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INTRODUCTION 

The advancement of electronic trade, specifically online retailing, sets various difficulties for 

the two retailers and clients. The simplicity and accessibility of the electronic retailing 

condition can bring about hasty web-based buying. Imprudent purchasing conduct alludes to 

the inclination of buyers to make a buy unexpectedly, momentarily and without earlier thought 

(Mamta Chawla, et al). By and large, in the Croatian setting, the issue of incautious purchasing 

isn't adequately spoken to in logical papers, and this is especially valid with regards to 

electronic retailing. An absence of trust debilitates purchasers from taking an interest in internet 

purchasing. With the web progressing new chances, it is critical to comprehend the components 

that produce the trust of Indian purchasers in the web-based purchasing framework. The 

motivation behind this paper is to investigate the determinants of trust in web-based purchasing 

conduct of buyers. 

 

SIGNIFICANCE OF THE STUDY 

Online shopping is a virtual shopping that enables consumers to shop across multiple market 

places on a 24x7 basis through the internet. It facilitates the consumers to shop at online stores 

by simply clicking at the tip of a mouse. Consumers can purchase any item online. Online 

shopping gained momentum due to a variety of reasons, viz. convenience, availability of 

products at consumers‟ doorsteps, gift vouchers, discount, and low price, variety of products, 

etc. However, the online shopping system has its demerits. The consumers who buy a product 

cannot suffer the material or to try it especially in the case of clothing and see how it is made. 

Lack of Privacy and security is another problem faced by an online shopper, even though there 

are precautions to ensure the safety of the transaction. A study on online shopping behavior 

among youth enables us to understand the extent to which online shopping. It is in this 

environment that the present study titled “Online shopping behavior among youth” is 

attempted. 

 

OBJECTIVES OF THE RESEARCH 

To analysis the online shopping behavior in college students 

 

 

 

 

 



RESEARCH METHODOLOGY 

This section describes the methodology which includes a collection of data, research design 

and frame work of analysis.  

Primary Data 

 The primary survey will be collected with the help of well prepared and pre-tested schedule 

by objectives framed. The data will be collected from sample Self-financing Arts and Science 

Colleges in Kanyakumari District.  

Secondary Data  

The data includes a board record, the annual report of the statistical department, theses, books 

and journals which is related to this research work. 

Sample Size 

Sample size of the present study includes 90 college going students 

 

DATA ANALYSIS & INTERPRETATION  

 

CHART - 1 

 

Source: Primary Data 

 

Majority of the respondents of the present study are male 52.2%. Female respondents comprises of 

47.8%. 

 

 



CHART - 2 

 

 

Source: Primary Data 

 

Chart 2 reveals that 55.6% of the respondents gathered information through advertisement and 

the remaining 44.4 % of the respondents collect the information from their friends and relatives. 

CHART - 3 

 

 

Source: Primary Data 

 

Chart 3 highlights the reason for choosing online shopping. Majority of the respondents (40%) 

prefer online shopping because it saves time.  



CHART - 4 

 

 

Source: Primary Data 

Chart 4 portrays that majority 94.4% of the respondents prefer mobile phones for online 

shopping. 

 

 CHART - 5 

 

  

Source: Primary Data 

From the Chart 5 it was identified that 43.3% of the respondents prefer Flipkart to do online 

shopping. 



CHART - 6 

 

 

Source: Primary Data 

Chart 6 reveals the products preferred by the respondents to buy over internet.  Majority 36.7% 

of the respondents opines that they like to buy clothes and Garments over internet. 

 

  CHART - 7 

 

 

Source: Primary Data 

 

Chart 7 shows that the shopping frequency with regards to online shopping. It was identified 

that majority 63.3% of the respondents shop products rarely, 28.9 percent of the respondents 

were shopped products monthly in a year. 

 



CHART - 8 

 

Source: Primary Data 

 

Method preferred for payment of money revealed by Chart 8. 84.4% of the respondents prefer 

cash on delivery. 

 

CHART - 9 

 

 

 

Source: Primary Data 

From the above chart it was identified that delivery time is considered as very important for 

online shopping by 45% of the respondents. 
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CHART - 10 

 

Source: Primary Data 

Majority 41percentnof the respondents opines that reputation of the company  is the top motivating 

factor in online shopping. 

 
CHART - 11 

 

 

Source: Primary Data 

From the above table it is identified that majority 55% of the respondents consider guarantee 

and warranty as the important factor for online shopping. 
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CHART - 12 

 

Source: Primary Data  

31% of the respondents opined that low prices are the very important factor to do online 

shopping and other 31% respondents consider  that low prices are the only  important factors 

to do online shopping. 

CHART - 13 

 

 

Source: Primary Data 

 

Chart 13 portrays the importance of security while shopping online. Majority 61 percentage of 

the respondents opined that security is very important factor. 
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CHART – 14 

 

Source: Primary Data 

Data analysis highlights that only 24% respondents consider Special offer & discount as very 

important factor.  

 

CHART - 15 

 

 

Source: Primary Data 

Opinion of the respondents regarding role of advertisement revealed by chart 15. 29% of the 

respondents opined that advertisement is very important for online shopping. 
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CHART - 16 

 

 

Source: Primary Data 

From the above chart it was concluded that respondents Quality while purchase 

products online. 

 

CONCLUSION 

Findings of the research might be valuable to online retailers, just as advertisers and 

professionals, to perceive and comprehend the highlights of web-based buying conduct to 

change over easy going on the web guests to purchasers. Moreover, online retailers should plan 

their sites to empower impulsivity in internet purchasing conduct. Specifically, the potential 

motivation buys can be expanded by applying some outside trigger signs, for example, deals, 

advancements, buy thoughts, proposed things, and so forth. Be that as it may, the discoveries 

ought to be considered in the light of their restrictions. Today web shopping is getting down to 

business. As we state that the young are in dominant part among online customers. It is so 

because the adolescent idea that web-based shopping is advantageous and has effective access 

to more items and data 24 hours every day and 7 days per week. 
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1. 2 points

Mark only one oval.

18 - 25 years

26-35 years

36-45 years

46 + years

2. 2 points

Mark only one oval.

Student

Working Professional

Home maker

3. 2 points

Mark only one oval.

Urban

Semi- Urban

Rural

Section 2: Online Fabric Purchasing Behavior

Survey Report: Females Buying Fabrics
Through Online Platforms
This form is exclusively meant for Female respondents only.
All the information provided are con�dential 

* Indicates required question

Age Group *

Occupation *

Location *



4. 2 points

Mark only one oval.

Once a month

Once in 2-3 months

Rarely (Only during special occasions)

5. 2 points

Check all that apply.

Cotton
- Silk
- Synthetic (e.g., Polyester, Nylon)
- Linen
- Wool
- Blended Fabrics

6. 2 points

Check all that apply.

Amazon
- Flipkart
- FabIndia
- Myntra
- Nykaa Fashion
- Craftsvilla
- Instagram/Facebook

How often do you buy fabrics online? *

What type of fabrics do you usually purchase online? (Select all that
apply)

*

What is your preferred platform for buying fabrics online?(Select all that
apply)

*



7. 2 points

Mark only one oval.

Less than ₹1000

- ₹1000-₹3000

- ₹3000-₹5000

- More than ₹5000

Section 3: Factors Influencing Purchase Decisions

8. 2 points

Check all that apply.

Price
- Quality
- Variety of options
- Brand reputation
- Delivery speed
- Customer reviews
- Convenience
- Return/refund policy

9. 2 points

Mark only one oval.

Based on speci�c occasion (e.g., weddings, festivals)

- Based on comfort for daily wear

- Based on fashion trends

 Section 4: Satisfaction and Challenges

What is the average amount you spend on fabrics per purchase? *

Which factors most influence your decision to buy fabrics online?(Select
up to 3)

*

How do you decide on the type of fabric to buy online? *



10. 2 points

Mark only one oval.

Very satis�ed

- Satis�ed

- Neutral

- Dissatis�ed

- Very dissatis�ed

11. 2 points

Check all that apply.

Quality not as expected
- Color variation from the online image
- Incorrect fabric measurements
- Delayed delivery
- Complicated return/refund process

How satisfied are you with the overall experience of buying fabrics
online?

*

Have you faced any issues while purchasing fabrics online? (Select all
that apply)

*



12. 10 points

Mark only one oval per row.

13. 2 points

Mark only one oval.

Yes

- No

14. 2 points

Mark only one oval.

yes

no

may be

Section 5: Suggestions and Improvements

*How would you rate the importance of the following factors in your
online fabric shopping experience? (1 = Not Important, 5 = Very
Important)

*

Detailed
product

descriptions

- Clear
images

of
fabrics

-
Customer
reviews

and
ratings

- Fast
delivery

- Easy
returns

and
refunds

1

2

3

4

5

1

2

3

4

5

Have you ever returned fabrics purchased online? *

Would you recommend buying fabrics online to others? *



15. 2 points

Check all that apply.

Better product descriptions and images
- More variety of fabrics
- Lower prices
- Improved customer service
- Faster delivery
- Simpli�ed return/refund process

16. 2 points

This content is neither created nor endorsed by Google.

What improvements would you like to see in online fabric shopping?
(Select all that apply)

*

Any additional comments or suggestions to improve online fabric
shopping?

*

 Forms

https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms
https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms
https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms
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1. Introduction

The e-commerce revolution has significantly impacted the way consumers shop, with online
platforms becoming a popular avenue for purchasing a variety of products, including fabrics. For
female consumers, the convenience of browsing, comparing, and purchasing fabrics from the
comfort of their homes is a key driver of this trend. As the demand for diverse fabric types,
patterns, and textures grows, online retailers are responding by offering a vast selection of fabrics
suited for everything from everyday wear to special occasions.

The shift to online fabric shopping among females can be attributed to several factors such as
busy lifestyles, lack of time for physical store visits, and the ability to access a broader range of
fabric options not available in local markets. Whether for tailoring, home decor, or personal
projects, buying fabrics online has become an integral part of the shopping experience for many
women.

This survey focuses on understanding the motivations, preferences, and challenges faced by
female consumers who shop for fabrics online. The findings will provide valuable insights into
the decision-making process, the types of fabrics they prefer, their satisfaction with online
shopping experiences, and areas where improvements can be made to better serve this growing
market segment.

Additionally, with online reviews, easy return policies, and detailed fabric descriptions, female
consumers are gaining confidence in purchasing fabrics online. However, challenges like quality
discrepancies and delivery delays remain areas of concern, and this survey will help uncover
how these factors affect their shopping behavior and overall satisfaction.

2.Objective

The primary objective of the survey was to:

● Identify key factors influencing female consumers to purchase fabrics online.
● Understand the frequency and types of fabrics purchased.
● Analyze satisfaction levels with online fabric purchases.
● Assess challenges faced by women in online fabric shopping.



3.Methodology

● Sample Size: 50 female respondents.
● Geographical Scope: Urban and semi-urban areas across multiple regions.
● Age Range: 18-45 years.
● Survey Mode: Online questionnaire distributed through social media platforms and

fabric-related online communities.
● Data Collection Period: 30 days.

4. Demographics

● Age Distribution:
○ 18-25 years: 30%
○ 26-35 years: 40%
○ 36-45 years: 30%

● Occupation:
○ Students: 25%
○ Working Professionals: 40%
○ Homemakers: 35%

● Location:
○ Urban: 70%
○ Semi-urban: 30%

5.Key Findings

5.1 Frequency of Fabric Purchases

● Monthly Purchases: 45% of respondents buy fabrics online at least once a month.
● Quarterly Purchases: 35% make purchases every 2-3 months.
● Occasional Purchases: 20% buy fabrics online only during special occasions like

weddings or festivals.

5.2 Types of Fabrics Purchased

● Cotton: 60% of respondents prefer buying cotton fabrics, citing comfort and breathability
as key factors.

● Silk: 30% purchase silk fabrics for special events and occasions.
● Synthetic Fabrics: 20% mentioned buying synthetic fabrics like polyester and nylon for

fashion purposes.
● Others: Fabrics such as linen, wool, and blends are bought by a smaller percentage of

respondents.



5.3 Factors Influencing Purchase Decisions

● Price: 75% of respondents consider pricing as the most important factor when buying
fabrics online.

● Quality: 70% rate fabric quality as a top priority.
● Variety: 60% value having access to a wide range of fabric choices.
● Convenience: 55% appreciate the convenience of browsing multiple fabric options

online without visiting stores.
● Brand Reputation: 40% of respondents prefer to purchase fabrics from reputed online

sellers and brands.

5.4 Sources of Online Fabric Shopping

● E-commerce Platforms: 65% use large e-commerce platforms like Amazon and Flipkart
to buy fabrics.

● Specialty Online Fabric Stores: 30% prefer shopping from fabric-specific online stores
like FabIndia, Nykaa Fashion, and Craftsvilla.

● Social Media Platforms: 5% purchase fabrics through Instagram or Facebook sellers.

5.5 Satisfaction Levels

● Highly Satisfied: 50% of respondents report being very satisfied with their online fabric
shopping experience.

● Moderately Satisfied: 35% are somewhat satisfied but feel that improvements are
needed in areas like product descriptions and fabric feel.

● Dissatisfied: 15% are dissatisfied due to issues like color variation, fabric quality, or
delivery delays.

5.6 Challenges Faced

● Quality Mismatch: 45% of respondents mentioned that the actual fabric quality did not
match the description or images provided online.

● Size & Measurements: 30% found it difficult to judge fabric measurements accurately,
leading to dissatisfaction.

● Delayed Deliveries: 25% reported delays in receiving their fabric orders.
● Returns and Refunds: 20% found the return and refund process to be challenging or

inconvenient.



6. Conclusion

The survey reveals that females purchasing fabrics online are largely driven by price, quality, and
convenience. While the majority are satisfied with their online experiences, challenges such as
quality discrepancies, delays, and return difficulties need to be addressed by retailers to improve
customer satisfaction.

7. Recommendations

● Enhanced Product Descriptions: Online fabric stores should provide detailed product
descriptions, high-quality images, and possibly videos to showcase the fabric's texture,
color, and weight.

● Better Measurement Tools: Platforms could offer interactive measurement tools to help
customers choose the right fabric lengths.

● Improved Customer Support: Retailers should streamline return and refund processes,
ensuring a hassle-free experience for customers.

● Customer Reviews: Encouraging customer reviews and ratings will help build trust and
assist new buyers in making informed decisions.

By addressing these areas, online retailers can enhance the buying experience and foster
long-term loyalty among female fabric shoppers.



Tables & Charts

Table 1.1 - Age Distribution of Respondents

S.no Years Percentage

1 18-25 years 30%

2 26-35 years 40%

3 36-45 years 30%

Chart 1.1 - Age Distribution of Respondents



Table 1.2 - Occupation of Respondents

S.no Category Percentage

1 Students 25%

2 Working Professionals 40%

3 Home Makers 35%

Chart 1.2 - Occupation of Respondents



Table 1.3 - Types of Fabrics Purchased

S.no Category Percentage

1 Cotton 55%

2 Silk 25%

3 Synthetic 15%

4 Others 5%

Chart 1.3 -Types of Fabrics Purchased



Table 1.4 - -Frequency of Fabrics Purchased

S.no Period Percentage

1 Monthly 48%

2 Quarterly 32%

3 Occasional 20%

Chart 1.4 -Frequency of Fabrics Purchased



Table 1.5 Satisfaction Level with Online Fabrics

S.no Category Percentage

1 Highly Satisfied ' 50%

2 Moderately Satisfied 35%

3 Dissatisfied 15%

Chart 1.5 -Satisfaction Level with Online Fabrics


