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Abstract

This master's thesis assesses the complexities of consumer behavior in the apparel retail
sector, focusing on the psychological, cultural, personal, and social factors that shape
consumers' decision-making processes. The apparel retail industry is a dynamic landscape
influenced by many factors, but the core and driving force of the industry is consumer
behavior, which dictates demand and sets trends that significantly affect the success or failure
of companies.

The purpose of the research is to identify and categorize the main factors affecting
consumer behavior in the apparel retail sector in Georgia by studying consumer preferences,
brand loyalty, product quality, and price sensitivity.

The research hypothesis claims that price sensitivity is the predominant factor influencing
consumer preferences in the Georgian clothing retail market, driven by economic conditions
and personal financial constraints.

A quantitative research approach was chosen to test the hypothesis, and the analysis of
the research results confirmed that price sensitivity is indeed a dominant factor. However,
other factors such as product quality, brand loyalty, and visual appeal also play crucial roles.
The research reveals a complex interplay between various factors, suggesting that while some
consumers prioritize price, others remain loyal to trusted brands even when cheaper
alternatives are available.

Based on the results of the research, appropriate recommendations were determined
for Georgian companies to better understand and manage consumer behavior in the clothing

retail sector.

Key Words: Apparel, Apparel retail sector, Consumer behavior, Consumer preferences, Price

influence, Brand loyalty



