i s ing effor ts ,  as wel l  as by a var ie ty  

of  personal ,  mental  in  nature and cu ltural  factors.  Coste l lo ,  their  brand ,  effec t iveness,  

value for  money,  and u t i l iza t ion  are add it ional  beliefs manife st ing them via inf luence  

trai t s .  The d ispar i t ies in  human shopping habi ts  resu lt  f rom how impor tant  and  high  of  

a  pr ior i ty  a  few th ings a re to  them.  

2. Examining the Literature 

Gender  d ifferences and their  ro le  can be appl ied to  clar ify  Gender .  The  leve l  whereby  

a man or  woman ident if ies with  mascu line  and femin ine conduct  fea tures i s  how the  

ident i ty  of  Gender  i s  def ined.  Sexual  Men and women have d iffe rent  obl igations,  tasks,  

and pr ivi leges,  which render  them dif feren t  (Huddleston & Cassi l l ,  1990; Grogan  e t  al . ,  

2017; Fischer  & Arnold,  1994) .  

Every s t imulus and commodity  a  marketer  offers  wil l  e l ic i t  a  var ied response from each  

consumer (Deng e t  a l . ,  2019 ) .  Inte rpersonal  inf luences,  desires ,  fee l ings,  e thics ,  or  

home bui ldings,  and one  of  the main dr ivers  of  purchasing behavior ,  are  thought to  be  

process ing da ta.  
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Cul tura l ,  in terpersonal ,  emotional ,  and menta l  factors have a s ignif ican t  impact  on the 

purchases of  consumers.  Thomson,  Locander ,  and others (1994)  reported  cer tain  tra i t s .  

The cha llenge i s  enorm ous for  re tai ler s.  Independent ly  developing strateg ies i s  no t  

economical ly  v iable.  Since they must  increase their  e ffor ts ,  businesses do not  view this  

gender  d ispar i ty  favorab ly and  f ind  i t  qu ite  unwanted.  Some adver t i s ing  professionals 

think a standard measure i s  suff icient  for  deal ing wi th  the some be lieve i t  would be 

possib le to  crea te  separa te  appro aches  for  both  i ssues (Chopdar  & Balakrishnan,  2020; 

Choi  & Park,  2017 ) .  

"Gender  has at trac ted adequate at tent ion in  con temporary marketing since i t  prov ides  

valuab le informat ion about cl ients ;  in  2002,  Cateral l  and MacLaran .According to  Taylor  

and Cosenza  (2002) ,  the current  generat ion includes special  needs trai t s  in  their  

consumption  hab its  and  the ir  abi l i ty  to  nag  adults  to  purchase  the i tems  (Taylor  & 

Cosenza,  2002) .  

Consequently ,  they  are seen  as potent ial  customers and thus cruc ial  to  the success  of  

advert isements.  They shared an int r iguing deta i l  about thei r  overal l  expenses :  most  of  

i t  is  spent  on  tex ti les.  According to  research  by Mart in  and  Turley fr om 2004,  Gen Y is  

a  "free paying  but  cha lleng ing to  penetrate  populat ion."Most o f  th is  genera t ion 's  

par t icipants work fu ll -  or  par t - t ime,  and these individuals  are viewed as the weal thy 

ones,  k info lk (Mart in  & Turley,  2004) .  

The marketer 's  hardes t  issue i s  ge tt ing through to  folks.  Throughout an in tr igu ing 

research paper  publ ished in  2006,  Bakewel l  et  a l .  found tha t  youths among the 

Generat ion Y group (18  to  25 years o ld)  had enormous purchasing capacity  and were 

spending around two - th irds of  the ir  annual  e arnings on appare l .  2007  Euro  moni tor  

Gender  i s  more importan t  in  determin ing a  woman's budget  for  wardrobe  than her  sta tus 

in  soc ie ty .  The appare l  industry  i s  the focus of  the present  invest iga tion.  The 20 –24  

and 25–34 age ca tegor ies are of  u tmost  impor ta nce to  sa lespeople,  accord ing to  Mintel 's  

(2008)  survey,  as women are less concerned wi th  qual i ty  than wi th  sty le  when choosing  

cloth ing.  Three  fundamenta l  ideas must  be  unders tood before d iscuss ing if  male or  

female shoppers  behave  diffe rent ly:  The  idea  o f  "sex"  i s  a  hered itar y one (Cassi l l  & 

Drake,  1987; Bhardwaj & Fairhurst ,  2010; Arr igo,  2018) .  

3. Results Evaluation and Interpretation 

An effec tive marketing s trategy i s  well -versed in  market  dynamics thoughts.  With more  

knowledge of  the industry ,  successful  in teract ions,  cost ,  service  to  consumers ,  and  

market ing s trategies  may be developed and put  into  p rac tice .  A company can  develop  

effec tive s tra tegies through a thorough unders tanding of  cl ient  behavior .  

ToExaminingoth  men 's and women 's behaviora l  tendencies i s  c rucial .  

 To crea te gender - inc lusive procedures,  mult ip l ied mult iple  corre lat ion coeff ic ien ts  

show the proport ion of  the measur ing var iab le 's  volat i l i ty  tha t  may  be accounted for  by 

f luctuat ions  in  the no tion.  

Owing to  the squares correlat ions  of  the  advert i sement ,  d ifferences  in  sources of  

information can account for  48 percent  of  the  commercial 's  var iance ,  fol lowed by on line 

resources a t  41.3%.  Other  resources  are unimportant  in  at tempting  to  convey how the  
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concept var ies .  Tab le 1  disp lays the s ta t i st ics for  the model 's  fa irness of  f i t  f rom the  

output  of  AMOS;  conclusions  reveal  that  the goodness  of  f i t  indices  (CFI et  a l . )  i s  

notably high.  The mathematica l  model i s  thus f i t .  The  tab le l ikewise inc ludes the ch i -

value.  A lower RMSEA score fur ther  supports the model 's  opt imal f i t .  

Do you purchase branded apparel?  

77% of  the female respondents asked if  they  would buy  branded  c lothing .  This 

demonstra tes Ind ia 's  expanding market  for  branded c loth ing and  shows how wel l -

informed ind ividuals are about the country 's  s trong brand cul ture.  The outcome of  

India 's  in tegrat ion in to  the global  f inancial  sys tem and pursui t  of  a  l iberal ized reg ime 

is  to  b lame for  transforming the na tion 's  s ta tus  as an investment hub and at tract ing  

many players and brands there.  Ind ian women are very consc ious of  al l  loca l  and 

internat ional  brands,  as wel l  as the placement of  the product .  Female consumers do not  

purchase i tems; they purchase cu ltural  effec ts and images f rom global iza t ion.  

How Often Do You Buy Branded Clothing ? 

60% of  female  respondents  asked  how often  they purchase  branded  apparel  said  tha t  

they do so  infrequent ly .  This indicates  tha t  marketers must  s ign if ican tly  change  th is  

behavior  and make frequent purchases.  Al though the  market  fo r  branded c loth ing i s  

expanding  tremendously ,  i t  i s  s t i l l  in  i t s  infancy,  and  there  are  more obstacles  than  

opportuni t ies tha t  must  be s tra tegica lly  overcome to  achieve th e des ired outcomes.  

What Stores Do You Visit?  

When asked where they go shopping,  4 8% responded tha t  they go  to  a  mall ,  2 6% sa id  

they go to  a  supermarket ,  1 4% and 12% sa id they go to  convent ional  stores  and websites,  

e tc .  Th is  response  sheds  l ight  on the  mall  mania  and  women 's obsession  with  shopping  

there s ince  they  can f ind a wide se lect ion  of  goods —including s tyle ,  f i t ,  brands,  and  

affordable goods —all  in  one loca tion .  Shopping i s  made even more enjoyable by nearby  

movie thea tres,  restaurants,  and  fast  food chains,  inc luding McDonald 's ,  KFC, 

Domino 's ,  P izza Hut,  and other  wel l -known ea ter ies .  Going to  a  store  and making a  

purchase i s  no t  the on ly dr iving factor  beh ind consumer  ac t iv i ty ;  

Table  No 1:  Chi -square  tests (revenue and frequent ly purchasing rela t ionships)  

  Value  Df  Asymp. Sig.  (2 -

sided)  

 Chi-

square  

20.984 a  9  .002 *  

Likelihood 

Ratio  

24.182  9 0 .003 

Linear -by-

Linear  

Asso  

4.372  1  0 .039 

N of  Val id  

Cases  

152 
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The chi- square tes t  was used to  examine the rela t ionship be tween monthly income and  

purchasing  frequency,  reveal ing  a  s ignif icant  rela t ionship .  I t  i s  abundantly  obvious 

from th is data  that  female  consumers '  shopping  frequency also  r i ses  no ticeably  when  

consumer income r i ses .  In  other  words,  as  income r ises ,  so  does  shopping frequency,  

and vice versa.   

Table  2 .  Chi-square  tests  

  Value  Df  Asymp. Sig.  (2 -

sided)  

Chi -Square  
54.731 a  8  0  

Like lihood Ratio  
20.078 8 0 .01  

Linear -by-Linear  

Associa t ion  

2.793 1  0 .095 

N of  Val id  Cases  151 

 

Testing  i s  done  on  the  corre la t ion  be tween  purchasing  branded  goods and qual i ty  

at tr ibutes .  The Chi-Square Test  was used to  de termine the relevance of  the rela t ionship ,  

and i t  was discovered that  women would go above and beyond to  buy better -quali ty  

goods (b randed  apparel) .  When  female  consumers choose to  purchase  branded c loth ing,  

the quali ty  aspect  of  the  product  i s  a  key fac tor .  

4. Administrative Implications  

In  main tain ing the high  standards and quali ty  o f  their  products,  Bangladesh i  fashion -

rela ted  garment  f irms are expanding  exponential ly  and  captur ing  the  fancy of  consumers  

worldwide .  Due  to  the p rolife rat ion of  des igner  goods,  re ta i ler  brands,  personaliza t ion,  

the border ,  and adver t i sing in  today 's  marketplace ,  the cus tomer base for  fashion  

garments has grown increasingly d iverse .  I t  is  demonstra ted by the da ta above tha t  

females have unique viewpoin ts and motivat ions for  making dec is ions.  An adver t i ser  

wil l  be bet ter  able to  draw in  and keep  the ir  in tended  audience gro up if  they  are  

thoroughly aware of  their  preferences .  This study adds to  the body of  information,  

meaning businesses that  want to  se l l  products to  customers may f ind  i t  valuab le.   

The resu lt s  of  th is  invest igat ion add to  the body of  knowledge  on customer i nvolvement  

in  fashion  garments and aspects of  customer  buying hab its .  The development of  

predic t ions accompanied  the invest igat ion of  the pr ior  research to  de termine the impact  

of  business c ircumstances,  brand percep tion ,  respec t  for  one 's  name recognit ion ,  logo  

popular i ty ,  category comparisons,  and repu ta t ion on customer par t icipation in  fashion  

clothes .   

The vas t  major i ty  of  the numbers,  as can  be  seen,  are  higher  than  0.05.  So  the  

interac tions be tween the  factors are connected.  The s tudy 's  f ind ings show a pa tte rn of  

rela t ionships  among al l  of  the  var iables,  as the research  demonstrated.  This research  

revea ls tha t  women who are brand loyal  and have  high leve ls of  par t ic ipa t ion in  fash ion 

i tems also  exhib it  h igh  leve ls  of  se lf -worth.  I t  is  a l so  cruc ia l  as  c ustomers  purchase 

brand-related products  to  complement the ir  dist inc tive  personali t ies.  As a  resul t ,  
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customers incl ined to  care for  themselves tend  to  be very in teres ted in  fashion or  

cloth ing brands.  

To estab li sh  a  product  along wi th  assoc iated choices,  a dmin istrators and adver t i sers  

should be aware of  the p r incip les of  fash ion marketing and how i t  opera tes by ut i l iz ing 

current  fashion trends to  evaluate ,  create ,  and pract ice p romot ional  s trateg ies.  Fabr ic  

market ing stud ies how fash ionable aes the tics  and m arketing interac t ,  consider ing al l  

face ts of  crea tion ,  marketing,  adver t i sing ,  and  se l l ing.  To es tabl i sh an eff ic ien t  but  

important  advocate concerning fash ion clo thing in  the global ,  in tense ly competi t ive  

market  and main ta in  the country 's  reputa t ion  as a  hub  of  the fash ionable  apparel  

industry ,  ef fec t ive fashion brands recognize tha t  consumer trend recognit ion ,  s trong  

advert is ing,  and an appealing i tem image  const i tute  essen tia l  e lements.  

5. Conclusion 

Due to  the p rol ifera t ion  of  designer  goods,  s tore  brands,  personal iza t ion ,  customs,  and  

advert is ing in  today 's  global  market ,  the consumer of  fash ion garments has expanded in  

var ie ty .  I t  i s  ev iden t  f rom the  da ta  above  that  females have  unique  v iewpoints  and  

motiva tions for  their  purchases.  The marketer  wil l  be b et ter  able  to  draw in  and keep  

their  target  consumer group if  they are thoroughly aware of  their  preferences.  The  

current  study looked  into  the benefi t s  of  buying des igner  clo thing  among Ind ian  

customers,  focusing on urban lad ies,  us ing a sample of  about 1 50  females f rom var ious  

demographics .   

The in tr iguing f indings  wi l l  he lp marketers reinvent market ing tac t ics for  se l l ing  

fash ion goods in  Ind ia while  consider ing loca l  and global  tas tes.  Accord ing to  the s tudy,  

ladies are fu l ly  aware o f  branded c loth ing,  and  their  purchasing hab its  indicate tha t  

they occasional ly  purchase these i tems.  Due to  consumers '  posi t ive shopping  

experiences,  the cul ture  is  changing in  favor  of  shopping at  mal ls .  Family and fr iends 

were d iscovered to  be  the most  important  data sources ,  next  to  the internet  and  

advert isements  (Almousa,  2020; Adhikari ,  2015) .  

Accord ing to  the  research,  p r ice,  f i t ,  and f inancial  status among customers are  

sign if icant  fac tors.  Females are par t icular ly  drawn to  these var iab les when shopping for  

cloth ing,  so  c loth ing retai lers  should consider  th is when developing the ir  st rategies and 

plpr ior i t izehese factors.  Cer ta in  var iab les,  such as  s ta tus ,  res i l ience,  and  ce lebr i ty ,  are  

considered insign if icant .  As a  c loth ing shop,  you must  incorpora te a l l  of  these ins ight s  

into  the creat ion of  your  polic ies in  order  to  crea te purchases tha t  t ruly  thr i l l  your  

customers.  Reta i ler s must  unleash the basket  of  joy to  increase,  susta in ,  and keep market  

share.  
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