
“Fashion  an ticipates, an d elegan ce is a state of m in d ... a m irror of the tim e in  w hich w e liv e, a 
tran s lation  of the fu tu re, an d shou ld n ev er be s tatic.” - Oleg Cas s in i 

 
A ppearances of clothing w ith the style and custom s prevalent at a given tim e are generally 

referred as Fashion. M any fashions are popular in m any cultures at any given tim e. Im portant is the idea 
that the course of design and fashion w ill change m ore rapidly than the culture as a w hole. 
 

T he term  "fashion" is frequently used in a positive sense, as a synonym  for glam our, beauty and 
style. In this sense, fashions are a sort of com m unal art, through w hich a culture exam ines its notions of 
beauty and goodness. T he term  "fashion" is also som etim es used in a negative sense, as a synonym  for 
fads and trends, and m aterialism . 

 
In the face of a rapidly shifting retail landscape, the luxury brands sector continued to clim b to 

new  starry heights in the past few  years. T he latest S ynchronize survey on designer brands reveals that 
consum ers rem ain enraptured by the allure of luxury, and there are generous payoffs for designer 
brands that dare to diversify. T his study reveals as how  the consum ers view  this category and their liking 
& buying patterns. 

 
In this regard a questionnaire w as developed for 

those w ho m ostly w ear designer’s clothes. A  sam ple of 
100 respondents, both m ale and fem ale w as draw n from  
across the three m etros. T he results of the survey are 
shared below …    

 
 
 O ut of 100 respondents, 45%  of both m ale & 

fem ale respondents say that one’s personality is depicted 
by w hat he/she w ears w hereas 33%  view ed it gauges your style w ith w hat you w ear. Graph 1 

  
 
 
 
 
T he designers claim ed their U S P  to have the superior quality but now  it’s all about the design 

and style w hich attracts its consum ers. T he overw helm ing m ajority of consum ers (48% ) believe that 
designer brands are know n for style and design w hich the apparel have. Graph 6 

 



  
 
 
 
 
 
 
 
 
 
 
W hen com es to T O M  recall for Designers’ brand, w e com e up HS Y to be highest recalled brand 

am ong 23%  respondents, w hereas Karm a w as pointed out by 16% , w hich w as then follow ed by A m ir 
A dnan & Deepak P erw ani by 13% . Graph 2 
 

Here interesting to know  is the fact that buying brands 
w ere very different from  that of the recalled ones. M aria B. takes the lead to be the highest selling 
brands am ong both m ale & fem ale designer brands, w hich then follow ed by the international brands, 
i.e. L evis (14% ) & N ext (13% ), w hereas HS Y – the highest recalled brand is bought by 9% of the 
respondents. Graph 3 
 
W hen the respondents w ere asked about the designs they are inspired of then 39%  of them  told that 
they are inspired by the w estern designs and 36%  told that they w ear w hatever is in vogue. T hey keep 
their selves updated and m ove w ith the trends. W hile buying a designer dress, they are not specific to 
any eastern or w estern dresses but choose w hat is new  and trendy. Graph 18 

 
T he W estern fashion trends have been m oving heavily tow ards P akistan 
fashion clothing and patterns for m any years but today, P akistani culture is 
developing a strong connection w ith the distinctive fashion style - W estern 
Fashion. W estern trends are having a huge im pact on the m ainstream  
identities of P akistani style and culture w hereas the local trends are just being 
ignored and so our results depicts. 
 
 

P akistani fashions spiritual quest for perfection 
plays a role in their choices of beautifully colored, 
dram atic, and flow ing garm ents in P akistan. T he styles 

L ocal 3%  
Eastern 8%  
W estern 39%  
T raditional 14%  
In Vogue 36%  



speak to the spirit w ith sum ptuous, vibrant colors w oven into the intricate and ornate designs to be 
found resonating throughout P akistan. S o w hat is your style is really im portant. Com ing back to designer 
brands, the respondents w ere asked the type of branded outfit they generally buy and w ear then w e 
find that m ostly people (40% ) buy casual w ear from  designer brands and very few  respondents (10% ) 
buy the occasional dresses. Graph 12 

 
 

 
Here is another interesting graph, 

show ing the responses as w hat type of 
outfit people prefer in different custom s. 
A lm ost 16%  of the respondents prefer 
casual w ear in w estern designs and then 
people like to w ear w hat is in vogue for 
both casual w ear (13% ) or w hatever 
appeals them  (15% ). O verall, people m ostly 
appear to go for designer’s casual dress 
and prefer the w estern w ear. O n the other 

hand, local designs are not m uch appreciated by the consum ers. 
 
 
 

Com ing to the buying habits of the 
respondents, w e get to know  that 30%  buy 
designer clothes at som e occasion, like Eid, 
w edding, other cerem onies etc. and 29%  buy 
w henever they go out for shopping. T here 
w ere also few  respondents w ho w ait for the 
tim e w hen they w ill be offered the 
discounted rate and then they go to shop the designers’ outfits. Graph 4 

 
 
T hese days, w hen the country is in econom ic crises and the purchasing habits are changed due to 
financial collapse all over the country, w e asked our 
respondents as w hat effect recession has m ade in their buying 
behavior of designer clothes. A  large num ber of respondents 
i.e. 56%  had reduced the frequency for buying outfits, 
w hereas 30%  people cam e up w ith having no affect in their buying trends. Graph 19 

  
 

A s earlier discussed that people are m uch 
inspired by the design or style of an outfit, in this 
regard w e asked them  w hat they like m ost about 
their designer, and again they responded that 
the w ay their designer style their dress in the 
best thing about them . T hey feel as their 
designer don’t design dress for them  but shape 
their dream s. W hereas 21%  of respondents w ere 

O nce in a m onth 11%  
A t som e occasion 30%  
W henever go shopping 29%  
O ne for every season 9%  
W herever I get the sale or the discounted rates 21%  

R educed buying frequency 56%  
S tick to casual 14%  
N o affect 30%  



of the view  that their Designer excels in vast variety and so it m akes them  com fortable to choose 
anything of their choice. T here w ere also few  respondents w ho w ere price conscious and told that 
buying dresses from  their designer is affordable and com es in their budget. Graph 7 
 
 
In concern to their designer brand, they w ere asked for the 
additional accessories of their brand. W hether they like their 
brand to other m atching accessories w ith the clothes like 
jew elry, ties, shoes, etc, m ostly people adm ired this idea. 75%  of 
the consum ers surveyed w ere w illing to having m atching 
accessories w ith their. Graph 11 
 
N ext the respondents w ere queried for the 
outlet they m ostly go for shopping, then 34%  
appeared to be loyal to their brand as they only 
buy from  their designer outlet, w hereas 26%  are 
those w ho do not go for a specific outlet but just 
m ake their choice on a random  basis. Graph 15 
 
Variety w as another factor. P eople go through 
the different outlets and then having the best 
variety and diversified designer shop w ins. 
 
 
 
Q uality is another factor w hich consum er dem ands. W hen com es to 
casual vs. form al w ear, the respondents w ere asked for the difference in 
quality they feel. A  large num ber of respondents m aking alm ost 51%  
said that the quality rem ains the sam e in both casual & form al w ear.  
Graph 10 
 

 
O ur respondents w ere asked as to w hat they do w hen 
they are out of the country. How  they m anage buying 
their clothing. Alm ost 44%  of the respondents said that 
they ask their friends or other fam ily m em bers to get it 
for them  and 22%  w ere used to go for any other 

international outlet or w hat is available there. W e also find 31%  of the respondents w ho just get stuck in 
such situation and they w ait to go back to the country to have their branded outfits. Graph 16 
 

 
T hose respondents w ho m ostly buy the international 

brands w ere asked their w ay as how  they adapt the 
international design then half of the respondents told that 
prefer to w ear as it is originally designed and other 40%  told 
that they adapt it according to their local custom s and 
traditions. Graph 9 
 

M aking a Fam ily 
Brand 

Yes 38%  
N o 17%  
M ay be 45%  

M atching 
A ccessories 

Yes 75%  
N o 25%  

R em ains the sam e 51%  
Get poor 6%  
Get better 19%  
N ever noticed 24%  

O nline place the order 3%  
A sk your friends or fam ily to buy 44%  
Go for their international outlet 22%  
W ait to go back 31%  

A s it is originally designed 50 
A dapt w ith local tradition 40 
P refer the local design 10 



 
Fashion is som ething that never 

rem ains the sam e and changes alm ost after 
every 6 m onths. In this scenario, it is very 
im portant for an individual to keep him self 
updated of all the changing trends to m ove 
w ith the trends. T hus, R espondents w ere 
queried as how  they get their selves updated 
about their brand and trends, then 60%  told 
that m agazines are by far the m ost used 
vehicles for fashion updates. M agazine 
advertising is clearly a fundam ental contributor to a luxury brand’s success, both in term s of sales and 
aspirations and so had becom e a tool for people to rem ain updated. Graph 14 


