
ASTUDYONTHEIRIMPACTOFONLINETEXTILESSTORESONOFFLINE

TEXTILEBUSINESS

Submittedinpartialfulfillmentoftherequirementsfortheawardof
BachelorsofBusinessAdministration

by

USHACHOUDHARY.G

RegisterNo.39280098

DEPARTMENTOFBUSINESSADMISTRATION

SCHOOLOFMANAGEMENTSTUDIES

SATHYABAMA

INSTITUTEOFSCIENCEANDTECHNOLOGY

(DEEMEDTOBEUNIVERSITY)

AccreditedwithGrade“A”byNAAC12BStatusbyUGCIApprovedbyAICTE

JEPPIAARNAGAR,RAJIVGANDHISALAI,

CHENNAI-600119

MAY-2022



DEPARTMENTOFBUSINESSADMINISTRATION

BONAFIDECERTIFICATE

ThisistocertifythatthisProjectReportisthebonafideworkofUSHACHOUDHARY.G

(39280098)whocarriedouttheprojectentitled“Astudyonimpactofonlinetextilestores

onofflinetextilebusiness”undermysupervisionfromDecember2021toMarch2022.

InternalGuide EXTERNALGUIDE

Dean–SchoolofManagementStudies

SubmittedforVivavoceExaminationheldon ______________

InternalExaminer ExternalExaminer



DECLARATION

IUSHACHOUDHARY.G(39280098)herebydeclarethattheProjectReportentitled“Astudy

onimpactofonlinetextilestoresonofflinetextilebusiness.studentofSathyabamaInstituteOf

Science and Technology”done by me under the guidanceof Dr.Yasmeen Bano,

MBA,M.Phil,Ph.DatSATHYABAMAINSTITUTEOFSCIENCEANDTECHNOLOGY,CHENNAI

issubmittedinpartialfulfillmenttotherequirementsfortheawardofBachelor’sofBusiness

Administrationdegree.

DATE:

PLACE: SIGNATUREOFTHECANDIDATE



ACKNOWLEDGEMENT

IampleasedtoacknowledgemysincerethankstoBoardofManagementofSATHYABAMA

fortheirkindencouragementindoingthisprojectandforcompletingitsuccessfully.Iam

gratefultothem.

IconveymythankstoDr.G.Bhuvaneswari,MBA.,Ph.D.,Dean,SchoolofManagement

StudiesandDr.A.Palani,M.Com.,M.Phil.,M.B.A.,Ph.D.,HeadoftheDepartment,Dept.

ofManagementStudies forprovidingmenecessarysupportanddetailsattherighttime

duringtheprogressivereviews.

IwouldliketoexpressmysincereanddeepsenseofgratitudetomyProjectGuideDr.

Yasmeen Bano,MBA,M.Phil,Ph.D,AssistantProfessorofthe Department,Schoolof

Management,forhervaluableguidance,suggestionsandconstantencouragementpaved

wayforthesuccessfulcompletionofmyprojectwork.

IwishtoexpressmythankstoallTeachingandNon-teachingstaffmembersofthe

DepartmentofBusinessAdministrationwhowerehelpfulinmanywaysforthecompletionof

theproject.



ABSTRACT

TheTextileSectorinIndiaranksnexttoAgriculture.TextileisoneofIndia’soldestndustriesand

hasaformidablepresenceinthenationaleconomyinasmuchasitcontributestoabout14per

centofmanufacturingvalue-addition,accountsforaroundone-thirdofourgrossexportearnings

andprovidesgainfulemploymenttomillionsofpeople.Thetextileindustryoccupiesaunique

placeinourcountry.OneoftheearliesttocomeintoexistenceinIndia,itaccountsfor14%ofthe

totalIndustrialproduction,contributestonearly30%ofthetotalexportsandisthesecond

largestemploymentgeneratorafteragriculture.

TextileIndustryisprovidingoneofthemostbasicneedsofpeopleandtheholdsimportance;

maintainingsustainedgrowthforimprovingqualityoflife.Ithasauniquepositionasaself-

reliantindustry,fromtheproductionofrawmaterialstothedeliveryoffinishedproducts,with

substantialvalue-additionateachstageofprocessing;itisamajorcontributiontothecountry's

economy.Thispaperdealswithstructure,growthandsizeoftheIndiantextileindustry,roleof

textileindustryineconomy,keyadvantagesoftheindustry,textileindustryexportandglobal

scenarioandstrength,weakness,opportunitiesandtreatsoftheIndiantextileindustry.
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1.1INTRODUCTION

TheIndiantextileindustryisoneofthelargestintheworldwithamassiverawmaterialand

textilesmanufacturingbase.Oureconomyislargelydependentonthetextilemanufacturingand

tradeinadditiontoothermajorindustries.About27%oftheforeignexchangeearningsareon

accountofexportoftextilesandclothingalone.Thetextilesandclothingsectorcontributesabout

14%totheindustrialproductionand3%tothegrossdomesticproductofthecountry.Around8%

ofthetotalexciserevenuecollectioniscontributedbythetextileindustry.Somuchso,thetextile

industryaccountsforaslargeas21%ofthetotalemploymentgeneratedintheeconomy.Around

35millionpeoplearedirectlyemployedinthetextilemanufacturingactivities.Indirect

employmentincludingthemanpowerengagedinagriculturalbasedraw-materialproductionlike

cottonandrelatedtradeandhandlingcouldbestatedtobearoundanother60million.

AtextileisthelargestsingleindustryinIndia(andamongstthebiggestintheworld),accounting

forabout20%ofthetotalindustrialproduction.Itprovidesdirectemploymenttoaround20

millionpeople.Textileandclothingexportsaccountforone-thirdofthetotalvalueofexports

fromthecountry.Thereare1,227textilemillswithaspinningcapacityofabout29million

spindles.Whileyarnismostlyproducedinthemills,fabricsareproducedinthepowerloomand

handloomsectorsaswell.TheIndiantextileindustrycontinuestobepredominantlybasedon

cotton,withabout65%ofrawmaterialsconsumedbeingcotton.Theyearlyoutputofcottoncloth

wasabout12.8billionm(about42billionft).Themanufactureofjuteproducts(1.1million

metrictons)ranksnextinimportancetocottonweaving.TextileisoneofIndia’soldestindustries

andhasaformidablepresenceinthenationaleconomyinasmuchasitcontributestoabout14per

centofmanufacturingvalue-addition,accountsforaroundone-thirdofourgrossexportearnings

andprovidesgainfulemploymenttomillionsofpeople.Theyincludecottonandjutegrowers,

artisansandweaverswhoareengagedintheorganisedaswellasdecentralisedandhousehold

sectorsspreadacrosstheentirecountry.

India’stextileindustryisoneoftheeconomy’slargest.In2000/01,thetextileandgarment

industriesaccountedforabout4percentofGDP,14percentofindustrialoutput,18percentof

industrialemployment,and27percentofexportearnings(Hashim).India’stextileindustryisalso



significantinaglobalcontext,rankingsecondtoChinaintheproductionofbothcottonyarnand

fabricandfifthintheproductionofsyntheticfibersandyarns.

Incontrasttoothermajortextile-producingcountries,mostlymostlysmall-scale,nonintegrated

spinning,weaving,clothfinishing,andapparelenterprises,manyofwhichuseoutdated

technology,characterizeIndia’stextilesector.Some,mostlylarger,firmsoperateinthe

“organized”sectorwherefirmsmustcomplywithnumerousgovernmentlaborandtax

regulations.Mostfirms,however,operateinthesmall-scale“unorganized”sectorwhere

regulationsarelessstringentandmoreeasilyevaded.
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TheuniquestructureoftheIndiantextileindustryisduetothelegacyoftax,labor,andother

regulatorypoliciesthathavefavoredsmall-scale,labor-intensiveenterprises,while

discriminatingagainstlargerscale,morecapital-intensiveoperations.Thestructureisalsodue

tothehistoricalorientationtowardsmeetingtheneedsofIndia’spredominatelylow-income

domesticconsumers,ratherthantheworldmarket.Policyreforms,whichbeganinthe1980sand

continuedintothe1990s,haveledtosignificantgainsintechnicalefficiencyandinternational

competitiveness,particularlyinthespinningsector.However,broadscoperemainsforadditional

reformsthatcouldenhancetheefficiencyandcompetitivenessofIndia’sweaving,fabricfinishing,

andapparelsectors.



1.2INDUSTRYPROFILE

Unlikeothermajortextile-producingcountries,India’stextileindustryiscomprisedmostlyof

small-scale,nonintegratedspinning,weaving,finishing,andapparel-makingenterprises.This

uniqueindustrystructureisprimarilyalegacyofgovernmentpoliciesthathavepromotedlabor-

intensive,small-scaleoperationsanddiscriminatedagainstlargerscalefirms:

•CompositeMills.Relativelylarge-scalemillsthatintegratespinning,weavingand,sometimes,

fabricfinishingarecommoninothermajortextile-producingcountries.InIndia,however,these

typesofmillsnowaccountforaboutonly3percentofoutputinthetextilesector.About276

compositemillsarenowoperatinginIndia,mostownedbythepublicsectorandmanydeemed

financially“sick.”

•Spinning.Spinning istheprocessofconvertingcottonormanmadefiberintoyarntobeusedfor

weavingandknitting.Largelyduetoderegulationbeginninginthemid-1980s,spinningisthe

mostconsolidatedandtechnicallyefficientsectorinIndia’stextileindustry.Averageplantsize

remainssmall,however,andtechnologyoutdated,relativetoothermajorproducers.In2002/03,

India’sspinningsectorconsistedofabout1,146small-scaleindependentfirmsand1,599larger

scaleindependentunits.

•WeavingandKnitting.Weavingandknittingconvertscotton,manmade,orblendedyarnsinto

wovenorknittedfabrics.India’sweavingandknittingsectorremainshighlyfragmented,small-

scale,andlabor-intensive.Thissectorconsistsofabout3.9millionhandlooms,380,000

“powerloom”enterprisesthatoperateabout1.7millionlooms,andjust137,000loomsinthe

variouscompositemills.“Powerlooms”aresmallfirms,withanaverageloomcapacityoffourto

fiveownedbyindependententrepreneursorweavers.Modernshuttlelessloomsaccountforless

than1percentofloomcapacity.

•FabricFinishing.Fabricfinishing(alsoreferredtoasprocessing),whichincludesdyeing,

printing,andotherclothpreparationpriortothemanufactureofclothing,isalsodominatedbya

largenumberofindependent,smallscaleenterprises.Overall,about2,300processorsare

operatinginIndia,includingabout2,100independentunitsand200unitsthatareintegrated

withspinning,weaving,orknittingunits.



•Clothing.Apparel isproducedbyabout77,000small-scaleunitsclassifiedasdomestic

manufacturers,manufacturerexporters,andfabricators(subcontractors).

Indiahasalreadycompletedmorethan50yearsofitsindependence.Theanalysisofthe

growthpatternofdifferentsegmentoftheindustryduringthelastfivedecadesofpost

independenceerarevealsthatthegrowthoftheindustryduringthefirsttwodecadesafterthe

independencehadbeengradual,thoughlowerandgrowthhadbeenconsiderablyslowerduring

thethirddecade.Thegrowththereafterpickedupsignificantlyduringthefourthdecadeineach

andeverysegmentoftheindustry.Thepeaklevelofitsgrowthhashoweverbeenreachedduring

thefifthdecadei.e.,thelasttenyearsandmoreparticularlyinthe90s.TheTextilePolicyof1985

andEconomicPolicyof1991focussinginthedirectionofliberalisationofeconomyandtradehad

infactacceleratedthegrowthin1990s.Thespinningspearheadedthegrowthduringthisperiod

andman-madefibreindustryintheorganised

sectoranddecentralisedweavingsector.ThetextileindustryinIndiacoversawidegamutof

activitiesrangingfromproductionofrawmateriallikecotton,jute,silkandwooltoproviding

highvalue-addedproductssuchasfabricsandgarmentstoconsumers.Theindustryusesawide

varietyoffibresrangingfromnaturalfibreslikecotton,jute,silkandwooltomanmadefibres

likepolyester,viscose,acrylicandmultipleblendsofsuchfibresandfilamentyarn.Thetextile

industryplaysasignificantroleinIndianeconomybyprovidingdirectemploymenttoan

estimated35millionpeople,bycontributing4percentofGDPandaccountingfor35percentof

grossexportearnings.Thetextilesectorcontributes14percentofthevalue-additioninthe

manufacturingsector.

TextileexportsduringtheperiodofApril-February2003-2004amountedto$11,698.5million

asagainst$11,142.2millionduringthesameperiodinthepreviousyear,showinganincreaseof

around5percent.Estimatessaythatthetextilesectormightachieveabout15to18percent

growththisyearfollowingdismantlingofMFA.

PhysicalLocation

Aphysicalstorefrontdoublesupasadvertisingforyourbrand.Withtrafficpassingbyeveryday,
customervisitstoyourstorearelikelytohappen.Sinceyourstoreispermanentlythere,it



constantlyservesasareminderforcustomerstodropinwhenevertheypassbythestore.This
allowsyoutospendlesseronyourmarketingbudgetasyourstorealreadypromotesbrand
visibilityeveryday.

BrandRepresentation&ShoppingExperience

Workingwithintheconfinesofadigitalscreencanbelimitingforsomebrands.Withaphysical

space,youcandecorateandfurnishitextensivelytobetterarticulatethevisionforyourbrand.

Fromtherackstotheflooring,tothescentofthestore,tohowtheproductsaredisplayed,there

aremanywaysforyoutoanchoryourbrandidentityinaphysicalspace.Youcanalsocontrol

howyourcustomersnavigatearoundthestore–whattheyseefirstwhentheyenterandwhat

theyseerightbeforetheyleave.Additionally,withsalesstaffontheground,itinjectsahuman

touchandexemplifiesthebrand’sstandardsofservice.Allofthesecomponentsmakeupan

immersiveshoppingexperience,whichcanmakearealimpressiononyourcustomersandkeep

themcomingbackformore.
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WhatYouSeeIsWhatYouGet

Mostshopperswillnotrejecttheprocessofseeing-and-touchingbeforemakingapurchase.Itisa

surefireandstraightforwardwayofguaranteeingthataproductissatisfactory.Forthisreason

alone,brick-and-mortarstoresholdatrumpcardandarestillfavouredbyman.

HighMaintenance

Asmentionedabove,theupfrontcostsinsettingupabrick-and-mortarstorearehigh.Ontopof

this,therunningcostsarehightoo.Havingtoupkeeprentandutilitiesonamonthlybasiscandry

yourfundsupquicklyifyou’renotcarefulwithyourbusinessdecisions.

PermanentLocation

Locationcanbeadouble-edgedsword.Competingbrandsmightsetupshopinthevicinityand



makeittougherforyourbusinesstothrive.Otherunforeseencircumstancessuchasthe

developmentofyourareacouldalsocausepotentialcustomerstomoveandaffecttraffictoyour

store.

Thedecisiontosetupanonlineorofflinestoreevenafterevaluatingtheprosandconsofbothisn’t

straightforward.Thereisn’taone-size-fits-allsolutioninthiscase.Inaconstantlychanging

landscape,therearemanybrandsthatareoptingforanomnichannelapproachtomaximize

theirreach.Ultimately,whatbrandsshouldaskthemselvesishowtomeetthechanging

expectationsoftheirconsumersandtoutiliseachannel/sthatcanbestservethatwhilstensuring

thattheirbusinesscontinuestogrow.

LongerWorkingHours

Havingaphysicalstorewillmeanthatyouhavetokeepyourdoorsopenforatleast8-10hoursa

day.Youwillneedtocaterforcustomerswhoareshoppingafterwork&onweekends,sothe

flexibilityofyourworkinghourswillbecateredthesepeakperiods.Factoringincommutetime,

thisoftenleavesyouwithlimitedpersonaltime. 



CHAPTER2

REVIEW OFLITERATURE

2.1Introduction

InthisChapter,theresearcherhasmadeanattempttostudyandunderstandthecomplex

conceptsofCustomerexperience.Thisattemptincludes,understandingthebasicconceptsof

seller’sperspective,analyzingresearchstudiesmadebyearlierresearchersinrespectofoffline

dressseller’simpactduetoCOVID19,Forthis,theresearcherhasusedvariousbooks,research

Journalsandwebsites.ThedetailedlistisfurtherelaboratedintheBibliography.Throughthis

LiteratureSurveyresearcherwantstofindoutwhicharetheimportantissuesonofflinemaket.

2.2Listofreviews

EleonoraPantano isSeniorLecturer(AssociateProfessor)ofMarketingatUniversityofBristol

since2018.Dr.Pantano’sresearchactivitiesmainlyrelatetothedevelopmentofnewcustomer

solutionstoimproveretailanalytics,strategiesandmanagement,withemphasisontheroleof

artificialintelligence,emotionalanalytics,andmachinelearningalgorithms.SheheldPh.D.in

“PsychologyofProgrammingandArtificialIntelligence”(2008),M.Eng.inManagement(2005),

andPGCertinHigherEducationTeachingandSupportingLearning(2016).Sheisalsofellowof

theAcademyofHigherEducation.Herfindingsappearinbooksandtextbooks(i.e., Internet

Retailing, TechnologyandInnovationforMarketing, SmartRetailing:technologiesandstrategies)

andininternationalpeer-reviewedjournals(i.e., ComputersinHumanBehavior,Tourism

Management,JournalofBusinessResearch,PsychologyandMarketing).Herpapers(morethan70)

hasalsoconsistentlypushedthefrontiersintheareaofmarketingandhavebecomehighlycitedby

academicsinthefield(h-index21,Scopus),byfrequentlyachievingtheawardof“highly

commendedpaper”.

TheIndianretailmarketissegregatedinunorganizedandorganizedsectors,outofwhich



unorganizedsectorincludesabout13.8millionconventionalfamily-runneighbourhoodstores

andtheorganisedretailsectorwithashareoflessthan10%(IBEF,2020;Halan,2020).The

organisedsectorfurtherincludesallorganizedbrickandmortarstoresandonlineshoppingsites

(Sinha,2019).DespitetheboomintheB2Ce-commercesectorinIndia,themajorityofIndian

consumerscontinuetohavefaithintheneighbourhoodbrickandmortarstoresforshoppingas

theyprefertotouchandfeeltheproductsbeforebuyingandnegotiatingdiscounts
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over-the-counter.InIndia,agreatmajorityofB2Ce-commerceretailers,drawconsumerstoshop

onlinebyofferingvariousexcitingschemessuchasdiscounts,freedelivery,buy-one-get-one-free

andexchangeoffers(Srivastava&bagale,2019;Joseph,2019).However,manyIndianshoppers

knowntobecost-consciousandconservativeasapartoftheirvaluesystem,aregenerallynot

attractedtomakingquickdecisionsbasedonpromotionsandadvertisements.Moreover,online

shoppers,many-a-times,comeacrossproblemsconcerningproductdeliverytimelinesand

customersupportservices(Khare,2016;Arpana,2020).Customers’perceptionofrisktoward

onlinewebsitesisaggravatedduetotheinferiorITset-upusedbyseverale-tailers,resultinginthe

hackingofpersonalinformation 

Consumershaveexpressedtheirconcerntowardsproductsthataremadeinchina(Uyar,2018).

Theemergenceofthisdiseasehascreatedapanicmentalsituationamongregularusersofthefew

productsnow,theyarebecomingmoreconsciousofbuyingproductsmadeabroad.Thishasgiven

aboomtolocallymanufacturedproductsandsupportstheMAKEinIndia'sinitiativeofthe

government.Themajorityoftheconsumerssaidthattheywillnolongerprefertheproductsmade

inchina.

Consumersareverymuchawareofthedetailsofwheretheproducthasbeenmade,andwhat

qualityhasbeendeliveredtothemathome.Surevyhasbeendoneamongseventysixmalesand

eightythreefemalesregardingtheirchangeinbehaviourtowardsproductsmanufacturedoutside

India.onecaninferthatmajorityofthemalerespondentsdocareabouttheplaceofproduct



manufacturedandhesitatetobuyproductsmanufacturedabroadandfiftyfourpercentof

femalessupportedthatafterCOVID-19theyareconcernedaboutaproductmanufacturedplace

andwillnotprefermadeinchinaproductsasofnow.

EmptyshelvesduringCOVID19havegeneratedsevereproblemsfortheconsumers’(Lufkin,2020).

COVID19hasforcedconsumerstochangethewaytheypreferredtoshop.Thereisanincreased

shiftinconsumerbuyingbehaviourfromtraditionalshoppingtoonlineshopping(Reddy,2020).

Apartfromtheaugmentednumberofcustomersindulgingintoonlineshoppingshifthasbeen

observedinthechoiceofproductsbeingorderedbycustomersthroughtheseonlinetools.The

majorityofthecustomershavestartedpositivelyorderingmorepersonalcareandmedicalkits

ratherthanorderingfashionproducts.NationalRetailFederation(NRF)hassurveyedon

consumer’sonlineshoppingbehaviourinthisepidemicsituationandhasbriefedcertainconsumer

buyingbehaviouralchangesasfollows:

1. Asperthesurveyresults,9outof10customershave

changedtheirshoppingpractices.

2.Resultsaresupportivethatmorethan50%ofcustomershavechangedtheirtraditional

shoppinghabitsbyorderingproductsonline.

3.About6outof10customersstatedthattheyavoidgoingtostoreduetothefearofbeing

infectedandorderingnecessarygoodsfromonlinemarketingtools.
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Allthesebehaviouralchangesarenotpermanentbutfewaregoingtolastpermanently.Asthe

societywillrecoverfromthissurvivalmode,thisdigital-onlineshoppingadoptionislikelyto

becomepermanent.So,intheend,thispandemicsituationhasbeenclassifiedintotwoaspectsone

isashiftincustomerbehaviourthatavoidspubliccrowdedgatheringsandsecondismore

inclinationtowardsdigitaladoption(Shashidhar,2020).

Dong-MoKoo,Ji-HolonLee(2011)proposedaninterrelationshipamongdominance,energetic

andtensearousal,pleasureandtheirimpactonintention.Results

from thefrom asurveyof406consumers(217fromofflinestorecustomersand189online



storeusers)demonstratedthatdominancehadasignificantpositiveand/ornegativeeffecton

bothenergeticandtensearousal,ithasnoimpactonpleasureandintentionundebothoffline

andonlineenvironment;effectofdominanceontensearousalwasnotstatisticallysignificant

inanonlineshoppingenvironment;bothenergeticandtensearousalhasapositiveand/or

negativeimpactonpleasure.Kolko(2000)findsthatcitiesthatarefartherawayfrom

othercitiesaremorelikelytomakeuseoftheinternet;Forman,Goldfarb,andGreenstein(2005)

findthatruralareasareonthemarginmorelikelytoadoptparticipationtechnologies,as

definedabove,thataidcommunicationacrossestablishments;andSinaiandWildfowl(2004)

findthatconditionalontheamountoflocalcontentontheinternet,peopleinsmallercitiesare

morelikelytoconnecttotheinternetthanpeoplein

 Thenotionofhesitationreferstothedelayorpostponeofpurchasingaproduct,service,orchoice

decisionduetocriticalreasonssuchasuncertainty,perceivedrisk,oradditionalinformation(Cho

etal., 2006).AccordingtoHuangetal.(2018),consumers’ambivalentfeelingsaboutshopping

choicescreatehesitationinconsumers’

Furtherpurchaseandoftenengagetheminanunpleasantstateofmotivationthatleadstochoice

defer.Scholarsmentionedthatconsumersperceivehesitationaboutfreedomofpurchasechoices

whenanunexpectedsituationobstructstheirattitudinal/behavioralresponses(Wong

&Yeh, 2009).WeinferfromtheseargumentsthattheCOVID-19pandemicrestrictsconsumers’

choicefreedomanddevelopsaperceptionofhesitationaboutofflineshoppingchoices,whichcause

psychologicalreactance.

RecentlyPengandChen(2019)haveshownthatconsumers’psychologicalreactanceemanates

fromabandoningtheirshoppingdestinationsbecausetherestrictionsthreatentheirdestinations

freedom.Toavoidpsychologicalpainandchoiceconflictinanambivalentsituation,consumers

feelhesitanttomakeanimmediatedecision(Akhtaretal., 2019;Argouslidisetal., 2018).

Consumerchoiceswithdifficultalternativesdeveloptheperceptionofhesitationthatleadstoan

unpleasantmotivationalconsequent(Schriftetal., 2011).Similarly,scholars(Novemskyet

al., 2007)establishedthattheperceiveddifficultyandhesitationofchoosingapreference

associatedwithexternalforcescauseconsumermetacognitiveexperienceduringthechoice

decision.Basedonaforementionedarguments,wepositthattheexistenceofthreats,uncertainty,



andriskdevelopconsumers’perceptionofhesitationfortraditionalofflineshoppingchoices.In

thepresentcontext,wearguethatconsumersperceivehesitationforfreedomof
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physicalorofflineshoppingchoicesduetothreatsofCOVID-19andengageinpsychological

reactance.Thus,wepostulatethefollowing

Theconceptofconfidencerepresentsanindividual'scognition-basedassessment,whichshows

theirdegreeofcertaintyaboutoptimalityandappropriatenessofdecisionchoices(Keh&

Sun, 2018).Consumers’perceptionsaboutchoicesareassociatedwiththeirbeliefs,certainty,and

confidence,whileexternalthreatsandrestrictionsshaketheirconfidencethattriggerreactance

(Andrews, 2016;Heitmannetal., 2007).AccordingtoTsaiandMcgill(2011),consumersperceive

confidencejudgmentasamalleablefunctionwhichcandifferinchoiceevaluation.Novemskyetal.

(2007)indicatethatthedegreeofvariancedependsonthesituationandconsumerfreedomthat

developastateofreactancetorecoverthedifference.Scholarsaffirmthatintheabsenceofchoice

freedom,consumersperceiveinadequateconfidence,whichrestrictstheirchoicedecision,thereby

developingpsychologicalreactance(Luceetal., 2003).WearguethattheCOVID-19pandemic

restrictsconsumers’freedomofchoicesthatdecreasesperceivedconfidencefortraditionalor

physicalshoppingchoicesanddevelopstheirpsychologicalreactance.

Researchhasrecognizedthatconsumers’reactanceisaresultoftheirlowersenseofconfidence

andexternalthreatstotheirfreedomofchoice(Kwon&Chung, 2010).Kavvourisetal.(2020)

arguedthatthreatstofreedomtriggeradversecognitioninconsumers,decreasestheirchoiceor

decisionconfidence,andprovokespsychologicalreactance.Similarly,libertytochooseaproduct

orserviceinfluencedbythereductionofvarietyisdeemedbarrierstotheconsumers’perceived

freedomforintrinsicneedsandinstillinthemastateofreactance(Argouslidisetal., 2018).

Relyingontheabovestudies,theauthorsinferthatthepresenceofrestrictions,adversecognition,

andthreatsreduceconsumers’confidenceforphysical,offline,ortraditionalshoppingchoices.

Therefore,itcanbepostulatedthatthethreatsoftheCOVID-19pandemiceliminatethelibertyof

consumers’physicalshoppingchoicesthatdecreasetheirconfidence,whichdevelopsastateof

psychologicalreactance.



Astrandofstudieshasvalidatedtheroleofconsumers’trustingovernmentforgovernment

policiesandbusinessfreedom.Forinstance,JiandMiao(2020)foundthatgovernmentsupportfor

disputeresolutionandfreedomofshoppingdevelopconsumers’trustandmotivationthatincrease

theirresistancetothreats.Inotherinstances,people'strustinaspecificsituationextendstheir

positiveintrinsicmotivationtowardfreedomandsatisfaction(Nunkoo, 2015).Trustinopenande

-governmentpolicieseliminatesconsumer'sanger,depressivesymptoms,anxiety,and

psychologicalill-beingthatresultinsatisfactionandthewillofresistance(Leeetal., 2014;Leeet

al., 2020).Scholarsreportthatgovernmentperformanceanddecision-makingduringcriticaland

unexpectedincidentsdeveloppeople'strustandrestoretheirfreedomofchoices(Moore&

Fitzsimons, 2014;Nunkoo&Smith, 2013;Zuoetal., 2017).Extrapolatingthesestudiesweargue

thatconsumers’psychologicalreactanceduetothreatsofCOVID-19pandemicforshopping

choicesengagetheminadversebehavioralintentions.

Atthesametime,theirtrustingovernmentpoliciesstrengthenstheirreactanceforfreedomof

choicerestoration.

8

Furthermore,consumers’regularinteractionwithgovernmentpoliciesdevelopsapositive

attitudeandtrusttowardthegovernmentthatultimatelyshapetheirstableandsatisfied

behavior(Wangetal., 2020).Therefore,wecontendthattheconsumers’highhopes,expectations,

andpsychologicalreactancetowardgovernmentpolicesworkasmechanismsofdevelopingtrust

inthegovernment,whichenhancestheirresistanceagainstpandemicthreatsandrestores

freedomsatisfaction. 

ThedatawerecollectedbetweenlateMarchandearlyApril2020.WefollowedKimandQu(2020)

andusedaself-selectedconveniencesamplingtodrawasample.Moreover,Ferber(1977)

suggestedthatthesurveyitemsshouldberelevantandappropriatetotherespondents,represent

thepopulation,andservesampleadequacy.Therefore,weappliedself-selectedconvenience

samplingtechniqueandanopen-endedscreeningquestiontoscreenouttheparticipantsforage

(i.e.Generation-X,Millennial,andGeneration-Z)andtheirofflineshoppingexperiences.Inthe



end,593responseattemptswerenoted,ofwhich531responseswerefinalforthepresentstudy.

Wediscarded62questionnairesinthattheparticipants’responseswerevague(e.g.allscoresas1,

5,or7)andomitted(e.g.nolockdownexperience).Inaddition,wefollowedTabachnicketal.

(2001)andassessedthenormalityofdatawithskewnessandkurtosis,andscoreswerewithinthe

cut-offlevel(±1,±3). Table1 indicatedthatofthe531participants,54.6%weremaleand45.4%

femaleofthesample.Aboutmorethanhalfoftheparticipantsweremarried(57.3%).Thelargest

agecategorywasGeneration-X(40.6%),followedbyMillennial(36.7%),andGeneration-Z

(22.7%).Mostoftheparticipants(35.5%)informedamonthlysalaryof(>3000RMB).Intermof

education,50%and39.1%hadbachelordegreesandmasterdegrees,respectively.Themajorityof

therespondentshadexperienceofofflineshoppingchoiceinsupermarkets(38.2%),followedby

departmentalstores(33.3%)andtownmarkets(28.4%).Intermsoffrequencyofofflineshopping,

over41%ofparticipantsreportedthriceinamonth,and30.8%twiceinamonth.

ThecurrentCOVID-19outbreakhasthreatenedthefreedomofpeopleacrosstheglobe,

particularlyChina,theUSA,Italy,theUK,Spain,Germany,France,andIranamongother

countries(Addoetal., 2020).Global,national,anddomesticlevelrestrictionssuchaslockdown,

socialdistancing,andbanonpublicgatheringshavedirectlyaffectedeconomies,businesses,and

consumersalike(Gösslingetal., 2020).Inresponse,theauthorstookmotivationtostudythe

consumers’psychologicalreactancetorestrictionsontheirfreedomoftraditionalshopping

choicesduetothethreatsofCOVID-19pandemic.Employingpsychologicalreactancetheoryasa

theoreticalfoundation,wedevelopedandempiricallytestedaconceptualframeworkfor

understandingtheconsumers’reactanceagainstrestrictionsontheirfreedomofshoppingchoices.

Thisframeworkincludedthepredictors(i.e.perceivedchoicehesitationandperceivedchoice

confidence)andoutcomes(i.e.choicefreedomsatisfactionandresistancetopersuasion)of

consumers’reactanceagainstfreedomrestrictionsduetoCOVID-19threatsthatexhibited

psychologicalprocessunderlyingreactanceasamechanismofreinstatingtheirfreedom.We

extendtheliteraturebyemployinganticipatedworryasamoderatorbetweentheassociationof

9



antecedentsandpsychologicalreactance,andthemoderatingroleoftrustingovernmentbetween

psychologicalreactanceandoutcomes.Resultsindicatedthesignificanteffectsofperceivedchoices

onpsychologicalreactance.Moreover,theproposedmoderators—anticipatedworryandtrustin

government—positivelyexhibitedeffectsonpsychologicalreactanceandbehavioralintentions,

respectively.Thus,ourfindingsoffertheoreticalandmanagerialimplicationstoanswerthe

scholarlyandmanagerialquestions.

First,theresearchshedslightonthesignificanceofconsumers’perceivedfreedominanoffline

shoppingcontext.Thisstudyadvancestheresearchcontextfromonlineandmobileshopping

(Huangetal., 2018)toofflineshoppingbyinvestigatingshoppingchoiceattributessuchas

hesitationandconfidencethatcausetheirreactance(Tsai&Mcgill, 2011;Wong&Yeh, 2009).By

examiningwhatcausesconsumers’reactance,thestudyexplainstheconsumer'sperceptionof

theirchoicehesitationandchoiceconfidenceduringthethreatsofCOVID-19pandemic.

Ourresultsindicatedthatperceivedchoicehesitationsignificantlydevelopsconsumers’reactance,

andthecurrentfindingsareconsistentwithpreviousworkof(Argouslidisetal., 2018;Choet

al., 2006),indicatingthatconsumers’hesitationdevelopedbyfear,threats,andavoidancetriggers

intrinsicmotivationtore-establishfreedom.Thefindingsnotonlyalignwiththepriorstudiesbut

alsoextendsthebodyofknowledgeindecisionmakingandpsychology.Ontheotherhand,the

threatsofCOVID-19pandemicrestrictedconsumers’freedomofchoiceconfidencebecauseofthe

predeterminedsetofconstraintsthatadverselyinfluencemetacognitiveexperience(Tsai

&Mcgill, 2011).Resultsdemonstratethatperceivedchoiceconfidencehasasignificantpositive

effectonconsumers’psychologicalreactance.ThesefindingsareuniqueintermsofCOVID-19

pandemicthreatsforconsumers’confidenceonofflineshoppingchoicesandareincomplete

agreementwiththestudiesof(Andrews, 2016;Heitmannetal., 2007).Thisfindingextends

Andrews(2016)andcontributestoliteratureoftrustandattitude.
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CHAPTER3

RESEARCHMETHODOLOGY

3.1 NEEDFORSTUDY

• Growingnumbersofconsumersshoponlinetopurchasetextiles,gatherproductinformation

orevenbrowseforenjoyment.Onlinetextileshoppingenvironmentsarethereforeplayingan

increasingroleintheoverallrelationshipbetweenmarketersandtheirconsumers.

• Themainsreasonsorfactorswhichattractconsumerstodotextileshoppingonlineandthen

mainreasonsorobstacleswhichdiscourageconsumersfromofflinetextileshopping.

• Theimpactofonlinetextileshoppingenvironmentsonofflinetextilebusinesswhich



necessitatesacriticalunderstandingformarketingsector.

3.2 SCOPEOFTHESTUDY

Theresearchmeasurestheexperiencesofdirectsellers.

Definesandanalysestheexperiencesbasedonkeydeliverables.

Gainsinsightsintoseller’sperspective.

Offlineseller’simpactishowtheymanagewiththeirproblemandhowtheyaretacklingit.

3.3 OBJECTIVEOFTHESTUDY

Tostudythereasonswhydespiteincreaseininternetusers,onlinetextileshoppinghasnotbeen

increasing.

Toinvestigatetheimpactofonlinetextilestoreonseller’sperceptionsofInternet-basede-

retailingandscrutinizethemajorfactorsthatreducestheofflinetextileshoppingbehaviour.

Toanalyzetheindividualfactorsthatmight,ononehand,promptabuyertomakeanonline

purchasedecisionandontheotherhand,restrainfromsuchdecisions.

Finallytoexaminesomerecommendationstothee-tailersinordertoimprovethecurrent

situation.

Primaryobjective:-

Astudyonseller’sperspectivetowardsmarketsituationandimpact.

3.3.1 Secondaryobjectives:-

Tostudyonperceptiontowardsimpactofdirectmarketofflinesellers.

Tounderstandingtheirproblem

Tostudyonperceptiontowardstheloanprocedures
andmoneyrotations.

Tostudyonperceptiontowardsthestockclearance.

3.4 RESEARCHDESIGN



3.4.1 DescriptiveResearchDesign

Descriptiveresearchisastudydesignedtodepicttheparticipantsinanaccurateway.More

simplyput,descriptiveresearchisallaboutdescribingpeoplewhotakepartinthestudy.

3.5 SOURCESOFDATA

Datacollectionisthetermusedtodescribeaprocessofpreparingandcollectingdata.

PrimaryData–Questionnairegivento121respondents

SecondaryData-Websitesandonlinejournals,Publishedreports&Reviewofliteraturefrom

publishedarticles

thestudy.

3.1 STRUCTUREOFQUESTIONNAIRE

Questionnairewasdividedintotwosections.Firstpartwasdesignedtoknowthegeneral

information aboutseller’sperspectiveandthesecondpartcontainedtherespondent‘s

opinionsaboutimpactduetocovid19.

SAMPLINGTECHNIQUE

3.1.1 Conveniencesamplingmethod

Aconveniencesampleisoneofthemaintypesofnon-probabilitysamplingmethods.

Aconveniencesampleismadeupofpeoplewhoareeasytoreach.

3.2 PERIODOFSTUDY

ThedurationofstudyisfromJanuary2021toMarch2021whichisathreemonthsofstudy.



13



CHAPTER4

DATAANALYSISANDINTERPRTATION

4.1PERCENTAGEANALYSIS

TABLE4.1.1BUSINESSEXPERIENCE

SNO PARTICULARS NOOFRESPONSES PERCENTAGE
1 1Year 33 30
2 1to10years 51 46.4
3 10to20years 26 23.6
4 Notanswered 11 21
Total 121 100
Source:Primarydata

Chart4.1.1:Ageoftherespondents

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentsfor1yearof
businessexperienceofrespondentsare30%,between1to10yearsbusinessexperience
ofrespondenceare46.6%,between10to20yearsbusinessexperienceofrespondence
are23.6%,notansweredare21%.

Inference
Majority(46.6%)oftherespondentsarebusinessexperiencebetween1to10years.
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TABLE4.1.3:FORWHICHGENDERDOUHAVECLOTHS



S.NO PARTICULARS NO.OFRESPONDENCE PERCENTAGE
1 MALE 36 32.1
2 FEMALE 32 28.6
3 BOTH 44 39.3
4 NOTANSWERED 9 10.8

TOTAL 121 100

Sourcedata:Primarydata.

Chart4.1.3Forwhichgenderdouhavecloths

Interpretation
Fromabovetableitisinterpretationthatnumberofmalerespondentis32.1%,female
respondentis28.6%,both39.3%andnotanswered10.8%.

Inference
Majority(39.3%)oftherespondentsareboth.
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Table4.1.4:Isyourmarketaffectedduetoonlinesellers.



S.NO PARTICULARES NO.OF
RESPONDENTS

PERCENTAGES

1 Yes 65 60.7

2 No 42 39.3

3 Notanswered 14 19.9

TOTAL 121 100

Source:Primarydata.

Chart4.1.4:Isyourmarketaffectedduetoonlineseller.

Interpretation
Fromtheabovetableitisinterpretedthatthenumberrespondentswere60.7%isyes,
39.3%isnoand19.9%isnotanswered.

Inference
Majority(60.7%)oftherespondentsareyes.
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Table4.1.5:Doyouthinkdemandonofflinepurchasedeceasedduetoonlinepurchase.



S.NO PARTICULARES N0.OF
RESPONDENTS

PERSENTAGE

1 No 39 36.1

2 Yes 69 63.9

3 Notanswered 13 15.73

Total 121 100

Source:Primarydata.

Chart4.1.5:Doyouthinkdemandonofflinepurchasedeceasedduetoonlinepurchase.

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere36.1%inno,
63.3%inyesand15.73%isnotanswered.

Inference
Majority(63.3%)oftherespondentsareyes.
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Table4.1.6: Isonlineshoppingaffectsyourprofitmargin.

S.NO PARTICULARES NO.OF.

RESPONDENTS

PERCENTAGE



1 High 54 47.8

2 Low 23 20.4

3 Neutral 36 31.9

4 Notanswered 8 9.6

total 121 100

Source :primarydata

Chart4.1.6: Isonlineshoppingaffectsyourprofitmargin.

Interpretation

Fromtheabovetableitisinterpretedthatthenumberofrespondentspreferred47.8%

ishigh,20.4%islow,31.9%isneutraland9.6isnotanswered.

Inference

Majority(47.8%)oftherespondentsarehigh.
18

Table4.1.7:Doyouthinkthereisanincreaseinonlineshoppinginrecenttimes

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Yes 91 82



2 No 20 18

3 Notanswered 10 12

121 100

Source:Primarydata.

Chart4.1.7Doyouthinkthereisanincreaseinonlineshoppinginrecenttimes.

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere18%inno,
82%inyesand12%isnotanswered.

Inference
Majority(82%)oftherespondentsareyes.
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Table4.1.8:whypeoplepreferonlineshopping.

S.NO PARTICULARES NO.OF.

RESPONDENTS

PERCENTAGE

1 Pandemicsituation 38 34.9



2 Busyschedule 39 35.8

3 Uniquecollection 32 29.4

4 Notanswered 12 14.5

Total 121 100

Source:primarydata.

 

Chart4.1.8whypeoplepreferonlineshopping

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere34.9%in
pandemicsituation,35.8%inbusyschedule,29.4%inuniquecollectionand14.5isnot
answered.

Inference
Majority(35.8%)oftherespondentsarebusyschedule.
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Table4.1.9: Whatisyouropinionaboutonlineshopping

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Good 62 75.02

2 Bad 14 16.94



3 Notanswered 8 9.68

121 100

Source:Primarydata.

Chart4.1.9Whatisyouropinionaboutonlineshopping

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere75.02%in
good,16.94%inbad,44.77%inaverageand9.68isnotanswered.

Inference
Majority(75.02%)oftherespondentsaregood.
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Table4.1.10Doyouthinkthissituationwillbecomenormal

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Yes 70 84.7

2 No 40 48.4



3 Maybe 1 1.12

4 Notanswered 10 12.1

121 100

Source:primarydata.

Chart4.1.10Doyouthinkthissituationwillbecomenormal

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere84.7%inyes,
48.4%inno,1.12%inmaybeand12.1isnotanswered.

Inference
Majority(84.7%)oftherespondentsareyes.
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Table4.1.11whattypeofissuedoyoufaceduetoonlinesellers

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Deceaseprofit
margin

57 47.1

2 Expectationon
discounts

52 42.9



3 Notanswered 12 1.07

121 100

Source:primarydata.

Chart4.1.11whattypeofissuedoyoufaceduetoonlinesellers

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere47.1%in
deceaseprofitmargin,42.9%inexpectationondiscountsand12%isnotanswered.

Inference
Majority(47.1%)oftherespondentsaredeceaseprofitmargin.
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Table4.1.12HowdoYoumanagethisloss

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 pandemicloan 35 25.6

2 moneyrotation 45 37.1



3 stocksalesin
lowerprice

30 24.7

4 Notanswered 12 9.9

121 100

Chart4.1.12HowdoYoumanagethisloss

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere25.6%in
pandemicloan,37.1%inmoneyrotation,24.7%instocksalesinlowerpriceand9.9is
notanswered.

Inference
Majority(37.1%)oftherespondentsaremoneyrotation.
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Chart4.1.13Doyouthinkyouarebetterthanonlinesellers

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Yes 92 76

2 No 18 14.8



3 Notanswered 11 9.2

TOTAL 121 100

Source:Primarydata.

Table4.1.13Doyouthinkyouarebetterthanonlinesellers

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere76%inno,
14.8%inyesand11%isnotanswered.

Inference
Majority(76%)oftherespondentsareyes.
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Table4.1.14Howisonlineseller'sfabric

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Average 42 34.7



2 Satisfied 44 36.3

3 Notsatisfied 25 20.6

4 Notanswered 10 8.2

121 100

Source:Primarydata.

Chart4.1.14Howisonlineseller'sfabric

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere34.7%in
average,36.3%insatisfied,20.6%innotsatisfiedand10%isnotanswered.

Inference
Majority(36.3%)oftherespondentsaresatisfied.
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Table4.1.15 Howisonlineseller'scollection

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Good 63 52



2 Fair 39 32.2

3 Poor 10 8.2

4 Notanswered 9 7.4

121 100

Source:Primarydata

Chart4.1.15 Howisonlineseller'scollection

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere52%ingood,
32.2%infair,10%innotpoorand9%isnotanswered.

Inference
Majority(52%)oftherespondentsaregood.
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Table4.1.17 Whattypeofoffersdoyougivetoonlinecustomers

S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE



1 Percentageoffer 71 58.6

2 Giftoffer 14 11.5

3 1+1offer 27 22.2

4 Notanswered 9 7.4

121 100

Source:Primarydata.

Chart4.1.17 Whattypeofoffersdoyougivetoonlinecustomers

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere58.6%in
percentageoffer,11.5%ingiftofferand22.2%in1+1offerand9%isnotanswered.

Inference
Majority(58.6%)oftherespondentsarepercentageoffer.
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Table4.1.18whattypeofoffersattractonlinecustomers



S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Percentageoffer 47 38.8

2 Giftoffer 44 36.3

3 1+1offer 22 18.1

4 Notanswered 8 6.6

121 100

Source:Primarydata.

Chart4.1.18whattypeofoffersattractonlinecustomers

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere38.8%in
percentageoffer,36.3%ingiftofferand18.1%in1+1offerand8%isnotanswered.

Inference
Majority(58.6%)oftherespondentsarepercentageoffer.

29

Table4.1.19 Dothisofferattractthecustomer



S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 Yes 80 66.11

2 No 20 16.5

3 Nil 14 11.5

4 Notanswered 7 5.7

121 100

Source:Primarydata.

Chart4.1.19 Dothisofferattractthecustomer

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere66.11%in
yes,16.5%inno,11.5%inniland5.7%isnotanswered.

Inference
Majority(66.11%)oftherespondentsareyes.
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Table4.1.20Howonlinesellersbecomeinrecenttimes



S.NO PARTICULARES NO.OF.RESPONDENTS PERCENTAGE

1 competitive 46 38

2 morecompetitive 49 40.4

3 lesscompetitive 16 13.2

4 non-competitive 11 9

121 100

Source:Primarydata.

Chart4.1.20Howonlinesellersbecomeinrecenttimes

Interpretation
Fromtheabovetableitisinterpretedthatthenumberofrespondentswere38%in
competitive,40.4%inmorecompetitive13.2%inlesscompetitive9%isnon-competitive.

Inference
Majority(40.4%)oftherespondentsaremorecompetitive.
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CHAPTER5

FINDINGS



1.Majority(46.6%)oftherespondentsarebusinessexperiencebetween1to10years.

2.Location

3.Majority(39.3%)oftherespondentsareboth.

4.Majority(60.7%)oftherespondentsareyes.

5.Majority(63.3%)oftherespondentsareyes.

6.Majority(47.8%)oftherespondentsarehigh.

7.Majority(82%)oftherespondentsareyes.

8.Majority(35.8%)oftherespondentsarebusyschedule

9.Majority(75.02%)oftherespondentsaregood.

10.Majority(84.7%)oftherespondentsareyes.

11.Majority(47.1%)oftherespondentsaredeceaseprofitmargin.

12.Majority(37.1%)oftherespondentsaremoneyrotation.

13.Majority(76%)oftherespondentsareyes.

14.Majority(36.3%)oftherespondentsaresatisfied.

15.Majority(52%)oftherespondentsaregood.

16.Douhaveanysuggestiontogetrelieffromthisproblem



17.Majority(58.6%)oftherespondentsarepercentageoffer.

18.Majority(58.6%)oftherespondentsarepercentageoffer.

19.Majority(66.11%)oftherespondentsareyes.

20.Majority(40.4%)oftherespondentsaremorecompetitive.
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5.1 SUGGESTION

Retailershavetochangetheirattitudetowardsthemarket.Today’sisaconsumermarket

andasaresultthepriorityistheconsumersatisfaction.Thefirmhastobeinthegood

booksoftheconsumer.Betterqualityproducts,fairpriceandfriendlyafter-saleservices

arethebasicareasinwhichthebusinesshastoconcentratetoaremarkableextent.

Additionalservicesshouldbeprovidedtotheconsumerstowoethemandbuildupona

loyaltywhichinturnwouldensureastablesalesintheyearstocome.

5.2Conclusion

Thefaceofretailhaschanged.Theadventoftechnologyinrecentperiodbeingthe

primaryreasonforit.Today,retailingmeansgoingintoshoppingcenters,goingonline

andgoingmobile.Inallthese,smallretailersmissoutsomewhere.Butthenearbystoreis

alwaysthemostimportantconcernforallreasonandseasons.Itneedstorevivenotjust

survive.Theretailstoresneedstosimplyupliftitspatternofbusinessandfacethe

competitiveworldwithamorepositiveoutlook.E-storesandretailstoresbothhaveto

survive,noneatthecostoftheother.It’snotjustaboutthelivelihooditgivestothe

thousandsofpeoplebutalsotheconvenienceandthesteadfastnessofafixedretailstore.



33

Questionnaire:
Title:Astudyonimpactofonlinetextilestoresonofflinetextilebusiness-sellers
perspective.

1.Businessexperience?
a)1year
b)1-10years
c)10-20years



2.Forwhichgenderdoyouhavecloths?
a)male
b)female
c)both

3.Isyourmarketaffectedduetoonlinesellers?
a)yes
b)no

4.Doyouthinkdemandonofflinepurchaseisdeceasedduetoonlineshopping?
a)yesb)no

5.Isonlineshoppingaffectsyourprofitmargin?
a)high
b)low
c)neutral

6.Doyouthinkthereisanincreaseinonlineshoppinginrecenttimes?
a)yesb)no

7.whypeoplepreferonlineshopping?
a)pandemicsituation
b)busyschedule
c)uniquecollections

8.Whatisyouropinionaboutonlineshopping?
a)Good
b)Bad
c)Average

34
9.Doyouthinkthissituationwillbecomenormal?

a)yesb)no
10.whattypeofissuedoyoufaceduetoonlinesellers?

a)decreaseprofitmargin
b)moreexpectationondiscounts
c)others(specify)

11.HowdoYoumanagethisloss?
a)pandemicloan
b)moneyrotation
c)stocksellersinlowerprofit

12.doyouthinkyouarebetterthanonlinesellers?
a)yesb)no

13.Howistheirfabric?
a)Good
b)Excellent



c)Average

14.Howistheircollection?
a)Good
b)Excellent
c)Average

15.Douhaveanysuggestiontogetrelieffromthisproblem?

16.Whattypeofoffersdoyougivetoonlinecustomers?

a)Percentage
b)1+1offer
c)Giftads

17.whattypeofoffersattractonlinecustomers?
a)Percentage
b)1+1offer
c)giftads

18.Dothisofferattractthecustomer?
a)more
b)less
c)nil
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19.Howonlinesellersbecomeinrecenttimes?
a)competitive
b)morecompetitive
c)lesscompetitive
d)non-competitive
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