1.1INTRODUCTION 

Fashion retail has undergone a significant transformation over the past few decades, with the rise of fast fashion and value-based shopping influencing consumer preferences. The increasing demand for stylish yet affordable clothing has led to the emergence of several brands that cater to budget-conscious consumers without compromising on trends. In India, the fashion industry has experienced rapid growth, driven by factors such as urbanization, increased disposable income, digital marketing, and changing lifestyle patterns. With social media playing a crucial role in shaping fashion trends, consumers are more exposed to global styles and seek trendy clothing at reasonable prices. Additionally, the rise of e-commerce and omnichannel retailing has further fueled the demand for affordable yet fashionable apparel. As a result, both international and domestic brands are focusing on providing value-for-money fashion to cater to the diverse needs of Indian shoppers. This shift has made value fashion a dominant segment in the retail industry, leading to intense competition among brands offering stylish and economical clothing.

Consumer preferences in fashion are influenced by a combination of economic, social, and psychological factors. Pricing remains a key determinant in purchase decisions, with customers increasingly looking for high-quality products at reasonable prices. Brand perception, store ambiance, shopping convenience, and the availability of trendy designs also play a significant role in influencing buying behavior. Additionally, factors such as promotional offers, loyalty programs, and personalized shopping experiences contribute to customer retention and brand loyalty. The evolution of shopping behavior has also been shaped by the growing presence of shopping malls, department stores, and standalone brand outlets, which provide consumers with a wide range of choices under one roof. The impact of digital transformation is evident in the way consumers interact with brands, as many shoppers now research products online before making in-store purchases. Understanding these evolving preferences is crucial for fashion retailers looking to establish a strong market presence and maintain customer satisfaction in an increasingly competitive landscape.
1.2 STATEMENT OF THE PROBLEM

The fashion retail industry in India is evolving rapidly, with consumers increasingly seeking affordable yet trendy clothing options. In Kannur District, the entry of value fashion brands like Zudio has transformed the shopping landscape, offering stylish apparel at competitive prices. However, despite its growing popularity, there is limited research on consumer preferences towards Zudio, including factors influencing their purchasing decisions, brand perception, and satisfaction levels. 
Understanding these aspects is crucial to determining how well Zudio meets consumer expectations and how it compares to other fashion retail brands in the region. This study aims to analyze consumer preferences, shopping behavior, and the key factors that drive customer loyalty towards Zudio in Kannur District, providing insights into its market positioning and potential areas for improvement.
1.3OBJECTIVES OF THE STUDY
· To understand the factors influencing customer preference towards Zudio in Kannur Corporation.

· To analyze the most popular product categories among customers at Zudio.

· To evaluate customer satisfaction with the pricing and quality of Zudio's products.

· To identify the role of store ambiance and customer service in attracting customers to Zudio.

· To recommend strategies for improving customer experience and increasing footfall at Zudio.
1.4 SCOPE OF THE STUDY
The study focuses on analyzing consumer preferences towards Zudio in Kannur District, examining factors such as pricing, product quality, brand perception, shopping experience, and customer satisfaction. It aims to understand the key drivers influencing purchasing decisions and brand loyalty in the value fashion segment. The research is limited to consumers who shop at Zudio stores in Kannur, considering their demographics, shopping frequency, and preferences. The findings will help retailers and marketers improve their strategies while providing insights into the competitive fashion retail landscape in the region.
1.5 RESEARCH METHODOLOGY 
The data required to achieve the objectives of the study is classified as primary and secondary data. 

1.5.1 SOURCES OF DATA 
This study relies on both primary and secondary data to analyze consumer preferences towards Zudio in Kannur District.
Primary Data

Collected directly from consumers through a structured questionnaire, designed to gather insights on their purchasing behavior, brand perception, and satisfaction with Zudio.
Secondary Data

Gathered from published reports, research articles, industry journals, company websites, and online sources.
1.5.2 SAMPLE SIZE
The study will be conducted with a sample size of 50 respondents, selected using a convenience sampling method.
1.5.3 SAMPLING TECHNIQUE
This study employs a convenience sampling technique, a non-probability sampling method where respondents are selected based on their availability and willingness to participate.
1.5.4 METHOD OF DATA COLLECTION
The primary method of data collection for this study is a structured questionnaire. The questionnaire will be designed to gather insights on consumer preferences, purchasing behavior, brand perception, and satisfaction levels with Zudio in Kannur District.
1.5.5 TOOLS FOR DATA ANALYSIS AND PRESENTATION
The collected data is analyzed using percentage analysis and visually represented through bar charts and pie diagrams for better interpretation.
1.6 LIMITATIONS OF THE STUDY
· The study is based on 50 respondents, which may not fully represent all consumers in Kannur District.

· It focuses only on Zudio, limiting comparisons with other fashion retailers.

· Consumer preferences and shopping behaviors change over time, making the findings time-specific.

· Responses may be influenced by personal biases, affecting the accuracy of the data.

2.1 CONSUMER PREFERENCE 

Consumer preference refers to the choices individuals make when selecting products or services based on various influencing factors such as price, quality, brand image, and personal needs. Understanding consumer preferences is crucial for businesses, as it directly impacts product development, marketing strategies, and overall customer satisfaction. Companies across industries strive to analyze and predict consumer behavior to align their offerings with market demands. In the fashion retail sector, consumer preference is particularly dynamic, shaped by evolving trends, affordability, comfort, and brand reputation. The ability of a business to meet consumer expectations determines its success in an increasingly competitive marketplace.

Importance of Consumer Preference

Consumer preference plays a pivotal role in shaping market demand and business strategies. It influences purchasing decisions, brand loyalty, and product positioning in the market. Companies that effectively understand consumer preferences can design better marketing campaigns, improve customer satisfaction, and enhance their competitive edge. Consumer preference not only helps businesses in product differentiation but also enables them to segment the market based on varying tastes, lifestyles, and buying behaviors. For instance, consumers may prefer certain brands due to affordability, while others may prioritize product quality, exclusivity, or sustainability.

Additionally, consumer preference directly affects brand loyalty and repeat purchases. A positive shopping experience, along with product satisfaction, ensures that customers return to a brand. Businesses continuously study customer preferences through market research, customer feedback, and purchasing patterns to refine their product offerings. With the rise of digital technology, businesses now have access to more sophisticated tools, such as AI-driven analytics and consumer sentiment analysis, which help in tracking and predicting consumer preferences more accurately.

Factors Influencing Consumer Preference

Consumer preference is shaped by several factors, especially in the fashion industry, where buying decisions are influenced by both rational and emotional aspects. Some of the major factors include:

Price Sensitivity

Affordability is one of the most significant factors influencing consumer preference. Many consumers prioritize price over other aspects, making budget-friendly brands more attractive. Discounts, seasonal sales, and promotions also impact purchase decisions.

Product Quality and Durability

Consumers seek products that provide long-term value. The fabric quality, stitching, color retention, and overall durability influence their purchasing behavior.

Brand Image and Reputation

A strong and well-established brand is more likely to gain consumer trust. Consumers tend to prefer brands that have a positive reputation for offering quality products, ethical production practices, and excellent customer service.

Fashion Trends and Social Influence

Fashion preferences are heavily influenced by trends, celebrity endorsements, and social media influencers. Many consumers look to fashion bloggers, YouTubers, and social media trends before making purchasing decisions.

Shopping Experience

The overall shopping experience, whether in a physical store or online, affects consumer preference. Factors such as store ambiance, customer service, ease of browsing, and availability of sizes and styles play a crucial role in decision-making.

Convenience and Accessibility

The location of a store, ease of online shopping, and availability of home delivery options also influence consumer choices. Consumers prefer brands that offer a seamless shopping experience with convenient payment methods and hassle-free return policies.

Marketing and Advertising Strategies

Advertising campaigns, social media promotions, influencer collaborations, and targeted ads influence consumer buying behavior. Attractive branding and storytelling help businesses connect emotionally with consumers.

Sustainability and Ethical Practices: In recent years, many consumers have shown a preference for brands that follow sustainable and ethical business practices, such as using eco-friendly fabrics, fair wages for workers, and cruelty-free production methods.

Loyalty Programs and Customer Engagement: Reward programs, discounts for repeat purchases, and personalized offers encourage consumer loyalty and influence preference over time.

Emotional Connection with the Brand: Consumers often develop emotional connections with brands that align with their values, aspirations, and personal identity.

Consumer Preference in the Fashion Industry

The fashion industry is highly dynamic, with consumer preferences constantly evolving due to cultural influences, technological advancements, and economic factors. Unlike other industries where product functionality dominates decision-making, fashion retail thrives on self-expression, identity, and lifestyle choices. Consumers do not merely purchase clothing and accessories based on necessity; they also consider personal style, trends, and social influence.

In today’s digital era, online shopping and social media play a crucial role in shaping consumer preferences. Many fashion-conscious buyers rely on e-commerce platforms, customer reviews, and influencer recommendations before making a purchase. The ability of brands to engage with their audience through digital marketing, interactive content, and customer feedback loops significantly impacts consumer choices.

Moreover, the shift towards fast fashion and sustainable fashion represents two contrasting trends in consumer preference. While many consumers prefer affordable and trendy clothing that aligns with fast fashion principles, an increasing number of buyers are now prioritizing ethical and sustainable fashion, opting for brands that emphasize eco-friendly practices and long-lasting quality.

Understanding consumer preferences in the fashion industry is essential for businesses to develop customer-centric strategies, improve product offerings, and ensure long-term brand loyalty. Companies that successfully adapt to these changing consumer behaviors can maintain a competitive edge and sustain growth in a rapidly evolving market.
2.2 FASHION RETAIL INDUSTRY: AN OVERVIEW

The fashion retail industry is a major segment of the global economy, encompassing the design, production, marketing, and sale of apparel, footwear, and accessories. It operates at multiple levels, from luxury fashion houses to mass-market retailers, offering products that cater to a diverse consumer base. The industry is highly influenced by cultural trends, technological advancements, economic conditions, and consumer preferences. Fashion retail is a dynamic sector that evolves rapidly, driven by the changing tastes of consumers, seasonal trends, and innovations in textiles and design. It includes various categories such as fast fashion, sustainable fashion, premium and luxury fashion, and online fashion retail.

Retailers in the fashion industry use multiple sales channels, including physical stores, e-commerce platforms, and social commerce, to reach their target audience. The shift towards omnichannel retailing—integrating offline and online shopping experiences—has revolutionized the industry, making it more consumer-centric. Brands continuously invest in digital transformation, artificial intelligence, and data analytics to understand shopping behavior and enhance customer engagement. Sustainability and ethical fashion have also emerged as crucial considerations, prompting many brands to adopt eco-friendly materials, ethical labor practices, and circular fashion initiatives.

Global Scenario of the Fashion Retail Industry

The global fashion retail industry is a multi-trillion-dollar market, with leading fashion hubs in cities such as Paris, Milan, New York, and London. The industry is dominated by major fashion brands, luxury houses, and fast fashion retailers that cater to a broad spectrum of consumers. Global players such as Zara, H&M, Uniqlo, Nike, Adidas, Gucci, Louis Vuitton, and Chanel have a strong presence across different markets, shaping global fashion trends and consumer behavior.

One of the most significant trends in global fashion retail is the rapid expansion of online shopping and e-commerce. With the rise of digital platforms such as Amazon, ASOS, Shein, and Farfetch, consumers have greater access to international brands, making fashion more accessible than ever before. Additionally, social media platforms like Instagram, TikTok, and Pinterest have transformed the way fashion is marketed and consumed, with influencers and digital campaigns playing a crucial role in shaping trends.

Sustainability has become a key focus in global fashion retail, as consumers demand ethical and environmentally responsible products. Leading brands have responded by adopting sustainable sourcing, recyclable fabrics, and eco-friendly production methods. The concept of circular fashion—where clothes are designed for longevity, reuse, and recycling—has gained traction, with companies investing in second-hand fashion markets and rental fashion platforms.

The COVID-19 pandemic significantly impacted the global fashion industry, accelerating the shift to digital retail while disrupting supply chains. However, the industry has since rebounded, with an increasing focus on innovation, technology integration, and sustainability. The rise of metaverse fashion, virtual clothing, and AI-driven personalization is expected to redefine fashion retail in the coming years.

Indian Fashion Retail Industry

India’s fashion retail industry is one of the fastest-growing markets in the world, driven by a young population, rising disposable incomes, urbanization, and digital adoption. The Indian apparel market is expected to reach new heights in the coming years, with increasing demand for both domestic and international brands. The industry is diverse, catering to a wide spectrum of consumers, from high-end luxury shoppers to budget-conscious buyers.

India’s retail sector is undergoing a transformation, with traditional brick-and-mortar stores coexisting with e-commerce giants such as Myntra, Ajio, Amazon Fashion, and Flipkart Fashion. The rise of online fashion retail has made global brands more accessible to Indian consumers, fueling demand for trendy, affordable, and quality apparel. The penetration of social media and influencer marketing has also played a crucial role in shaping consumer preferences and brand perceptions.

One of the defining features of the Indian fashion industry is its deep-rooted connection with culture and tradition. Ethnic wear remains a significant segment, with brands like Fabindia, Manyavar, and Biba specializing in traditional Indian clothing. At the same time, Western wear, fast fashion, and athleisure are witnessing rapid growth, driven by evolving consumer preferences and increased exposure to global fashion trends. The casual wear and streetwear segments have also gained momentum, with brands like Zudio, H&M, and Uniqlo expanding their presence in India.

Sustainability is an emerging trend in the Indian fashion retail industry. While fast fashion remains popular, there is a growing awareness of eco-friendly fashion, with brands promoting organic fabrics, sustainable production, and ethical labor practices. Many Indian designers and startups are focusing on handloom textiles, slow fashion, and sustainable fashion initiatives to cater to the environmentally conscious consumer.
Major Players in the Indian Fashion Retail Industry

India’s fashion retail market is highly competitive, with a mix of international and domestic players offering diverse product categories. Some of the major players include:

Reliance Retail (Trends, Ajio,) One of India’s largest fashion retailers, offering affordable and trendy fashion through multiple brands.

Aditya Birla Fashion and Retail (Pantaloons, Louis Philippe, Van Heusen, Allen Solly, Peter England) – A leading player in premium and affordable fashion segments.

Myntra and Flipkart Fashion – India’s top online fashion platforms, offering a wide range of domestic and international brands.

H&M and Zara – Global fast fashion giants with a strong presence in India, known for their trendy and affordable apparel.

Tata Trent (Westside, Zudio) – A key player in Indian fashion retail, offering stylish and affordable fashion through Westside and Zudio.

Fabindia and Biba – Leaders in ethnic wear and sustainable fashion, focusing on traditional Indian textiles and craftsmanship.

Nike, Adidas, Puma, and Reebok – Dominant players in the athleisure and sportswear segment, catering to fitness-conscious consumers.

Raymond and Arvind Fashion – Leading textile and fashion companies offering premium menswear and suiting solutions.

Max Fashion (Landmark Group) – A popular value fashion retailer with a strong presence in Indian cities and towns.

Shein (Re-entering India) – A fast fashion brand that previously had a significant following in India and is attempting to re-establish itself through partnerships.

Future of the Fashion Retail Industry in India

The Indian fashion retail industry is poised for significant growth, with increasing digital adoption, rising disposable incomes, and a growing awareness of global fashion trends. The expansion of organized retail, the rise of direct-to-consumer (D2C) brands, and the adoption of artificial intelligence, augmented reality, and virtual shopping experiences are set to redefine the industry.

Sustainability will play an important role in the future of fashion retail, as more consumers demand eco-friendly, ethical, and high-quality clothing. The second-hand fashion market, rental fashion services, and slow fashion movements are expected to gain momentum. At the same time, international brands will continue expanding in India, leading to greater competition and innovation.

As consumer preferences continue to evolve, brands will need to focus on personalization, digital experiences, affordability, and sustainability to remain competitive in the ever-changing landscape of Indian fashion retail.
2.3 COMPANY PROFILE OF ZUDIO

Introduction

Zudio is one of India’s fastest-growing fashion retail brands, known for offering trendy, affordable, and high-quality apparel across various categories. It operates as a part of Trent Ltd., a subsidiary of the Tata Group. With a focus on providing fashionable clothing at competitive prices, Zudio has successfully positioned itself as a leading value fashion brand in India.
Parent Company – Trent Ltd.

Trent Ltd. is a major retail company under the Tata Group, which was founded by J.R.D. Tata in 1998. The company is known for operating well-established retail formats such as Westside, Zudio, and Star Bazaar. While Westside caters to premium and mid-segment fashion shoppers, Zudio focuses on the budget-conscious consumer looking for stylish clothing at affordable prices.

Establishment and Growth

Zudio was launched to meet the rising demand for affordable yet trendy fashion in India. Over the years, the brand has expanded rapidly, with standalone stores across metro cities, tier-2, and tier-3 towns. The expansion strategy is based on offering high footfall locations and maintaining a strong retail presence through company-owned stores instead of franchise-based models.

Product Categories

Zudio offers a wide range of clothing and fashion essentials across various categories:

Men’s Wear – Casuals, formals, denim, t-shirts, and ethnic wear.

Women’s Wear – Dresses, kurtas, tops, jeans, and activewear.

Kids' Wear – Trendy and comfortable clothing for children.

Footwear & Accessories – A limited range of stylish yet affordable footwear, bags, and fashion accessories.

The brand follows a fast-fashion model, constantly introducing new styles in line with current trends to attract repeat customers.

Market Position & Strategy

Zudio follows a value-driven strategy, making it a strong competitor to brands like Reliance Trends, Max Fashion, and Pantaloons. Key elements of its market strategy include:

Affordable Pricing – Offering the latest fashion at budget-friendly prices.

Frequent Stock Rotation – Introducing new collections regularly to keep the inventory fresh.

Wide Store Network – Expanding aggressively across Indian cities with company-owned stores.

Simple Store Design – Minimalist, open-layout stores that reduce overhead costs.

Expansion & Future Outlook

Zudio has witnessed rapid growth, with over 400 stores across India, and the number continues to rise. With increasing demand for affordable fashion, Trent Ltd. plans to expand Zudio’s presence further, especially in tier-2 and tier-3 cities where organized retail is growing.

By focusing on affordable pricing, trendy designs, and a strong retail network, Zudio has successfully carved a niche in India’s fashion retail industry. Its aggressive expansion plans and customer-centric approach ensure that it remains a dominant player in the value fashion segment in the coming years.
Table No. 3.1
AGE WISE CLASSIFICATION 

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Below 18
	6
	12

	18-30
	22
	44

	31-45
	13
	26

	46-60
	6
	12

	Above 60
	3
	6

	TOTAL
	50
	100


     Source: Primary Data

Chart No. 3.1
AGE WISE CLASSIFICATION 
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INTERPRETATION

Table No.3.1 shows that majority of respondents (44%) fall in the 18–30 age group, indicating that Zudio's products are most popular among young adults. The 31–45 age group (26%) also represents a significant customer base. 12% each are from the age group of below 18 amd 46 to 60 years. 6% of the respondents belongs to the age group of above 60 years. 

Table No. 3.2
GENDER WISE CLASSIFICATION
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Male
	27
	54

	Female
	23
	46

	TOTAL
	50
	100


       Source: Primary Data

Chart No. 3.2
GENDER WISE CLASSIFICATION
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INTERPRETATION

Table No.3.2 shows that 54% of the respondents are male and 46% of the respondents are female.

Table No. 3.3

OCCUPATION WISE CLASSIFICATION
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Student 
	15
	30

	Employed 
	17
	34

	Self-employed
	8
	16

	Homemaker 
	6
	12

	Other 
	4
	8

	TOTAL
	50
	100


   Source: Primary Data

Chart No. 3.3

OCCUPATION WISE CLASSIFICATION
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INTERPRETATION

Table no.3.3 shows that 34% of the respondents are employed. 30% of them are students. 16% of the respondents are self-employed while 12% of the respondents are homemakers. 8% of the respondents comes under other occupational category. 

Table No. 3.4
SOURCE OF INFORMATION ABOUT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Social media
	22
	44

	Word of mouth
	18
	36

	In-store displays 
	10
	20

	TOTAL
	50
	100


    Source: Primary Data

Chart No. 3.4

SOURCE OF INFORMATION ABOUT ZUDIO
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INTERPRETATION

Table No.3.4 shows that Social media is the primary source of information for 44% of respondents, indicating the importance of online presence. Word of mouth is also significant (36%), suggesting strong customer recommendations.
Table No. 3.5

AWARENESS OF ZUDIO ADVERTISEMENTS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	30
	60

	No
	12
	24

	Not sure 
	8
	16

	TOTAL
	50
	100


Source: Primary Data

Chart No. 3.5
AWARENESS OF ZUDIO ADVERTISEMENTS
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INTERPRETATION

Table No.3.5 shows that 60% of the respondents have seen advertisements for Zudio. 24% not at all and 16% of them not sure about it. 

Table No. 3.6

FREQUENCY OF SHOPPING AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Frequently
	14
	28

	Occasionally
	24
	48

	Rarely
	12
	24

	TOTAL
	50
	100


    Source: Primary Data

Chart No. 3.6
FREQUENCY OF SHOPPING AT ZUDIO
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INTERPRETATION

Table No.3.6 shows that 48% of the respondents occasionally shop at Zudio. 28% frequently and 24% of the respondents rarely shop at Zudio. 

Table No. 3.7
DURATION OF SHOPPING AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Less than 6 months
	13
	26

	6 months to 1 year
	16
	32

	1–2 years
	11
	22

	More than 2 years
	10
	20

	TOTAL
	50
	100


  Source: Primary Data

Chart No. 3.7
DURATION OF SHOPPING AT ZUDIO
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INTERPRETATION

Table No.3.7 shows that 40% of the respondents have been shopping at Zudio for 6 months to 1 year. 26% of them said they have been shopping at Zudio for less than 6 months and 22% of them shopping at Zudio from last 1 to 2 years. 20% of them have been shopping at Zudio for more than 2 years. 

Table No. 3.8
PRIMARY REASON FOR SHOPPING AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Affordable pricing
	21
	42

	Trendy designs
	17
	34

	Convenient location
	12
	24

	TOTAL
	50
	100


   Source: Primary Data

Chart No. 3.8
PRIMARY REASON FOR SHOPPING AT ZUDIO
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INTERPRETATION
Table No.3.8 shows that Affordable pricing is the primary reason for shopping at Zudio (42%), followed by trendy designs (34%), showing that cost and style are major factors. 24% of the respondents said that convenient location is the primary reason for shopping at Zudio.

Table No. 3.9
FACTORS INFLUENCING PURCHASE DECISION AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Price
	16
	32

	Quality
	14
	28

	Design
	11
	22

	Brand reputation
	5
	10

	Customer service
	4
	8

	TOTAL
	50
	100


 Source: Primary Data

Chart No. 3.9

FACTORS INFLUENCING PURCHASE DECISION AT ZUDIO
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INTERPRETATION
Table No.3.9 shows that Price (32%) is the most significant factor influencing purchases, followed by quality (28%) and design (22%), showing that customers prioritize affordability with good quality and trendy designs.
Table No. 3.10
TYPE OF CLOTHING PURCHASED AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Casual wear
	26
	52

	Formal wear
	10
	20

	Ethnic wear
	14
	28

	TOTAL
	50
	100


     Source: Primary Data

Chart No. 3.10
TYPE OF CLOTHING PURCHASED AT ZUDIO
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INTERPRETATION
Table No.3.10 shows thatCasual wear (52%) is the most commonly purchased clothing category at Zudio, reflecting its positioning as a trendy, affordable brand for everyday wear.
Table No. 3.11

AVERAGE SPENDING PER VISIT TO ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Below ₹500
	9
	18

	₹500–₹1,000
	17
	34

	₹1,001–₹2,000
	12
	24

	₹2,001–₹3,000
	7
	14

	Above ₹3,000
	5
	10

	TOTAL
	50
	100


     Source: Primary Data

Chart No. 3.11
AVERAGE SPENDING PER VISIT TO ZUDIO
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INTERPRETATION
Table No.3.11 shows that 34% of the respondents spend ₹500–₹1,000 per visit to Zudio, 24% spend ₹1,001–₹2,000, 18% of the respondents spend Below ₹500, 14% spend ₹2,001–₹3,000 and 10% of the respondents spend Above ₹3,000 per visit to Zudio. 

Table No. 3.12
CONVENIENCE OF ZUDIO’S LOCATION
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very convenient
	14
	28

	Convenient
	19
	38

	Neutral
	8
	16

	Inconvenient
	5
	10

	Very inconvenient
	4
	8

	TOTAL
	50
	100


   Source: Primary Data

Chart No. 3.12

CONVENIENCE OF ZUDIO’S LOCATION
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INTERPRETATION

Table No.3.12 shows that 66% of the respondents find Zudio’s location convenient. 28% find it very convening and 16% have neutral opinion. 10% of the respondents find Zudio’s location is inconvenient while 8% of the respondents find the location very inconvenient. 
Table No. 3.13

QUALITY RATING OF ZUDIO’S PRODUCTS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent 
	8
	16

	Very good
	17
	34

	Good
	15
	30

	Fair
	7
	14

	Poor
	3
	6

	TOTAL
	50
	100


    Source: Primary Data

Chart No. 3.13

QUALITY RATING OF ZUDIO’S PRODUCTS
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INTERPRETATION

Table No.3.13 shows that about 34% of the respondents rate the quality as very good while 30% of them consider it good. 16% rate it excellent and 14% of the respondents rate the quality as fair. 6% of the respondents rate the quality as poor. 

Table No. 3.14
SATISFACTION WITH VARIETY OF PRODUCTS AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	12
	24

	Satisfied
	18
	36

	Neutral
	10
	20

	Dissatisfied
	6
	12

	Very dissatisfied
	4
	8

	TOTAL
	50
	100


     Source: Primary Data

Chart No. 3.14

SATISFACTION WITH VARIETY OF PRODUCTS AT ZUDIO
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INTERPRETATION
Table No.3.14 shows that 36% of respondents satisfied with variety of product at Zudio. 24% highly satisfied, 20% have neutral opinion and 12% dissatisfied with it. 8% of the respondents very dissatisfied with it. 

Table No. 3.15
CUSTOMER PERCEPTION OF PRICING AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very affordable
	13
	26

	Affordable
	22
	44

	Neutral
	9
	18

	Expensive
	4
	8

	Very expensive
	2
	4

	TOTAL
	50
	100


    Source: Primary Data

Chart No. 3.15
CUSTOMER PERCEPTION OF PRICING AT ZUDIO
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INTERPRETATION

Table No.3.15 shows that 44% of the respondents find Zudio’s pricing affordable while 26% of the respondents find it very affordable. 18% have neutral opinion. 8% said that it is expensive and 4% fo the respondents said that it is very expensive. 

Table No. 3.16

SATISFACTION WITH STORE AMBIANCE AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	11
	22

	Satisfied
	19
	38

	Neutral
	10
	20

	Dissatisfied
	6
	12

	Very Dissatisfied
	4
	8

	TOTAL
	50
	100


   Source: Primary Data

Chart No. 3.16
SATISFACTION WITH STORE AMBIANCE AT ZUDIO
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INTERPRETATION

Table No.3.16 shows that 38% of the respondents satisfied with store ambiance at Zudio. 22% highly satisfied, 20% have neutral opinion, 12% dissatisfied and 8% of the respondents very dissatisfied with the store ambiance at Zudio. 

Table No. 3.17

SATISFACTION WITH SEASONAL OFFERS AND DISCOUNTS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	13
	26

	Satisfied
	17
	34

	Neutral
	9
	18

	Dissatisfied
	6
	12

	Very Dissatisfied
	5
	10

	TOTAL
	50
	100


   Source: Primary Data

Chart No. 3.17
SATISFACTION WITH SEASONAL OFFERS AND DISCOUNTS
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INTERPRETATION

Table No.3.17 shows that 34% of the respondents satisfied with the seasonal offers and discounts of Zudio. 26% highly satisfied, 18% have neutral opinion, 12% dissatisfied and 10% very dissatisfied with it. 
Table No. 3.18

RATING OF STAFF BEHAVIOR AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent 
	10
	20

	Very good
	15
	30

	Good
	13
	26

	Fair
	7
	14

	Poor
	5
	10

	TOTAL
	50
	100


   Source: Primary Data

Chart No. 3.18
RATING OF STAFF BEHAVIOR AT ZUDIO
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INTERPRETATION

Table No.3.18 shows that the 30% of the respondents rate very good for the staff behaviour at Zudio. 26% rate good, 20% rate excellent and 14% of them rate fair for it. 10% of the respondents rate poor or the staff behaviour at Zudio.
Table No. 3.19

RATING OF SIZE AVAILABILITY AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent 
	9
	18

	Very good
	14
	28

	Good
	12
	24

	Fair
	8
	16

	Poor
	7
	14

	TOTAL
	50
	100


   Source: Primary Data

Chart No. 3.19
RATING OF SIZE AVAILABILITY AT ZUDIO
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INTERPRETATION

Table No.3.19 shows that 28% of the respondents rate very good for the size availability at Zudio. 24% rate good, 18% rate excellent and 16% of the respondents rate fair for it. 14% of the respondents rate poor for the size availability at Zudio.

Table No. 3.20

COMPARISON OF ZUDIO WITH OTHER TEXTILE SHOPS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Much Better
	14
	28

	Better
	16
	32

	Same
	12
	24

	Worse
	5
	10

	Much Worse
	3
	6

	TOTAL
	50
	100


 Source: Primary Data

Chart No. 3.20
COMPARISON OF ZUDIO WITH OTHER TEXTILE SHOPS
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INTERPRETATION
Table No.3.20 shows that32% of the respondents opined Zudio is much better than other textile shops. 28% said it is better, 24% said same, 10% said it is worse and 6% of the respondents opined Zudio is much worse than other textile shops.
Table No. 3.21

DURABILITY OF ZUDIO PRODUCTS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent 
	7
	14

	Very good
	15
	30

	Good
	14
	28

	Fair
	8
	16

	Poor
	6
	12

	TOTAL
	50
	100


 Source: Primary Data

Chart No. 3.21
DURABILITY OF ZUDIO PRODUCTS
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INTERPRETATION
Table No.3.21 shows that 30% of the respondents rate very good for the durability of Zudio products. 28% good, 16% rate fair and 14% of the respondents rate excellent for it. 12% of the respondents rate poor for the durability of Zudio products. 

Table No. 3.22

SATISFACTION WITH ZUDIO’S RETURN/EXCHANGE POLICY
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	23
	46

	No
	14
	28

	Neutral
	13
	26

	TOTAL
	50
	100


 Source: Primary Data

Chart No. 3.22
SATISFACTION WITH ZUDIO’S RETURN/EXCHANGE POLICY
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INTERPRETATION
Table No.3.22 shows that 46% of the respondents satisfied with Zudio’s return/exchange policy. 28% dissatisfied and 26% of the respondents have neutral opinion. 

Table No. 3.23

RECOMMEND ZUDIO TO OTHERS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	31
	62

	No
	8
	16

	Maybe
	11
	22

	TOTAL
	50
	100


    Source: Primary Data

Chart No. 3.23
RECOMMEND ZUDIO TO OTHERS
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INTERPRETATION

Table No.3.23 shows that only 62% of respondents recommend Zudio to others while 22% of them maybe recommend it to others. 16% of the respondents not recommend Zudio to others. 

Table No. 3.24

OVERALL SATISFACTION WITH ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	10
	20

	Satisfied
	18
	36

	Neutral
	11
	22

	Dissatisfied
	7
	14

	Very Dissatisfied
	4
	8

	TOTAL
	50
	100


    Source: Primary Data

Chart No. 3.24
OVERALL SATISFACTION WITH ZUDIO

[image: image24.png]40

35

30

25

36

22

Highly Satisfied Satisfied Neutral Dissatisfied

Very Dissatisfied





INTERPRETATION

Table No.3.24 shows that 36% of the respondents satisfied with Zudio. 22% of the respondents have neutral opinion. 20% of the respondents highly satisfied with it. 22% of the respondents have neutral opinion. 14% dissatisfied and 8% very dissatisfied with it. 

Table No. 3.25
CUSTOMER SUGGESTIONS FOR IMPROVEMENT AT ZUDIO
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Better quality products
	14
	28

	More variety
	12
	24

	Lower prices
	8
	16

	Improved customer service
	9
	18

	Improved customer service
	7
	14

	TOTAL
	50
	100


   Source: Primary Data

Chart No. 3.25
CUSTOMER SUGGESTIONS FOR IMPROVEMENT AT ZUDIO
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INTERPRETATION
Table No.3.25 shows that Better product quality (28%) and more variety (24%) are the top two improvements customers want, followed by lower prices and better customer service.
4.1 FINDINGS 
· Majority of respondents (44%) fall in the 18–30 age group, indicating that Zudio's products are most popular among young adults. 
· 54% of the respondents are male 
· 34% of the respondents are employed.
· Social media is the primary source of information for 44% of respondents
· 60% of the respondents have seen advertisements for Zudio
· 48% of the respondents occasionally shop at Zudio.
· 40% of the respondents have been shopping at Zudio for 6 months to 1 year.
· Affordable pricing is the primary reason for shopping at Zudio (42%)
· Price (32%) is the most significant factor influencing purchases
· Casual wear (52%) is the most commonly purchased clothing category at Zudio, reflecting its positioning as a trendy, affordable brand for everyday wear.

· 34% of the respondents spend ₹500–₹1,000 per visit to Zudio, 
· The respondents find Zudio’s location convenient. 
· 34% of the respondents rate the quality as very good while 30% of them consider it good. 
· 36% of respondents satisfied with variety of product at Zudio. 
· 44% of the respondents find Zudio’s pricing affordable 
· 38% of the respondents satisfied with store ambiance at Zudio.
· 34% of the respondents satisfied with the seasonal offers and discounts of Zudio. 
· 30% of the respondents rate very good for the staff behaviour at Zudio.
· 28% of the respondents rate very good for the size availability at Zudio. 
· 32% of the respondents opined Zudio is much better than other textile shops. 
· 30% of the respondents rate very good for the durability of Zudio products. 
· 46% of the respondents satisfied with Zudio’s return/exchange policy. 
· 62% of respondents recommend Zudio to others
· 36% of the respondents satisfied with Zudio. 
· Better product quality (28%) and more variety (24%) are the top two improvements customers want
4.2 SUGGESTIONS 

· Expand Zudio’s store network in tier-2 and tier-3 cities to attract more customers.

· Improve the brand’s online presence by introducing an official e-commerce platform.

· Enhance the in-store shopping experience with better layouts and customer assistance.

· Introduce more product variety by adding new styles and seasonal collections.

· Offer loyalty programs with special discounts and rewards for frequent shoppers.

· Increase brand awareness through social media marketing and promotional campaigns.

· Ensure better fabric quality and durability to improve customer satisfaction.

· Maintain affordable pricing while keeping up with the latest fashion trends.

· Introduce eco-friendly clothing options and sustainable packaging.

· Provide easy return and exchange policies to enhance the overall shopping experience.

4.3 CONCLUSION

Consumer preference plays a crucial role in shaping the success of any retail brand, as it reflects customer expectations, buying behavior, and satisfaction levels. Understanding the factors that influence consumer choices, such as price, quality, brand perception, and shopping experience, is essential for fashion retailers to stay competitive. This study aims to analyze the preferences of consumers towards fashion retail brands, focusing on aspects such as affordability, variety, store experience, and promotional strategies. By identifying the key determinants of consumer preference, businesses can refine their marketing strategies and improve their product offerings to meet customer expectations effectively.

This study specifically examines consumer preference towards Zudio in Kannur, a brand that has gained popularity for its trendy and budget-friendly fashion collections. With the increasing demand for affordable fashion, it is important to assess how Zudio meets the expectations of consumers in Kannur and what factors influence their purchasing decisions. By analyzing customer perceptions, shopping behavior, and satisfaction levels, this study provides valuable insights that can help the company enhance its market position in the region.
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QUESTIONNAIRE
A STUDY ON CUSTOMER PREFERENCE TOWARDS ZUDIOREFERENCE TO KANNUR CORPORATION
Name :

1. Age 

a) Below 18

b) 18–30

c) 31–45

d) 46–60

e) Above 60

2. Gender
a) Male

b) Female

3. Occupation
a) Student

b) Employed

c) Self-employed

d) Homemaker

e) Other

4. How do you usually learn about Zudio’s products?

a) Social media

b) Word of mouth

c) In-store displays

5. Have you seen advertisements for Zudio?

a) Yes

b) No

c) Not sure

6. How often do you shop at Zudio?

a) Frequently

b) Occasionally

c) Rarely

7. How long have you been shopping at Zudio?

a) Less than 6 months

b) 6 months to 1 year

c) 1–2 years

d) More than 2 years

8. What is your primary reason for shopping at Zudio?

a) Affordable pricing

b) Trendy designs

c) Convenient location

9. What influences your purchase decision at Zudio the most?

a) Price

b) Quality

c) Design

d) Brand reputation

e) Customer service
10. What type of clothing do you usually purchase from Zudio?

a) Casual wear

b) Formal wear

c) Ethnic wear

11. What is your average spending per visit to Zudio?

a) Below ₹500

b) ₹500–₹1,000

c) ₹1,001–₹2,000

d) ₹2,001–₹3,000

e) Above ₹3,000

12. How convenient is the location of Zudio for you?

a) Very convenient

b) Convenient

c) Neutral

d) Inconvenient

e) Very inconvenient

13. How would you rate the quality of Zudio’s products?

a) Excellent

b) Very good

c) Good

d) Fair

e) Poor

14. How satisfied are you with the variety of products at Zudio?

a) Highly Satisfied 

b) Satisfied

c) Neutral

d) Dissatisfied

e) Very dissatisfied

15. How would you describe the pricing at Zudio?

a) Very affordable

b) Affordable

c) Neutral

d) Expensive

e) Very expensive

16. How satisfied are you with the store ambiance at Zudio?

a) Highly Satisfied 

b) Satisfied

c) Neutral

d) Dissatisfied

e) Very dissatisfied

17. How satisfied are you with Zudio’s seasonal offers and discounts?

a) Highly Satisfied 

b) Satisfied

c) Neutral

d) Dissatisfied

e) Very dissatisfied

18. How would you rate the behavior of the staff at Zudio?

a) Excellent

b) Very good

c) Good

d) Fair

e) Poor

19. How would you rate the availability of sizes at Zudio?

a) Excellent

b) Very good

c) Good

d) Fair

e) Poor

20. How would you compare Zudio to other textile shops?

a) Much better

b) Better

c) Same

d) Worse

e) Much worse

21. What do you think about the durability of Zudio products?

a) Excellent

b) Very good

c) Good

d) Fair

e) Poor

22. Are you satisfied with Zudio’s return/exchange policy?

a) Yes

b) No

c) Neutral

23. Would you recommend Zudio to others?

a) Yes

b) No

c) Maybe

24. What is your overall satisfaction level with Zudio?

a) Highly Satisfied 

b) Satisfied

c) Neutral

d) Dissatisfied

e) Very dissatisfied

25. What improvements would you like to see at Zudio?

a) Better quality products


b) More variety

b) Lower prices



d) Improved customer service
c) Better offers and discounts
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