BUYING BEHAVIOUR OF MALE TO WINTER WEARS

( A Case Study of Kalanki -14 Kathmandu Valley)

A Thesis
Submitted to:
Office of the Dean Faculty of Management
Tribhuvan University
In partial fulfillment of the requirementsfor the degree of

Master of Business Studies (MBS)

BY

Khem Raj Bhandari

T.U. Registration No: 39290-90

Central Department of Management

Tribhuvan University Kritipur, Kathmandu

May, 2012



Viva-Voce Sheet

We have conducted the viva-voce examination of the thesis presented by

Entitled

“Buying Behaviour of Male to Winter Wears (A Case Study of Kaanki -14
Kathmandu Valley)” And found the thesis to be the original work of the student
and written according to the prescribed format. We recommend the thesis to be

accepted as partia fulfillment of the requirement for

Master’s Degree in Business Studies (M.B.S)

Viva- Voce Committee:

Head of the Research Department: ..............ccooevviiininnnnns

Member (ThesiS SUPEIVISOK)  ...uuuieiieee i e e e

Member (EXternal) @ ......oooiiiiiiii e

Member ......ccocvviiiiii



Declaration

| hereby declare that the work reported in this thesis “Buying Behaviour of Male
to Winter Wears( A Case Study of Kalanki -14 Kathmandu Valley)” submitted
to, Central Department of Management, Tribhuvan University, is my original

work done in the form of partia fulfillment of the requirement for the Master in

Business Studies (M.B.S) under the my supervision.

Date: 2012/5/..

Prof. Dr. K.D. Koirala



Acknowledgement

| would like to express my deep gratitude towards my supervisor Prof. Dr. Kundan
Datta Koirala Professor of Central Department of Management who provided me
valuable guidelines, insightful comments, encouragement and generous treatment
to complete this thesis. | am grateful to respected Prof. Dr. Dev Rg Adhikari,
Head of Department, Central Department of Management, Kirtipur. | am aso
gratitude to Prof. Dr. Ba Krishana Shreatha, head of the research committee
Central Department of Management.

| want to express my deep thanks to my father and mother who support me

financially to complete this thesis.

| extend my heartily thanks to all teachers staffs and colleagues of Centra

Department of Management, Kirtipur who help me to write this thesis.

Finally | would like to thank all the respondents who give me answer.

Khem Ra Bhandari



Table of Contents

Cover Page

Declaration

Viva-Voce Sheet

Acknowledgement

Table of contents

List of Tables
List of Figures
CHAPTER- |
INTRODUCTION
1.1 Background of the Study

1.2 Statement of Problem
1.3 Objectives of Study

1.4 Importance of the Study
1.5 Limitations of the Study

1.6 Organization of the Study

Page. No.



CHAPTER - 11

REVIEW OF LITERATURE
2.1.1 NicosiaModel
2.1.2 Howard Seth Model
2.1.3 Engel-Kollat-Blackwell Model
2.1.4 Seth-family Decision Model
2.1.5 Bettman’s Information-Processing Model of Consumer Choice
2.1.6 Seth-Newman-Gross Model

2.2 Related Past Studies on Product Choice, Brand Choice, Store Choice, Store

Choice and Attitude toward Bargaining
2.2.1 Product Choice
2.2.2 Brand Choice
2.3 Store Choice
2.4 Literature Review on Consumer Decision Process
2.5 Review of Previous Study
CHAPTER - 11
RESEARCH METHODOLOGY
3.1 Research Design
3.2 Nature and Sources of Data

3.3 Sampling Plan

Vi



3.3.1 Target Population

3.3.2 Sampling Unit

3.3.3 Sampling Size

3.3.4 Sampling Method

3.3.5 Data Collection Procedure
3.3.6 Method of Analysis

CHAPTER - IV
DATA PRESENTATION AND ANALYSIS

4.1 Respondent’s Profile

4.1.1 Age Group Profile

4.1.2 Table of Outlet Visited

4.2 Location of the Outlets

4.2.1 Monthly Consumer Prefers to Purchase i.e. Seasonality Pattern
4.2.2 Largest Preferred Brand, Colour, and Size of Chinese Sweaters.
4.2.2.1 Largest Consumed Chinese Brand

4.2.2.2 Most Preferred Style, Colour and Size of Chinese Jacket
4.2.3 Age Group Consumption Pattern

4.2.3.1 Consumption Pattern of the Sweater

4.2.3.2 Consumption Pattern of the Age Group 20-25

4.2.3.3 Consumption Pattern of Sweater by Age Group of above 45

Vil



4.2.4 Consumption Pattern of Jacket

4.2.4.1 Consumption Pattern of Age Group Ranging 20-25

4.2.4.2 Consumption Pattern of Age Group 25-35

4.2.4.3 Consumption Pattern of Age Group Ranging 35-45

4.2.4.4 Consumption Pattern for the Age Group Ranging above 45
4.3 Mgjor Findings

CHAPTER - V
SUMMARY, CONCLUSION AND RECOMMENDATOINS
5.1 Summary
5.2 Conclusion
5.3 Recommendations
Reference

Annexes

viii



List of Tables:
Table 4.1: Age Group Profile
Table 4.2: Table by Nature of Outlet
Table 4.3: Frequency of Order Placement
Table 4.4: Frequency of Order Delivery
Table 4.5: Whom the Order is placed
Table 4.6: Volume of Order Placement
Table 4.7: Preferred Brand of Jackets
Table 4.8: Preferred Size of Jacket
Table 4.9: Preferred Colour in Lacket
Table 4.10: Number of Potential Consumer who actually Purchases the Product
Table 4.11: Attributes used to choose the Product
Table 4.12: Minimum Price Preferred
Table4.13: Preferred Price of Jacket by the Age Group 25-35
Table 4.14: Preferred Price of Jacket for Age Group 35-45

Table 4.15: Preferred Price for Age Group above 45



List of Figures
Figure: 4.6: Volume of Order Placement
Figure: 4.13: Preferred Price of Jacket by the Age Group 25-35
Figure 4.14: Preferred Price of Jacket for Age Group 35-45

Figure 4.15: Preferred Price for Age Group above 45



