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Abstract - The present study was undertaken to assess the preferred choices of market amongst women for traditional Indian 
textiles from Rajasthan. The study was conducted on 150women visiting various urban haats in Delhi as these were set up by 
enthusiastic craft entrepreneurs to promote the sale of Indian handicrafts and textiles thereby promoting rural Indian artisans. 
But contrary to the general notion, study results indicate that a majority of the women felt that although urban haats do 
provide effective platforms to interact with the artisans and gather information about a particular craft, more variety of 
products which carry a brand name and have better designs are more commonly found online and other shopping centers. 
According to them other marketplaces offer conveniences like easy returns and good environment, which are lacking in 
urban haats. 
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I. INTRODUCTION 
 
Crafts have been a major source of livelihood for 
artisans throughout the eras of Indian history. Haats 
were organized in Rajasthan in different towns, meant 
to provide facilities for sale & purchase to the 
people(1). The weekly markets were held on 
predetermined days of the week, where artisans and 
other vendors from within the city and surrounding 
areas used to bring their products for sale. Interstate 
and inter region trade was encouraged through these 
fairs and weekly markets. Traders were provided 
some discounts and other services by the state to 
encourage participation. These melas help the 
otherwise hard working villagers to relax to the 
company of their brethren, provide villagers from far-
flung villages an opportunity to gather for social or 
commercial purpose (2). Realizing the importance of 
fairs, the State (Rajasthan) took active interest in the 
organization of the fairs and some new fairs were 
started. Sometimes the ruler visited the fair in order to 
enhance its importance (3).The leading traders were 
honored by the King with cash rewards. To attract the 
traders some exemption (25-50%) was given in the 
local taxes. The government took the responsibility of 
the security of the traders who brought their 
merchandise in the fairs (4, 1). 
But with the growing modernization the craftsmen 
lost their clients for these products- both local and 
royal. This adversely affected the erstwhile market of 
artisanal merchandise forcing many self-employed 
artisans to look for jobs in urban and rural areas.  
Thus craft entrepreneurs and enthusiasts thought of 
establishing urban haats with the aim to provide 
sustainable livelihood to craftspeople so that they did 
not feel the need to look for jobs. Urban haats, 
modeled on the same concept of rural haats, bridge 
the gap between urban and rural areas by bringing the 

artisans closer to their patrons of the contemporary 
era. Urban haats offer urban customers authentic 
traditional products directly from their producer so 
that they get maximum variety at a good price.  
It (urban haat) serves the small and larger producer, 
whether artisan or farmer, according to his need. The 
need of the rural producer is to dispose of whatever 
he and his family have been able to manufacture or 
cultivate in the quickest possible time, at the best 
possible price, with the least amount of 
overheads(5).The success of such initiatives solely 
depends on the profit made by artisans in the haats 
through sale of textile handicrafts they produce. 
Urban localities are popular for their fast pace, high 
standard of living and active social life. Women here 
are generally independent, earn for themselves, are 
outgoing and make their own purchase decisions. 
They need a variety of western and Indian outfits to 
dress for different formal and casual occasions. The 
urban areas offer varied options for shopping which 
range from a small street market to high-end design 
studios in posh localities run by designers and urban 
haats to online e-commerce platform like Jaypore, 
Tjori, Itokri etc. All these marketplaces provide all 
necessary merchandise like clothes, jewelry, 
footwear, household and decorative items, handicrafts 
etc., though of different qualities and price range as 
they cater to completely different socio-economic 
classes of people. 
The paper aims to find out the preferred market of 
purchase of traditional Indian textiles by urban 
women and the reasons thereof. The study was 
conducted in haats as the aim of setting them up was 
sale of textile and other handicrafts and supporting 
the artisan community. Previous researches have 
examined the shopping behavior of people in general 
but there have been very few studies which compare 
various marketing platforms for traditional Indian 
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textiles amongst women who are the largest 
consumers in the category. 
 
II.METHODOLOGY 
 
Local of the study: 
The study was carried out in urban haats in Delhi, the 
capital city of India. To identify the locale of study, a 
preliminary survey was done to find out the major 
haats in Delhi. Based on the results obtained by 
survey and interviews, three haats of Delhi namely 
Dilli Haat,  near Indian National Army market, 
Dastkar Bazar, Andheria Mod in Chhattarpur , and 
Crafts Museum, Pragati Maidan in  Central Delhi   
were selected for sampling. Crafts Museum is one of 
the oldest haat established in the late 1950’s and Dilli 
Haat and Dastkar Bazar were set up in the 1980s by 
active craft enthusiasts. 
Samples selection and sample size: 
For the sample selection, customers visiting urban 
haats located in Delhi were selected. For the survey, 
50 women from each haat were selected by random 
sampling method to form a total sample of 150 
women. A questionnaire was developed for the 
present study which aimed to gather information 
about respondents preferred choice of markets to 
purchase traditional textiles. 
 
III. RESULTSAND DISCUSSION 
 
Various criteria like general information of the 
respondents, views about purchasing traditional 
Indian textiles and factor influencing the purchase 
decisions were studied and analyzed and the data 
presented here with. 
General information of the respondents: 
This part consists of general information and socio 
economic status of the respondents. Table 1 revealed 
that maximum respondents were in the age group of 
31-40 years, were well educated and belonged to the 
upper middle class earning an income of Rs. 80,000 
and above. 

 
Table 1: General information of the respondents (n=150) 

 

Table II revealed that most of the customers shop for 
traditional Indian textiles from more than one 
marketplace, but the most popular choice was online 
market (74%) followed by urban haats (68%) and 
retail stores (66%). The customers were of the view 
that although urban haats do provide  an effective 
platform to interact with the artisans and gather 
information about a particular craft, more variety of 
products which carry a brand name and have better 
designs are more commonly found online. 51% of 
women shopped from shops in malls and luxury 
hotels and 35% of the women shopped from designer 
showrooms.  Hence it is clear from Table II that more 
numbers of people prefer to shop online hence 
generating a decrease in the sale of retail stores and 
urban haats to some extent. Some earlier studies show  
that there has been a significant drop in the turnover 
of retailers due to online shopping in the recent years 
as some of them have reported certain stagnation in 
their growth if not decline which is a warning signal 
for the enterprise(6).   
 

 
Table II Choice of marketplaces for purchase of handicrafts 

 
Books, clothing/ accessories/shoes and airline tickets 
were reported to be the top three popular items (in the 
same order) purchased on the internet. Globally, one-
third of online consumers say they primarily do their 
internet shopping at retailers that have only an online 
presence, followed by an equal 20 percent of 
respondents who prefer sites that also have traditional 
“brick and mortar” stores and those that allowed 
selecting products from many different online stores. 
Only 16 percent of respondents globally indicated 
they have never shopped online (7). The current 
online shopping market in India is 46 million(8) and 
is expected to treble in the next 5 years. 
 
Regarding the most important reasons for purchase 
from certain market places (Table III), customers 
opted for different reasons. It was found that for 
majority of the respondents (59%) easy returns was 
most important factor while purchasing traditional 
textiles. Madleberger (2006) has shown that 
convenience is the main factor to influence shopping 
made online (9). Many of the respondents said that 
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brand value (52%), promotion and more variety 
(51%) of the traditional Indian textiles are the most 
important factors for them while purchasing the 
handicrafts and textiles. Handicraft E-commerce in 
India has been growing steadily in recent years, with 
numerous start-ups and some established players, 
capitalizing on the appeal of traditional Indian arts 
while making a difference to artisans’ lives (10).Even 
traditional stores like Shoppers Stop, Westside and 
Pantaloons are venturing into online market for 
growth and provide deals or discounts on regular 
basis to increase business. People want to make value 
purchases online in order to save their money and 
time. According to eBay, Indian online shoppers 
remain brand savvy, even when they are shopping 
online (11). 
The current trend of the market is changing 
drastically as customers have an easy access to 
internet and find the online market more friendly and 
accessible. Smart phones have become widely 
popular as they are inexpensive and within the reach 
of the masses leading to technology ‘on-the-go’. 
Contrary to this, the artisans are still displaying and 
selling their traditional products in rustic and 
traditional environment of the urban haats. Today, the 
online market for traditional products has proliferated 
with many electronic commerce companies like 
Jaypore, Gaatha, I-Tokri, Rustorange and other 
brands like InduBindu, etc. pitching in. 
 

 
Table III Factors for purchase from market places 

 
Figure 1 shows that a majority (81%) of the 
respondents stated that since there was no 
replacement or return facility available in haats, it 
acted as a major deterrent in purchasing from haats. 
The respondents also mentioned that since there was 
more variety of traditional products online and at 
other market places they preferred to shop from these 

places. Less variety of products (74%), rustic 
environment in haats (68%), no brand value (65%) 
and lack of proper display of products (25%) were 
stated as major reasons for not purchasing from urban 
haats by the respondents. The urban haats offered a 
setup where there were no air conditioners and proper 
sitting arrangement for the customer to help them 
during the selection process of the merchandise.  The 
customer had to bear all the weathers as the haats 
were mostly open air which offered little protection. 
The artisanal products did not appeal to people who 
were brand conscious and liked to flaunt big labels 
and brand names. Sometimes the display of products 
was not very appealing and acted as an impediment to 
purchase. 

 
Figure 1 Deterrents for purchasing from urban haats 

 
Today the online stores are giving tough competition 
to the urban haats. Two-year-old marketplace Go-
Coop charges a subscription fee to the 60,000 artisans 
who showcase their products online, starting from Rs. 
6,000 for 10 products listed. The online stores offer 
the local artisans and entrepreneurs a much larger 
platform than what is available to them today by 
creating a marketplace ecosystem that makes it 
conducive for them to grow and develop -going from 
local to national players in their categories. In this era 
of fast moving lifestyle, customers are busier than 
what they were few years back. It is precisely for this 
reason customers are also purchasing their products 
and services through online shopping. Marketplace is 
fast turning into e-marketplace (10, 12)  
 
‘Online’ has become the new mantra and customers 
are attracted to it majorly for the overall convenience 
it provides. Online marketplaces expedite trading 
which otherwise would not have happened by 
reducing transaction costs and including the small 
sellers (13).  The facility of online purchasing 
familiarizes customers with the current fashion trends 
in the local as well as the global market. The fashion 
industry is growing day by day and the popularity of 
online market amongst the upper and middle class 
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societies is also increasing. The traditional textiles are 
highly sought after amongst people of the said group 
but due to a busy and hectic lifestyle they like to 
purchase online as it comes with its own added 
advantages. The internet has created a new market for 
both customers and organisations, and has been an 
alternative market to the traditional market. Web sites 
provide a chance to search information about 
products/services, place a comment or give orders 
(14). It’s time that haats too reinvent and provide an 
alternative means of shopping to customers so that 
they can survive the tough competition with online 
stores. 
 
CONCLUSION AND SUGGESTIONS: 
 
Online is the demand of the day. E marketing is the 
face of tomorrow which is doing the job of haats in 
the contemporary world. As today, a majority of the 
artisans feel insecure and lack confidence in using the 
social media and e-commerce to their advantage; they 
need to be taught by setting an example in which they 
first play just a titular role. After some sort of training 
to handle the online websites they can take it up 
further on their own. The haats, today, are helping the 
artisans become self-sustainable by providing them 
requisite training to adapt to the modern consumer 
needs and evolve with the changing times. In the near 
future, the haats would have to give in to the demands 
of the consumer and go online so as to get maximum 
clientele. 
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