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ABSTRACT

The Customer satisfaction is a crucial factor in determining the success of the apparel industry, where
consumers choose between branded and unbranded clothing based on various influencing factors. This
study aims to analyze and compare customer satisfaction towards branded and unbranded apparel,
focusing on aspects such as price, quality, comfort, design, durability, and brand image. A descriptive
and analytical research design was adopted, and primary data was collected through surveys using
convenience sampling and Likert scale techniques. Statistical tools such as the Chi-square test and
weighted average method were applied for data analysis.

The results indicate that customers with higher income levels tend to prefer branded apparel due to its
superior quality, durability, and strong brand reputation. In contrast, customers with lower income levels
prefer unbranded apparel because of its affordability and suitability for everyday use. The study also
reveals that factors such as price, quality, design, and social influence significantly affect purchase
decisions. Overall, customers are satisfied with both branded and unbranded apparel depending on their
needs, preferences, and financial capacity. The study concludes that both categories have a stable demand
in the market and understanding customer behaviour can help businesses enhance their strategies and

improve customer satisfaction.
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INTRODUCTION

Customer satisfaction plays a significant role in the success of the apparel industry. It refers to the level of
satisfaction customers feel after purchasing and using a product. In today’s competitive market, customers

have many choices in apparel, and their satisfaction depends on factors such as price, quality, comfort,
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design, durability, and brand image. Satisfied customers are more likely to make repeat purchases and

recommend products to others.

The apparel industry includes both branded and unbranded clothing, which cater to different segments of
customers. Branded apparel is generally known for its quality, durability, and brand reputation, whereas
unbranded apparel is preferred mainly for its low price and affordability. Customers choose between
branded and unbranded apparel based on their income level, purpose of use, fashion preference, and

personal expectations

With changing lifestyles and increasing awareness, customers are becoming more conscious about the
value they receive for the price they pay. While some customers prefer branded apparel for special
occasions and long-term use, others prefer unbranded apparel for daily wear. Therefore, understanding
customer satisfaction towards both branded and unbranded apparel is essential for retailers and

manufacturers.

This study focuses on analyzing customer satisfaction towards branded and unbranded apparel. It aims to
compare customer opinions, identify factors influencing purchase decisions, and understand buying
behavior. The findings of this study will help apparel retailers, manufacturers, and marketers to improve

their products, pricing strategies, and customer satisfaction levels.

BRANDED APPAREL
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UNBRANDED APPAREL

METHODLOGY

A study on customer satisfaction regarding branded vs. unbranded apparel typically employs a descriptive
and analytical research design, utilizing surveys (primary data) to measure preferences, loyalty, and
perceptions of quality. Key methods involve convenience sampling, Likert scales, and statistical analysis

(Chi-square, ANOVA) to analyze factors like price, comfort, and status influence.
Chi-Square Test: To check independence between variables (e.g., age vs. brand preference).
Weighted Average Method: To rank factors influencing purchases.

Key Satisfaction Drivers: The methodology focuses on measuring brand trust, perceived quality, variety

of styles, and social influence (status) as drivers of satisfaction.

RESULT

The study was conducted to analyse customer satisfaction towards branded and unbranded apparel.
From the analysis, both branded and unbranded clothing play an important role in the apparel market.
Customers with higher income levels mostly prefer branded apparel because of its better quality,
durability, design, and brand image. On the other hand, customers with lower income levels prefer

unbranded apparel because it is more affordable and suitable for daily use.

The study also shows that factors such as price, quality, design, durability, and brand reputation influence
customer purchase decisions. Overall, customers are satisfied with both branded and unbranded apparel
based on their needs, preferences, and financial capability. Therefore, both types of apparel continue to

have demand in the market.
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CONCLUSION

The study on customer satisfaction towards branded and unbranded apparel reveals that both categories
have their own distinct appeal and customer base. Branded apparel is generally preferred by consumers
who value quality, durability, design, and brand image. These customers are often willing to pay a premium

price in exchange for assurance, status, and consistent product standards.

On the other hand, unbranded apparel attracts price-sensitive consumers who prioritize affordability and
variety over brand name. Many customers perceive unbranded clothing as offering good value for money,

especially for regular or casual use, even though concerns about quality and durability may exist.
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