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Abstract
The rapid rise of app-based shopping has .\'ignm.canlly I‘c’.Y/lu/)g’cf lext Il((? f'.elc’u‘ling n (_'henna/. drj
largely by young consumers aged 18-35 who actively 71.\'() mobile ‘app lcarmm.‘ for u_,"parc / Purch,
This study explores the shopping motivations, hehav‘:orul patter .n.v, c.md .s'un.s‘jc.m"mm levels San
digitally éngugcd consumers. while also analyzing the impact of I/II.S shift on traditional lextile etaiy 250
in the L‘ify. A descriptive research design was adop[c@ and pf‘unary data wezte collectey oy ers
respondents comprising college students, young professm_nals, and [frequent online shopper Usin 4
structured Google Form. Secondary data from acaden-nlc and Il?(/l{.?ll')) sources supy, lerenggy
analysis. The findings show that convenience, attractive dlsc{)unl.s', wide product variety, qn i yll?e
online reviews are the key drivers of app-based textile shopping. Although overall Satisfactio, ; ““ Lin
among respondents, issues such as size inaccuracies and product quality inconsis tencies r;;:gjf’
1

challenges. The study also reveals that traditional textile shops are losing appeal duye ¢, limited ;..
‘nization and hybrid business models Overqjy AI’:{
’ , (_l

\:(; n

engagement, emphasizing the need for moder /
research highlights that app-based shopping is a long-term behavioral shift among young ¢, o
e SRy

reshaping Chennai’s textile market and compelling retailers to adapt for future s ustainabilis

Keywords: App-based shopping - Digital disruption - Mobile commerce - Traditional retailers .
Digital engagement - Hybrid retail model - Online apparel shopping

Introduction:
The rapid expansion of app-based shopping has transformed the retail landscape in India, with Chenng;
ai

emerging as a significant hub of digital consumer activity. Young consumers, in particular, are 4 th

forefront of this shift, embracing mobile applications for their convenience, diverse product choice:

competitive pricing, and seamless payment options. As digital literacy and smartphone penetratioy, risél
these shoppers increasingly prefer online platforms to traditional retail outlets, especially for ClOlhinr;
and textile products. This behavioral transformation has created both opportunities and disruptionz
within Chennai’s textile industry. While online platforms enable wider market reach and data-drivep,
engagement, they also challenge long-established brick-and-mortar textile shops that rely on personal
interaction and sensory product evaluation. The resulting digital disruption is reshaping business
strategies, supply chains, and customer expectations. Understanding this shift is essential for textile
retailers, policymakers, and marketers seeking to adapt to a rapidly evolving retail ecosystem drivep

by young, digitally empowered consumers.

Objectives:
1. To examine the shopping preferences and motivations of young consumers in Chennai who

increasingly rely on mobile applications for textile and apparel purchases.
2. To analyze how app-based shopping platforms are influencing buying behavior, decision-making
patterns, and satisfaction levels among young shoppers.
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3. To assess the extent to which digital retail channels are disrupting traditional textile businesses In

Chennal, parliculnrly small and medium brick-and-mortar stores

4. To identify the C'_m”C“SCS and opportunities faced by textile retailers in adapting to digital
qransformation, including marketing strategies, technology adoption, and customer engagement.

5. To evaluate the broader impact of app-driven retail on Chennai’s textile supply chain, market
competition, and future business sustainability.

Research Methodology:

This study adopts a descriptive research design to examine the shopping behavior of young consumers
and the digital disruption affecting Chennai’s textile industry. A sample of 50 respondents between the
ages of 18 and 35 is selected, as this, demographic represents the most active users of app-based
shopping platforms. Convenience sampling is used to reach college students, young professionals, and
frequent online shoppers within the city. Primary data is collected through a structured Google Form
consisting of demographic items and behavioral statements related to app-based textile shopping, while
secondary data is sourced from academic articles, industry reports, theses, and digital retail studies.
Percentage analysis, mean score analysis, and simple charts are employed to interpret the collected
data, supported by descriptive explanations of observed patterns. The study is conducted in urban and
semi-urban areas of Chennai, and respondents are required to be residents of the city who have
purchased textile or apparel items through a mobile application within the past six months.

Statement of the Problem:

The rapid rise of app-based shopping has reshaped textile retailing in Chennai, especially among young
consumers who increasingly prefer mobile platforms for convenience, variety, and competitive pricing.
This shift poses serious challenges to traditional textile stores that depend on personal interactions and
physical product experience. Many brick-and-mortar shops struggle to adopt digital tools or compete
with the marketing power of online platforms, resulting in loss of footfall and declining customer
loyalty. At the same time, there is limited academic research that specifically examines how young
Chennai consumers influence this digital transformation and how textile retailers are coping with it.
Understanding this behavioral change and its industry-wide impact is crucial for retailers,
policymakers, and marketers. This study therefore investigates the role of youth-driven app-based
shopping in disrupting Chennai’s textile industry and explores the strategic responses required for
sustainability.

Research Questions:

1. What factors motivate young consumers in Chennai to use app-based platforms for textile
shopping?

2. How frequently do young shoppers rely on apps compared to physical textile stores?
3. What challenges do traditional textile retailers face due to the growth of app-based shopping?

4. How does app-based shopping influence customer satisfaction and purchase decisions among
young consumers?

5. What technological or marketing strategies can help textile retailers adapt to digital disruption?

Scope of the Study:
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o 1835 in Chennai who actively use mobijle APPs fiy
el :

L. The study is limited to young consumers ag
purchasing tetile and apparel products
ferences, motivations, and buying patterns relateg

2. 1t focuses on understanding their shopping pre
specifically to app-based platforms.
affects traditional textile retajlers in

; : v i aenamer behavior
3. The study examines how this shift in consumer bel
Chennai.
and does not cover desktop e-commerce or Purchages

4. Itis restricted to mobile app-based shopping

of non-textile items.
5. The findings mainly represent Chennai’s urban consumer segment and may not fully apply to rural

areas or older age groups.

Review of Literature:
1. Bharath et al. (2022) highlighted that online marketing and app-based platforms have significant]y

lr."msformed textile retailing in Chennai. Their study revealed that young consumers lnclrebasmgly chfer
mobile applications due to convenience, ease of browsing, ar_ld attractive plomotlc;pa ' enaﬁ{s. [hey
eﬁphasi7éd that traditional retailers struggle to match the discounts and personalization offere by

digital platforms, which has resulted in declining footfall in physical textile stores.

2. Prasad et al. (2015) found that consumer behavior in Chennaj is strongly shaped by factors sych
as time-saving features, ease of use, and instant access to product information. Their research showeq
g

that app-based shopping appeals especially to the younger population, WhQ value quick purchasing
processes and transparency in pricing and product reviews. These behavioral traits make mobile

shopping far more appealing than conventional retail visits.

3. Sultana et al. (2025) noted that modern digital marketing §trategies—such' as pergoqalized a‘dg‘
influencer marketing, push notifications and in-app recgmmendatnons—play amajor role in lqﬂuenCIng
apparel purchases. Their study particularly ernphqsrzed that young women in Chenpan respond
positively to curated suggestions and social-media-driven promotions, which significantly increase app

engagement and online textile purchases.

4. Ramasamy et al. (2025) identified several key determinants of customer satisfacFion in India’s
online clothing sector, including competitive pricing, wide product variety, and f'flst delivery services.
However, they also pointed out recurring issues such as incorrect sizing, colour mismatch, and product
quality variations. These challenges affect consumer trust and lead to higher return rates, influencing

the overall shopping experience.

S. Narayanan et al. (2025) observed that the rapid rise of app-driven shopping platforms has
disrupted traditional textile retail models across major Indian metros, including Chennai, They noted
that physical textile shops face increasing competition from digital platforms offering convenience and
higher product visibility. As a result, many retailers are being forced to adopt hybrid models—

combining online presence with in-store services—to remain competitive.

6. Kannan et al. (2025) stated that although digital transformation is advancing in India’s textile
supply chain, its adoption remains uneven. Smaller textile retailers often lack the financial resources,
tec.hnical expertise, and digital infrastructure needed to compete with large app-based marketplaces.
This technological gap limits their ability to participate in online retail ecosystems and reduces their

competitive strength.
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charma et al. (2023) discusse o
s bha(ljl._"hn dinit(wl cuh)urc ‘U‘»bu‘l hO\A_/l{SIng smartphone penetration, widespread internet access, and
?\:Ol‘t'l?-‘lldv‘e g s‘T]o‘w that s ?Lcelel e th? adoption of online clothing shopping in urban India.
Their findings S at young consumers are increasingly comfortable with digital payments, A

trials, z.md app.-baéed .browsmg, contributing to a steady shift away from traditional retail formats and
reshaping textile retail dynamics at the national level.

Analysis and Interpretations:

Table 1: Preference for Mobile Apps for Textile Shopping

@ T@O- of Respondents Jﬁercentage
Strongly Agree j@ JIS?%

Agee s ~ o
Neutral WIE Jm )
Disagree J2_ e
@gly Disagree Ilo JiOT%

SOURCE: PRIMARY

1

il

A combined _86% O-f respondents prefer app-based shopping for convenience, showing that ease of
access a'nd timesaving are major motivators for young consumers in Chennai. This directly aligns
with Objective 1, confirming that mobile apps meet the lifestyle needs of youth who value quick and

hassle-free shopping.

Table 2: Discounts and Offers on App-Based Shopping

Response Jﬁ\lo. of Respondents Jl’iercentage
‘—St—rongly Agree JEO J@%
[ngree J|T8 J 36%
Neutral J'T Jﬁzl%
Eisagree J[S JFO%
|§rongly Disagree JW Jﬁ%

SOURCE: PRIMARY

R R

s agree that app-based shopping offers better deals than

The table shows that, 76% of respondent
1 benefits and price competitiveness are key factors

traditional stores. This shows that promotiona
influencing purchase decisions.

Table 3: Influence of Online Reviews

[Response jﬁo. of Respondents JlFercentage

s _|so%

[Agree J@ J@A)
@eutral :“? J@A)

[10%

[Strongly Agree

LA R

\Disagree IS
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”Nu. of Respondents

[Rcspnnsc
[Strongly Disagree ”0

SOURCE: PRIMARY
This indicates that peer feedback and Social

As 74% of respondents, rely on online reviews. - : e
As 74% of respondents, rel r, helping retailers understand the significance

validation are important in shaping buying behavio
of digital reputation in influencing young consumers.

Table 4: Product Variety Influence
ﬁResponsc J{PTO of Respondents Jl?ercentage
”Strongly Agree J[I-S JB6%
iﬁt\gree JfZF JIZO%
[Neutral J[’/’f J'rljl:/o

Disagree JE J[ 10%
fSTrongly Disagree JB JW%
SOURCE: PRIMARY

Table shows 76% of respondents are influenced by the variety offered on apps. This demopstrates that
wide product selection is a competitive advantage for app-based shopping, encouraging retailers

to offer diverse collections online to capture young consumers.

11

Table 5: Issues with Online Shopping

Response Jﬁo. of Respondents ”Rercentage:}
Strongly Agree 5 10% :
[Agree ”15 J 30% :
INeutral o 0% :
IDisagree 15 30% }
fStroneg Disagree ][5 10% j
SOURCE: PRIMARY

Table shows 40% of respondents experience problems with product quality or size. This highlights
existing challenges in app-based textile retail. Retailers must focus on accurate descriptions, size
charts, and quality assurance to maintain customer satisfaction, addressing Objective 4.

Table 6: Perception of Traditional Textile Shops

ll}}esponse ”No. of Respondents jlﬂarcentage
'&mgly Agree ” 12 1[24%
lAirce TPO ”40%

[Neutal ~lro

 |lo%

Dueere g

 [E2

IStrong]y Disagree TE

\ULLLLL

e

SOURCE: PRIMARY
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handling and return/exchange policies wij| iNcreg
L s (’C

t: P evance
4. lmprove customer support: Prompt grievi
trust and satisfaction among young shoppet ‘ e .
, jety: Expanding textile collections on apps can attract more young CONSUe
ariety: Expi 2 1¢)

S. Increase producty

: ¢ purchase decisions.
and influence purchase ¢ ine in-stor ience wi '
3 : ’ > in-store experience with Mo
tailers can combine in-sto p online S€rVices

6. Adopt hybrid strategies: '.I'l'?dltlor1al re
to remain competitive in the digital era. |
nd ratings: Retailers should encourage satisfied customers to post reviews g

sa Sk

7. Leverage review . | _ =
ratings to build credibility and influence potential buy

Conclusions: ' '
1. App-based shopping is rapidly becoming the preferred choice for young consumers in Chennaj due

to convenience, discounts, and variety.
2. Young consumers’ buying behavior is highly influenced by app features, including online reviews
product recommendations, and digital marketing strategies.

aintain

Traditional textile retailers face significant disruption and must adapt to digital trends to m

-~

s
competitiveness.
4. While apps are convenient, challenges such as size, fit, and product quality can affect trust ang

customer satisfaction.
5. The high satisfaction rate indicates that mobile platforms are successfully meeting the needs of

young, digitally-savvy consumers.
6. Digital disruption is reshaping Chennai’s textile industry, creating opportunities for retailers to

adopt hybrid online—offline business models.
7. The study highlights that mobile commerce is not
in urban consumer behavior.

Just a short-term trend but also a structural shift
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Editor’s Message

Dear Readers,

, “Indian Economy — Navigating

e :

ity T e ncapsulates the dynamic crossroads at which our nation
progresses towards becoming a resilient and globally competitive

economy, the necessity for informed dj .
alogue, evidence-ba i : :
; ] ) -based policy formul
scholarship becomes Increasingly crucial. e ation, andoeliaboratie

Domestic Realities and Global Shifts »

¢ sub-themes 1 : g
g of this conference provide significant opportunities for such discussions.

Macroeconomic stability, growth prospects, and the changing financial landscape are central to

comprehending India’s medium-term trajectory. Agriculture and rural transformation continue to

influence livelihoods and promote inclusive development, while the industrial and manufacturing

sectors promise productivity enhancements and global competitiveness. In a rapidly evolving

geopolitical and trade context, India’s strategic positioning demands both caution and innovation.
Equally significant are the issues of social inclusion, employment, and human development,
which constitute the moral and economic foundation for sustainable progress. The emphasis on
contemporary development challenges in Tamil Nadu adds a valuable regional perspective to this
year’s discussions.

The Indian Economic Journal (IEJ) is an important organ of the Indian Economic Association (IEA)
that provides support and services to professionals and researchers both in India and overseas. For
over a century the IEA has been one of the largest and the oldest body of teachers, researchers,
academicians, and policy makers drawn from the background of Economics and affiliate discipline.
Founded in 1917, the IEA is a, “not-for-profit, non-political, and scholarly™ voluntary professional
association with membership open to those who fulfil the eligibility criteria laid by the constitution of
IEA. Through regular outreach programs like, “Conferences, Courses, Publications and Seminars”
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