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Abstract: Women has developed as an important segment in apparel buying. They give lot of importance to apparel resulting in changing behaviour of 
consumers. The purpose of the study is to expand knowledge of apparel buying behaviour of Indian consumers by understanding the apparel buying 
preferences of working women and to assess the impact of big five personality type on various dimensions which influence the apparel buying behaviour 
of working women like consumer characteristics, product attributes, promotion, store attributes and reference groups. Hence the study was conducted 
on 480 working women belonging to the three age group 26-35 years, 36-45 years and 46-55 years. The study was conducted in Jaipur which is the 
capital of Rajasthan state. Convenient sampling technique was used for selection of sample. Data analysis was done using percentage, mean and 
correlation. It was found that there is a positive correlation between the apparel buying behaviour dimensions and big five personality type. The findings 
of this study will contribute towards understanding of behaviour and will provide a meaningful insight to retailers, entrepreneurs and merchandisers 
regarding apparel buying behaviour.  
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1. INTRODUCTION 
Apparel is used to reflect, express or enhance one’s 
personality either consciously or unconsciously. Apparel 
becomes an important domain of life of working women. 
The apparel buying behaviour of working women is 
especially noticeable as they spend more time and money 
on the choice and selection of their apparel and are 
particular about the kind of apparel they wear. Personality is 
a representation of a person’s character, how he/she thinks 
and feels. Personality is an explanation to people of diverse 
behavior in same situation. For example, all physically 
healthy people might not respond to threatening situation in 
a similar manner. Some might calmly handle a stressful 
situation, whereas others may feel alarmed and insecure 
even in an everyday life situation. Such diversity in 
behaviour and personality is important for the survival of a 
species in a constantly changing situation. Personality 
refers to individual variationsIn characteristic patterns of 
feeling, thinking and behaving. The research 
of personality is on two broad areas: One understands 
individual differences personality characteristics, such as 
irritability and sociability. The other understands how the 
various parts of a person come together as a whole. 
 
1.1. Personality towards Apparel Buying Behaviour 
Personality discusses great demands on the buyers buying 
behaviour. According to Mehta and Sharma (1984) 
―Personality is defined as those inner psychological 
characteristics that determine and reflect how an individual 
responds to his environmental stimuli.‖ Personality specifies 
diverse sort of trademark traits for example, assertiveness, 
supremacy, sincerity,  
 
 
 
 
 
 
 
 
 
 
 

determination, etc. which altogether is helpful in deciding 
buyers conduct with regard to a particular product, service, 
brand and save those organizations functioning in the 
competitive environment. Personality is as an individual’s 
unique reaction or tendency toward same situation. Deep 
rooted personality features persuade store and product 
preferences as well as the way in addition to those in which 
a buyer reacts towards retailer’s promotional messages. A 
person’s personality also disturbs her/his buying behavior. 
Every person has own characteristic personality qualities 
which replicate in her/his buying behavior. Apparel impacts 
the impression of the characteristics of individual’s 
personality and alteration in apparel style can cause 
fluctuations in the formation of perception. Apparel acts as 
a legal symbolic indicator of the self. Apparel is an close 
part of life for most humans. Every day, they devote some 
amount of time to choose about which dress to wear and a 
lot of time goes into decision making while choosing and 
buying apparel. 
 
1.2. Objectives  
To study the impact of personality type on dimensions 
influencing apparel buying behaviour of working women in 
three age groups. 
 
1.3. Hypothesis  
There is no significant impact of personality type on 
dimensions influencing apparel buying behaviour of working 
women in different age group. 
 

2. REVIEW OF LITERATURE 
 Hassan, Shelvam, Bhat and Wani (2016) study focused on 
the key dimensions of big five personality among the 
physical and nonphysical education teachers. OCEAN was 
the acronym obtained by rearranging the first letters of the 
big five personality traits namely, openness to experience, 
conscientiousness, extraversion, agreeableness and 
neuroticism. The present study explored the big five 
personality factor amongst the teachers of physical and 
non- education and to study the effect of gender and faculty 
was on suicidal tendency among students. Sample for the 
study was 40 male teachers, 20 physical education 
teachers and 20 non physical education teachers. A 
random sampling was used for collection of data. Data 
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collection was based on Dr Tom Buchanan Big Five 
Personality. Finding of the study revealed that there is no 
major difference between agreeableness, 
conscientiousness, neuroticism and openness of physical 
education and non physical education teachers. Rizkiyani, 
Shahadan and Yudiana (2015) study was carried out the 
Big Five inventory (BFI) model to study the personality traits 
of Sundanese adolescent sample. The study participants 
were 247 middle-school students of 13-14 years. Results 
were analysed with reliability analysis consisting of intra 
class correlation coefficient and construct reliability (CR) 
coefficient. Internal consistencies of the extraversion, 
conscientiousness and neuroticism were observed for the 
Indonesian BFI satisfactory. In addition, openness and 
agreeableness had a close association with 
conscientiousness. Consistent with the past findings, this 
study implies the cultural development impacts the Big Five 
personality characteristics. Neuroticism demonstrates 
psychometric properties. Dipti, Maya, Kumar, Raj and 
Panday (2014) carried out that age and gender are two vital 
variables which control the personality of an individual. The 
pressure of age and gender on big five personality domains 
in Indian population was assessed in cross sectional study 
that included 155 samples aged from 16-75 years. Big five 
personality factors were evaluated using 60- item Neo- Five 
Factor Inventory at a single point in time. Among the big 
five factors of personality, conscientiousness was positively 
correlated with age and retained the significance in men 
only when analysed by gender subgroups. Further, age and 
gender sub- group analysis showed that neuroticism was 
inversely correlated with age in women of 26-35 years. 
Neuroticism was inversely correlated with age in men aged 
46-55 years. These findings suggest that personality traits 
may change with age, and is gender-dependent relative. 
According to Gul, Shahzad and Khan (2014) lifestyle plays 
a chief role in one’s life, people have the habit of spending 
their money based on fashion changes, thereby explaining 
the relationship of social media and fashion consciousness 
and consumer buying behavior. This exploratory research is 
mainly based on students from higher educational institutes 
of Karachi. This study adopted a convenience sampling 
strategy for data collection. A total of 300 respondents were 
administered with standardized questionnaires and 
received only 262 responses. To obtain data for various 
variables, multiple scales were used in this study, namely, 
5-point Likert scale, Multiple Options Scale, Yes/No Scale, 
etc. The study results demonstrated a weak significant 
relationship between social media and fashion 
consciousness and also between social media and 
consumer purchase behaviour, that is, both purchase 
behaviour and fashion consciousness of consumers are 
influenced by social media. 
 

3. METHODOLOGY 
The study was conducted in Jaipur on 480 working women 
of upper middle class income group. In the present study 
convenient sampling technique was used for selection of 
sample. The samples of the study were working women. 
Study was conducted on 480 working women belonging to 
the age group of 26-35 years, 36-45 years and 46-55 years 
of upper middle class income group. The data analysis was 
done through percentage. The data was collected through 
questionnaire to find out the preferences of working women 

as per their age. The collect data was coded, tabulated and 
analyzed using different statistical techniques. Statistical 
techniques used such as mean, standard deviation, 
coefficient of correlation were use. 
 
3.1. Personality Big Five Inventory (BFI) 
A personality Big Five Inventory (BFI) was developed by 
Costa & McCrae, (1992) ;  John & Shrivastava (1999) which 
was use to measure the personality type of the working 
women. The inventory provides for a ―5- point‖ response 
category of: Disagree strongly= 1; Disagree a little = 2; 
Neither agree nor disagree= 3; Agree a little= 4; and Agree 
strongly=5.  
 
3.2. Reliability of the test 
The Cronbach’s alpha reliability of the scale for the Big Five 
Personality is given in table. 
 

Table-1 Cronbach’s alpha reliability of Personality scale 
Dimension Cronbach’s alpha reliability 

Personality type 0.70 

 

4. RESULTS & DISCUSSION 
 

4.1. Demographic Profile 
 

Table 2 Distribution of respondents on basis of Education 
Level 

N=480 

Education Level Frequency Percentage 

Graduation 144 30 
Post Graduation 260 54 
Any other 76 16 

 
From table 2 it is observed that majority of respondents 
(54%) were post-graduates followed by graduates (30%) 
and few (16%) belonged to the category of any other these 
included respondents who had done Ph.D, MBA etc.   
 

Table 3 Distribution of respondents on the basis of 
Profession                               N=480 

 

Profession Frequency Percentage 

Teacher 164 34 
Doctor 24 5 
Engineer 23 5 
Business 82 17 
Lawyer 29 6 
Public Service 68 14 
Corporate Sector 91 19 

 
The above table shows that most of the working women 
(34%) were teacher, 19% were working in corporate sector, 
17% had their own business, 14% were in public services 
like police, government officers and public services, 6% 
were lawyers and 5% were doctors and engineer. Hence, it 
can be concluded from the above data majority of the 
working women respondents were into teaching. 
 
 Table 4 Correlation between Personality Type and overall 
Apparel Buying Behaviour         N=480 

 

Extraversion Pearson Correlation .322** 
Sig (2- tailed) .000 

Agreeableness Pearson Correlation .340** 
Sig (2- tailed) .000 

Conscientiousness Pearson Correlation .276** 
Sig (2- tailed) .000 

Neuroticism Pearson Correlation .224** 
Sig (2- tailed) .000 
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Openness to experience Pearson Correlation .238** 
Sig (2- tailed) .000 

**. Correlation is significant at the 0.01 level (2-tailed). 

 
Table 4 suggests the degree of relation between the 
apparel buying behaviour and personality type. Pearson 
correlation coefficient measures the linear association 
between two scale variables. The correlation between all 
the personality type is positive with apparel buying 
behaviour of working women. All working woman have their 
own personality and buying behaviour pattern which is 
different in every sense. Personality is a person’s consistent 
pattern of responses. It effects apparel buying behaviour, 
as it is the decision making processes and it is an act of 
people involved in buying and using products. Highest 
correlation of apparel buying behaviour is with 
agreeableness personality trait with apparel buying 
behaviour and lowest with neuroticism personality. 
Individuals falling high in this trait are noble, self-sacrificing, 
philanthropic, concerned and compassionate. The results 
are supported by Thomas (2015) which shows that 
personality significantly influences buying behavior and the 
trait agreeableness is the strongest predictor as a variable. 
Furthermore, neuroticism is the weakest predictor as a 
variable. According to Adjei and clark (2010) personality 
type affect the consumer behaviour. Traits like the 
consumers tendency to innovativeness and the variety 
seeking behavior influence loyalty towards certain brands. 
Kwak, Jaju and Zinkhan (2002) found that personality is a 
predictor of buying behaviour. Mulyanegara, Tsarenko and 
Anderson (2007) found out that strong correlation between 
buying behaviour and personality traits. Zabkar, et. al., 
(2017) found the influence of personality type on consumer 
behaviour because the competence of the store depend 
upon the decision of buyers for several categories. 
However Extroversion, conscientiousness, neuroticism and 
openness to experience have positive influence on apparel 
purchase behaviour. It further shows that the personality 
traits influence apparel buying behaviour of women. Gohary 
and Hanzaee (2014) found that personality type such as 
neuroticism, conscientiousness and openness to 
experience have an influence on the impulsive buying 
behaviour. 
 
Table 5 Correlation between Personality Type and Dimensions 
of Apparel Buying Behaviour      N=480  

  E A C N O 

CC Pearson 
Correlation 

0.142 .347** .303** -0.14 .401** 

Sig. (2-tailed) 0.074 0 0 0.076 0 

RG Pearson 
Correlation 0.119 -0.027 0.105  .191* 0.03 

Sig. (2-tailed) 0.135 0.733 0.185 0.016 0.705 

PA Pearson 
Correlation .350** .326** .402** -0.066 .356** 

Sig. (2-tailed) 0 0 0 0.407 0 

PF Pearson 
Correlation 0.092 -0.138 -.220** 0.126 0.044 

Sig. (2-tailed) 0.247 0.081 0.005 0.113 0.577 

SA Pearson 
Correlation .221** .375** .338** -0.007 .275** 

Sig. (2-tailed) 0.005 0 0 0.93 0 

Table 5 Correlation between Personality Type and Dimensions 
of Apparel Buying Behaviour      N=480  

  E A C N O 

CC Pearson 
Correlation 

0.142 .347** .303** -0.14 .401** 

Sig. (2-tailed) 0.074 0 0 0.076 0 

RG Pearson 
Correlation 0.119 -0.027 0.105  .191* 0.03 

Sig. (2-tailed) 0.135 0.733 0.185 0.016 0.705 

PA Pearson 
Correlation .350** .326** .402** -0.066 .356** 

Sig. (2-tailed) 0 0 0 0.407 0 

PF Pearson 
Correlation 0.092 -0.138 -.220** 0.126 0.044 

Sig. (2-tailed) 0.247 0.081 0.005 0.113 0.577 

SA Pearson 
Correlation .221** .375** .338** -0.007 .275** 

Sig. (2-tailed) 0.005 0 0 0.93 0 

**. Correlation is significant at the 0.01 level (2-tailed) 
* Correlation is significant at level of 0.05 level (2- tailed) 

CC- Consumer characteristics, RG- Reference groups, PA- Product 
attributes, PF- Promotional factors SA- Store attributes 

E- Extraversion, A- Agreeableness, C- Conscientiousness, N- 
Neuroticism, O- Openness to experience 

  
The above table depicts the correlation which shows the 
strength of relationship between the variables.  From the 
table 5, consumer characteristics, product attributes and 
store attributes shows positive significant relationship with 
all the personality types except Neuroticism which has a 
negative relationship. Reference group shows positive 
relation with neuroticism. Product attributes is correlated 
with extraversion, agreeableness, conscientiousness and 
with openness to experience but with neuroticism the 
correlation is negative. Thus it can be concluded that 
different personality traits, effect apparel buying behavior 
dimensions. Tsao and Chang (2010) conduct a research on 
the impact of personality traits on online shopping 
behaviour. They found that buying behaviour is positively 
influenced by neuroticism, extraversion and openness to 
experience. Those who are higher on these three 
personality traits are more inclined towards apparel 
0excitement during online shopping. Extraversion 
personality has positive correlation with product attributes 
and store attributes. Women with extraversion personality 
trait mainly deal with characteristics such as socializing, 
confidence, assertiveness, anticipation and enjoyment. 
Extravert people are talkative and get even more energetic 
when interacting with others. Those who are higher on this 
trait are always positive minded, confident, constructive, 
energetic, enthusiastic, quite active who love to socialize. 
Therefore, individuals scoring high in this trait are 
influenced with the apparel buying behaviour indicators like 
brand of the product, value for money and higher the price 
of clothes, and quality of the apparel. Women with 
extraversion personality are influenced with attributes such 
as wide variety in the stock. Their social character not only 
make them interaction with family and friends, but also 
sales staff and retailers. The individuals scoring high on this 
trait love to explore new thing which makes them purchase 
apparel in order to experience new things. Agreeableness 
personality is highly correlated with store attributes, 
consumer characteristics and product attributes. 
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Agreeableness trait involves individuals who are focused, 
goal- oriented and work harder to achieve their targets. 
They are intelligent enough that they do not make decisions 
on the spot without considering the pros and cons related to 
apparel. Women who are high in agreeableness like to take 
wear and trials, they are compulsive buyers as they do not 
take sudden decisions on apparel purchase. Their purchase 
decisions are based on several factors like quality, 
customer services and are price conscious.  Such type of 
women are also store loyal and brand loyal. The result of 
this study support the stance of Verplanken and Herabadi 
(2001) that the people scoring high in this trait are sensible 
enough to make decisions and do not indulge into impulsive 
buying. Hollander (2004) conduct a research was identified 
that people with high score on agreeableness established 
high levels of loyalty. It indicates that marketers can target a 
person that score high on agreeableness can be loyal to the 
store or brand that is useful when trying to increase brand 
loyalty. Conscientiousness personality is highly correlated 
with product attributes, consumer characteristics and store 
attributes. Conscientiousness is a personality trait which 
defines the socially prescribed impulse control that enables 
task and goal-oriented behavior of an individual. It reflects 
how one individual differs from another in terms of self-
control, responsibilities, reliability and hard work (McCrae & 
Costa, 2008). This personality trait involves individuals who 
are energetic and dynamic as they plan everything, 
organize and focus on their objectives which help them to 
carry out their task effectively. This indicates that women of 
this personality gives preference to the style of apparel, fit, 
quality, value for money and are brand conscious. The 
individuals scoring high in this trait focus more on their 
apparel purchase and on expenses, which eventually limits 
them to go for impulse purchases. Neuroticism personality 
correlates with reference groups. Neuroticism women who 
score high on this trait are not emotionally stable and 
possess negative emotions. Individuals having this trait are 
short-tempered, moody and are usually stressed out. 
Women who are neurotic strongly agree that family and 
friends hold a strong opinion for them while they   shopping 
apparel.  This personality trait has their symbolic value for 
gaining approval and acceptance from peers. The 
individuals, who score high in this trait are not emotionally 
or mentally stable which pushes them to shop frequently to 
feel better. Openness to experience personality trait 
correlated with consumer characteristics, product attributes 
and store attributes. Open minded people are quick at 
learning new things, are adventurous and their interests are 
diversified (John et.al, 2008).  Women scoring high in this 
trait come up with new ideas and love entertaining people. 
They are always ready to experience new things and are 
quite adventurous. Consumer characteristics approach 
seemed to be the most powerful and explanatory as it 
focused on the mental orientation of consumers in making 
decisions. Hence women are more influenced with store 
that give promotional offers. Their purchase decisions are 
based on several factors like quality, customer services and 
they are price conscious.  Openness to experience 
personality trait women are store loyal because they 
receive satisfaction on purchase from particular store. It has 
also been supported by Judge et al., (2014) that the 
individuals who tend to score high in this personality trait, 
have positivity in themselves, which makes them more 

open to everything, and this positivity leads them to engage 
in impulse shopping; as they have a craze to explore new 
things which eventually lowers their self-control leading 
them into shopping impulsively. Hence it can be concluded 
that hypothesis is rejected. Different personality type affects 
dimension of apparel buying behavior. 
 

5. CONCLUSION 
Apparel is used to reflect, express or enhance one’s 
personality either consciously or unconsciously. Apparel 
becomes an important domain of life of working women. 
The apparel buying behaviour of working women is 
especially noticeable as they spend more time and money 
on the choice and selection of their apparel and are 
particular about the kind of apparel they wear. The study 
indicates that there is a difference in the apparel buying 
behaviour of working women based on personality, age, 
occupation, income and marital status. Personality 
significantly influenced buying behaviour of working women. 
Personality effects apparel buying behaviour as the 
decision processes and acts of people involved in buying 
and using products. This shows that apparel stores, 
marketers and designers should give more importance to 
store attributes to attract and promotional offers will also 
enhance the sale. Personality is therefore a highly relevant 
concept for the examination of consumption of goods and 
services. The study has identified that there is a positive 
correlation between the apparel buying behaviour and 
personality type. Apparel buying behaviour is highly 
correlated with agreeableness such women are intelligent 
and they do not make decisions on the spot. Women who 
are high in agreeableness like to take wear trials, they are 
compulsive buyers as they do not take sudden decisions on 
apparel purchase. The findings of this study will contribute 
towards understanding of apparel behaviour which will 
provide a meaningful insight to retailers, entrepreneurs and 
merchandisers regarding apparel buying behaviour. 
 

REFERENCES 
[1] Adjei, M. T., & Clark, M. N. (2010). Relationship 

marketing in a B2C context: The moderating role of 
personality traits. Journal of Retailing and Consumer 
Services, 17(1), 73–79. 

[2] Costa, P. T., & McCrae, R. R. (1992). Normal 
personality assessment in clinical practice: The NEO 
Personality Inventory. Psychological Assessment, 4(5-
13), 20-22.  

[3] Dipti, M., Maya, M., Kumar, S., Raj, K., V., & Panday R. 
M. (2014). Age and gender might influence big five 
factors of personality: A preliminary report in Indian 
population. Indian Journal of Physical Pharmacol, 7(1) 
381-386. 

[4] Gul, M. S., Shahzad, H., & Khan, M. I. (2014). The 
relationship of social media with fashion consciousness 
and consumer buying behaviour. Journal of 
Management, 2(1), 24-45. 

[5] Gurunathan, K. B., & Krishnakumar, M. (2013). Factors 
influencing apparel buying behaviour in India: a 
measurement model. Paripex- Indian Journal of 
Research, 2(3), 218-224. 

[6] John, O. P. & Srivastava, S. (1999). The big five trait 
taxonomy: history measurement, and theoretical 



INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 8, ISSUE 11, NOVEMBER 2019       ISSN 2277-8616 

941 
IJSTR©2019 
www.ijstr.org 

perspectives. Handbook of personality: theory and 
research (2

nd
 ed.). New York: Guilford Press. 

[7] Judge, T. A., Higgins, C. A., Thoresen, C. J., & Barrick, 
M. R. (1999). The big five personality traits, general 
mental ability, and career success across the life span. 
Personnel Psychology, 52(3), 621–652. 

[8] McCrae, R. R., & Costa, P. T. (2008). Empirical and 
theoretical status of the five-factor model of personality 
traits. The SAGE Handbook of Personality Theory and 
Assessment, 1, 273–294.  

[9] Mehta, A., & Sharma (1984). Advertising attitudes and 
advertising effectiveness. Journal of Advertising 
Research, 40(3), 67-72. 

[10] Thomas, P. (2015). Influence of personality on the 
buying behaviour of undergraduate students in 
universities in cross river state, Nigeria. International 
Journal of Marketing Studies, 7(4), 64-77. 

[11] Tsao, W., & Chang, H. (2010). Exploring the 
impact of personality traits on online shopping 
behavior. African Journal of Business 
Management, 4(9), 1800-1812. 

[12] Verplanken, B., & Herabadi, A. (2001). Individual 
differences in impulse buying tendency: Feeling 
and no thinking. European Journal of Personality. 
Retrieved from 
http://onlinelibrary.wiley.com/doi/10.1002/per.423/f
ull 
 

http://onlinelibrary.wiley.com/doi/10.1002/per.423/full
http://onlinelibrary.wiley.com/doi/10.1002/per.423/full

