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The handloom industry is a critical pillar of the Indian economy, serving as
the second-largest source of employment after agriculture and supporting
over 3.5 million workers, many of whom are from rural and marginalized
communities. This study examines contemporary consumer behavior,
preferences, and satisfaction levels to understand the industry's position in a
market increasingly dominated by machine-made textiles and fast fashion.
Utilizing a descriptive research design, data was collected via a structured
questionnaire from 260 respondents across various demographics. The
findings reveal that while there is high appreciation for the comfort (85%)
and cultural significance (61%) of handloom products, they remain primarily
occasional purchases, with 33% of consumers buying only once a year.
Cotton is the overwhelmingly preferred fabric (94%), and traditional motifs
dominate design preferences (78%).The research highlights significant
barriers to growth, including limited accessibility, high perceived prices (70%
of respondents), and a lack of awareness regarding the craftsmanship
involved. Statistical analysis via Chi-Square and ANOVA tests further
confirms that demographic factors such as age, gender, and income
significantly influence purchasing decisions and design preferences. To
ensure long-term sustainability, the study recommends enhancing digital
accessibility, implementing region-specific marketing strategies, and
focusing on design innovation to bridge the gap between traditional
craftsmanship and modern consumer expectations.
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1. Introduction

The handloom industry is a vital part of India's cultural and economic landscape, reflecting deep-rooted

artistic traditions and regional diversity. As the second-largest source of employment in India after

agriculture, it supports over 3.5 million workers, many of whom are from rural and marginalized

communities. Handloom weaving is characterized by manually operated looms without electricity,

making it one of the most sustainable textile production methods today. Despite its heritage, the

industry faces intense competition from machine-made textiles and fast fashion, making it difficult for

handloom products to compete on price and availability.
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2. Review of Literature

Recent studies emphasize several key factors influencing the handloom market:

Consumer Perception: Research by Dr. K. Parimalakanthi and Ramya M (2024) found that
while consumers value the eco-friendly nature and cultural importance of handloom, they often
express dissatisfaction with limited design options.

Cultural Pride: Sharma and Maurya (2024) identified a strong link between cultural pride and
the intent to buy handloom products, though this is often moderated by the actual product
quality.

Authenticity and GI Tags: Multiple studies, including those by Rekha Menon and
Vasanthakumari (2024), highlight that Geographical Indication (GI) certification significantly
improves consumer trust by guaranteeing authenticity and quality.

Sustainability: Research indicates that consumers who view handloom as environmentally
friendly and socially responsible are more inclined to support it. However, many remain

unaware of the specific socio-economic challenges faced by the weavers themselves.

3. Research Methodology

This study employed a descriptive research design to evaluate the current status of consumer

preferences and satisfaction levels.

Data Collection: Primary data was gathered using a structured questionnaire consisting of both
closed-ended and multiple-choice questions.

Population and Sampling: The study targeted consumers interested in handloom products
across diverse age groups and regions. A sample size of 260 respondents was selected using
Simple Random Sampling to ensure an unbiased representation.

Statistical Tools: Data analysis was performed using frequency and percentage analysis to
identify trends. The Chi-Square test was used to determine significant relationships between
demographic factors and preferences, while ANOVA was utilized to compare means across

different groups.

4. Detailed Data Analysis and Findings

A. Demographic Profile
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Gender and Age: 61% of respondents were female. The largest age segment was the 26-35
group (48%), followed by those 25 and below (30%).

Occupation and Income: A majority (52%) are private sector employees, with 54% earning
a monthly household income between INR 25,000 and INR 50,000.

Family and Region: 51% belong to nuclear families, and 48% reside in semi-urban areas.

B. Consumer Purchasing Patterns

Frequency and Spending: Handloom products are primarily occasional purchases; 33% buy
once a year, and 30% purchase rarely. 57% of consumers spend between INR 1,000 and INR
5,000 per purchase.

Product and Fabric Preferences: Cotton sarees are the most popular item (53%), and cotton is
the overwhelmingly preferred fabric at 94%.

Design and Color: Traditional motifs are favored by 78% of respondents. In terms of color,

71% prefer dark colors, while 68% favor light or pastel shades.

C. Factors Influencing Decisions

Motivations: The top reason for choosing handloom is comfort and fabric quality (85%),
followed by cultural significance (61%).

Price Perception: 70% of respondents perceive handloom products as "slightly expensive"
compared to mass-produced textiles. Consequently, 65% rate price affordability as "very
important".

Shopping Channels: In-person shopping remains dominant, with 45% preferring

exhibitions/fairs and 37% choosing physical stores or emporiums.

5. Discussion and Strategic Suggestions

The findings reveal that while there is high appreciation for handloom quality and cultural value, high

price perception and limited availability are significant barriers to more frequent purchasing.

Handloom products are currently pigeonholed as "special occasion" wear, with 78% of purchases tied

to festivals and religious events.

Recommendations:

1.

Digital Integration: While in-person shopping is preferred, increasing online visibility

through marketplaces can bridge the accessibility gap for urban consumers.
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2. Highlighting Authenticity: Marketers should use GI tags and cultural narratives more
prominently to justify higher price points and build consumer trust.

3. Educational Campaigns: There is a need for initiatives that educate consumers on the
craftsmanship and socio-economic value of handloom to encourage socially responsible
buying.

4. Design Innovation: To attract younger and urban demographics, artisans should focus on
incorporating modern design elements into traditional fabrics.
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