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ABSTRACT 

Buying things over the internet and conducting financial transactions digitally has become an integral 

part of modern life. Indian customers have embraced the online marketplace to purchase goods across all 

categories due to the widespread availability of smart phones and internet connectivity in the country. 

Venture capitalists and angel investors can make a lot of money investing in the e-commerce industry. 

There is a sizable and growing segment of the Indian populace that is comfortable with the concept of 

online shopping. When compared to the other marketing activities, consumer behaviour stands out as the 

most dynamic and hence the most difficult to predict and predictably influence. Consumer tastes shift 

rapidly and are influenced by a complex interplay of elements that are notoriously hard to predict. The 

rise of online shopping has sparked a consumerist revolution. Products from the supermarket to the 

goldsmith are all available for purchase in the online marketplace. Online shopping is preferred by 

consumers in all major cities and major communities. Over the past few years, a growing number of 

online stores have emerged, each one trying to attract as many potential buyers as possible. This paper 

aims at exploring the paradigm shift in consumer behaviour due to increased economic activity in 

Mumbai. Data is collected from Davangree city customers using structured questionnaire for exploring 

the effect of socio-economic factors of respondents towards their preferences of different purchasing 

factors while they are purchasing the products online through the fashion industries. Analysis of collected 

data is performed using one-way ANOVA and measures of association. The findings from the study 

indicates a significant impact of socio-economic variables like age and income on consumer preferences 

when purchasing fashion products using cashless transaction. Results also show the increased inclination 

of customers towards cashless transaction and online purchasing.  
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INTRODUCTION 

As part of the modern marketing mix, digital marketing has exploded in popularity as a result of the 

proliferation of digital media and the Internet. Digital marketing, social media platforms, and advertising 

and promotion methods have been used by businesses across many sectors in an effort to sway consumers' 

purchase decisions and prevent them from switching to competing products. Just as in other industries, 

the goal of the rivalry in the fashion business is to increase sales and customer loyalty, but it also has the 

potential to change consumers' preferences and habits. 

 

The shopping habits of Indian consumers, especially those interested in fashion and lifestyle goods, have 

always been extremely varied. Therefore, there is no predetermined set of criteria that a client uses to 

make a purchasing decision. This is due in large part to India's vast size and the resulting variety in the 

country's climate, religious practices, and cultural traditions. In some circumstances, something that is 

considered normal in one culture may be interpreted as a sign of bad luck in another. When introducing 

a product to a market where the language changes every five miles and the culture changes every twenty 

miles, the corporation has to put in extra effort. When it comes to pricing, promotions, and discounts, 

certain markets are more sensitive than others. Customers in metropolitan regions are more concerned 

with price and convenience, while those in rural areas are more interested in quality and elegance. Price, 

quality, functionality, value for money, product life, reusability, convenience, discount offered, customer 

service, packaging, range of items, exclusiveness of product, etc. all have a role in influencing customer 

behavior. 

Technology advancements in the realm of digital payments are having an impact on our daily lives and 

offering exciting new services. The number of cashless transactions in India is rising steadily, as reported 

in the RBI Bulletin. From a statistical standpoint, the researches show that “the total amount of E-Wallet 

transactions in November and December 2016 was 50.74 billion and 97.70 billion, respectively, and that 

this figure has climbed to 108.69 billion in January 2017”. Cash-Karo India performed a poll and found 

that electronic wallet (e-wallet) payments were favored by clients. The haphazard rise in smartphone 

adoption has also cleared the path for completely paperless financial dealings. Mobile banking 

transactions totaled Rs. 4,018 billion in 2015–2016, up from Rs. 60 billion in 2012–2013. 

 

Numerous studies have shown that companies who conduct or offer solutions for cashless transactions 

have an edge in the market due to higher customer satisfaction. Evidence suggests a positive shift in 

customer behavior; one indicator is the rising popularity of automated teller machines and other kinds of 

online transactional banking. Consumers' behaviors and preferences regarding the use of cashless 

transaction methods have led to this paradigm change. 

 

http://www.jetir.org/


© 2022 JETIR October 2022, Volume 9, Issue 10                                       www.jetir.org (ISSN-2349-5162) 

JETIR2210205 Journal of Emerging Technologies and Innovative Research (JETIR) 

www.jetir.org 

c44 
 

CONSUMER BEHAVIOR 

The term "consumer buying behaviour" is used to describe how people go about satisfying their goals 

and needs when making purchases. The process of purchasing the goods involves a number of steps. The 

buyer's internal and external contexts interacted to determine the outcome of their purchase decision. 

Choosing to buy something is a major decision. Depending on the goods, it could be once every day, 

once per week, or once per month. When it comes to what consumers want, opinions used to be all over 

the map. Historically, they have had a different consumption pattern, and environmental factors play a 

significant influence in shaping this. The retail sector in India is the largest and most well-established in 

the country. Competition is fierce in today's consumer market, especially for electronic products. The 

customer demand is really great. If a retail business is serious about increasing its bottom line, it needs 

to get to know its customers better. 

 

“PARADIGM SHIFT OF CASHLESS TRANSACTIONS IN INDIA” 

The term "paradigm shift" refers to a radical departure from the dominant scientific theory's previously 

held assumptions. The concept of a radical shift in one's way of thinking is often represented by the term 

"paradigm shift," which has found a number of useful applications. A paradigm shift occurs when there 

is a dramatic change in “one's beliefs, complex systems, or organisations, replacing the previous way of 

thinking and organising with an entirely new one”. The rise of internet shopping over brick-and-mortar 

establishments is mostly attributable to technological advancements, which have caused a paradigm shift 

in consumer behaviour. Businesses and stores in India have noticed a change in customer preferences for 

anything from basic necessities to luxury items. 

FASHION INDUSTRY 

The term "fashion" is typically used to describe the most up-to-date styles currently offered by fashion 

retailers. The world's fashion industry has emerged as a result of the Industrial Revolution. Tailoring 

guilds have dominated the Western world since mediaeval times, but the rise of industrialism has 

weakened them. Until about the middle of the 19th century, most people wore clothes that were 

manufactured just for them. Individuals had it made either from home or by custom tailors and 

dressmakers. The advent of the sewing machine, increased international trade, the rise of the factory 

system of production, and the proliferation of retail outlets like department stores all contributed to the 

trend toward mass production of clothing in standard sizes at set prices at the turn of the twentieth century. 

 

For a long time, and even today, the fashion business was one of the greatest jobs in the United States. A 

large number of jobs in the fashion industry in the United States were lost as manufacturers transferred 

production abroad, primarily to China. Aggregate estimates for the global output of textiles and clothing 

are hard to get because fashion industry data is normally supplied for national economies and expressed 

in terms of the industry's numerous diverse sectors. But regardless matter how you slice it, the global 

clothing business is a major contributor to global GDP. 
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DIGITAL TRANSACTIONS AND ITS PRESENT SCENARIO IN INDIA AND MUMBAI 

In a digital transaction, one or more parties interact in an unbroken chain to complete a financial exchange 

that would otherwise require the exchange of physical currency. In order to keep up with the sophisticated 

needs of their growing base of tech-savvy customers, financial technology (fintech) firms engage with 

other sectors of the economy to develop new methods of conducting digital transactions. 

 

A combination of advances in technology and the growing importance of conducting business on a 

worldwide scale has led to the widespread adoption of cashless transactions. Many different cashless 

transaction techniques were previously utilised, but as time and technology progressed, many 

entrepreneurs and economists introduced new, more convenient methods. 

 

Some examples of existing forms of electronic currency exchange are “Banking cards, Digital wallets, 

Unified Payment Interface (UPI), Unstructured Supplementary Service Data (USSD), Immediate 

Payment Service (IMPS), Real Time Gross Settlement (RTGS), National Electronic Fund Transfer 

(NEFT), Aadhar Enabled Payment System (AEPS) and Mobile banking”.  

 

Over the past five years, the number of digital payments made in India has steadily increased. The digital 

payment ecosystem has been drastically altered by the proliferation of new payment methods like the 

National Electronic Toll Collection (NETC) system and the Bharat Interface for Money-Unified 

Payments Interface (BHIM-UPI). 

Recent numbers from the Ministry of Electronics and IT indicate that 3,270 crores of digital transactions 

took place in the country between April and July 24. In FY2019-20, digital payment transactions were at 

4,572 crore, in FY2020-21 they were at 5,554 crore, and in FY2021-22, they were at 8,840 crore. 

 

IMPACT OF COVID-19 ON DIGITAL PAYMENTS 

Manufacturing, automobiles, retail, aviation, and the hospitality industries have all been hit hard by 

India's government's shutdown due to the COVID-19 outbreak. As a result, this has had an impact on the 

rapidly expanding fields of digital payments that are intertwined with those described above. Retail 

closures, travel restrictions, and customers cutting back on discretionary spending (on restaurants, the 

movies, and other forms of leisure) are all having a detrimental effect on the growth of digital payments. 

Airlines, tourism, hospitality, hotels, entertainment, e-commerce (non-essentials), and restaurants are just 

some of the industries that have seen a fall in the amount of digital payments. Moreover, the temporary 

closure of borders has greatly reduced B2B and C2C cross-border payments, limiting the flow of 

commodities. Money sent back home from abroad has also decreased. 

 

KEY TAKEAWAYS 

 In place of physical currency, transactions can now be conducted digitally. 
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 Many different parts of the economy and not only the big banks are needed to complete a digital 

transaction successfully. 

 Swiping a debit card at a store, making an online transaction, or transferring funds from an app to a bank 

account are all examples. 

 As people shift from a cash-powered economy to a digital one, these kinds of transactions have grown 

more common and essential. 

SIGNIFICANCE OF THE STUDY  

 

This research is important because it highlights the fact that consumer behaviour is an essential 

component of the fashion business, and online shopping has become a big convenience for people's day-

to-day duties and activities. The adoption of cashless payment methods in the fashion sector is heavily 

dependent on the consumer's attitude and behaviour. Consumers' actions during cashless purchases are 

influenced by a number of factors. Customers under the age of 30 are more likely to opt for cashless 

transactions than those of any other age group. The fashion industry's cashless purchases are met with 

mixed reactions from customers of varying socioeconomic statuses. Therefore, this research investigates 

how various customers' socioeconomic backgrounds affect his propensity to make cashless purchases in 

the fashion business. 

 

REVIEW OF LITERATURE  

Sobi et al (2021) In today's fast-paced market, understanding consumer preferences for electronic items 

is crucial. The information is useful for the store in making decisions and gaining an edge in the present 

market. The retail sector in India is crucial to the country's overall economy. When it comes to what 

consumers want, opinions used to be all over the map. Historically, they have had a different consumption 

pattern, and environmental factors play a significant influence in shaping this. A greater emphasis is 

placed in this study's findings on the factors that determine consumers' decisions. Convenience sampling 

was used to pick 421 participants for this empirical investigation. IBM's SPSS software version 20 was 

used for both data collection and analysis. In order to determine the connection between the two, relevant 

hypotheses were formulated. 

 

Saura et al (2020). Technology and consumer habits. Consumer behaviour has changed dramatically in 

the last few decades due to the rise of the Internet, new technology, and social media. The potential and 

difficulties presented by the shifts in consumer behaviour brought on by digital innovations are not 

limited to the digital realm. With more accurate consumer data in hand, businesses may more effectively 

engage with their target demographics through channels including “content marketing, User Experience 

(UX), influencer marketing, User-Generated Content (UGC), and Electronic Word of Mouth (EWOM) 

(eWOM)”. For online businesses to thrive and expand, they need strategies that increase user engagement 

and influence user behaviour. The studies featured in this Special Edition of JOSD contribute to our 

understanding of digital marketing strategies, online consumer behaviour, and new digital business 
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models including mobile applications and the sharing economy. The studies in this issue demonstrate 

how users' online habits vary widely across industries. To thrive in this setting, it is essential to have a 

firm grasp of user actions prior to, during, and after a purchase, as well as how users participate in and 

connect with online communities. 

 

Susairaj, et al (2018). Customers' preferences and shopping habits are heavily influenced by the 

convenience and proximity of product offerings. Most people take their cues for what to buy from their 

favourite celebrities. 

 

Franciska and Sahayaselvi (2017) Different facets of our life have been simplified because to 

advancements in IT, most notably the process of making digital payments. All business transactions in 

India had to be conducted digitally during the Demonetization era, which the government of India 

enforced in various ways. Digital Payments systems have begun to replace traditional payment methods 

because of the safety, security, and convenience they offer to consumers. As mobile phone and internet 

technology has advanced dramatically, the Indian market has become more open to digital payment 

methods. The share of digital payments made by means outside credit cards is also growing rapidly. The 

purpose of this research is to gain a better understanding of the numerous digital payment transaction 

types utilised by the general public. 

 

“E-Payment System on E-Commerce in India”, a study paper written by Karamjeet Kaur and Dr. 

Ashutosh Pathak in 2016, details the various cashless transaction mechanisms, their operation, and their 

processing. They've shown that recommending the optimum payment mechanism is challenging but not 

impossible. The major differences between certain systems are the result of nitpicking over tiny 

distinctions. As a result, the prevalence of e-commerce payment systems is influenced by a variety of 

factors. 

 

Pachpande & Kamble (2018) Electronic wallets, or e-wallets, are a digital payment system that may be 

loaded into a computer or mobile device for use in online purchases. It can be used just like a regular 

credit or debit card. Virtual currency, also known as Cashless Transaction, is a promising new technology 

that has experienced rapid development over the past year. These days, cashless transactions are 

commonplace in nearly every industry. Many businesses now only accept digital payments because of 

demonetization. Electronic wallets facilitate the transition away from cash. As a result, the size of the 

parallel economy shrinks as all transactions are recorded in the economy. There has been a massive 

expansion of mobile wallet use from urban to rural areas. Therefore, pocket money has a promising 

future. The current research endeavours to investigate and analyse the prevalence of E-wallet use. 

 

Tong, Bagai, and Kumar (2021) Over the past few decades, IT has played a crucial role in developing 

countries like India's expanding economy, facilitating the growth of a variety of financial sectors and the 
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development of new approaches to conducting business. E-commerce is becoming more of a focus as the 

use of smart mobile services and the internet as a new distribution channel for commercial transactions 

and international transactions becomes more commonplace. Changes have occurred in every facet of 

human life as a result of the proliferation of information and communication technologies. Among the 

many benefits of e-commerce is the increased competitive edge it gives businesses and the increased 

customer satisfaction it brings to those businesses whose customers may shop from wherever they happen 

to be. E-commerce has seen tremendous growth in the fashion apparel and accessories sector over the 

past decade. To develop, refine, and restructure, many businesses always search for new approaches. The 

impact of manufacturing is being gradually replaced by that of the relationship with the client. Both huge 

clothes businesses and independent boutiques can benefit from the rise of online shopping. In the context 

of India's fast-growing fashion retail sector, this research lays out the steps involved, the rewards gained, 

and the difficulties encountered in an emerging market. 

 

Vasquez (2020) The Indian textiles industry, which is currently valued at $150 billion, is incredibly 

diverse. It includes everything from hand-spun and hand-woven textiles to capital-intensive, 

sophisticated mills. Many textile and clothing manufacturers may be found in Mumbai, India. Mumbai 

is the most populous and prosperous city in all of India. When you think of India, chances are you think 

of Mumbai. Mumbai has a rich history in the textiles industry, as it was once home to numerous factories 

and mills. In this paper, we will examine the evolution of the textile and clothing industries in India, 

focusing on the city of Mumbai and the state of its market now. 

 

RESEARCH GAP 

 

 The Pandemic's Already Completed Impact on the Transition to Digital 

 how the pandemic accelerated the transition to digital among consumers 

 How the Transition to the Digital Age Is Changing Advertising 

 how is the digital revolution influencing the growth of the economy 

 

RESEARCH METHODOLOGY 

This research relies on hard data. Primary and secondary sources were used to compile the data. 

Primary data were gathered through a structured questionnaire administered to a variety of respondents, 

including Mumbai residents and shopkeepers, selected at random. IBM SPSS software version 24 was 

used for data collection and analysis. Secondary sources such as published works and online resources 

were mined for their information. 

 

Research Methodology: The data obtained through a controlled experiment is defined by Redman et al. 

(1923). Data gathering and analysis provide the information used in the study. In this investigation, both 

primary and secondary sources were utilised. All of the participants are residents of Davanagere city. 
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Data collection: Structured interviews were conducted with a subset of sample customers to acquire the 

primary data. For secondary research, we scour trade publications, academic journals, and company 

websites for relevant information. 

 

Objective 

 To explore the paradigm shift in consumer behaviour due to increased economic activity in India  

 To explore the effect of socio-economic factors of respondents towards their preferences of different 

purchasing factors while they are purchasing the products online through the fashion industries. 

 

Analysis  

Table 1: Frequency table of Gender  

1. Gender 

    Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Female 128 68.1 68.1 68.1 

Male 60 31.9 31.9 100.0 

Total 188 100.0 100.0   

 

Graph 1: Frequency graph of Gender  

 

 

Above table shows the number of male and female respondents in the study sample. Results show that 

there are 68% of female respondents and 32% of male respondents. Female customers are more inclined 

towards online shopping of fashion products owing to its ease and convenience of stay at home buying. 

 

 

 

Female
68%

Male
32%
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Table 2: Frequency table of Age 

2. Age 

    

Freque

ncy Percent 

Valid 

Percent 

Cumulative 

Percent 

V

al

id 

18 - 25 years 90 47.9 47.9 47.9 

26 - 30 years 60 31.9 31.9 79.8 

31 – 40 years 24 12.8 12.8 92.6 

41 – 50 years 10 5.3 5.3 97.9 

51 – 60 years 4 2.1 2.1 100.0 

Total 188 100.0 100.0   

 

Graph 2: Frequency graph of Age 

 

 

The ages of respondents are listed in the table above. 48% responders were in the 18–25-year-old age 

range, and 32% were in the 26–30-year-old age range. This is quite obvious as the younger generation 

prefers cashless transactions for fashion products because of increased awareness and knowledge. Middle 

age and old age people resist buying products using cashless transactions due to the perceived risk 

involved in online payments and lack of understanding.  
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Graph 3: Frequency Graph of Monthly Income  

 

 

Data given above display the monthly income details of participants. From the data it is evident that 

researcher has selected respondents from almost all income categories. This implies that the monthly 

income does not affect their desire for cashless transactions or purchases. 

 

To find the significant difference between the various age groups of respondents towards their 

preferences of different factors while they are purchasing the products online through the fashion 

industries, the following hypothesis is framed; 

 

H01: “There is no significant difference between the various age groups of respondents towards their 

preferences of different factors while they are purchasing the products online through the fashion 

industries”. 

HA1: “There is a significant difference between the various age groups of respondents towards their 

preferences of different factors while they are purchasing the products online through the fashion 

industries”. 

 

Table 4: Descriptive table of age and factors of online purchasing  

Descriptives 

  N Mean 
Std. 

Deviation 

Std. 

Error 

95% 

Confidence 

Interval for 

Mean Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Price 18 - 25 years 90 1.38 1.001 0.106 1.17 1.59 1 5 

28
15

26 22
14 10 12

33 28

188

14.9
8 13.8 11.7 7.4 5.3 6.4
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26 - 30 years 60 1 0 0 1 1 1 1 

31 – 40 years 24 1.33 1.129 0.231 0.86 1.81 1 5 

41 – 50 years 10 1 0 0 1 1 1 1 

51 – 60 years 4 1 0 0 1 1 1 1 

Total 188 1.22 0.816 0.06 1.11 1.34 1 5 

Qualit

y 

18 - 25 years 90 1.4 0.958 0.101 1.2 1.6 1 4 

26 - 30 years 60 1.13 0.503 0.065 1 1.26 1 3 

31 – 40 years 24 1 0 0 1 1 1 1 

41 – 50 years 10 1 0 0 1 1 1 1 

51 – 60 years 4 1 0 0 1 1 1 1 

Total 188 1.23 0.737 0.054 1.13 1.34 1 4 

Previo

us 

Exper

ience 

18 - 25 years 90 1.76 1.125 0.119 1.52 1.99 1 5 

26 - 30 years 60 1.5 1.066 0.138 1.22 1.78 1 5 

31 – 40 years 24 1.58 1.06 0.216 1.14 2.03 1 4 

41 – 50 years 10 1.6 0.966 0.306 0.91 2.29 1 3 

51 – 60 years 4 2 1.155 0.577 0.16 3.84 1 3 

Total 188 1.65 1.087 0.079 1.49 1.81 1 5 

Reput

ation 

18 - 25 years 90 1.72 1.161 0.122 1.48 1.97 1 5 

26 - 30 years 60 1.83 1.137 0.147 1.54 2.13 1 4 

31 – 40 years 24 1.92 1.316 0.269 1.36 2.47 1 5 

41 – 50 years 10 2.2 1.317 0.416 1.26 3.14 1 4 

51 – 60 years 4 2.5 1.732 0.866 -0.26 5.26 1 4 

Total 188 1.82 1.191 0.087 1.65 2 1 5 

Brand 

18 - 25 years 90 1.67 1.236 0.13 1.41 1.93 1 5 

26 - 30 years 60 1.67 1.145 0.148 1.37 1.96 1 4 
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31 – 40 years 24 1.17 0.565 0.115 0.93 1.41 1 3 

41 – 50 years 10 1.4 0.843 0.267 0.8 2 1 3 

51 – 60 years 4 1 0 0 1 1 1 1 

Total 188 1.57 1.119 0.082 1.41 1.74 1 5 

Avail

ability  

18 - 25 years 90 1.56 1.092 0.115 1.33 1.78 1 5 

26 - 30 years 60 1.87 1.268 0.164 1.54 2.19 1 5 

31 – 40 years 24 1.42 0.974 0.199 1.01 1.83 1 4 

41 – 50 years 10 1 0 0 1 1 1 1 

51 – 60 years 4 1 0 0 1 1 1 1 

Total 188 1.6 1.117 0.081 1.44 1.76 1 5 

Featur

es 

18 - 25 years 90 1.62 1.056 0.111 1.4 1.84 1 5 

26 - 30 years 60 1.13 0.503 0.065 1 1.26 1 3 

31 – 40 years 24 1.17 0.565 0.115 0.93 1.41 1 3 

41 – 50 years 10 1.4 0.843 0.267 0.8 2 1 3 

51 – 60 years 4 1 0 0 1 1 1 1 

Total 188 1.38 0.86 0.063 1.26 1.51 1 5 

Adver

tiseme

nt 

18 - 25 years 90 1.49 1.03 0.109 1.27 1.7 1 5 

26 - 30 years 60 1.43 0.831 0.107 1.22 1.65 1 3 

31 – 40 years 24 2.08 1.558 0.318 1.43 2.74 1 5 

41 – 50 years 10 1 0 0 1 1 1 1 

51 – 60 years 4 1 0 0 1 1 1 1 

Total 188 1.51 1.042 0.076 1.36 1.66 1 5 

 

 

The above data shows the mean value along with the standard deviation of different factors of purchase 

and age of customer. Form the data, the highest mean value can be recorded for factor reputation (1.82) 

and lowest is recorded for price (1.22). 
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Table 5: Anova table of age and factors of online purchasing  

 

 

 

The Table given above display the ANOVA test results for the hypothesis testing. From the results 

it is evident that sig value for all factors except features and advertisement is greater than .05.  

From overall results it can be stated that there is no significant difference between the various age groups 

of respondents towards their preferences of different factors while they are purchasing the products online 

through the fashion industries. 

 

To find the significant difference between the various income groups of Consumer Behaviour with 

Increase in Digital Transaction in Fashion Industry of Mumbai following hypothesis is formulated; 

 

H02: “There is no significant difference between the various income groups of Consumer Behaviour 

with Increase in Digital Transaction in Fashion Industry of Mumbai”. 

HA2: “There is a significant difference between the various income groups of Consumer Behaviour 

with Increase in Digital Transaction in Fashion Industry of Mumbai”. 
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Table 6: Table of Consumer Behaviour with Increase in Digital Transaction 

 

 

Above data shows the mean value along with the standard deviation of different factors of purchase and 

age of customer. Form the data highest mean value can be seen for income group 30001-35000. 
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Table 6: ANOVA Table of Consumer Behaviour with Increase in Digital Transaction 

ANOVA Table 

  
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Increased internet 
penetration leads to 

more engagement 

with online platforms 

* Monthly Income 

Between Groups (Combined) 18.234 8 2.279 2.543 0.012 

Within Groups 160.426 179 0.896     

Total 178.66 187       

Access to international 

brands and clients * 

Monthly Income 

Between Groups (Combined) 24.222 8 3.028 3.48 0.001 

Within Groups 155.736 179 0.87     

Total 179.957 187       

Information about a 

wide range of fashion 

labels is readily 

available online. * 

Monthly Income 

Between Groups (Combined) 27.228 8 3.403 3.431 0.001 

Within Groups 177.581 179 0.992     

Total 204.809 187       

Schedules of a busy 

life led to online 

buying * Monthly 

Income 

Between Groups (Combined) 12.63 8 1.579 1.35 0.222 

Within Groups 209.327 179 1.169     

Total 221.957 187       

Modest Changes in 

Fashion * Monthly 

Income 

Between Groups (Combined) 30.445 8 3.806 3.996 0 

Within Groups 170.469 179 0.952     

Total 200.915 187       

 

Table given above display the ANOVA test results for the hypothesis testing. From the results it is evident 
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that sig value for all variables except Schedules of a busy life led to online buying is less than .05. The 

overall results from the test can be interpreted as There is a significant difference between the various 

income groups of Consumer Behaviour with Increase in Digital Transaction in Fashion Industry of 

Mumbai. Different Income group of consumer behaviour perform Digital Transaction in Fashion Industry 

with different frequency. 

 

Table 6: Measures of Association Table of Consumer Behaviour with Increase in Digital 

Transaction 

Measures of Association 

 Eta Eta Squared 

Increased internet penetration leads to more engagement with 

online platforms * Monthly Income 

.319 .102 

Access to international brands and clients * Monthly Income .367 .135 

Information about a wide range of fashion labels is readily 

available online. * Monthly Income 

.365 .133 

Schedules of a busy life led to online buying * Monthly Income .239 .057 

Modest Changes in Fashion * Monthly Income .389 .152 

 

Above table display the measures of association between variables under consideration. Form the results 

here it can be seen that there is a strong association between variables as eta square is .1 for most of the 

variables. 

 

CONCLUSION: 

The shopping habits of Indian consumers, especially those interested in fashion and lifestyle goods, have 

always been extremely varied. Therefore, there is no predetermined set of criteria that a client uses to 

make a purchasing decision. From the results, we can infer that the use of cashless transactions has shown 

to be an asset for people's propensity to buy clothing and accessories online. It was found that consumers' 

actions were significantly affected by their socioeconomic status. Consumers also gain greatly from the 

ability to instantly compare fashion product prices and features, as well as from the speed and, in some 

cases, lower costs associated with cashless purchases. Online shopping offers many benefits, including 

the ability to shop quickly, conveniently from home, without carrying around any cash, and without even 

leaving the house. Transactions that don't require cash offer a level of convenience not found in more 

conventional exchanges. With cashless purchases, consumers can find exactly what they're looking for 

without having to visit dozens of different stores carrying different brands. The study also found that the 

fast-growing digital payments that are tied to many other industries, including the fashion industry, were 

negatively impacted by the 2020 pandemic. 
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Limitations of the Study  

• Only a few aspects of consumers' habits were be examined. 

• The research is limited to the fashion industry and focuses specifically on cashless purchases of fashion 

industry. 
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