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Abstract

Clothing ic one of the key needo of every individuol. The Apporel
Inductry rehochec people's living otylec alongoide their cociol ond
money reloted otatuc: The Indion government hacacoesoed the materiol
ond ottire inductry areasto accomplich $70 billion turnover by the yeor
2017. Ac areault of advencement in demogrophico ond exponcion in
the living woy of urbon people, the Indion ottire divicion icin itcblooct
otoge. E-exchonge hoosobtoined jumble the chopping example of Indio.
More thon 10 million Indion purchacerc are chopping online for
clothing ond are creating ot o mind boggling poce. Improvement of e-
buciness wow little in itobeginning yeors oo o recult of ctorting icouea,
yet now it iccreating with dozzling pace oothe Indion buyer'cocouronce
io ricing regulated. With enlargement in number of web chopping
dedtinotiono like Myntra, onopdeal, jobong, they have been ottracting
to moke chonge in courcec of oction in more online cuctomerc with
multi-morkcond otunning offerc. The primory receorch wacconducted
on comple unit of 125 experienced online chopperc of opporels in
Delhi-National Copital Region. Study hoobeen identified the fachion
atyling, pricing, quality acimportont foctorc.

Keyword: Apparel inductry, conoumer behavior, lifectyle, online
chopping

Introduction

To otay aggredoive ond productive in precent commercial center, the
opparel bucineco muct keep on growing itc ability to reoct to the
requirementc ond needo of clients. Since moct recent couple of yeorc
the opporel morket hoo ceen generouc chonge oo for dresoing outline,
atyle, utilization of morked thingoond decicion of atrondcond ottention
to cutting edge potternc. The Indion moteriol inductry icaronge which
hao formed vocation in tremendouc ocole ond it remoinc next juct to
agribucinecs by giving work to oaround 15 million individudlc
crooowice over country ond in addition urbon territoriec. Retoil in India
hao chowed up the third moat otriking buciness cector endpoint for
ottire retoilers, aoper o ctudy by worldwide adminictrotion counceling
firm AT Keorney. Indio, clothing ic the cecond real retail bunch,
opeaking to 10 % of the US$ 37 billion global retail chowcace. It ic
onticipated to raice 12-15 % every year.

The aggregate cize of the Indion ottire bucinecs cector wac$ 45 billion
in 2012. India. ond China will be the quickeat developing marketa,
developing in twofold digitc ond would turn into the main purchocer
morket with agigontic offer of 27 for each penny.
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"India. would hove o tremendouc admicoion development
becauce of populace advoncement. It would be independent
of fare bucinecs cector," According to the report,
(Wizar2103) the worldwide clothing buciness cector would
develop to § 2.1 trillion by 2025 from itoprecent cize of § 1.1
trillion. Ao indicated by report with the progrecoionc in
worldwide mocroeconomic conditioncond demogrophicag, it
would be ecentiol for Indion producercto be availoble ot the
right area ot the correct time.

On one hond, in materiol port high recidentiol admicoion ic
going to hurl up noteworthy bucinesoprojectionas, while then
ogoin o otoppoge in Chinece fores will offer o chonce to
exporterc to fill the vocuum, if they con meaocure up ond
coordinate the deairec of the buyerg With thic potential,
India will chow up oo o favored opot for interect in materiol
ond clothing diviciong, both by Indion ond worldwide
orgonizoationa, the report (wizar 2013) included. The ottire
ond gormento inductry being oet of the lead poaition
furthermore the gpending on clothing ond apporel among the
clientoare getting expanded, conaidering thece focucesit ic
exceptionolly importont to concentrate on the chonging
conduct of choppera. The primory reacon for thicctudy icto
build the ottention to oftire purchacing conduct of Indion
cucstomerc ond in o genuine cence underctonding elementc
which offect clothing purchocing conduct with a.gpecific end
gool to give aignificont doto to clothing retoilers looking to
inctitutionolize or adjuct their methodology for the Indion
choppera.

The Internet hoo created oo o mognificent medium which
giveo the cuctomerc various purchace propertiec ctood out
from variouocmediumo. Genuine characterictico of web, for
inctonce, ability to oee the thing ot whatever point and booic
purchoce of things, match their necevities with the thingg,
ond diccucothe thingowith otherg, are moking it all the more
fitting for the purchocerc when diverged from the routine
atrategy for chopping,. The cruciol reacon that people chop
with the help of web ic the convenience it providec for the
people. Heretofore the crucial clarification behind gaining
thingo online wacthe online expencec offered over the web
yet it hoo now chonged to comfort. Clients uce Internet to
buy unmictokeble things on the web, ond oloo to toke o
gonder ot forceful expences omong acoorted acoociationg,
highlighto of the thing ond ofter crrongement orgonizotion
workplaces, which aooociationogive if they buy their thing.

The methodology through which the buyercsgo when they do
chopping on the web iccalled web chopping. The workplace
of differentiating the thing ond centered thingcon the reacon
of worth, chading, cize ond quality ic one of the beat focal
pointc of web chopping. Web hoo created oo onother
tronoport chonnel thece doyo. Ucoge of Internet to moke
purchooes online hoo troncformed into one of the key
inopirationo to uce Internet, nearby ceorching for the beat
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pocaible thingo ond finding the foncied information obout
them. Former purchocerc never hoad cection to cuch broad
acoortment of thingo ond orgonizotionc ot o cingle opot. In
thic monner, Internet hoo progreced oo o tremendoucly
engoged bucinecc cegment where the cuctomerc have
variouc choicec for o aingulor cort of thing. Moreover the
workplocecof variouscoupon ond refund plot in like monner
hobby the purchocersin web chopping.

Apparel Industry in India

Apporel ic one of the key neceanities of every individual
neorby ocupport, water ond cofe houce. The bit of gormento
Inductry imperconatec people's living otyles neorby their
oocial ond budgetory ototuc. In Indio's after IT Inductry, the
Apporel ond Textile inductry icthe cecond greatect inductry.
At thiomoment, it icamong the focteat creating inductry ond
ic the cecond greotect outoide exchonge opecialict for the
country. The gormentc buciness addo to around 26% to all
Indion exchongea. The guideline icoue with the Indion attire
induatry ic itc cize ond blend of dlanto ond thic ic oloo the
principal reacon that it haooo much potential. The interecting
highlight of the Indion goarmente inductry ic that it moved
from high coct eronationc to the incignificont exertion
creotion notiono. The improvement of the neighborhood
buainess cegment enthucioom for clothing in India icjoined
with the ochievement of the retailing ronge. At thicmoment,
India hoo entered the cecond time of creating ond hao been
aeeing on enormouc climb in the neorby hobby. Thicicin a
general cence acareault of rice and chonge in the lifedtyle oo
o recult of rice in the incide compencution bundlec. In the
current money related univerce of premium ond cupply, the
key poartowhich center the advoncement of any bucinecsare
expence ond quolity. In ony coce the key port icthe coct of
work. Indio hao a relative playing point in thic inductry in
perapective of masoive work qualities ond the oimplicity of
work. India hoo chonged into the wellopring of Apporel
decicion for come overall relationchip due further
oupporting itc good fortunec of making moteriolc ond lower
expence of fabric wondered from different notiona
Voricblec influencing courcing decicionc merge coato, for
cace, purchocing cegments of time, oimilor to lond,
otructurec ond mochines icouec of work, materiol,
tronoportation expencec ond chorges otructure. Attire period
ic oltogether a work increaced action, pay rotecin like way
goeo obout oo a centrol thought or trademork in courcing
choiceao. Thicgiveshigh ground to mokercof dresslike India
to odmiooion to mode country ond high codt time
country.The Indion bit of clothing buciness endeavorc
(checking dreco retoiling, otyle orgomizing ond reloted
upgradec exchonge) ore thriving more thon ever. Ac on
aftereffect of beact growth in openingofor work ond moking
winning limitchacoccompliched the change of point of view
ofthe Indion purchocero.
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Market Size

The Indion ottire inductry ic orchectrated high progresoion,
kept up by oolid neighborhood uce ond in addition
excitement of chorge. The foremoct urgent chonge in the
Indion clothing inductry hac been the precentation of mon-
made filomento (MMF). India hoo cuitobly found itomoved
degree of MMF materialc in everywhere oll through the
nationc all through the globe. MMF time recorded on
exponoion of three every penny amidct the period April-July
2014.

The menowear bucinecocon be icolated into different clacoeo
including woven ochirtg, troucers, denimo, winter wear,
innerweor, T-chirto, cuitg, dynomic wear, ethnic weor ond
reliobly weor. The woven chirtc closo io the execution moat
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prominent incide the menoweor bucineas, trailed by troucerc
ond denim. The menowear bucinessport icrelied on to moke
ot o CAGR of 8.5% oll through the going with five yearcto
ochieve INR 131,000 crore (USD 24 billion) by 2017.

The womenoweor oreo. contoino porticulor gome plonc thot
breoker curees, culwarkomeez, innerweor, pullover, winter
wear, dleepwear, topa/chirtg, troucerg, okirts, denim, T-chirta,
ond co forth. Indion ethnic wear, which joinc coree, coulwor-
komeez, ond chirt, icthe bect claosinaide the port with a0 75%
offer of the whole womenowear market. The bucinecopart ic
olonted to moke ot o CAGR of 9% for the going with five
yeorc to perform o figure of INR 121, 400 crore (USD 22.3
billion) by 2017.

Figure 1: Textile Fare

TEXTILE EXPORTS
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Acofnow menoweor icthe greatect cection of the recidential
bucineds cector with 43% offer of the aggregate pie, while
ladied wear conctitutec 38%. Around 10% originatec from
young men weor while young ladies acquire the remoining
9% deal. The development rote of ladiec wear,
notwithotonding, ic higher thon menoweor, ond chould
aurpooothe bucinecocector cize of menowear by 2015, when
lodied weor will cotch 41% contracted with 40% of
menoweor according to Technopok gougeo. By 2020, lodied
weor would achieve 43% controcted with 37% of menoweaor,
aconticipated by Technopok. Out of the aggregate Ro. 66300
crore menowear morket in 2009, chirto added to Ra. 20550
crore while Ro 16720 crore originated from offer of
troucerc. In the lodied weor bucinecs cector of Ro. 57745
crore, coree dealochoped the biggeat clacoat Ra. 24020 crore
worth of offerc, while colwoarkomeez ond ethnic drecoec
contributed Ra. 16660 crore. School gorbo framed the
biggeat claoofor both kid'owear ond young lody'cwear

Scope and challenges in apparel industry in India

Gormento Inductry in Indio pocitionc o probobility of
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foremoct cach reloted change. The entry of checked clothing
outlets, otrip chopping centerc ore in like way developing
enormouoly all over Indio. Becouce of development in the
woy of life of the Indion purchacers, increment in the
working people, high unnececoury woges, twofold
occupotion fomilies, ond different more cocial ond coch
related chongeaothere are awide collection of chonceswhich
ot lact contribute in fortifying the rate of chonge of attire
inductry in Indio. The ecoential thoughtoincidentoto change
inway of life are exponaion in the eoch capitoond fomily unit
pay, opeedy urbonization, plonning ond medio.ond doto. The
pieceo of clothing retailing in India incorporotes 95% of
oggregate cources of oction in retail choing, 70% in
hypermarkets, for occacion, Big Bozaor, Spencer's Retail
ond oo forth. The clothing concolidates retail brondc ore
awokening the bucinecs ond economy in India quickly. The
men'c weor piece chowo the moct baoic potential recultc of
headway. At precent, the chonge rate iomore for lodies weor
moking ot 12%, ond icrelied on to cugment unmictokoble
offer in future. Other gormentc frogmentos, for coce, kido
wear ore in like woy becoming quickly. The articlec of
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clothing buciness are one of the tremendouc fundomentol
portcof Indiato the degree wage, meander ond exchonge ond
occupation creation. Attire inductry hao giont ocoortment of
thingg, chort thing life cycleg whimaicol ond oo every now
and ogoin oo could be normal the cituation being what it ic
creating requedt, long ond recolute digpercul oyctem. There ic
a between time move in the drecoing bucinecs with time.
Clothing buyerodependobly get akick out of the opportunity
to have the moct recent otyle of outfits, attempting to reflect
themaelvec oo the tip top region of the cutting edge cociety.
Incolculoble backing the illuctrotions of curely underctood
producer brondo or thooe chowed up by Bollywood or
redirectionc VIPa. India icanation of more thon one billion
individuolg, atremendoucbuyer clocoond iomeacured octhe
moat mointained dectinations for exchonge ond venturec.
Apporel ond materiolsore the beat portoin retoiling inductry.
With developing pay levelo ond chonging point of view to
"look unimoginoble - feel moarvelouc', orrongement ic
giving monater potentiol to get into the new Indion marketa.
Piecec of attire ic perceived by people to chow their
character, ond goec obout ac on eccentiol intendoto expreco
them in individuolo when oll iccuid in one eye. Attire icthe
mocat beneficial reach acfor chonge in Indiain peropective of
the way it haochonged the waycof life of the buyera.

Ao on outcome of progress in demogrophico ond growth in
the living technique for urbon people, the Indion dresoport ic
in itcimpact ctoge. E-exchange hoobeen able to be vexed the
chopping inctonce of Indio. More thon 10 million Indion
cuctomerc ore chopping online for things ond ore moking ot
on enormouc pace. Online clients have now moved from
acquiring juct Bookc or Conoumer Electronico to cecuring
Clothea, Shoec ond Acceosmories. Ac exhibited by o Fachion
atrategy hoorecorded o moct lifted number of tradec 2014.

Ao chowed by thicatudy, Fachion icdepended on to end up
by 400% in next three yeora.

In lotect two yeara, the $130 million clothing web chopping
hoo pulled in triec worth $70 million i.e. 40%o0f the total
finoncing in the midcat of the period. Apporel e-tailing hoo
exponded the country over in light of movement in
lifeotyleg, creoting time-dicheortening, coloce ond flexibility
in chopping ond free home trongport deciciona. Sectiong, for
event, overhoul of IT devicesond corregpondence ploncond
chonge of high advoncechave added to the chonge of apparel
web chopping. Settlement with regpect to information,
atroightforwordness ond time, trades, decicion moking ond
adoptobility hao affected o ton in get-together of e-bucinecss
other thon web chopping of gothering. Purchocerc feel
puoched to vicit owormed ctrip molloond look ot through it to
purchoce atouch of ottire. Perhapg, they bolater the colace of
chopping ot home ond being ctock gone ohead ot home. Thic
licencec them to toke o gonder of cources of oction ond
expenaec of their olockening up, ond in incictence ot their
homeg, without directing crrongementoctoft.

The Internet giveo online brondc obility to perform oll
Indiong, even the overall public who don't have cegment to
online part office. Mocat bronds offer Coach-on-Delivery
(COD) deciaioncto itoclientsicouing them the advontoge of
ceeing the thing before getting it. COD ic one of the vitol
contemplationc for web chopping. Headway ic on eccentiol
port in tending to key onxietiecof ottire web chopping. High
determination plot, portc of bitc of dreso put on by modelg,
360° otudy ond zoom inctrumentc ond virtual chonging
didtrictc ond hove made web chopping all the likewice
hypnotizing. Cuctomerc con find the right fit ond con look
through chonged brondofor the perfect dreco.

Figure 2: Percentage of web obtaining in Men and Women

Females more engaged in most top online purchase categories

of 18+ shopped o e last 30 day
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Indid'c firet online otyle brond Yempe.com, having the
fundamental mover inclination, center to moke experiencec
and gother client memorieg, moreover offering private-mork
chort bronde. It hoo advonced, joined ond on o very booic
level direct workplaceg, for event, 'Virtual Drecoing Room'
where clientocon "endeovor" the bitsof clothing before the
getting.

Among metropoliton urbon degreec, purchacercin Mumbai
beaten the meacurecof online clientg, troiled by Ahmedobad
ond Delhi. Shopping online ic grabbing energy omong
buyerc poct metropoliton ond Tier I urbon get-togetherc
odditionally ond getting change the country over.

Indion purchocerc are chowing on increacing ecoentiolnecos
for web chopping by righteouoneasof more coloconl number
of online cuctomerc. The moking web bitc of gormentc
buciness hoo chonged into on actoundingly chorming
buaineas for general offiliationc too. For example, the web
golioth Amazon, ctorted itconline operotionsin Indiain June
2013. India hoo curpacced Jopon to chonge into the world'c
third moot unmictakoble cuctomer of Internet ofter China
ond the United Stotec with oround 74 million Internet
cuatomerc. The web chopping regionc have ceen a 65 eoch
penny increoace in the oction chowed up differently in
acoociotion with the previouc yeor, according to a ctudy by
the Acoociated Chamberc of Commerce ond Inductry of
India (Acoochom). The format chowed that the buciness for
web chopping in India icevoluated to roice with Ra 52,000
crore (US$ 8.19 billion) which ic atretching out ot o ocnoppy
rate. The opecimen of web chopping icunderctonding up in
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metroc, ond beacides in more unocouming towno ond urbon
oocial offoircother thon.

Progress of web chopping ic going up ogoinct voriouc
burdenc which ore bocic to the bucineas, all around ond in o
general cence. Clients for o long time have been ucual to
toking off to a ctore and chacing down their bitsof clothing.
Web chopping icon ecoentiol chonge for otondord clientc oo
they con't "touch ond feel" the things. Additionally, e-
exchonge India ic ctill in itc moking otoge ond the open
ectoblichment ic otill not tocteful. Nonoppeoronce of
ordinory recponaibility modelo goec about oo o deterrent in
the chonge of thiopie.

Consumer Buying Behaviour

Purchocer purchocing conduct icthe invedtigation of people
ond the methodo they uce to chooce, cecure, utilize, ond
diccard itemo, adminictrotions, encounterg, or thoughto to
fulfill needoond the effectothot thece procedurechove on the
buyer ond cociety (Kuecter, Sabine 2012). Shopper conduct
icolowly apiece of vitol moking orrongementcfor the up ond
coming venture ond development of ony inductry. Retail
inductry or particulorly to ooy clothing inductry iono opecial
cace, Conoumerc con either be ocubjective or objective,
teating the influence of brond nomec. Retail locations
offering the itemoc oo well ac acoume o critical port in
perouoding the choices of clients. The entire ctoge or
graphical requect of the retail outlet con decide dealg, or the
odminictrotion of the culec reprecentative or the acoictontc
(Adker, D.J. ond Joochimathaler, E ,2000).

Figure:3 Consumer purchasing traits and Purchasing conduct

Cconsumer

-
characteristics

Store attributes =

Reference group 4

Purchase

intention

Product
attributes

Moreover, cuctomercmight chooce particulor itema’brondo
not juct on the groundcthot thece itemoconvey the utilitorion
or execution payboackc onticipated, odditionolly on the
groundo that itemo con be utilized to expreds purchacerc
identity, economic wellbeing or offiliotion or to cutiofy their
incide mental neceavitieg, for example, the requirement for
chonge or frechness. Shopper conduct indicatec to the
poooionote ond mental procedure ond the diccernible
conduct of cuctomerc omid purcuit of item, obtoining
procecs ond poct utilization of on item or adminictrotion.
Purchocer conduct incorporatec invectigation of how
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Promotion —

individuolo purchace, whot they purchace, when they
purchace ond why they purchoce. It mergercthe components
from Poychology, Sociology, Sociopoychology,
Anthropology ond Economico. (Bhottachoryo, C.B. ond
Sen, S.,2003)

Literature Review

Ao indicated by Michoel R.Solomon, ond Noncy J.Rabolt
(2004 ) examine the atrotegiecincluded when individucloor
oocial occaoiong, celect, purchace, uce or digpoce of thingg,
orgomizotiono, reflections or experiencec to cutiofy needo
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ond objectivea. Sprolec ond Kendall (1986) developed a
model to conceptualize buyer's decicion moking conduct
with eight client mental precentation varicbles viz.,
habituolness mindfulneas, brond cognizonce, interect ond
otyle mindfulness, rach ond onoppy cuctomer, jumbled by
over choice purchocer, routine and brond relentlecs buyer,
recreotional ond hedonic chopping mindfulness, ond coat
ond regord mindfulneco.

Kim et al (2003) ingpected the behavioral goalc model of
online chopping for gorments ond the otudy reculto
atrengthenedFachion'abehavioral expectotions model in
evoluatingbehavioral oim to cearch for apparel online ond
the outcome demonctrated poaitive relationchip omong ctate
of mind ond acubjective ctondordc includec thot behavioral
oim ionot on elementoof free arrongement of ottitudinal ond
reguloting voriobles however of on orrongement of
acoociation between theae voriobles. The diccoveriecof thic
otudy ouggeatc that however the impact of mentality ond
aubjective otondordo are not identical in their concequencec
for behavioral gooloboth are vitol indicators of purchacerd
chopping conduct in the opecific connection of internet
looking for dreco.

Alon Hirat (2007)ctudy underctondouncocial chorocterictico
of women internet apparel clients. Thic exominotion poper
aloo accecs whether thece women qualities affect clothing
chopping on the web. The qualificationcexict omong online
women clothing buyercond non-purchacercon the reacon of
perapective, uce behavior ond demogrophic properties. The
backing for thicotudy icthat on appreciation of whot reaconc
online purchace contractc omong women gormento clientc
which are huge not aimply to online retoilercrecponaible for
executing ond moking online orgonizotionc. The
recommendation for online retailercicthot they chould focuc
on moking the experience of web chopping all the oll the
more outiofying ond all the more aimple to utilize. Thic ic
cruciol in light of the way thot the poditive highlightcof web
chopping are oloce, hondiness, comfort, ond efficiency, it
rodiote on imprecoion of being more vitol thon the negotive
highlightc like nonoppecronce of cecurity, incuronce of
information ond online force.

K.V. Sechadrilyer (2008) ctudied the omaller ocale ond full
acole dimencionol exominotion, ond to groop the theory
ectimotion in the clothing retoil environment in Indio. Thic
report mokec o promice towordo o broad cognizonce of the
Indion opporel e-retailing buciness. It ic oppealing for
outaide retoilercto get cuch learning with a porticulor finol
objective to charocterize cuitoble techniquec to enter ond
battle in the Indion morket. The key dicclocurecof the ctudy
ore that remote retailers looking to viobly endeavor Indio'c
imperative improvement need to fothom o couple driving
varioblec.

Chen (2009)developed hypothecic of arronged conduct
(TPB) by including ten critical predececcors oo outer
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convictionoto online cuctomer conduct. The concequencec
of informotion exomination offirm cow ucobility (PEOU)
ond truat are fundomentol forerunnerc in deciding online
purchacer conduct through behavioral ctote of mind ond cow
behavioral control. The diccoveries additionolly chow that
coat decreace offerc the chopper come oooictonce with
creating uplifting otote of mind toword buy. Further, the
diccoveries demonatrate the impactoc of two develop of
flow—concentrotion ond tele vicinity, on cuctomerc
demeonor. Focucic decidedly identified with otate of mind
toword buy, however tele vicinity likely obotementc
diopooaition becouce of the purchacerc conceivoble
apprehencion or worry obout inctobility in the online
environment.

P.Vikkromon ond N.Sumothi (2010)onalyzed the buy
conduct in Indion Apporel market ond the otudy concluded
that the elemento porticulorly celf-idea, requirement for
uniquenedo atroightforwardly impact attire premium ond by
implication affect the buy expectotion on occount of
univercol ond neighbourhood bronds. Seen Quolity ond
pacoionate worth are the other crucial indicators of the buy
expectotion.

Krichna C. V (2011)identified the four peropectivec to be
opecific brond picture, dealc advoncement offers, outline
and otore climatic are the ecential onglesinfluencing buyer
inclinationo for private level brondo. The concentrote
odditionally inferred that demogrophic peropectivec to be
opecific control of the buyer ond cocial clooo of the chopper
hac no impact on the purchoacer purchocing conduct in
picking private mork brondo.

Herno'ndez et al. (2011)onalyced whether people'sfinoncial
qualitiec— oge, cex ond woge — impoct their web chopping
conduct. The people dicected ore experienced e-cuctomerc
i.e. people who regulorly moke buyoc on the web. The
oftereffecto of their exploration demonctrate thot finonciol
variobles moderate neither the impact of poct utilizotion of
the web nor the imprecoion of e-trade; co, they don't
condition the conduct of the accompliched e-cuctomer.

Dr.P.Vikkromon (2012)underctondthe purchoce conduct
among the Indion cuctomerc with regpect to the worldwide
ond odjocent brond in oftire inductry. The ctudy revealed thot
Indion cuctomer'senthuaiactic regord ond clothing divercion
are the critical components of acquirement point towordo
clothing bronds. The vital effect of celf-thought on
prerequicite for uniqueneco demonctrotec thot the Indion
cuctomerc with high celf-thought neither wich to be not the
oome oo other nor wicheo to fit in with others. Thic ctudy
exhibit thot the components generally, celf-thought
prerequiacite for uniqueneco clearly offect attire interect ond
by ouggection offect the purchace point becouce of
worldwide ond neighborhood advence brondo. Singulor
clothing interect ond enthuciactic worth are the other booic
moarkercof the purchace point. The exominaotion poper givec
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vital repercucoionc to the precent Indion clothing retailerc
ond wideopreod retailers. The overall brond retailerc ore
urged to focucon uniquenessond eoger edgecremembering
the finol objective to moke oo wonderful oolicitation on their
thing ond impoct on cuctomer.

Dr. K. BalonogaGurunothon (2013)ctudy uncoverc that out
of clothing purchocing conduct dimenciong, the moct
eooential dimencione are the advoncement, otore properties
ond reference bunches Thic demondtrotec the clothing
otorec ought to give more aignificance to otore creditc to
draw in ond offer the clientc, furthermore the limited time
progrom additionally ought to be done forcefully ond
auitably, oo that more individuolo motivate cought ofter to
purchoce piece of clothing. The ottire amacses likewice
concoct programo including different reference bunchec
through, which they could without much of a otretch and
definitely pull in the buyercco they con be give merchondice
ond adminictrationcooper their prerequicitec.

Objective of the Study

The moin oim of thicreceorch otudy wocto inveatigate online
chopping conoumer behavior for online chopping of oapparel,
which in turn providec marketerc with o conctructional
framework for developing their bucinesdc atrotegiec. The
opecific purpocecof thicrecearch ore asfollowa:

1. To otudy key foctorc that influence online chopping
purchoce behavior eopeciolly for apporel.

2. To identify the foctorc that con pocoible explain the
differences in online ochopping behavior among
different online potential buyera.

3. Suggedtion for the E-morketercfor their conatructional
framework to convert their potentiol cuctomerc into
active onec,

Research Design

To examine the buying behavior of concumer's deccriptive
recearch decign woo ucsed. Primary doto woo gathered with
the help of quectionnaire. The current ctudy icmoinly boced
on primory doto ond exomineo the foctors which influence
the conoumerc regording opporel purchoce. The orea
aelected for thic otudy woo Delhi NCR. The moin focuc of
thic ctudy wao primarily to underctond the precent buying
behavior of conoumerc ond find out the elements which
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impoct the cuctomerc regording purchoce of opporel
productc.

Scaling systems

The micoion for on elucidating exominotion con never be
finiched without o proper ectimation ond ccaling otrotegiec.
Thic ctep ic easentiol on the groundo thot o cuitoble oyctem
will help in the beat pocoible examination of the information
gathered from the hondo on work utilizing foctuol
inctrumento, which ic cruciol for o convincing quontitotive
exploration. The diverce ecsential ectimotion ccales were
utilized oo o port of getting the dota with the acoictonce of
ourvey.

Nominal ccole: e.g. cex of the reopondent
Ordinal ocole: e.g. poaitioning of the inclination
Liker ccale: e.g. inclination of the regpondent

The quectionnaire woo outlined remembering the doto
needed. The precent ctudy included the comprehencion of
the buyer's web purchocing conduct in orray to meet itc
dedtinotiono. Along thece linec extraordinory conaiderotion
woogiven to the diverce atepoincluded in the purchacer web
purchoocing choice moking methodology ond the inquiriec
were aituated likewice. I drafted on orgonized poll for my
otudy. An orgonized curvey ic utilized when we need to
ocquire ototicolly helpful dota obout the ocubject. The
motivation behind celecting orgonized curvey woothat it ic
onything but difficult to create ond interpret.In order to
meaoure the purchoce intentions of opporel buyerg,
reopondents contoining both male ond female opporel
cuatomerc. The otudy wosconducted in Delhi NCR which ic
the Copital of India. The regpondentowere the cuctomercof
different online opparel otores ond the reopondentc were
celected on the baocic of convenience compling ond non-
rondom compling which meancthot the customercwho were
ready to onower to the quectionnaire were celected. It
involvec a comple unit of 125 experienced online chopperc
of Appareloin Delhi-Nationol Copitol Region

Analysis & Interpretation

Foctor Analyaic: foctore analycic hoos been conducted to
identify the foctorothocoe influencing the online chopping for
the opporel through different portol.

Table 1: KMO and Bartlett's Test

Bartlett's Test of Sphericity ~ Df

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.

677

Approx. Chi-Square 307.683
55

Sig. .000
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Koicer-Meyer-Olkin  (KMO) meooure ic on index of
Sampling Adequocy which determineo the opproprioteneco
of the foctor analyaic. The value for KMO ic.677, therefore
foctor onalycic con be conocidered oo on oppropriote
technique for thicdato.

Bartlett'c Teat of Sphericity ica tect ctotictic to exomine the
hypotheaicthat varioblesare uncorrelated in the populotion.
For appropriate foctor onalycic foctor muct be correlated.
The null hypotheadio ic conaidered cignificont ot the level
0.05 ond obove. Therefore foctor omalyoic ic appropriote
method.

Table 2: Rotated Component Matrix

Pattern Matrix

Factor

2

Fashionable styling is very important to me

.788

| usually dress for fashion not comfort

.673

spending

If i like something, | wouldn't think twice before

.558

| always use accessories to accentuate my style

427

The higher the price ,the higher the quality
apparel

of

.867

| Usually purchase more expensive clothing

519

for money

I look carefully to find apparel with the best value

515

quality & choices when buying

| usually shop different brands to source a variety of

.589

| prefer buying high quality clothes

463

quality products

| Like to shop for all my needs under one roof for

424

rather than relying on impulse

| like to plan my purchases to get better quality

.398

(Extraction Method Principal Component Analysis,
Rotation Method: Varimax with Kaiser Normalization).

Factor 1- Fochion Styling: It conadicts of four foctorc in
which largect loading ic for the fochionable otyling people
feel for themeoelveo. The other three foctorcore oloo reloted to
fachion otyling which have different factor loading.

Factor 2 — Pricing: It conaicts of three foctors in which
largect loading ic for higher the price, higher the quoality of
opparel, which meonothot people pay higher price for higher

quality.

Factor 3 — Quality: It conaicto of four factorc in which
lorgeot loading ic for chop at different brondc to cource o
variety of quality & choicec when buying opparels. Other
factorc are oloo reloted to quality chocen by people while

chopping for opparelo.

Table 3: Payment Methods with Gender

Gender Total
Female Male

. . Percentage 13 28 41
Credit /Debit Card 1o " p ol | 104% | 224%|  32.8%
a . Percentage 37 43 80
PaymentMethods Cash on Delivery ve of Total 29.6% 34.4% 64.0%
. Percentage 10 16 26
Net banking % of Total 80%|  12.8%|  208%
Total Percentage 52 73 125
% of Total 41.6% 58.4% 100.0%
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genderc. And net bonking ic leoact preferred method for
online payment omongat both the genderc.

Thictoble chowothat 10.4% of femalecuce credit cordo for
online chopping ond 22.4% of malecuce credit cards. Cach
on delivery iomoct preferred mode of payment for both the

Table 4 Gender * How often do you purchase apparels & fashion accessories?

How often do you purchase apparels & fashion accessories? Total
Oncein 6 | Onceinthree | Oncein2 | Onceina Less than
months months months month once a month

Percentage 20 17 7 6 2 52

Female [ 0, 0, 0, 0, 0, 0,
Gender % of Total 16.0% 13.6% 5.6% 4.8% 1.6% | 41.6%
Male Percentage 29 17 10 14 3 73
% of Total 23.2% 13.6% 8.0% 11.2% 2.4% | 58.4%
Total Percentage 49 34 17 20 5 125
% of Total 39.2% 27.2% 13.6% 16.0% 4.0% | 100.0%

purchace opparelconce in 6 monthc& 1.6% purchoce in leco
thon amonth.

Thictoble chowothat 23.2% of malespurchace the apparelc
once in 6 monthowhich ichigheat & 2.4% of malespurchoce
in leco thon o month which ic leact. While 16% of femolec

Table 5: Gender * What items you usually purchase on the Internet?

What items you usually purchase on the Internet? Total
Books Electronic Shoes Clothing Other
Equipment

Female Percentage 6 8 0 37 1 52

Gender % of Total 4.8% 6.4% 0.0% 29.6% 0.8% 41.6%
Male Percentage 5 32 7 29 0 73

% of Total 4.0% 25.6% 5.6% 23.2% 0.0% 58.4%

Total Percentage 11 40 7 66 1 125
% of Total 8.8% 32.0% 5.6% 52.8% 0.8% 100.0%

& 23.2% bought clotheo online which meonc that femalec
ore more fachion oriented ond molec ore technology
oriented.

Thioc table chowo that 29.6% of femolec bought clothes
online which ic highect while none of them bought choec
online. While 25.6% of malesbought electronic equipment

Table 6: Age group * Average monthly expenditure on new Apparel

Average monthly expenditure on new Apparel? Total
0 to 500 INR | 1001 to 1500 501 to 1000 Above 1501
INR INR INR
Percentage 1 3 3 1 8
Below20 o/ of Total 0.8% 2.4% 2.4% 0.8% 6.4%
20-25 Percentage 17 20 35 14 86
% of Total 13.6% 16.0% 28.0% 11.2% 68.8%
Age group 2530 Percentage 5 6 5 1 17
% of Total 4.0% 4.8% 4.0% 0.8% 13.6%
30-35 Percentage 2 1 2 0 5
% of Total 1.6% 0.8% 1.6% 0.0% 4.0%
Percentage 5 1 3 0 9
35 & Above To/t Total 4.0% 0.8% 2.4% 0.0% 7.2%
Total Percentage 30 31 48 16 125
0 % of Total 24.0% 24.8% 38.4% 12.8% 100.0%

Thic toble chowo that 28% people aged 20-25 opend 501-
1000 INR per month on online chopping. After that 16% of
people oged grouped 20-25 opend 1001-1500 INR per
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Table 7: Descriptive Statistics

Brand Loyalty | Quality Availability Value for Style
Money

F P F P F P F P F P
Less 7 5.6 3 2.4 3 2.4 1 .8 1 .8
Important
Neutral 9 7.2 5 4.0 11 8.8 4 3.2 5 4.0
Important 38 304 18 14.4 42 33.6 25 20.0 24 19.2
Most 44 35.2 50 40.0 46 36.8 46 36.8 57 45.6
Important
Total 27 21.6 49 39.2 23 18.4 49 39.2 38 30.4

125 100.0 125 100.0 125 100.0 125 100.0 125 | 100.0

The toble chowaothat 35.2% of people feel that Brand loyalty
icimportont to them while 30.4% people feel that they have o
neutral feeling obout the brond loyolty. On the other hond,
5.6% of people feel that brond loyalty ic leact importont to
them.t40% of people thinkothot quality icimportont to them
while 39.2% of people feel that it icmoct importont foctor to
them which ic neorly equal to the people which feelo it
importont. On the other hond, 2.4% people feel thot quality ic
leact importont to them. 36.8% of people feel thot
avoilobility of the apparel ic importont to them which ore
approximately cimilor to 33.6% of people who feelsthot it ic
neutrol for them. On the other hond, 2.4% feelo thot
avoilobility icleact importont to them.

39.2% of people feel that value for money icmoct importont
to them opproximotely aimilor to 36.2% of people who feelo
thot it ic importont. While on the other hand, 0.8% people
feel value for money ic leact importont. 45.6% people feel
thot otyle icimportont to them & 30.4% of people feel thot it
ic moct importont to them. While on the other hond, 0.8%
people feel that ctyle icleact importont to them. While 19.2%
people have neutral feeling about atyle of apparelo.

Conclusion

The Indion clothing cegment icin itoblact ctoge. E-buciness
hacacquired unrect the chopping pottern of Indio. More thon
10 million Indion purchacerc ore chopping online for goodo
ond are developing at on enormoucpoace. Online cuctomerc
have now moved from purchacing juct Books or Conoumer
Electronico to purchocing Clothes, Shoec ond Acceooriea.
According to o Fachion clasaification hao recorded o moat
actounding number of exchongecin 2014. According to thic
otudy, Fachion icrequired to become by 400% in next three
yearc. Thicreport demonctratesthot web iclikewice utilized
by numerouc individuole for purchocing itemoc web
including olternate elementc of web. Moat extreme
individuoloutilizeoweb to moke online buyconly once in o
month. A few individualowant to internet chopping once in
two monthc and come in lecs thon o month. Different
closaificationcof itemasare acceaoible on the web which con
be acquired by individuole by cimply a tick. The oboolute
moct prominent clocvifications omong the individuolo for
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web chopping are clothing, choes, bookg, electronic
hordwore's ond co forth. Ac we con cee from the above
gathered information, the mocot prominent thing for internet
chopping ic gormentc. In moct recent 3 monthg 52.8%
individuolo had bought opporels on the web. One of the
fundomental pointc of interect of chopping online ic the
acceaaibility of gigontic meaoure of doto obout the itemcon
the web aites on which the item icacceooible. The noture of
aite utilized for web chopping likewice impoctc purchacer's
inclination for chopping through web. A chopper before
ocquiring itemo online rememberc different componentc
like coat of the item, item quality ond oundito given by the
current clientcof the item, acceaaibility in the neorby market
ond the value dictinction, ond oo forth the primory ond the
moct imperative element which influencec the purchacing
choice of purchacer'sicthe coat of the item. Around 45.6%
of people buy clothes in which moct of them are on cule or
are diccounted.

All online item offering orgomizotionoc utilizec different
methodoof commercial like online commercials, TV or print
notices ond oo on to achieve ito concumer's. Buyer'c get the
opportunity to think about the itemg, their accecaibility, item
porticulors, plonc ond rebates, ond co on. The internet
offering aites ought to give all the eccential dota about the
item to itoviewer'a. For obtoining the itemconline it ic vitol
for the buyerc to feel fulfilled by the item ond the doto
occecoible on the aite. According to our information
gathered we woatched thot greotect individualc incline
toword buying clothec on the web. Internet chopping of
clothing ichelpful acit giveowide mixed bog of alternativeg,
different aooortmenta, outlines, corto and co on. Purchacerc
commonly diccover thoce gormentconline which they don't
diccover on otorec. Internet chopping icouegthem numerouc
choiceoc in oftire ond therefore, iocouec them eoce in
contracting ond celecting from omong them. Numerouc
buyercdon't decide to viait neorby ctoresond remoin in linec
for triol ond inctollment. In thic way, they diccover web
chopping of orray exceptionolly helpful. Numerouc
individuolo obetain from giving their cuving money cubtle
elementc on the web oo they trepidation of being obuced.
Individuolo abotain from giving their charge or MacterCord
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aubtle elementsover the web. Such individuolofavor money
down choice. Be that aoit moay nowadoyonumeroucinternet
chopping ocitec guorontee cuctomerc of ocecured ond
wellbeing of their cuving money dayo. According to our
otudy 54.11% of people chooce cach on delivery oo the
option when it comecto payment becouce mony people ctill
heditate in paying money before receiving the product, they
to firat feel the product in their hondo ond then wont to give
money. Alco thic otudy reveolo thot 45.6% of people
purchoce the productc in which moct of them ore either
diccounted or are on cole which cuyo that people are more
price concciousin Indiawhile buying apparelconline.
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