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SEGMENTING THE SHOPPERS OF GREEN FASHION PRODUCTS ON THEIR SHOPPING BEHAVIOUR

DR. MANOJ KUMAR
ASSOCIATE PROFESSOR
SKYLINE UNIVERSITY COLLEGE
SHARJAH, UAE

ABSTRACT

A variety of customers come to fashion retail stores to purchase green fashion products. While some of them are regular consumers of these green fashion
products by choice, others are experimenters with ecofriendly products, still others buy these products under the influence of some reference group and so on.
There seems to be an apparent need to understand the segments of these green fashion products shoppers and to understand their profiles. This can go a long
way in formulating better marketing strategies for these products. There have been numerous efforts to segment shoppers of different product categories on
their demographic characteristics. In the case of green fashion products the one of the effective way of segmentation can be segmentation on the basis of their
shopping behaviour as behavioral cues can reveal many psychographic patterns. Additionally, as buyers for these products belong to various demographic groups
understanding them through their behaviors at stores can be more useful and obviously more factual for laying down marketing and retailing strategies for these
products. The current research is broadly a descriptive research aimed at identifying the different segments on the basis of observational studies, questionnaires
and interviews carried out in shops. The shoppers for green fashion products have been classified into 18 segments and segment profiles have been developed for
them. The study has also included the preference and consumption of different segments in order to suggest product mix for these segments which can be
perceived as value maximisers by respective segments. The research intends to provide an alternative framework to understand shopping behavior of green
fashion products’ shoppers.

KEYWORDS

Green fashion products, Retailing, shopping, behavioral segmentation, Dubai, psychographic patterns.

INTRODUCTION

reen fashion products refer to those fashion products which are environment friendly and contributes to the larger cause of sustainability. The process

of segmentation is the key to marketing. In order to produce and distribute the right products to right group of people with right marketing strategy one

unequivocally requires doing the right segmentation first. The process of segmentation is basic and carries the typical importance of foundation stone in
the world of marketing. When something is basic, any mistake related to that can have far reaching consequences. And when something is important, it must be
looked and re looked with various possible perspectives at different points of time to ensure the continuous improvement and adaptation.
In marketing various bases for segmentation have been identified and they have been grouped under heads like geographic, demographic, psychographic etc.
The marketing of green fashion products is a phenomenon of comparatively new origin. The growing awareness about the environmental issues and the
phenomenon of more and more people opting for environmentally fashion products is reason of celebration for entire humanity. Fashion is largely a
psychological choice based on various factors related to sociocultural issues, recent happenings in surrounding, reference groups’ behaviours and so on. Hence
the choice of people of going for green fashion products impacts the behaviours of others and the process continues.
It is needless to say that retail is the point where marketer and consumers come in direct contact like never before. Hence there is a need and relevance of
segmenting the shoppers so that marketing can be done in a better way. Shoppers indulge in search of products with various motives. The search processes give
shoppers an opportunity to ensure that they take the right decision. In addition, they also derive emotional satisfaction (Tauber, 1972).Behaviour has been
studied using one or a combination of three methods. The first method is based on the manipulation of the store variables such as display or promotions and
measuring the change in sales pattern through inventory and purchase audit (Cox, 1964). Similarly, various other attempts have been made. The segmentation
at retail level is of paramount importance due to various reasons. The segmentation of shoppers will help the retailers to provide the most suited products to
different segments of consumers and the most effective sales promotion schemes, advertising; visual merchandising and other promotion and pricing strategies
and tactics can be devised for different segments. Retailing is a location bound business and the there is a defined catchments area consequentially defined
customer group. Undoubtedly, the customer satisfaction can be put on risk. The dissatisfaction of customers in a way is the costliest for retailing as there is
hardly any way to change the customers for a retail situated at a particular location. Retail is a service and encounters must be satisfactory to make customers
visit the retail in future. Actually, there is a need to be first time right. It can be done by understanding customers’ needs and wants thoroughly. And
segmentation is required for this.
The process of segmentation requires the identification of bases for segmentation. In segmenting the shoppers the shopping behaviour can be utilized as a basis
of segmentation more effectively than other bases as demographic or geographic. The demographic and geographic bases actually decide impact the fact which
customers will visit retail store and who will not.But, for segmenting the shoppers, their behaviour and attitude can act as better basis for segmentation.
The shopping behaviours of consumers change with shops’ visual merchandising and information displayed in different shops.

OBIJECTIVES

Objectives of this research can be summed up as following:-

1) To examine shopping behaviour for green fashion products,

2) To segment the green fashion products’ shoppers on the basis of shopping behaviour,
3) To know the factors impacting consumption of green fashion products; &

4) To know the psychography of green fashion products’ shoppers.

METHODOLOGY

The current research is broadly a descriptive research aimed at identifying the different segments on the basis of observational studies, questionnaires and
interviews carried out in shops.

In the research of studying behaviours of shoppers, the observational technique was actually the most appropriate method to get the primary and the basic
information. The research design is by and large descriptive because the research intends to describe the behaviours and attitude of shoppers, not going into the
depths of exploring why they behave in such manners.

But carrying out the observational study was a challenge, as the process of observation needs to remain hidden from the shoppers. The feeling of being
observed changes the behaviours of human beings in almost all the circumstances. And it makes the researches in humanities more challenging than researches
in natural science.

Researchers made it a point that their presence as observers was not disclosed to shoppers. They did not disturb the shoppers in the process of shopping. They
followed the shoppers clandestinely and they acted as they were also shopping in the same store.
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In a few of the shops, the arrangement was made with the grateful attitude of retailers to facilitate the presence of investigators in the disguise of retail staff.
The contribution of retailers at the various shops of Dubai, deserves all the possible praise. It was done by making them understanding the purpose of the
research and the usefulness of its outcomes to encourage the consumption of green fashion products and help into marketing of green fashion products.

In sampling, both the breadth and depth were taken into consideration. Here, breadth refers to the number of shoppers being observed, while the depth refers
to the time spent to observe each observed shopper and the dimensions of observations. The dimensions include study of moods, behavioural patterns,
studying their eyes’” movement, the way they observed the information on the product, the time for which they observed different products, the time they took
to zero down on particular product, their talking with fellow shoppers (people accompanying them), their timing of shopping and profile related information
conjectured through observation and so on.

Observers were instructed to use the tiny pieces of paper and recording equipments. The usage of recording equipments both audio and visual was largely
possible due to availability of cellular phones with multimedia facilities and the tendency of students to own these latest gizmos in fashion institutes.

Apart from observational studies (which actually formed the backbone of research methodology), questionnaires and interviews were use as tools to get the
additional information from shoppers wherever and whenever it was feasible, and shoppers and retailers assisted in gathering information through these tools.
The research was carried out in the city of Dubai and in total 450 shoppers formed the sample for the research. The number of 450 shoppers was less than
targeted, but it was the number which could be achieved in the period of two months by a research team. The findings are based on the data available from
observations, questionnaires and interviews of these shoppers.

FINDINGS AND ANALYSIS

The findings and analysis of this research is based on the observation of 450 shoppers with the additional use of questionnaires and interviews.
The stores selected belonged to fashion items those which also had a good collection of green fashion products like green textile products, green gift items and
other consumables under fashion category. In order to ensure better or adequate representation stratification was done in terms of locations within the city,
store formats, mall and stand alone stores and new and comparatively old stores. The rationale behind this stratification was to gauge the percolation of
environment friendly products’ consumption among shoppers. The lifestyle products are largely consumed by people with fair educational and economic
background.Hence, the study is based on shopping behaviour of urban consumers.Undoubtedly, it also includes a few of the shoppers with non-urban
background with the psychography of awareness about environmental concerns. The active role of media to propagate and inculcate environmental concerns
definitely has a major role in making these green products popular. The news and discussions about Kyoto protocol, Copenhegan summit really contributed to
consumption of these products. According to media reports, the media in the UAE is comparatively more active in environmental and sustainable issues. Hence,
the selection of Dubai luckily was a good choice for this study. Although the selection of this city is due to the fact because it is the city where | work and it was
easy to carry out research with the help of students and people known to me in fashion industry and academics.

The selection of stores was also based on the cooperation extended by retailers for this research. There was a conscious effort made to make the study equally

representing the different strata but due to obvious reasons of retailers’ cooperation and reachability it can’t be termed as absolutely free of biases.Nonethless,

it provided a good scope of study facilitating and building platforms for further researches in related areas.

On the basis of this study 18 different segments could be identified on the basis of shopping behaviour.These segments can be described as following:-

1. CONSCIENTIOUS-These shoppers go for green products because of their conscience. They feel that consumption of products which impact the
environment is sin. This category of shoppers has a tendency to look for these products making special efforts and asking a lot of questions to retail staff
about the products and their origins. They believed in going to different stores in search of products of their choice, if they were not satisfied with the
products available in stores they visited initially.

2. ECOFASHIONABLE-These are the shoppers who have green products as fashion statement. These shoppers buy these products due to the snob value of
these products or the reason that the consumption of these products will make them being perceived as eco-conscious shoppers and consumers. These
consumers were seen talking to retail staff about the other green products available in different locations of the country and abroad. The price
consciousness among these shoppers is comparatively low and they believe in buying products well known for their environment friendly nature.

3. SOCIALITE-This is the group of customers those who are buy the products to be worn or used in social functions.Thes are actually socialites with
environment friendly bent of mind. These customers are influenced by aspirational groups like celebrities or page-3 people.

4.  IMPULSIVE-They buy the products without previous thoughts or much thinking. They make the buying decision at spur of the moment. The number of such
customers is also significant. At many occasions, they made the purchase because some of these products caught their attention when their eyes were
surfing the products on retail shelves or sometimes they were informed about the nature of these products by the salesmen/saleswomen at retail
counters.

5. CHANGE DRIVEN-These customers have begun shopping these products due to their tendency of looking for change in their consumption habits. They
bought these products just for change, not for any commitment towards green products or any intention to buying these products regularly in future.
These shoppers were mostly found in malls and in high-end lifestyle retail stores.

6. EXPERIMENTER-Customers of this segment are experimenters. They purchase green fashion products as an experiment. Their future purchase of these
products will be dependent on their level of satisfaction achieved on the consumption of these products. The unique aspect of these shoppers are that
their purchasing is based on promises of retail sales staff or promises of manufacturers printed on product packaging or on point of purchase materials.

7.  ASSORTMENT HUNTER-Assortment hunters are always looking for a variety of products under different category. For these types of customers the
satisfaction comes from choosing from a large number of options. They frequent the shops with a large number of green products. The satisfaction in these
customers comes from the power of discretion to choose among various alternatives.

8. IMITATOR-This is the segment of customers who bought these products because they saw other shoppers buying it. They did not have knowledge about
these products, but their behaviour was shaped by typical phenomenon of service industry i.e. impact of fellow customers’ behaviours.These customers
mostly belong to middle class and they were found in both stores in malls and stand alone stores.

9.  DISILLUSIONED-This is a group of customers those who had a some sort of disillusionment of products they bought in past. It was sometimes related to
their uncomfortable experiences on skin with other products or sometimes they were did not feel about disposal of these products (as products were non
biodegradable.

10. VALUE SEEKER-These shoppers buy the product where the perceived value is maximum.Hence,their buying criteria includes price, guarantee or warranty
available, health benefits etc. with products

11. GREEN LOVERS-This is the class of shoppers who can be termed as green lovers. They love any product which can be termed as green. Their shopping
behaviour was not confined to shopping. They believed in keeping the surrounding at their homes and work places green. One unique aspect of these
customers are preference for buying from the stores with green ambience.Hence, the green visual merchandising acted as a very strong cue for their
purchasing.

12. MEDIA INSPIRED-This segment of shoppers are highly influenced by media. And for the purchasing was a pull phenomenon at retail counter not the push
by retailers (no hard selling retailing)

13. CONSULTATIVE-This is the segment of shoppers highly influenced by retail staff. Their behaviour in a way a just opposite to that of media inspired. They
believed in consulting retail staff, and product or brand selection was based on what retail staff told or advised.

14. GROUP PLAYER-They come to shop in group, and the selection of product and brand is a group decision. In most of the cases, it was group of friends ore
housewives belonging same demography. These groups normally try many products before buying and a fair amount of discussion takes place.
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15. CONFUSED-These shoppers were confused or indecisive regarding the selection of products. For them, alternative choices have different comparative costs
and benefits in comparison to other alternatives.Hence, they try different products at different buying occasions and their brand or product selection was
unpredictable.

16. ACCIDENTAL-Their purchase of green fashion products is accidental, they do not buy it regularly. They purchase it when they come across such products in
the course of shopping, and they like it.

17. BRAND LOYAL-These are the customers who stick to a particular brand for a long time. They repeatedly purchase the products of same manufacturer.

18. DIFFERENCE SEEKER-These customers have typical attitude of buying something different. They go to various shops to find out different products. They
believe in trying new items over old.

CONCLUSION

It is evident that green fashion products are being purchased for different reasons by different groups of buyers. A few people purchase it due to its obvious
contribution to environmental safety, while various others purchase it because it is itself a fashion for them. Many people buy it under the impact of retail staff
while many other buy it just to experiment with it. A few people are brand loyal even in this category while others are value seekers.Hence, marketers and
retailers need to develop different marketing strategies to market these products successfully. There is an apparent need to understand the nedds, wants and
behaviours of different segments. And the segmentation on the basis of shopping behaviour seems to be an effective proposition for marketing of these
products.

SCOPE FOR FURTHER RESEARCH

This research was to understand the shopping behaviours of people those who buy green shopping products. On the basis of observations made and data
collected from them through questionnaires and interviews, they were segmented in 18 segments on the basis of their shopping behaviour.The habits of
shoppers were studied and a few observational studies about the reasons of their shopping was also made.

But the research findings are based on the study of green fashion products in a particular city. There is an obvious scope to carry out such studies in different
cities and in larger geographical areas to reach conclusive segmentation of shoppers of green fashion products.

Secondly, there are scopes to carry out researches in other product categories. Researches can also be carried out in single product categories for in-depth
study.

The research can be carried out on the impact of in store promotion and overall promotion to so that further insights can be generated to increase the sales of
green products.Similarly,researches can be carried out related to age group, income group and other variables and the correlated shopping behavior related to
these products.

REFERENCES

1. Cox K (1964), “The Responsiveness of Food Sales to Supermarket Shelf Space Changes”, Journal of Marketing Research, Vol. 1, 63 — 67.

2. Jerrat D G (1996), “A Shopper Taxonomy for Retail Strategy Development”, International Review of Retail, Distribution and Consumer Research, Vol. 6 (2),
196 — 215.

3. Rothschild, Michael L. and William C. Gaidis (1981), "Behavioral Learning Theory: Its Relevance to Marketing and Promotions", Journal of Marketing, 45
(Spring), 70-78.

4.  Schutt R K (1999), Investigating the Social World, 2nd Edition, Pine Forge Press

5. Sinha P Kand Uniyal D P (2000) “Communication @ Point of Purchase”, Working Paper,Mudra Institute of Communications, Ahmedabad.

6.  Smith W R (1956), “Product Differentiation and Market Segmentation as Alternative Marketing Strategies”, Journal of Marketing, Vol. 21, July, 3 - 8.

7. Tai SHCand Fung A M C (1997), “Application of Environmental Psychology Model to In-store Buying Behaviour”, ”, International Review of Retail,
Distribution and Consumer Research, Vol. 7 (4), 311 — 337.

8.  Tauber E (1972), “Why Do People Shop”, Journal of Marketing, 36 (Oct), 56 — 59.

9.  Underhill P (1999), “Why we Buy: The Science of Shopping”, Simon and Schuster

10. Wells W and LoSciuto L (1966), “Direct Observation of Shopper Behaviour”, Journal of Marketing, Vol. 3, August, 227 — 233.

11. Westbrook R A and Black W C (1985), “A Motivation-Based Shopper Typology”, Journal of Retailing, 61 (1), Spring, 78 — 103.

12. Wimmer K and Stiles J (2001), “The Observational Research Handbook: Understanding HowConsumer Live with Your Products”, Journal of Advertising
Research, Jan — Feb, 91

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

13




VoLUME No. 4 (2014), I ssue No. 07 (JuLY) I SSN 2231-1009

REQUEST FOR FEEDBACK

Dear Readers

At the very outset, International Journal of Research in Computer Application & Management (IJRCM)
acknowledges & appreciates your efforts in showing interest in our present issue under your kind perusal.

I would like to request you tosupply your critical comments and suggestions about the material published
in this issue as well as on the journal as a whole, on our E-mailinfoijrcm@gmail.com for further

improvements in the interest of research.

If youhave any queries please feel free to contact us on our E-mail infoijrcm@gmail.com.

| am sure that your feedback and deliberations would make future issues better — a result of our joint
effort.

Looking forward an appropriate consideration.
With sincere regards

Thanking you profoundly

Academically yours

Sd/-
Co-ordinator

DISCLAIMER

The information and opinions presented in the Journal reflect the views of the authors and not of the
Journal or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the
journal. Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating,
producing or delivering the journal or the materials contained therein, assumes any liability or
responsibility for the accuracy, completeness, or usefulness of any information provided in the journal, nor
shall they be liable for any direct, indirect, incidental, special, consequential or punitive damages arising
out of the use of information/material contained in the journal. The journal, nor its publishers/Editors/
Editorial Board, nor any other party involved in the preparation of material contained in the journal
represents or warrants that the information contained herein is in every respect accurate or complete, and
they are not responsible for any errors or omissions or for the results obtained from the use of such
material. Readers are encouraged to confirm the information contained herein with other sources. The
responsibility of the contents and the opinions expressed in this journal is exclusively of the author (s)
concerned.

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT  ,,

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 4 (2014), I ssue No. 07 (JuLyY | SSN 2231—1009

ABOUT THE JOURNAL

In this age of Commerce, Economics, Computer, |.T. & Management and cut throat
competition, a group of intellectuals felt the need to have some platform, where young
and budding managers and academicians could express their views and discuss the
problems among their peers. This journal was conceived with this noble intention in view.
This journal has been introduced to give an opportunity for expressing refined and
innovative ideas in this field. It is our humble endeavour to provide a springboard to the
upcoming specialists and give a chance to know about the latest in the sphere of research
and knowledge. We have taken a small step and we hope that with the active co-
operation of like-minded scholars, we shall be able to serve the society with our humble

efforts.

Oy COlher

Wm

[

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, IT & MANAGEMENT

D

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT |,

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




