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SECTION 1: DEMOGRAPHIC QUESTIONS 
1. What is your gender?
· Male
· Female
· Prefer not to answer
2. What is your current age?
· Below 18 years 
· 18-24 years 
· 25-39 years
· 40-54 years 
· Above 55 years 
3. What is your present employment status?
· Unemployed
· Part-time employment
· Full-time employment 
· Other

SECTION 2: CONSUMER BEHAVIOUR QUESTIONS
4. Are you aware of the concepts of consumer behaviour and its impact on the normal consumer purchasing decisions?
· Yes
· No
· Cannot be said 
5. What is the core factor that attracts you the most towards a brand?
· Price
· Quality
· Perceived value
· All of the above 
6. According to you, which methods suits you most while purchasing products?
· Variety seeking buying behaviour (searching many products)
· Habitual buying behaviour (decision from previous experiences)
· Limited decision making (time-bounded or cost bounded decisions)
· Extended decision making (seeking for new options without any restrictions)
7. What is the core benefit that you look for in the fashion industry?
· Demand for personalisation
· Demand for sustainability
· Demand for quality
· The demise of brand loyalty
8. How celebrity endorsement affects your buying behaviour in the fashion industry?
· Increases awareness
· Increases familiarity 
· Increases trust 
· Improves decision making 
9. Which factor mostly affects your purchase decision in the fashion industry?
· Perception
· Status and roles
· Culture
· Social class
10. How your experience can be improved in the fashion industry?
· Offering unique offers on first purchasing
· Personalised promotion
· Streamline the buying process with real-time updates
· Getting visitor's emails for further experience 
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Store Atmospherics Variables

Table that categorizes the five atmospheric variables that impact shopping outcomes
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