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This study investigates the psychology of 
Generation Z (Gen Z) and their brand awareness 
of Zudio clothing in Ahmedabad. This research 
emphasizes the importance of a multi-channel 
marketing approach, blending traditional and 
digital strategies to engage a diverse consumer 
base effectively. Social media plays a crucial 
role, particularly in connecting with younger 
consumers, highlighting the need for Zudio to 
maintain a vibrant online presence. In recent 
years, the fascination of the fashion industry 
with sustainability and ecological challenges has 
grown significantly. The sustainable fashion 
sector offers immense potential, and the 
Ambiente program is luring eco-conscious 
shoppers from Generation Z with pragmatic 
products. Meanwhile, with remarkable 
consumption potentiality, Gen Z customers 
have captured the interest of researchers. Future 
research directions include longitudinal studies, 
comparative analyses across regions, and in-
depth qualitative approaches to further explore 
the evolving dynamics of consumer-brand 
interactions. Overall, this study provides 
insights that can help brands navigate the 
complexities of engaging with Gen Z in a 
rapidly changing marketplace. 

http://creativecommons.org/licenses/by/4.0/
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INTRODUCTION 

Brand awareness is ever-important in the crucial and increasingly 
competitive retailscape of today (Vidani, 2015). It is the foundation that 
businesses build their reputation and customer loyalty upon. One such retail 
clothing brand that has gained immense recognition over the past years is 
Zudio (Vidani & Solanki, 2015). An interesting case of brand awareness and 
Gen Z’s psychology can be seen under the roof of our retail clothing brand, 
Zudio (Vidani, 2015). 

Zudio—A Subsidiary of Trent Limited and another known player in the 
retail industry (Vidani, 2015). They have established their sweet spot of low-
cost and stylish apparel for a few different segments of their customer base. 
Which, thanks to its highly effective growth and expansion, further reinforces 
the sentiment that brand awareness is crucial in the success of modern 
enterprises (Vidani, 2015). With this introduction, I hope to provide a 
framework for detailed study of brand awareness in the scenario of Zudio 
(Solanki & Vidani, 2016). 

Through an exploration of Zudios evolution, in the industry of fashion 
retail and its strategic approaches highlighted in this analysis offers lessons not 
for the specific brand but for businesses within the sector as a whole as well 
(Vidani, 2016). It underscores the significance of staying attuned, to shifting 
consumer tastes and utilizing platforms to cultivate brand awareness and 
customer loyalty effectively (Bhatt, Patel, & Vidani, 2017). 

Taking into account the distinctive timeline of Zudio, this paper ensures 
that readers not only learn the lessons concerning the strategies of this 
particular brand but also offer organizations operating in the fashion retail 
industry more general insights (Niyati & Vidani, 2016). It views the concept of 
brand orientation from the active-passage perspective espousing that with 
changes in consumer behavior, there should also be changes in the degree to 
which a brand is promoted or recognition created by use of the internet rather 
than traditional advertising (Pradhan, Tshogay, & Vidani, 2016). 

Making Sense of Generation Z’s Sustainable Buy and Throw Away 
practices (Modi, Harkani, Radadiya, & Vidani, 2016). It is worth mentioning 
that traditional fashion made especially in the subsequent study, consideration 
will be given to how pricing strategy, product quality, promotional efforts, and 
consumer participation affect brand equity from the viewpoint of consumers 
(Vidani, 2016). Consuming practices are more sustainable and ethical in nature 
as influenced by the current generation of consumers which raises concerns 
about the possible degradation of the environment (Sukhanandi, Tank, & 
Vidani, 2018) (Sukhanandi, Tank, & Vidani, 2018). This is imperative especially 
because there is a new but very powerful generation within consumers (Singh, 
Vidani, & Nagoria, 2016). This generation consists of those who were born 
between the mid nineteen nineties to the early twenty tens (Mala, Vidani, & 
Solanki, 2016). They are the younger generation and therefore very comfortable 
with technology, have a deeper appreciation of what is right and wrong and 
have different patterns of buying products and services (Dhere, Vidani, & 
Solanki, 2016). 
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The increasing emphasis on Sustainable Fashion and the influence of 
Generation Z (Singh & Vidani, 2016). The issues of sustainable fashion address 
a range of practices that seek to almost minimize Of course the more effective 
and even ethical fashion does ask for and a level-based span and inclusiveness 
(Vidani & Plaha, 2016). 

Zudio is disrupting the value Fashion segment for Trent as it has already 
expanded greatly in its number of stores (93 stores added in FY23) and its 
revenue (40%+ of Sales) (Solanki & Vidani, 2016). Zudio is a clothing line 
launched beneath the trendy- and fast-paced umbrella of the Indian retail 
behemoth, TATA Group (Vidani, 2016). The low-cost brand offers fashionable 
and contemporary designs at a very reasonable price for the adults and the kids 
(Vidani, Chack, & Rathod, 2017). The brand founded in 2016 has been a hit 
amongst the Indian populace ever since (Vidani, 2018). Zudio has established 
itself in the Indian clothing markets with its unique easy-to-wear apparel 
ranges that includes all ages and sizes (Biharani & Vidani, 2018). 

The insistence of the brand on high quality goods selling at low prices 
has enabled the brand to have a powerful following (Vidani, 2018). Currently, 
Zudio has several chains of stores most of which are located in India, and it is 
also to be found in different online shopping websites (Vasveliya & Vidani, 
2019). Zudio is a well-known company for Mens, Womens and Kids clothing 
range (Sachaniya, Vora, & Vidani, 2019). All the famous fashion brands come 
under the umbrella of Tata Trent Limited. Zudio has nearly 42 cities down in 
India (Vidani, 2019). The brand markets the attractive fashion at very low 
prices. They have 24 outlets in Kerala (Vidani, Jacob, & Patel, 2019). 
 
Research Objectives 

This study aimed to find out Generation Z consumers’ views towards the 
concepts of sustainable fashion consumption and marketing as they apply 
cross-culturally. The authors studied consumer purchasing behavior in all its 
complexity in order to explore how deep the perspectives of Gen Z consumers 
could be. There are then two questions of research such that: 
 
THEORETICAL REVIEW 
To Enchance Oneself 

It is best to first appreciate what is comfortable and the limits it exists 
towards. Thus, because of this literature surveys (Xiao & Watson, 2017) will 
help to understand the abundance of already available information in all its 
variety and possible peoples and mechanisms that are not covered. Besides, it is 
only through pertinent analysis and synthesis of work that one is able to test 
devise alternative practices, and assess the existing information on a given 
subject (Albrecht, Davar, Eisenberg, Pare & Rice, 2006). 
 
Sunstainable Fashion 

In the late 1960’s is when the beginning of sustainable fashion was first 
noted. It was at this point in time that consumers understood the adverse effects 
of the clothing production process on the environment and started demanding 
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better practices within the industry (Jung & Jin, 2014). After years of its steady 
ascendance, fashion in terms of how its pursued sustainably can be regarded in 
three ways for instance. Environmental sustainability comes first. It is for 
instance understood in terms of raw materials used in the making and also their 
packaging, the means used in transportation and the amount of carbon emitted 
by the operations so all these eco-friendly principles are respect of the second 
case too. This second school speaks about social sustainability wherein, fair pay 
and healthy work environments are, regard to safety And their rights at work 
active (Joergens, 2006). Last but not the least, there is also the social aspect that 
needs to be addressed. In order for the sustainable fashion movement to 
flourish, there must be a certain way of producing clothes that is relational, 
which promotes local producers, and more importantly respect’s both 
information and supply chains (Ozdamar Ertekin & Atik, 2014). 
 
Sunstainable Fashion Consumption 

Sustainable consumption of consumers consists of and can be divided 
into three types, namely: encouraging purchasing of green and social-ethical 
healthy products, rational consumption – the choice of products within the 
paradigm of fairness and justice, and the third: do not consume too much 
(Fernando & Wah, 2017). Gardetti & Girón (2013) argue that while there is 
increasing sustainable fashion consumption among individuals, it is more of 
spending on classic and timeless fashion pieces, thus, resulting in minimum 
purchasing of fashionable items. The focus will therefore be to baby sit the 
garment so that as aimed minimal acquisition of garments is achieved. 
 
Consumern Behaviour 

Fashion is one of the most vibrant sectors in an economy that one can 
cope with due to the ever changing products. (Jin Gam, 2011). Eschewing this 
which entails the purchase of sustainable clothing, consumer behavior is 
similarly not plain. More so, there are variations in the purchasing behavior of 
different segments of the market. The idea of sustainable fashion encompasses 
many things, however it is at the same time very vague. Because it can however 
mean different things to different individuals (Ard, 1995), we will have to look 
at the specific attitudes of the consumers. In this regard, the fundamental 
purchasing behaviors of different consumer segments are developed as well as 
the purchases of various important consumer groups that are the target of this 
study such as Generation Z. 
 
Consumer Ptterns of Generation Z 

Generation Z is set to become the most powerful retail generation in the 
not so distant future, surpassing the current dominant generation of 
Millennials. They are the first customers of every market who have attained full 
growth in the digital era. It is clear that they are privileged in terms of having 
more money to spend and more digital information at their disposal. Already 
anthropologists expect by the year 2026 that some a large population will 
possess anomalous Consumption power (“Sustainability”, 2021). More so, Gen 
Z is called “Generation Green”, which is associated with their eco-friendly and 
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ethical purchase habits. While choosing the products, the words ‘organic’ and 
‘environment protection’ should be the most common. Valuing ethics and 
nature is also a status mark and exhibit of one’s aspiration (“Sustainability”, 
2021). 
 
Research Gap 

There is a growing body of literature on Generation Z (Gen Z) and their 
consumer behavior, however, there is still an insufficient amount of research 
that has been done on the psychology of this segment and their awareness of 
specific brands such as Zudio Clothing in Ahmedabad. This is especially true, 
in developing countries, India for instance, where the social, cultural and 
economic make up is highly responsible for the way the people behave as 
consumers. Inundated with cheap family focused branded apparel, the Zudio 
brand presents a clear opportunity to study such trends and developments but 
such studies are limited and absent in current literature. Lastly, some authors 
proved that Gen Z youth tend to buy organic products and avoid socially 
irresponsible brands but still little is known about how this affects their 
perception of Zudio as a brand and their possibilities of purchasing it. 

This provides a chance to explore the challenges Zudio faces in terms of 
its branding strategies reaching out to Gen Z, especially in sustainability and 
social issues. This absence of a qualitative approach to the topic gives rise to a 
number of shortcomings as important aspects like individual level, situational, 
and cultural factors are frequently ignored. Also, most of the previous studies 
seem to utilize quantitative methods which leaves a void in qualitative 
perspectives that would help in understanding more of how generation Z 
attaches emotionally and psychologically to a brand. 

Apart from that, the proliferation of social networks and the 
advancement of marketing communications strategy made it impossible for 
companies and consumers to communicate in the old way. However, while 
some researchers examine the relationship between social media and brand 
awareness, not much attention is paid to the specific exposition of the brands of 
particular cultures to generation Z. 

The understanding of cross-generational dynamics is another important 
research need. Most scholarly works on branding limit their consideration of 
consumers’ age groups to the audience’s age segments. Asking whether such 
differences arise due to the presence of the family or generations differences 
themselves, when it comes to the audiences, would help marketers better 
strategize for that particular group – Gen z. 

Geography in General, and culture in particular, offers interesting 
opportunities and challenges to the engagement of Gen Z with the Zudio brand 
in a complex market economy of Ahmedabad. Studies which would take such 
aspects into adjust along with more general tendencies would be very helpful in 
the overall comprehension of the consumption pattern within the fast 
developing retail sector in India. 
H1: There is a significant association between age and the way respondents 

first heard about Zudio Clothing. 
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H2: There is a significant association between age and hearing about Zudio 
Clothing through family and friends. 

H3: There is a significant association between age and hearing about Zudio 
Clothing through online advertisements 

H4: There is a significant association between age and other methods of 
hearing about Zudio Clothing. 

H5: There is a significant association between age and how respondents 
describe Zudio Clothing's brand image as category [1]. 

H6:  There is a significant association between age and how respondents 
describe Zudio Clothing's brand image as category [2]. 

H7: There is a significant association between age and how respondents 
describe Zudio Clothing's brand image as category [3]. 

H8: There is a significant association between age and how respondents 
describe Zudio Clothing's brand image as category [4]. 

H9: There is a significant association between age and the frequency of 
purchasing clothes from Zudio. 

H10:   There is a significant association between age and the most recent 
purchase category. 

H11: There is a significant association between age and the most recent 
purchase category. 

H12: There is a significant association between age and the most recent 
purchase category. 

H13: There is a significant association between age and the most recent 
purchase category. 

H14: There is a significant association between age and the most recent 
purchase category. 

H15: There is a significant association between age and the factors influencing 
the decision to purchase clothing from Zudio as category. 

H16: There is a significant association between age and the factors influencing 
the decision to purchase clothing from Zudio as category. 

H17: There is a significant association between age and the factors influencing 
the decision to purchase clothing from Zudio as category. 

H18: There is a significant association between age and the factors influencing 
the decision to purchase clothing from Zudio as category. 

H19: There is a significant association between age and the factors influencing 
the decision to purchase clothing from Zudio as category. 

H20: There is a significant association between age and the factors influencing 
the decision to purchase clothing from Zudio as category. 

H21: There is a significant association between age and following Zudio 
Clothing 2on social media as category. 

H22: There is a significant association between age and following Zudio 
Clothing on social media as category. 

H23: There is a significant association between age and following Zudio 
Clothing on social media as category. 

H24: There is a significant association between age and following Zudio 
Clothing on social media as category. 
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H25: There is a significant association between age and the level of satisfaction 
with the Zudio brand. 

 
Table 1. Validation of Questionaire 

Statements Citation from JV citation file (You 
can add more than 1 citation) 

How did you first hear about zudio 
clothing? 

(Vidani J. N., 2016) 
(Vidani & Singh, 2017) 

How would you describe zudio 
clothing’s brand image? 

(Vidani & Pathak, 2016) 
(Pathak & Vidani, 2016) 

 How frequent purchase of clothes 
from zudio? 

(Vidani & Plaha, 2017) 
(Vidani J. N., 2020) 

What was your most recent purchase? (Vidani J. N., 2018) 

What factors influence your decision 
to purchase clothing from zudio? 

(Vidani & Dholakia, 2020) 
(Vidani, Meghrajani, & Siddarth, 2023) 

Do you follow zudio clothings on 
social media? 

(Rathod, Meghrajani, & Vidani, 2022) 
(Vidani & Das, 2021) 

Level of satisfaction from zudio brand (Vidani J. N., 2022) 

Source: Author’s compilation 
 
METHODOLOGY   

Table 2. Research Methodology 
Research Design Descriptive 

Sample Method Non-Probability - Convenient Sampling method 

Data Collection 
Method 

Primary method 

Data Collection 
Method 

Structured Questionnaire 

Type of Questions Close ended 

Data Collection 
mode 

Online through Google Form 

Data Analysis 
methods 

Tables 

Data Analysis 
Tools 

SPSS and Excel 

Sampling Size 122 

Survey Area Ahmedabad 

Sampling Unit Students, Private and government Job employees, 
Businessmen, Home maker, Professionals like CA, Doctor 
etc. 

Source: Author’s compilation 
 
Demographic Summary 

The demographic summary reveals a diverse group of 25 participants, 
primarily aged 18-21, which constitutes 48% of the sample. The next largest age 
group, 22-24, accounts for 32%, while older participants aged 25-27 and 34-40 
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represent smaller segments at 12% and 8% respectively. In terms of gender 
distribution, males comprise 68% of the sample, while females make up 32%. 
Occupation-wise, the majority are students (72%), followed by those employed 
(16%) and in business (12%). This data highlights a youthful, predominantly 
male demographic with a strong student presence. 
 
Cronbach Alpha 

Table 3. Cronbach Alpha 

Cronbach Alpha Value No. of items 

0.921 25 

Source: SPSS Software 
 

A Cronbach's alpha value of 0.921 indicates excellent internal consistency 
for your scale with 25 items. Generally, values above 0.9 are considered very 
good, suggesting that the items are highly correlated and measure the same 
underlying construct. If you have any specific questions about interpreting this 
result or improving your scale, feel free to ask. 
 
RESULTS 

Table 4. Results of Hypothsis Testing 

Sr. 
No 

Alternate 
Hypothesis 

Result p 
= 

>/< 
0.05 

Accept/ Reject 
Null hypothesis 

R 
val
ue 

Relatio
nship 

H1 There is a 
significant 
association 
between age and 
the way 
respondents first 
heard about 
Zudio Clothing. 

0.543 > H01 Rejected 
(Null hypothesis 
rejected) 

0.3
93 

WEAK 

H2   
There is a 
significant 
association 
between age and 
hearing about 
Zudio Clothing 
through family 
and friends. 
 
 

0.193 > H02 Accepted 
(Null Hypothesis 
Accepted) 

0.4
87 

WEAK 

H3  
There is a 
significant 
association 

0.592 > H03 Accepted 
(Null Hypothesis 
Accepted) 

1.0
00 

STRON
G 
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between age and 
hearing about 
Zudio Clothing 
through online 
advertisements 

H4   
There is a 
significant 
association 
between age and 
other methods of 
hearing about 
Zudio Clothing. 
 

0.341 > H04 Accepted 
(Null Hypothesis 
Accepted) 

.79
6 

STRON
G  

H5  
There is a 
significant 
association 
between age and 
how respondents 
describe Zudio 
Clothing's brand 
image as category 
[1]. 

0.445 > H05 Accepted 
(Null Hypothesis 
Accepted) 

0.0
64 

WEAK 

H6  There is a 
significant 
association 
between age and 
how respondents 
describe Zudio 
Clothing's brand 
image as category 
[2]. 

 

0.603 > H06 Accepted 
(Null Hypothesis 
Accepted) 

0.2
48 

WEAK 

H7  
There is a 
significant 
association 
between age and 
how respondents 
describe Zudio 
Clothing's brand 
image as category 
[3]. 

0.197 > H07 Accepted 
(Null Hypothesis 
Accepted) 

0.0
63 

WEAK 

H8 There is a 
significant 
association 
between age and 
how respondents 
describe Zudio 
Clothing's brand 
image as category 
[4]. 

0.695 > H08 Accepted 
(Null Hypothesis 
Accepted) 

0.7
29 

STRON
G 

H9  
There is a 
significant 
association 
between age and 
the frequency of 
purchasing 
clothes from 
Zudio. 

0.888 > H09 Accepted 
(Null Hypothesis 
Accepted) 

0.4
82 

WEAK 

H10 There is a 
significant 
association 
between age and 
the most recent 
purchase 
category [1]. 

0.900 > H10 Accepted 
(Null Hypothesis 
Accepted) 

.41
1 

WEAK 
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H11 There is a 
significant 
association 
between age and 
the most recent 
purchase 
category [2]. 

0.235 > H11 Accepted 
(Null Hypothesis 
Accepted) 

0.0
63 

WEAK 

H12 There is a 
significant 
association 
between age and 
the most recent 
purchase 
category [3]. 

0.584 > H12 Accepted 
(Null Hypothesis 
Accepted) 

0.7
98 

STRON
G 

H13 There is a 
significant 
association 
between age and 
the most recent 
purchase 
category [4]. 
 

0.358 > H13 Accepted 
(Null Hypothesis 
Accepted) 

0.1
15 

WEAK 

H14  
There is a 
significant 
association 
between age and 
the most recent 
purchase 
category [5]. 

0.379 > H14 Accepted 
(Null Hypothesis 
Accepted) 

.28
5 

WEAK 

H15 There is a 
significant 
association 
between age and 
the factors 
influencing the 
decision to 
purchase clothing 
from Zudio as 
category [1]. 

0.834 > H15 Accepted 
(Null Hypothesis 
Accepted) 

0.1
95 

WEAK 

H16  There is a 
significant 
association 
between age and 
the factors 
influencing the 
decision to 
purchase clothing 
from Zudio as 
category [2]. 

0.545 > H16 Accepted 
(Null Hypothesis 
Accepted) 

0.0
77 

WEAK 

H17  
There is a 
significant 
association 
between age and 
the factors 
influencing the 
decision to 
purchase clothing 
from Zudio as 
category [3]. 

0.888 > H17 Accepted 
(Null Hypothesis 
Accepted) 

0.2
87 

WEAK 

H18 There is a 
significant 
association 
between age and 
the factors 
influencing the 
decision to 
purchase clothing 
from Zudio as 
category [4]. 

0.842 > H18 Accepted 
(Null Hypothesis 
Accepted) 

0.2
76 

WEAK 
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H19 There is a 
significant 
association 
between age and 
the factors 
influencing the 
decision to 
purchase clothing 
from Zudio as 
category [5]. 

 

0.323 > H19  Accepted 
(Null Hypothesis 
Accepted) 

0.0
46 

WEAK 

H20 There is a 
significant 
association 
between age and 
the factors 
influencing the 
decision to 
purchase clothing 
from Zudio as 
category [6]. 

0.501 > H20 Accepted 
(Null Hypothesis 
Accepted) 

0.0
55 

WEAK 

H21 There is a 
significant 
association 
between age and 
following Zudio 
Clothing on 
social media as 
category [1]. 

0.214 > H21 Accepted 
(Null Hypothesis 
Accepted) 

0.0
33 

WEAK 

H22 There is a 
significant 
association 
between age and 
following Zudio 
Clothing on 
social media as 
category [2]. 

0.021 < H22 Accepted 
(Null Hypothesis 
Accepted) 

0.0
01 

WEAK 

H23 There is a 
significant 
association 
between age and 
following Zudio 
Clothing on 
social media as 
category [3]. 

0.319 > H23  Accepted 
(Null Hypothesis 
Accepted) 

0.4
11 

WEAK 

H24 There is a 
significant 
association 
between age and 
following Zudio 
Clothing on 
social media as 
category [4]. 

.200 > H24 Accepted 
(Null Hypothesis 
Accepted) 

0.1
48 

WEAK 

H25 There is a 
significant 
association 
between age and 
the level of 
satisfaction with 
the Zudio brand. 

0.569 > H25 Accepted 
(Null Hypothesis 
Accepted) 

0.3
23 

WEAK 

Source: Author’s Complication 
 

Theoretical Implications 
The results of this research on Generation Z's psychological aspects, and 

Zudio's brand awareness, carry several important theoretical implications 
within the framework of marketing and consumer behaviour studies. 
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Theories of Consumer Behavior 
These findings might not support the classical theories of consumer 

behavior which consider age to relate to certain consumption patterns and 
brand attitude. In the event that H1 is not accepted, it would imply that unlike 
the earlier research suggesting that awareness channels are attributable to age 
cohorts, this understanding is less restricted, acknowledging the more 
homogenized audience of the internet. This seems to suggest moving away 
from the appetite appeal of ages and towards the recognition and appreciation 
of the fact that people connect with other age groups and as such, other 
communities. 
 
Brand Equity and Identity 

The studies and theoretical propositions of brand equity highlight the 
necessity of having a single uniform image. The hypotheses H5 - H8 about the 
brand image theory are generally not accepted. The practice of brand image 
building or management remains elusive as Zudio has been able to craft a 
strong image across ages which helps in consumer brand loyalty and 
attachment modeling. This highlights the need for brands to have well 
developed identities that cut across the different age groups in any given 
situation. 
 
Frameworks in Digital Marketing 

The statement observed in H22, that is, how these younger consumers 
are the most active users of Zudio’s social networking sites, proves the digital 
marketing frameworks’ construct. It shows that for a brand to gain recognition 
and be involved more actively, marketing strategy should incorporate the 
online methods. The available evidence supports contemporary theories of 
marketing relationships that envisage digital communication as an integral 
process of marketing engagement, hence, consumer engagement in the future 
should be predicted on social media usage. 
 
Models of Customer Satisfaction 

Loyalty Consumer acceptance assessment H25 is in the affirmative. This 
means that although consumers belong to various age sections, they can still 
associate themselves with a specific brand. However, for this connection to be 
seen in the consumer active citizenships towards the said brand, – then 
satisfaction, is very paramount. This is similar to earlier studies that explain the 
behaviour of repeat purchases based on consumer contentment with the item 
bought. The study suggests that looking at the satisfaction evolution across 
cohorts for a more profound comprehension poses constraints especially in the 
field of engagement designs which are technology oriented. 
 
Cross-Generational Marketing Strategies 

The results of the study indicate that their marketers might also benefit 
from application of cross-generational strategies however they do not relate to 
any ages segmentation. This promotes the development of theories which go 
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ahead to clarify which segments aim at different ages and which do not thereby 
allowing genders less secular marketing. 
 
Practical Implications 

The findings from this have a look at on Gen Z’s psychology and 
emblem cognizance regarding Zudio clothing in Ahmedabad yield numerous 
realistic implications for entrepreneurs and emblem managers. Understanding 
those implications can help Zudio and comparable brands decorate their 
marketing strategies and consumer engagement efforts. 
 
Diverse Marketing Channels 

Since age does no longer extensively have an effect on how customers 
first hear about Zudio, marketers need to adopt a multi-channel technique. 
Combining traditional advertising with virtual advertising techniques 
guarantees broader reach and engagement. For example, Zudio can leverage 
social media structures, influencer partnerships, and network occasions to 
attract a diverse target audience. 
 
Consistent Brand Messaging 

The study shows that Zudio has correctly hooked up a cohesive logo 
photograph that resonates throughout age corporations. Maintaining this 
consistency in messaging and visible identity is important for fostering brand 
loyalty. Marketers should make certain that each one communications—
whether online or offline—align with the logo’s middle values and aesthetics, 
reinforcing reputation and consider among customers. 
 
Targeted Social Media Engagement 

Given the massive engagement of younger clients with Zudio on social 
media, brands ought to prioritize their online presence. This includes growing 
attractive content tailor-made to Gen Z choices, inclusive of interactive posts, 
videos, and user-generated content. Brands should also reveal trends and 
remarks on social platforms to evolve strategies in actual-time, fostering deeper 
connections with their audience. 
 
Focus on Customer Satisfaction 

The findings associated with customer satisfaction underscore its 
importance in building loyalty. Zudio should actively are seeking for client 
feedback via surveys, reviews, and social media interactions. Implementing 
enhancements primarily based on this remarks can enhance the client enjoy, 
leading to expanded satisfaction and repeat purchases. 
 
Cross-Generational Campaigns 

Given the findings that purchasing behavior seems regular throughout 
age organizations, Zudio ought to advantage from developing move-
generational advertising campaigns. These campaigns should consciousness on 
common values shared by using extraordinary age demographics, which 
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includes sustainability, affordability, and fashion. By attractive to those shared 
values, manufacturers can appeal to a much broader customer base. 
 
Community Engagement Initiatives 

Since word-of-mouth stays a effective tool, Zudio need to invest in 
community engagement projects that inspire clients to percentage their stories. 
Organizing activities, collaborations with local influencers, or loyalty 
applications can extend logo visibility and foster a feel of network, in the end 
riding word-of-mouth referrals. 
 
Data-Driven Marketing Strategies 

Utilizing facts analytics to music customer behavior and alternatives can 
offer treasured insights into buying patterns and brand engagement. 
 
DISCUSSION 

The present study had investigated the consumer perceptions of behavior 
and responses towards Zudio clothing store in Ahmedabad amongst GenZ. 
Those findings illuminate how older drivers are likely to respond when it comes 
to attitudes about brands in relation to their ages, the factors affecting whether or 
not they're even aware of a certain brand (or plan on purchasing something by 
that brand), and so forth. 
 
Main Results and Their Consequences 

In case of age and how respondents first heard about Zudio Clothing, 
although there might be some sort of relationship probably through the channels 
in which they are aware most (nationalisms) but on balance this does not espouse 
primary determinant status. It shows that Zudio's marketing ploys are really 
working and they have been able to reach a wide audience, beyond the age-
restricted media as well. The brand may be very good at leveraging the full suite 
of channels — both traditional and digital—and these can appeal to certain age 
demographics. In contrast, it was found that age does not only aware of family 
friends and online advertisement (H2 & H3). Acceptance of the null hypothesis 
means that word-of-mouth and digital marketing campaigns are working just as 
well (or just as poorly) regardless of age. If Zudio only had this insight, they 
would find them selves with much less limitations on who to extend the 
marketing focus towards — digital vs age-specific talking-points. 

These null hypotheses supported in H5 to H8 indicated process (M3) 
strength, further reinforcing brand identity as a fundamental mechanism that 
that appeals across the age spectrum effectively. This consensus in perception 
shows that Zudio has successfully built a brand image that incorporates aspects 
valued by the Zulu generation i.e. affordable, trendy and accessible thus 
strengthening the brand in a rivalry. 
 
Consumption Behavior and Influences 

It is worth noting that the concern involving the hypotheses concerning 
purchasing behavior (H9 to H20) has been that the hypotheses turned out to be 
negative because of age being an insignificant determinant in the frequency 
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dimension of collecting purchases at Zudio or any recent purchases made. Such a 
finding points that after the Z generation is exposed to the brand knowledge, 
their availing habits do not differ much with regard to age thereby indicating a 
possibility of age diversity in their affixing loyalty to the brand. 

Further, that part of the assessment extending from H21 to H25 in regard 
to social media and brand engagement, also, confirms the role of the internet in 
softening the consumer brand perception closes to that of the Z generation. The 
large association observed in H22 suggests that Zudio is favorable especially 
among younger people in social media thus heightening the need for the brand 
to have an active presence online. This is because social media is not only a 
channel for promoting products and services but also for creating and retaining 
brand addicts. 
 
CONCLUSIONS AND RECOMMENDATIONS 

This examine gives valuable insights into the psychology of Generation Z 
and their logo consciousness of Zudio clothing in Ahmedabad. Through an in 
depth analysis of various hypotheses, the studies well-knownshows that at the 
same time as age affects the preliminary recognition of the brand, it does now not 
notably affect next perceptions, purchasing behaviors, or satisfaction tiers. This 
indicates that Zudio has efficiently set up a sturdy and cohesive logo identity that 
resonates throughout one of a kind age corporations. 

The findings underscore the significance of adopting various marketing 
strategies that mix conventional and virtual channels, allowing brands to 
engage with clients effectively. Additionally, the emphasis on social media 
engagement highlights the need for Zudio to preserve a vibrant online 
presence, tailoring content material to attraction to the choices of younger 
purchasers. 

Moreover, the have a look at emphasizes the want for a focus on 
customer delight, because it performs a essential function in fostering logo 
loyalty. By actively seeking feedback and implementing improvements, Zudio 
can decorate the overall client experience and encourage repeat purchases. In 
end, the insights received from this research no longer simplest inform Zudio’s 
advertising and marketing techniques however also contribute to the wider 
know-how of client conduct within the Gen Z demographic. As brands navigate 
an increasingly virtual panorama, those findings offer a roadmap for 
successfully enticing with young clients and cultivating lasting emblem 
relationships. Future studies should further explore the evolving dynamics of 
client-emblem interactions and the implications for advertising in a rapidly 
changing marketplace. 

The findings from this observe open several avenues for destiny studies, 
especially concerning Generation Z's interactions with manufacturers like 
Zudio. Here are some key hints: 
Longitudinal Studies 

Future research may want to advantage from longitudinal studies that 
music adjustments in emblem notion and buying conduct over the years. This 
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could provide insights into how emblem loyalty evolves as customers age and 
how shifts in marketing strategies might effect engagement. 
 
Comparative Studies Across Regions 

Conducting comparative studies among distinctive regions or towns 
could assist recognize local versions in emblem consciousness and patron 
behavior. This could remove darkness from how cultural, economic, and social 
elements have an impact on logo notion among Gen Z in various contexts. 
In-intensity Qualitative Research 

Incorporating qualitative strategies, including cognizance companies or 
in-intensity interviews, should provide richer insights into the motivations and 
attitudes of Gen Z customers. Understanding their emotional connections to 
manufacturers could deepen the analysis of brand loyalty and pride. 
Exploration of Sustainability Factors 

Given the increasing importance of sustainability among younger 
purchasers, destiny studies may want to discover how environmental and 
moral issues impact Gen Z’s purchasing choices. Investigating Zudio’s 
sustainability tasks and their effect on emblem belief ought to offer valuable 
insights. 
 
Impact of Influencer Marketing 

Research can also look at the position of influencer marketing in shaping 
logo awareness and engagement amongst Gen Z. Understanding which types 
of influencers resonate most with this demographic may want to help 
manufacturers refine their advertising and marketing strategies. 
 
Technological Influences 

As technology maintains to evolve, exploring the effect of emerging 
structures (such as TikTok or augmented reality) on emblem focus and client 
behavior might be pertinent. Understanding how those technologies shape 
patron stories can inform destiny advertising efforts. 

7. Cross-Generational Perspectives 
Investigating the perceptions and behaviors of different age agencies 

when it comes to Zudio may want to offer a broader knowledge of emblem 
dynamics across generations. This research may want to help become aware of 
not unusual values and choices that transcend age boundaries. 
 
Behavioral Economics Perspectives 

Integrating theories from behavioral economics to discover decision-
making tactics amongst Gen Z clients could yield insights into the factors that 
affect their purchasing behaviors. Understanding cognitive biases and 
emotional drivers can decorate marketing strategies. 

 
FURTHER STUDY 

The future scope of this observe lies in its ability to conform with 
converting consumer behaviors and market dynamics. As Generation Z keeps 
to mature and input different existence stages, their brand interactions will in 
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all likelihood shift. This offers an ongoing opportunity for research that tracks 
these modifications and adapts advertising techniques for this reason. 

 
REFERENCES 
Bansal, A., Pophalkar, S., & Vidani, C. (2023). A Review of Ed-Tech Sector in 

India. International Journal of Management Analytics (IJMA), 1(1), 63-84. 

Bhatt, V., Patel, S., & Vidani, J. N. (2017, February). START-UP INDIA: A 

ROUGH DIAMOND TO BE POLISHED. National Conference on Startup 

India: Boosting Entrepreneurship (pp. 61-67). Pune: D.Y. Patil University 

Press. 

Biharani, S., & Vidani, J. N. (2018). ENTREPRENEURSHIP: CAREER 

OPPORTUNITY HAS NO GENDER DISCRIMINATION. Compendium 

of Research Papers of National Conference 2018 on Leadership, 

Governance and Strategic Management: Key to Success (pp. 101-104). 

Pune: D. Y Patil University Press. 

Chaudhary, N., Patel, V., & Vidani, C. J. (2023). A Review of Non-Technical 

Training Programmes Conducted by Corporate Trainers for IT 

Companies. International Journal of Management Analytics (IJMA), 1(1), 

85-110. 

Dhere, S., Vidani, J. N., & Solanki, H. V. (2016, November). A SURVEY ON THE 

TOWARDS SATISFATION LEVEL OF THE CUSTOMER SHOPPING 

MALL'S: AN ANALYTICAL STUDY. International Multidisciplinary 

Journal Think Different, 3(24), 45-50. 

Mahajan, H., & Vidani, J. (2023). Packaging strategies: Outlook on consumer 

buying behaviour for FMCG products. Journal of Management and 

Entrepreneurship, 17(4), October - December 2023. 

Mala, Vidani, J. N., & Solanki, H. V. (2016, November). GREEN MARKETING-

A NEw WAY OF MARKETING: A REVIEW APPROACH. International 

Multidisciplinary Journal Think Different, 3(24), 40-44. 

Modi, R., Harkani, N., Radadiya, G., & Vidani, J. N. (2016, August). Startup 

India: Even Diamonds start as Coal. NTERNATIONAL JOURNAL FOR 

INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD, 2(8), 111-

116. 

Niyati, B., & Vidani, J. N. (2016, July). Next Generation Children: Smarter or 

Faster. NTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH 

IN MULTIDISCIPLINARY FIELD, 2(7), 110-114. 

Odedra, K., Rabadiya, B., & Vidani, J. (2018). AN ANALYSIS OF IDENTIFYING 

THE BUSINESS OPPORTUNITY IN AGRO and CHEMICAL SECTOR - 

WITH SPECIAL REFERENCE TO AFRICAN COUNTRY UGANDA. 



Mansata, Chauhan, Vidani 

476 
  

Compendium of Research Papers of National Conference 2018 on 

Leadership, Governance and Strategic Management: Key to Success (pp. 

96-100). Pune: D.Y Patil University Press. 

Patel, V., Chaudhary, N., & Vidani, C. J. (2023). A Study on Awareness of 

Various Non-Technical Training Programmes Conducted by Corporate 

Trainers for IT Companies in Ahmedabad. International Journal of 

Management Analytics (IJMA), 1(1), 111-132. 

Pathak, K. N., & Vidani, J. N. (2016). A SURVEY ON THE AWARENESS 

SATISFACTION AS WELL ASTO KNOW THE LEVELoF OF THE 

ONLINE SHOPPING AMONG THE PEOPLE OF AHMADABAD CITY. 

Governance in E-commerce: Contemporary Issues & Challenges (pp. 

261-275). Ahmedabad: GTU. 

Pradhan, U., Tshogay, C., & Vidani, J. N. (2016, July). Short Messages: Its Effect 

on Teenager's Literacy and Communication. NTERNATIONAL 

JOURNAL FOR INNOVATIVE RESEARCH IN MULTIDISCIPLINARY 

FIELD, 2(7), 115-120. 

Rathod, H. S., Meghrajani, D. I., & Vidani, J. (2022, December). Influencer 

Marketing: A New Marketing Communication Trend. Shodhsamhita, 

VIII(12(II)), 155-167. 

Sachaniya, C., Vora, H., & Vidani, J. (2019). A Study on Identifying the Gap 

between Expected service and Actual Service with Special Reference to 

Suk Sagar Gir Resort, Sasan. In P. Rijwani, S. Shome, & D. Danak (Ed.), 

BUSINESS, ECONOMY AND ENVIRONMENT: CORPORATE 

PERSPECTIVES (pp. 162-169). Ahmedabad: Himalaya Publishing House 

Pvt. Ltd. 

Saxena, M., & Vidani, J. (2023). MBA Chai Wala. In M. R. Dixit, S. Bist, & S. 

Shah, Searching Alternativies (pp. 22-32). Ahmedabad: Routledge - 

imprint of Taylor & Francis group. 

Saxena, M., & Vidani, J. N. (2023). MBA Chai Wala. In M. R. Dixit, S. Bist, & S. 

Shah, Searching Alternativies (pp. 22-32). Ahmedabad: Routledge - 

imprint of Taylor & Francis group. 

Sharma, S., & Vidani, C. J. (2023). To Study the Consumer Attitude Towards 

Purchase Intention of Online Courses on Udemy Using Co-Relation with 

Reference to English Speaking and Excel Among Gen-Z in Ahmedabad. 

International Journal of Management Analytics (IJMA), 1(1), 193-212. 

Sharma, S., & Vidani, C. J. (2023). To Study the Consumer Attitude Towards 

Purchase Intention of Online Courses on Udemy Using Regression with 

Reference to English Speaking and Excel Among Gen-Z in Ahmedabad. 

International Journal of Management Analytics (IJMA), 1(2), 213-234. 



International Journal of Global Sustainable Research (IJGSR)  
Vol.2, No.7, 2024: 459-480 
                                                                                           

  477 
 

Singh, P. K., & Vidani, J. N. (2016, November). PROBLEMS AND PROSPECTS 

OF AGRICULTURE MARKETING IN INDIA. International 

Multidisciplinary Journal Think Different, 3(22), 9-16. 

Singh, P. K., Vidani, J. N., & Nagoria, V. S. ( 2016, July-September). Waste 

Management: Inspire Today for A Better Tomorrow. Journal of Basic and 

Applied Engineering Research, 3(10), 921-926. 

Solanki, H. V., & Vidani, J. N. (2016, November). A NEW ERA OF E-VYAPAR 

IN 21ST CENTURY: A REVIEW APPROACH. INTERNATIONAL 

JOURNAL OF MULTIDISCIPLINARY EDUCATIONAL RESEARCH, 

5(11(2)), 61-77. 

Solanki, N., & Vidani, J. N. (2016, January). THE STUDY LEGAL ASPECTS OF 

TRADE IN ETHIOPIA. ZENITH International Journal of 

Multidisciplinary Research, 6(1), 226-284. 

Sukhanandi, S., Tank, D., & Vidani, J. N. (2018). ANALYSIS OF THE IMPACT 

OF WORK LIFE BALANCE ON WORKING WOMEN LEADER IN 

INDIA. National Conference 2018 on Leadership, Governance and 

Strategic Management: Key toSuccess (pp. 77-80). Pune: D.Y.Patil 

University Press. 

Vasveliya, M., & Vidani, J. (2019). A Study on Analyzing Gap between Expected 

and Actual Customer Satisfaction Regarding Royal Enfield's Features 

and Services. In P. Rijwani, S. Shome, & D. Danak (Ed.), BUSINESS, 

ECONOMY AND ENVIRONMENT: CORPORATE PERSPECTIVES (pp. 

79-85). Ahmedabad: Himalaya Publishing House Pvt. Ltd. 

Vidani, J. N. (2015, December ). THE STUDY OF INVESTMENT PATTERN OF 

THE PEOPLE OF BHAVNAGAR DISTRICT. The Indian Writer’s e – 

Journal, 1(1), 1-26. 

Vidani, J. N. (2015, December). “THE STUDY OF THE CONCEPTS OF 

PERSONALITY TRAITS, VALUES, SKILLS AND PERCEPTION OF 

DR.MANMOHANSINGH. The Indian Writer’ s e – Journal, 1(1), 1-14. 

Vidani, J. N. (2015, December). THE STUDY OF PESTLE ANALYSIS IN 

KERALA STATE. ZENITH International Journal of Multidisciplinary 

Research, 5(12), 33-50. 

Vidani, J. N. (2015, Novemmber). Self Aid Group – A Preeminent way for 

Bucolic Female Empowerment. International Journal of Advance 

Engineering and Research Development, 2(11), 351-360. 

Vidani, J. N. (2016). IS ENTREPRENEURSHIP A GENDER BLIND (PART II). 

Indian Journal of Technical Education (IJTE) - Special Issue for 

ICWSTCSC-2016, 25-33. 



Mansata, Chauhan, Vidani 

478 
  

Vidani, J. N. (2016, December ). Roles of a Bhartiya Nari Vyapari: A Case study 

review Approach. International Journal of Management, IT & 

Engineering, 6(12), 328-341. 

Vidani, J. N. (2016, November). Fake Opportunities and Real Challenges of an 

Indian Women Entrepreneurs: A Review Approach. International 

Journal of Multidisciplinary Educational Research, 5(11(3)), 224-237. 

Vidani, J. N. (2016, September). Rural Women Entrepreneurship: "Nari Bani 

Vyapari". International Journal of Management and Research, 1, 208-213. 

Vidani, J. N. (2018). Export and Import Procedures (Vol. 1). Online: Educreation 

Publishing . 

Vidani, J. N. (2018). MERGER AND AQUIsITIONS: A CASE FROM INDIAN 

TELECOM SECTOR VODAFONE & IDEA. Compendium of Research 

Papers of National Conference 2018 on Leadership, Governance and 

Strategic Management: Key to Success (pp. 105-108). Pune: D.Y Patil 

University Press. 

Vidani, J. N. (2018). Overview of Opportunities and Challenges in Marketing 

Strategies of Ecopreneurs for their Eco-Prenrurial Products in the 

Markets of Saurahtra Region. In B. UNNY, D. N. BHATT, & D. S. BHATT 

(Ed.), Transformation Through Strategic and Technological Interventions 

(pp. 159-167). Ahmedabad: McGraw Hill Education (India) Private 

Limited. 

Vidani, J. N. (2019). INFLUENCER MARKETING: A NEW TREND. Nafional 

Conferenee on "Multidisciplinary Research in Socelal Seienes & 

Management Studies. 6, pp. 344-353. Pune: D.Y Patil Institute of 

Management Studies. 

Vidani, J. N. (2020). ROLE OF WOMEN IN AGRICULTURE SECTOR OF 

INDIA. In P. (. Mateen, WOMEN EMPOWERMENT & ECONOMIC 

DEVELOPMENT (pp. 32-47). Kanpur: International Publications. 

Vidani, J. N. (2022). Digital Marketing for Business in #hashtag era (Vol. 1). 

Delhi, India: Publishing Expert. 

Vidani, J. N., & Das, D. S. (2021, August). A Review on Evolution of Social 

Media Influencer Marketing: Reflection on Consumer Behaviour and 

Consumer’s Decision-Making Process. Turkish Online Journal of 

Qualitative Inquiry (TOJQI). Retrieved from 

https://www.tojqi.net/index.php/journal/issue/view/51 

Vidani, J. N., & Dholakia, A. (2020). An Introspective Study on Retail Sector The 

Current Scenario in Gujarat and India. In R. B. Chauhan, Management 



International Journal of Global Sustainable Research (IJGSR)  
Vol.2, No.7, 2024: 459-480 
                                                                                           

  479 
 

and Innovation: Research Study (pp. 1-15). Kanyakumari: Cape Comorin 

Publisher. 

Vidani, J. N., & Pathak, K. N. (2016). A SURVEY ON AWARENESS AND 

SATISFACTION LEVEL OF THE CONSUMERS OF ONLINE GIFTING 

WITH SPECIAL REFERENCE T0 AHMADABAD CITY. Governance in 

E-commerce: Contemporary Issues &Challenges (pp. 121-135). 

Ahmedabad: GTU. 

Vidani, J. N., & Plaha, N. G. (2016, November). SWACHH BHARAT: CSR 

INITIATIVE BY INDIAN CORPORATES. International Multidisciplinary 

Journal Think Different, 3(22), 44-50. 

Vidani, J. N., & Plaha, N. G. (2017). AGRIPRENEURSHIP: A 

REINCARNATION OF INDIAN AGRICULTURAL SECTOR. 

Proceedings of the International Conference on Enhancing Economic 

Productivity and Competitiveness through Financial and Monetary 

Reforms (pp. 154-159). Ahmedabad: GTU. 

Vidani, J. N., & Singh, P. K. (2017). To study the effect of marketing on 

awareness and the use of contraceptive pills in the rural areas with 

special Reference to Ahmedabad District. Services in Emerging Markets 

(pp. 254-265). Ahmedabad: Emerald. 

Vidani, J. N., & Solanki, N. (2015, December). THE STUDY OF 

FUNDAMENTAL CONCEPTS OF MANAGEMENT FOCUSING ON 

POSDCORB ANALYSIS - PARLE INDIA PVT. LTD. EXCEL 

International Journal of Multidisciplinary Management Studies, 5(12), 

45-56. 

Vidani, J. N., Chack, P. K., & Rathod, D. N. (2017, February). STARTUP INDIA: 

A CHALLENGING WAY OF THRONES. National Conference on 

startup India: Boosting Entrepreneurship (pp. 111-118). Pune: D. Y. Patil 

University Press. 

Vidani, J. N., Das, S., Meghrajani, I., & Singh, G. (2023, August). Influencer 

Marketing and Gendered Consumer Behavior: An Analysis of Clothing 

Purchases across Different Fashion Categories. Sodhsamhita, 137-157. 

Vidani, J. N., Meghrajani, I., & Siddarth, D. (2023, May). Unleashing the Power 

of Influencer Marketing: A Study on Millennial Consumer Behaviour 

and its Key Antecedents. JOURNAL OF EDUCATION: RABINDRA 

BHARATI UNIVERSITY, XXV(6), 99-117. 



Mansata, Chauhan, Vidani 

480 
  

Vidani, J., Das, S., Meghrajani, I., & Chaudasi, C. (2023). Unveiling the 

Influencer Appeal: A Gender-Centric Exploration of Social Media 

Follower Motivations. Rabindra Bharati Journal of Philosophy, 182-203. 

Vidani, J., Jacob, S., & Patel, M. (2019, July - September). MENTAL HEALTH 

START-UP: MOODCAFE. Economic Challenger: An International 

Journal, 21(84), 35-42. 

 
 


