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ABSTRACT
Retailing business is greatly affected by the patronage behavioral orientations of shoppers. Understanding these orientations can assist retailers
in developing appropriate marketing strategies toward meeting the needs and wants of consumers. Consumer’s tastes have shifted toward a
more casual, but luxurious, way of wearing apparels. Like many other products, apparels are composed of many physical characteristics, which
are perceived differently by various consumers. When considering an apparel purchase, consumers tend to compare and contrast alternative
attire made up of different quality blend. At the same time, deciding to select a particular store for the purchase of apparels, usually starts with
a set of characteristics or attributes that consumer aspires. Consumers then use these attributes to make decisions regarding what store or
stores can cater to their particular needs.
A key objective of the research has been to identify the orientation that the respondent has towards lifestyle apparel shopping specific to Surat
City. To identify this, there were 13 statements, which were created as a bipolar semantic scale ranging from one to seven. The respondents
(cases) were then grouped into two major clusters on the basis of cluster analysis. In all, two prominent groups emerged, with some responses
being too scattered as to not fit in with any group.
An attempt is also made to observe the ramification of age, income, occupation, and choices of brands on the consumption patterns of
customers for apparels. This can help marketers to plan the specific marketing strategies for their customers.

KEYWORDS

Apparel Preferences, Consumer Characteristics and Store Attributes.

INTRODUCTION

The term ‘lifestyle’ depicts one’s attitude towards life, the way we lead our life and the values that we not only believe in, but also practice.
Studies on lifestyle products in India have largely been limited to their time and money spending patterns, demographic profiles and
preferences for a particular format. The investigation of the shopping orientation by the researchers indicates that the Indian shoppers seek
more of hedonic pleasure than the functional value of shopping (Sinha and Benerjee,, 2004). Many consider shopping as a task and want to
finish as soon as possible where as others derive entertainment value out of their shopping.

The IBM Business Consultancy Services Survey (2004) reveals that the customers value system are increasingly complex and vary by
product/need category (survival, social, esteem and self-actualization), shopping occasions (convenience, discovering, replenishment, self-
expression and solutions) and other factors like price, quality, product benefits, convenience, service, entertainment, ethics, security and so on.
It has been found that customers’ tastes have shifted towards a more casual but luxurious, way of wearing apparels. With increasing incomes
and standard of living has come the demand for new cloths, style and fashion accessories (The Tribune, January, 10, 2007). Like many other
products, apparels are composed of many physical characteristics, which are perceived differently by various consumers. When considering an
apparel purchase, consumers tend to compare and contrast alternative attire made up of different quality blend (Talha et al, 2004). Their
preferences for items of apparel may depend on the joint influence of price and product attributes such as quality, style, and brand. At the
same time, deciding to select a particular store for the purchase of apparels, usually starts with a set of attributes that consumer aspires.
Consumers than use these attributes to make decisions regarding what store or stores can cater to their particular needs.

Lambert (1979), Lumpkin et al. (1985), and Mason and Bearden (1978) agree that the most important attributes of store selection relate to the
relationship of quality to price and the finding of satisfactory products. The consumer prefers quality products yet wants attractive prices-value
for the money-not necessarily the cheapest price. The consumers want fashionable clothing and the ability to return unsatisfactory goods
(Greco, 1986; Lumpkin et al., 1985). Another group of attributes that impacts the store choice of the consumer is sales (reduced prices)
(Lambert, 1979; Lumpkin et al., 1985). Another important consideration is the availability of advertised products and the ease in locating these
advertised products within the store. Also included in the group of important attributes are helpful and courteous salespeople and the
readability of tags or labels, which are either in or on the products (Greco, 1986; Hildebrandt, 1988; Lambert, 1979, Lumpkin et al., 1985;
Mason & Bearden, 1978). Dychtwald and Flower (1990) assert that the consumer is also searching for convenience, including convenient use of
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the product or service, as well as convenient procurement of the product. This includes the purchase arrangements and delivery, setup, and
instructions for use if required.

Lumpkin et al. (1985) report that attributes not perceived as primary determining factors in store choice by the consumers are those, which
deal with tangible aspects, such as carryout, parking, and location. The consumer desires to be comfortable, but it is not a primary
consideration; nor is a great deal of emphasis placed on un-crowded stores or package carry-out. These findings contradict other research
(Lambert, 1979; Lowe & McCrohan, 1988; Mason & Bearden, 1978), which suggests that these attributes are important to the every consumer.
It can be seen that the lifestyle apparel purchase is a complex process as many factors enter into decision-making. Therefore it is important for
the marketers to understand what the prevailing consumers’ life styles are. How consumers live, think, behave and act while shopping for
lifestyle apparels. A study of this would provide them better understanding of consumers buying and consumption preferences and outlet
selection. Also it can help them understand how they can influence the purchasing and consumption process as well as store selection of their
customers. This understanding can help them decide which appeals to use in order to influence the purchasing and consumption process of
their customers.

ABOUT SURAT: In Surat, the lifestyle apparels sector is going through a transformation stage. The emerging market is witnessing a significant
change in its growth and investment patterns. Both existing and new players are experimenting with new retail formats.

Surat has for long been a city, which lives life to its joyous best, aptly, aided by the affluence and prosperity of its citizens. Far from being spent
thrift, Surti’s are famous for being generous on spending money right from food to exclusive lifestyle products and activities. Each weekend see
Surti’s convulsing from the entire city at Dumas Road for an evening drive and consequently thronging the numerous food hawkers lined up.
Thus it comes to no surprise that the most prominent side of this road has been exclusively developed and branded as “Gaurav path”, alongside
which huge retail locations have developed and prominent new age retailers like Westside, Pantaloon, Levi’s, Sony, Big Bazar, General Motors
and many more have set up their shops. This gives us a reason to consider this area as our scope of study.

METHODOLOGY AND ANALYSIS
The purpose of this research is to investigate attributes that impact the store preference of the consumers of a life style product (apparel) in
the Silk City - Surat (Gujarat). A key objective of the research has been to identify the orientation that the respondent has towards lifestyle
apparel shopping. To identify this, a set of variables were selected like — the respondent’s desire to be in touch with the latest in fashion,
his/her readiness to try out and experiment with new introductions, preferences for quality comfort and style, perception of apparel shopping
as a task to be completed or a fun filled outing, preferences for particular outlets to shop, and budget considerations for lifestyle apparel
shopping. In all, there were 13 statements, which were created as a bipolar semantic scale ranging from one to seven.
The respondents (cases) were then grouped into two major clusters on the basis of cluster analysis. In all, two prominent groups emerged, with
some responses being too scattered as to not fit in with any group.
Out of a total of 300 respondents, 120 respondents belonged to one group (Say group A) and 114 respondents belonged to say Group B, with
the remaining 66 respondents not showing any strong similarities with either group. The profile of Group A and B are depicted with the help of
histogram as under-

TABLE 1.1: PROFILE OF RESPONDENTS IN EACH GROUP

Group A (%) | Group B (%)

Male 38 47
Female 63 53
18-24 44 53
25-35 25 33
36-50 19 0

Above 50 13 13
Less than 1 lac 0 7

1-3 lacs 13 33
3-5 lacs 25 47
More than 5 lacs | 63 13
Student 44 53
Earners 56 47

GRAPH 1. PROFILE OF RESPONDENTS (GROUP A & B)
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Demographic variables

From the Graph 1.we can see that Group A consists of more of female respondents. Though the profile has age group more dominant as 18-24,
but still it also consists of respondents of other age groups. 63% respondents have an income level more than * 5 lacs, which may be because
there are more earners than students as respondents. We can see that the Group B also consists of 53% female respondents, less than Group A.
Again the respondents in the age group of 18-24 are more in number (44%) in Group A, but there are no respondent in the age group of 36-50
in Group B. Their income level falls more in the range of * 1-5 lacs, this may be because Group B consists of 53% students and 47% earners.
From the analysis of above data it is very clear that the demographic profile of the respondents in Group A and Group B are mixed and there
exist no major significant differences. This fact was further validated by applying Chi Square Test to test whether there is a significant difference
between respondents of both groups (A& B) with respect to the demographic composition of the groups (Table 1.2).

Ho: there is no significant difference in the composition of both groups as regards to the demographic variables of Gender, Age, Income and
Occupation.

Hi: there is a significant difference in the composition of both groups as regards to demography.

TABLE 1.2: CHI SQUARE TEST WITH THE DEMOGRAPHIC COMPOSITION OF THE GROUPS.

Variable d.f. sz_ szb_ Decision

Gender 1 .053 | 3.84 | AcceptH,
Age 3 0.4 7.81 | AcceptH,
Income 3 .038 | 7.81 Accept H,
Occupation | 1 0.59 | 3.84 | AcceptH,

Thus, it was statistically observed that there was no significant difference between both groups with respect to demography, viz. gender, age,
income and occupation of the respondents. In other words, the difference in consumer orientation of both groups cannot be attributed or co-
related to the demographic composition of the groups.

Respondents clustered in Group A scored relatively high on all variables (Mean score of 4.0 and above) except one variable — comfort level of
the apparels. The mean score on ‘comfort’ was just 2.5, indicating that these respondents were not too eager in compromising on comfort.
These respondents were also not too keen on purchasing from any particular outlet or outlets. They were willing to explore any outlet for their
choice of clothes, as indicated by a mean score of 5.4. These respondents also considered shopping for lifestyle apparels as lot of fun and
relaxation — with a mean score of 5.3. Similarly, these shoppers were flexible on their budget spending during any outing for purchasing lifestyle
apparels — with a mean score of 5.1. With a mean score of 4.5, these respondents considered it important to be aware about the latest fashion
trends in lifestyle apparels.

Correspondingly, respondents falling under ‘Group B’ scored relatively low on all variables with the highest mean score being 3.93 out of 7. The
singular variable desired by all was the comfort level of the apparels, indicated by a mean score as low as 1.27, indicating thereby that they
were not at all willing to compromise on comfort in favor of new trends and fashions.

The highest mean score was 3.93, for their willingness to ‘experiment’ with new fashionable apparels, but a score of 3.93 can at best be
considered average, thus indicating an inherent reluctance to try out something ‘new’.

TABLE 1.3: MEAN SCORES OF BOTH GROUPS ON ALL ATTRIBUTES

Variable Mean Score | Mean Score
A B

Fashion Consciousness 4.5 3.47
Innovativeness 4.3 3.93
Désire for utility vis-a-vis design 4.1 2.6
Comfort vis-a-vis new design 2.5 1.27
Quality and durability 4.3 3.00
Decency versus glamour appeal of apparels 4.3 2.13
Need based versus any-time shopping of apparels | 4.4 2.47
Perception for apparel shopping: Fun vis-a-vis task | 5.3 3.53
Influence of others’ opinion 4.0 3.2
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Fixed versus flexible budget while shopping 5.1 2.27
Apparels as a means to impress others 4.1 1.93
Specific stores versus explorers 5.4 3.47
Buying more than the shopping list 4.8 3.27

As can be inferred from the above table 1.3, there are clear distinctive preferences amongst respondents of both groups pertaining to the
mentioned variables. For instance, Group A shoppers consider fashionable apparels important enough for making an impression, in addition to
inner qualities; on the contrary, Group B shoppers rely more on inner qualities to cast an impression.

Variables where Group A scores on the higher side while B is more on the average side are: shopping from specific outlets vis-a-vis a preference
for exploring any outlet for purchase; and the perception of apparel shopping as a time-and-energy consuming task vis-a-vis it being a lot of fun
and relaxation.

Thus, it is quite apparent from the above scores that shoppers of Group A were fun seekers when it came to shopping for lifestyle apparels.
They have showed a tendency to view such shopping as fun, which is very apparent from their willingness to explore new outlets and also from
their flexibility on spending on apparels during any shopping trip. These shoppers derived their personal worth from the apparels they wore,
and thus, they were more fashion-conscious. Also, they were more inclined to try out newer fashions, thus they weren’t as much inclined to
superior quality in their apparel purchases. As a result, these shoppers may not be as brand conscious if apparels provide glamour and
trendiness.

Shoppers of Group B viewed apparel shopping as a cumbersome task that they had to indulge into, and thus, they tried to minimize on their
effort by shopping only when really needed and that too, from their preferred outlets. They weren’t as fashion conscious or fastidious as the
previous group, chiefly because they didn’t consider fashion apparels as being symbolic of their personality and inner qualities. Not being as
fashion-conscious as the previous group, they were more inclined to superior quality of the apparels, as they desired longevity and durability
from the brand over trendiness.

Responses were also gathered regarding relevant parameters for selection of an outlet for purchase — proximity to residence, complete
collection of apparels, opportunity to ‘touch and feel’, upscale locality of the outlet, superior ambience, availability of many brands, helpful and
courteous employees, ample parking facilities, availability of latest fashion and trends and so on. The respondents were asked to state their
preferences for these parameters from ‘Very Important’ (3) to ‘Not at all important’ (1).

TABLE 1.4: MEAN SCORES OF BOTH GROUPS FOR QOUTLET SELECTION PARAMETERS

Parameter Mean Score | Mean Score
A B
Proximity to residence 1.63 1.64
Complete collection 2.56 2.71
‘Touch and feel’ 2.63 2.86
Complimentary merchandise 1.75 1.64
Upscale locality of the shop 1.69 1.43
Ample parking 2.13 2.36
Well trained sales people 244 2.71
Wide price range 2.69 2.57
Helpful and courteous employees | 2.69 2.64
Hi-fi ambience 2.0 1.71
Ongoing promotional schemes 2.19 2.21
Latest fashions and trends 2.56 2.43
Food court and play area 1.56 143
Classy crowd 2.06 1.71
Many brands available 2.63 2.71

As is evident from the table 1.4 above, the parameters of relevance to the respondents of both groups are more or less similar: wide price
range, freedom to explore merchandise (touch and feel), availability of multiple brands and helpful and courteous employees, followed by the
availability of a complete collection and that too one which has the latest in fashion and trends.

The parameters of least relevance to both groups are: food court and play area for children, proximity to residence and availability of
complimentary merchandise.

Though they do vary slightly on certain parameters, for instance, Group A shoppers prefer ‘classy crowds’ and ‘hi-fi’ ambience within the stores
more than Group B shoppers.

In order to understand the ramification of age, income and occupation on the consumption patterns of customers for apparels we have further
segregated the collected information under the head Students and Earners assuming that the students will be in the age group of 18-25 and
others are earners. The students refer themselves in the income levels between * 1-5 lacs where as earners are more in the range of * 3 lacs and
above. When asked about the importance of Apparels as an indicator of their lifestyle both students and earners have indicated apparels as
one of the more important indicators for them (ranking of 1-3 on a scale of 1-10). The most common factors which describe the purchase of
students’ lifestyle products are - purchase for specific occasions (gifts, marriages etc) followed by availability of good deals and then - fun and
self-satisfaction.. For earners it was the availability of a good deal which was most important, followed by purchase for specific occasions (gifts,
marriages etc). Many of the earners’ purchases were more planned than purchase simply for the sake of fun and self-satisfaction.

For both students as well as for the earners the first and most important criterion affecting their purchase of lifestyle apparels is Individual
choice followed by family approval. Price is more important a criterion for earners than students in making the judgment, where as brand is
seen as more important criterion for judgment by students rather than by the earners. Though previous experience does also matter to some
extent to both, but outlet selection is more important for the earners than for the students.

It is found from the study that the frequency of purchase for the routine and formal clothing is once in 3 months for the students where as
casuals are bought by them almost every month and its only special wear that they buy once in a year. For earners, routine wear, formals as
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well as casual purchases have a frequency of once in 3 to 6 months and for some earners, formals are also purchased once in a year just like
special wear which is preferred to be bought once in a year by them.

When asked about the most preferred brands of lifestyle apparels for Office/Formal wear, the most prominent brands which came up were
Westside, Pantaloon, Raymond’s, Peter England, B<More, Louis Philippe, Allen Solely, TNG and Chimanlal Vrajilal by both the groups almost
unanimously. For Specialty wear Raymond’s, Asopalav, Chimanlal Vrajlal, G3 and Allen Solely are the most common choices for both the groups.
When it comes to casual wear again Westside and Pantaloon are the top choices followed by Levis, Pepe, Wills and TNG. Though when asked
about their favorite brands, the brands most preferred by students are Raymond'’s followed by Westside, Pepe, Pantaloon, Levi’s, Allen Solley,
Spykar Jeans. Earners have ranked Westside as most preferred brand followed by Raymond’s, Pantaloon, Asopalav, TNG and Levi’s as favorite
brands. The major reasons for preferences of these brands are fitting, comfort and variety, Good range of products offered by the stores and
good prices. Styling, designer look, quality of fabric and classy looks are some of the other important reason for choice of these brands as
favorites.

Among the most common brands, which were not preferred by both the groups, are Provogue, Pepe, Benetton and Maxim. Some more brands,
which are experienced but disliked by earners, are Biba, Mochi, Colour Plus, Diesel and Nike. The most common reason mentioned by the
respondents are that they found them too costly, no value for money spent, limited collection, poor fitting, no sizes and poor promotions.

CONCLUSION

Significant differences were found among the lifestyle clusters with regards to the perceived importance of various factors between Group A
and Group B, which influences their purchasing criteria, budget, price range, attractions to sales promotions and personal preferences while
shopping for lifestyle apparels, though there was no statistically significant difference in the profiles of both the groups. An understanding of
these differences can help the shopkeepers of lifestyle apparels to target and position their lifestyle apparels to their customers more
attractively.

The survey reveals that for Surtis, lifestyle apparels are not just good looking products, they have a purpose of satisfying not just the functional
need that it is meant to but also to project its possessor attitude and sometimes social status. For them, lifestyle apparels are not just products
but also a source of a display of status and passionate indulgence, an experience of possessing and using an object, a personal and intimate
relation and an association to a specific time, place and memories of purchasing lifestyle apparel for themselves.

Despite the fact that both the groups were almost of same opinion as far as criteria for outlet selection is concerned, it is still essential that
every shopper visiting a store should be handled carefully because whether the shoppers buy or not, they would discuss about their visit with
others. Customers have shown an inclination to patronize stores and have attached importance to referrals. A positive opinion would surely
help build traffic as well as loyalty to the store. Under such circumstances, the sales persons at the store should possess good communication
and assistance skills.

The Surti shoppers have shown an orientation that is based more on the entertainment value than on the functional value. An assurance to
provide many unique services at the retail outlet like web cams to click the photographs, Internet connectivity to cross check their purchases
with family members, better trial rooms with easy access, facilities for handicaps to shop and for elderly shoppers, Spacious entry with
assistance right from entrance hall, an advisor who can give sincere advice on the selection of the apparels who could be having some
knowledge of tailoring too and easy return of unsatisfactory merchandise can attract more of Group B customers as well as will add more fun
for Group A customers increasing their preference for a particular store.

At the end, we offer some broad-spectrum suggestions with respect to the new marketing strategies, which marketers should examine about
the changes in the consumption patterns of lifestyle apparels discussed so far.

1. As individual choice is one of the most important criteria for the present consumers irrespective of their age, income and
occupation, it is suggested that the marketers should have very customized approach in the assortments they keep in their stores.
2. Dealing with the diversified group could be a challenge therefore the marketers should try to identify relatively small groups like

alumni associations, hobby clubs or in-company circles. This should be accompanied by cash rewards to members, and also involving their
active participation in product evaluation.

3. A marketing strategy on the convergence of Internet transactions (virtual) and traditional channels (real physical outlets) can help
customers collect information online and complete purchase procedures such as authentication, settlement and delivery at the physical
stores. This will help customers in making comparison-based purchases as well as have greater transaction securities.

4, Collaborated marketing can help consumers submit their product ideas to the site and companies show their prototype versions of
such products for a certain period of time. This approach will be effective in not only reflecting consumer views and improving the quality
of products developed, but also in enhancing the loyalty of consumers who participate in the development process. This strategy can be
especially appealing to consumers who are concerned with the behaviour of those around them.

5. The consumers make their decisions on the basis of the views of those they can trust (family, friends etc.). A new approach can be
adopted to build a new avenue that offers such key information on the Internet, without necessary being bound by any community
format and this will be effective in future.
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