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— The primary purpose of this study to understand the purchasing behaviour of consumers that consists of a lot Abstract
of factors influencing it, the different genders also play a major role in the decision making of apparel. Using online survey, 

140 responses were collected through convenience sampling.  This data is according to the various online and offline inferences 

from different people across India. The data is analysed using SPSS software. The findings of the study are interesting and 

have practical implications for managers in apparel. The result deduced that both the consumer purchasing behaviour 

variables – online and offline apparel were rejected. 
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.  I INTRODUCTION

 
One of the many aspects that affect a consumer’s buying behaviour is gender. The way different genders approach shopping is 

determined by various factors like rationales, motives, perspectives and mindsets. The success or failure of this study would only 

be affected by the factors that affect their decision when it comes to shopping and small details about the products that attracts or 

changes their buying behaviour. It also includes the differences between the genders when they decide [1], [2]. Fashion and 

apparel product categories have different effect on consumers compared to other categories of product. This also influences the 

consumer’s decision to buy or not to buy [3]. The satisfaction consumers derive by buying a product which is in vogue is 

sometimes given more preference than its utility factors [4]. The field of consumer behaviour gives us an idea as to how different 

individuals, groups and organisations buy, use, select and dispose goods or services, ideas or experiences to satisfy their needs. 

Understanding consumer behaviour is never simple, because consumers may say one thing but do another [5]. They change their 

minds at the last minute. Companies can use it as a strategic tool for making profit by understanding that how and why consumers 

buy. Consumer may vary in terms of education, income, age, taste and preferences, etc and all these factors influence the buying 

behaviour of consumers in a big way. Understanding consumer behaviour is never easy as they are very fickle minded. They may 

go decide something before going for shopping, but during shopping they may end up buying a completely different thing [6]. 

Consumer behaviour can be influenced mainly by end number of factors. These factors can be classified into four major 

categories, namely: Cultural, Psychological, Esteem and Tastes and preferences. The primary purpose of this paper is to study the 

behaviour of consumers when it comes to buying products at a selected apparel store and also find out the underlying factors 

which affect such buying decisions.  

A. Research Questions  

Q1) What are the factors determining the buying behaviour of all the genders when it comes to apparel? 

Q2) What is the influence of the preferences on gender-based purchasing behaviour? 

 

B. Objectives  

1) To find the factors determining consumer buying behaviour of the genders when it comes to apparel. 

2) To explore the influence of the preferences on gender-based buying behaviour. 

After a lot of discussions and surveys we can draw inferences that gender plays a very important role compared to all the 

other factors when it comes to decisions regarding purchase of apparels. According to the research, females tend to be more 

internally focused while their male counterpart tends to be externally focused [7], [8]. Male and female differ in various ways 

when it comes to physiological and psychology terms. Women tend to be more intuitive and subjective whereas men tend to be 

more analytical and logical persons who make their decisions based on the reviews of another person’s experience rather than it 

themselves. Further research shows that men tend to buy based on immediate needs while the female counterpart tends to buy for 

long term purpose. Marketers need to understand such traits and use this segmentation factor wisely to meet their needs more 

effectively and accurately [8], [9]. 
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II. LITERATURE REVIEW 

 

Consumer behaviour is a very vast topic and it is continuing to be studied by researchers and marketers all over the world. 

Different researchers have different claims or reasons as to why consumers vary when it comes to buying something. By 

understanding such views of consumers, they will be able to influence the overall performance of the businesses [10]. An 

alternative view proposes that increase in competition in the retail industry in UK and worldwide has led to businesses spending 

more and more funds to understand the behaviour of consumers [11]. The study points out that products can be sex-typed or 

androgynous. Sex-typed products have masculine or feminine features like Barbie dolls for girls and Hot Wheel racing cars for 

boys [12]. There was a study based on gender behaviour back in 2007 which said that, “Men Buy, Women Shop”. Another study 

conducted by Wharton’s Jay H. Baker Retail and the Verde Group, a Toronto based consulting firm, suggested that women 

responded more positively than men when it comes to personal communication with sales associates than men. The study led to 

another conclusion that men were based their buying experience on the non-product features like length of the queue or checking 

line, parking and whether the item they were looking for was in stock or not. The masculine & feminine personality traits are 

linked with instrumental and expressive tendencies [13]. Personality traits such as independence, assertiveness, reason, rationality, 

competitiveness and focus on individual goals are the symbol of masculinity [14]. Personality Traits such as understanding, 

caring, nurturance, responsibility, politeness, sensitivity, perception, passion and focus on common goals are the traits associated 

with femininity [15]. 

III. RESEARCH DESIGN & ANALYSIS 

 

A detailed descriptive research is conducted in this study which is based on questionnaire developed using Likert Scale as it is a 

widely accepted rating scale and suits our study. The target population are as follows: college students, working population, senior 

citizens, friends and family [16]. The students being considered for survey are within the age group from 15 to 25 specially 

focusing on undergraduates and graduates. The main goal behind focusing on the students are because they are good samples for 

analysing online consumer purchasing behaviours, because they are one of the heaviest Internet users [17]. The working 

population is within the age group 25 to 50 years; senior citizens are above 50 years and are also surveying friends and family to 

widen our research. In all the online survey with 120 consumers across various categories have been conducted and a plan to 

undertake an offline survey of Aashiana citizens [18]. For students a questionnaire using Google form has been made and mailed 

it to them. For the sampling process we are using clustered technique as it allows us to analyse and understand each of the four 

segments carefully [19]. 

TABLE I 

DEMOGRAPHIC INFORMATION OF RESPONDENTS 

No. CLASSIFICATION CATEGORIES FREQUENCY PERCENTAGE 

1 Gender 

Female 59 42.1 

Male 81 57.9 

Total 140 100.0 

2 Age 

18-25 years 111 79.3 

25-35 years 27 19.3 

35-45 years 1 .7 

Above 45 years 1 .7 

Total 140 100.0 

3 Monthly income 

5k-10k 59 42.1 

10k-15k 24 17.1 

15k and above 57 40.7 

Total 140 100.0 

4 Location 

Urban 116 82.9 

Rural 24 17.1 

Total 140 100.0 

5 Education Qualification 

H.S.C 9 6.4 

Graduate 67 47.9 

Post-Graduate 52 37.1 

Professional 12 8.6 

Total 140 100.0 

 

The above table I shows that out of 140 respondents, 57.9% of respondents are male and 42.1% of respondents are female. From 

the respondents, maximum responses are from the age group between 18-25 years with a percentage of 79.3%. The second highest 

response is from the age group of between 25-35 years with a percentage of 19.3%. From the respondents, the highest annual 

income of the respondents is grouped between Rs. 5,000- Rs.10,000with a percentage of 42.1% and the second is grouped 
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between Rs. 10,000- Rs. 15,000. From the respondents, 47.9% have completed graduation and 37.1% have completed post-

graduation and 82.9% of the population lives in Urban areas and rest 17.1% is the rural population. 

TABLE II 

RELIABILITY STATISTICS 

SERIAL NO. VARIABLE CRONBACH’S ALHA 
1 Utilitarian Motivation  0.773 

2 Hedonic Motivation 0.781 

3 Offline Factors 0.841 

4 Online Factors 0.790 

 

In the above table II, it can be observed from the above table, that Cronbach’s alpha of offline factors is 0.841, online factors 

is 0.790, hedonic motivation is 0.781, and utilitarian motivation is 0.773, hence it can be noted that all the variables have a good 

degree of internal consistency. 

TABLE III 

FACTOR ANALYSIS 

SERIAL NO. VARIABLE KMO 
1 Utilitarian Motivation 0.751 

2 Hedonic Motivation 0.778 

3 Offline Factors 0.776 

4 Online Factors 0.881 

 

In the above table III, It can be observed from the above table, that KMO of online factors is 0.881, offline factors is 0.776, 

hedonic motivation is 0.778, and utilitarian motivation is 0.751. Hence it can be stated that the data is reliable. 

In order to find the factors determining consumer buying behaviour of the genders when it comes to apparels Correlation 

Analysis is performed. 

H1: Utilitarian Motivation will significantly influence Purchase mode 

H2: Hedonic Motivation will significantly influence Purchase mode 

TABLE IV 

Correlations 

 Purchase mode UM HM 

Purchase mode 

Pearson Correlation 1 -.028 .117 

Sig. (2-tailed) 
 

.743 .169 

N 140 140 140 

UM 

Pearson Correlation -.028 1 .529** 

Sig. (2-tailed) .743 
 

.000 

N 140 140 140 

HM 

Pearson Correlation .117 .529** 1 

Sig. (2-tailed) .169 .000 
 

N 140 140 140 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

From the above correlation table IV, it can be inferred that there is no relationship between Utilitarian motivation and 

hedonic motivation. Hence the data is rejected. The Pearson correlation for Utilitarian motivation is -0.28 whereas for hedonic 

motivation is 0.117. 
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TABLE V 

ANNOVA TABLE 

Model Summary 

What is your gender? Model R R Square Adjusted R Square Std. Error of the 

Estimate 

Female 1 .830a .690 .679 .58863 

Male 1 .772a .596 .585 .57481 

a. Predictors: (Constant), Hedonic Motivation, Utilitarian Motivation 

 

 

ANOVA
a
 

What is your 

gender? 

Model Sum of Squares df Mean Square F Sig. 

Female 1 

Regression 43.105 2 21.553 62.204 .000b 

Residual 19.403 56 .346 
  

Total 62.508 58 
   

Male 1 

Regression 37.957 2 18.978 57.440 .000b 

Residual 25.771 78 .330 
  

Total 63.728 80 
   

a. Dependent Variable: Purchase Mode 

b. Predictors: (Constant), Hedonic Motivation, Utilitarian Motivation 

 

In the above table V, It shows the output of the ANOVA analysis and whether there is a statistically significant difference 

between the genders. We can see that the significance value is 0.000
b 

and o.000
b 

(i.e., p = .000), which is below 0.05. and, 

therefore, there is a statistically significant difference in the mean length of time to complete the spreadsheet problem between the 

different genders. 

IV. CONCLUSIONS 

From the present study we have inferred that there are different reasons and factors that affect buying behaviour of consumers, a 

majority of our study respondents are from the educational or student occupation, so that also effects the buying behaviour 

constraints. The location of the respondents is mostly urban. Out of 140 respondents, 57.9% of respondents are male and 42.1% of 

respondents are female. The respondents who are in urban prefer online and offline shopping both but those who are from rural 

areas, not open to use of technology prefer offline shopping. They enjoy the in-store shopping experience and they get to try on the 

cloths and they do not have to wait for the items to arrive from an online order. People prefer online shopping often because there 

are promotions and sales, ease of returns and ease of website navigation. The aesthetic and visual appeal of the website, the 

shipping cost, delivery time as well as the in-store pickup option makes their online shopping experience fruitful. As per the 

utilitarian motivation of the respondents they find shopping useful, serviceable and sensible because they find large variety of 

fashion items easily, and they are able to accomplish what they plan to shop. As per the hedonic motivation of the respondents they 

find shopping pleasant because shopping makes them feel good even if they don’t buy anything, they like to shop with their friends 

and family and they prefer visual of the shopping environment to be very attractive. The underlying factors affecting apparel 

buying behaviour of store customers are shopping as social compliance and for discounts, cost consciousness and value for money, 

family shopping, shopping and merchandise convenience, customers trust, availability of choice and durability of and longevity 

aspects of apparel quality. 
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