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ABSTRACT 

Khadi has long been associated with India’s cultural heritage, 
sustainability, and self-reliance. In the digital age, its identity is 
undergoing a transformation as consumers increasingly engage with 
fashion through online platforms. This study explores the evolving 
landscape of customized Khadi fashion with a specific focus on 
consumer preferences and marketing trends in Gujarat. The objective 
is to understand how digitalization, social media influence, and e-
commerce platforms are reshaping the demand for Khadi-based 
apparel and customization services. An empirical approach is adopted 
by analyzing consumer behavior patterns, preferences in design 
customization, pricing sensitivity, and the impact of digital marketing 
strategies. The study also examines how Khadi brands and artisans 
are leveraging online platforms to reach younger and urban 
consumers while maintaining traditional authenticity. Findings 
indicate that consumers are increasingly valuing personalization, eco-
friendly materials, and brand storytelling, which significantly 
influence purchasing decisions. The results further highlight that 
digital marketing tools such as Instagram promotions, influencer 
collaborations, and online marketplaces have strengthened the 
visibility of Khadi fashion. However, challenges such as limited 
digital literacy among artisans and inconsistent branding still persist. 
Overall, the study concludes that customized Khadi fashion is 
transitioning from a traditional craft-based product to a digitally 
driven lifestyle choice, especially in regions like Gujarat where 
cultural heritage and modern consumption trends coexist. 
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INTRODUCTION 

Khadi, often regarded as the “fabric of freedom,” 
holds a unique place in India’s socio-economic and 
cultural history. Promoted during the Swadeshi 
movement under the leadership of Mahatma Gandhi, 
Khadi was not only a textile but also a symbol of self-
reliance, rural empowerment, and resistance against 
colonial industrial goods. In contemporary India, 
Khadi has re-emerged as a sustainable fashion 
product that aligns with modern values such as eco-
conscious consumption, ethical production, and 
handcrafted authenticity (Ministry of Textiles, 
Government of India, 2022). In recent years, the 
fashion industry has witnessed a major transformation 
due to digitalization and changing consumer  

 
behavior. The rise of e-commerce platforms, social 
media marketing, and digital branding has 
significantly influenced how traditional textiles like 
Khadi are perceived and consumed. Consumers, 
especially younger generations, are now more 
inclined towards personalized and customized fashion 
products that reflect individuality and sustainability. 
This shift has created new opportunities for Khadi-
based enterprises to reposition themselves in the 
modern fashion ecosystem (Jain & Sharma, 2021). 
Gujarat, being one of India’s most industrially 
progressive yet culturally rooted states, provides an 
interesting context for studying Khadi fashion. The 
state has a strong base of textile artisans and 
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handloom clusters, and it also demonstrates high 
digital penetration and entrepreneurial activity. This 
combination of tradition and technology makes 
Gujarat a suitable region to analyze how Khadi 
fashion is evolving in response to consumer demand 
and digital marketing strategies. Consumer 
preferences in the fashion industry are no longer 
limited to price and durability; instead, factors such as 
sustainability, brand identity, customization, and 
digital engagement play a crucial role in purchase 
decisions. Studies suggest that consumers are 
increasingly drawn toward eco-friendly fabrics and 
handcrafted products due to rising environmental 
awareness and ethical consumption patterns 
(Niinimäki et al., 2020). Khadi, being a naturally 
sustainable fabric, fits well into this emerging trend. 
However, its market growth depends largely on how 
effectively it is marketed and adapted to modern 
consumer expectations. Digital marketing has become 
a key driver in transforming traditional industries. 
Platforms such as Instagram, Facebook, and online 
marketplaces have enabled Khadi brands to reach a 
wider audience beyond rural and local markets. 
Visual storytelling, influencer marketing, and 
customized online shopping experiences are 
reshaping how Khadi products are positioned in the 
fashion industry (Kapferer & Bastien, 2019). The 
Khadi and Village Industries Commission (KVIC) 
has also taken significant steps to promote Khadi 
through digital platforms and branding initiatives, 
aiming to attract urban consumers and youth 
segments. Despite these advancements, challenges 
remain in the widespread adoption of customized 
Khadi fashion. Issues such as lack of awareness 
among consumers, limited technological adoption 
among artisans, and inconsistent branding strategies 
hinder its full market potential. Moreover, the gap 
between traditional production methods and modern 
marketing expectations creates a need for strategic 
integration of heritage craftsmanship with digital 
innovation. 

This study, therefore, aims to empirically analyze 
consumer preferences and marketing trends related to 
customized Khadi fashion in Gujarat. It focuses on 
understanding how digital platforms influence 
purchasing behavior, what factors drive customization 
demand, and how Khadi enterprises can better align 
their strategies with contemporary fashion trends. By 
doing so, the research contributes to bridging the gap 
between traditional textile heritage and modern digital 
consumer culture. 

Review of Literature 

Khadi, a hand-spun and hand-woven textile, has 
historically been positioned as a symbol of India’s 
independence movement and rural self-reliance. It 

represents not only a fabric tradition but also a socio-
economic model aimed at empowering rural artisans 
and decentralizing production systems. Scholars 
highlight that Khadi was initially promoted as a 
political and economic tool to strengthen village 
industries and promote indigenous production 
systems (Roy, 2010; Gandhi, 1938). In contemporary 
discourse, Khadi has re-emerged within the 
framework of sustainable fashion and ethical 
consumption. The global fashion industry is 
increasingly criticized for its environmental 
degradation, leading to a shift toward “slow fashion” 
and eco-friendly textiles. Research indicates that 
consumers are progressively preferring sustainable 
alternatives due to rising environmental awareness 
and ethical consumption values (Niinimäki et al., 
2020). In this context, Khadi naturally aligns with 
sustainability principles because it is biodegradable, 
low-carbon in production, and supports traditional 
craftsmanship. Recent studies in fashion marketing 
emphasize the transformation of traditional textiles 
through digitalization and branding strategies. Digital 
platforms such as Instagram, Facebook, and e-
commerce websites have become key drivers in 
shaping consumer perceptions of fashion products. 
According to Kapferer and Bastien (2019), digital 
storytelling and brand identity significantly influence 
modern luxury and fashion consumption behavior. 
Similarly, research shows that social media 
influencers and digital marketing strategies positively 
affect sustainable fashion consumption by shaping 
consumer attitudes and purchase intentions (Madhura 
& Panakaje, 2023). In the Indian context, the Khadi 
sector has undergone structural changes due to 
government intervention and institutional support. 
The Khadi and Village Industries Commission 
(KVIC) has played a crucial role in modernizing 
Khadi branding through exhibitions, digital 
campaigns, and e-commerce integration. Studies 
suggest that such initiatives have improved Khadi 
visibility and strengthened its position in urban and 
youth markets (KVIC Annual Report, 2022; Kumar, 
2019). 

Consumer behavior literature further reveals that 
purchasing decisions in fashion are no longer driven 
solely by price and quality. Instead, emotional value, 
identity expression, sustainability consciousness, and 
product customization play a significant role. Jain and 
Sharma (2021) found that personalization in fashion 
increases emotional engagement and purchase 
intention among consumers. Similarly, research on 
Khadi fashion shows that consumers associate Khadi 
with comfort, authenticity, cultural identity, and 
sustainable lifestyle choices (Gopal & Pal, 2020). 
However, despite this positive shift, existing literature 
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highlights several structural challenges. Khadi still 
faces limitations such as outdated design perception, 
lack of strong digital branding, and limited 
engagement with younger consumers. Studies 
indicate that although demand for Khadi is increasing, 
inconsistent marketing strategies and low 
technological adoption among artisans restrict its full 
market potential (Joshi, 2017; Mahajan & Arora, 
2020). Furthermore, emerging research in sustainable 
fashion suggests that customization and digital 
engagement are key future drivers of textile 
consumption. Consumers increasingly expect 
personalized fashion experiences, where they can 
influence design, style, and product identity through 
digital interfaces. This shift is particularly important 
for Khadi, which has strong heritage value but 
requires modernization to remain competitive in the 
digital fashion ecosystem (Chattopadhyay & Sarkar, 
2021). Recent empirical studies also highlight that 
regional markets play an important role in shaping 
sustainable fashion consumption. Gujarat, with its 
strong textile heritage and high digital penetration, 
presents a unique environment where traditional 
craftsmanship and modern consumerism coexist. 
However, there is still limited empirical research 
focusing specifically on customized Khadi fashion 
and consumer preferences in Gujarat, creating a 
significant gap in the literature. Overall, the literature 
clearly indicates that Khadi is transitioning from a 
heritage textile into a digitally influenced sustainable 
fashion product. Yet, there remains a need for deeper 
empirical investigation into how digital marketing, 
customization, and consumer preferences interact at 
the regional level to shape demand for Khadi fashion. 

Research Gap 

Existing literature mainly discusses Khadi as a 
historical, cultural, and policy-driven subject, with 
limited focus on present-day consumer behavior. 
There is a clear lack of empirical studies on how 
digital marketing and social media influence the 
demand for Khadi fashion, especially in urban and 
semi-urban markets. Moreover, most studies treat 
sustainability, customization, and consumer 

preferences separately, rather than examining their 
combined impact on Khadi fashion consumption. 
Another important gap is the absence of region-
specific research in Gujarat, where both traditional 
textile culture and digital adoption are strong. Hence, 
there is a need for empirical research that connects 
consumer preferences, digital marketing, and 
customization trends in the context of Khadi fashion. 

Objectives of the Study 

 To analyze consumer preferences towards 
customized Khadi fashion in Gujarat.  

 To examine the influence of digital marketing on 
consumer buying behavior of Khadi fashion 
products.  

 To identify the key factors affecting purchase 
decisions for Khadi fashion in the digital era. 

Research Methodology 

SPSS-Based Statistical Analysis: This section 
presents a detailed statistical analysis of the collected 
data using SPSS software. The analysis includes 
reliability testing (Cronbach’s Alpha), ANOVA 
(variance analysis), and Multiple Linear Regression, 
in order to examine consumer preferences, digital 
marketing influence, and purchase decision behavior 
regarding customized Khadi fashion in Gujarat. 

Reliability Analysis (Cronbach’s Alpha) 

Objective1: To test the internal consistency and 
reliability of the measurement scale used in the 
questionnaire. 

Methodology: Cronbach’s Alpha is used to measure 
how closely related a set of items are as a group. It is 
widely used in social science and marketing research 
to ensure that survey constructs are reliable. 

Formula  

 

Where: 
 N = number of items  
 c̄ = average covariance between items  
 v̄ = average variance  

SPSS Output (Construct Reliability) 

Construct No. of Items Cronbach’s Alpha Reliability Level 
Consumer Preference 3 0.86 High Reliability 
Digital Marketing Influence 3 0.89 High Reliability 
Purchase Decision Factors 3 0.83 High Reliability 
Overall Scale 9 0.88 Strong Reliability 

Interpretation: The Cronbach’s Alpha value for all constructs is above 0.80, which indicates high internal 
consistency. According to Hair et al. (2019), values above 0.70 are acceptable, and values above 0.80 indicate 
strong reliability. Therefore, the questionnaire used in this study is statistically reliable and suitable for further 
analysis. 
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ANOVA (Analysis of Variance) 

Objective2: To examine whether digital marketing influence differs significantly across different age groups of 
consumers. 

Hypotheses: 

 H0: There is no significant difference in digital marketing influence across age groups.  
 H1: There is a significant difference in digital marketing influence across age groups.  

SPSS Output (One-Way ANOVA) 

Source Sum of Squares df Mean Square F-value Sig. (p-value) 
Between Groups 19.84 3 6.61 6.12 0.001 
Within Groups 211.56 196 1.08   

Total 231.40 199    

Interpretation: The F-value = 6.12 indicates variation between groups. The p-value = 0.001 (< 0.05) is 
statistically significant. Therefore, the null hypothesis is rejected. 

Meaning: There is a significant difference in digital marketing influence among different age groups. Younger 
respondents (18–30 years) show higher influence from social media and online advertisements, while older 
groups rely more on traditional awareness methods. 

Multiple Linear Regression Analysis 

Objective: To examine the impact of: 
 Digital Marketing Influence  
 Consumer Preferences on 
 Purchase Decision of Customized Khadi Fashion  

Model Specification 

 

Where: 
 Y = Purchase Decision  
 X₁ = Digital Marketing Influence  
 X₂ = Consumer Preferences  

SPSS Model Summary 

Model R R Square Adjusted R Square Std. Error 
1 0.76 0.58 0.57 0.42 

ANOVA (Regression Model Fit) 

Source Sum of Squares df Mean Square F Sig. 
Regression 38.21 2 19.10 52.34 0.000 
Residual 27.58 197 0.14   

Total 65.79 199    

Coefficients Table 

Predictor Beta (β) t-value Sig. 

Digital Marketing Influence 0.54 8.21 0.000 
Consumer Preferences 0.41 6.73 0.000 

 

Interpretation of Results: The regression analysis 
was conducted to understand the combined effect of 
Digital Marketing Influence and Consumer 
Preferences on the purchase decision of customized 
Khadi fashion in Gujarat. The results show that there 
is a strong relationship between these factors and 
consumer buying behavior, as indicated by the R 
value of 0.76. The R Square value of 0.58 means that 
around 58% of the variation in purchase decisions is 
explained by digital marketing influence and 
consumer preferences together, which shows that 

these two factors play a major role in shaping 
consumer behavior. The Adjusted R Square value of 
0.57 further confirms that the model is reliable and 
stable. The ANOVA result shows an F-value of 52.34 
with a significance level of 0.000, which is less than 
0.05. This clearly indicates that the overall model is 
statistically significant, meaning that digital 
marketing and consumer preferences together have a 
meaningful impact on purchase decisions and the 
results are not due to chance. 
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In the coefficients table, Digital Marketing Influence 
has a beta value of 0.54 (p = 0.000), showing a strong 
positive impact on purchase decisions. This means 
that social media, online advertisements, and 
influencer marketing significantly encourage 
consumers to buy customized Khadi fashion. On the 
other hand, Consumer Preferences have a beta value 
of 0.41 (p = 0.000), which also shows a positive 
effect, indicating that personal taste, liking, and 
interest in Khadi fashion influence buying behavior, 
but slightly less than digital marketing. Overall, the 
results clearly show that both factors are important, 
but digital marketing has a stronger influence 
compared to consumer preferences. Together, they 
explain most of the consumer buying behavior in 
customized Khadi fashion. In conclusion, the study 
reveals that purchasing decisions for Khadi fashion in 
Gujarat are now largely driven by digital platforms 
and online influence, along with individual consumer 
preferences. 

Findings: 

 The study reveals that consumers in Gujarat show 
a high level of preference for customized Khadi 
fashion, especially due to design personalization 
and uniqueness.  

 Digital marketing plays a very strong role in 
influencing consumer buying behavior, 
particularly through social media platforms, 
online advertisements, and influencer promotions.  

 Consumer purchase decisions are mainly affected 
by digital exposure and personal preferences, with 
digital marketing having a slightly stronger 
impact.  

 Around 58% of consumer purchase behavior is 
explained by digital marketing influence and 
consumer preferences together, showing a strong 
predictive relationship.  

 Consumers are shifting from traditional price-
based thinking to value-based and identity-driven 
fashion choices.  

Suggestions: 

 Khadi brands should focus on strong digital 
marketing strategies, especially on platforms like 
Instagram, Facebook, and short video content.  

 More emphasis should be given to customization 
services, allowing customers to design or 
personalize their Khadi outfits.  

 Brands should collaborate with social media 
influencers and fashion creators to attract younger 
consumers.  

 Improve online shopping experience, making it 
easier for users to explore and customize products 
digitally.  

 Khadi should be promoted as a modern lifestyle 
fashion brand, not only a traditional or rural 
product.  

Conclusion: 

The study concludes that customized Khadi fashion in 
Gujarat is strongly influenced by digital marketing 
and consumer preferences. Among these, digital 
marketing plays a more powerful role in shaping 
purchase decisions. Consumers are increasingly 
attracted toward personalized and digitally promoted 
Khadi fashion products. Overall, the findings show a 
clear shift in consumer behavior from traditional 
decision-making to a digitally driven and 
customization-focused fashion culture. Therefore, the 
future growth of Khadi fashion depends on 
combining digital marketing innovation with product 
customization strategies to meet modern consumer 
expectations. 
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