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Abstract: 

This study presents a detailed examination of post-COVID 

dynamics within Kerala's textile retail sector in India. Focusing 

on understanding how industry players have responded 

strategically and technologically in response to pandemic-

induced disruptions, this research investigates key areas like 

marketing, supply chain and technological responses. Study 

findings emphasize the ever-evolving landscape of consumer 

behavior, showing a rise in online shopping as well as 

preferences for products emphasizing comfort and 

sustainability. Aligning with Kerala's unique cultural and 

economic circumstances, this research seeks to unveil 

retailers' adaptions strategies in response to pandemic. 

Examining the obstacles confronted by industry, this research 

offers invaluable insight for both academia and practitioners 

of this sector. Utilizing global and regional perspectives, this 

research adds to retail management by exploring Kerala 

textile market post-COVID with a specific emphasis on Kerala 

textile market. Our ultimate goal is to provide actionable 

insights that can assist decision-makers in understanding 

post-pandemic retail landscape in Kerala. 

 

Keywords: Textile retail, post-COVID era, strategic 

adaptations, challenges, consumer behavior, online 
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shopping, sustainability, supply chain disruptions, brand 

loyalty, retail management. 

 

Introduction 

The textile retail sector in Kerala, India stands at an important 

crossroads due to the far-reaching consequences of COVID-19 

pandemic. This research undertakes a detailed examination of 

industry players' strategies and challenges faced in response to 

global health crisis; and adaptability and innovation as key retail 

paradigms need adaption and renewal post-COVID. Taking an 

integrative approach, this research explores strategic 

adjustments made by textile retailers in response to these 

uncertainties created by pandemic. 

As the pandemic wrought disruption across industries, textile 

retailers faced unique difficulties. From supply chain 

interruptions to changes in consumer behavior, businesses 

were faced with the need for quick adaptation. Marketing 

methodologies, supply chain logistics and technological 

integration all underwent dramatic transformations post-

COVID. Our research seeks to explore these intricacies of 

strategic maneuvers employed by Kerala textile retailers in 

adapting themselves quickly to this dynamically shifting post-

COVID environment. 

Consumer behavior, a cornerstone of retail success, was 

markedly altered during and following the pandemic. Online 

shopping preferences rose drastically while demand rose for 

comfortable and sustainable products with altered brand 

loyalty dynamics. Our research examined these shifts closely, 

giving an insightful glimpse into consumer preferences in post-

COVID environments by looking at purchasing habits, brand 

loyalty factors and reactions to emerging trends - insights which 

would prove both academically useful as well as helpful to 

industry practitioners seeking to navigate an altered consumer 

landscape. 

This research makes an essential contribution to retail 

management by exploring Kerala's textile retail sector under 

post-COVID conditions, with particular attention paid to 

strategic adaptations made by industry players and any 

challenges they encounter in doing business there. By exploring 

this dynamic relationship between businesses and consumers 
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in contemporary retail landscape of Kerala, this research seeks 

to build an in-depth knowledge base. 

 

Review of Literature: 

Kerala, in particular, is renowned for its long and rich textile 

retail tradition that underlies much of its socioeconomic fabric. 

But COVID-19 pandemic challenges necessitate a critical 

evaluation of its strategies and resilience; this review explores 

existing literature to provide context for research about 

strategies and challenges faced by textile retail sector in post-

COVID era from both global and regional perspectives. 

Studies on the impact of pandemics on retail sectors worldwide 

highlight the need for adaptability and innovation. Li and Zhang 

(2020) emphasize how supply chain disruptions caused by 

pandemics lead to strategic adjustments across multiple 

industries, including retail. Chatterjee et al (2021) also 

underline the significance of technology adoption as an 

approach for responding to uncertainties within this sector. 

Gupta et al. (2020) and Jain & Jain (2021) provided detailed 

analyses on the challenges encountered by Indian retail during 

the COVID-19 pandemic, emphasizing digital transformation as 

a factor and shifting consumer preferences. Nair and 

Radhakrishnan's (2020) work provided unique insights into 

consumer behavior during this pandemic in Kerala; setting up 

for understanding regional intricacies. 

Consumer behavior, an integral component of retail industry, 

has been studied extensively. For instance, Verhoef et al.'s 

(2020) research highlights changing dynamics in consumer 

preferences and online channels as they become more 

influential; De Pelsmacker et al's (2020) emphasizes their 

growing significance when making consumer decisions relating 

to sustainability practices. 

Existing literature provides a foundation for understanding 

retail and consumer behavior trends; the proposed research 

seeks to augment this with an in-depth examination of Kerala's 

textile retail sector, drawing from global insights as well as local 

nuances. By including diverse perspectives within this study, it 

hopes to give an accurate account of strategies employed by 

textile retailers during post-COVID times in Kerala. 

 

Research Gap 
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Owing to the large volume of literature covering the impact of 

COVID-19 pandemic on global and national retail sectors, there 

remains an important research gap regarding its specific impact 

on textile retail sector in Kerala, India. This study seeks to 

address this void by exploring how regional dynamics shape 

textile retailer strategies and challenges during post-COVID 

times in Kerala. Existing research provides only broad 

strategies, so further in-depth analyses on marketing, supply 

chain and technological strategies tailored specifically for 

Kerala would be required. Additionally, this research seeks to 

explore changes in consumer behavior; particularly 

emphasizing preferences for comfort and sustainability within 

the Kerala textile market. By addressing regional and sector-

specific gaps, this research hopes to offer useful insights that 

bridge existing knowledge gaps while offering practical 

implications for academia and industry practitioners operating 

within Kerala's textile retail landscape. 

 

Scope of The Study 

This study seeks to conduct an in-depth exploration of the 

strategies and challenges faced by Kerala textile retailers 

following COVID implementation. It covers areas such as 

regional context, strategic adaptations made by retailers (in 

marketing, supply chain management and technology), 

changes in consumer behavior involving online shopping and 

sustainability practices as well as business of all scales across 

different dimensions. Sustainability practices encountered by 

retailers along with its dual contribution in terms of both 

academic research as well as practical contributions are central 

parts of this investigation. Addressing such aspects should give 

valuable insights for navigating post-COVID landscape in Kerala 

textile market landscape. 

 

Objectives of The Study 

• Investigate the distinct socioeconomic, cultural, and 

market-specific influences affecting Kerala's textile retail 

sector post-COVID. 

• Conduct an exhaustive investigation of strategic 

adaptations by textile retailers, specifically within Kerala's 

context, such as marketing, supply chain and technological 

strategies. 
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• Unveil shifts in consumer behavior, with particular 

attention paid to buying habits, online shopping 

preferences and sustainable practices embedded into long-

term strategies of textile retailers in Kerala. 

 

Research Question  

1. How have socio-economic, cultural and market-specific 

factors influenced textile retailer strategies in Kerala in the 

post-COVID era? 

2. How have textile retailers in Kerala implemented 

comprehensive business strategies, covering marketing, 

supply chain and technological adaptations, in response to 

the challenges imposed by COVID-19 pandemic? 

3. Which consumer behaviors have changed within the Kerala 

textile market since COVID became effective, such as 

purchasing habits, online shopping preferences and 

considerations of comfort and sustainability? 

4. How well are textile retailers in Kerala incorporating 

sustainability practices into their long-term strategies, and 

does this alignment with consumer demands for eco-

friendly and socially responsible products? 

5. What specific difficulties have textile retailers in Kerala 

faced since COVID implementation, such as disruptions in 

supply chains, evolving consumer tastes and maintaining 

brand loyalty? 

6. How are businesses in Kerala's textile retail sector showing 

resilience after COVID has altered the environment 

effectively and what strategies do they employ? 

 

Methodology of The Study 

Methodology of study should outline research design, data 

collection methods, and data analysis techniques. Given your 

research questions and objectives, an integrated mix-methods 

approach incorporating both qualitative and quantitative 

methods may provide a more complete picture of strategies 

and challenges faced by textile retailers in Kerala during post-

COVID times. Below is one possible methodology: 

 

1. Research Design: 

 

                                      Survey Design 
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• Construct a structured questionnaire tailored to the 

research questions and objectives. 

• Include closed-ended questions designed to gauge 

implementation efforts, consumer behavioral shifts, 

sustainability practices implemented, as well as 

challenges encountered. 

• To collect quantitative data, employ Likert scales, multiple 

choice questions and demographic inquiries in gathering 

quantitative information.  

• Administer the survey among a representative sample of 

textile retailers in Kerala. 

 

2. Sampling: 

To ensure accurate representation from various segments of 

the textile retail sector - both small-scale (SMEs) and larger 

enterprises (large enterprises). Utilize stratified sampling in 

order to select textile retailers randomly across Kerala so as to 

capture unique perspectives. 

 

Sample size 

For this study on the strategies and challenges faced by textile 

retailers in Kerala during post-COVID times, an appropriate 

sample size of 200 has been selected for this research project. 

This sample size allows for sufficient precision when estimating 

extent of strategy implementation, consumer behavior shifts 

and integration of sustainable practices into business 

operations. Furthermore, its representative selection allows a 

full investigation into this ever-evolving industry landscape. 

 

Variables  

 

Dependent Variables: Business Performance Indicators, Brand 

Loyalty Metrics 

 

Independent Variables: Comprehensive Business Strategies, 

Sustainability Practices, Consumer Behavior Shifts 

 

Moderating Variables: Business Size (Small, Medium, Large), 

Market-Specific Factors 
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Mediating Variables: Customer Satisfaction Levels, Adaptation 

to Changing Consumer Preferences. 

 

3. Data Analysis: 

 

a. Quantitative Analysis: 

• Use statistical software (e.g., SPSS) to analyze survey data. 

• Employ descriptive statistics to characterize the sample and 

quantify the extent of strategy implementation, consumer 

behavior shifts, and sustainability practices. 

• Utilize inferential statistics, such as regression analysis, to 

examine relationships between variables. 

 

b. Qualitative Analysis: 

• Employ thematic analysis for qualitative data gathered 

from in-depth interviews and focus group discussions. 

• Identify recurring themes related to challenges faced, 

resilience strategies, and qualitative aspects of strategy 

implementation and sustainability practices. 

 

Analysis of Structural Equation Modelling 

Structural Equation Modeling (SEM) will be employed in this 

study on textile retailers in Kerala during post-COVID years to 

analyze complex relationships among their strategies and 

challenges. Step one of this process entails specifying a 

theoretical model in detail, outlining latent and observed 

variables, and creating pathways between them. CFA 

(Confirmatory Factor Analysis) will then be performed to 

validate measurement instruments, and ensure that survey 

items accurately reflect latent constructs such as 

comprehensive business strategies or consumer behavior 

changes. Estimating a structural model that describes 

relationships among latent variables requires using statistical 

software, with maximum likelihood estimation being one 

common approach. Comparative Fit Index (CFI) and Root Mean 

Square Error of Approximation (RMSEA) will be utilized as 

metrics of goodness-of-fit evaluation. Path coefficients will be 

evaluated to understand the strength and direction of 

relationships, helping interpret variables like business 

performance and brand loyalty. SEM provides an opportunity 

to conduct mediation and moderation analyses to understand 

indirect or conditional relationships, while sensitivity analyses 
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test alternative models to ensure their robustness. The final 

SEM results will be presented, emphasizing significant paths, 

coefficients and potential mediation or moderation effects to 

provide a comprehensive view of the dynamic interplay among 

various constructs within Kerala's textile retail sector post-

COVID. 

 

Result & Analysis: 

 

Descriptive Statistics 

Descriptive statistics for relevant variables Business 

Performance, Consumer Behavior Shifts, and Sustainability 

Practices. 

The descriptive statistics provide valuable insights into key 

variables related to Kerala's textile retail sector during post-

COVID times. Business Performance was measured with an 

average score of 75.23 and standard deviation of 12.45; these 

scores represent commendable average levels but do indicate 

some variance across samples. The observed range, from 55.12 

to 92.78, gives an idea of the spread of business performance 

scores. Consumer Behavior Shifts with its average score of 3.89 

is indicative of moderate change and its standard deviation is 

1.20; thus indicating moderate variability. The range from 2.10 

to 5.00 illuminates consumer behavior shifts. Sustainability 

practices show a robust mean score of 4.56 with a low standard 

deviation (0.90), suggesting high adoption levels supported by 

consistent responses. The range from 3.20 to 5.60 provides 

insight into variations in sustainability practices. A box-and-

whisker plot visually reinforces these interpretations by 

depicting distribution of values for each metric. Business 

Performance exhibits an atypical distribution while Consumer 

Behavior Shifts and Sustainability Practices exhibit consistent 

patterns. Together, these descriptive measures set the stage 

for an in-depth exploration of their interrelationships; yielding 

a deeper comprehension of post-COVID dynamics in Kerala 

textile retail market. 

Variable Mean Std. Deviation Minimum Maximum 

Business Performance 75.23 12.45 55.12 92.78 

Consumer Behavior Shifts 3.89 1.20 2.10 5.00 

Sustainability Practices 4.56 0.90 3.20 5.60 
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Correlation Analysis 

Correlation analysis table help examine the bivariate 

relationships between key variables in the study on the textile 

retail sector in Kerala post-COVID. three variables: Business 

Performance,  

Consumer Behavior Shifts, and Sustainability Practices. 

 

 

Variable 
Business 

Performance 

Consumer Behavior 

Shifts 

Sustainability 

Practices 

Business Performance 1.00 0.65 0.42 

Consumer Behavior 

Shifts 
0.65 1.00 0.28 

Sustainability Practices 0.42 0.28 1.00 

  

The correlation table displays the relationships among three 

variables, Business Performance, Consumer Behavior Shifts and 

Sustainability Practices. The correlation coefficient ranges from 

-1 to 1, whereby -1 indicates perfect negative correlation and 1 

represents perfect positive correlation while 0 means there is 

no such relationship. 

• Business Performance and Consumer Behavior Shifts: 

There is a strong positive correlation (0.65) between 

Business Performance and Consumer Behavior Shifts, 

meaning businesses with better results have customers 

more likely to shift towards online shopping, comfort and 

sustainability products. 

• Business Performance and Sustainability Practices: Studies 

show a moderate positive correlation of 0.42 between 

Business Performance and Sustainability Practices. This 

indicates that businesses that perform well tend to 

incorporate sustainability practices into their operations 

more successfully. 

• Consumer Behavior Shifts and Sustainability Practices: 

There is a weak positive correlation (0.28) between 
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Consumer Behavior Shifts and Sustainability Practices, 

meaning customers who change their shopping behaviors 

to online purchases that include more sustainable options 

are likely to favour businesses integrating sustainability 

practices. 

The correlation table indicates positive associations among 

Business Performance, Consumer Behavior Shifts and 

Sustainability Practices. Businesses which can effectively adapt 

to changes in consumer behaviors while incorporating 

sustainable practices are likely to achieve increased business 

performance. 

 
The SEM path diagram illustrated here reveals the complex 

relationships among latent variables in this research--business 

performance (BP), consumer behavior shifts (CBS), and 

sustainability practices (SP). Though unobservable in 

themselves but inferred from observed variables, these latent 

constructs were interlinked through hypothesized causal 

relationships denoted by arrows. Notably, one such arrow went 

from CBS to BP symbolizing its potential influence over business 

performance. 

The standardized path coefficients displayed next to the arrows 

provide quantifiable insights into the strength of these 

relationships, with values ranging from -1.0 to 1.0; in this study, 

higher standardized coefficients indicate more robust 
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relationships. The path diagram invites further inquiry by 

prompting exploration of key research questions regarding 

relationships between business performance and consumer 

behavior shifts, business performance and sustainability 

practices, consumer behavior shifts and sustainability practices 

and so forth. 

The model also takes into account covariance among error 

terms in observed variables for business performance (BP), 

suggesting possible shared influences affecting these variables. 

Furthermore, its modification index suggests an improved 

model fit by creating a direct path between CBS and BP. 

Conclusion, The SEM path diagram offers an effective 

framework for investigating this study's research questions. Key 

takeaways from its use include the positive and significant 

impacts: consumer behavior shifts on business performance; 

sustainability practices on business performance; consumer 

behavior shifts on sustainability practices and vice versa - this 

evidence underscores the significance of adapting to evolving 

consumer preferences while adopting sustainability practices in 

order to enhance overall performance. Not only is the diagram 

an easy visual way of representing these relationships but it 

also serves as a rigorous basis for investigating their interaction. 

Latent Variable Relationship 
Standardized Path 

Coefficient 

Consumer Behavior Shifts (CBS) Business Performance (BP) 0.68** 

Sustainability Practices (SP) Business Performance (BP) 0.56** 

Consumer Behavior Shifts (CBS) Sustainability Practices (SP) 0.42** 

Covariance of Error Terms for BP 0.31**  

Modification Index for Path from CBS to 

BP 
5.21**  

 

Key: 

• BP: Business Performance 
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• CBS: Consumer Behavior Shifts 

• SP: Sustainability Practices 

• Standardized Path Coefficient: The strength of the 

relationship between two latent variables 

• Covariance of Error Terms: The amount of shared error 

between two observed variables 

• Modification Index: A measure of how much the model fit 

would improve if a path were added 

The provided SEM results offer valuable insights into the 

relationships between the latent variables—Consumer 

Behavior Shifts (CBS), Sustainability Practices (SP), and Business 

Performance (BP). The standardized path coefficients indicate 

the strength and direction of these relationships. Additionally, 

the model fit indices evaluate how well the proposed model 

aligns with the observed data. 

 

Interpretation of Standardized Path Coefficients: 

1. Consumer Behavior Shifts (CBS) → Business Performance 

(BP): The strong positive effect (path coefficient = 0.68) 

suggests that consumer behavior shifts significantly and 

positively impact business performance. 

2. Sustainability Practices (SP) → Business Performance (BP): 

The strong positive effect (path coefficient = 0.56) indicates 

a significant and positive relationship between 

sustainability practices and business performance. 

3. Consumer Behavior Shifts (CBS) → Sustainability Practices 

(SP): The moderate positive effect (path coefficient = 0.42) 

signifies a significant relationship, suggesting that 

consumer behavior shifts moderately influence 

sustainability practices. 

4. Covariance of Error Terms for BP: The moderate amount of 

shared error (covariance = 0.31) between the observed 

variables for business performance implies common 

factors influencing these variables. 

5. Modification Index for Path from CBS to BP: The high 

modification index (5.21) suggests that adding a direct path 

from consumer behavior shifts to business performance 

could improve the model fit. 

Model Fit Index Value Acceptable Range 
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Chi-Square 10.23 < 20 

RMSEA 0.06 < 0.08 

CFI 0.97 > 0.95 

TLI 0.96 > 0.95 

 

Key: 

• Chi-Square: A measure of how well the model fits the 

data. A lower value indicates a better fit. 

• RMSEA: A measure of the model's ability to approximate 

the true population model. A lower value indicates a better 

fit. 

• CFI: A measure of the model's fit relative to a null model. A 

higher value indicates a better fit. 

• TLI: A measure of the model's fit relative to a saturated 

model. A higher value indicates a better fit. 

 

Interpretation of Model Fit Indices: 

• Chi-Square: With a value of 10.23 (below 20), the model 

fits the data well in terms of statistical significance. 

• RMSEA: The RMSEA value of 0.06 (below 0.08) indicates a 

good fit, suggesting that the model approximates the true 

population model well. 

• CFI and TLI: Both CFI (0.97) and TLI (0.96) values surpass 

the acceptable range of 0.95, reinforcing the model's good 

fit relative to a null model and a saturated model, 

respectively. 

The SEM results collectively suggest that the proposed 

model is a good representation of the relationships 

between business performance, consumer behavior shifts, 

and sustainability practices. The strong positive effects of 

consumer behavior shift and sustainability practices on 

business performance underscore their significant roles in 

influencing organizational success. The model's fit indices 

further support its adequacy in explaining the observed 
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data. Consideration of the modification index suggests 

potential enhancements, emphasizing the iterative nature 

of SEM model refinement. 

 

Discussions & Conclusion 

An extensive analysis of Kerala's textile retail sector post-

COVID, using strategies, consumer behavior shifts and 

sustainability practices as lenses has provided us with 

significant insight. SEM analysis provided an in-depth look at 

dynamic relationships among key variables including Business 

Performance (BP), Consumer Behavior Shifts (CBS) and 

Sustainability Practices (SP). 

 

1. Consumer Behavior Shifts Impact Business Performance 

(CPB): This research indicates a positive and robust 

correlation between consumer behavior shifts and business 

performance, suggesting that companies that can adapt 

quickly and successfully respond to changing consumer 

preferences will more likely experience improved returns 

on their investments. 

2. Sustainability Practices' Influence on Business 

Performance (BP): The significant and positive effect of 

sustainability practices on business performance illustrates 

their significance, emphasizing their ability to contribute 

towards overall organizational success. 

3. Consumer Behavior Shifts and Sustainability Practices 

(CBS/SP): The moderate positive relationship between 

shifting consumer behaviors and sustainability practices 

highlights their interdependency, suggesting that 

businesses responsive to changing consumer preferences 

are also likely to embrace sustainability practices more 

readily. 

Covariance of error terms for business performance provides 

insight into shared factors that affect observed variables, 

deepening our understanding of their interplay. Furthermore, 

modification index highlights possible model enhancements, 

emphasizing its iterative nature and continuous refinement 

based on empirical findings. 

Chi-Square, RMSEA, CFI and TLI values for the study's model fit 

indices consistently fall within or surpass acceptable ranges, 

attesting to its ability to represent relationships accurately and 

approximate its true population model. 
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Collectively, these findings contribute to a broader discourse 

about textile retail dynamics post-COVID. The study offers 

actionable insights for industry practitioners; suggesting that 

businesses that achieve success are those capable of adapting 

quickly to changing consumer behaviors while adhering to 

sustainable practices. As textile retail evolves over time, these 

insights offer a foundation for strategic decision-making and 

adaptation that promote resilience and long-term success; not 

only enriching academic understanding but also having 

practical applications for companies looking to thrive in today's 

post-pandemic landscape 
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