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Abstract : Fashion has always fascinated people through ages. Indian women’s wear in particular women's western formal
wear has gone through transformational phases during the past decade. Increasing number of working women, independence
in deciding financial matters, media exposure and awareness of current trends has provided a different dimension to the
apparel segment. With globalization and sharing of cultures, in India formal women’s wear is no longer restricted to ethnic
outfits like a sari or salwarkameez. Strong western influence has been observed in the process of designing, production and
use of western formal wear by working women as consumers. The present study focuses on the psychographics parameters,
consumer buying preferences and their relation to the present market scenario. Qualitative and quantitative data was gathered
through a observation, consumer survey and study of brands. A questionnaire was prepared and uploaded as a google form to
gather  primary  data  from hundred  consumer  respondents.  The  respondent  samples  were  drawn through snowball  and
purposive sampling technique. Consumers’ buying behavior is influenced by various aspects like age group, occupation, income
and their personal preferences. Frequency of use, criteria for brand selection, styles of formal wear and motivating factors for
purchase of western formals by working women were the other influential factors under consideration. It was observed that
higher consumption and more popularity was indicated by women in the age group of 21-30 years. Amongst western formal
wear shirts and trousers were noted to be the most preferred in Mumbai. It may be noted that consumers purchased and used
branded western formal wear for reasons of comfort and value for money. Past experience in using the product and price were
some of the important criteria for brand loyalty but the need for variety lured consumers to look for other brands. Fit of the
garment was rated as the most important motivational factor while selecting products for purchase. With the advancement of
women’s economic status, self-reliance, women role and image in the society, impulsive buying has increased with increase in
consumerism. There is an ever growing demand for innovations in cuts, styles, designs, colors and fabrics. The growing fashion
consciousness at the work place has turned women’s formal wear segment into a lucrative and highly evolving market thus
providing space for new entrepreneurs to become a part of this developing sector.
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