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Abstract
As in this competition era, from business point of view we must be aware about the customer needs &
wants & what a consumer expects from a company. We should have this information or a customer
database if we want to stay in the market and to develop a competitive edge in the market. After
conducting this study we must be able to understand what customers want from a brand, why they
switches to other brand, what are the factors which force them to purchase branded apparels. By
analysing these company can formulate the strategies as per the customer needs & deliver them the
products which consumer wants from the company, which will be profitable for the company. The
relationship between consumers’ decision-making styles and their choice between branded and nonbranded clothing is investigated using a sample of consumers of Mawana city only. The purpose of our
research is to investigate youth in MAWANA city to examine if any factor dominates in their buying
behaviour for apparel. In addition, consumer attributes (i.e., apparel involvement, brand consciousness,
reference group, social class, and other factors) and personal characteristics were investigated separately
and in relation to the purchase behaviour of youth.
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Introduction
The apparel and clothing industry being positioned at first place and also the spending on
apparel and clothing among the customers are getting increased day by day. It becomes
imperative to study the changing behaviour of consumers. Over the past decade the fashion
industry has gone through some major structural changes.
The Indian customer has undergone a remarkable transformation. Just a decade or two ago, the
Indian customer saved most of his income, purchased the bare necessities and rarely indulged
himself. Today, armed with a higher income, credit cards, exposure to the shopping culture of
the west and a desire to improve his standard of living, the Indian consumer is spending like
never before. Organized retail with its variety of products and multitude of malls and
supermarkets is fuelling their addiction. Most customers’ preferences change according to the
change in fashion.
The apparel fashion plays a paramount role in shaping apparel consumerism. As lifestyles
change, fashion in India is becoming more diversified, as in the Western countries.
Technology, ideas and lifestyles are moving concurrently and quickly. Companies and brands
that offered monotonous products for years, have now multiplied their product ranges and new
appealing styles, shapes and forms are being launched each season by them.
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Statement of problem
The most important statement is to identify the need of customers, what kind of apparels they
like to wear. As we know that market segmentation has become an important tool used by
retailers and marketers for identifying target customers. Segmentation is the process of
partitioning markets into segments of potential customers who have similar characteristics and
who are likely to exhibit similar purchasing behaviour. Segmentation has become a major tool
of companies for planning marketing strategies. Segmentation research has several objectives
that include to analyse the markets, developing and capitalizing on a superior competitive
position.
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This research investigates
Those factors that affect customer perception in choosing the
fashionable apparels Cultural factors such as apparel
involvement, media, and reference group influences, selfesteem, and social class. It also investigates demographics
such as income and age.
Do cultural influences, how much money they earn, and their
age make a difference in their apparel choices? Do they let
their peers choose their clothes or do they make these choices
on their own?
Review of literature
Fernandez, P. (2009) focuses on the impact of branding on
youth in choice of clothing as it is hypothesized that they are
brand conscious. He suggests that brand conscious is the right
choice of clothing, which helps them to create an image and
identity for themselves. Peer influence plays a crucial role in
their choice of brands as it aids in their socialization process.
In addition, advertising is an important variable in conferring
brand values and establishing an image for the brand.
Celebrity endorsements have a huge impact on branded
clothing too as they promote certain attributes like image,
quality and status. The researcher recommends that to retain
loyalty of youth, brand managers need to build an emotional
attachment to make the brand special and bring lasting
competitive advantage. Additionally, advertising should be
used to not only create awareness but influence brand image
and preference.
Khare, A. (2010) [7], suggested that in developing countries,
consumers are becoming conscious of fashion brands. He was
directed towards understanding the determinants of fashion
clothing involvement of Indian youth. He researched on
Youths of Indian colleges to understand the importance of
fashion apparels in their lives.. The results show that Indian
youth is involved with branded fashion wear. There was not
much significant difference in the involvement of females and
males towards fashion clothing.
Verma, A.P. and Tiwari, K (2010) [9] covered the medium to
high potential consumers that international and national brands
can target in the Indian context. This study measures the
segment values of some brands those have achieve success in
the Indian market. Study shows that people are becoming mere
brand conscious with the increase in income level. Brands and
individuals would do well to understand the finer aspects of
the scenario, and venture out to capitalize on the opportunities.
Yin, H.S. and Susan, S. (2012) this study examine the
purchase preferences towards foreign and domestic branded
apparels. It was found that preferences towards foreign
branded apparels are related to the level of purchasing power
and is not related to the demographics variables. 58% of the
students surveyed preferred foreign branded apparel. There is a
positive relationship between media influence and preferences
towards foreign/domestic branded apparels. The more a person
is exposed to the media, the stronger will be the influence of
the media in “persuading” the individual to purchase the
apparel. Mittal, P. and Agarwal, S. (2012) [4] in this study one
can understand that the consumer and his behaviour is the
cornerstone of success in marketing. It includes all the
physical, mental and emotional processes and concerned
behaviour which are observable before, during and after each
and every purchase of goods and services. This make us
compelling to understand, observe, record and react to such
behaviour, in case we want to have win-win strategy that
matter for marketer and the customer both. The research report
presented is based on the Consumer Perception towards

Branded Garments. Through this study an attempt has been
made to practically understand those emotional or rational
appeals, which drive the purchase decision toward the branded
garments. Also certain demographic and psychographic
profiles have been studied and certain relation has been
developed.
Rajput, N and Kesharwani, S (2012) [6] this article defines that
the Modern era provides high quality materials and lot of
variety in Indian garment market to satisfy the desire of
customers. The customers are utilizing the opportunity too.
The results confirm that Indian people have become highly
brand conscious presently. Hence, brand image is not a
significant factor in choosing the product or brand to buy.
There are other aspects like, quality, comfort, expectations and
demographic characteristics are also influence to the
purchasing decision that dominate the purchase decision of
males and females. The gender differences do exist with
respect to build attitude towards fashionable apparels and
brands. The study gives us the information males are equally
interested to go for shopping as females along with they spend
excess money during shopping than their female counterparts.
Frequency of males going for shopping with their companions
has increased over times. Attitude of males towards clothing
varies from that of females apparels.
Objective of the Study
Objectives of this research study are:
 To study & analyse the brand preference of youth in
buying branded apparels in MAWANA city.
 To study the factors which influence the buying behaviour
of youth for branded apparels
 To study the impact of branded apparels on the youth
Research Methodology
Data Sources
In dealing with any real life problem, it is often found that data
at hand are inadequate, and hence, it becomes necessary to
collect data that are appropriate. We have chosen following
methods:
a) Primary data: These are those data, which are collected
afresh and for the first time, and thus happen to be original in
character. We have used the structured questioners.
b) Secondary data: These are those which have already been
collected by someone else and which have already been passed
through the statistical process. We collect the data from the
sources like internet, published data etc.
Population of the study
This Study was conducted at the MAWANA city, U.P,
INDIA.
Sampling Size
It is the total number of respondents targeted for collecting the
data for the research. Sample size of 200 respondents have
taken for research.
Sampling Technique
Random sampling technique is used in this research paper.
We entered the daily data into MS-Excel sheets. After the
exhaustion of the specified geographical area, this data has
analysed using the different inbuilt formulae of Microsoft
excel this will also help us in making the simple graphical and
tabulation techniques. This data will help us in analysing the
outcome of the research.
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Tools used for research
As the research is exploratory so the tool used for analysing
the data that can be collected from questionnaires is Factor
Analysis and other primary tools needed for questionnaire
design and data collection. We use factor analysis to check the
impact of different factors of customers that leads to buy a
brand. Factor analysis attempts to represent the correlations
between variables as closely as possible with the fewest
number of factors.

Responses of value and quality seekers factor
Never
Not very often
Neutral
Usually
Always

S5
10
11
71
77
31

S5*
9
12
43
71
65

S6
11
19
57
76
37

S7
20
32
55
56
37

S8
9
9
39
84
59

Graphical presentation

Analysis
Factor 1 includes four variables
 Do you think that when new styles of apparel appear on
the market, you are the one who first buy them?
 Do you wear Brand clothes to impress people?
 Would you buy branded apparel in place of non-branded
apparel regardless of the high prices?
 Do you buy branded apparels only because you want to
look more attractive?
Factor 1 can be renamed as BRAND CONCIOUS.
Responses of Brand Concious FactorNever
Not very often
Neutral
Usually
Always

S1
37
55
56
34
18

S2
35
41
57
42
25

S3
16
25
73
56
30

S4
24
43
48
52
33

Analysis: Most of the people says that they buy well-known
branded clothes, they feel different when they wear different
clothes, they have much knowledge regarding branded clothes,
they buy branded clothes because they provide them more
value and they buy them because of their good quality.
From this factor we conclude that people buy branded clothes
because they provide more value for money and because of
their good quality. Knowledge regarding the brands is also
good.

Graphical Representation

Factor 3 includes 3 variables
 How much importance you are giving to wear fashionable
clothes?
 How much excitement you are getting in purchasing new
clothes?
 Do you purchase clothes because you get bored with
wearing the same type of clothes all the time?
Analysis: Most of the people have shown their consent that
they usually wear or are neutral regarding the wearing of
branded clothes to impress people. 65% people are saying that
they usually prefer or are neutral towards the price of branded
clothes i,e high price is not an issue for them. Most of the
people show their consent that they wear branded clothes to
look attractive.
It can be revealed that people wear branded clothes to look
attractive and to impress people. Price of branded clothes is
not a big issue for peoples. People prefer branded clothes over
non -branded regardless of high price.

The factor can be named as Trendy Responses of Trendy
factor
Never
Not very often
Neutral
Usually
Always

Graphical presentation

Factor 2 includes 5 variables
 Do you buy well-known brands only
 Do you feel different when you wear different clothes?
 How much knowledge do you have about the International
/National Brands of Apparels?
 Do you buy branded clothes only because you get value
for the money you spend?
 Do you prefer to buy branded apparels because you are
happy with the quality of that particular brand?
The factor can be named as Value and Quality Seekers.
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S9
3
11
40
89
57

S10
4
8
30
64
94

S11
21
27
46
61
45
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Analysis: Most of the people shown their consent that they
give much importance to wear fashionable clothes, they are
excited to buy new clothes and that they buy clothes because
they get bored by wearing the same type of clothes.
From this factor we conclude that wearing the same type of
clothes makes them bored. They like to wear new and
fashionable clothes.

Never
Not very often
Neutral
Usually
Always

S15
17
18
54
59
52

S16
22
26
57
62
33

S17
5
15
43
77
60

S18
16
16
48
63
57

Graphical presentation

Factor 4 includes 3 variables
 Do you think that brand ambassadors used by the
company have any impact on your Brand preference?
 Do you think that your brand gives you recognition?
 Do you think that branded clothes give you more comfort
than non-branded clothes?
The factor can be named as Reasons for Buying Responses of
Reasons for buying factor.
Never
Not very often
Neutral
Usually
Always

S12
35
36
52
44
33

S13
16
14
68
70
32

S14
21
18
42
60
59

Analysis: This factor shows that people are less loyal towards
the branded clothes. People get influenced by price offers,
design and style of products to change the brand.
From this factor we conclude that price, design and style
change the loyalty of people towards a particular brand.

Graphical representation:

Factor 6 includes 2 variables
 Are you being, pressurized by Latest fashion to change the
brand?
 Are you being, influenced by family/friends to wear new
apparels?
The factor can be named as Influencers Responses of
Influencers factor
Never
Not very often
Neutral
Usually
Always

Analysis: Most of the people have shown that the brand
ambassador doesn’t influence their decision so much, that they
usually get recognized because of branded clothes and it gives
them more comfort to wear branded clothes.
From this factor we conclude that they wear branded clothes
because of comfort and recognition that they give. Promotion
of the brand by a well-known personality hardly affects their
decision.
Factor 5 includes 4 variables
 Would you like to switch the brand when others are giving
you better offers?
 Do you change your brand by looking on new offers?
 Do you think that it is the style and design of the product
that motivates you to buy the branded apparel?
 Do you have more self-confidence when you wear
Branded clothes of your choice?
The factor can be named as Brand Loyalty Responses of Brand
Loyalty factor.

S19
25
38
67
54
16

S20
27
37
56
55
25

Graphical representation

Analysis: Factor shows that people get influenced by new
fashion but not always. They get influenced in the range of
neutral to usually. Most of the people usually get influenced by
friends and family.
From this factor we conclude that fashion, family and friends
influence the choice of brand.
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Factor 1
Brand conscious
factor
New styles of
apparel

Factor 2
Value and quality
seekers
The quality of that
particular brand

Impress people

Feel different

Price effect

Knowledge

Look more
attractive

Value for the
money
Buy well- known
brands

Factor 3
Trendy Factor
Fashionable clothes
Excitement for new
clothes
Bored with wearing the
same type of clothes

Factor 4
Reasons for
buying
Brand
ambassadors
Brands give
more comfort

Factor 5

Change your brand by
looking on new offers

Recognition

Style and design

Brand loyalty
Switch the brand

Factor 6
Influencers
pressurized by
Latest fashion
influenced by
family/friends

Self confidence

Discussion & Conclusion
This study contributes to academia by providing the
conceptual framework to understand apparel buying behaviour
of young Indian consumers. Practitioners may also utilize this
model in the present study to improve their retailing strategies
to increase their retail sales by offering their well-maintained
retail services, facilities, promotions and quality merchandise.
 People wear branded clothes to look attractive and to
impress people.
 Price of branded clothes is not a big issue for people.
People prefer branded clothes over non-branded
regardless of high price.
 People buy branded clothes because they provide more
value for money and because of their good quality.
 Wearing the same type of clothes makes people bored.
They like to wear new and fashionable clothes.
 People wear branded clothes because of comfort and
recognition that they give.
 Promotion of the brand by a well-known personality
hardly affects the decision.
 People are less loyal towards the branded clothes.
 People get influenced by price offers, design and style of
products to change the brand.
 Fashion, family and friends influence the choice of brand.
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