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Abstract

The retailing clothing area has been going through an outstanding change starting around 1990 because of
execution of monetary and different changes in India. The coordinated retailing is currently a-days eclipsing
the disorderly area in India because of it's solace, style and speed. New retail organizes have ruled the
customary ones to draw in an ever increasing number of clients. A portion of the elements that add to the
advancement of attire industry is the quality, retail space, brand picture, cost, and so forth, It gives business
amazing open doors other than adding to the GDP of our country. The current article centers around the
elements adding to the development of attire area and the variables answerable for changes in shopper
conduct and choices making. Theotherdrivers in the development of this area are the increment in
dispensable wages, ladies working, modest accessibility of credit, evolving ways of life, design and always
changing customer conduct. Advertisers should comprehend the purchasers' shopping social aspects that
will assist them with tapping the shopper in a superior manner. Advertisers should comprehend the
purchasers' shopping conduct aspects that will assist them with tapping the customer in a superior manner.
Investigation of buyer conduct would help in creating methodologies to draw in an ever increasing number
of clients.
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Introduction

Peter F.Drucker 1 (1988) defined consumer as “It is the consumer who determines what
business is.... What the consumer thinks he is buying, what he considers ,,value™ is
decisive — it determines what a business is, what it produces and whether it will prosper”
The customer behaviour depends on three important roles namely as a user, payer and
buyer. By studying these roles, the marketer can assess the needs of the customer and his
behaviour, and their satisfaction. Organized retail sector is growing rapidly and
consumers are shifting to shopping in organized retail stores. Thus, understanding of
shoppers’ behaviour is the key to success for the retailers. Marketers will have to
understand the consumers’ shopping behavioural dimensions that will help them to tap the
consumer in a better way. Study of consumer behaviour would help in developing
strategies to attract more and more customers. Shopping habits of Indian customers are
changing due to their growing disposable incomes, relative increase in the younger
population, and the change in attitudes towards shopping.

Retailing Sector:

Retailing is probably the most established area in India and is existing since the
introduction of Indus Valley Civilization. We are nearly having the retail thickness of 5.5
source for each thousand individuals with two square feet for every individual. India is
encountering new retailing starting around 1990 after presentation of advancement,
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globalization, and privatization changes. It acquired significance because of its worldwide
presence, ways of life changes and numerous different variables. New models of retailing
have additionally entered in worldwide business sectors like hyper markets, stores,
advantageous stores and speciality stores, and so forth Attire industry is the second biggest
area after food and food and possesses 35% of the general absolute retailing in India.
Indian retail market is relied upon to develop by 6% year on year, adding up to USD865
billion by 2023. The clothing market is developing by 8% year on year. The retailing is
extensively isolated into two classifications in particular coordinated and chaotic. The
coordinated retailer is one who is authorized for undertaking retail exercises, enlisted
under different regulations and pays charges to government. Then again, a chaotic retailer
doesn't have appropriate construction according to regulation and runs little shops
managing in various items however possesses a significant lump in the Indian Retail
Industry. The elements influencing the shopper choices overall are: social, social,
individual and mental. The adolescent in the age gathering of 20-35 are the benefactors for
Indian attire retail industry. This has empowered the global venture through FDI and FII.
India is overwhelmed by disorderly retailing and there is a shift from sloppy to
coordinated. According to the Global Edge Report on Market Potential for Emerging
Markets, India is keeping up with the eleventh position. This is because of the strength of
our economy which has given more removal pay and establishing really shopping climate.
A report by CII-AT Kear-ney uncovers that the area is relied upon to reach 20% of portion
of the overall industry by 2020. There is a gigantic development of extravagance brands
and along these lines advancement of new arrangements likes extravagance stores,
speciality stores, and so on, According to a review led by the Indian Council for Research
on International Economic Relations (ICRIER), expressed that the retail business is relied
upon to contribute around 25% of GDP.As per the Global Management Reports India is
the fourth most ideal objective for clothing retailing.

In developed countries like USA and Europe, much of the retailing is in organised sectors.
In USA, the retail business is around 10 trillion and is the world’s largest. The organised
retailing has a share in total sharing which is as follows; Western Europe-70%; Malaysia
and Thailand — 50%; Brazil and Argentina — 40% and Philippines — 35%.

Source: Smitha G (2011). Impact of Organised Retail on Unorganised Retail in
India.79
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Figure 1.1: Retail Growth Cycle
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Review of literature

According to the review directed by Bearden (1982, that the extravagance merchandise
consumed openly were bound to be prominent products than secretly consumed
extravagance merchandise. The singular's openness would be more in the event that if
he/she needs to display higher status and along these lines presenting more to prominent
utilization. Erika and others (1999) expressed in their review that the retailers ought to
keep away from grievances from clients that emphasis on client disappointment because of
exclusive requirements from clients. Nia and Zaichkowsky (2000) directed an examination
study on responsibility for products and the effect of such merchandise on private
fulfillment of clients. It additionally focussed on person's regard and acknowledgment. It is
observed that the extravagance brands and items have capacity to give the distinction
esteem, social acknowledgment and self and make an image among bunch individuals.
Memon(2006) directed a review on the effect of private names on retail clothes, focusing
on two brands in particular Westside and Pantaloons and reasoned that purchasers switch
effectively to different brands assuming the offices offered are same. Radha Krishna and
Shylajan(2007) zeroed in their review on segment factors affecting the client conduct in
coordinated retail clothes. However, there was an impediment of the review that the
elements due to which purchasers enjoy coordinated retail clothes was left unturned.
According to the investigation of Armstrong(2007), the item includes like quality, value,
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trust, bundling, incorporated market correspondence, brand picture, and so on, likewise
influence the purchaser conduct in acquisition of clothes.

Hafstrom et.al (2000) directed an exploration study on purchaser navigation. He
concentrated on the different qualities of Consumers like the effect of publicizing,
advancement in new items, and instructing the purchaser in bringing the mindfulness. The
review presumed that the assortment of items, the store area, accessibility of multi part.
have offered a chance to purchaser to choose the items with more decision in taking
purchasing choices.
One more concentrate by Lumpkin et al. (1985) expressed that youthful customers think
about shopping as sporting exercises. It was observed that when contrasted with youthful
customers, old customers are more value cognizant and closeness of home to store as the
significant variables. Then again, young people treat the shopping as a sporting movement
and select shops which gives high engaging. Individual qualities of buyers to affect
purchasing choice, as the review uncovers.

NEED OF THE STUDY
The survival of the marketer depends on their growth and profitability in the present day
cut throat competition. The marketer has to identify the unfulfilled needs of the customers
than their competitors. Studying the behaviour will help the marketer, sales team and
dealers to understand the customer/consumer. As the needs, wants, fashions, tastes are
dynamic in nature, the study of consumer behaviour in apparel industry is essential and
hence, the present article.
SCOPE OF THE STUDY
This article is confined to consumer behaviour towards apparel industry.

Objectives

e To study the retail sector and its growth in India and reasons thereof.

e To identify the various factors that influence the consumer behaviour in selecting

apparels in Indian Organised apparel retail segment.
e To study shopping parameters adopted by consumers for selecting apparel retail
outlets.
Research methodology
e Research Design: Descriptive Research
e Data Collection: The study is primarily based on secondary data and is descriptive in
nature. The data is collected from various sources like previously conducted
research reports, company reports, magazines, journals, websites, etc.,

e Referring to various research reports on the subject.
APPAREL RETAIL SECTOR IN INDIA
Clothing industry adds to the public economy as far as homegrown piece of the pie and
commodities. The portion of this area is around 8% to add up to industry yield, around 2-
3% in GDP and 15% in sends out. Shopping centers and Hypermarkets are probably going
to expand the entrance of coordinated attire retailing. The majority of the homegrown and
global brands have likewise taken on the establishment course for extension. The
difficulties before clothing industry is the quickly changing client requests, foundation
issues, complex expense framework, short supplies, and so forth,
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The coordinated clothing retailing has been developing since presentation of changes LPG
in 1991. This is because of Government Policy of advancement, privatization and
globalization. The expendable salaries of individuals have additionally gone up. The retail
clothing outlets have shown gigantic development particularly shopping outlets like
customers stop, ways of life fundamentally in design and attire retailing. There is an
insurgency in clothing industry and are seared by short life cycles and high item turnover.
According to the Indian Apparel Market Current Status and Future Outlook Report of
2012, the clothing business sector will develop by multiple times by 2020.The ladies
marked attire market is developing at the rate 35% and men' marked clothing market is
developing at a pace of 21.8 percent. In this manner, the coordinated area is eclipsing the
sloppy area and we see a change in outlook in Indian urban areas managing attire retailing.
Apparel and design extras stand to be the biggest class followed by food and staple,
footwear, and buyer durables. For improvement of this area, the Government of India is
permitting unfamiliar direct speculation to the tune of 100% in single brand retailing.
Reasons for growth of Retail Apparel Sector

* The mental, segment changes in buyer outlook, Global Development in Retailing,
accessibility of sufficient room, accessibility of assortment of items, brand
correspondence, and so on

* Expansion in prosperity levels of youthful Indian populace, mindfulness on worldwide
brands and advancement of retail land.

* Development in retail area pulled in global players and advancement of new retail and
purchaser development design in temporary economies.

* Giving long haul potential to interests in retail area particularly in emerging nations like
China and India.

* More youthful age, family unit idea and expanding working ladies populace have cleared
way for improvement of clothing retail area.

* Expansion in utilization and utilization design particularly in fabric, food and food.

* Development of new organizations and passage of new players particularly in retail items
like attire, gems and frill, shopper durables, catering administrations and home items.
Other Reasons for Growth in Apparel Retail Sector

Positive segment and psychographic changes connecting with India's purchaser class,
worldwide openness, expanding accessibility of value retail space, more extensive
accessibility of items and brand correspondence are largely delivering significant open
doors in the coordinated attire retail area in India. Throughout the most recent couple of
years, numerous worldwide retailers have entered the Indian market on the strength of
rising prosperity levels of the youthful Indian populace alongside the uplifted attention to
worldwide brands and global shopping encounters and the expanded accessibility of retail
land. Advancement of India is viewed as an obtaining center point for some global players.
The greatest positive point, all things considered is that Indian populace is seeing a critical
segment change. A huge youthful working populace with middle age of 24 years, family
units in metropolitan regions, alongside expanding working-ladies populace are a few
additional elements for its development. This area has effectively seen the rise of
coordinated organizations and numerous players are participating in this area.
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Market Giants in Apparel Retailing: Some of the famous players in clothing area are:

1. Pantaloons: India's probably the greatest retailer having in excess of 500 retail locations
the nation over. It is the first hyper market to be specific Big Bazaar which manages
assortment of retail section items.

2. Goodbye Group: Tata bunch entered the retailing in 1998 which it's various auxiliaries
in particular Trent which works Westside. It began the book and music retailing in India
by procuring Landmark in 2005.

3. RPG Group: Established food world in 1996, probably the earliest participant in the
Indian retail market. It entered the wellbeing and drug store retailing to be specific Health
and Glow.

4. Dependence Group: One of the greatest players in retailing in India. It has laid out in
excess of 300 Reliance Fresh Stores and Reliance Mart.

5. AV Birla Group: It has an extremely impressive presence in Indian Apparel retailing. It
has exceptionally famous brands like Louis Philippe, Allen Solly,Van Heusen and Peter
England,etc.,

Factors Affecting Consumer Behaviour in Apparels

It isa known fact that apparel is a basic need for human beings and having the equal
importance like food and shelter. It is one of the major contributors of national income
after information technology and occupies the 2" position. It contributes about 25% of
Indian exports. The factors that influence the consumer decisions are:

Style: The most important factor in modern society that influence the consumer decision is
the style of apparels/clothes. The youth always prefer the style and move with the global
fashion world. The demand for the product will be higher if the company adopts the latest
styles and trends in the market.

Brands: Especially, after liberalisation, due to rise in incomes, the youth started preferring
the brands of apparels. They prefer the brands of well-established and popular brands in
the market. Some of the brands are: Peter England, Raymond’s, Levi, etc.,

Quality Consciousness: Quality consciousness among youth is one of the factors that
drive the purchase decisions now-a-days. With the focus on world class production, every
manufacturer is concentrating on quality to compete with global players.

Convenience and comfort: People always prefer convenience and comfort while
selecting apparels. It is paramount duty of the marketer to supply convenient goods as per
the choice of the customer. The youth always prefer the comfort in wearing their apparels.
If the youth do not feel the comfort, they often adopt brand switching and seek some other
brands that satisfy his wishes. As more and more brands are available in market, customers
are not ready to compromise with the product and are not ready to forego his comfort.
Pricing: Pricing is the primary factor that decides the demand for the product in Indian
retail market. It is the Indian psychology that focuses more on price rather than quality
among general public. The difference between the developed and developing countries is
that the advanced countries focus on quality and developing and under developing
countries prefer price. However, there should be a trade-off between quality and price.
However, the trend has been changed due to increase in disposable incomes.
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Easily Availability: The marketer has to provide products as per the demand of the
customer and has to ensure regular supply. The customer will prefer the manufacturer who
will supply the goods/services to the convenience of customers covering place utility, time
utility, etc.

Durability: The modern youth prefer the product with quality and durability in order to
take buying decisions of apparels.

Serviceability: The customer will also look into the speed with which the product is
placed in original condition when it is out of order. Now-a-days, people prefer a
manufacturer who provides quick and prompt service in case of defects in products. They
prefer such manufacturers who maintain good number of call centres and provide service
24X7. Besides, having more number of service centres is an added advantage to the
manufacturers in attracting more and more customers.

Many research studies in apparel industry revealed the following facts: Consumer
behaviour is a dynamic concept and many factors are responsible for purchasing a
particular product.

1.From various research studies, it is visible that most of the customer visiting apparel
retail outlets are in the age group of 20-30 years and that too males.

2. Most of the customers are salaried class.

3. Most of the customers are graduates and able to judge the quality and price.

4. The frequency of shopping is monthly and during 1% week.

5. Most of the customers spend amounts of less than Rs5000

6. Most of the customers are ready to travel longer distance for their apparel needs.

7. Most of the customers especially youth in apparel industry are brand conscious

8.Type of retail format for visit: Researchers observed that based on the parameters like
price discount, variety of products kept in the store, customers’ convenience, and customer
visited the apparel retail formats. Most of the formats are:, department store, hypermarket
and supermarket .

SUGGESTIONS

. It is recommended that the advertiser needs to carry mindfulness through
coordinated market correspondence to advocate Indian Apparels to acquire a change
shopper conduct and direction.

. The clothing retail advertisers should rehearse their STP procedure more towards
the clients with segment profile of 23-27 years age bunch, male, salaried representatives
and graduates as it was recognized in the a portion of the exploration studies.

. In India, just couple of individuals favor marked and coordinated clothes or way of
life items from attire outlets. Subsequently, the advertiser needs to foster techniques to
draw in an ever increasing number of client's outlets.

. All the attire outlets ought to keep a compelling in-store correspondences to the
client.
. The attire retail purchaser conduct is generally impacted by the variables like

offers, costs, design and area of the power source. Whenever there is an adjustment of the
above credits, the conduct and choice of buyer will likewise change. Thus, it is prompted
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that the advertiser ought to be more careful and cautious at whatever point changes happen
in the above boundaries.

Conclusion

Indian clothing retailing is seeing a change in perspective from sloppy to coordinated
retailing. To draw in an ever increasing number of clients, each advertiser should attempt
to comprehend the requirements and conduct of the clients and give such items or
administrations which gives the greatest possible level of fulfilment to clients. Further, the
advertiser needs to give the best quality, fitting, assortment, client amicable vibe, and after
deals administration which eventually hold the client and bring new clients. Since Indian
buyers are very value touchy, advertiser should supply the items at market serious cost.
Advertiser ought to likewise acquire criticism from client now and again and carry out the
ideas. Coordinated clothing retail business requires undeniable degree of arranging,
cautious examination of buyer conduct, selling methodologies, vibe, and amusement and
so on it is of principal significance to foster a legitimate design of clothing store, great
arrangements, product offerings, item runs, great vibe, home conveyance, parking spot,
fast charging frameworks, after deals administration are similarly significant for
improvement and development of attire business. This large number of elements drive an
adjustment of client conduct and his/her direction.
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