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Abstract

This study evaluates factors influencing marketing strategy development to enhance
consumer buying behaviour in the Indian apparel industry through innovation
hubs. A quantitative approach was employed, with a digital survey of 153
participants, primarily employees of small-scale textile firms and their B2B
consumers. Convenience sampling was used to select respondents, and factor
analysis (SPSS 29) was applied to analyse survey data. The findings identify four
key factors: digital engagement and support factors (32.902%), the most
significant, followed by tech enabled sustainability factors (15.388%), enhanced
retail experience factors (9.573%), and social experience and co-creation factors
(8.275%). Based on these, a marketing strategy was developed to improve
consumer engagement through innovation hubs. Challenges included geographical
limitations (survey was conducted only in southern India) and difficulties in
securing expert availability during the survey period. Overall, the results strongly
support the idea that marketing strategies based on innovation hubs enhance
consumer buying behaviour in the apparel sector.
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Introduction

The apparel industry is undergoing a transformation with the latest trends. In the past, the stylish
and trendy clothes were only affordable for rich people. But at present, such garments are
affordable for all. This significantly increases the profitability of the apparel industry (Chauhan
et al., 2023). The apparel industry is significantly impacted by globalization which leads to
fluctuating customer buying behaviour. These provide long term as well as short term benefits
to both entrepreneurs and customers (Mishra et al., 2024).

The marketing strategies opted by textile companies shape the perceptions of customers. The
apparel industry is opting online marketing strategies which helps to showcase the distinct
features of clothing that differentiates them from competitors. Other psychological and
demographic factors also influence customers while purchasing clothes (Nanda et al., 2024).

The role of innovation hubs in the apparel industry enhances the formation of strategic alliances
among the stakeholders, fashion designers and stylists, and manufacturers to implement
innovative as well as eco-safe fashionable outfits. They provide a space to apparel

165


https://orcid.org/0000-0002-0043-391X
https://orcid.org/0000-0001-9771-2108

manufacturers to experiment with new types of materials developed, advanced technologies,
innovative production techniques which leads to adopting effective sustainable production for
apparels (Harsanto et al., 2023).

The paper aims to identify the multiple attributes that affect the marketing strategy thereby
helping to enhance the consumer purchasing behaviour in the apparel industry mainly in India
through innovation hubs. The objectives include identifying the role of innovation hubs,
significance of consumer buying behaviour and factors affecting the same. The authors
postulate mainly two research questions which are as follows.

RQ1: What is the role of innovation hubs in the Indian apparel industry?

RQ2: What are the factors influencing consumer buying behaviour in the apparel industry
through innovation hubs?

Traditional marketing methods often struggle to increase consumer spending on apparel.
Innovation hubs enhance collaboration, integrate advanced technologies, and develop
innovative marketing strategies, attracting customers, increasing competition, and driving
revenue growth (Gazzola et al., 2020). These hubs blend traditional and modern approaches,
influencing consumer decision-making. However, there is a research gap in understanding how
innovation hubs shape consumer purchasing intentions. As India is a major global apparel
market (Ganbold, 2024), this study uniquely integrates data analytics, consumer psychology,
and innovation to analyse the impact of innovation hubs on purchasing behaviour. However,
limitations include regional focus (southern India), convenience sampling bias, time
constraints, and lack of long-term market trend analysis.

A quantitative research methodology was employed, using a digital survey of 153 employees
of small-scale textile firms and B2B consumers. Data was analysed using factor analysis in
SPSS 29 to identify key drivers of consumer behaviour. This methodological approach provides
actionable insights for improving consumer engagement and sales performance.

Literature Review
Importance of Consumer Buying Behaviour in the Indian Apparel Industry

How consumers choose to purchase is essential for understanding the future of India's apparel
industry in response to digital transformation and globalization. (Prasad, 2022) The report by
Joshi and Khatri (2020) identifies brand perception, socio-psychological influences, and status
orientation as key drivers of apparel purchase decisions among young consumers. Yet most
existing literature regards these influences as fixed and fails to account for the ways in which
innovation-driven infrastructure, such as innovation hubs, changes these motivations within a
dynamic market environment. Singh & Sarvanan (2013) highlight buying behaviours of female
buyers and investigate impulse buying during the COVID-19 pandemic. However, little
research has been carried out regarding consumer decisions within the context of structural
changes in the industry, notably digital advances and sustainability-oriented innovation
platforms. The importance of innovation hubs for transformations that prioritise consumer
needs has been examined.

Role of Innovation Hubs in Apparel Sector Transformation

Innovation hubs are becoming known as places that bring together designers, technologists, and
manufacturers to create sustainable and personalized fashion solutions. (Harsanto et al., 2023).
Such hubs foster eco-innovation, advanced materials, and digital production techniques — all in
line with the goals of sustainable development (Gardetti & Muthu, 2015).
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Yet much of the current research only considers operational performance (Huong 2022) or
environmental advantages (Sanil et al., 2016) without establishing a direct link between these
innovations and behavioural outcomes for end-users (consumers). There is still some
disconnect between supply side changes and marketing strategies. This work fills that gap by
exploring how engagement with the results of innovation hubs influences consumer behaviour
in physical stores and online environments.

The authors organize this relationship according to the Innovation Diffusion Theory (Rogers,
2003) and the Technology Acceptance Model (TAM) (Davis, 1989). This research examines
mechanisms through which new technologies become accepted by users focusing on how
innovation-driven retail and digital experiences shape consumer behaviour in the apparel
market.

Factors Affecting Consumer Purchasing Behaviour Through Innovation Hubs

There are various factors that influence the customer buying habits after the emergence of
innovation hubs in the Indian apparel industry. They are mainly technical factors, innovative
retail stores, digital engagement factors and personalization factors.

Technical Factors

The Indian retail apparel market is gaining attention of the global online industry due to its
technically advanced consumer base. Innovation hubs are significantly influencing customer
buying habits through augmented reality (AR), virtual reality (VR), IoT-enabled smart textiles,
and mobile applications (Victor et al., 2018).

AR technology allows customers to virtually try on clothing, enhancing personalized shopping
experiences and reducing the need for trial rooms (Thomas, 2021). VR enables fashion
designers and stylists to develop, assess, and showcase new trends while collecting real-time
customer feedback, improving decision-making and satisfaction (Kumari & Polke, 2019).

IoT-enabled smart textiles incorporate advanced materials like nanotubes and metallic particles
to sense, process, and transmit information, enhancing interactivity with clothing. These
textiles, equipped with pressure sensors and Bluetooth antennas, are also used by the military
(Fernandez-Caramés & Fraga-Lamas, 2018; Singha et al., 2019).

Mobile applications further revolutionize shopping by enabling users to preview clothing,
compare prices, read reviews, and receive personalized recommendations without visiting
physical stores, making shopping more convenient (Bhosale et al., 2022). Innovation hubs,
through these technical advancements, are transforming the Indian apparel industry and
enhancing consumer experiences.

Appearance Related Factors

Innovative retail stores developed through innovation hubs in India's apparel industry offer
convenience, customization, and user engagement, making apparel sales highly profitable
(Goswami & Khan, 2015). Key factors driving this transformation include advanced retail
stores, digital payment methods, and eco-friendly materials. The emergence of pop-up and
concept stores has reshaped consumer shopping behaviour. Liberalized FDI regulations have
attracted global brands like Gucci, Zara, Nike, and Adidas, alongside domestic stores like
Pantaloon and Westside, providing diverse clothing options (Basu et al., 2014; Roggeveen et
al., 2021). With increased Internet penetration and mobile data access, digital payment methods
have boosted apparel sales. Initiatives under Digital India encourage transactions through
cashback offers, discounts, and loyalty points, enhancing customer purchasing power (Liébana-
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Cabanillas et al., 2020). The use of eco-friendly materials such as jute, silk, wool, linen, bamboo,
and organic cotton appeals to environmentally conscious consumers. Eco-labels from the Global
Organic Textile Standard (GOTS) and Indian textile departments help authenticate organic
clothing, increasing consumer confidence and purchase rates (Aram & Tryphena, 2017).

Digital Engagement Factors

Digital engagement factors play a crucial role in shaping consumer buying habits by offering
detailed product information, reviews, and personalized recommendations, strengthening the
relationship between customers and apparel marketers (Rasool et al., 2020). Interactive
websites and social media enhance brand visibility, engagement, and recognition, allowing
consumers to compare prices, read user reviews, and receive targeted recommendations,
increasing curiosity and brand trust (Sharma et al., 2020). Al-powered customer service,
including chatbots, machine learning, and cognitive commerce, provides 24x7 support,
personalized notifications, and seamless checkout experiences. These technologies keep
customers informed about the latest fashion trends and improve shopping convenience (Pillai
et al., 2020).

Personalization Factors

Personality traits are reflected in customers' clothing choices and behaviour, influencing their
purchasing decisions. By focusing on personality factors, apparel marketers can enhance
customer satisfaction and develop targeted strategies (Be & Dua, 2023). Innovation hubs enable
mass customization through advanced technologies, allowing for personalized apparel, which
boosts demand, brand loyalty, and customer happiness while reducing client attrition (Almousa,
2023). User-Generated Content (UGC), including posts, likes, shares, and comments, aligns
consumer expectations with real experiences, reducing post-purchase dissatisfaction and
enhancing customer confidence (Colicev et al., 2019). Virtual fitting rooms help customers
assess fit and suitability, increasing their purchase satisfaction and improving overall shopping
experiences (Batool & Mou, 2023).
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*Development of mobile applications
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Digital sInteractive website
Engagement *Social media enagement
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Figure 1. Factors influencing consumer purchasing habits through innovation hubs
(Created by the authors)

Figure 1 represents the various attributes that influence consumer purchasing behaviour. Based
on the literature analysis, the authors have put forward the following hypothesis statements:
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H1. Consumer buying behaviour in the apparel industry in India through the innovation hubs
is affected by technical factors.

H2. Consumer buying behaviour in the apparel industry in India through the innovation hubs
is affected by appearance related factors.

H3. Consumer buying behaviour in the apparel industry in India through the innovation hubs
is affected by digital engagement factors.

H4. Consumer buying behaviour in the apparel industry in India through the innovation hubs
is affected by personalization factors.

Research Gap and Conceptual Framing

Though digital commerce, customisation and sustainability are often explored independently,
little theoretical work has investigated how innovation hubs become intersectional spaces for
these themes in emerging economies such as India. And regional studies often fail to account
for the contribution of quantitative evidence alongside behavioural theory that may provide
insight into consumer behaviour in response to innovation-driven marketing approaches.

This research fills that gap exploring four key conceptual dimensions: Engaging, Sustainable,
and Technology (Green), Retail Experience, and Social Interaction. The scholarly literature and
empirical factor analysis inform these dimensions. This framework is a solid, but flexible way
of understanding how innovation hubs might be used to drive consumer engagement/influence
buying behaviour.

Materials and Methods
Data Collection Methods

The study employs a quantitative methodological approach to analyse consumer buying habits
after the emergence of innovation hubs. Primary data was collected through a Google Forms
survey using Likert scale options, while secondary data was sourced from Google Scholar,
considering 738 results from 2013 to 2024. The research focuses on South India, particularly
Tamil Nadu’s Tirupur district, a major apparel production hub, to ensure industry relevance
(Carswell & De Neve, 2024; Harri & Levédnen, 2024). This approach enables quantitative
predictions and provides insights into the role of innovation hubs in shaping consumer
behaviour (Askarzai & Unhelkar, 2017).

Research Sample and Analysis

The survey targeted employees of small-scale South-Indian apparel companies and their B2B
consumers, using convenience sampling to select respondents based on availability (Adeoye,
2023). The sample size was determined by population homogeneity rather than size (Bornstein
et al., 2013). Out of 200 invited individuals, 153 participated. Respondents were from various
departments: 22.2% (production), 18.3% (marketing), 16.3% (quality control), 14.4%
(administration), 15.7% (design and development), and 13.1% (B2B consumers). Conducted
from November 11 to December 24, 2024, the survey maintained a margin of error below 5%
at a 95% confidence level, adhering to ethical guidelines and confidentiality. After the
collection of responses from the survey, author mainly used factor analysis to evaluate the
survey data and to reach the final findings through SPSS 29. This helps to identify the hidden
relationships existing between the consumer buying behaviour and identified factors.
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Data Measurement Tools

It is significant to check the survey validity before conducting factor analysis. The authors
mainly conducted pilot study and Cronbach’s alpha test. The pilot study was conducted by
taking a digital survey by including only 25 participants. The suitability of the poll
questionnaire was analysed from the responses, and authors made necessary corrections in the
survey questionnaire before sending the link to large sample size. The test named Cronbach’s
alpha was conducted to check the reliability of the survey. The value greater than 0.7 are
considered as reliable (Pandian et al., 2023). The value obtained after conducting the
Cronbach’s alpha test was 0.879 which could be considered as highly reliable.

Results

After the coding process, during the factor analysis verbal options like heavily influence,
moderately influence, neutral, slightly influence and does not influence were converted into
1,2,3,4 and 5 respectively. To assess the adequacy of the sample, the authors performed the
KMO test, while to test the formulated hypothesis statements in the literature review, Bartlett’s
test was conducted (Mahmoudzadeh et al., 2023).

Table 1
Results of the KMO and Bartlett’s test (SPSS software)
Kaiser-Meyer-Olkin Measure of Sampling Adequacy 812
Bartlett's Test of Sphericity Approx. Chi-Square 725.402
df 105
Sig. .000

Table 1 presents the KMO and Bartlett’s test results. The KMO value (0.812) exceeded 0.6,
indicating good sample adequacy. The Bartlett’s test significance value (0.000)was less than
0.05, leading to the rejection of the null hypothesis and validation of the remaining hypotheses.
Following this, factor analysis determined whether the identified factors positively or negatively
influence consumer buying behaviour in India. The next step, principal component analysis
(PCA), simplified complex data sets by filtering out irrelevant components. Components were
extracted based on Eigenvalues, ensuring that the analysis focused on significant factors.

Table 2

Results of principal component analysis (SPSS Software)

= Initial Eigen Values Extraction Sums of Rotation Sums of Squared
2 Squared Loadings Loadings

=3

= . . . . . .
g Total Var;/a:nce Cum(l)zatlve Total Val(}/zznce Cum:;l)atlve Total Val(}/e:nce Cum};l)atlve
1 [4.826] 32.902 32.902  14.826| 32.902 32.902 |3.317| 22.736 22.725
2 [2.415] 15.388 45.892 |2.415] 15.388 45.892 [2.854| 17.238 38.925
3 [1.589] 9.573 54.754 |1.589| 9.573 54.754 |1.957| 13.572 46.257
4 [1.179] 8.275 59.127 |1.179| 8.275 59.127 |1.547| 12.482 65.185
5 1.987 | 5.495 68.567

6 | .756 | 4.886 72.147

7 1.618 | 4.682 76.483

8 | .611 | 4.558 79.258

9 |.579 | 3.925 82.985

10 | .547 | 3.871 88.149
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11| .489 | 3.625 93.643
12 ] 432 | 2.820 100.00

Table 2 presents the results of the principal component analysis (PCA), where Eigen values
greater than 1 served as the extraction criteria. The analysis identified four major components,
each representing the characteristics of twelve variables. The variance percentages for these
components were 32.902% (Component 1), 15.388% (Component 2), 9.573% (Component 3),
and 8.275% (Component 4). The next step involved the component matrix analysis, where
Pearson correlation values were used to group the twelve variables into components based on
shared characteristics.

Table 3
Component matrix analysis (SPSS Software)
Component
| p) 3 | 4
Augmented reality and virtual reality 681
IoT enabled smart textile .657
Development of mobile applications 547 -423
Emergence of advanced retail stores .589 235
Advanced payment methods 356 .614
Eco-friendly materials 421
Interactive websites .661
Social media engagement -.321 432
Al-powered customer service 527 578
Customizable apparel options 552 421
User generated content .621 .616 548
Virtual fitting rooms 548

Table 3 displays the values obtained from the component matrix analysis, showing that several
factors—mobile applications, advanced retail stores, advanced payment methods, social media
engagement, Al-powered customer service, customizable apparel options, and user-generated
content—exhibit cross-loading, meaning they load onto multiple components. This can lead to
ambiguity in factor interpretation. To resolve this, a rotated component matrix analysis was
conducted, which refined the factor structure by increasing the number of iterations, ensuring a
clearer and more accurate classification of variables.

Table 4
Rotated component matrix (SPSS Software)

Component
L | y k) 4
Augmented reality and virtual reality 681
[oT enabled smart textile 657
Development of mobile applications 547
Emergence of advanced retail stores .589
Advanced payment methods 614
Eco-friendly materials 421
Interactive websites .661
Social media engagement 432
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Al-powered customer service 527

Customizable apparel options 552

User generated content .623
Virtual fitting rooms 548

Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization

The Table 4 shows the factor values after the rotation component matrix analysis. A cross-
loading situation was avoided and subfactors were separated into four components.

The Figure 2 represents the factor loadings into distinct components based on the Pearson
correlation coefficients value. The first component named “digital engagement and support
factors” (32.902%) constituted the factors augmented reality and virtual reality (0.681),
interactive websites (0.661) and Al-powered customer service (0.527). These factors help to
increase the customer engagement and provide personalized shopping experiences. The second
component titled “tech enabled sustainability factors™ (15.388%) comprised IoT enabled smart
textile (0.657), development of mobile applications (0.547), advanced payment methods
(0.614) and eco-friendly materials (0.421) that helped to bring sustainability practices in the
Indian apparel industry. The third component “enhanced retail experience factors” (9.573%)
constituted emergence of advanced retail stores (0.589), virtual fitting rooms (0.548) and
customizable apparel options (0.552) that helped to improve the shopping experiences by
enhancing the apparel stores in India. The fourth component “social influence and co-creation
factors” (8.275%) included user generated content (0.623) and social media engagement (0.432)
that helped the apparel marketers to interact with the apparel customers in India.

o . -
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4’5 Virtual fitting rooms I 0.548
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E R Emergence of advanced retail stores I 0.589
= Eco-friendly materials I (.421
2 = B
[ it =
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ToT enabled smart textile I 0.657
Al-powcred customer service INININNNN———GIG 0.527

Interactive websites I 0661

Digital
Engagement and
Support

Augmented reality and virtual reality I (0.6381
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Factor Loadings

Figure 2. Factor Loadings Value (Created by authors)
The Figure 3 represents the marketing strategy that should be implemented by stakeholders in

apparel industry in India to enhance customer purchasing habits. Since the priority of the digital
engagement factors is the highest with 32.902%, focusing more on these distributed subsidiary
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factors helps to improve the apparel customers purchasing patterns. The hierarchy of the
subfactors is based on the Pearson correlation coefficient values. Among the digital engagement
and support factors, augmented reality and virtual reality with Pearson value 0.681 was the most
important subfactor. This was followed by interactive websites and Al-powered customer
service with 0.661 and 0.527 respectively.

Customer buying behavior through innovation hubs in Indian

apparel industry

CAffected by>

Digital engagement Tech-enabled Enhanced Social influence
and support sustainability retail experience and co-creation
(32.902%) (15.388 %) (9.573%) (8.275%)
Augmented reality IoT-enabled smart Emergence of User-generated
and virtual reality textiles (0.657) retail stores (0.89) content (0.623)
(0.681) Development of Virtual fitting Social media
Interactive websites | [ mobile apps (0.547) rooms (0.548) engagement (0.42)
(0.661) Advanced payment Customizable
Al-powered methods (0.614) apparel options
customer service Eco-friendly (0.552)
(0.527) materials (0.421)
Follow > Improve J
recommendations

Figure 3. Strategy to enhance the consumer buying behaviour through innovation hubs

in apparel industry in India (Created by authors)

As the environmental issues are increasing rapidly, the Indian apparel industry needs to adopt
the sustainable practices to tackle the ecological challenges. To manage the tech enabled
sustainability factors, the authors proposed following recommendations:

1
2)

3)

Stakeholders should deploy smart tags or QR codes that give detailed information
about sustainable practices.

Apparel marketers must organize loyalty programs for customers to encourage the
number of purchases.

Marketers should form strategic partnerships with influencers to attract the attention
of customers.

It is considered that appearance of the apparel stores also plays an important role in improving
the purchasing tendencies of the customers. To effectively manage the enhanced retail
experience factors, the authors propose several recommendations which are given as follows:

1
2)

3)

Apparel store owners must design the interior of the stores with innovative layouts
which motivates the customers to visit the stores.

They must ensure that virtual try-on technology mechanism is easy to handle by each
customer which increases the rate of visiting the apparel websites.

Marketers should provide real-time service for customers who need to customize their
clothing, which increases satisfaction.
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Establishing a strong bond with customers is important to develop the apparel brand which is
possible through social influence and co creation factors. The recommendations are as follows:
1) Apparel brands should organize hashtag campaigns monthly to increase brand
visibility.
2) The should encourage the customers to share their photos in outfits as well as post
reviews which influence other customers to buy the specific clothing item.

Discussions

The above-mentioned recommendations help stakeholders to effectively improve the
purchasing patterns of the customers in the Indian apparel industry.

Therefore, it is important to understand whether the hypothesis statements developed by authors
were accepted or rejected.

Table 5
Status of developed hypothesis statements (Created by authors)

Number Hypothesis statement Status

HI Consumer buying behaviour in the apparel industry in India through | Accepted
the innovation hubs is affected by technical factors
H2 Consumer buying behaviour in the apparel industry in India through | Accepted
the innovation hubs is affected by appearance related factors
H3 Consumer buying behaviour in the apparel industry in India through | Accepted
the innovation hubs is affected by digital engagement factors
H4 Consumer buying behaviour in the apparel industry in India through | Accepted
the innovation hubs is affected by personalization factors

Table 5 indicates that technical, appearance-related, digital engagement, and personalization
factors positively impact consumer buying behaviour in the Indian apparel sector after the
introduction of innovation hubs. Factor analysis of sub-factors helps determine the nature of
their influence on consumer purchasing patterns. The positive Pearson correlation values from
the rotated component matrix confirm this impact.

Consumer buying behaviour in India involves decision-making in choosing, purchasing, and
wearing apparel, balancing traditional and modern preferences (Joshi & Khatri, 2020).

The first research question was “What is the role of innovation hubs in the Indian apparel
industry?”. The results reveal that innovation hubs are essential for an evolving Indian apparel
sector. These are hubs that bring together designers, technologists, marketers, and
manufacturers for innovation through digital and sustainable practices (Harsanto et al., 2023;
Gardetti and Muthu (2015)). And they do more than improve technology; they help build
communities. It also involves creating new business models and strategies focusing on
consumer needs. Technological tools like augmented and virtual reality (Thomas, 2021), [oT-
enabled smart textiles (Fernandez-Carames & Fraga-Lamas, 2018), and Al-enabled customer
service systems (Pillai et al.). These technologies, implemented via innovation hubs, link
customers and brands thus improving service quality and brand loyalty. Impacts of innovation
hubs are different depending on where they operate. The results obtained in Tirupur, Tamil
Nadu, may not be comparable in other less industrialized areas. Moreover, these hubs need the
right infrastructure, digital readiness, and skill development for employees in SMEs (Chenoy
et al., 2019). Insufficient investments in such areas may restrain the growth potential of
innovation hubs across India.
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The second research question was “What are the factors influencing customer purchasing habits
in Indian apparel industry after the introduction of innovation hubs?”. The second research
question was addressed through factor analysis, which identified four significant dimensions
impacting consumer buying behaviour: digital engagement and support, tech-enabled
sustainability, enhanced retail experiences, and social influence and co-creation. The highest
variance was explained by digital engagement and support factors (32.902%). Technologies
like augmented reality (AR), interactive websites, and Al-powered services have become key
differentiators in the consumer journey. These findings align with the Technology Acceptance
Model (Davis, 1989), perceived usefulness and ease of use drive adoption. In urban Indian
markets, digitally empowered consumers expect on-demand, personalized shopping
experiences (Rasool et al., 2020), and innovation hubs are instrumental in meeting those
expectations. Tech-enabled sustainability factors (15.388%) reveal an increasing consumer
sensitivity toward ethical and eco-friendly apparel. IoT-enabled smart textiles (Singha et al.,
2019), mobile applications that inform sustainability practices (Bhosale et al., 2022), and
materials certified by eco-labels (Aram & Tryphena, 2017) are shaping purchase decisions. This
supports prior findings that Indian consumers are becoming more environmentally conscious,
particularly when technology enhances transparency and traceability (Victor et al., 2018). The
third factor, enhanced retail experience (9.573%), emphasizes the importance of transforming
both physical and digital retail spaces. Customizable apparel options and virtual try-on tools
reflect a shift toward experiential retail (Batool & Mou, 2023). This resonates with studies that
suggest that hybrid retail experiences are especially valued in fashion where fit, feel, and
personal identity matter (Roggeveen et al., 2021). Social influence and co-creation factors
(8.275%) are also critical, especially in the Indian market where community validation and peer
recommendations play a strong role. User-generated content and social media campaigns
(Colicev et al., 2019; Sharma et al., 2020) influence perception, credibility, and ultimately
purchase intent.

The findings affirm that co-creation not only enhances brand authenticity but also encourages
community engagement, which is pivotal in the age of digital word-of-mouth. While the factor
structure is statistically validated, its interpretation must consider certain contextual constraints.
The use of convenience sampling and the regional scope of the study may limit generalizability.
Moreover, the influence of these factors could vary by age, income, gender, and geographic
location—elements not deeply explored in the current study but essential for a fuller
understanding of market segmentation.

In conclusion, innovation hubs serve as critical infrastructures for advancing technological and
sustainable marketing strategies in the Indian apparel sector. The identified factors provide
apparel marketers with a strategic framework to align their innovations with evolving consumer
expectations. However, their effective application demands a nuanced understanding of local
capabilities, consumer diversity, and long-term digital inclusion strategies.

Limitations and Future Research Directions

The research provides insights on how innovation hubs influence consumer buying behaviour
in the Indian apparel industry. Some limitations may however limit its applicability. Practical
convenience sampling carries the risk of selection bias since participants are selected based on
availability rather than their capacity to represent the broader population. And the geographic
scope was limited to South India - specifically the Tirupur district in Tamil Nadu. Such
limitations may not take into account regional differences in consumer preferences,
technological infrastructure, and innovation adoption patterns across India. This suggests that
caution should be taken when extending the findings to different situations or broader groups
of people. Using probability sampling methods and expanding the geographic reach to include
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future studies are possible. This approach would improve external validity and provide a more
comprehensive national view.

Conclusions

This study investigated the role of innovation hubs in reshaping consumer buying behaviour
within the Indian apparel industry. Using a quantitative methodology and factor analysis, the
research identified four key dimensions influencing purchasing patterns: digital engagement
and support, tech-enabled sustainability, enhanced retail experiences, and social influence and
co-creation. Addressing the first research question, the findings affirm that innovation hubs play
a transformative role by fostering technological adoption, sustainability integration, and
collaborative marketing. These hubs serve not only as physical and digital platforms for
experimentation but also as strategic tools for enhancing customer-centric innovation. Their
role is particularly impactful in regions like Tirupur, where industrial infrastructure supports
rapid technology diffusion. Regarding the second research question, the study demonstrated
that consumer preferences are increasingly shaped by digital convenience, environmental
consciousness, personalized experiences, and peer validation. These factors, derived through
robust statistical methods, offer a clear roadmap for apparel firms to align marketing strategies
with evolving consumer expectations. Unlike traditional marketing approaches, innovation
hubs facilitate the convergence of advanced technology and sustainability with consumer
engagement, thereby enabling apparel brands to differentiate themselves in a competitive
landscape. However, the applicability of these findings is moderated by regional,
infrastructural, and demographic variations, suggesting the need for localized implementation
strategies. The authors also suggested recommendations for future researchers and stakeholders
in the Indian apparel industry. The recommendations are as follows:

1) Prospective researchers should increase the sample size by including the sample
population across India which reduces the bias.

2) Potential researchers should use statistical tools such as multiple linear regression
analysis as well as factor analysis to improve the results.

3) Future researchers can use this study as a base model and develop research by
expanding the investigation by considering case studies in other countries with similar
geographical origins.

4) Stakeholders can implement the strategic model proposed by the authors to improve
the purchasing behaviour of customers.

References

Adeoye, M. A. (2023). Review of Sampling Techniques for Education. ASEAN Journal for Science Education,
2(2), 87-94. https://ejournal.bumipublikasinusantara.id/index.php/ajsed

Almousa, M. (2023). Apparel Mass Customization Digital Natives: New Insights into Development and
Technology Implementation. International Journal of Marketing Studies, 15(2), 61-70.
https://doi.org/10.5539/ijms.v15n2p61

Aram, [. A., & Tryphena, R. (2017). Recent trends in sustainable and eco-friendly textile and clothing practices
in India. International Journal of Home Science, 3(3), 328-332.

Askarzai, W., & Unhelkar, B. (2017). Research Methodologies: An Extensive Overview. International Journal
of Science and Research Methodology, 6(6), 21-42.

Basu, R., Guin, K. K., & Sengupta, K. (2014). Do apparel store formats matter to Indian shoppers? International
Journal of Retail and Distribution Management, 42(8), 698—716. https://doi.org/10.1108/IJRDM-03-2013-0065

Batool, R., & Mou, J. (2023). A systematic literature review and analysis of try-on technology: Virtual fitting
rooms. Data and Information Management, 8(2024), 100060. https://doi.org/10.1016/J.DIM.2023.100060

176


https://doi.org/10.5539/ijms.v15n2p61
https://doi.org/10.1108/IJRDM-03-2013-0065
https://doi.org/10.1016/J.DIM.2023.100060

Be, A., & Dua, K. (2023). The Buying Patterns of Today’s Consumers and Consumer Behaviour. In Advances in
Multidisciplinary Research and Development (Vol. 8, pp. 60-72).

Bhosale, G., Salokhe, S., Jadhav, S., Gaikwad, Y., & Dattawadkar, D. J. (2022). Android Based Application on
Clothes Shop. International Journal of Research Publication and Reviews, 3(5), 532-551.

Bornstein, M. H., Jager, J., & Putnick, D. L. (2013). Sampling in developmental science: Situations,
shortcomings, solutions, and standards. Developmental Review, 33(4), 357-370.
https://doi.org/10.1016/j.dr.2013.08.003

Carswell, G., & De Neve, G. (2024). Training for employment or skilling up from employment? Jobs and skills
acquisition in the Tiruppur textile region, India. Third World Quarterly, 45(4), 715-733.
https://doi.org/10.1080/01436597.2022.2156855

Chauhan, S., Banerjee, R., & Dagar, V. (2023). Analysis of Impulse Buying Behaviour of Consumer During
COVID-19: An Empirical Study. Millennial Asia, 14(2), 278-299. https://doi.org/10.1177/09763996211041215

Chenoy, D., Ghosh, S. M., & Shukla, S. K. (2019). Skill development for accelerating the manufacturing sector:
the role of ‘new-age’ skills for ‘Make in India.” International Journal of Training Research, 17(supl), 112—130.
https://doi.org/10.1080/14480220.2019.1639294

Colicev, A., Kumar, A., & O’Connor, P. (2019). Modeling the relationship between firm and user generated
content and the stages of the marketing funnel. International Journal of Research in Marketing, 36(1), 100—116.
https://doi.org/10.1016/j.ijresmar.2018.09.005

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.
MIS Quarterly, 13(3), 319-340. https://doi.org/10.2307/249008

Dhiman, R., Chand, P. K., & Gupta, S. (2018). Behavioural Aspects Influencing Decision to Purchase Apparels
amongst Young Indian Consumers. F1IB Business Review, 7(3), 1-13.
https://doi.org/10.1177/2319714518790308

Fernandez-Caramés, T. M., & Fraga-Lamas, P. (2018). Towards the internet-of-smart-clothing: A review on IoT
wearables and garments for creating intelligent connected E-textiles. Electronics, 7(12), 405.
https://doi.org/10.3390/electronics7120405

Ganbold, S. (2024). Apparel market in the Asia-Pacific region - statistics & facts. Statista.
https://www.statista.com/topics/10690/apparel-market-in-the-asia-pacific-region/#topicOverview

Gardetti, M. A., & Muthu, S. S. (2015). Sustainable apparel? Is the innovation in the business model? - The case
of IOU Project. Textiles and Clothing Sustainability, 1, 1-9. https://doi.org/10.1186/s40689-015-0003-0

Gazzola, P., Pavione, E., Pezzetti, R., & Grechi, D. (2020). Trends in the fashion industry. The perception of
sustainability and circular economy: A gender/generation quantitative approach. Sustainability, 12(7), 2809.
https://doi.org/10.3390/sul12072809

Goswami, S., & Khan, S. (2015). Impact of Consumer Decision-making Styles on Online Apparel Consumption
in India. Vision, 19(4), 303-311. https://doi.org/10.1177/0972262915610853

Harri, A., & Levinen, J. (2024). “It should be much faster fashion”— textile industry stakeholders’ perceptions
of a just circular transition in Tamil Nadu, India. Discover Sustainability, 5(1), 39.
https://doi.org/10.1007/s43621-024-00211-8

Harsanto, B., Primiana, 1., Sarasi, V., & Satyakti, Y. (2023). Sustainability Innovation in the Textile Industry:
A Systematic Review. Sustainability, 15(2), 1549. https://doi.org/10.3390/su15021549

Huong, N. T. L. (2022). Innovation of Products and Processes in the Textile Garment Enterprises: Viewing from
Vietnam’s Policy. The International Journal of Business Management and Technology, 6(1), 188-200.

Joshi, R., & Khatri, S. (2020). Consumer Buying Behavior towards Multinational Branded Apparels: A Case of
Nainital District. International Journal of Creative Research Thoughts, 8(8), 3239-3248.

Kaya, O. (2021). Innovation Culture in Textile Enterprises. International Marmara Scientific Research and
Innovation Congress, 311-318.

Kumari, S., & Polke, N. (2019). Implementation Issues of Augmented Reality and Virtual Reality: A Survey. In
International Conference on Intelligent Data Communications Technologies and Internet of Things (Vol. 26, pp. 853—
861). Springer Science and Business Media Deutschland GmbH. https://doi.org/10.1007/978-3-030-03146-6_97

Liébana-Cabanillas, F., Japutra, A., Molinillo, S., Singh, N., & Sinha, N. (2020). Assessment of mobile
technology use in the emerging market: Analyzing intention to use m-payment services in India.
Telecommunications Policy, 44(9), 102009. https://doi.org/10.1016/].telpol.2020.102009

177


https://doi.org/10.1016/j.dr.2013.08.003
https://doi.org/10.1080/01436597.2022.2156855
https://doi.org/10.1177/09763996211041215
https://doi.org/10.1080/14480220.2019.1639294
https://doi.org/10.1016/j.ijresmar.2018.09.005
https://doi.org/10.2307/249008
https://doi.org/10.1177/2319714518790308
https://doi.org/10.3390/electronics7120405
https://doi.org/10.1186/s40689-015-0003-0
https://doi.org/10.3390/su12072809
https://doi.org/10.1177/0972262915610853
https://doi.org/10.1007/s43621-024-00211-8
https://doi.org/10.3390/su15021549
https://doi.org/10.1007/978-3-030-03146-6_97
https://doi.org/10.1016/j.telpol.2020.102009

Mahmoudzadeh, T., Ghaderi, F., Jafarabadi, M. A., Sepehri, B., & Adigozali, H. (2023). Validity and Reliability
of the Persian Version of the Comprehensive Constipation Questionnaire: A Cross- Sectional Study. Journal of
Modern Rehabilitation, 17(2), 181-187. https://doi.org/10.18502/jmr.v17i2.12416

Manchanda, M., & Deb, M. (2021). On m-Commerce Adoption and Augmented Reality: A Study on Apparel
Buying Using m-Commerce in Indian Context. Journal of Internet Commerce, 20(1), 84—112.
https://doi.org/10.1080/15332861.2020.1863023

Mishra, M., Kushwaha, R., & Gupta, N. (2024). Impact of sales promotion on consumer buying behavior in the
apparel industry. Cogent Business and Management, 11(1), 2310552.
https://doi.org/10.1080/23311975.2024.2310552

Nanda, Y., Bhatt, C. D., Jayant, J., & Semwal, A. (2024). Factors Affecting Buying Behavior Towards Apparels:
A Study on the City of Dehradun. Journal of Informatics Education and Research, 4(2), 2553-2562.

Nayak, R., & Padhye, R. (2015). Introduction: The apparel industry. In Garment Manufacturing Technology (pp.
1-17). Elsevier. https://doi.org/10.1016/B978-1-78242-232-7.00001-1

Pandian, V., Awang, M., Ishak, R., & Ming, G. K. (2023). Validity and Reliability of Organizational Trust
Instrument. International Journal of Academic Research in Progressive Education and Development, 12(2), 84—
96. https://doi.org/10.6007/ijarped/v12-i2/16564

Pillai, R., Brijesh, S., & Dwivedi, Y. K. (2020). Shopping intention at Al-powered Automated Retail Stores
(AIPARS). Journal of Retailing and Consumer Services, 57, 102207.

Prasad, A. (2022). Consumer Buying Behaviour towards Branded Readymade Apparels in Himachal Pradesh.
International Journal of Research in Science Advanced Technology and Management Studies, 4(6), 1-5.

Rasool, A., Shah, F. A., & Islam, J. U. (2020). Customer engagement in the digital age: a review and research
agenda. Current Opinion in Psychology, 36, 96—100. https://doi.org/10.1016/j.copsyc.2020.05.003

Rogers, E. M. (2003). Diffusion of Innovations (5th ed.). Free Press. ISBN: 9780743222099

Roggeveen, A. L., Grewal, D., Karsberg, J., Noble, S. M., Nordfilt, J., Patrick, V. M., Schweiger, E., Soysal, G.,
Dillard, A., Cooper, N., & Olson, R. (2021). Forging meaningful consumer-brand relationships through creative
merchandise offerings and innovative merchandising strategies. Journal of Retailing, 97(1), 81-98.
https://doi.org/10.1016/j.jretai.2020.11.006

Sanil, H. S., Ramakrishnan, S., Alwethainani, M., Kazi, A. G., & Siddique, M. (2016). Effectiveness of Supply
Chain Management with Reference to Apparel Industry: A Case Study in India. International Review of
Management and Marketing, 6(4), 176—184.

Sharma, S., Singh, S., Kujur, F., & Das, G. (2020). Social media activities and its influence on customer-brand
relationship: An empirical study of apparel retailers’ activity in india. Journal of Theoretical and Applied
Electronic Commerce Research, 16(4), 602—617. https://doi.org/10.3390/jtaer16040036

Singh, N., & Sarvanan, R. (2013). A Comprehensive Study on Female Buying Behaviour for Apparel Segment
in Coimbatore. International Journal of Textile and Fashion Technology, 3(1), 67-82.

Singha, K., Kumar, J., & Pandit, P. (2019). Recent Advancements in Wearable & Smart Textiles: An Overview.
Materials Today: Proceedings, 16, 1518—1523.

Sivalogathasan, V., & Wu, X. (2015). Impact of Organization Motivation on Intellectual Capital and Innovation
Capability of the Textile and Apparel Industry in Sri Lanka. International Journal of Innovation Science, 7(2),
153-168.

Thomas, S. (2021). Investigating interactive marketing technologies — adoption of augmented/virtual reality in
the Indian context. International Journal of Business Competition and Growth, 7(3), 214-230.

Victor, V., Joy, T. J., Jeyakumar, N. R., & Farkas, M. F. (2018). Factors influencing consumer behavior and
prospective purchase decisions in a dynamic pricing environment-an exploratory factor analysis approach. Socia/
Sciences, 7(9), 153. https://doi.org/10.3390/s0csci7090153

Zhang, D. J., Dai, H., Dong, L., Wu, Q., Guo, L., & Liu, X. (2019). The value of pop-up stores on retailing
platforms: Evidence from a field experiment with Alibaba. Management Science, 65(11), 5142-5151.
https://doi.org/10.1287/mnsc.2019.3410

178


https://doi.org/10.18502/jmr.v17i2.12416
https://doi.org/10.1080/15332861.2020.1863023
https://doi.org/10.1080/23311975.2024.2310552
https://doi.org/10.1016/B978-1-78242-232-7.00001-1
https://doi.org/10.6007/ijarped/v12-i2/16564
https://doi.org/10.1016/j.copsyc.2020.05.003
https://doi.org/10.1016/j.jretai.2020.11.006
https://doi.org/10.3390/jtaer16040036
https://doi.org/10.3390/socsci7090153
https://doi.org/10.1287/mnsc.2019.3410

	Acta Prosperitatis
	No. 16
	Riga 2025


	EVALUATING THE IMPACT OF OIL PRICE VOLATILITY AND RENEWABLE ENERGY ADOPTION ON PAKISTAN'S ECONOMIC GROWTH: A TIME-SERIES ANALYSIS
	Investigating the Impact of Geopolitical Tensions on Oil and Gas Prices: Strategies for Mitigating Their Effects
	Enhancing Business Education for Sustainability:  The Role of the EU Green Deal
	ESG as a vital facet in sustainable business management and political economy©
	The influence of the COVID-19 pandemic  on the fertility rates of the European Union
	THE INFLUENCE OF THE EUROPEAN LAW ON THE DEVELOPMENT  OF INTERNATIONAL LAW
	THE HARMONIZATION OF INTERNATIONAL LAW AND NATIONAL LAW SYSTEMS IN ENSURING A HIGH-LEVEL PROTECTION OF HUMAN RIGHTS
	INNOVATIVE IT SOLUTIONS AS A DRIVER  OF INTELLECTUAL DEVELOPMENT OF SOCIETY
	ORGANISATIONAL FRAMEWORK OF MEDIATORS’  SELF-GOVERNANCE
	THE POSSIBILITIES AND RISKS OF USING ARTIFICIAL INTELLIGENCE IN MEDIATION
	Quadcopter PrototypING  for Teaching University Students
	THE CHALLENGES AND PROSPECTS OF STRENGTHENING  THE PROCEDURAL ROLE OF THE PRE-TRIAL INVESTIGATION OFFICER IN LITHUANIAN LAW
	PolyPhenol profile of Flowers, fruits and food supplements of sambucus nigra
	Enhancing Consumer Buying Behaviour Through Innovation Hubs: A Quantitative Study  in the Indian Apparel Sector

