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Abstract: This paper comprehensively reviews the 

literature on Indian consumers' buying behavior for 

branded clothing. It highlights consumer behavior in an 

evolving market where traditional cultural values 

conflict with emerging retailing trends. The review 

spots some dominant themes among which buying 

decisions are made: cultural influences, brand 

perception, online buying, and sustainability issues. The 

findings suggest that cultural heritage and norms 

significantly impact fashion choices despite 

globalization's global infusion of styles. Brand image 

and trust are essential among consumers who weigh 

aspirational global brands against loyalty towards local 

brands that appeal to their cultural identity. Although 

much has been researched, there are considerable gaps 

in the literature. Most studies have not considered 

demographic differences (e.g., age, gender, socio-

economic status) or urban–rural differences in depth. 

Moreover, the long-term effects of recent shocks (e.g., 

the COVID-19 pandemic) are under-explored. This 

review calls for additional research to address these 

gaps, including localized study and research on how 

digital and sustainability trends continue to influence 

consumer behavior in India's apparel sector. 

 

Index Terms: Branded apparel; Brand perception; 

Consumer behavior; Cultural influences; Indian 

consumers. 

 

I. INTRODUCTION 

 

Consumer behavior has been studied quite a bit in 

marketing and sociology because it affects businesses 

and shows cultural norms. Recently, the clothing 

industry has become a lively topic, especially in 

places like India, where traditional values mix with 

modern trends, impacting how people shop. As 

India’s economy grows and more people move to 

cities, businesses must understand how Indian 

consumers choose clothing. A review of available 

research shows important themes influencing buying 

choices, such as cultural impact, brand image, 

pricing, and the growing role of online shopping (G 

P Dinesh et al., 2023)(Thakur N et al., 2023)(Massey 

S et al., 2022)(Chaudhary S et al., 2022).  Cultural 

and social elements greatly influence what 

consumers choose in India, a country filled with 

variety and deep-rooted practices that affect modern 

shopping. Researchers look at how Indian consumers 

balance their identity through clothing, blending local 

artistry with global fashion trends (Gajjar C et al., 

2021; Habib S et al., 2021; Bharne S et al., 2020). 

Additionally, the rise of online marketplaces has 

changed shopping habits, pushing consumers toward 

more informed buying choices influenced by reviews 

and social media (N Rajput et al., 2017; P MohanRaj, 

2017). This digital shift highlights the need for brands 

to pay attention to how they communicate and 

connect with consumers throughout a product's life 

cycle, which can help brands better connect with their 

audience (Patil et al., 2012; Goldfarb et al., 2019).  

While significant research has been done in this field, 

there are still important gaps, mainly in 

understanding what drives different consumer groups 

in India. Much existing research looks at broad 

trends, but few focus on how age, gender, and social 

class uniquely affect clothing purchases. Also, more 

study is needed on the differences between rural and 

urban buying preferences (Garg P et al., 2018; 

Rahman MA et al., 2018; Islam JU et al., 2016). 

Furthermore, with more consumers thinking about 

sustainability, research should explore how 

environmental concerns change shopping behaviors 

in the clothing industry (Spence C et al., 2014; 

Bhakat RS et al., 2013; Basu R et al., 2012).  This 

literature review aims to give a detailed overview of 

the current academic discussion about how Indian 

consumers buy clothing. It will highlight key themes 

present in the literature that show the cultural and 

economic factors at work. It will also highlight 

essential research gaps, promoting a more detailed 

approach to examining how demographic factors 

affect consumer behavior. By combining these 
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aspects, the review aims to set a groundwork for 

future studies while providing valuable insights for 

practitioners making strategic decisions in this 

growing market (Rajput N et al., 2012)(Jacqueline K 

Eastman et al., 2012)(Jain V et al., 2012)(Habib S et 

al., 2021)(Lohan A et al., 2020)(Khare A et al., 

2020)(Kautish P et al., 2020)(Shahid S et al., 

2019)(Prakash G et al., 2017)(Chakrapani A, 

2015)(Adams R et al., 2015)(S M Islam R et al., 

2015)(Bhargava M et al., 2023)(Jessie H Chen-Yu et 

al., 2022)(Anwer A et al., 2021)(Casas M et al., 

2019)(I Ubrežiová et al., 2019)(Chakrapani A, 

2015)(N Rajput et al., 2012)(Ramtiyal B et al., 

2023)(Sangeetha K Prathap et al., 2020)(Gabriella M 

Hastig et al., 2019)(Narayan G et al., 2015). 

 

II. REVIEW OF LITERATURE 

 

The changes in Indian consumers' buying behaviors 

regarding clothing show important shifts driven by 

economic, cultural, and technological factors. Initial 

studies mainly examined traditional clothing and 

local choices, highlighting a preference for regional 

outfits and handmade items valued for cultural 

importance and craftsmanship (G P Dinesh et al., 

2023; Thakur N et al., 2023). In the 1990s, as India's 

economy opened up, consumer habits started to 

evolve, with greater exposure to international brands 

shifting focus to modern retail methods. Market 

studies from this time pointed to a rising interest in 

branded and imported clothing, reflecting a quest for 

perceived quality and status among buyers (Massey 

S et al., 2022; Chaudhary S et al., 2022).  As 

globalization moved into the 2000s, research began 

to look at urban growth and changing lifestyles 

affecting consumer preferences. With increased 

disposable income and access to digital marketing, a 

growing middle class pursued trendy and stylish 

options (Gajjar C et al., 2021; Habib S et al., 2021). 

Studies indicated that this group was heavily 

influenced by celebrity endorsements and social 

media, leading them to favor fast fashion brands over 

traditional choices (Bharne S et al., 2020; N Rajput et 

al., 2017).  Recently, the COVID-19 pandemic 

significantly changed buying behaviors, prompting 

research into how health concerns and online 

shopping have altered consumer preferences (P. 

Mohanraj, 2017; A. Patil et al., 2012). Awareness of 

sustainability and ethical sourcing has grown as 

consumers become more cognizant of the 

environmental effects of their choices (Goldfarb A. et 

al., 2019; Garg P. et al., 2018). Therefore, the 

development of Indian consumers’ clothing 

preferences showcases a complex interaction of 

cultural, economic, and technological factors that 

continue to shift in response to global trends and local 

contexts.  The choices of Indian consumers regarding 

clothing highlight key themes, such as cultural 

influences, brand perceptions, and the importance of 

sustainability. Cultural identity is crucial in guiding 

purchasing choices, with studies indicating that 

traditional wear often exists alongside modern 

fashion preferences (G P Dinesh et al., 2023; Thakur 

N et al., 2023). This blend of tradition and modernity 

emphasizes how important cultural relevance is in 

marketing practices, as buyers look for clothing that 

mirrors both their background and modern tastes 

(Massey S et al., 2022).  Brand perception also plays 

a vital role in shaping consumer behavior in India's 

clothing market. Research shows that trusted brands 

significantly aid consumer choices (Chaudhary S et 

al., 2022; Gajjar C et al., 2021). The aspirational 

appeal of global brands is powerful among young 

consumers, attracting them toward higher-end 

clothing options (Habib S et al., 2021). Conversely, 

local brands are becoming popular for their perceived 

authenticity and connection to local values (Bharne S 

et al., 2020), indicating a balance between global and 

local influences.  Furthermore, rising awareness of 

environmental issues is influencing preferences for 

sustainable fashion. Studies reveal that increasing 

Indian consumers prioritize eco-conscious brands, 

reflecting a shift toward more responsible shopping 

habits (N Rajput et al., 2017; P MohanRaj, 2017). 

This trend requires apparel retailers to adapt their 

offerings to meet these evolving preferences, 

incorporating sustainability into their brand strategies 

(Patil et al., 2012). Thus, the interaction of cultural 

importance, brand trust, and ethical consumption 

shapes the complex landscape of Indian consumers’ 

clothing preferences.  Various methods have been 

used to investigate the shopping preferences of Indian 

consumers about apparel products, yielding detailed 

insights into consumer behaviors. Qualitative 

methods often target cultural and social influences on 

preferences, highlighting the significance of 

traditional values and modern trends. Ethnographic 

studies situate consumer behavior within a wider 

social and cultural framework, showcasing how 

family and peer influences affect buying decisions (G 

P Dinesh et al., 2023; Thakur N et al., 2023). On the 

other hand, quantitative methods provide broader 

assessments through large surveys that quantify 

preferences and identify trends across different 
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demographics, revealing a link between income 

levels and brand preferences, which suggests a shift 

toward premium brands as income rises (Massey S et 

al., 2022)(Chaudhary S et al., 2022).  Mixed methods 

combine qualitative depth with quantitative breadth 

to better understand consumer motivations. This 

approach reveals that online reviews and social media 

increasingly influence consumers, potentially 

enhancing or weakening brand loyalty (Gajjar C et 

al., 2021; Habib S et al., 2021). Additionally, 

experimental studies show how marketing strategies 

impact consumer choices, demonstrating the 

effectiveness of promotional discounts and fashion 

collaborations in influencing buyer preferences 

(Bharne S et al., 2020; N Rajput et al., 2017).  Despite 

the various findings across these approaches, gaps 

exist, particularly concerning regional differences in 

India. Some research indicates that preferences can 

vary significantly between urban and rural settings, 

highlighting the need for localized research to capture 

these distinctions accurately (P. Mohan Raj, 2017; A. 

Patil et al., 2012). In conclusion, the range of methods 

used to study this topic reflects the complexity of 

Indian consumer behavior in the clothing sector, 

calling for ongoing research and detailed analyses to 

keep up with changing market dynamics.  To 

understand the buying preferences of Indian 

consumers regarding clothing, a comprehensive 

theoretical approach that connects consumer 

behavior, cultural influences, and economic factors is 

necessary. The theory of planned behavior suggests 

that peoples' purchase intentions are shaped by 

attitudes, subjective norms, and perceived control, as 

shown by findings emphasizing the influence of 

social and cultural elements on consumer choices in 

India (G P Dinesh et al., 2023; Thakur N et al., 2023).  

Furthermore, the cultural dimensions theory explains 

how individualism versus collectivism impacts 

consumer actions. In India, where collectivist values 

are strong, consumers often follow trends that 

indicate social acceptance and family support 

(Massey S et al., 2022; Chaudhary S et al., 2022). 

Research also shows that socioeconomic status 

affects brand loyalty and product preferences, 

suggesting that higher-income groups lean toward 

premium brands while lower-income consumers 

prioritize affordability (Gajjar C et al., 2021; Habib S 

et al., 2021).  Integrating social identity theory, recent 

studies indicate that consumers often choose clothing 

brands that align with their self-image and societal 

identity, complicating the buying process (Bharne et 

al., 2020; Rajput et al., 2017). The overlap of social 

identity and cultural factors shows how emotional 

aspects shape preferences, suggesting that brands 

resonating with consumers’ personal and social 

identities are more likely to thrive in the Indian 

market (P. Mohanraj, 2017; A. Patil et al.., 2012). 

Using a combination of theoretical frameworks not 

only clarifies the specific practices influencing Indian 

consumers' clothing preferences but also highlights 

the need for brands to adapt to these varied influences 

for successful market penetration. 

 

III. CONCLUSION 

 

The literature review on Indian consumers' buying 

preferences for clothing has pointed out important 

findings that showcase the complex nature of 

consumer behavior in this changing market. The 

main themes highlight the importance of cultural 

influences, brand perception, and the growing focus 

on sustainability in shaping consumers' choices in the 

Indian apparel industry. Research shows that cultural 

identity is essential, with studies revealing how 

traditional clothing exists alongside modern fashion 

trends, reflecting both heritage and current values (G 

P Dinesh et al., 2023; Thakur N et al., 2023). This mix 

demonstrates how Indian consumers explore their 

identities through clothing, looking for items that 

connect with their personal and social stories.  The 

review also emphasizes the rising importance of 

brand perception, especially among younger 

consumers who tend to prefer global brands seen as 

aspirational, but also increasingly appreciate local 

brands that provide authenticity (Massey S et al., 

2022)(Chaudhary S et al., 2022)(Gajjar C et al., 

2021)(Habib S et al., 2021). The literature connects 

the growth of e-commerce and social media to a 

change in buying behavior, where online platforms 

offer various choices and influence consumer loyalty 

through reviews and influencer promotions (Bharne 

et al., 2020; Rajput et al., 2017). This notable shift in 

shopping practices shows broader trends in consumer 

behavior that marketers and businesses need to 

understand to engage effectively with today's Indian 

consumer.  These findings have important 

implications for those working in the apparel 

industry. As brands compete in this market, 

recognizing their target customers’ cultural and 

socio-economic backgrounds is essential for 

developing successful marketing plans. 

Additionally, the growing importance of 

sustainability among consumers allows brands to 

stand out and align with the increasing awareness of 
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ethical buying (P. Mohanraj, 2017; A. Patil et al., 

2012; Goldfarb A. et al., 2019). The ongoing 

discussion about sustainability influences consumer 

choices and sets brand expectations regarding 

transparency and responsible sourcing.  However, the 

review points out considerable shortcomings in the 

existing literature. Although broad in coverage, many 

studies have missed detailed examinations of 

demographic factors, such as the interactions 

between age, gender, and regional variations, which 

significantly impact buying habits (Garg P et al., 

2018; Rahman MA et al., 2018; Islam JU et al., 2016). 

The differences in buying practices between urban 

and rural consumers are not well-addressed, 

highlighting the need for localized studies that 

capture the varied preferences across different areas 

(Spence C et al., 2014; Bhakat RS et al., 2013). 

Additionally, the changing effects of the COVID-19 

pandemic have made it necessary to reexamine what 

motivates consumers, an area still needing 

exploration (Basu R. et al., 2012; Rajput N et al., 

2012).  To improve the understanding of Indian 

consumers' apparel preferences, future research 

should take a broader approach that investigates the 

sociocultural dynamics involved. Studying consumer 

behavior theories and conducting thorough empirical 

research combining qualitative and quantitative 

methods can yield a complete picture of this intricate 

market (Jacqueline K Eastman et al., 2012; Jain V et 

al., 2012). Potential research areas could focus on 

regional fashion trends, the blend of online and 

offline shopping experiences, and the effects of 

socio-economic factors on views about sustainability 

(Habib S et al., 2021)(Lohan A et al., 2020)(Khare A 

et al., 2020)(Kautish P et al., 2020).  In conclusion, 

Indian consumers' clothing buying preferences 

reflect a complex mix of cultural influences, 

economic conditions, and technological changes. As 

shown by the findings, keeping up with these trends 

and understanding what drives decision-making will 

be essential for brands wanting to succeed in this 

evolving market (Shahid S et al., 2019)(Prakash G et 

al., 2017)(Chakrapani A, 2015)(Adams R et al., 

2015)(S M Islam R et al., 2015)(Bhargava M et al., 

2023)(Jessie H Chen-Yu et al., 2022). The reviewed 

literature's depth establishes a solid basis for 

theoretical growth and presents practical insights for 

industry participants looking to align their strategies 

with the specific preferences of Indian consumers. By 

addressing the gaps noted, future research can 

significantly enhance the conversation surrounding 

consumer behavior in India’s clothing market and 

beyond (Anwer A et al., 2021)(Casas M et al., 2019)(I 

Ubrežiová et al., 2019)(Chakrapani A, 2015)(N 

Rajput et al., 2012)(Ramtiyal B et al., 

2023)(Sangeetha K Prathap et al., 2020)(Gabriella M 

Hastig et al., 2019)(Narayan G et al., 2015). 
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