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ABSTRACT

The purpose of this study was to investigate tfiecebf gender on decision making determinantsuircipase of
clothing of middle age Indian consumers. Surveyptwas conducted on 600 respondents belonging #804@ears age
group. A questionnaire was designed to collect dstaface to face interview. Chi square was caledlato know
association between sex and decision making obresmts. The result showed significant differemcaghion awareness

and conformity to clothes
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INTRODUCTION

Consumer has certain strategies and rules guidieglécision while making preference (Sproles, 1998ch

decision making style represents a mental oriemtatharacterizing the consumer’s approach to matoie.

Kotler (2000) has defined market segmentation asptiocess of dividing market into distinct groupbafyers
with different needs, characteristics, or behavibhis helps manufacturer as well as marketer irmédating and
implementing product & marketing strategies. A psalfuof literature revealed that most of the redesschave been
conducted on clothing behavior of adolescents/tgensa There is lack of data on middle age (babynimre) adults’
clothing purchasing behavior. Apparel companiessHargely neglected this segment in their purstuthe youth market.
Lack of interest in older consumers has been ateih to several factors, one of them being negatieeeotypes

associated with aging.

Middle age is generally considered to extend fraya forty to age sixty. Because middle age is a Epan, it is
customarily divided into early middle age, whichtemds from age forty to age fifty, and advanceddieichge, which
extends from age fifty to age sixty. During advahariddle age, physical and psychological changas first began
during early forties become far more apparent (bt 1981).

There are two philosophies about how people shadjdst to middle age: one, that they should stayngoand
active and two that they should grow old gracefuthking life comfortably. Some middle aged men amanen desire to

be inconspicuous therefore, they try to dress asawatively as possible and yet adhere to prexpdtyle.

Interest in clothing in middle age, which beginsaane after marriage and especially during theyegrhrs of
parenthood, intensifies when the external physiteinges which accompany advancing age becomeseaibliéc Both
men and women use diet, exercise, cosmetics, thintp either to reverse those changes or to hidenthnterests in
fashionable quality of clothes shift to interestliathes that make them look younger (Hurlock, 1981
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Middle- aged people are well aware that clothesiamgortant to their image. Men recognize importante
clothing and grooming to business success. As dldepnce towards the peak of achievement in midge they become
far more clothes- conscious than they were whey there younger and their status in the businesddweas lower.
Women, by contrast, are less clothes consciousddlmage than in early adulthood, though theye liken, recognize the

importance of clothes and grooming to success @iness and social world (Ryan, 1966).
Middle age group is still the one that exerts thesnimpact on consumption pattern (Solomon and Ra2@04).

Present study attempts to analyze clothing purchabkavior of middle-aged male and female adultni out whether
there is significant difference in their decisioraking with respect to fashion awareness, brand evess, price

consciousness, quality proneness, impulsive buysnglanned purchasing, conformity vs. individualit
REVIEW OF LITERATURE

Goldsmith (2002) examined the personal characiesistf frequent clothing buyers. The study foundtttwo
demographic variables, age and sex were assodidtiedbuying. Women reported buying more than mehatid younger
consumeis more than older ones. Peter’s (1989) study dlewead that female are more concerned about clathesnore
involved in shopping than male. Some other studiesm to indicate that stage in the life cycle mayelen more
important determination of consumer behavior reldateclothing than social class distinction andeotfactors (Horn and
Gurell, 1981). Various evaluative criteria are usgdconsumer in decision making. Style, fit, priwed quality have
consistently been given high priority by consumed;abrand and country of origin being less impartg8oloman and
Rabolt, 2004).

OBJECTIVE OF THE STUDY
Main objective of the study is to find out effedtsex on decision making of adults for clothes.
SIGNIFICANCE

Consumer behavior is a complex area. Indian retad@d marketers do need to find out as much asdhae
about their customers in order to identify theied® how they behave, what influences them to raa#tecision to buy

and what processes they follow when selecting dymidservice.

Middle age adult segment is one of the most impbreansumer segments. Apparel manufacturers, eetail
marketers need to know if decision making in pusehaf clothing of adults of different sex, socioezmic status, life
style and geographic location differ. This will pethem in planning strategies; in production andkeing apparel
products to mature segment. Thus this study wilubeful to marketers to target this segment aneldpvappropriate
promotional strategies as it will add to the knadge base about evaluative criteria and decisiorimggkocess of middle

age adults.
METHODOLOGY

This research is exploratory in nature. Explorat@search includes survey method.
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LOCALE OF THE STUDY
Present study was conducted in two loc- Gorakhpur city of Uttar Pradesh and New Dt
POPULATION AND SELECTION OF SAMPLE

Population comprised of middle aged adults residinGorakhpur and New Delhi. Dateas collected from 600
respondents300 from Gorakhpur and 300 from New DelRandom samplip technique was used to selmale and
female adults from each locale with maximum variation tet @ spread in their age, educational and demoir
backgroundA list of citizens was obtained from Municipal Corption. From list those adults were identified vifedong
to age group 40 to 60 yeard.o get accuracy in resu150 males and 150 females were selected randoony list of

middle age adults.

A questonnaire was developed to collect the data. It veeset on Consumer Style Inventory developed (CS
Sproles and Kendall (1986) to examand describe&lecision making of consumers. Some items were neod&nd som:

new items were added in the inventtmyachieve the objective

Data was personally collected by the investigafdter collection of data, it was coded and analyréth the

help of statistical tools.
RESULT AND DISCUSSIONS

Gender has been identified as a significant faotonderstandir consumer behaviour in most of the studies.
used as a fundamental marketing segment indexrins fto meet their customers’ needs and wants. Menkery to

understand the gender difference in decision masiylg.
HYPOTHESIS
Ho: There is no ass@tion between sex and decision making style gfoadents of middle a¢

To test null hypothesis chi squewas calculated. i§nificance level of 0.05 was decic to accept or reject null

hypothesis.
Table 1: When/ Why of Clothing Purchase
On specid Discount Persona 2
=X occasions BELEN EEEIEE sale enjoyment A value
Male(300) 16.66% 66.33% 6% 11% 6.66
Female(300) 13.66% 61% 8% 17.33% P<0.08

Regarding motivations for clothing purchases, thgigipants have been asked to select one of thst typicd
reasons for purchasing clothes. The utilitariardriee apparel appears to be most important to tioellen aged consume,
followed by special occasion and satisfaction afdréc nee. Discount sale on the other hand, is not percefodoke as

great arinfluence as other reasons for middle a
Quality Consciousness in Middle Aged Aduli

Quality is an important factor when purchasing appproducts. Perceived quality is defined as tiesamers

judgment about an entity’s excellence or supesio
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Table 2: Importance of Very Good Quality Clothes

0, 0,
Male 89% 11% 4.12, p<0.04

Female 93.66% 6.33%

Table 3: Make Special Effort to Get Best Quality Clothes

0, 0,
Male 94% 6% 1.77,p<0.18

Female 96.33% 3.66%

Majority of male and female of consider that quality adtleés is very important i. quality of fabric used in
apparel, of workmanship et€hi square value shows that quality is more irtgydrfor female than male consumers

middle age. That is why they makpecial efforts to purchase quality clot (Table 3).

Store Image

How consumer view store image has long been comsiden important aspect of consumer decision ma

This is because of the consumers’ view and feetoward the store might createhabit to purchase at that sh

repetitively or make them loyal to the st

Table 4: Prefer To Buy the Clothes from Selective Shops

Male(300) 49% 38.33% 11.33% 1.33% 5.87

Female(300) 44.33% 36% 18.33% 1.33% P<0.11

Data given in Table &hows that percentage of respondents always buyorg selected shops is highe
followed by those who often buy from selected sh&eference to buy clothes from selective shopsisassociated wit

sex of respondents as &guare calculated is not significant at levels.

Table 5: Selection Criteria of Clothing Shop

Good Service 16.33% 20.33%

Availability of quality garmer 43% 37%

Availability of branded garme 21.66% 10%

Availability of clothes as per tre 2.33% 7.33% 530780
Availability of clothes of good style/ desic 6.33% 10%

Availability of garment of right pric 8.33% 12.33%

Easy to reach 2% 3%
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Table 5shows that availability of quality clothes is mastportant riteria for selection of particular she
followed by good service and availability of braddeothes respectively. Fourth is availability éétbes in reasonab
price. Easy to reach is of least importance incigle criteria of shops. The reason mee better transport facility.
Selection criteria are dependent on sex of theoregnts. Availability of quality clothes and braddgarment is mor

important for male but good service, availabilityright price, trendy clothes is more important fleméle.

Table 6: Type of Shop Preferred For Purchasing Of Clothe

Traditional Retail . . Branded o
Sex Shop Boutique Shopping Mall Shog X value
Male 35% 5% 20.33% 39.66¥ 41.65
Female 43% 14.33% 24.66% 18% P<0.00

It is clear from Table that Preference for pailar type of shop is dependent on sex of respondBrasided sho

is more preferred by male whereas traditional keteops, boutique and shopping mall are more meddry female:
Brand Consciousness and Brand Loyalty among Middle Age

Brand is a powdul tool to attract consumers to buy a product.rBiing more or less for centuries has bet
means to differentiate goods of one company froat tf anothe Few empirical studies have analyzed that bi
preferences vary with aggight questions of e tool assessed attitude of old people towardsdedhmtlothes and the

preference fothem.

Table 7: Selection of Branded Clothes

Sex Always Often Sometimes Never jc"’j
Male 36.66% 35.66% 22.66% 5%
Female 30% 38% 26.33% 5.66% | o1/P<0-36

It is evidentfrom Table that about one third of the total middiged respondents always select branded cl
whereas 36.8% often purchase branded clothes. féarypeople never purchase branded clo There is no association
between selection of branded clothed sex of respondents.

Attitude toward Brands
An attempt has been made to know the attitude dtilmiaged respondents towards branded clc

Table 8: Branded Clothes Are Fashionable

Sex Agree Somewhat Agree Disagree XdVaIue
Male 40.66Y 50.33% 9% 4.7¢
Female | 32.66% 59% 8.33% P<C.09

It is evident from Table that most of the middleegmeople somewhat agree whereas about one thirgletaty
agree that branded clothes are fashionable. Attinfcboth the sexes is similar towards the fastimaspecof branded
clothes.
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Table 9: Branded Clothes Are Costly Compared To Unbranded Clothe

Sex Agree Somewhat Agree| Disagree KEVaIue
Male 72% 27% 1% 11.2(
Female 73.66Y 21% 5.33% P<0.0(

Data given in Table shows views of middle aged aliwel statemerthat branded clothes are costly compare
unbranded clothes. It is found that most of theenzald female respondents agree that branded clatberore costly &

compared to unbranded clothes. This view is depgratesex of middle aged peo.

Table 10: Branded Clothes Are Of Good Quality and Last Longe

Sex Agree Somewhat agree Disagree szalue
Male 53.66% 40.33% 6% 3.75
Female 51% 38.66% 10.33% P<0.15

They have been asked to express their views abeigtatement that branded clothes areood quality and lasts
longer. Table shows that aboiifty percen agree whereas about forty percepimmewhat agree. The attitude towe

quality of branded clothes is indepenc of sex of middle age consumers.

Table 11: Branded Clothes Increase the Status of Person

Sex Agree Somewhat Agree Disagree XEVaIue
Male 51.6€% 38.33% 10% 5.57
Female 46% 37.66% 16.33% P<.0¢

The opinion of middle age respondents to the state¢rthat branded clothes increase status of pdrasrbeel
presented in Table. Abolifty percent respondents agree and 38% somewhatead/alue of chi square shows t

opinion of male and female of different age groispsame in this regai

Table 12: Preferenceto Buy Favorite Brand Even If Good Clothes of OtherBrands Are Available

Sex Always Often Sometimes Never XjVaIue
Male 34.66Y 37% 18.33% 10% 22.97
Female 20% 35.33% 28% 16.66% P<0.00

Loyalty to favourite brands is dependent on serespondents. More male always prefer to buy fateimiand

whereas more female sometimrenever prefer tbuy favorite brand even if good clothes of othertas are availabl
Price Consciousness among Elderly

Price consciousness or value for money is firdiofafor many consumers in taking buying decisioan§ldering
the fact that middl age consumers have family responsibilities tfillfisuch as education of children, their marriand

so may have comparatively less disposable incomeattampt has been made to find out how price ¢oascthey are
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Table 13: High Price of Clothes Indicates High Quality

Sex Agree Somewhat Agree| Disagree XjVaIue
Male 27.33Y 48.66% 24% 4.08:
Female 20.33% 54% 25.66% p<0.1:

Middle aged respondents’ opinion towards ‘high @raf clothes means high quality’ is shown in tal#ibout
fifty percent ofthem somewhat agree that high price indicates bigdlity. Almost twenty five percent disagree whet

almost similar number of middle age people fullyeg. Attitude of male and female consumers of middje s sam

Table 14:Search for Less Priced Clothes

Sex Always Frequently Sometime Never XjVaIue
Male 6.33% 17.66% 46.66% 29.33% 31.65
Female 3% 2.66% 62.66% | 12.66%| <000

Table shows théahere is association between sex of respondentbainitiof middle aged for searching clothe:
lower price. Percentage of male always or frequently semgctiothes in lower price is higher whereas peregd ol

female who sometime or never search for clothéssa price is highe

Table 15: 1 Go To Market during Sale/ Promotional Seaso

Sex Always | Frequently | Sometime| Never X"’j
Male 8% 8.66% 47.33% 36%
Female | 6% | 20.33% 52.66% | 21% | 203 P<00

It is clear from chi square value that sex of resfemts is significantly associated with purchaselothes a
discount sale. More number of females ofte sometimes purchasetthes at discount than male whereas more nu

of male never purchase from discount sale comparésmale.

Table 16: Focus On Good Value or Money

Sex Always Frequently Sometime Never XE
Male 74.66% 19% 6.33% 0%
Female 72% 20.33% 7% 0.66% 2.381,p<0.49

Majority of middle aged respondents, irrespective of always make sure that quality of clothes is astpbe

amount of money spent. 19.7% often focus on gotukbviar money
Impulsive Buyer vs. Planned Purchase

According toPark (2005), impulsive buying behaviour is a suddsmmpelling, hedonically complex buyil
behaviour in which the rapidity of an impulsive d#en precludes thoughtful and deliberate constitameof alternative

information and choices. An endeavour been made to find out whether middle age consuarersmpulsive buyer ¢
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they plan carefully before taking decision consiugtheir experience and matur

Table 17: Plan Carefully Before Purchasing the Clothes

Sex Always Frequently Sometime Never j(z
Male 31.33% 25.66% 29.66% 13.33% 17.60
Female 33.66% 37.33% 23% 6% P<0.00

Theyhave been asked whether they plan carefully bgforehasing clothes, viz. how many clothes to buyictv
clothes to buy, price range etindings shows thatlanned purchse is significantly associated wsex of respondents.

More number ofemale than male always or often plans everythargfully before purchasing clothes. On the otherdt

more male sometime or never plan carefully befangry clothes

Table 18: Take Time in Making Brand and Product Decisior

Sex Always Frequently Sometime Never j{z
Male 11.66% 16.33% 37% 35%
10.21, p<0.0
Female 11.66% 25.66% 36.66% 26%

Habit of taking time in making brand and productiden is dependent on sex of middle agnsumers. More

female than male frequenttgke time in making brand and product decision wasmore male never do tl Male does
not have patience.

Table 19: In Spite d a Preplanned Agendel Tend to Do a Lot of Unplanned Purchas

Sex Always Frequently Sometime Never }(2
Male 25.33% 39% 31% 4.66%
13.59,P<0.00
Female 19.66% 31.66% 38% 10.66%

Middle aged respondents have been enquired iffthdyclothes of appealing colour, design or; seateale, d¢
they tend to purchase even if there is no neex is significantly associated with impulsive buyiof clothes. It it

interesting to find that more male than female gisvar often do impulsive buying. Percentage of ngiddyed femal

sometimes or neveloing unplanned purchase is higher in comparto male.

Table 20: Comparethe Price of Clothes before Purchasin

Sex Always Often Sometimes Never XE
Male 41% 34% 15.33% 9.66%
20.797,P<0.00
Female 56.33% 26.33% 14.33% 3%

Findings of above table shows that most of middjedaconsumers compare pi of clothes. There is significa

association between sex and price comparing behwicthe respondents. More female always or oftanmare price tha

male. Mean score
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Table 21: Check All Aspects of Garment before Purchasin

Sex Always Often Sometime Never XZVaIue
Male 57.66% 30% 10% 2.33% 6.177
Female 58% 34% 7.66% 0.33% p<0.10

Consumers have been asked whether they checkattifferiteria of quality of clothes such as quabtfyfabric,
cut/hole in fabricguality of sleeve, collar, neckline, se, trimming etc while buying clothes. Result hasrbegported ir
Table. It is clear that most of the respondentsagbiacheck various quality criteria clothes. Cl square values reveal that
sex of middle aged is not associated with the biehaf qualty checking of clothes. Thus they exhibit similahlvior

with regard to quality check of clothes.

Table 22: Read Label before Purchasing the Clothes

Sex Always Often Sometime Never XH
Male 48.33% 28.33% 16.33% 7%
Female 46% 33.33% 2.66% 7.46, p<0.06

Table shows that most of the middle age people ladzal for size of garment, fiber content, and dastruction.

However, there is no significant association betwsex of respondents and habit of reading |

Table 23 Collect Information before Purchasing the clothe:

Sex Always Often Sometime Never XZ
0, 0 0 0,
Male 50% 26.33% 20.33% 3.33% 1.45 P<0.6
Female | 53.33% 25.33% 19.33% 2%

Consumers acquire information to reduce uncertaamty risk in purchasing decision. Result reportedable
shows that atwt fifty percent respondents of middle age alwayd one fourth often collect informat before purchasing

the clothes. There is no association between sgjirdormation acquiring habit of middle age respemis

Table 24: Sourcesof Information of Cl othes before Purchasing the Clothe

Window Friends And Newspaper 2
SR Shopping Colleague: Magazine InEine! I Slep e X
Male 15.66% 22.333% 10.33% 7% 15.66% 29% 14.45
Female 21.33% 24.33% 11.33% 11.66% 13% 18.33% p<0.01

The influence on an individl to select a product or store depends upon themmication of information fror
sources to individual. Significant difference isifi in source of information used by both se Friends and colleagues,

window shopping and internet aueed by more feale whereas shopkeepers, TV ased by more mal
FashionConsciousness of Respondet

Fashion consciousness refers to a person’s dedreevalvement with the styles or fashion of clotginAn

individual does not have to be either a fashiomiopi leacer or a fashion innovator to be considered faslkimmscious
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Rather, fashion consciousness is characterizednbiptarest in clothing and fashion, and in one'segranceStudies
conducted in western countries indicate that eydark fashion conscio. An attempt has been made to find out fasl

consciousness of Indian middle aged persons. Rsguiesented in Tabl25 — 28.

Table 25: Preference for Fashionable Trendy Clothes

Sex Always Frequently Sometime Never XE
Male 17.66% 25.33% 43% 14% 30.35
Female 24.669 33.33% 39.33% 2.66% | <000

Table 26: Knowledge of Fashion Trend

Preference for fashionable trendy clothes is depeindn sex of middle aged as calculated value péatare is

significant. Percentage of females always or gftezferring trendy clothes is higher than

Sex Always Frequently | Sometime Never XAVaIue
Male 16.66% 21.66% 44% 16.66% 39 96
Female 19% 41% 35% 5% P<0.00

Awareness about fashion trend is dependent on Berspondents. Obviously more females than mare

always or often aware of current fashion tre

Table 27: When Do They Purchase Fashionable Clothes

When Everyone At The End Of 4
Sex Before Everyone Els¢ Buys, In Season Season X value
Male 7% 76.66% 16.33% 6.213
Female 11.66Y 77% 11.33% p<.04

An atempt has been made to find out whether middleragigondents are leader or follower of fashion. Majc
of them buy clothes when it is in fashion. Some ktithe end of season whereas very few buy befageyene else

However, significant differenceaithe behavior of male and female respondentsuisdi
Conformity Vs Individuality in Middle Aged Respondent

It is said that phenomena of conformity is presemhost form of clothing behaviour which is veryastg in teer

age. Whether middle age respent follow conformity in dress or individualityal been studied by investigat

Table 28: Preferenceof Clothes Similar To Friends and Colleague

Sex Always Frequently Sometime Never X"’j
Male 15.66% 33.33% 38% 13% 17.66
Female 9.6% 24.66% 42.33% 23.33%| P<0.00

To assess conformity in clothing selection, midaliee respondents have been asked whether they toefear

clothes similar to friends and colleagues. It iglewt that percentage of respondents who sometpmeder to wear clothe
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similar to friends and colleagues is high Chi square calculated shows significant differemcbehaviour of both the
sexes towards preference to wear clothes similfieiods. More male than female always or oftefofelclothing trend o

friends and colleagues.

Table 29: Adviceof Husband/Wife and Family Members in Purchase of ®thes

Sex Always Frequently Sometime Never XdVaIue
Male 14% 12% 22.33% 51.66% 12.19,
Female 8% 11% 16.33% 64.66% P<0.00

Calculated value of chi square indicates adviceof husband and family in purchase of clo is dependent on
sexas significant difference is found the views of males and females. It is interestmdnd that percentage of feme
who never takes adviaef husband/family members in selection ofthes is higher than that of m¢ More number of

male always, frequently or sometimesnfluenced than female.

Table 30: Searchfor Clothes That Are New and Different From Others

Sex Always Frequently Sometime Nevet X!
Male (300) 17.33% 25.66% 30% 27% 13.50
Female (300) 24.66% 29% 30.66% 15.66% P<0.00

Chi square value reveals that there is associdtismveen search for new & different clot and sex of
respondentsPercentage of females who always /often searchléthes new and different clothin the market is higher

than males. On the contrary percentage of malesrrsarching new clothes is higl
CONCLUSIONS

* Majority of male and femaleonsider that quality of clothes is very importahtatis why they make special

efforts to purchase gligy clothes, check all aspects of garments before buying.

» Although attitude of middle aged male and femalalisost same towards brands, brand loyalty is highenale

than female.

e The result shows that middle aged consumer is picescious. Howeve more female respondents than

search clothes in less price and go for discoust

 Middle aged consumemare perfectionist purcha; they plan carefully, compare price, read labalj acquire

information before buying clothes. In spite of lepwrfectionist, they are impulsive buyer a

» Significant difference in preference for fashioothes, knowledge of current trend is fo. Females are more

fashion conscious than male.

» ltis interesting to note thaboformity in clothes is more importafor male than femal
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