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ABSTRACT

The Textile Sector in Indiaranksnext to Agriculture. Textileisone of India’soldest ndustriesand
hasa formidable presencein the national economy in asmuch asit contributesto about 14 per
cent of manufacturingvalue-addition, accountsfor around one-third of our grossexport earnings
and providesgainful employment to millionsof people. Thetextileindustry occupiesa unique
placein our country. Oneof the earliest to comeintoexistencein India, it accountsfor 14% of the
total Industrial production, contributestonearly 30% of thetotal exportsand isthe second

lar gest employment generator after agriculture.

TextileIndustry isproviding one of the most basic needs of people and the holdsimportancs;
maintaining sustained growth for improving quality of life. It hasa unique position asa self-
reliant industry, from the production of raw materialstothedelivery of finished products with
substantial value-addition at each stage of processing; it isa major contribution tothe country's
economy. Thispaper dealswith structure, growth and size of theIndian textileindustry, role of
textileindustry in economy, key advantagesof theindustry, textileindustry export and global
scenario and strength, weakness opportunitiesand treatsof the Indian textileindustry.
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1.1 INTRODUCTION

ThelIndian textileindustry isone of thelargest in the world with a massiveraw material and
textilesmanufacturingbase. Our economy islargely dependent on thetextile manufacturingand
tradein addition to other major industries. About 27% of the foreign exchange earningsareon
account of export of textilesand clothing alone. Thetextilesand clothing sector contributesabout
14% totheindustrial production and 3% tothe grossdomestic product of the country. Around 8%
of the total exciserevenue collection iscontributed by the textileindustry. So much so, the textile
industry accountsfor aslargeas21% of thetotal employment generated in the economy. Around
35 million people aredirectly employed in thetextilemanufacturingactivities Indirect
employment includingthe manpower engaged in agricultural based raw-material production like
cotton and related trade and handling could be stated to be around another 60 million.

Atextileisthelargest singleindustryin India (and amongst the biggest in the world), accounting
for about 20% of thetotal industrial production. It providesdirect employment toaround 20
million people. Textile and clothing exportsaccount for one-third of the total value of exports
fromthe country. Thereare 1,227 textile millswith a spinning capacity of about 29 million
spindles Whileyarn ismostly produced in the mills fabricsare produced in the powerloom and
handloom sectorsaswell. Thelndian textileindustry continuesto be predominantly based on
cotton, with about 65% of raw materialsconsumed being cotton. The yearly output of cotton cloth
wasabout 12.8 billion m (about 42 billion ft). The manufacture of jute products (1.1 million
metrictons) ranksnext in importanceto cotton weaving. Textileisone of India’soldest industries
and hasa formidable presencein the national economy inasmuch asit contributesto about 14 per
cent of manufacturingvalue-addition, accountsfor around one-third of our grossexport earnings
and providesgainful employment to millionsof people. They include cotton and jute growers
artisansand weaverswho are engaged in the organised aswell asdecentralised and household

sectorsspread acrossthe entire country.

India’stextileindustry isone of the economy’slargest. In 2000/01, the textile and gar ment
industriesaccounted for about 4 percent of GDP, 14 percent of industrial output, 18 percent of

industrial employment, and 27 percent of export earnings(Hashim). India’stextileindustry isalso
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significant in a global context, ranking second to China in the production of both cotton yarn and
fabricand fifth in the production of syntheticfibersand yarns.

In contrast to other major textile-producing countries mostly mostly small-scale, nonintegrated
spinning, weaving, cloth finishing, and apparel enterprises many of which use outdated
technology, characterize India’stextile sector. Some, mostly larger, firmsoperatein the
“organized” sector where firmsmust comply with numerousgovernment labor and tax
regulations Most firms however, operatein the small-scale “unorganized” sector where

regulationsarelessstringent and more easily evaded.

Theuniquestructureof theIndian textileindustry isduetothelegacy of tax, labor, and other
regulatory policiesthat have favored small-scale, labor-intensive enterprises while
discriminatingagainst larger scale, more capital-intensive operations The structureisalsodue
tothehistorical orientation towardsmeetingthe needsof India’spredominately low-income
domestic consumers, rather than the world market. Policy reforms, which began in the 1980sand
continued intothe 1990s have led to significant gainsin technical efficiency and international
competitiveness particularly in the spinning sector. However, broad scope remainsfor additional
reformsthat could enhance the efficiency and competitivenessof India’sweaving, fabricfinishing,

and apparel sectors.
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1.2 INDUSTRY PROFILE

Unlike other major textile-producing countries India’stextileindustry iscomprised mostly of
small-scale, nonintegrated spinning, weaving, finishing, and apparel-makingenterprises. This
uniqueindustry structureisprimarily a legacy of government policiesthat have promoted labor-

intensive, small-scale operationsand discriminated against larger scalefirms

« Composite Mills. Relatively lar ge-scale millsthat integrate spinning, weaving and, sometimes
fabricfinishingare common in other major textile-producingcountries. In India, however, these
typesof millsnow account for about only 3 percent of output in the textile sector. About 276
composite millsare now operatingin India, most owned by the public sector and many deemed

financially “sick.”

* Spinning. Spinningisthe processof converting cotton or manmade fiber intoyarn to be used for
weavingand knitting. Largely dueto deregulation beginningin the mid-1980s spinningisthe
most consolidated and technically efficient sector in India’stextileindustry. Average plant size
remainssmall, however, and technology outdated, relativeto other major producers. In 2002/03,
India’sspinning sector consisted of about 1,146 small-scaleindependent firmsand 1,599 larger

scaleindependent units.

* Weaving and Knitting. Weavingand knitting convertscotton, manmade, or blended yarnsinto
woven or knitted fabrics. India’sweavingand knitting sector remainshighly fragmented, small-
scale, and labor-intensive. Thissector consistsof about 3.9 million handlooms 380,000
“powerloom” enterprisesthat operate about 1.7 million looms and just 137,000 loomsin the
variouscomposite mills. “Powerlooms” are small firms with an average loom capacity of four to
five owned by independent entrepreneursor weaver s. Moder n shuttlelessloomsaccount for less

than 1 percent of loom capacity.

* FabricFinishing. Fabricfinishing (alsoreferred to asprocessing), which includesdyeing,
printing, and other cloth preparation prior tothe manufacture of clothing, isalso dominated by a
large number of independent, small scale enterprises Overall, about 2,300 processorsare
operatingin India, includingabout 2,100 independent unitsand 200 unitsthat areintegrated

with spinning, weaving, or knittingunits.
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* Clothing. Apparel isproduced by about 77,000 small-scale unitsclassified asdomestic

manufacturers manufacturer exporters and fabricators(subcontractors).

India hasalready completed morethan 50 yearsof itsindependence. The analysisof the
growth pattern of different segment of theindustry duringthelast five decades of post
independence era revealsthat the growth of theindustry duringthefir st two decadesafter the
independence had been gradual, though lower and growth had been considerably sower during
thethird decade. The growth thereafter picked up significantly duringthe fourth decadein each
and every segment of theindustry. The peak level of itsgrowth hashowever been reached during
thefifth decadei.e, thelast ten yearsand more particularly in the 90s The Textile Policy of 1985
and Economic Policy of 1991 focussingin the direction of liberalisation of economy and trade had
in fact accelerated the growth in 1990s. The spinning spear headed the growth duringthisperiod
and man-made fibreindustry in the organised
sector and decentralised weaving sector. Thetextileindustry in India cover sa wide gamut of
activitiesranging from production of raw material like cotton, jute, silk and wool to providing
high value-added productssuch asfabricsand garmentsto consumersTheindustry usesa wide
variety of fibresranging from natural fibreslike cotton, jute, silk and wool to man made fibres
like polyester, viscose, acrylicand multiple blendsof such fibresand filament yarn.Thetextile
industry playsa significant rolein Indian economy by providingdirect employment toan
estimated 35 million people, by contributing 4 per cent of GDP and accounting for 35 per cent of
grossexport earnings. Thetextile sector contributes14 per cent of the value-addition in the
manufacturing sector.

Textileexportsduringthe period of April-February 2003-2004 amounted to $11,698.5 million
asagainst $11,142.2 million duringthe same period in the previousyear, showingan increase of
around 5 per cent.Estimatessay that the textile sector might achieve about 1510 18 per cent

growth thisyear following dismantling of MFA.

Physical Location

A physical storefront doublesup asadvertising for your brand. With traffic passing by every day,
customer visitstoyour storearelikely to happen. Sinceyour storeispermanently there, it
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constantly servesasa reminder for customerstodrop in whenever they passby the store. This
allowsyou to spend lesser on your marketing budget asyour store already promotesbrand
visibility every day.

Brand Representation & Shopping Experience

Workingwithin the confinesof a digital screen can belimiting for some brands. With a physical
space, you can decorate and furnish it extensively to better articulatethevision for your brand.
Fromtherackstotheflooring, tothe scent of the store, to how the productsaredisplayed, there
are many waysfor you to anchor your brand identity in a physical space. You can also control
how your customer snavigate around the store — what they seefirst when they enter and what
they seeright before they leave. Additionally, with salesstaff on theground, it injectsa human
touch and exemplifiesthe brand’s standar dsof service. All of these componentsmake up an
immer sive shopping experience, which can make a real impression on your customersand keep

them comingback for more.

What You See IsWhat You Get

Most shopper swill not reject the process of seeing-and-touching before makinga purchase. It isa
surefire and straightforward way of guaranteeingthat a product issatisfactory. For thisreason

alone, brick-and-mortar storeshold a trump card and are still favoured by man.
High Maintenance

Asmentioned above, the upfront costsin settingup a brick-and-mortar storearehigh. On top of
this therunningcostsare high too. Havingto upkeep rent and utilitieson a monthly basiscan dry

your fundsup quickly if you're not careful with your businessdecisions.
Permanent Location

Location can be a double-edged sword. Competing brandsmight set up shop in thevicinity and
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make it tougher for your businesstothrive. Other unforeseen circumstancessuch asthe
development of your area could also cause potential customer sto move and affect trafficto your

store.

Thedecision to set up an online or offline store even after evaluatingthe prosand consof both isn’t
straightforward. Thereisn’t a one-size-fits-all solution in thiscase. In a constantly changing
landscape, there are many brandsthat are opting for an omnichannel approach to maximize
their reach. Ultimately, what brandsshould ask themselvesishow to meet the changing
expectationsof their consumersand to utilise a channel/sthat can best serve that whilst ensuring

that their businesscontinuesto grow.
Longer WorkingHours

Havinga physical store will mean that you haveto keep your doorsopen for at least 8-10 hoursa
day. You will need to cater for customerswho are shopping after work & on weekends sothe
flexibility of your working hourswill be catered these peak periods. Factoringin commutetime,

thisoften leavesyou with limited per sonal time.

E‘% DO AfHaa
LT VET- T W F L7 \_JJ!L.‘L.-



CHAPTER 2
REVIEW OF LITERATURE

2.1 Introduction

In this Chapter, the researcher has made an attempt to study and understand the complex
concepts of Customer experience. This attempt includes, understanding the basic concepts of
seller’s per spective, analyzing research studies made by earlier researchersin respect of offline
dressseller’'simpact dueto COVID 19, For this theresearcher hasused variousbooks research
Journalsand websites. The detailed list isfurther elaborated in the Bibliography. Through this
Literature Survey resear cher wantsto find out which aretheimportant issueson offline maket.

2.2 List of reviews

EleonoraPantanoisSenior Lecturer (Associate Professor) of Marketingat University of Bristol
since 2018. Dr. Pantano’sresear ch activitiesmainly relate to the development of new customer
solutionstoimproveretail analytics strategiesand management, with emphasison therole of
artificial intelligence, emotional analytics and machinelearningalgorithms. She held Ph.D. in
“Psychology of Programmingand Artificial Intelligence” (2008), M.Eng. in Management (2005),
and PG Cert in Higher Education Teachingand SupportingLearning (2016). Sheisalso fellow of
the Academy of Higher Education. Her findingsappear in booksand textbooks(i.e., Internet
Retailing Technology and Innovation for Marketing Smart Retailing: technologiesand strategies
andin international peer-reviewed journals(i.e, Computersin Human Behavior, Tourism
Management, Journal of Business Resear ch, Psychology and Marketing). Her paper s (morethan 70)
hasalso consistently pushed the frontiersin the area of marketing and have become highly cited by
academicsin thefield (h-index 21, Scopus), by frequently achievingthe award of “highly
commended paper”.

Thelndian retail market issegregated in unorganized and organized sector s out of which
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unorganized sector includesabout 13.8 million conventional family-run neighbourhood stores
and the organised retail sector with a share of lessthan 10% (IBEF, 2020; Halan, 2020). The
organised sector further includesall organized brick and mortar storesand online shopping sites
(Sinha, 2019). Despite the boom in the B2C e-commer ce sector in India, the majority of Indian
consumer scontinueto havefaith in the neighbourhood brick and mortar storesfor shoppingas
they prefer totouch and feel the productsbefore buying and negotiating discounts

over-the-counter. In India, a great majority of B2C e-commer ceretailers draw consumersto shop
online by offeringvariousexciting schemessuch asdiscounts free delivery, buy-one-get-one-free
andexchange offer s(Srivastava &bagale, 2019; Joseph, 2019). However, many Indian shoppers
known to be cost-consciousand conservative asa part of their value system, are generally not
attracted to making quick decisonsbased on promotionsand advertisements. Mor eover, online
shopper s many-a-times come across problemsconcer ning product delivery timelinesand
customer support services(Khare, 2016; Arpana, 2020). Customers per ception of risk toward
onlineweb sitesisaggravated duetotheinferior IT set-up used by several e-tailers resultingin the

hacking of per sonal information

Consumer shave expressed their concern towardsproductsthat are madein china (Uyar, 2018).
The emer gence of thisdisease hascreated a panic mental situation amongregular usersof the few
productsnow, they are becoming more consciousof buying productsmade abroad. Thishasgiven
a boom tolocally manufactured productsand supportsthe MAKE in India'sinitiative of the

gover nment. The majority of the consumer ssaid that they will no longer prefer the productsmade

in china.

Consumer sarevery much awar e of the details of where the product hasbeen made, and what
quality hasbeen delivered tothem at home. Surevy hasbeen done among seventy six malesand
eighty three femalesregardingtheir changein behaviour towardsproductsmanufactured outside

India. one can infer that majority of the malerespondentsdo care about the place of product
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manufactured and hesitate to buy productsmanufactured abroad and fifty four percent of
females supported that after COVID-19 they are concerned about a product manufactured place

and will not prefer madein china productsasof now.

Empty shelvesduring COVID 19 have gener ated sever e problemsfor the consumers (Lufkin, 2020).
COVID 19 hasfor ced consumer sto change the way they preferred to shop. Thereisan increased
shift in consumer buyingbehaviour from traditional shoppingto online shopping (Reddy, 2020).
Apart from the augmented number of customer sindulginginto online shopping shift hasbeen
observed in the choice of productshbeing or der ed by customer sthrough these onlinetools The
majority of the customer shave started positively ordering more per sonal care and medical kits
rather than orderingfashion products National Retail Federation (NRF) hassurveyed on
consumer’sonline shoppingbehaviour in thisepidemic situation and hasbriefed certain consumer

buying behavioural changesasfollows.

1. Asper the survey results 9 out of 10 customershave
changed their shopping practices.

2. Resultsare supportive that morethan 50% of customershave changed their traditional
shopping habitsby orderingproductsonline.

3. About 6 out of 10 customer sstated that they avoid goingto store duetothe fear of being

infected and ordering necessary goods from online marketingtools.

All these behavioural changesare not permanent but few are goingtolast permanently. Asthe
society will recover from thissurvival mode, thisdigital- online shopping adoption islikely to
become per manent. So, in the end, thispandemic situation hasbeen classified into two aspectsone
isa shift in customer behaviour that avoidspublic crowded gatheringsand second ismore
inclination towardsdigital adoption (Shashidhar, 2020).

Dong-Mo Koo, Ji-Holon Lee (2011) proposed an interrelationship among dominance, energetic
and tensearousal, pleasureand their impact on intention. Results

from thefrom a survey of 406 consumers (217 from offline store customers and 189 online
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store users) demonstrated that dominance had a significant positive and/or negative effect on
both energetic and tensearousal, it hasnoimpact on pleasureand intention unde both offline
and online environment; effect of dominance on tense arousal was not statistically significant
in an online shopping environment; both energetic and tense arousal has a positive and/or
negative impact on pleasure. Kolko (2000) findsthat citiesthat are farther away from

other citiesaremorelikely to make use of theinternet; Forman, Goldfarb, and Greenstein (2005)
findthat rural areas are on the margin more likely to adopt participation technologies as
defined above, that aid communication across establishments, and Sinai and Wildfowl (2004)
find that conditional on the amount of local content on theinternet, peoplein smaller citiesare
more likely to connect to the internet than peoplein

Thenotion of hesitation referstothe delay or postpone of purchasinga product, service, or choice
decision duetocritical reasonssuch asuncertainty, perceived risk, or additional information (Cho
et al., 2006). Accordingto Huanget al. (2018), consumers ambivalent feelingsabout shopping

choicescreate hesitation in consumers

Further purchase and often engagethem in an unpleasant state of motivation that leadsto choice
defer. Scholar smentioned that consumer sper ceive hesitation about freedom of purchase choices
when an unexpected situation obstructstheir attitudinal/behavioral responses(Wong

&Yeh, 2009). Weinfer from these argumentsthat the COVID-19 pandemicrestrictsconsumers
choice freedom and developsa per ception of hesitation about offline shopping choices which cause

psychological reactance.

Recently Pengand Chen (2019) have shown that consumers psychological reactance emanates
from abandoningtheir shoppingdestinationsbecausetherestrictionsthreaten their destinations
freedom. To avoid psychological pain and choice conflict in an ambivalent situation, consumers
feel hesitant to make an immediate decision (Akhtar et al., 2019; Argoudidiset al., 2018).
Consumer choiceswith difficult alternativesdevelop the perception of hesitation that leadsto an
unpleasant motivational consequent (Schrift et al., 2011). Similarly, scholars(Novemsky et

al., 2007) established that the per ceived difficulty and hesitation of choosing a preference
associated with external for cescause consumer metacognitive experience duringthe choice

decision. Based on aforementioned arguments, we posit that the existence of threats uncertainty,
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and risk develop consumers perception of hesitation for traditional offline shopping choices. In
the present context, we argue that consumer sper ceive hesitation for freedom of

7

physical or offline shopping choicesduetothreatsof COVID-19 and engagein psychological
reactance. Thus we postulate the following

The concept of confidence representsan individual's cognition-based assessment, which shows
their degree of certainty about optimality and appropriatenessof decision choices (Keh&

Sun, 2018). Consumer s per ceptionsabout choicesare associated with their beliefs, certainty, and
confidence, while external threatsand restrictionsshaketheir confidencethat trigger reactance
(Andrews, 2016; Heitmann et al., 2007). Accordingto Tsai and Mcgill (2011), consumer sper ceive
confidence judgment asa malleable function which can differ in choice evaluation. Novemsky et al.
(2007) indicate that the degree of variance dependson the situation and consumer freedom that
develop a state of reactance torecover the difference. Scholarsaffirm that in the absence of choice
freedom, consumer sper ceive inadequate confidence, which restrictstheir choice decision, thereby
developing psychological reactance (Luce et al., 2003). We argue that the COVID-19 pandemic
restrictsconsumers freedom of choicesthat decreases per ceived confidence for traditional or

physical shopping choicesand developstheir psychological reactance.

Resear ch hasrecognized that consumers reactanceisa result of their lower sense of confidence
and external threatstotheir freedom of choice (Kwon & Chung, 2010). Kavvouriset al. (2020)
argued that threatsto freedom trigger adver se cognition in consumers decreasestheir choice or
decision confidence, and provokes psychological reactance. Similarly, liberty to choose a product
or serviceinfluenced by thereduction of variety isdeemed barrierstothe consumers perceived
freedom for intrinsicneedsand instill in them a state of reactance (Argoudidiset al., 2018).
Relyingon the above studies the authorsinfer that the presence of restrictions adver se cognition,
and threatsreduce consumer s confidence for physical, offline, or traditional shoppingchoices
Therefore, it can be postulated that the threatsof the COVID-19 pandemiceliminatetheliberty of
consumer s physical shopping choicesthat decreasetheir confidence, which developsa state of

psychological reactance.

E‘% DO AfHaa
17 -1 T W F L7 \_JJ!UL



A strand of studieshasvalidated therole of consumers trust in government for government
policiesand businessfreedom. For instance, Ji and Miao (2020) found that government support for
disputeresolution and freedom of shopping develop consumers trust and motivation that increase
their resistancetothreats In other instances, people'strust in a specific situation extendstheir
positiveintrinsic motivation toward freedom and satisfaction (Nunkoo, 2015). Trust in open and e
-gover nment policieseliminatesconsumer'sanger, depressive symptoms anxiety, and
psychological ill-beingthat result in satisfaction and the will of resistance (Lee et al., 2014; Lee et
al., 2020). Scholarsreport that government per formance and decision-makingduringcritical and
unexpected incidents develop people'strust and restoretheir freedom of choices (Moore &
Fitzsmons 2014; Nunkoo& Smith, 2013; Zuoet al., 2017). Extrapolatingthese studieswe argue
that consumers psychological reactance dueto threatsof COVID-19 pandemic for shopping
choicesengage them in adver se behavioral intentions.

At the sametime, their trust in government policiesstrengthenstheir reactance for freedom of

choicerestoration.

Furthermore, consumers regular interaction with government policiesdevelopsa positive
attitude and trust toward the government that ultimately shapetheir stable and satisfied
behavior (Wanget al., 2020). Ther efor e, we contend that the consumers high hopes expectations,
and psychological reactance toward gover nment policeswork asmechanismsof developingtrust
in the gover nment, which enhancestheir resistance against pandemicthreatsand restores
freedom satisfaction.

The data wer e collected between late March and early April 2020. We followed Kim and Qu (2020)
and used a self-selected convenience samplingto draw a sample. Mor eover, Ferber (1977)
suggested that the survey itemsshould berelevant and appropriatetotherespondents represent
the population, and serve sample adequacy. Therefore, we applied self-selected convenience
samplingtechnique and an open-ended screening question to screen out the participantsfor age

(i.e. Generation-X, Millennial, and Generation-Z) and their offline shoppingexperiences. In the
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end, 593 response attemptswer e noted, of which 531 responseswerefinal for the present study.

Wediscarded 62 questionnairesin that the participants responseswerevague (e.g. all scoresas1,
5, or 7) and omitted (e.g. no lockdown experience). In addition, we followed Tabachnick et al.
(2001) and assessed the normality of data with skewnessand kurtosis and scoreswere within the
cut-off level (+1, +3). Table 1 indicated that of the 531 participants 54.6% were maleand 45.4%
female of the sample. About morethan half of the participantsweremarried (57.3% ). The lar gest
age category was Generation-X (40.6% ), followed by Millennial (36.7%), and Generation-Z
(22.7%). Most of the participants(35.5%) informed a monthly salary of (>3000RMB). In ter m of
education, 50% and 39.1% had bachelor degreesand master degrees, respectively. The majority of
therespondentshad experience of offline shopping choicein super markets(38.2%), followed by
departmental stores(33.3% ) and town markets(28.4%). In termsof frequency of offline shopping,
over 41% of participantsreported thricein a month, and 30.8% twicein a month.

Thecurrent COVID-19 outbreak hasthreatened the freedom of people acrossthe globe,
particularly China, the USA, Italy, the UK, Spain, Germany, France, and Iran amongother
countries(Addo et al., 2020). Global, national, and domesticlevel restrictionssuch aslockdown,
social distancing, and ban on public gatheringshave directly affected economies businesses and
consumer salike (Gosdinget al., 2020). In response, the author stook motivation to study the
consumer s psychological reactancetorestrictionson their freedom of traditional shopping
choicesduetothethreatsof COVID-19 pandemic. Employing psychological reactancetheory asa
theor etical foundation, we developed and empirically tested a conceptual framework for

under standingthe consumer s reactance against restrictionson their freedom of shopping choices.
Thisframework included the predictors(i.e. perceived choice hesitation and per ceived choice
confidence) and outcomes (i.e. choice freedom satisfaction and resistance to per suasion) of
consumers reactance against freedomrestrictionsdueto COVID-19 threatsthat exhibited
psychological processunderlyingreactance asa mechanism of reinstatingtheir freedom. We

extend theliterature by employinganticipated worry asa moderator between the association of

9
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antecedentsand psychological reactance, and the moderatingrole of trust in government between
psychological reactance and outcomes. Resultsindicated the significant effectsof perceived choices
on psychological reactance. Mor eover, the proposed moder ators— anticipated worry and trust in
gover nment—positively exhibited effectson psychological reactance and behavioral intentions
respectively. Thus our findingsoffer theoretical and managerial implicationsto answer the

scholarly and managerial questions.

First, theresearch shedslight on the significance of consumers perceived freedomin an offline
shopping context. Thisstudy advancestheresearch context from online and mobile shopping
(Huanget al., 2018) to offline shopping by investigating shopping choice attributessuch as
hesitation and confidence that causetheir reactance (Tsai &Mcgill, 2011; Wong &Yeh, 2009). By
examining what causesconsumer s reactance, the study explainsthe consumer'sper ception of

their choice hesitation and choice confidence duringthe threatsof COVID-19 pandemic.

Our resultsindicated that perceived choice hesitation significantly developsconsumers reactance,
and thecurrent findingsare consistent with previouswork of (Argoudidiset al., 2018; Cho et

al.,, 2006), indicatingthat consumers hesitation developed by fear, threats and avoidancetriggers
intrinsc motivation tore-establish freedom. The findingsnot only align with the prior studiesbut
also extendsthe body of knowledge in decision makingand psychology. On the other hand, the
threatsof COVID-19 pandemicrestricted consumers freedom of choice confidence because of the
predetermined set of constraintsthat adver sely influence metacognitive ex perience (Tsai

&Mcgill, 2011). Resultsdemonstrate that per ceived choice confidence hasa significant positive
effect on consumers psychological reactance. Thesefindingsareuniquein termsof COVID-19
pandemicthreatsfor consumers confidence on offline shopping choicesand arein complete
agreement with the studiesof (Andrews, 2016; Heitmann et al., 2007). Thisfindingextends
Andrews(2016) and contributesto literature of trust and attitude.
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CHAPTER 3

RESEARCH METHODOLOGY
3.1 NEED FORSTUDY

« Growingnumber sof consumer sshop onlineto purchasetextiles gather product information
or even browse for enjoyment. Onlinetextile shoppingenvironmentsaretherefore playingan
increasingrolein the overall relationship between marketersand their consumers.

+ Themainsreasonsor factorswhich attract consumersto dotextile shoppingonline and then
main reasonsor obstacleswhich discourage consumer sfrom offline textile shopping.

+ Theimpact of onlinetextile shopping environmentson offline textile businesswhich
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necessitatesa critical understanding for marketing sector.

3.2 SCOPE OF THESTUDY

» Theresearch measuresthe experiencesofdirect sellers.
» Definesand analysesthe experiencesbased on keydeliverables.
» Gainsinsightsinto seller’sper spective.

» Offline seller’simpact ishow they manage with their problem and how they aretacklingit.

3.3 OBJECTIVE OF THESTUDY

To study thereasonswhy despiteincreasein internet users onlinetextile shoppinghasnot been
increasing.

Toinvestigatetheimpact of online textile store on seller’sperceptionsof Internet-based e-
retailingand scrutinizethe major factorsthat reducesthe offline textile shoppingbehaviour.
Toanalyzetheindividual factor sthat might, on one hand, prompt a buyer to make an online
purchase decision and on the other hand, restrain from such decisions.

Finally to examine some recommendationstothe e-tailersin order toimprovethecurrent

stuation.

Primary objective:-
A study on seller’sper spective towardsmarket situation and impact.
3.3.1 Secondary objectives-

» To study on perception towardsimpact of direct market offline sellers.
» Tounderstandingtheir problem

» To study on perception towardsthe loanprocedures
and money rotations.

» Tostudy on perception towardsthe stock clearance.

3.4 RESEARCHDESIGN
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3.4.1 Descriptive ResearchDesign

Descriptive research is a study designed to depict the participantsin an accurate way. More
simply put, descriptiveresearch isall about describing people who take part in the study.

3.5 SOURCES OFDATA
Data collection istheterm used to describe a processof preparingand collecting data.
Primary Data — Questionnaire given to 121 respondents

Secondary Data - Websitesand online journals Published reports& Review of literature from
published articles
the study.

3.1 STRUCTURE OFQUESTIONNAIRE

Questionnaire was divided into two sections. First part was designed to know the general
information about seller’s perspective and the second part contained the respondent’s

opinionsabout impact dueto covid 19.
SAMPLINGTECHNIQUE
3.1.1 Convenience sampling method

A convenience sampleisone of the main typesof non-probability samplingmethods.
A convenience sampleismade up of people who are easy toreach.

3.2 PERIOD OFSTUDY

Theduration of study isfrom January 2021 to March 2021 which isa three monthsof study.
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CHAPTER 4

DATA ANALYSISAND INTERPRTATION

4.1 PERCENTAGE ANALYSIS

TABLE 4.1.1 BUSINESS EXPERIENCE

SNO | PARTICULARS NO OF RESPONSES | PERCENTAGE
1 1 Year 33 30
2 1to10years 51 46.4
3 10to20years 26 23.6
4 Not answer ed 11 21
Total 121 100
Source: Primary data
5
45
4
35
3
25
2
15
1
0.5
0
1 year 1to 10 years 10 to 20 years not answerd

Chart4.1.1: Age of therespondents

Interpretation

From the abovetableit isinterpreted that the number of respondentsfor 1 year of
businessexperience of respondentsare 30%, between 1 to 10 year sbusinessexperience
of respondence are 46.6%, between 10 to 20 year sbusinessex perience of respondence
are23.6%, not answered are21%.

Inference

Majority (46.6% ) of the respondentsare businessexperience between 1to 10 years.
14

TABLE 4.1.3: FOR WHICH GENDER DO U HAVE CLOTHS
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S.NO | PARTICULARS NO. OF RESPONDENCE PERCENTAGE
1 MALE 36 32.1
2 FEMALE 32 28.6
3 BOTH 44 39.3
4 NOT ANSWERED 9 10.8
TOTAL 121 100

Sourcedata : Primary data.

5

4.5

4

3.5

3

by

[

FEMALE BOTH

Chart 4.1.3 For which gender dou havecloths

Interpretation

From abovetableit isinterpretation that number of malerespondent is32.1%, female

respondent is28.6%, both 39.3% and not answered 10.8%.

Inference

Majority (39.3%) of the respondentsare both.

15

Table4.1.4: Isyour market affected duetoonlinesellers

2.5
1.5
0.5

0

NOTANSWERED
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S.NO | PARTICULARES | NO.OF PERCENTAGES
RESPONDENTS

1 Yes 65 60.7
2 No 42 39.3
3 Not answered 14 19.9

TOTAL 121 100
Source: Primary data.
25
2
15
1
) .
0

YES NO NOT ANSWERED

Chart 4.1.4 : Isyour market affected duetoonline seller.

Interpretation

From the abovetableit isinterpreted that the number respondentswere 60.7% isyes
39.3% isnoand 19.9% isnot answered.

Inference
Majority (60.7% ) of therespondentsareyes.

16

Table 4.1.5: Do you think demand on offline purchase deceased dueto online purchase.
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S.NO PARTICULARES | NO.OF PERSENTAGE
RESPONDENTS
1 No 39 36.1
2 Yes 69 63.9
3 Not answered 13 15.73
Total 121 100

Source: Primary data.

4

3.5

3

2.5

2

1.5

1

0.5

yes

no

not answered

Chart4.1.5: Doyou think demand on offline purchase deceased due toonline purchase.

Interpretation
From the abovetableit isinterpreted that the number of respondentswere 36.1% in no,
63.3% in yesand 15.73% isnot answered.

Inference

Majority (63.3% ) of therespondentsareyes.

17

Table 4.1.6: Isonline shopping affectsyour profit margin.

S.NO

PARTICULARES

NO.OF.
RESPONDENTS

PERCENTAGE
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1 High 54 47.8
2 Low 23 20.4
3 Neutral 36 31.9
4 Not answered 8 9.6
total 121 100

Source: primary data

6

by

(=1

high low

neutral not answerecd

Chart 4.1.6: Isonline shopping affectsyour profit margin.

Interpretation

Fromtheabovetableit isinterpreted that the number of respondentspreferred 47.8%

ishigh, 20.4% islow, 31.9% isneutral and 9.6 isnot answered.

Inference

Majority (47.8%) of the respondentsarehigh.

18

Table4.1.7:Doyou think thereisan increasein online shoppingin recent times

S.NO

PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1

Yes 91

82
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2 No 20 18
3 Not answered 10 12
121 100

Source: Primary data.

7

yes

no

not answered

Chart4.1.7 Doyou think thereisan increasein online shoppingin recent times.

Interpretation

From the abovetableit isinterpreted that the number of respondentswere 18% in no,
82% inyesand 12% isnot answered.

Inference
Majority (82% ) of therespondentsareyes.

19

Table 4.1.8: why people prefer online shopping.

S.NO PARTICULARES NO.OF. PERCENTAGE
RESPONDENTS
1 Pandemicsituation | 38 349
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2 Busy schedule 39 35.8
3 Unique collection 32 29.4
4 Not answer ed 12 14.5

Total 121 100

Source: primary data.
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pandamic situation

busy schedule unige collection not answered

Chart 4.1.8why people prefer online shopping

Interpretation
Fromtheabovetableit isinterpreted that the number of respondentswere 34.9% in
pandemic situation, 35.8% in busy schedule,29.4% in unique collection and 14.5 isnot

answered.

Inference

Majority (35.8%) of the respondentsare busy schedule.

20

Table4.1.9: What isyour opinion about online shopping

S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE
1 Good 62 75.02
2 Bad 14 16.94
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Not answered 8 9.68

121 100

Source: Pr
8

7

6

imary data.

Good Bad Avarage Not answered

Chart4.1.9What isyour opinion about online shopping

Interpretation
Fromthe abovetableit isinterpreted that the number of respondentswere 75.02% in
good, 16.94% in bad,44.77% in average and 9.68 isnot answered.

Inference

Majority (75.02% ) of the respondentsare good.

21
Table4.1.10 Doyou think thissituation will become normal
S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE
1 Yes 70 84.7
2 No 40 48.4
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3 May be 1 1.12
4 Not answered 10 12.1
121 100

Source: primary data.
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Yes

No May be Not answered

Chart 4.1.10 Doyou think thissituation will become normal

Interpretation

From the abovetableit isinterpreted that the number of respondentswere 84.7% in yes

48.4% in no,1.12% in may beand 12.1 isnot answered.

Inference

Majority (84.7%) of therespondentsareyes.

22

Table 4. 1.11 what type of issue do you face dueto online sellers

S.NO PARTICULARES | NO.OF.RESPONDENTS PERCENTAGE
1 Decease profit 57 47.1
margin
2 Expectation on 52 42.9
discounts
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Not answered

12

1.07

121

100

Source: primary data.

6

Decearse prafit margin

Expectation on discounts

not answered

Chart 4.1.11 what type of issue do you face duetoonline sellers

Interpretation
From the abovetableit isinterpreted that the number of respondentswere47.1% in
decease profit margin, 42.9% in expectation on discountsand 12% isnot answered.

Inference
Majority (47.1%) of the respondentsar edecease profit margin.

23

Table4.1.12 How do You manage thisloss

S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE
1 pandemicloan 35 25.6
2 money rotation 45 37.1
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3 stock salesin 30 247
lower price
4 Not answered 12 9.9

121 100
5
4.5
4
3.5
3
2.5
2
1.5
1
0.5
0

FPandemic loan Money rotation Stock sales in lower price Not answered

Chart 4.1.12 How do You managethisloss

Interpretation

From theabovetableit isinterpreted that the number of respondentswere25.6% in
pandemicloan, 37.1% in money rotation, 24.7% in stock salesin lower priceand 9.9 s
not answer ed.

Inference
Majority (37.1%) of the respondentsare money rotation.

24

Chart 4.1.13 Doyou think you arebetter than online sellers

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE
Yes 92 76
2 No 18 14.8
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3 Not answered 11 9.2
TOTAL 121 100

Source: Primary data.
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Table4.1.13 Doyou think you arebetter than online sellers

Interpretation

Fromtheabovetableit isinterpreted that the number of respondentswere 76% in no,
14.8% in yesand 11% isnot answered.

Inference
Majority (76% ) of therespondentsareyes.

25

Table4.1.14 Howisonlineseller'sfabric

S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE

1 Average 42 34.7

I 71y cel TAZT(CY Fy Ot
LWL FVLLTLE VYL o L::}Jl'.b(/



2 Satisfied 44 36.3

3 Not satisfied 25 20.6
4 Not answered 10 8.2
121 100

Source: Primary data.
4
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2.5
1.5
0

average satisfied not satisfied not answered
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Chart 4.1.14 Howisonline seller'sfabric

Interpretation

From theabovetableit isinterpreted that the number of respondentswere 34.7% in
average, 36.3% in satisfied,20.6% in not satisfied and 10% isnot answer ed.

Inference
Majority (36.3%) of the respondentsare satisfied.

26

Table4.1.15 Howisonline seller'scollection

S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE

1 Good 63 52
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2 Fair 39 32.2

3 Poor 10 8.2
4 Not answered 9 7.4
121 100

Source: Primary data
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Chart 4.1.15 How isonline seller'scollection

Interpretation

From theabovetableit isinterpreted that the number of respondentswere 52% in good,
32.2% in fair,10% in not poor and 9% isnot answered.

Inference
Majority (52% ) of the respondentsare good.

27

Table4.1.17 What type of offer sdo you givetoonline customers

S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE
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1 Percentageoffer | 71 58.6
2 Gift offer 14 11.5
3 1+1 offer 27 22.2
4 Not answered 9 7.4
121 100

Source: Primary data.

1 .
0

pecetage offer gift offer 1+1 offer

Chart 4.1.17 What type of offer sdo you giveto online customers

Interpretation

Fromtheabovetableit isinterpreted that the number of respondentswere 58.6% in
and 9% isnot answered.

per centage offer, 11.5% in gift offer and 22.2% in 1+1 offer

Inference
Majority (58.6% ) of the respondentsar e per centage offer.

28
Table 4.1.18 what type of offersattract online customers
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S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE
1 Percentageoffer | 47 38.8
2 Gift offer 44 36.3
3 1+1 offer 22 18.1
4 Not answered 8 6.6
121 100

Sour ce: Primary data.
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Chart4.1.18 what type of offer sattract online customers

Interpretation

Fromtheabovetableit isinterpreted that the number of respondentswere 38.8% in
per centage offer, 36.3% in gift offer and 18.1% in 1+1 offer and 8% isnot answered.

Inference
Majority (58.6% ) of the respondentsar e per centage offer.
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Table4.1.19 Do thisoffer attract the customer
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S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE
1 Yes 80 66.11
2 No 20 16.5
3 Nil 14 11.5
4 Not answered 7 5.7
121 100

Source: Primary data.
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Chart4.1.19 Dothisoffer attract the customer

Interpretation

From theabovetableit isinterpreted that the number of respondentswere66.11% in
yes 16.5% inno,11.5% in nil and 5.7% isnot answered.

Inference

Majority (66.11% ) of therespondentsareyes.
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Table4.1.20 How online seller sbecomein recent times
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S.NO PARTICULARES | NO.OF.RESPONDENTS | PERCENTAGE
1 competitive 46 38
2 mor e competitive | 49 40.4
3 lesscompetitive 16 13.2
4 non-competitive | 11 9
121 100

Source: Primary data.
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Chart4.1.20 How online seller sbecome in recent times

Interpretation

From theabovetableit isinterpreted that the number of respondentswere 38% in
competitive, 40.4% inmore competitive13.2% in lesscompetitive9% isnon-competitive.

Inference
Majority (40.4%) of the respondentsar e more competitive.
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CHAPTER 5

FINDINGS
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1.Majority (46.6%) of therespondentsare businessexperience between 1to 10 years.

2. Location

3.Majority (39.3%) of the respondentsare both.

4.Majority (60.7%) of therespondentsareyes.

5.Majority (63.3%) of therespondentsareyes.

6.Majority (47.8%) of therespondentsare high.

7.Majority (82%) of therespondentsareyes.

8.Majority (35.8%) of therespondentsare busy schedule

9.Majority (75.02%) of the respondentsar e good.

10.Majority (84.7%) of therespondentsareyes.

11.Majority (47.1%) of the respondentsar edecease profit margin.

12.Majority (37.1%) of the respondentsare money rotation.

13.Majority (76%) of therespondentsareyes.

14.Majority (36.3%) of therespondentsare satisfied.

15.Majority (52%) of the respondentsare good.

16. Do u have any suggestion to get relief from thisproblem
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17.Majority (58.6%) of the respondentsar e per centage offer.

18.Majority (58.6% ) of the respondentsare per centage offer.

19.Majority (66.11%) of therespondentsareyes.

20.Majority (40.4%) of the respondentsare mor e competitive.

32
5.1 SUGGESTION

Retailershaveto changetheir attitude towardsthe market. Today'sisa consumer market
and asaresult thepriority isthe consumer satisfaction. The firm hastobein the good
books of the consumer. Better quality products fair price and friendly after-sale services
arethebasicareasin which thebusinesshasto concentrateto a remarkable extent.
Additional servicesshould be provided to the consumer sto woe them and build upon a

loyalty which in turn would ensure a stable salesin the year sto come.

5.2 Conclusion

Theface of retail haschanged. The advent of technology in recent period beingthe
primary reason for it. Today, retailingmeansgoinginto shopping centers goingonline
and goingmobile. In all these, small retailer smissout somewhere. But the nearby storeis
alwaysthe most important concern for all reason and seasons. It needstorevive not just
survive. Theretail storesneedsto smply uplift itspattern of businessand face the
competitive world with a more positive outlook. E-storesand retail storesboth haveto
survive, none at the cost of the other. It'snot just about thelivelihood it givestothe
thousandsof people but also the convenience and the steadfastnessof a fixed retail store.
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Questionnaire:

Title: A study on impact of onlinetextile storeson offlinetextile business sellers
per spective.

1. Businessexperience?
a) 1 year

b) 1-10 years

) 10-20 years
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2. For which gender doyou have cloths?
a)male
b) female
c) both

3.Isyour market affected duetoonline sellers?
a)yes
b)no

4. Doyou think demand on offline purchaseisdeceased due to online shopping?
a)yesb) no

5. Isonline shopping affectsyour profit margin?
a) high
b) low
C) neutral

6. Doyou think thereisan increasein online shoppingin recent times?
a) yesb) no

7. why people prefer online shopping?
a) pandemic situation
b) busy schedule
c) unique collections

8. What isyour opinion about online shopping?

a) Good
b) Bad
c) Average
34
9. Doyou think thissituation will becomenormal ?
a)yes b)no

10.what type of issue do you face duetoonline sellers?
a) decrease profit margin
b) mor e ex pectation on discounts
c) other (specify)

11.How do You managethisloss?
a) pandemicloan

b) money rotation

c) stock sellersin lower profit

12.doyou think you arebetter than online sellers?
a)yesb) no

13. How istheir fabric?

a) Good
b) Excellent
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c) Average

14. How istheir collection?
a) Good
b) Excellent
c) Average

15. Do u have any suggestion to get relief from thisproblem?
16. What type of offer sdo you giveto online customer s?

a) Percentage
b) 1+1 offer
©) Gift ads

17.what type of offer sattract online customers?
a) Per centage
b)1+1 offer
c) gift ads

18. Do thisoffer attract the customer?
a)more
b) less
c) nil

35

19. How online seller sbecomein recent times ?
a) competitive
b) mor e competitive
c) lesscompetitive
d) non-competitive
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