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Abstract:  
 
Markets is a social system supplying society’s 
material needs. In today’s scenario in India, 
because of fast socio-cultural changes, audiences 
have high exposures, information and knowledge 
about trends, availabilities, options and 
uniqueness of products available and entering the 
market. Hence businesses need a very careful and 
cautious handling of the aforesaid fact in 
strategic planning. Manifestation of dominating 
societal aspects viz. social media, societal & 
cultural changes, rise of newer market segments, 
vulnerable yet aspirational youth and  growing 
consciousness in producers & marketers are 
propelling the wheel of change in marketing 
strategies, in Indian garment market in the light of 
aspects like change in mindset & attitude, 
changing life styles, quick changing buying & 
usage behaviors, changing social exposures etc.  
In this context, companies require to analyze 
 
 
 
 
 

change drivers of the sector to consider changing 
societal elements and their impact on the target 
segments in order to frame sustainable marketing 
strategies. The significance of such “change 
drivers” has increased in recent years in India,  
especially after entry and success of “affordable 
Chinese  product” in all the segments , making it 
essential to understand issues like changing 
mindsets and societal status of customers. Now 
such changes require in-depth study, analysis and 
inclusion in strategic planning to cater and engage 
the target better. This need of incorporation of 
changes drivers  in strategic planning is studied in 
context to ready to wear garments sector of India 
as this sector it is not only about selling the 
product but  it is all about selling a life style under 
changing customer perception. This study will help 
in understanding and incorporating changing 
societal influences to include them in strategic 
planning, product development and marketing 
with holistic approach. 
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Introduction 
Beyond doubt, marketing is an economic process 
that is affected by societal influences at every 
level, directly or indirectly, from basic to most 
competitive strategic aspects. Marketing needs to 
be treated  more as  social institution rather than 
truly commercial which needs to be handled 
carefully in the markets which itself is a social 
system supplying society’s material needs. This  
new era of holistic marketing demand  
transformation  of marketing philosophies in line 
to societal changes like changing social status, 
changing requirements , changing cultural values  
changing social recognitions , changing 
perceptions , changing mindsets  etc. towards  
better value creation or rather ,  creating better  
customer perceived value in production , marketing 
and in customer services too. 
In today’s changing market scenario in India, 
because of fast socio-cultural changes, audience 
have high exposures and information on every 
aspect ranging from quality to alternative 
products. Markets need a very careful and cautious 
handling of strategic planning. While developing a 
marketing strategy brands cannot survive only on 
traditional marketing models but require to add 
changing element  that  have started influencing 
the target segment more than the established 
ones. To frame sustainable marketing strategies 
such elements require in depth studies, 
understanding and appropriate inclusion in 
planning.  Change in mindset, attitude, life styles, 
buying & usage behaviors, social exposures are 
now more prominent to be taken cared over 
traditional strategic approaches. The significance 
of such societal aspects has increased in recent 
years in  vast & vital Indian market after entry of 

Chinese  products which have made it possible that 
“everything is available and affordable for every 
segment” . Now class differences have vanished in 
product usage making customers to become more 
demanding, informed and cautious about “social 
self”. Such mindset change and societal changes 
have changed the whole market scenario and made 
the producers & marketers to rethink , redesign and 
reengineer the strategies to sustain in highly 
competitive markets. It requires in-depth study, 
analysis and inclusion  of such changes in 
strategic planning to cater and engage the target 
better.  
This growing need of incorporation of societal 
changes in strategic planning is studied in context 
to ready to wear garments in India ,as this sector is 
most influenced by societal changes , ever 
changing and highly demanding where it is not only 
about producing and selling the product but  it is 
all about  creating & selling a  package of life style 
to establish relationship with the most vulnerable 
customer . 
 

GROWING SIGNIFICANCE OF 
SOCIETAL ASPECTS IN MARKETING PLANNING 

Over the past several years Indian industries have 
shown tremendous growth in every sector building 
up on capacities at various levels, expanding its 
product base, incorporating innovative 
technologies and coming out with new avenues of 
businesses using latest  tools like social media, e-
commerce etc. Garment sector in India has also 
changed tremendously after the boom of Chinese 
garment industry which is practically making every 
country a target market. Costing, production, 
designs, labels, raw materials, accessories, every 
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aspect of garment business is either facing tough 
Chinese challenge or changing due to that 
pressure. Under pressure, Indian garment sector  
is now coming up as more organized sector than 
ever  and searching new avenues through strategic 
reengineering. Such avenues require  inclusion of  
societal changes in lifestyles, norms , values 
,culture, adoptability , demographic changes and 
consumption patterns etc. to make it sustainable. 
Some of the key growth drivers of the ready to wear 
garment industry in India  are observed as 
disposable income, rise in nuclear family, larger 
young population, changes in consumer wants, 
quality products, affordable product attributes 
and  improved buying intensions , desire for 
individual recognition , enhanced awareness etc. 
Under such growing  market scenario, there has 
been a rapid increase in market-size of ready-to-
wear clothing apparel brands in India dominated 
not only by local brands but by global brands too. 
Complex desires  for  cheap but branded products 
in exclusive & casual ranges has made marketers 
to realize that the product must be produced more 
audience focused rather than product focused to 
match  changing customer perceived value  and 
economic viability. Now the slogan “Survival of the 
fittest” has actually became  “survival of the 
smartest” in the sector . This approach will be 
more efficient and delivering the right mix to the 
right group of people. The time now demands to 
incorporate such social changes in strategic 
decisions to broaden the aspect of customer 
socialization further in this era of social reforms 
and social media dominance.  Now it is a time to 
include societal aspects in value dimensions and 
holistic marketing.  

Garments is a serious business because product 
development here is the most venerable aspect 
than any other business as every collection, every 
season has to be unique in design and technique to 
give audience every time a new look which is a real 
tough task beyond any doubt. It’s not like other 
products where, as per the market research you 
develop your product once in a year or two and 
market it in your targeted segment. It requires 
strategic planning and “smart understanding” of 
the continuous changes occurring in segment and 
to be always on toes as the sector operates in 3 to 4 
seasons every year and well dominated by  
elements like new look, new product, best price, 
best quality, fast production technique, perfect 
timing and quickest placement of the product . This 
can’t be achieved without through understanding 
of changing scenario and incorporating them 
smartly in strategies. Irony of product 
development here is, manufacturer’s value 
creation is not taken by the customers and 
individual customer’s value perception (CPV) plays 
vital role in most challenging way than any other 
product marketing.  
In this new age ,where social marketing has been 
taken as part of smart communication process the 
“societal marketing” is shaping up as part of  
better understanding the segment regarding 
product requirement, usage, preferences etc. 
which  helps further in product designing, product 
development, branding, positioning and finally to  
its acceptance. This is an focused approach to 
deliver more value- product to  the unique 
audiences of ready to wear garments.  For a good 
marketing performance on economic fronts it 
becomes vital in current markets of competing  
global players. Now, a garment retailer must 
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determine how to successfully acquire, engage, 
attract, sell to, and retain the diverse & demanding 
customer who is always looking for something new 
& exciting under the influence of fast track market 
communication, product availability and choices. 
Global  brands have made this even more easy as 
well as complex both. Now it is necessary to gauge 
the mindset of this style conscious , ever changing 
consumer correctly. Consideration of societal 
aspects will help in doing so and bringing forth the 
right product offerings to the right consumer at 
right time. With vast availability of options, 
changing trends , copy pasting of designs ,higher 
buying powers and zero waiting time , the market is 
totally different than what it was 10 years back. 
Technology  and socio-cultural shifts have enable 
new shopping behaviors, allowing consumers to 
deal directly with other fellow consumers, compare 
prices , customize products , gather latest 
information and get the best deal. In this dynamic 
environment, gaining in-depth insight into 
consumers’ lives, attitudes and motivations is now 
a competitive advantage through “smart 
understanding” of the customer.  
 

LITERATURE REVIEW 

[51]in write up “Megatrend Analysis-Putting the 
Consumer at the heart of business -A Euromonitor 
International Report” described that  a megatrend 
is a shift in behavior or attitude under societal 
changes that has global impact and exists crosses 
multiple industries. Megatrend analysis allows 
companies to build a long-term strategy that is 
proactive rather than reactive, making sense of 
where they stand today, but also ensuring they 
have a plan to remain relevant moving forward 

under changing market expectations for value.  
Therefore manufacturers and marketers need to 
study, analyze and understand mega trend change 
and aspect of Customer Perceived Value  for their 
target audience in developing the product. This is 
not an easy task as this is influenced by changing 
market scenario where factors like societal 
changes, quick changing trends & demands, 
changing technologies and Globalization has a 
great impact. According to Investopedia “The 
consumer’s perceived value of a good or service 
affects the price that he or she is willing to pay for 
it.” -Perceived value is “the worth that a product 
or service has in the mind of the  consumer.”   
Ready to wear garment market is very unique from 
a customer value perspective. As it was said by 
author [49], companies should emphasize more on 
providing unique added value rather than 
modifying core benefits in order to enhance 
customer value and loyalty. 
Almost three decades ago it was noted by author 
that a competitive advantage of a firm comes from 
its capability to create value for its customers that 
exceeds the company’s costs of creating it. This 
perception has not changed up to now as superior 
customer value delivery is still seen as a key to 
achieve and maintain competitive advantage. This 
had led to an increased interest of researchers to 
analyze customer value creation process and how 
customers perceive value. 
Some authors  suggested that customer’s 
perceived value consist of 5 components: price, 
product quality, service quality, image and 
relationship between a customer and a vendor. 
Ready to wear garment market is very unique from 
a customer value perspective. The core benefits or 
basic requirements for supplier are more or less 
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similar in all B2B & B2C industries. But the add-on 
benefits are very specific for each industry. As it 
was said by author [49], companies should 
emphasize more on providing unique added value 
rather than modifying core benefits in order to 
enhance customer value and loyalty. It is essential 
for suppliers in  this industry sector to know what 
their customers expect, how they perceive value 
and what add-on benefits could be offered to them. 
It will be  reviewed that what are the components 
that authors perceive as adding value for “value 
perception by customers” and what are the 
elements considered to be valuable for the 
customers in ready to wear garment markets. 
The customer value creation has long been 
considered as a central marketing concept and the 
source of competitive advantage [35]. 
Nevertheless, customer value and its creation 
differ substantially in each industry. Therefore, 
literature suggest firstly starting with the value 
exploration process to gain understanding what 
customer thinks about, wants, does, and worries 
about. Only then they propose to proceed with value 
creation process utilizing all the resources and 
competencies available. 
The company’s resources or assets used to create 
customer value are usually divided by authors to 
tangible (physical) and intangible (intellectual) 
dimensions [7]. [34] They have introduced the 
operand and operant concepts to describe 
company’s resources. They define operand 
resources as tangible and static goods offered to 
customer that the goods-centered model of 
exchange is based on. Whereas service-centered 
model of exchange is based on operant resources 
that are invisible and intangible assets such as 
core competences or organizational processes. 

Usually authors use the term core product to 
describe the value created for the customer by 
delivering the physical or tangible goods. Core 
product can be viewed as the product in its most 
basic form. The concept of core product has been 
defined by some authors who suggested four levels 
of product offer: core or generic product, expected 
product, augmented product and potential 
product. The only difference is that authors 
emphasizes the difference between the core 
benefit, which is explained as the advantage the 
buyer actually wants and the generic product, 
which represents the actual physical product. 
Despite the industry differences, some authors 
distinguish the most basic and general 
dimensions of a core or physical product in 
general.[6] Operant resources are not material or 
physical assets but invisible and intangible 
processes of a company [34]. According to [16] 
operant resources are resources that produce 
effects such as customer value creation. 
According to the dominant service-centered view, 
based on operant resources, companies should 
identify and develop their core competences, 
expertise, substantial skills and knowledge and 
cultivate relationships with customers that involve 
them in developing the value propositions 
according to the specific needs of the target 
segments. [34] The service value has been, and will 
continue to be, a key construct of interest to 
marketers. The importance of service value 
emerges from consumer decision processes that 
are usually based on service value [18].  According 
to [12], service is any act, performance, or 
information that enhances the firm’s core 
product. Authors define customer service as the 
value adding attempts, activities and practices 
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that complement the core product provided by a 
company. 
According to [15], core competence is a connection 
of skills, expertise and knowledge of the employees 
that enables the company to perform their tasks 
and accomplish results at a high standard. As 
mentioned above, the third component of service 
value in this paper is complementary service. The 
concept of complementary service has been 
characterized using various terms, including 
complementary selling, companion selling, 
complementarities, and complementary product or 
augmented product offering. In case of ready to 
wear garment market, the complementary to each 
feature service is offering the extended range of 
products that customers need in a production, 
presentation and selling processes. The range 
might vary from the materials and type of the 
customer to product presentation..  
According to [34], companies should develop and 
cultivate relationships with customers by involving 
them in developing personalized, competitively 
compelling value propositions to meet their 
particular needs. One of the tools that are most 
often used to create relationship value for 
customers particularly in business-to-business 
marketing is customer relationship management 
[14]. Customer loyalty can be defined as a 
customer’s engagement with a company and 
willingness to continue doing business with a 
company permanently[39]. According to some 
authors, loyalty is “a deeply held commitment to 
rebuy a preferred product or service in the future 
despite situational differences and marketing 
efforts having the potential to cause switching 
behavior”. Behavioral loyalty is interpreted as the 
type of customer behavior such as repeat or 

continuous purchasing from the same supplier or 
the act of recommendation [36]. Behavioral 
dimension was the first and mostly used 
dimension of loyalty by researchers. Even with 
current definition of loyalty includes more than 
just a behavioral dimension; some researchers 
still focus only on behavioral dimension of loyalty 
[22]. Attitudinal loyalty is described by author [20] 
as different opinions that create a general 
attachment to a product, service, or organization 
[22]. The criticism of behavioral loyalty by author 
[19], arguing that loyalty develops as a result of a 
conscious effort to evaluate competing brands, 
has led to the increased attention to attitudinal 
loyalty by authors and became an important loyalty 
dimension[22]. Attitudinal loyalty can be created 
and maintained by focusing on relationship 
building and creating customer’s trust, 
commitment and again providing excellent service 
systems. 
The study by author [8] has researched the 
relationship between the perceived core product 
value and customer satisfaction and loyalty. The 
most important dimensions of core product– 
quality and price – were measured. Authors have 
found that perceived product quality and perceived 
price fairness are both positively related to 
customer satisfaction which they explain by 
product quality and price being the essential 
concerns to customers and therefore effecting 
their satisfaction [8]. Despite the vast literature 
on customer service and satisfaction relationship, 
very few authors have explored the relationship 
between customer service and loyalty. Usually, the 
ones who did researched the indirect relationship 
via satisfaction because satisfaction is thought to 
be an immediate antecedent to loyalty Competence 
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can be described as intangible assets of the 
organization such as skills, knowledge or 
expertise, which are used to create value for 
customers. The increased authors attention and 
emphasis on competence as a way to create 
customer value has resulted in numerous studies 
researching the company’s competence 
relationship with customer satisfaction and 
loyalty. Authors explain the relationship between 
company’s competence and customer satisfaction 
based on the notion that meeting or exceeding 
customers’ expectations achieves satisfaction. 
Nevertheless, there is still scarce of research on 
the relationship between competence and 
customer loyalty.  
[5],while describing the marketing actions for the 
garment industry mentioned that designer label, a 
private label or even a little brand name, they are 
different on the level of the product exclusivity, 
perceived quality and reliability; but they are all 
talking about image marketing, and would like to 
use brand as a tool to seize larger market share in 
their market. [29] on their article on Branding of 
Clothing Fashion products  argue that clothing with 
high branded images has a great impact in 
garment market to satisfy the desire of customers. 
Due to the increased awareness and 
consciousness, people are ready to spend any price 
for comfort and quality related to strong branded 
apparel. 
 

CORE DRIVERS LEADING SOCIETAL 
CHANGES 

In order to understand the core drivers of societal 
change in the sector which in turn influence the 
product development, branding and marketing , a 

focus group was established to get expert opinion, 
suggestions and feedback on core drivers of 
change in the sector . The focus group represented 
every kind of representative of the sector as under; 
1. Fashion designer from Noida; Shweta 
Mehra from Rabbana fashion Pvt.ltd. 
2. Retailer from Karol Bagh; Anil Batra from 
Frontier Raas 
3. Merchandiser from Noida; Ankur Batra 
from Ecru fashions 
4. Wholesaler from Chandni Chowk; Anil Soni 
from Bhairav embroideries Pvt.Ltd 
5. 05  Customers from South Extension, 
Okhla, Karol Bagh , Connaught place and Chandni 
Chowk 
6. Production manager from Okhla industrial 
area –garment factory Sanjay Sharma 
 
Personal interaction with open ended questions 
lead the findings on the change drivers to some 
specific factors which were considered and 
emerged as most dominating factors of the sector. 
Following factors have emerged as the core drivers 
of societal  change that influence the buying 
behavior of target segments  and in turn enforce  
need of incorporating such societal changes into 
strategic formulation. 
 
Demographic and Psychographic Change  
Changing status of women in society and positive 
mind set change  towards the same have changed 
the way of life in Indian markets too. In each 
segment we could observe distinct taste and 
likings which does not depend on the disposable 
income of a person rather than mind set and the 
life style of the consumer at large.  
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Demographic shifts such as urbanization, 
migration, higher life expectancy, falling birth 
rates and the increasing population of elderly 
people, are combining to reshape consumer 
lifestyles and purchasing decisions today.  
 
Technology Impact 
Today, customer has  become more informed and 
recognition prone and each segment is getting 
affected by technological changes too in different 
ways. Though the intensity depends on their level of 
thought, profession, education, and exposure to 
the world but its influence is beyond any 
questions. The constant innovation within 
technology and ever-updating technological 
processes are driving consumer trends in current 
garment markets.  
 
Changing Values  
The changing values , priorities, perceptions, 
attitudes, beliefs and motivations  shape decision-
making, from policy to purchases. Generational 
shifts , cultural changes, as well as changing 
socio-political scenarios such as concepts like 
Smart Cities and Smart Homes , Healthy living, 
ethical Living, Reinventing Gender Roles, Changing 
Family Dynamics, Multiculturalism etc. are 
changing the behaviors in buying as well as in 
perceptual process.  
 
Middle Class Extension   
Marketers and producers of the sector feel boom, 
extension and even retreat about the middle 
classes in India.  At the same time, the middle 
classes, in developed markets, struggle to 
maintain their economic position , exemplifying 
the unique features like  the growth of discounters 

and on other hand trying to jump out of the strata. 
This contrasting trend heads on placing more 
emphasis on the consumer experience as social 
being and as a vehicle for boosting sales on other 
face has lead the garment businesses to new 
dimensions.  
 
Shifting Market Frontiers 
As the areas of the markets become over- explored, 
over-populated, or otherwise have reached their 
maximum potential, marketers gain prominence 
for their unexploited potential. We call this   
“Shifting Market Frontiers” and there is need to 
adapt to the changing demographic, economic and 
technological reality, bringing new markets from 
frontier into the spotlight.  
 
Generated needs 
Motivation behind consumers’ purchasing 
decisions has changed in  today’s scenario vis a vis 
factors like their quick societal & economic status 
change. At its core,  the idea behind  is “with more 
brands available even at more price points than 
ever before, consumers can spend more on the 
things that matter to them to maintain that 
acquired status, ego, image etc.”. Brands are 
playing with “ generated fake/genuine  needs” for 
such changing customers . Changing “self 
concepts” have started dominating the market 
demands in garment industry. 
 
Reinvented Shopping  
How we buy goods is constantly in flux as economic 
and technological realities change every day for 
businesses and consumers. Shifting values and 
access to the internet have created a great deal of 
new competition for customers. Consumers make 
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purchases across many platforms in sectors like 
garments and merchants must be prepared to 
engage anytime & anywhere as new buying habit 
shift than any other sector. Now the ideal customer 
journey weaves a brand into the entire experience, 
providing value before, during, and after the 
purchase, converting a transaction into a 
relationship. Consumers are increasingly 
expecting retailers to engage with them in ways 
that suit their interests and lifestyle. Aspects like 
selling via social media and social messaging (s-
commerce), internet-enabled subscriptions, pop-
up shops , native marketing and many more  
innovative methods  that offer new ways to the 
growing markets of high competition. Garment 
market is among the leading ones in this category.  
 
Connected Consumers 
Connected consumers are the new trend of 
markets now , not only for references and opinion 
but also for feedbacks and supports. Over the 
years, international brands like Marks & Spencer, 
Lacoste, Swarovski, H&M, Mango, international 
designer brands like channel, Gucci, Karl Lagerfeld, 
Armani, tommy Hilfiger are among a host of others 
who have come into India through the franchise 
route using this connectivity aspect of consumers 
worldwide. These digital connections are 
underpinning shifts in how consumers live, work, 
and shop along the globe.                                 
 
Changing Culture , Subcultures and Cross 
cultures 
Culture refers to the shared beliefs, behaviors and 
attitudes that characterize a society. Culture 
prescribes the way in which one should live.  One 
could find a difference in style, price preferences, 

color choice, fashion and even in size requirements 
some times. It is seen that economic environment 
and socio-cultural changes and its effect on 
buying habits of Indian consumers have led to a 
noticeable change in the lifestyle of people and 
consequently the buying behaviour of people, 
especially in the urban areas.   
 
Social Class Restructures 
 The rise of the middle class in India is creating 
opportunities for many companies especially in 
garment sector. On one hand, they want their 
perceived value and on other they wish it to be 
cheaper too. Companies have managed to capture 
this change in the form of  market share by 
introducing “lower echelon” brands without 
damaging their luxury brands. Pantaloon, W, Biba, 
Good Earth, Life-Style , Feb India  are example of 
such consideration in strategy.  
 
Changing Roles of Reference Groups , Opinion 
Leadership and Family Structures 
With changing roles in family structures, decision 
making, quality of information, reference group 
dynamics , opinion leadership the  scenario is 
changing in garment sector too . Professionals of 
production and marketing need to get  aware of this 
changing scenario by using different techniques to 
reach true opinion leaders to accommodate their 
references on strategies as in clothing industry it 
has a great deal of influence.     
Perceived value , global awareness ,service 
preferences and brand flooding 
Ready to wear garment market is very unique from 
a customer value perspective . Changing Global 
exposures on styling, has emerged greatly under 
global influences. Customers have exposures  of 
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global brands now and also they get exposure on  
movies, net, you tube etc. for recent trends, 
changing trends and current successful products. 
Accordingly customers try to buy /use those for 
themselves 
 

CONCLUSION 

Core drivers of change are responsible to bring 
societal  changes into importance in  strategic 
formulation  and making its marketing 
significance felt and recognized over traditional 
marketing ,production & branding strategies. In 
garment industry , especially in ready wear sector 
societal aspects helps to understand the changes 
occurring and predict those occurring in the future 
.Is a now a critical tool for making strategy shift 
from reactive to proactive in context to present 
scenario. Societal aspect analysis helps 
businesses better anticipate market developments 
and lead both incremental and disruptive change 
for their industries & markets. social marketing 
has been taken as part of communication process 
where as societal marketing should be the part of 
understanding the segment regarding changing 
product requirement, usage, preferences etc. 
which will help further in designing, product 
development, branding, positioning and  its 
acceptance in markets towards demand and 
production accordingly. 
The Indian customer has undergone a remarkable 
transformation in last 20 years in this sector.  
Organized retail with its variety of products and 
multitude of malls and supermarkets is fueling 
their addiction for newer expectations. But one 
thing is true beyond doubt that Most customers’ 
preferences change according to the societal 

changes occurring around them which in turn 
bring change in fashion oriented requirements.  
Most consumers have grown up with television, the 
Internet, and have been exposed to the standards 
of living and consumer culture abroad. So, the 
technology, ideas and lifestyles are moving 
concurrently and quickly in this sector too like 
many core sectors especially after the global brand 
boom in last decade. People buy branded clothes 
because of their perceived quality and value. 
People wear branded clothes not only because of 
comfort but it is a matter of  recognition  and 
uniqueness for them now . People get influenced by 
design and style offers of the “branded” garment 
industry but from core of heart it is a matter of 
getting value for money, time and efforts against 
their formed expectations for it through 
environmental stimuli received from company 
communication, competitors, opinion leaders, 
references etc. Now the reasons why companies 
need to adopt the societal marketing concept lies 
within these elements of change coming from 
lifestyles, cultures status, trends, behaviors and 
societal changes . This study will help in  
understanding the need for incorporating 
changing societal influences in strategic planning  
towards development and marketing of right 
products . 
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