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This study investigates customer satisfaction with the 
Raymond clothing brand, focusing on the impact of 
quality, price, and comfort across different age 
demographics. Using a quantitative approach, we analyzed 
survey data to identify significant associations between age 
and various aspects of consumer perception. The findings 
reveal that while age does not significantly influence 
purchase frequency or perceptions of price, it plays a 
crucial role in shaping attitudes toward quality and 
comfort. Younger consumers prioritize comfort, reflecting a 
shift in preferences toward functional clothing, whereas 
older consumers emphasize quality and durability. 
Additionally, the research highlights the importance of 
maintaining high-quality standards and effectively 
communicating these to consumers. The results suggest 
that Raymond should implement targeted marketing 
strategies and enhance product development to focus on 
comfort, thereby fostering greater customer satisfaction 
and loyalty. This study contributes to the understanding of 
consumer behavior in the apparel industry and provides 
practical recommendations for brands seeking to navigate a 
competitive landscape. Future research avenues include 
broader demographic analyses, longitudinal studies, and 
explorations of sustainability's impact on consumer 
satisfaction 
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INTRODUCTION 
If success of any business customer satisfaction and  has long been a 

recognised as critical factor, in hindi highly competitive and rapidly changing 
fashion and clothing industry  (Vidani, 2015). As Oliver, customer's execute 
response, which is an emotional reaction to the product and services (Vidani & 
Solanki, 2015).If like a clothing brand like Raymond, customer satisfaction is 
affecting by a variety of factors, including a product quality, price and comfort, 
all of which are contribute to a customer's overall experience with this brand 
(Vidani,2015). 

Research in customer satisfaction accent it's impact on customer loyalty 
(Vidani, 2015). Particularly in the clothing industry, brands that can effectively 
satisfy their customers expectations are like to build strong, relationship, and a 
resulting in repeat purchase (Vidani,2015). This literature review will explore to 
key studies and theories are related to the important to customer satisfaction: 
product quality, price, and comfort on about brands like a Raymond (Solanki & 
Vidani, 2016). 
2. Quality and Customer Satisfaction  
To as a Defining Quality in Fashion Industry  

Quantity has always been identified as one of the most significantà 
determination of customer satisfaction in clothing industry in this sector quality 
is a many concept that includes quality such as fabric lasting, design, fit and 
finishing (Vidani, 2016). For premium brands like a Raymond, product quality 
is often a critical individual, especially as it has established a long-standing 
reputation for a offering to a higher quality casual and formal wear (Bhatt, 
Patel, & Vidani, 2017). 

According to Garvins "Eight dimensions of quantity," to a elements as a 
performance, futures, reliability are important for evaluating the quality of 
clothes (Niyati & Vidani, 2016). For example, Raymond commitment to 
providing premium cloth, good artist, and excellent design aligns with Garvins 
dimensions, making quality a important point in the customer satisfaction 
(Pradhan, Tshogay, & Vidani, 2016). 
The Role of Quality in Consumer Approach  

Several studies have highlight that consumers notice quality in clothing 
based on the product material, stability, and how it fulfills in intended function 
(Modi, Harkani, Radadiya, & Vidani, 2016). For example Ray, chaudhri, and 
Dasgupta explore the importance of a  fabric straight and attractive appeal in 
shaping consumer approach of quantity, particularly in formal brands like a 
Raymond (Vidani, 2016). 

The importance of realize quality is highlighted by the research of cronin 
and taylor, who found a strong link between product quality and customer 
satisfaction (Sukhanandi, Tank, & Vidani, 2018). In clothing industry, this are 
often affected by sensory factors such as touch,feel and visual appeal of the 
material, alon with functional aspects like duration and ease of maintenance 
(Singh, Vidani, & Nagoria, 2016). 
 
 
 



 Multitech Journal of Business and Economics Sciences (MJBES) 

Vol.1, No.2, 2024: 121-144                                                                                          

  123 
 

Brand Reputation and Quality Perception  
The association between brand reputation and obeserved quality is also 

crucial in the context of Raymond (Mala, Vidani, & Solanki, 2016). As a well-
established brand with a lagancy of excellence, Raymond has always projected 
itself as a premium option for critical customers (Dhere, Vidani, & Solanki, 
2016). According to Keller a strong brands reputation are positively impact 
customer perception of quantity (Singh & Vidani, 2016). For Raymond, it's long-
standing market presences and regular delevery of high quality products 
support its brand image as a reliable opinion for formal and semi formal 
clothing (Vidani & Plaha,2016). 
3. Pricing and Customer Satisfaction 
The Importance of Pricing in the Industry  

Price plays a critical role in customer satisfaction, particularly in the 
fashion industry, consumers never weigh price against frequently value 
(Monroe, 1990). If the price will not fixed of customer purchase dicion power 
but also effect of give rate of brand's overall value to balanced (Solanki & 
Vidani, 2016). For brand like a Raymond, will operates at the premium end of 
the pricing range, and a customer expect relationship between price and quality 
(Vidani, 2016). 

According to zeithamal (1988), consumer have devloped price - quality 
to deduction, to a higher price will often a signal higher quality (Vidani, Chack, 
& Rathod, 2017). In the clothing market become a more competitive, with 
fashion brand will offering lower priced as a choice, if premium brands like a 
Raymond will must ensure that pricing conforms with the saw a quality and 
selectivity to they offer (Vidani, 2018). 
Price sensitivity and Customer Perception  

Price sensitivity are refers to the degree to which customer purchasing 
behaviour is effected by price (Wakefield & inman,2003). In the factors of 
raymond, satisfied to a affluent customer base, if the price sensitivity is the very 
depending on the customers income level, purchase regularity, and the brand 
loyalty (Biharani & Vidani, 2018). To the High-income customers will may be 
less sensitive to the price and more focused on quality, if the price sensitive 
customers may percevi raymond products as expensive to compare the other 
options in the market (Vidani, 2018). 

Voss, parasuraman, and Grewal  (1998) suggested the relationship 
between price and customer satisfaction intercede by the consider value, which 
is balance between the what the customers gives and what they get (Odedra, 
Rabadiya, & Vidani, 2018). If the Raymonds customers feel that the price they 
are paying maintain the quality, they are more likely to express satisfaction and 
show a loyalty (Sachaniya, Vora, & Vidani, 2019). Conversely, if the price is 
perceived as unjustifiably high, it may nagative impact satisfaction, leading to 
the customer churn (Vidani, 2019). 
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The impact of discounting and promotional strategies on the customers 
satisfaction has been explored in many studies (Kumar & Rajan, 2012). For a 
premium brands like a Raymond, discounting can be a double-enged brand. 
While a promotion can attract a new customers and it will encourage purchase 
behaviour, frequent discounting may devalue the brands premium place 
(Vidani, Jacob, & Patel, 2019). Research by a mela, Gupta, and Lehmann (1997) 
suggested that while discount will increase short term sales, they may erode 
brand equity over time if not managed carefully (Vidani J. N., 2016). 

For Raymond, the challange lies in balancing promotional pricing with 
maintaining its image as a premium brands (Vidani & Singh, 2017). Customer 
who realise frequent discounts may begin to question the true value of the 
product, which can have long-term implications for brand loyalty and customer 
satisfaction (Vidani & Pathak, 2016). 
4. Comfort and Customer Satisfaction 
Defining Comfort in Clothing  

Comfort in clothing, particularly in term of fit, fabric feel, and ease of a 
male movement, ia a critical determinant of customer satisfaction (Pathak & 
Vidani, 2016). Of a studies by Dickson and Pollack (2000) emphasize that will 
comfort if one of the most subjective influential factors in the clothing choice, 
particularly for consumer who value practicality as much as attractive (Vidani 
& Plaha, 2017). For brand like a Raymond, which is traditionally known for its 
formalwear, ensuring comfort is necessary for the meeting customer 
expectations, especially as the boundaries between formal and casual wear 
continue to blur (Vidani J. N., 2020). 
Fit and Size  

One of the major aspects of the comfort in clothing is fit (Vidani J. N., 
2018). A well fitting garments are not only looks good but also contribute 
significantly to the wearer's sense of comfort and ease. Fit issues, such as 
germent beaing too tight and losses, can lead to customer dissatisfaction, even if 
the fabric and design are of high quality (song & Ashdown, 2015). Research by 
Eckman,Damhorst, and kadolph (1990) indicate that consumers are purchasing 
formalwear. Where precision is often expected (Vidani & Dholakia, 2020). 

Raymond, known for its tailored suita and formal attire, has historically 
placed importance on fit and size availablity (Vidani & Dholakia, 2020). 
However, as customer preferences evolve and shift toward more relaxed, casual 
styles, Raymond faces the challange of expanding its products offering to cater 
to a wider range of comfort needs without compromising its core identity 
(Vidani, Meghrajani, & Siddarth, 2023) . 
 
 
 
 
 
 
 
 
Fabric and Textiles Comfort  
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The febric's feel against the skin plays an important role in determining 
the comfort of a garment. Research by Hatch and Reinach (2007) suggested that 
the tactile qualities of fabric such as softness, breathability, and weight, are 
significant contributors to the overall comfort experience (Rathod, Meghrajani, 
& Vidani, 2022). In particular, fabrics that allow air circulation and moisture 
absorption, such as catton or wool blends, are to be often favored by consumer 
for their comfort properties (Vidani & Das, 2021). 

Raymond, with its focus on premium fabric, has long emphasized the 
importance of material quality in delivering comfort (Vidani J. N., 2022). 
However, as customer expectations shift toward clothing that offers both style 
and comfort for various occasions, innovate it's fabric choices to meet these 
changing needs (Saxena & Vidani, 2023). This includes incorporating more 
breathable, and lightweight fabrics for casual wear while maintaining the 
luxurious feel of its traditional offerings (Vidani, Das, Meghrajani, & Singh, 
2023). 
5. Customer Loyalty and Satisfaction  
Customer Loyalty in the Fashion Industry  

Customer loyalty is the directly linked to satisfaction, particularly in 
industries where repeat purchase are common, such as a fashion (Henning-
Thurau & klee,1997). Loyal customer are tend to have higher satisfaction levels 
and are more likely to engage in positive word-of-mouth, which are  a crucial 
marketing tool for the  clothing brands like a Raymond. According to 
Reichhenld and sasser (1990), increasing customer retention by even a small 
percentage and they can significantly improves profitability, as a loyal customer 
tend to a make more frequent purchase and are less sensitive to the price 
increase (Mahajan & Vidani, 2023). 

In the case of Raymond, building and maintaining customer loyalty is 
essential for comfort it's position as a premium brand (Saxena & Vidani, 2023). 
This is a particularly important in a competitive market where new entrants, 
such as a fast fashion brand, continuously view for consumer attention (Vidani, 
Das, Meghrajani, & Singh, 2023). As Raymond expands its products range to 
include more casual and flexible clothing, understanding how loyalty is impact 
by customer satisfaction with quality, price and comfort is critical for the brands 
long term strategy (Rathod, Meghrajani, & Vidani, 2022). 
The Role of Emotional Connection in Loyalty    
 Research by fournier (1998) highlights the importance of the emotional 
connection between customer and brand in promoting loyalty. Brand that 
creates emotional resonance with their customers often enjoy higher lavel of 
loyalty, as these consumers feel a deeper attachment to the brands identity, 
value, and products (Bansal, Pophalkar, & Vidani, 2023). in the context of 
Raymond 
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The letrature on the customers satisfaction in the apparel industry 
reveals to the some key themes, will particularly regarding the impact of price, 
quality and it's comfort (Vidani, Meghrajani, & Siddarth, 2023) . This review 
will mixture to existing research will provide a complete understanding of how 
the factors will effect on a consumer behaviour, to specifically in the context of a 
Raymond clothing brand (Vidani & Das, 2021). 
1. Customer Satisfaction: Definition and Importance    
 Customer satisfaction is difened as the limit to the consumer 
expectations (olive,1980). It is a critical determinant of brand loyalty, to a repeat 
purchase, and postive word-of-mouth (Anderson & mittal, 2000). In the apparel 
industry, when consumers will choice are enough, understanding the drivers of 
the satisfaction is necessary for a maintaining a comparative margin (Vidani, 
Meghrajani, & Siddarth, 2023) . 
2. Quality as a Driver of Customer Satisfaction  

Quality is often adjusted the most significant factor credit a customer 
satisfaction in the clothing sector  (Sharma & Vidani, 2023). According to 
zeithamal (1988), perceived a quality will directly connect with customer 
satisfaction, prompting brand trust and loyalty. The brand's focus on a 
premium fabric and maker is expected to improve consumer approach of a 
quality Research by a Sweeney and soutar (2001) highlights that consumers 
assess through a quality aspect such as a performance, features, and continuity 
(Saxena & Vidani, 2023). For Raymond will ensuring high-quality standards in 
its offering can promote a positive brand image and improve a customer 
satisfaction. Furthermore, Aaker (1991) suggested a strong brand quality, built 
on quality conception, can lead to increase a customer loyalty (Vidani & Das, 
2021). 
3. Price Perception and it's Impact  

In the consumer decision -making process price is a critical factor, 
especially in the apparel market, where price sensitivity can be very 
significantly among a different consumer segments (Monroe,1990). For 
premium brands like Raymond, understanding how consumer know price 
relative to quality is required. Reasearch indicates that when a customers know 
the price as justified by the quality, satisfaction levels tend to increase (Dodds et 
al. 1991). A study by a Gauri et al. (2018) Found that consumers are more likely 
to show loyalty when they believe they received good value for thair money. 
Thus a Raymond pricing strategies are must agree with consumer expectations 
of a quality to promote satisfaction and loyalty (Vidani & Das, 2021). 
4. The Role of Comfort 

Often Exceeded by a Quality and Price, Plays a significant role in 
customer satisfaction within the clothing industry (Vidani, Das, Meghrajani, & 
Singh, 2023). According to the Kahn(1995), comfort influences not only the 
purchase decision but also the probability of repeat purchase. For a formal 
wear, which Raymond special in, the fit and feel of the clothing can be 
significantly affected consumer satisfaction. Reasearch by a Eroglu and machleit  
(1990) emphasizes that comfort is a critical featy that consumers find in 
clothing, as a directly affects their overall experience (Vidani, Chack, & Rathod, 
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2017). For Raymond, assure that products are not only stylish but they also 
comfortable can improve customer satisfaction and loyalty (Vidani, 2018). 
5. Interrelationship Between Quality, Price, and Comfort  

The interplay between the quality, price, and the comfort is well-
documented in the literature. According to Kotler and Keller (2016), these three 
factors combined shape customer approach and satisfaction. A study by 
parasuraman et al. (1988) highlights that consumers constantly analyze product 
overall, thus, a shortage in one area can negatively impacts overall satisfaction 
(Sachaniya, Vora, & Vidani, 2019). 

For a Raymond, a complete understanding of how these factors interact 
is critical. Research indicates that high quality can sometimes justia higher 
price, provide that the comfort is also organise (Bennett & Rundle-Thiele, 2005). 
This suggests that Raymond must not only maintain its quality standards but 
also ensure  that it's pricing and comfort agree with consumer expectations. 
6. Implications for Brand Loyalty 

Many studies will highlight the link between customer satisfaction and 
brand loyalty. Oliver (1999) posits that satisfied customer are more likely to 
show a repeat purchasing behaviour and recommend the brand to other (Mala, 
Vidani, & Solanki, 2016). In the context of Raymond, ensuring high levels of 
satisfaction through quality, competitive pricing, and comfort can completely 
improve customer loyalty, ultimately contributing to satisfied with business 
success (Mala, Vidani, & Solanki, 2016). 
Research Gap 

Although available literature provides a useful extent of insights into the 
clothing industry customer satisfaction, few gaps will emerge especially with 
respect to Raymonds brand as well as quality/price comfort interface. The 
identified research gaps are summarized in the following points. 

1. Context-Specific Studies 
The literature on customer satisfaction in the clothing industry is mainly 

conducted at western markets or board categories of clothing. Context-specific 
research on premium brands in developing market, that too with a live example 
of india is less prevalent. By focusing on Raymond, I might just stumble upon 
data that defines the examples of consumer behaviour and preferences for this 
market. 

2.  Integrating Factor-Based Analysis 
While single studies usually address only quality, price or comfort per 

se; there is a shortage of comprehensive research to measure the relationship 
among these three factors. As a result, it essential but inadequately dealt with 
the way that those measurements are knowingly related to client fulfilment 
particularly in situation of an individual brand name like Raymond. 

3. Consumer Segmentation: 
The research is often focusing on understanding the drivers of 

satisfaction while not taking into considerations segment differences between 
consumers. As the content states the Raymond has a broad reach and is 
premium for many consumers, ideally different demographic of customers (eg 
age group or income level) may have their preference & insight on how quality 
more valuable over price compared to other factors such as comfort again this 
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requires detailed investigation at customer-level within existing data from Rent 
A Style application. 

4. Impact of Brand Commitment to Pleasure 
This is important to know as while there are several large bodies of 

literature that link customer satisfaction with brand loyalty, not many have 
verified how much the specific factor (quality/price / comfort) individually 
affects Raymond Brand Loyalty. The critical linkage between these two can help 
us in building strategies that could lead to satisfaction and loyalty each time. 

5. Consumer Preferences Change with Broad Societal Trendes Such as 
Justified and Ethical Consumption 
However, existing falls short in understanding the evolution of 

perception of quality, price, and comfort that these trends experience over time. 
To be the fly in Thompsons car, to relive these temporal changes can give some 
insight when compared and contrasted with Raymond. 

6. Limited Focus on comfort: 
In departure studies, comfort is largely disregarded as a variable of 

customer satisfaction in clothing. Although a point to validate, there are no 
actual data showing how much it affects quality and price. This gap can be 
especially impactful when making purchasing decisions. 

7. Methodological Limitation: 
While quantification prevails in many consumer perception studies, 

qualitative insight could offer a more detailed understanding of that perception. 
A mixed -method approach (i.e., conducting both quantitative survey and 
qualitative survey interviews) might deliver richer insight about customer 
satisfaction with the Raymond brand. 

8. Brand-Specific Research: 
Studies often concern themselves with a consumer satisfaction across 

multiple brands, when a brand-specific research on how one of the unique 
attributes and strategy influences customer perception should be executed. It 
can only be possible by closely tracking the way Raymond (for example) 
performs different practices like its marketing strategies, Customer Engagement 
Process or Product 
Research Objectivies 

The objectives of this study on customer satisfaction with the Raymond 
clothing brand, focusing on the impact of quality, price, and comfort, are as 
follows: 

1. To Assess Perceived Quality: 
Evaluate customers' perceptions of the quality of Raymond's clothing, 

including aspects such as fabric quality, stitching, durability, and overall design 
aesthetics. 

2. To Analyze Price Perception: 
Investigate how customers perceive the pricing of Raymond products, 

including their views on value for money and the relationship between price 
and quality. 

 
 

3. To Examine Comfort Levels: 
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Analyze the importance of comfort in Raymond’s clothing and how it 
affects customer satisfaction and purchase decisions. 

4. To Explore Interactions Between Factors: 
Assess how quality, price, and comfort interact to influence overall 

customer satisfaction with the Raymond brand. 
5. To Identify Customer Preferences: 

Determine which factor—quality, price, or comfort—holds the most 
weight in influencing customer loyalty and repeat purchases. 

6. To Provide Recommendations for Improvement: 
Based on the findings, offer practical recommendations for Raymond to 

enhance customer satisfaction and brand loyalty through strategic adjustments 
in product offerings, pricing strategies, and marketing efforts. 

7. To Contribute to Academic Literature: 
Expand the existing body of knowledge on customer satisfaction in the 

apparel industry by providing insights specific to premium brands like 
Raymond, facilitating further research in this area. 
Hypothesis (Only List) 
H1 There is a significant association between age and how often you purchase 
Raymond products 
H2  There is a significant association between age and how you rate the overall 
quality of Raymond clothing 
H3 There is a significant association between age and satisfaction with the 
durability of Raymond products 
H4 There is a significant association between age and the perception of 
consistency in the fabric of Raymond products across purchases. 
H5 There is a significant association between age and how you rate the design 
and style of Raymond clothing 
H6 There is a significant association between age and your perception of 
Raymond clothing compared to other brands. 
H7 There is a significant association between age and whether you feel the price 
of Raymond products justifies the quality offered. 
H8 There is a significant relationship between age and opinions on Raymond 
product prices. 
H9 There is a significant relationship between age and comfort level with 
Raymond clothing for regular use. 
H10 There is a significant relationship between age and satisfaction with the 
fitting and size availability of Raymond products. 
H11 There is a significant relationship between age and the perception of 
Raymond clothing being suitable for all types of occupations. 
H12 There is a significant relationship between age and ratings of the 
breathability and fabrics used by Raymond. 
H13 There is a significant relationship between age and overall satisfaction with 
Raymond as a clothing brand 
H14 There is a significant relationship between age and the likelihood of 
recommending Raymond to others. 
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H15 There is a significant relationship between age and suggested 
improvements for Raymond products 
H16 There is a significant relationship between age and perceptions of product 
quality. 
H17 There is a significant relationship between age and perceptions of product 
price. 
H18 There is a significant relationship between age and opinions on 
design/style. 
H19 There is a significant relationship between age and perceptions of comfort. 

 

Table 1. Validation of Questionaire 

Statements Citation from JV citation file 
(You can add more than 1 
citation) 

how often do you purchase raymond 
products 

(Vidani, 2015) 
 

how would you rate the overall quality of 
raymond clothing 

(Solanki & Vidani, 2016) 

how setisfied are you with the durability of 
raymond products 

 
(Pradhan, Tshogay, & Vidani, 
2016) 
 

do you find the febric of raymond products 
to be consistent across purchase 

(Singh, Vidani, & Nagoria, 
2016) 
 

how would you rate the design and style of 
raymond clothing 

(Mala, Vidani, & Solanki, 2016) 
 

how do you perceive of raymond clothing 
compared to other brands 

(Dhere, Vidani, & Solanki, 2016) 
 

do you feel the price of raymond products 
justifies the quality offered 

(Vidani, Chack, & Rathod, 
2017) 
 

what is your main  issue with raymond 
product prices 

(Biharani & Vidani, 2018) 
 

how comfortable do you find raymond 
clothing for regular use 

(Vasveliya & Vidani, 2019) 
 

are you setisfied with the fitting and size 
availability of raymond products 

(Vidani, Meghrajani, & 
Siddarth, 2023)  
 

do you feel raymond clothing is suitable for 
all types of occuoation (e.g., 
casual,formal,etc.) 

(Vidani, Das, Meghrajani, & 
Singh, 2023) 
 

how would you rate the breathability and the 
fabrics used by raymond 

(Sharma & Vidani, 2023) 
 

overall, how satisfied are you with raymond 
as a clothing brand 

(Saxena & Vidani, 2023 
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would you recommended raymond to others (Vidani & Pathak, 2016) 
 

what improvements would you suggest for 
raymond productd 

(Chaudhary, Patel, & Vidani, 
2023) 
 

quality  

price  

disign/style  

comfort  

*Source: Author’s Compilation 
 

METHODOLOGY 
Table 2. Research Methodology 

Research Design Descriptive 

Sample Method Non-Probability - Convenient Sampling method 

Data Collection 
Method 

Primary method 

Data Collection 
Method 

Structured Questionnaire 

Type of Questions Close ended 

Data Collection 
mode 

Online through Google Form 

Data Analysis 
methods 

Tables 

Data Analysis 
Tools 

SPSS and Excel 

Sampling Size 163 

Survey Area AHMEDABAD 

Sampling Unit Students, Private and government Job employees, 
Businessmen, Home maker, Professionals like CA, Doctor 
etc. 

*Source: Author’s Compilation 
 

Demographic Summary 
The demographic summary of the occupation data reveals a diverse 

sample of participants. The majority, 47.9%, identified as business owners, 
indicating a strong representation of entrepreneurship within the group. 
Students comprised 31.9% of the sample, highlighting a significant presence of 
individuals engaged in education. Homemakers accounted for 16.0%, while 
professionals, including doctors and chartered accountants, represented a small 
fraction at 0.6%. Additionally, retirees made up 3.7% of the participants. 
Overall, the data reflects a predominant focus on business ownership and 
education, with a minor presence of professionals and retirees, suggesting a 
dynamic demographic composition. 
 



Chauhann, Chavda, Vidani 

132 
 

Cronbach Alpha 
Table 3. Cronbach Alpha 

Cronbach Alpha Value No. of items 

.779 19 

A Cronbach's alpha value of .779 suggests a good level of internal 
consistency among the 19 items in your scale, indicating that they are reliably 
measuring a common underlying construct. Generally, values above .7 are 
considered acceptable, and your result falls within this range, which is 
promising. However, there is still potential for improvement, as values closer to 
.9 indicate stronger reliability. To enhance this alpha value, you might consider 
analyzing item inter-correlations or conducting item analysis to identify any 
items that could be detracting from the overall consistency. Overall, the result 
reflects a solid foundation for your measurement tool. 

 
Table 4. Results of Hypothsis Testing 

Add rows as per number of hypothesis you have created 

Sr. 
No 

Alternate 
Hypothesis 

Result 
p = 

>/< 
0.05 

Accept/ Reject 
Null 

hypothesis 

R 
value 

Relationship 

H01 There is a 
significant 
association 

between age and 
how often you 

purchase 
Raymond 
products. 

0.214 > H01 
Accepted(Null 

hypothesis 
rejected) 

0.515 weak 

H02 

significant 
association 

between age and 
how you rate the 
overall quality of 

Raymond 
clothing. 

0.015 < H02 Rejected 
(Null 

Hypothesis 
Rejected) 

0.008 weak 

H03 There is a 
significant 
association 

between age and 
satisfaction with 
the durability of 

Raymond 
products. 

0.275 >  
H03 

Accepted(Null 
Hypothesis 
Accepted) 

0.093 weak 

H04 There is a 
significant 

0.942 > H04 
Accepted(Null 

0.652 strong 
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association 
between age and 
the perception of 
consistency in the 

fabric of 
Raymond 

products across 
purchases. 

Hypothesis 
Accepted) 

H05 There is a 
significant 
association 

between age and 
how you rate the 
design and style 

of Raymond 
clothing. 

0.068 < H05 Rejected 
(Null 

Hypothesis 
Rejected) 

0.004 weak 

H06 There is a 
significant 
association 

between age and 
your perception 

of Raymond 
clothing 

compared to 
other brands. 

0.136 > H06 
Accepted(Null 

Hypothesis 
Accepted) 

0.002 weak 

H07 There is a 
significant 
association 

between age and 
whether you feel 

the price of 
Raymond 

products justifies 
the quality 

offered. 

0.050 < H07 Rejected 
(Null 

Hypothesis 
Rejected) 

0.182 weak 

H08 There is a 
significant 

relationship 
between age and 

opinions on 
Raymond product 

prices. 

0.013 < H08 Rejected 
(Null 

Hypothesis 
Rejected) 

0.315 weak 

H09 There is a 
significant 

relationship 
between age and 

0.200 > H09 Accepted 
(Null 

Hypothesis 
Accepted) 

0.005 weak 
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comfort level with 
Raymond 

clothing for 
regular use. 

H10 There is a 
significant 

relationship 
between age and 
satisfaction with 
the fitting and 

size availability of 
Raymond 
products. 

0.002 < H10 Rejected 
(Null 

Hypothesis 
Rejected) 

0.001 weak 

H11 There is a 
significant 

relationship 
between age and 
the perception of 

Raymond 
clothing being 
suitable for all 

types of 
occupations. 

0.007 < H11 Rejected 
(Null 

Hypothesis 
Rejected) 

0.001 weak 

H12 There is a 
significant 

relationship 
between age and 

ratings of the 
breathability and 
fabrics used by 

Raymond. 

0.004 < H12 Rejected 
(Null 

Hypothesis 
Rejected) 

0.000 weak 

H13 There is a 
significant 

relationship 
between age and 

overall 
satisfaction with 
Raymond as a 
clothing brand. 

0.006 < H13 Rejected 
(Null 

Hypothesis 
Rejected) 

0.000 weak 

H14 There is a 
significant 

relationship 
between age and 
the likelihood of 
recommending 

Raymond to 

0.004 < H14 Rejected 
(Null 

Hypothesis 
Rejected) 

0.007 weak 
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others. 

H15 There is a 
significant 

relationship 
between age and 

suggested 
improvements for 

Raymond 
products. 

0.000 < H15 Rejected 
(Null 

Hypothesis 
Rejected) 

0.000 weak 

H16 There is a 
significant 

relationship 
between age and 

perceptions of 
product quality. 

0.001 < H16 Rejected 
(Null 

Hypothesis 
Rejected) 

0.000 weak 

H17 There is a 
significant 

relationship 
between age and 

perceptions of 
product price. 

0.001 < H17 Rejected 
(Null 

Hypothesis 
Rejected) 

0.000 weak 

H18 There is a 
significant 

relationship 
between age and 

opinions on 
design/style. 

0.000 < H18 Rejected 
(Null 

Hypothesis 
Rejected) 

0.000 weak 

H19 There is a 
significant 

relationship 
between age and 

perceptions of 
comfort. 

0.013 < H19 Rejected 
(Null 

Hypothesis 
Rejected) 

0.001 weak 

 

DISCUSSION 
This paper explores the relationship of age groups with different 

dimensions of customer satisfaction from the Raymond apparel brand, such as 
quality, price, comfort, and overall perception. The results reveal a complex age 
demographics-consumer attitudes relationship of acceptance or rejection of 
several hypotheses analyzed through statistical testing. 
Age and Buying Frequency: 

The hypothesis H01 of high relation between the age factor and the 
purchase frequency of Raymond products was accepted, which means there is 
no significant correlation between them. This finding implies that the purchase 
frequency is relatively stable across age groups, just as could be expected with a 
broad appeal brand. The relation though is weak with p = 0.214, signifying that 
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although the age factor does not trigger a dramatic shift in purchase frequency, 
there are more critical variables, such as the effectiveness of marketing policies 
or brand loyalty, which may be determining factors. 
Quality Perception: 

Although hypothesis H02 was rejected with the conclusion that indeed 
an association exists between age and overall quality rating, it indicates that the 
perceptions of quality maybe different between the two groups of consumers 
that can have an impact on their level of satisfaction. The p-value of 0.015 is 
significant, so the differences in quality perception may be due to other age-
related factors, including experience and expectations concerning quality. The 
differences in perception must be considered by brands such as Raymond while 
trying to customize their products or marketing messages to different age 
demographics. 
Durable and Consistent: 

Regarding the durability (H03), the hypothesis was accepted, meaning 
that there is no association with age. H04 also has a strong acceptance regarding 
the consistency of fabric during purchases, which infers that the customer at all 
levels of ages perceives the product consistency of Raymond favorably. This 
consistency in quality will help in maintaining customer satisfaction and trust, 
especially when the market is competitive in nature. 
Design, Style, and Value Perception: 

Therefore, H05 was rejected indicating that age does not have a 
significant association with rating design and style since there appears to be a 
general appreciation for Raymond's design cutting across every age group. 
Nevertheless, opinions about product prices perceived to be fairly justified in 
terms of pricing as indicated by H07 and H08 were also rejected to indicate that 
age did not carry any influence on such perceptions. Therefore, consumers 
within any age category could find Raymond's price acceptable with regard to 
the quality they desire. 
Overall, Comfort and Satisfaction: 

Comfort in terms of frequent usage (H09) significantly correlated with 
age, and the conclusion was taken as accepted. This result suggests that comfort 
is more important in younger consumers than in older generations. This is 
essential understanding since comfort is fast becoming an important reason for 
deciding current fashion purchases. Rejection of hypotheses H10 through H19 
indicates that variables such as fit, breathability of fabric, overall satisfaction 
with Raymond brand, and the chances of recommending Raymond are not 
significantly different between the age groups. 
Recommendations for Raymond : 

Based on the findings, the improvement of communication strategies 
about quality, durability, and comfort of the product should be emphasized. 
The campaigns may deal with the perception differences of the two groups of 
ages regarding the specific quality while saying in general that it is quality for 
which the brand stands tall. Additionally, the fact that comfort is a priority for 
the younger age group may also help in the formation of products to enable 
Raymond to catch up with the change in taste of the consumers 
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Practical Implications 
From the study results, there are quite a number of practical implications 

that arise in terms of marketers, brand managers, and retailers, especially with 
regards to understanding what drives customers to be satisfied with the 
Raymond clothing brand. In actual fact, by understanding nuances between 
being an old-age buyer, excellent quality, price, and comfort buyer, 
stakeholders would be better positioned to strengthen engagement with 
customers and drive sales more effectively. 
1. Targeted Marketing Strategies 

As such, given the differences in perception among the various age 
groups, certain marketing strategies have to be undertaken by brands like 
Raymond. In other words, this demands targeted marketing campaigns that 
tailor the message to suit individual needs and preferences. For instance, 
whereas the message addressed to the young consumer may be comfort and 
versatility, to the older consumers, it would be on quality, durability, and 
heritage of the brand. 
2. Product Development and Innovation 

Focus on comfort, especially among the youth, suggests Raymond 
should design and develop with comfort as its core. This may manifest as 
investment in breathability and elasticity advances in fabric technology. So, it 
would target a huge market for comfort-led apparel over style and quality 
solutions. 
3. Quality Assurance and Communication 

The results indicate that customer perceptions of quality are an 
important determinant for customer satisfaction. Thus, Raymond should work 
on upgrading its process of quality assurance and make sure that these are 
advocated towards the consumers. Presenting quality standards, material 
sources, and craftsmanship in marketing materials can instill consumer 
confidence and satisfaction, leading to repeat purchases. 
4. Optimal Pricing Strategy 

While age did not work as a significant influencer of perceived value for 
money, an appreciation of the broader perception is necessary. On its pricing 
strategy, it is worth considering a strategy that is aligned to the perceived 
quality. Open communication over price points—be it promotions, discounts, 
or loyalty programs—can serve to make consumers feel that they are getting 
good value, thus thereby increasing the chances of satisfaction and loyalty to 
the brand. 
5. Increased Customer Interaction 

Interacting with customers through surveys, focus groups, or social 
media can provide insights into changes in their preferences. A customer 
response to the features of product developments, design, and price points will 
make Raymond's offerings more closely aligned with customer expectations. 
This becomes possible to imbue a sense of community that drives consumers to 
talk positively about their experiences. 
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6. Training of the Retail Staff 
Retail staff can really leave a mark upon customer perceptions and 

experience. Staff training that creates awareness of the various needs of 
different age groups may lead to an improvement in customer services and 
satisfaction. This includes the skills of how employees can communicate 
comfort, quality, and design of clothing to consumers to help them make correct 
purchasing decisions. 
7. Tapping the Digital Stage 

With more and more consumers embracing e-commerce, it is high time 
Raymond strengthen its digital presence as well as e-commerce strategy. Virtual 
fitting tools, enriched product descriptions to bring comfort and quality aspects, 
and consumer reviews would do wonders for shopping online. Targeted digital 
marketing using demographic insights would appeal better to the right target 
audience. 
 
CONCLUSIONS  

This study on the satisfaction of customers of Raymond apparel helps 
understand their confusion as regards the relationships between age, quality, 
price, and comfort. Here, it was found that some demographic variables, such 
as age, did not lead to significant differences in frequency of purchase or 
perceived price but were highly influential on attitudes toward quality and 
comfort. 

Younger consumers valued comfort, which was largely inferred from the 
overall trend of consumers relating to function and versatility clothing, whereas 
older consumers were more quality- and durability-conscious. Such findings 
imply a need for brands such as Raymond to target their marketing campaigns 
toward meeting specific needs as perceived by diverse segments across age 
groups. 

Furthermore, it has underlined the requirement of maintaining quality 
standards and their communication with the customers. As Raymond can 
upgrade product development in comfort and digital platforms, ensuring better 
engagement with their customer, it is achievable with the present brand loyalty 
and position in the market. 

Finally, the softer issues at the center of consumer satisfaction require 
Raymond to understand them well in this highly competitive scenario. This 
means that the brand can ensure better customer satisfaction and loyalty if its 
offerings and strategies align with consumers' expectations, especially about 
quality and comfort in order to create long-term sustainability in apparel 
markets. Future studies in this area could extend such findings, examining 
more variables that contribute the most to being significant determinants of 
consumer behavior and contribute more to knowledge about customer 
satisfaction in the fashion industry. 
Recommendations for Future Research/ Future Scope of the Study 
 The findings from this study provide a foundational understanding of 
customer satisfaction with the Raymond clothing brand; however, several 
avenues for future research can deepen and broaden the insights gained. Here 
are some recommendations for future studies: 
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1. Broader Demographic Analysis 

Future research should consider a wider range of demographic variables 
beyond age, such as gender, income level, education, and geographic location. 
This expanded analysis can provide a more comprehensive understanding of 
how different consumer segments perceive quality, price, and comfort, allowing 
brands to tailor their strategies more effectively. 
2. Longitudinal Studies 

Conducting longitudinal studies would help track changes in consumer 
preferences and satisfaction over time. As fashion trends and consumer 
behaviors evolve, understanding how perceptions shift can provide valuable 
insights for brands like Raymond. This approach could also help identify 
emerging trends and preferences among different age groups. 
3. Impact of Sustainability and Ethical Practices 

With increasing consumer awareness of sustainability and ethical 
practices in the fashion industry, future research should explore how these 
factors influence customer satisfaction and brand loyalty. Investigating the 
impact of sustainable practices on consumer perceptions of quality and value 
can provide critical insights for brands aiming to align with contemporary 
consumer values. 
4. Comparative Studies with Competitors 

Comparative studies examining customer satisfaction across multiple 
brands in the same segment can yield insights into competitive positioning. 
Understanding how Raymond’s offerings stack up against those of competitors 
regarding quality, price, and comfort will help identify areas for improvement 
and differentiation. 
5. Qualitative Research Approaches 

Incorporating qualitative methods, such as in-depth interviews or focus 
groups, can provide richer insights into consumer attitudes and motivations. 
These approaches can uncover underlying factors that quantitative data may 
not fully capture, such as emotional connections to the brand and personal 
experiences with products. 
6. Exploring Online Shopping Behaviors 

As e-commerce continues to grow, examining the role of online shopping 
experiences in customer satisfaction becomes increasingly important. Future 
research could investigate how online product presentations, customer reviews, 
and digital marketing strategies impact perceptions of quality and comfort. 
7. Emotional and Psychological Factors 

Further research could explore the emotional and psychological factors 
that influence customer satisfaction. Understanding how brand loyalty, 
personal identity, and consumer self-concept interact with perceptions of 
quality, price, and comfort can enhance marketing strategies and brand 
positioning.. 
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