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CHAPTER 1: INTRODUCTION

INTRODUCTION

The present is incomplete without the past. Textile has a long and rich history in the Indian context. According to archaeological investigations and analysis, the Harrapan civilization's inhabitants were skilled in cotton spinning and weaving as early as 4,000 years ago. The Vedic Literature makes mention of materials for weaving and spinning.

Since very early times, India has been highly renowned for its textile products. During the colonial era, India's traditional textile industry practically vanished. However, the modern textile industry was born in India at the beginning of the nineteenth century when the nation's first mill was built at Fort Gloster outside of Calcutta in 1818. However, Bombay is where the cotton textile industry really got started in the 1850s. An early cotton merchant from Parsi who was also involved in both domestic and international trade founded Bombay's first cotton textile mill in 1854. In fact, the vast bulk of the early mills were the creation of Parsi merchants who traded yarn and textile in domestic markets as well as those in China and Africa.1
The first cotton mill in Ahmedabad, which was eventually to emerge as a rival centre to Bombay, was established in 1861. The spread of the textile industry to Ahmedabad was largely due to the Gujarati trading class.

The cotton textile industry made rapid progress in the second half of the nineteenth century and by the end of the century there were 178 cotton textile mills; but during the year 1900 the cotton textile industry was in bad state due to the great famine and a number of mills of Bombay and Ahmedabad were to be closed down for long periods.

The design, manufacture, and distribution of garments, yarn, and other textile products are the main areas of the textile industry. After agriculture, the textile sector in India has historically been the only one to produce significant employment for both skilled and unskilled labor. The second-largest sector in India that creates jobs is still the textile industry. It provides about 35 million people throughout the nation with direct work. Cotton is the main fiber produced in India, which is the second-largest fiber producer in the world. Cotton makes about 60% of the Indian textile industry. Silk, jute, wool, and synthetic fiber are some of the other fibers created in India. 

In the last decade, e-commerce has transformed the business landscape worldwide, recently driven by the almost complete shift to online shopping during the Covid-19 pandemic. Although many fashion retailers, even strong, established brands such as Zara, have experienced a fall in revenue, digital innovation and changes in consumer habits have ensured major market recovery. Despite the pandemic’s economic impact, a report by technology platform Unicommerce revealed that the online fashion industry in India experienced a growth of 45 pc in the financial year of April 1, 2020 to March 31, 2021, compared to the previous year.2
Though there are lot of perks associated with online shopping like cheaper rates, more variety, comfort of ordering and getting things delivered at your doorstep, e-commerce has brought many concerns with it as well. So many of the small scale retailers have reported a decline in their income, declining incomes have led to unemployment which in turn has increased poverty.

Indian industries that are still very backward and locality specific are facing tough competition from online retailers. Their stores, jobs and income are all under a constant threat from online sellers.

 On the other hand, many have adjusted to this New Normal i.e. the world of ONLINE, yet there are many for whom this is a new area that they are afraid to venture into. Talking about adjusting and adapting to Online World, many home businesses have taken their businesses online and have got their own websites along with pages on their Instagram and Facebook handles. Social websites have played a huge role in the boom of online fashion industry. Today whatever you want is at a click away from you. The online fashion market provides you with variety keeping up with the “variety is the spice of life”.

Through this project we, are attempting to study how the e-commerce has affected the offline retail sellers. We also try to understand the point of view of the college going young population who are the biggest consumers of online products and we then try to analyse how the retailers have adopted to the world of e-commerce.

1.1 REVIEW OF LITERATURE

1.1.1 Application of e-commerce in Indian Textile industry:

 Electronic commerce, sometimes known as e-commerce, covers a broad spectrum of online business ventures involving goods and services. Additionally, it applies to "any type of economic transaction in which the participants communicate electronically as opposed to through direct physical contact or exchanges." Shoppers have a wide variety of e-commerce options to pick from in today's industry. Customers have an abundance of options thanks to the innovative products and services that are being offered.
E-Commerce is an exemplary concept in the future of textile and apparel industry. It is playing a major role in the present scenario of textile and apparel industry. It is also very significant that the future of textile and apparel industry is complete only with E-commerce.  Diverse e-commerce applications are being implemented in the textile and apparel supply chain.

Textile industry occupies a vital place in the Indian economy and contribution has a high weight age of over 20 per cent in the National production. It provides direct employment to over 15 million persons in the mill, power loom and handloom sectors. India is the world’s second largest producer of largest cotton consumer after China. The textile industry in India is one of the oldest manufacturing sectors in the country and its currently its largest.

While e-commerce’s growth is not going to adversely impact traditional techniques in textile sector, the challenges in the Indian textile sector have less to do with fragmented points of sale (traditional retail stores), and more to do with an inefficient and broken supply chain. The go-to-market approach for any merchandise brand in India requires the brand to build its own distribution network for its goods to reach the desired retail shops. E-commerce can play a crucial role in consolidating wholesale & distribution, and in developing India-specific business models. By virtue of the advantages discussed in previous sections, e-commerce can bring down the cost of distribution.3
Buoyed by the success of e-commerce players like Jabong and Myntra, textile companies like Arvind Ltd, TT Ltd and Creative Lifestyles, among others are exploring the online market through their own e-commerce platforms. With online business becoming inevitable with each passing day, textile companies are increasingly using their own websites for e-commerce as well.

This is not only an undesirable cost but also limits that brand’s access to  an optimum number of retail shelves. 

This also diverts the brand’s capital away from product innovation to distribution. E-commerce can play a crucial role substantially to its export earnings. Textile exports represent nearly 30 per cent of the country’s total exports. It 

textiles after China. It is the world’s third largest producer of cotton-after China and the USA.

1.1.2 Fashion brands are trendsetter of India’s e-commerce industry:

 With a big population of young, aspirational consumers, India's retail sector has recently emerged as one of the most dynamic and quick-paced industries. In comparison to the prior financial year, the fashion industry reported a 51% increase in order volume in FY 2021, according to the Unicommerce e-commerce fashion report. This demonstrates the enormous development potential in the fashion e-commerce sector, particularly as we transition to a world of many touchpoints where firms seek to connect with customers on both online and offline channels.4
1.1.3 E-commerce in Textile-Apparel Industry:
Future of textile and apparel industry is complete only with ecommerce. ICT’s facilitate communication between intra companies and inter companies also with consumers. E-commerce is having a profound effect on the management of supply chain. It has a huge impact on the B2B & B2C.

1.1.4 Indian E-commerce Industry Analysis

The Indian E-commerce industry has been on an upward growth trajectory and is expected to surpass the US to become the second-largest E-commerce market in the world by 2034. The Indian e-commerce sector is ranked 9th in cross-border growth in the world, according to Payoneer report. Indian e-commerce is projected to increase from 4% of the total food and grocery, apparel and consumer electronics retail trade in 2020 to 8% by 2025. Much of the growth for the industry has been triggered by an increase in internet and smartphone penetration. The number of internet connections in 2021 increased significantly to 830 million, driven by the ‘Digital India’ programme. Out of the total internet connections, ~55% of connections were in urban areas, of which 97% connections were wireless.

Online penetration of retail is expected to reach 10.7% by 2024 compared with 4.7% in 2019. Moreover, online shoppers in India are expected to reach 220 million by 2025.5
1.1.5 Online Fashion Retail Market in India 2022-2026

The publisher has been monitoring the online fashion retail market in India and it is poised to grow by $ 22.97 bn during 2022-2026, progressing at a CAGR of 18.83% during the forecast period.6
1.1.6 Apparel accounts for bulk of India’s e-commerce sales, says a study
Apparel is one of the few categories that account for the bulk of India’s e-commerce sales. On average, about 85 per cent of the amount spent on e-commerce was for apparel, according to a joint study by The Associated Chambers of Commerce & Industry of India (ASSOCHAM) and Resurgent India
According to the survey, the number of online consumers will expand from 69 million in 2016 to over 100 million in 2017, driven by the rise of digital natives, improved logistical infrastructure, broadband, and internet-ready devices. In 2016, Bangalore led the way in terms of online sales, closely followed by Mumbai and Delhi. In Bangalore, 69% of the population opted to purchase daily necessities online in 2015–16; this percentage is expected to rise to 75% this year for a variety of categories, including clothing and athletic items.

Indian e-retail increased by 48 per cent from $3.59 billion in 2013 to $5.30 billion in 2015 and it is expected rise by 65 per cent to touch $17.52 billion by the end of 2018.7
1.1.7 How 2021-22 is Turning into an Opportunity for Online Textile Industry
The Indian textile and apparel sector generated 13% of industrial output, 12% of export revenue, and 2.3% of the country's GDP (as of March 22, 2021). Additionally, ready-made clothing exports (of all textiles) were US$1.04 billion (as of November 2020). Clothes are obviously one of the most fundamental needs and necessities, right behind food. It is nothing less than a necessity, which explains why online textile sales increased even during a shutdown. 

Retailers with an online presence have a great chance of becoming the Unicorns (a firm with a value of over $1 billion) of modern India given the expanding and upward trend in the online textile industry. The ease, security, and comfort of online purchasing have already been experienced by the shoppers, and they will continue to enjoy and benefit from it in the future. And in this complete success story of the online textile sector, e-retailers will come out on top as the largest winners.8
Agrawal (2014) the researcher studies the face of increasing competition; the firms' existence will be determined by their ability to bridge current gaps in ecommerce transactions. After successfully tapping its potential in metropolitan cities, the nature of the internet has enabled e-commerce to transcend geographical boundaries and pervade multiple markets, eliciting demand from sub-urban and rural locations. Many ecommerce companies are expanding their reach by investing in stronger infrastructure in anticipation of increased demand from Tier 2 and 3 locations. In view of the expanding number of websites offering identical goods and services, Interne is gaining more importance.9
Deshmukh & Thampi (2013) examines the current and potential status of e-commerce and memorandum of business in the Indian market as well as the future of the latter. The report identifies m-unique commerce's advantages as ubiquity, personalization, flexibility, and immediacy. The authors support the notion that smart phone adoption and an increase in internet user base, fuelled primarily by young, will drive e-commerce growth. 9
McGaughey, & Nebhwani (2002) The paper details the revolutionary changes brought about by internet technologies in manufacturing, marketing, purchasing, design, production, selling and distribution, warehousing, and human resource management, as well as the revolutionary role played by earlier internet applications such as e-mail and electronic data interchange. By facilitating close contact and constant communication, internet-based technologies have enabled businesses to shorten development, purchase, and procurement cycles, maintain up-to-date product and market information significantly increase the speed of communications, and improve the quality of customer relationships.9

1.2 OBJECTIVES OF THE STUDY

To study the effect of e-commerce on textile industry 

To identify the factors that influenced the increased use of E-Commerce and its impact on textile Retailers
1.3 PRESENT RELEVANCE OF THE STUDY

During the covid pandemic when all things were shifted to an online mode, the e-commerce sector was in huge demand and now in this post covid world, people have adapted to the online mode of shopping. The major reason that the e-commerce took its space is due to the high convenience it offers. With growing technology, ecommerce has become an indispensable part of consumers life hence adoption of ecommerce by retailers is very relevant.  Though e-commerce has many benefits, it has many problems associated with it. There are security concerns, chances of fraud and theft and technical glitches.

1.4 THEORETICAL FRAMEWORK
One of the major reasons for the rise in e-commerce has been attributed to Bandwagon Effect i.e., tendency for people to adopt certain behaviors, styles or attitudes simply because the majority does so. it’s a psychological phenomenon whereby the rate of uptake of beliefs, ideas, fads and trends increases with respect to the proportion of others who have already done so. As more people come to believe in something, others also “hop on the bandwagon” regardless of the underlying evidence.

1.5 METHODOLOGY
1.5.1 AREA OF STUDY

The area selected for our study was the Broadway Market located near Marine Drive, Kochi in Ernakulam district in Kerala. It was selected because it is like a mini economy with many apparel stores. It is a hub of many small and medium enterprises which is the key area of focus of our study.

1.5.2 SELECTION OF SAMPLE

The study was carried out by selection of the sample and then using statistical methods of data collection which include Direct Personal Investigation method and Questionnaire method. A total sample of consisting of 40 responders was selected.

1.5.3 PERIOD OF STUDY

The period of study was from 2021-2022. Details regarding the effect on textile producers and sellers due to a rise in e-commerce activities was studied.

1.5.4 SOURCES OF DATA

The study uses primary and secondary data.

Primary data for this study was collected through direct personal interviews with the producers and the use of questionnaires for collecting data from the retailers. Questionnaire schedule comprised of both open ended and close ended questions. Also, a questionnaire was distributed among college going students regarding their preferences towards e-commerce websites. 

Secondary data was collected from numerous articles, journals, past studies and various websites online which are mentioned in the course of the study.

1.5.5 STATISTICAL TOOLS

The collected data were analyzed using simple statistical tools such as bar graphs and pie charts.   

1.6 SCHEME OF STUDY

The scheme of study was organized in the following way:

CHAPTER ONE

The first chapter deals with introduction, review of literature, objectives, present relevance of the study, methodology, theoretical framework, limitations of the study.

CHAPTER TWO

The second chapter deals with an overview of how e-commerce has affected the textile industry.

CHAPTER THREE

The third chapter deals with the analysis and interpretation of the primary data collected through questionnaire and direct personal investigation method. 

CHAPTER FOUR

The chapter four deals with the findings, recommendations and conclusion of the study.

1.7 LIMITATIONS OF THE STUDY

1.The amount of time allotted for the study was limited to undertake a thorough research.

2.The responses from interviewees could be biased.

CHAPTER 2: GROWTH OF E-COMMERCE

BACKGROUND

It's critical to comprehend how e-commerce emerged on a global, national, and state level before analyzing its effects on textile businesses.

Online shopping became possible when the internet was opened to the public in 1991. Amazon was one of the first ecommerce sites in the US to start selling products online and thousands of businesses have followed since. The convenience, safety, and enjoyable user experience of ecommerce have improved exponentially since the inception of online shopping. Online shopping was invented in pioneered in 1979 by entrepreneur Michael Aldrich in the United Kingdom. Aldrich was able to connect a modified domestic television to a real-time multi-user transaction processing computer via a telephone line. From the period of 1960 – 1982, Michael Aldrich’s invention, the idea for which was sparked by a conversation with his wife about their weekly supermarket shopping expedition, involved hooking a television to their supermarket to have them deliver the groceries. Aldrich coined his invention “teleshopping” (shopping at a distance), which can be seen as the precursor for modern online shopping.10
Mobile commerce was first born in 1997, when two mobile device-enabled Coca-Cola vending were installed in Finland. Mobile commerce gained speed over the next two decades, as more users began conducting transactions from their mobile devices and websites evolved to provide a better user experience. Now, mobile sales are projected to reach 54 percent of all ecommerce sales by 2021.

Though first phase of evolution of e-commerce in India was characterized by low internet penetration, a small online shopping user base, slow internet speed, low consumer acceptance of online shopping and inadequate logistics infrastructure, in the present business environment, the e-commerce in India has the potential to enhance its growth in the second phase. The main factors that contributed to the growth of e-commerce in second phase include the entry of LCC in to the Indian flying sector, development of OTAs, online ticket booking schemes, launch of multiple online retail websites, establishing a strong market presence, social media space for branding activities, connecting with customers for feedback and advertising new product launches, etc. A close analysis of e-commerce market in the total sales during the 2010 to 2016 may be revealed that the size of e-commerce market has increased from INR 26,263 Crores to INR 168.891 Crores with the (CAGR) of 36.3%. A close observation of simple growth rates computed on the basis of the preceding year revealed that the growth rate percentages vary from 12.5% to 54.2%, representing a significant growth in e-business in all the years, barring the year 2013.

In 2016, Kerala became the first digital state of India. A consumer state, Kerala has a high potential for the electronic-commerce (e-commerce) market. The Government of Kerala is taking various measures to Implement and facilitate the adoption of e-commerce to improve the state’s economic situation. The Policies and tax laws are being addressed to encourage small and medium enterprises, traders/merchants To adapt to the online marketplace and to use the opportunities to expand the business globally. E-commerce is a business platform that is mediated by the use of the internet. Across India, the increasing Use of electronic devices and increased penetration of the internet are contributing to the growth of e-commerce. Different features like retailer’s dynamic website, proper and accurate description and a better Quality image of products, good quality and prompt delivery of products, 24x7 customer service with Reduced turnaround time, product disclosure with clear terms of purchase and replacement, pre- and post-sale services are driving more customers towards online.11
We witnessed a growing change in textile shopping especially with the use of online platforms over the past years, that too with the covid pandemic’s advent, the textile industries online marketing has taken a 360 degree change. Platforms like Amazon, Flipkart, Myntra, Instagram have helped the retailers to increase their customer base. They have given them an additional source of income.

2.1 E-COMMERCE AND TEXTILE RETAILERS

The second chapter mainly focuses on reasons behind the drastic change or shift in the shopping culture. The new government plans to support the small scale retailers will also be discussed.

Kochi is a shopping hub for central Kerala. The higher GDP and per-capita income in the surrounding districts promote the retail business. The major retail ventures in Kochi are gold, textile, furniture, home accessories and home appliances. There are a number of textile stores that exceed 50,000 sq. ft (4,600 m2) of retail space.

We have come across people who run stores owned by popular textile brands and have dedicated websites cum other e commerce stores.

2.2 RETAIL THERAPY’S SIDE EFFECT ON INSTAGRAM

Over the pages, we have seen how e-commerce serves as a driver for economic growth, business improvement, etc. All of these especially support the significant textile industries. Our research focuses mostly on small and medium-sized firms.

Since the Covid-19 outbreak and the economic crisis, brick-and-mortar stores have been confronted with problems that have grown at an astounding rate. Retailers must cease anticipating a return to "normal" business. Nothing will soon return to the way it was. Brick-and-mortar stores had been engaged in a protracted conflict with Amazon and other e-commerce firms even before the Covid-19 outbreak and economic crisis. These difficulties have now grown.

Multiple parts of our lives were impacted and changed by the pandemic. The way we shop is one of them. During the height of COVID-19, people's internet shopping carts grew as local store visits all but ceased. Some businesses created new business plans as a result of this shift in consumer behaviour to draw customers.

The concept of brand ambassadors was developing concurrently as the creative economy grew. This area contains a subset of individuals known as "influencers," and within this group, a legion of digital hawkers serves as brand advocates. They promote and offer for sale a variety of brands' items. Social commerce is a new industry as a result.

The trend was too real to be ignored. And usually, after seeing a product on social media, users left the service to make a purchase on e-commerce sites. But now, social media firms were looking to close the sale on their service itself. This is one reason why Instagram introduced its payment feature in chats.

This increasing trend and the collaborations posted a decline in the retail selling. People especially the youth are indulged in the practise of getting attracted to it and since it reaches the doorstep, they don’t feel like going back. India has decided to tax influencers for freebies they will have to pay a 10% TDS as part of a new income tax rule. The two main reasons for this policy are it promotes India’s tax net, secondly promotes accountability.

2.3 ELEMENT OF SUSTAINABILITY 

Sustainability is an extremely urgent and universal concern. We can no longer put off our efforts to fight the climate crisis. Sustainability is not a negligible factor for online shops. The growing trend of environmental sustainability is humanity’s reflex to fight the destructive nature of the “grow or die” imperative of capitalism. 

The element of sustainability in business is an important aspect that consumers are looking at these days around the globe. E-commerce Sustainability is a concept adopted by online businesses that focus on meeting the needs of the present in a way that can sustain the needs of future generations. Initiatives like minimizing waste, reducing your carbon footprint, and practicing fair trade are often associated with the concept of sustainability
The e-commerce giants are coming up with the promises of sustainable products and sustainable packaging. Recycled plastic, zero plastic based packaging materials and reusable wrappers are in huge demands and e-commerce has shown a keen interest in giving it to the customers.

The other offline retail stores are yet to catch up with the online stores in this regard. They might have shifted from plastic bags to paper bags but there is still a very long ladder to climb to meet sustainability.

Online Commerce businesses choose sustainable materials (organic, recycled, natural) to make, package, and ship their products, support local suppliers and vendors to reduce carbon emissions, and run their actual offices and stores efficiently (implementing recycling programs, using alternative energy, using recycled materials) conserve the environment and makes it sustainable. 

The pattern over the past few years demonstrates that many stores have already given their items an ecological makeover and have entered the green market with furniture and home decor made of wooden pallets, paper, cardboard, or cork. Some online stores have already made a name for themselves with a sustainable business model in terms of environmental friendliness.

As customers are becoming more aware of environmental concerns, their product choices are in some way or the other based on sustainability concerns. And this has been a major reason for shift in peoples shopping platforms choices. 

The online stores offer a wider variety of sustainable goods while the offline stores limit their choices to a few varieties of that product. The negligible price difference these days in the online and offline stores has also immensely contributed to people preferring online shopping. By sitting at the comfort of their homes, they are getting all their products delivered right at their doorsteps.

Brands selling technical products have also started taking their carbon footprint seriously while trying to make it beneficial for the end customer. A very good example of this is the availability of recycling and reselling facilities for consumers of electronic products. E-commerce brands have taken several initiatives to minimize the overall environmental impact of their operations.

The element of sustainability has thus been a major reason for shift of the consumers from offline to online mode. 12
2.4 IS GROWING HOME BUSINESS A CROPPER FOR RETAILERS?

The onset of Covid pandemic saw shops shutting down, people being confined to their homes and with all this, people being more open and willing to accept the online services platform. Not only as customers but the shift of the global ball towards the online medium and the limited work opportunities gave rise to the growing industry of small- small home-based businesses. 

Home business have created a niche for themselves in the market and are being widely appreciated and accepted by the people. The outreach of home businesses have increased with the increasing popularity and usage of social media platforms like Instagram and Facebook. 

In the recent years, social networking gained steam in the Indian online space and it has gone on to become an integral part of people’s lives. Initially it is used for staying connected with friends but now social networking websites have emerged as an anchor in any company’s digital strategy. Termed as social commerce, it is an important avenue for e-commerce players to reach out to target customers.
These platforms have directly exposed all these home business owners to a huge audience and fan base. And in between all this, the growth of home business has actually led to a significant decline in retail sales. The competition has increased by huge margins and retailers have started facing the challenges of home businesses. 

The number of businesses set up in the year ended 31 March rose to the highest in three years, led by the services sector, ministry of corporate affairs data showed, signalling a steady rise in entrepreneurial activity despite the disruptions caused by the pandemic.

E-commerce activities have increased manifold, attracting a major chunk of population. The platform has provided consumers with a wide variety of “CHOICES”. The globalisation has complemented ecommerce in such segments, Home businesses have used technology to their advantage and have thus a targeted young audience which is tech savvy. 

 The promises of easy returns have also contributed in rise of ecommerce For the retailers, the home business markets have seen a significant rise yet many still prefer offline stores and shopping.
2.5 THE PANDEMIC IS REWRITING THE RULES OF RETAIL
The pandemic forced people all over the globe to rely on internet to get the dopamine hits. The period when we saw a radical shift in people’s shopping trends. Even after we are out of the pool of pandemic majority wishes to continue the new pattern of online shopping. The time of glossy ads and offers are ending. Retailers must cease anticipating a return to "normal" business. Nothing will soon return to the way it was. Brick-and-mortar stores had been engaged in a protracted conflict with Amazon and other e-commerce firms even before the Covid-19 outbreak and economic crisis. These difficulties have now grown at an astounding rate.

It's time to consider how to act differently and how to counter the growing competition from e-commerce companies. Understanding the new ways requires knowledge of the new economic norms and the platform our nation is developing to democratize digital trade in India. These will all be discussed in detail in the future subjects.13
2.6 OPEN NETWORK FOR DIGITAL COMMERCE (ONDC)

In a bid to help traditional industries scale up businesses by tapping new market avenues, the Industries Department has set its sights on creating a common e-commerce platform. Industries Minister P. Rajeev has been leading efforts to explore the possibilities of marketing a diverse range of ethnic products under a Kerala brand. Its now said that the ONDC will provide equal opportunities to all marketplace players, including consumers. It is a neutral platform that will set protocols for cataloguing, vendor match, and price discovery on an open source-basis, like the Unified Payments Interface (UPI). What this means is that buyers and sellers can transact on ONDC irrespective of whether they are attached to any specific e-commerce portal. For instance, even if a seller X is registered on platform A, while the consumer is registered on platform B, the consumer can directly purchase products of seller X without registering on platform A from the ONDC network.
The introduction of ONDC is seen as a game changer in the world of commerce. The gap between suppliers and consumers created due to multiple platforms will be eliminated by the use of ONDC. Consumers can thus find any seller, product or service via any compatible application offering real freedom of choice All the e-commerce brand in India will have to use the same process irrespective of their brands. Helping the new entrants and retailers from very high competition. This portal reduces the monopoly of giant companies like Amazon, Flipkart etc which are American owned and a scope of growth of Indian economy is also getting expanded through this. By reducing the publicity, marketing, scaling costs it becomes easier for the retailers to enter.

New E-commerce regulations were recently issued by the government.

The percentage of inventory that a vendor can sell through a marketplace entity (the IT platform of an e-commerce business) or its group firms has been capped, and new e-commerce regulations prohibit participants from selling the goods of companies in which they own a stake.

Additionally, it restricts the use of steep discounts, the government declared that they cannot directly or indirectly affect the cost of goods and services, and it also implemented new regulations that forbid the selling of items solely through one marketplace.

The conventional brick-and-mortar retailers will benefit the most from the new regulations. Online markets have recently had a significant impact on brick and mortar stores. With discounts, rebates, and, of course, the convenience of online shopping, they had begun to drive away so many customers that brick-and-mortar retail was expected to soon go extinct.

Brick-and-mortar merchants will benefit from the new rules that limit discounts and rebates by keeping customers loyal to them.

The updated regulations are intended to safeguard the interests of domestic players who are up against fierce competition from e-retailers with substantial funding from international investors.14
Small Business

There is cause for celebration for smaller merchants on online marketplaces who have been protesting the preferential treatment given by Flipkart and Amazon to their companies.

Any service provided by an e-commerce platform, such as logistics, warehousing, or simple financing alternatives, must now be made available to all merchants, not just the most popular ones.

Ecommerce businesses are not permitted to charge extra for these services from independent vendors. Retailers may not be able to market or promote their products while charging third-party sellers to push them, even for private labels.

Customers

Customers might no longer be able to take advantage of the substantial discounts provided by merchants with close relationships to market players. 

Marketplaces are meant for genuine, independent sellers, many of whom are MSMEs (Micro, Small & Medium Enterprises). These changes will enable a level playing field for all sellers, helping them leverage the reach of e-commerce. Also, the Government should form a regulatory authority to check the flouting of e-commerce rules. The government should also come with an e-commerce policy soon so that small vendors get enough chances to participate in the online business.

CHAPTER 3:

IMPACT OF ECOMMERCE ON TEXTILE RETAILERS

This chapter aims to analyse the responds of the retailers about e-commerce and its effects. The respondents belonging to the sample are from Ernakulam, Kerala. The study evaluates the effect e-commerce had on business. Total number of samples used for study are 40.

This section presents the findings from the research and aims to analyse the result together with the theoretical framework. The survey structure is summarized and the findings of the survey are analysed and finally discussed.

3.1 AGE OF THE OWNER
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Source: Primary Data

Figure 3.1 Age wise classification

The age group between 49 to 52 tends to show the larger percentage with almost 16.3%. Having a comparison with the age of the owner and the timeline they got involved majority of them got involved in it from the age of 30s.Increasing trend in the age group of 25 to 30 years show that youngsters are getting to involve and showing an interest in this area.

3.2 EDUCATIONAL QUALIFICATION OF THE RETAILER
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Source: Primary Data

Figure 3.2- Educational qualification 

From the total of 43 responses 37.2% are graduates. During the data collection stage we got to know that there are people who have started this as another source of income. If we have the resources and capacity to find more than one source of income it will be of greater help, adding up your savings and quality of life through it.

3.3 SOURCE OF DATA

Data was collected from the people who have started a business on their own to the ones who run franchises of different brands. Franchise owners earnings come from the excess revenue after over-head cost even though at times restricting regulations and lack of financial privacy becomes a problem the positive aspect is that they have a business model to look up to and work on.

3.4 TENURE IN THIS BUSINESS
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Source: Primary Data

Figure 3.4 Tenure In this Business

The tenure in which a person is involved in business is important since many conclusions and decisions that they take can depend on it. We see that our responders are involved in this from minimum 1year to more than 10 years. After having conversations with the owners we came to know that the main factors which influenced them to take up this job were it was their family business, few had taste and passion in this area and thereby making it their driving force to start this, others after the market study found that clothes are always a necessity and people always likes to keep up the trend helping this business to stay in the limelight.
3.5 HOW DID YOU KNOW ABOUT E-COMMERCE?
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Source: Primary Data

Figure 3.5 Getting to know about E-commerce

Roughly 69% of the businesses got to know about ecommerce platforms through other competitors. And the other maximum businesses got to know through friends. It’s always good to have a close look on the new trends and technologies adopted by the competitors. It can be treated as a healthy way of learning new things and if we fail to develop in accordance to the need of the customers there are high chances that we might get outdated.

3.6 DO YOU HAVE ANY E-COMMERCE PLATFORM FOR BUSINESS
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Source: Primary Data

Figure 3.6 Use of any E-commerce platform for business

From the figure it’s understood majority of them have an e-commerce platform. Expanding their business through various social media platforms are seen as the need of the hour and many have already realised it. In this highly competitive sector it’s always advisable to take into consideration the ease of shopping for consumers which the e-commerce platform offers.

 3.7 IF YES WHICH PLATFORM?
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Source: Primary Data

Figure 3.7 Name of the platform used

Post-covid era witnessed a boom in the e-commerce through Instagram. This platform was mainly used for sharing pictures, videos, travel experiences etc but its horizon got expanded during and after covid. At the first go people who were involved in small home business got involved in this Instagram business, then individuals owning different stores also saw this as an opportunity and started to use this as a median of expanding their online business.

3.8 DID COMPETITORS SHIFT TO E-COMMERCE INFLUENCED YOU?
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Figure 3.8 Influence of competitors shift to E-commerce

57.1% of businesses were influenced by shift of competitors to ecommerce. The rest 42.9% were unaffected by their competitors change in business model. As mentioned in the beginning of the chapter a bandwagon effect in the shift to e-commerce can be seen both in the case of retailers and customers. With the fear of getting outdated people in the same business tries to keep up with the competitors.

3.9 INVESTMENT FOR THE SHIFT TO E-COMMERCE
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Source: Primary Data

Figure 3.9 Investment for the shift to E-commerce

For a person who was involved in brick and motor business for years, the shift to e-commerce appears to be a bit difficult. It requires proper knowledge about the different social media platforms otherwise there are high chances that the need of the consumers are not met. So many shops have appointed a person specifically for e-commerce management, that itself requires an amount and other expenses like maintenance of online websites, advertisements etc all these involves high cost

3.10 MONTHLY ALLOWANCE FOR ADVERTISEMENTS
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Figure 3.10 Monthly allowance for advertisements

As mentioned earlier social media managing involves expenses whether it’s in appointing someone to manage this or for the maintenances of sites. Since the competitors are also involved in e-commerce we must keep up the track and if we fail to show out to the world that we exist new shops will take up the lead So keeping aside a part of profit for social media management won’t go in vain.

3.11 SOCIAL MEDIA MANAGEMENT
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Figure 3.11 Social media Management

Majority of the business houses have not hired a specialised social media manager. Only 31.7% of the owners have a social media manager. This shows that even though many of the businesses have shifted to ecommerce, they are not highly specialised in it or have given it lot of attention. When a person is specifically appointed for managing this the businessman is bound to keep a monthly allowance starting from 1000k and above. The rate will be different with respect to the time involved in managing, number of sites managed by the person etc.

3.12 HOW LONG HAVE YOU BEEN INTO E-COMMERCE ?
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Source: Primary Data

Figure 3.12 Tenure in usage of e-commerce

Of all the responses collected, 28.6% of the businesses have been in the market for more than an year. 17.1% of the businesses have been in the market for an year. The number of businesses who have seen the effect of covid pandemic is not huge and many of the shops have cropped up after the pandemic.

3.13 HAS ADOPTING TO E-COMMERCE BENEFICIAL FOR YOU?
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Figure 3.13 Did the adoption of E-commerce benefited

Its in the digital era we are living and we must be acquainted with the digital world especially while starting off with a business. If we are able to use it properly by knowing its tactics we overselves will become advantageous from it by increasing the profit ratio through online shopping. The main benefits they find out are the ease of sale and purchase for the retailer and the customers respectively. Over the years customers got moulded into a phase of shopping from their comfort zone, it was a cost efficient method and adding more discount or coupon code offers in online shopping making them to always come back. By the proper use of technology it was easy for the owners to maintain pages with respect to different customer tastes. It can be curated with the past shopping informations, items they save it to the cart.

 3.14 RATE OF CHANGE IN SALES AFTER INTRODUCING E -COMMERCE
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Figure 3.14 Rate of change in sales after introducing e-commerce

70% of the businesses have actually increased their sales after adopting ecommerce. This shows that people prefer e retailers and adopting to e commerce has actually benefitted the owners. 30% of businesses have seen no change while none of them have experienced a dip in sales because of e-commerce. The no change in rate of sale scenario exists due to factors like lack of proper awareness to use e-commerce, no social media managers appointed, lack of proper marketing techniques to show the existence of their site, not providing offers or discounts also it can be due to the lack of appealing outlook of the site too. For the successful completion of an online shopping they must concentrate on the areas like proper delivery of the package at the right time, maintaining an after sales communication options like reviewing the whole online shopping experience.

3.15 PERCENTAGE INCREASE IN SALES
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Figure 3.15 Percentage increase in sales

The increase in sales for majority has not been much. 31.4% has seen an increase of 2-3 % and another 31.4% has seen an increase of 5-10 %. 20% of the businesses have seen an increase of 20% and more. It shows that for majority ecommerce has had not a great impact on the sales. The reasons for increase can be the hassle-free shopping experience the platform offers, timely delivery of the package, the discounts and offers it comes up with like the midnight sale offers, one hour sale etc.

3.16 PREFERENCE ON SALES
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Figure 3.16 Preference on sales

81.4% of the businesses prefer the old brick and mortar offline stores than online selling platforms. This shows that the owners are still reluctant to shift to online shopping platforms. Only a meagre 18.6% preferred e-commerce platforms. This reluctance to shift is due to the initial investment and for a person without proper knowledge in it might feel it to be complicated. Also e-commerce requires proper maintenance even after its instalment.

3.17 HAS YOUR SHIFT TO E-COMMERCE DUE TO COVID?
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Figure 3.17 Influence of covid in the shift to e-commerce

Surprisingly covid has not been the major reason for shift of businesses to ecommerce. Only 24.4$ have shifted to e commerce due to covid. Rest 70.7% have shifted due to competition and changing consumer behaviours and trends. Its true that covid remained as a factor for boosting up the acceptance rate of online shopping but its not the sole reason.

3.18 PROBLEMS FACED BY RERAILERS 

Let’s take a look into the major problems associated with e commerce, faced by the retailers. We have already seen that majority of the retailers still wish to continue the offline store business that the online. It compels us to imagine how difficult it would have been for them during the covid pandemic. Reduction in store sales happened since the stock transportation faced many difficulties. Working hours for the employees also got reduced in connection with the store sales. Retailers who made the shift during the covid period found it difficult to make use of e-commerce in its full swing because there occurred shortage of raw materials and thereby increase in its cost, all these resulting to the overall reduction in sales. Apart from the pandemic relayed problems, e commerce has been a challenge for the retailers who are not very much aware and well versed in the arena of digitization and technological adaptation. For them understanding the technology and including it in their businesses has been difficult. Also the costs have increased has professional individuals are been hired by many retailers to manage their online platforms.

3.19 EFFECT OF HOME BUSINESS ON SALES
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Figure 3.19 Effect of home business on sales

89.2% of businesses have not been affected because of increasing home businesses. The home businesses have created a different market for themselves and majority of the businesses have had no change in their sales because of that. Many business owners who used to do in-house sale of clothes or to the people in neighbourhood also found the scope of e-commerce to enlarge their market. They may not have a proper store storage, packaging etc takes place at their homes only. But the increase in home business was not a major threat to the retailers.

3.20 PREFERRED MODE OF DOING BUSINESS

[image: image21.png]Do you prefer the present mode of doing business or the past mode?
40 responses

@ Present
@ Past
@ Nothing has changed
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Figure 3.20 Preferred mode of doing business

More than half of the businesses have not changed anything. 30% of the businesses prefer the present mode of business and 15% prefer the past mode.As discused earlier due to the maintanence and proper knowledge requirement in this field many small scale retailers find it difficult to the change.There are people who tried hands in e-commerce and due to the failure in it or there was not any visible change in sales even after the shift have dropped the idea of online shopping.
CHAPTER 4:

 FINDINGS, RECOMMENDATIONS 

AND CONCLUSION

4.1 FINDINGS

Over the past few years Indian Economy witnessed various changes especially in ways people shop, payment methods etc We were able to analyse on how this trend of online shopping affected the retailers and what all factors lead to the change.

Analysis of the information collected through the questionnaire from the sample of 43respondants has helped us to reach the following conclusions:

The age group between 49 to 52 tends to show the larger percentage with almost 16.3% owners falling in the category. Having a comparison with the age of the owner and the timeline they got involved majority of them got involved in it from the age of 30s.

The Increasing trend of this age group of 25 to 30 years shows that youngsters are getting attracted and have shown an interest in this area of business.

Data was collected from the people who have started a business on their own to the ones who run franchises of different brands. Franchise owners’ earnings come from the excess revenue after meeting over-head cost. Even though at times restricting regulations like the covid pandemic induce lockdown became a problem, the positive aspect is that they have a set business model to look up to and carry it forward.

From the total of 43 responses 37.2% are graduates. During the data collection stage we got to know that there are people who have started this as venture as another source of income. The notion being that if we have the resources and capacity to find more than one source of income it adds up to ones savings and ensures a better quality of life.

The tenure for which a person has been involved in this business is important since the time they have been in business to a huge extent affects many conclusions and decisions that they take. We see that our responders have been involved in this from a 1 year minimum to more than 10 years of experience.

From the figures its understood majority of them have an e-commerce platform either in form of a website or a page on leading social networking sites. Expanding their business through various social media platforms is seen as adapting for better opportunities and many have already realised it. In this highly competitive sector its always advisable to take into consideration the ease of shopping for consumers which the e-commerce platform offers.

Post-covid era, we are witness to a boom in the e-commerce through Instagram. This platform was mainly used for sharing pictures, videos, travel experiences etc but its horizon has now expanded during and after covid. At the first go people who were involved in small home business got involved in the Instagram business, then individuals owning different stores also saw this as an opportunity and started to use this as a median of expanding their online business.

When the major problems during the covid are discussed we see that, all over the world even the economy went to a downhill due to the pandemic. We have already seen that majority of the retailers still wish to continue the offline store business that the online then we can imagine how difficult it would have been to them during the covid. Face to face interactions were not possible so it was not possible for the customers to know about the material quality or other factors in person. Reduction in store sales happened since the stock transportation faced many difficulties. Working hours for the employees also got reduced in connection with the store sales. Retailers who made the shift during the covid period found it difficult to make e-commerce in its full swing because there occurred shortage of raw materials and thereby increase in its cost all these resulting to the overall reduction in sales.

For a person who was involved in brick and mortar business for years the shift to e-commerce appears to be a bit difficult. It requires proper knowledge about the different social media platforms otherwise there are high chances that this shift is not being used to ones maximum advantage and the need of the consumers are also not being met effectively. So many shops have appointed a person specifically for e-commerce management, that itself requires an extra amount and other expenses like maintenance of online websites, advertisements etc all these involves high costs.

As mentioned earlier social media managing involves expenses whether its in appointing someone to manage this or for the maintenance of sites. Since fellow competitors are also involved in e-commerce, we must keep up the track pr else be ready to go down under the changing world scenarios and technology. So keeping aside a part of profit for social media management won’t go in vain and will actually bring in extra numbers.

Its in the digital era we are living and we must be acquainted with the digital world especially while starting off a new business. If we are able to use it properly by knowing its technicalities, tactics and loopholes, we overselves will stand at an advantage from it by increasing the profit ratio through online shopping.

Of all the responses collected, 28.6% of the businesses have been in the market for more than an year. 17.1% of the businesses have been in the market for an year. The number of businesses who have seen the effect of covid pandemic is not huge and many of the shops have cropped up after the pandemic.

Majority of the business houses have not hired a specialised social media manager. Only 31.7% of the owners have a social media manager. This shows that even though many of the businesses have shifted to ecommerce, they are not highly specialised in it or have given it lot of attention.70% of the businesses have actually increased their sales after adopting to ecommerce. This shows that people prefer e retailer shops and adopting to e commerce has actually benefitted the owners. 30% of businesses have seen no change while none of them have experienced a dip in sales because of ecommerce. The increase in sales for majority has not been much. 31.4% have seen an increase of 2-3 % and another 31.4% have seen an increase of 5-10 %. 20% of the businesses have seen an increase of 20% and more. It shows that for majority ecommerce has not had a great impact on their sales.

Around 69% of the businesses got to know about ecommerce platforms through other competitors. And the other maximum businesses got to know through friends. About 57.1% of businesses were influenced by shift of competitors to ecommerce. The rest 42.9% were unaffected by their competitors change in business model.A massive 81.4% of the businesses prefer the old brick and mortar offline stores than online selling platforms. This shows that the owners are still reluctant to shift to online shopping platforms. Only a meagre 18.6% preferred e commerce platforms.

Surprisingly covid has not been the only major reason for shift of businesses to ecommerce. Only 24.4% have shifted to e commerce due to covid. Rest 70.7% have shifted due to competition and changing consumer behaviours and trends. Almost 89.2% of businesses have not been affected because of increasing home businesses. The home businesses have created a different market for themselves and majority of the businesses have had no change in their sales because of that.

     4.2 RECCOMENDATIONS

Throughout the process of data collection it was observed that all the people including the ones who made the shift looked upon this idea with a doubt. That’s what we have to change it can be made possible with the proper knowledge about that area. This is the main suggestion we have to make, people must understand the importance of digital shopping and without sticking on to the traditional methods by showing the curiosity to learn new things changes have to be accepted. Or else as years pass by we might be a long way back in the line and at that point it becomes even more difficult. 

The ones already involved in the e-commerce can focus upon the areas of using sustainable packaging or reusable methods of packaging. If this can be adopted it will be of great help to the ones living in cities were they face the problems of waste disposal. Thereby our small business will be contributing in achieving the Sustainable Development Goals 2030.

Another area in which retailers can work upon is the after sales communication and services. If someone finds the delivered package of not to be the colour they thought about or the size is different the option of replacement and fast picking of the same must be made available through the website. If we fail to focus on such areas there is a high chance that the customer satisfaction will decrease and wont be coming back to us for the next purchase.

4.3 CONCLUSION

More than half of the businesses have not changed anything. 30% of the businesses prefer the present mode of business and 15% prefer the past mode. Many business owners who used to do in-house sale of clothes or to the people in neighbourhood also found the scope of e-commerce to enlarge their market. They may not have a proper store storage, packaging etc takes place at their homes only. But the increase in home business was not a major threat to the retailers.

In short from the study its observed that for the small scale retailers e-commerce did not bring in a massive change in sales and many due to this factor have dropped the idea of adopting e-commerce. But for the ones who managed to put efforts and investments in this area are moving forth with the e-commerce. For them the advantages it provides matters even though the shift was not that easy. They look into this as a long-term investment and its understood that people won’t be going back from their comfort zones and the quality of live will only get increased day by day. The retailers involved in this e-commerce made a clear study about the growth and trend acceptance by the competitors before making a decision. Likewise a proper market study is advisable in all the businesses.
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QUESTIONNAIRE

Name of the retailer

Educational Qualification Of the Retailer

Name of the shop

For how long have you been in this business?

How did you got to know about E-commerce

through competitors

friends/relatives

others

Do you have any e-commerce platform for business?

yes

no

If yes which platform?

Instagram

Facebook

Both

Own website

Did competitors shift to e-commerce influence you?

yes

no

Investment made for the shift to e-commerce 

INR 1000-2000 

INR 2000-3000

INR 3000-4000

more than INR 4000

Monthly allowance for advertisements (in INR)

INR 500-3000 

INR 3000-5000

more than INR 5000

Anyone hired for social media management

yes

no

How long have you been into e-commerce?

6months

one year

more than a year

2years

5 years

6years

Has adopting to e-commerce beneficial for you?

yes 

no

Rate of change in sales after introducing e-commerce

increased

decreased

no change

If increased by what percent?

2-3 percent

5-10 percent

10-20 percent

other

Which one do you prefer?

online stores

brick & mortar stores

Has your shift to e-commerce been due to covid?

yes 

no

partly due to covid

Has the increase in rate of home business affected your business?

yes

no

Do you prefer the present or past mode of doing business?

Present

Past 

Nothing has changed

