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ABSTRACT 

          Business world is changing rapidly in all dimensions as the needs and wants of the 

consumers are changing. The job for manufacturers and companies in the present scenario does 

not stop with just producing quality products to satisfy the needs and wants. They also have to 

spend and incur cost with respect to making the consumers buy their products and services.  As a 

result of globalization marketing has gained a lot of significance with increased intensity of 

competition in this world. Brand acts as a tool for a business that helps to distinguish their 

products and services from their competitors’ products and services and alsoto influence new 

customers and retain the existing consumers. this paper intends to identify and examine the 

factors like quality, price, comfort etc. which have an influence on the purchase decision of men’s 

branded apparels. 
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I. INTRODUCTION 

Branding is extremely important for all the business. It is a complex topic which combines the 

elements of consumer psychology with the principles of marketing. A strong brand has the capacity of 

affecting the consumer buying behavior. Branding also plays an important role by putting itself with the 

buyers’ self-concept. Every person has a certain image about themselves in their mind. When they 

purchase something, they would prefer to purchase those things which conform to their self-concept. 

Once a brand has a created a good impression in the minds of the consumers, they become loyal to that 

particular brand and will not have the intention to switch to any other brand even if the other brands 

have the advanced features than that of the brand which they are loyal. Brand is more than an identity 

mark for a business. It signifies   psychological and emotional attributes for a consumer like reliability, 

status, quality etc. it helps the business as the consumer can recognise and prefer their  products or 

services. It provides long term benefits for the business and makes it easy for consumers to take 

purchase decisions. 
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II. REVIEW OF LITERATURE 

GokhanTekin, SercanYiltay, Esra Ayaz’s (2016) GokhanTekin, SercanYiltay, Esra Ayaz (2016) 

revealed that revealed that Brand image has a significant power of creating a product or wiping it from 

consumer market. E. Ratnam (2015)revealed that class, family size, income and popularity of brands were 

the External Stimuli which influence the buying behaviour of the consumers.Neyati Ahuja (2015)revealed 

that customers gave most importance and believed that Brands in fashion industry have become a status 

symbol.Raghavendran V (2018)revealed that Big bazaar has created a positive impact about their brand 

image in the minds of the customers.D.Y. Patil (2015)revealed that the consumers of luxury cars consider 

brand, latest technology and safety features as more important features than economic consideration and 

fuel efficiency. 

1.1 Need For The Study 

Manufacturers and business have to consistently analyse the impact of their brand in the market 

to understand its value for the customers. In this fast changing world, the factors that influence 

consumers to buy a product today might not have the same impact tomorrow especially in case of 

consumer non-durable goods like apparels.So this study aims to analyse the impact of brand on the 

purchasing of men’s apparel. 

III. OBJECTIVES OF THE STUDY 

1. To analyse the factors that influencethe purchase decision of men’s branded apparel 

2. To analyse the factor that has the highest impact on purchase decision. 

2.1 Research Methodology 

The sample size for this paper is 50 male respondents. The data to be collected though structured 

questionnaire measured on a 5-point Likert Scale ranging from strongly agree to strongly disagree. The 

statistical tools proposed to be used for this paper are Mean, Standard Deviation and simple percentage.  

2.2 Limitations Of The Study 

1. The present study is conducted only among the bank customers in Chennai 

2. The sample size is small and so the findings cannot be generalized to the entire population 

DATA ANALYSIS AND INTERPRETATION 

Table:1 Demographic Profile 

S.No. Age (years) Percentage S.No. Marital Status Percentage 

 18-25 50  Married 27 

 25-35 37 2. Widower 0 

 35-45 3 3. Divorced 1 

 45-55 6 4. Single 72 

 Above 55 4    

S.No Monthly Income Percentage S.No. Educational qualification Percentage 

 Less than Rs.20,000 37  Higher secondary 0 

 Rs.20001-Rs.40000 27 2. Diploma 1 

 Rs.40001-Rs.60000 16 3. Undergraduate degree 44 

 Rs.60001-Rs.80000 6 4.. Post graduate degree 40 

 Rs.80001-Rs.1,00,000 7 5. Professional degree 10 

 Above Rs.1,00,000 7 6. Others 5 

S.No. Occupation Percentage S.No. Gender Percentage 

 Govt. Employee 0  Male 100 

 Pvt. Employee 41 2. Female 0 

 Professional 9    

 Self employed 14    

 Student 27    

 Others 9    
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The above Table depicts that all the respondents are Male (100%), Under Graduates (44%), in 

the age group of 18-25 years (50%), and unmarried (72%), private employees (41%) with a monthly 

income of less than Rs.20,000 (37%). 

Table No. 2 Quality 

S.No Particulars Mean S.D. 

 I feel the quality of the branded apparel is very good. 4.03 0.93 

 I feel high priced branded apparels are of good quality 4.43 0.80 

 
I feel branded apparel is about wearing designer labels than quality 

of the clothing 
2.57 1.23 

 I feel price I pay for branded apparel is worth 4.25 0.77 

The above table depicts all the statements that measure the influence and perception of men’s 

branded apparel with respect to quality attribute. The finding reveals that the respondents have strongly 

agreed to three statements out of four statements. (1,2 & 4). The respondents have disagreed to the 

statement that branded apparel is about wearing a designer label (weighted mean=2.57).  The respondents 

agree that the quality of the branded apparel is very good (weighted mean=4.03) and they strongly agreed 

that high priced branded apparel is of very good quality (weighted mean=4.43) and they also feel it is 

worthy to pay that price for branded apparel for its quality (weighted mean=4.25).  Thus “quality” is one 

of the important factor that customer perceive in a branded apparel for their purchase decision. 

Table No.3 Comfort 

S.No Particulars Mean S.D. 

 I feel branded apparel is very comfortable 3.35 1.26 

 I feel branded apparel enhances my personality 4.10 0.76 

 I feel confident when I wear branded apparel 3.50 1.21 

 
I can express myself freely when I wear 

branded apparel 
3.20 1.29 

 
I feel branded apparel provide me a sense of 

professionalism 
3.16 1.32 

The above table depicts all the statements that measure the significance and influence of 

“comfort” attribute in purchase decision of men’s apparel. The respondents have agreed that branded 

apparels enhances their personality (weighted mean=4.10) and they are very comfortable with branded 

apparels (weighted mean=3.35). The respondents agree that when they wear branded apparel they are 

confident and are able to express themselves freely to others(weighted mean=3.50 & 3.20 respectively). 

Respondents feel that branded apparel gives them the sense of professionalism (weighted mean=3.16). 

Thus respondents feel that their need for physical comfort and as well as their personality is enhance by 

wearing branded apparel. 

Table No. 4 Price 

S.No Particulars Mean S.D. 

 I prefer price off when I buy branded apparel 3.57 0.82 

 
I feel Discounted branded apparels are of low 

quality 
2.61 1.26 

 
I prefer branded apparel if it offers me “buy one 

take one” 
3.35 1.19 

 The brand provides good value for money 4.10 0.76 

 The above table depicts all the statement that measures the significance of price and their 

perception of sales promotion tools. The respondents have strongly agreed that the money they pay for 

the price is worth the money they spend (weighted mean=4.10). They also prefer that discounts and other 

sales promotion tools like “buy one take one” encourage them to prefer branded apparels (weighted 

mean=3.57 & 3.35). The respondents have disagreed discounted brand are of low quality (weighted 
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mean=2.61). Thus, respondents are willing to pay the price for branded apparels and expect discount & 

offers at the same time. 

Table No. 5 Availability 

S.No Particulars Mean S.D. 

 I feel brand apparels has availability of wide colour range 3.42 1.29 

 I feel branded apparels has latest fashion updates 3.52 1.35 

 I feel branded apparel are easily available in stores 3.36 1.21 

 I feel like branded apparel fits my size correctly 3.65 1.35 

 Branded apparels are available in stores conveniently located for me 3.60 1.19 

 The above table depicts all the statements that measure the “availability” aspect of branded 

apparels. The respondents agree that size available in brand fits them correctly (weighted mean=3.65). 

They also feel that branded apparels are available to them in locations that are convenient to for them to 

shop (weighted mean=3.60). They feel that branded are available to them in wide range of colours and are 

well updated with current fashion trends (weighted mean=3.42 & 3.52 respectively). Thus, respondents 

prefer branded apparels as it is available in standard size and satisfies them by keeping with current 

trends.  

Table No. 6 Aesthetics 

S.No Particulars Mean S.D. 

 I feel ambience within the branded apparel outlet is appealing 3.21 1.26 

 I feel Overall customer service is very good 3.76 1.00 

 I try new apparels from the brand I already have experience with 3.73 1.02 

The above table depicts all the statements that measure the “store environment” where branded 

apparels are sold. The responded agreed that they are satisfied with the overall customer service (weighted 

mean = 3.76). And they prefer to try new apparels of brands they already had an experience (weighted 

mean=3.73) and the ambience of the store is also appealing (weighted mean=3.21). Thus, respondents 

feel that store environment and customer service in which branded apparels are also has an impact on 

their purchase decision. 

Table No. 7 Social Recognition 

S.No Particulars Mean S.D. 

 I feel that whenever I wear branded apparel people are appreciating me 3.35 1.26 

 I choose a brand according to my social status 3.66 1.27 

 I feel I am respected because I am wearing branded apparel 3.50 1.21 

The above table depicts all the statements that measure social recognition aspect of branded 

apparels. The respondents have agreed that they purchase brands according to their social status 

(weighted mean=3.66). Respondents agree that they feel appreciated and respected when they wear 

branded apparels (weighted mean=3.35 & 3.50 respectively). Thus, respondents believe that branded 

apparels enhance their social status in the society. 

Table No. 8 Summary Table 

S.No Particulars Mean 

 Quality 3.82 

 Comfort 3.46 

 Price 3.41 

 Availability 3.51 

 Aesthetics 3.57 

 Social recognition 3.50 

The above table depicts the factors that have an impact and influence on the purchase decision 

of men’s branded apparels. Of all the factors analysed it is evident from the table the quality has the 
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highest influence on the purchase decision of men’s branded apparel with highest weighted mean of 3.82. 

Thus, customers are willing to pay higher prices for the quality branded apparels. 

IV. CONCLUSION 

The aim of this study is to identify the various factors like quality, comfort, price, availability 

social recognition etc. that have an impact on the purchase decision of branded apparels of men and to 

examine among factors that has the highest impact on the purchase decision. The paper findings show 

that of the factors which are considered for analysis “quality” has the highest impact on the purchase 

decision of men’s apparel.  In the present scenario brand plays a very important role in the buying 

behavior of customers with respect to apparels. 

V. REFERENCES 

1. file:///C:/Users/Admin/Desktop/ROL/luxury/4.pdf 

2. file:///C:/Users/Admin/Desktop/ROL/luxury/5.pdf 

3. file:///C:/Users/Admin/Desktop/ROL/luxury/26.pdf 

4. file:///C:/Users/Admin/Desktop/ROL/luxury/30.pdf 

5. Google  

 

 

 

 

../../../../../Admin/Desktop/ROL/luxury/5.pdf
../../../../../Admin/Desktop/ROL/luxury/26.pdf
../../../../../Admin/Desktop/ROL/luxury/30.pdf

