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Abstract 

Awareness on handloom saris may likely influence the purchase of handloom saris. 

Accordingly an attempt has been made in this paper to know the variables that influence the 

level of awareness of working women on handloom saris. To facilitate this, primary data have 

been collected from a sample of 1220 working women, identified through convenience 

sampling method. Working women awareness on handloom saris has been measured by 

giving scores to awareness related questions namely, places of making, places of availability, 

procedure of making, handloom mark, existence of handloom brand, types of handloom 

fabric, health benefits in wearing handloom fabric, eco- friendly and availability in online 

stores. Chi-square test has been used to analyse the data. It has been found that, Area of 

Residence, Type of Family, Occupation, Monthly Income, Family Income and Frequency of 

Usage significantly influence the level of awareness on handloom saris.  

Key Words:  Awareness -Working Women – Handloom Saris. 

 

I. Introduction 

India is the motherland for saris and Indian women are identified around the world with this 

wonderful dress. Sari is a garment of five to nine yards that gives a graceful look to women 

of all ages. Mostly, sari consists of three parts namely field, border and the end part known as 

pallu. Sari varies in structure, weave, material, texture, style, color and length based on the 

tradition, place, community and culture.  There are different varieties of saris like, synthetic, 

georgette, chiffon, crepe, linen, silk, khadi and the like. Handloom saris are considered to be 

the pride of Indian women. They depict the culture and heritage of India. It takes hardly two 

to three days to make a handloom sari. The design and pattern of each handloom sari is 
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unique. In early days, all fabrics were handmade but due to industrialisation, mill- made 

clothes slowly entered into the market with low price compared to handloom clothes. This is 

the major reason for the decline of handloom industry. In nature, sari tells about the status of 

women in the society. Now-a-days women enter into all fields of employability and they prefer 

dress according to their nature of work. Though there are varieties of dresses, sari is considered 

to be the perfect and beautiful dress for women. So, there is always a craze for sari among 

Indian women. It is a garment which suits women of all age in spite of their appearance.        

 

II. Review of Literature 

Kumudha and  Rizwana (2013)  have made an attempt to understand the  customers level of 

awareness and various factors influencing to purchase handloom products. Data have been 

collected from 600 customers using questionnaire by adopting convenience sampling method. 

Simple percentage and weighted average rank analysis have been used to analyse the data. It 

is found that, majority of the customers are males and they came to know about the products 

through handloom exhibition, friends and relatives, handloom society, advertisement and 

through exclusive handloom outlets. Most of the customers are not aware of the various types 

of handloom products, rebate schemes and handloom mark.  Majority of the customers prefer 

to buy handloom products only when need arises followed by festivals, during special rebate, 

handloom expo and due to salesman approach. Kalaiyarasi (2014) has made a study to ascertain 

the awareness and level of satisfaction of women towards silk saris in Vellore. Data have 

been collected by issuing a well- structured questionnaire to 500 women. Simple percentage 

and Chi- square analysis have been used to analyse the data. The result of the study indicates 

that women in Vellore town have low level of awareness on silk mark. However, they show 

interest to wear Kanchipuram and Salem silk saris. The Chi-square result indicates that there 

is an association between age, occupation, income, marital status and level of satisfaction on 

silk saris. There is no relationship between educational qualification and level of satisfaction 

on silk saris. Anushya and Chinnadorai (2015) have carried out a study to know the consumer 

awareness and satisfaction towards handloom products in Coimbatore. Data for the study 

have been collected by issuing questionnaire to 100 consumers by adopting convenience 

sampling method. Data have been analyzed using simple percentage. It is found that majority 

of the consumers come to know about handloom products through sales representatives, 

friends and relatives, advertisements and through handloom exhibition. Among the various 

handloom products, customers are aware of products like bedspreads, curtains, women‟s 
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wear, towels and mats. They are satisfied with the durability, availability, and quality of 

handloom products. Gayathri  Nair and Kinslin(2016)  have made a research to examine the level 

of awareness and attitude of consumers towards handloom products in Trivandrum. A well- 

structured questionnaire has been issued to collect data from fifty customers by adopting 

convenience sampling method. Simple percentage and correlation analysis have been used to 

analyse the data. It is found that female consumers are aware of handloom products than male 

consumers. They are able to distinguish handloom products from other products but they are 

not aware of handloom mark, period when rebate are offered for handloom products and the 

availability of different types of handloom products in the market. Hariharaputhiran (2016) has 

made an attempt to examine the level of awareness, satisfaction and factors influencing the 

consumers to purchase handloom products in Erode. Structured questionnaire has been used 

to collect information from 200 consumers by adopting stratified random sampling method. 

Simple percentage and Chi- square analysis have been made use to analyse the data. The 

researcher has found that consumers are aware of handloom products through sales 

personnel, friends and relatives, trade fairs and handloom exhibition. Further there is an 

association between sources of information and level of awareness on handloom products. 

The major factors that influence the purchase of handloom product is its quality followed by 

price, comfort and the like. Consumers are satisfied with the quality, price, availability, 

durability and promotional activities on handloom products. Further, there is an association 

between opinion of consumers and level of satisfaction on handloom products. Pradnya  

Ambre and Sugandha lad (2017) have made a study to know the awareness and opinion of Khadi 

among youth. Data have been collected by issuing questionnaires to 50 students of 16-22 

years of age by adopting convenience sampling method. Simple percentage has been used to 

analyse data. It is inferred that the youth are aware of the varieties of Khadi products, khadi 

fabrics, occasions to avail discounts and various schemes offered by Khadi and Village 

Industries Commission (KVIC) for Khadi products. Further, they know that khadi is 

popularly known as Khaddar. Youth are of the opinion that Khadi is costly and has limited 

varieties, colors and designs. Likewise it is not suited to wear regularly due to high cost of 

maintenance. 
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III. Statement of the Problem 

Clothing is one of the basic necessities of human being. Changing lifestyle along with 

industrial development brought a major change in the preference of clothing among 

individuals. Women with same need tend to prefer different clothes depending up on their 

culture, age, occupation, income, area and so on. This is an area where women give constant 

importance in selection as it exposes their status in society. Varieties of saris are available in 

the market. So, women become totally confused to select the right clothes. Even educated 

women find it difficult to select from the huge varieties of clothes. They face problems like 

identification of materials, care for clothing, place of making, fabric used for making clothes, 

availability, health benefits associated with clothing, availability of various brands and the 

like.  

 Awareness on clothes before purchasing helps to make a better choice. Though there 

are varieties of clothing choices available to working women, sari is ranked first. It can be 

worn for long hours as it is airy and comfortable. Working women and sari are inseparable as 

it is considered as one of the best dresses for them. Deepti Pargai and Shahnaz Jahan (2016) 

observes that post graduates students know the meaning of khadi and its unique feature but 

they are not aware of the significance of handloom products, diversified range of khadi 

products, existence of handloom brand and fabrics used for making khadi clothes.  Lack of 

awareness on handloom saris make women to purchase saris other than handloom. Women 

have general awareness on handloom saris but they have poor knowledge on its benefits. It 

becomes therefore, to know whether the working women are aware of the various aspects 

associated with handloom sari. What are the various factors that influence the level of 

awareness on handloom saris? To find answers to the above raised questions, the following 

objective has been framed. 

 

IV. Objective 

 To find out the variables associated with the level of awareness of working women on 

handloom saris. 

 

V. Research Methodology 

The study is based on primary data collected through issue of well-structured questionnaire. The 

questionnaire contains questions relating to the personal profile and awareness of working 

International Journal of Scientific Research and Review

Volume 7, Issue 11, 2018

ISSN NO: 2279-543X

Page No: 200

ssc
Textbox



5 

 

women on handloom saris. A sample of 1220 working women in Coimbatore district has been 

selected adopting convenience sampling method.  Chi-square test has been used to analyse the 

data. 

 

VI. Level of Awareness of Working Women on Handloom Saris 

Working women awareness on handloom saris has been measured by giving scores to 

awareness related questions namely, places of making, places of availability, procedure of 

making, handloom mark, existence of handloom brand, types of handloom fabric, health 

benefits in wearing handloom fabric, eco- friendly and availability in online stores. Working 

women have been asked to express their awareness on these selected nine items, the answers 

to which are rated on a three - point scale as „highly aware‟, „aware‟ and „not aware‟. Thus, 

the maximum score a woman would get is 27.Taking this value as the base, the actual score 

obtained by each of the woman has been divided by 27and multiplied by 100. The resultant 

value has been designated as „Awareness Index‟. Standard deviation for the awareness index 

of 1220 working women has been calculated to classify them based on the level of awareness. 

The value of standard deviation is 11.57. Working women are classified into low, medium 

and high level of awareness as explained below: 

 Standard deviation has been deducted from group average (i.e.) 69.84 – 11.57 = 

58.27. Women with awareness index ranging up to 58.27 are termed as those with 

„low‟ level of awareness. 

 Standard deviation is then, added with the group average. (i.e.) 69.84+11.57 = 81.41. 

Women with awareness index above 81.40 are called as those with „high‟ level of 

awareness. 

 Women with awareness index ranging between 58.28 and 81.40 are called as those 

with „medium‟ level of awareness. 

Women classified based on the above procedure, fall into the following categories: 

 Low Awareness          =  181 Women 

 Medium Awareness   =  792 women 

 High Awareness        =  247 Women 
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Table: 1 Working Women Level of Awareness on Handloom Saris 

Variables Level of Awareness Total Calculated 

Chi-Square 

Value 

Table Value 

Low Medium High 

Area of Residence 

Urban 50 296 93 439 

12.049 

Five Per cent: 

9.488 

One Per cent : 

13.277 

 

 

(11.40%) (67.40%) (21.20%) (100.00%) 

Semi urban 90 287 92 469 

(19.20%) (61.20%) (19.60%) (100.00%) 

Rural 41 209 62 312 

 (13.10%) (67.00%) (19.90%) (100.00%) 

Age (Years) 

Up to 30 
70 261 83 414 

6.438 

Five Per cent: 

12.592 

One Per cent: 

16.812 

 

(16.90%) (63.00%) (20.00%) (100.00%) 

31-40 
73 347 95 515 

(14.20%) (67.40%) (18.40%) (100.00%) 

41-50 
28 136 55 219 

(12.80%) (62.10%) (25.10%) (100.00%) 

Above 50 
10 48 14 72 

(13.90%) (66.70%) (19.40%) (100.00%) 

Marital Status 

Married 
126 582 190 898 

2.890 

Five Per cent: 

5.991  

One Per cent: 

9.210 

 

(14.00%) (64.80%) (21.20%) (100.00%) 

Unmarried 

55 210 57 322 

(17.10%) (65.20%) (17.70%) (100.00%) 

Type of Family 

Joint 
82 308 121 511 

8.909 

Five per cent: 

5.991  

One per cent: 

(16.00%) (60.30%) (23.70%) (100.00%) 

Nuclear 99 484 126 709 
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(14.00%) (68.30%) (17.80%) (100.00%) 
9.210 

 

Total Family Members 

Up to Three 
44 188 60 292 

4.989 

Five Per cent: 

9.488 

One Per cent: 

13.277 

 

 

(15.10%) (64.40%) (20.50%) (100.00%) 

Four 
72 324 83 479 

(15.00%) (67.60%) (17.30%) (100.00%) 

Above Four 
65 280 104 449 

(14.50%) (62.40%) (23.20%) (100.00%) 

Educational Qualification 

Graduate 
52 253 83 388 

1.165  

Five Per cent: 

5.991  

One Per cent: 

9.210 

 

(13.40%) (65.20%) (21.40%) (100.00%) 

Post Graduate 

129 539 164 832 

(15.50%) (64.80%) (19.70%) (100.00%) 

Occupation       

Government 
38 289 85 412 

15.874 

Five Per cent: 

5.991  

One Per cent: 

9.210 

 

(9.20%) (70.10%) (20.60%) (100.00%) 

Private  

143 503 162 808 

(17.70%) (62.30%) (20.00%) (100.00%) 

Monthly Income 

Up to 15000 
93 290 89 472 

21.937 

Five Per cent: 

15.507 

One Per cent: 

20.090 

 

(19.70%) (61.40%) (18.90%) (100.00%) 

15001-30000 
53 238 80 371 

(14.30%) (64.20%) (21.60%) (100.00%) 

30001-45000 
12 94 22 128 

(9.40%) (73.40%) (17.20%) (100.00%) 

45001-60000 
13 87 34 134 

(9.70%) (64.90%) (25.40%) (100.00%) 

Above 60000 10 83 22 115 
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(8. 70%) (72.20%) (19.10%) (100.00%) 

Family Income 

Up to 40000 60 258 99 417 

13.926 

Five Per cent: 

12.592 

One Per cent: 

16.812 

 

 (14.40%) (61.90%) (23.70%) (100.00%) 

40001-80000 80 308 72 460 

 (17.40%) (67.00%) (15.70%) (100.00%) 

80001-120000 20 114 43 177 

 (11.30%) (64.40%) (24.30%) (100.00%)  

Above 

120000 
21 112 33 166 

 (12.70%) (67.50%) (19.90%) (100.00%) 

Periodicity of Usage 

Up to 5 102 413 113 628 

9.248 

Five Per cent: 

9.488 

One Per cent: 

13.277 

 

 (16.20%) (65.80%) (18.00%) (100.00%) 

6 to 10 39 186 53 278 

 (14.00%) (66.90%) (19.10%) (100.00%) 

Above 10 40 193 81 314 

 (12.70%) (61.50%) (25.80%) (100.00%) 

Frequency of Usage 

Very 

Frequently 
93 244 41 378 

68.884 

Five Per cent: 

9.488 

One Per cent: 

13.277 

 

 

 (24.60%) (64.60%) (10.80%) (100.00%) 

Frequently 75 373 134 582 

 (12.90%) (64.10%) (23.00%) (100.00%) 

Occasionally  13 175 72 260 

 (5.00%) (67.30%) (27.70%) (100.00%) 

Total 181 792 247  1220  

International Journal of Scientific Research and Review

Volume 7, Issue 11, 2018

ISSN NO: 2279-543X

Page No: 204

ssc
Textbox



9 

 

Variables like Age, Marital Status, Total Family Members, Educational qualification and 

Periodicity of usage are not found to be significantly associated with level of awareness. The 

other variables that are associated with the level of awareness are discussed below:  

 

 Area of residence: Area of residence is found to be significantly associated with the 

level of awareness. Working women residing in urban area are highly aware of 

handloom saris.  

 Type of Family: Type of Family is found to be significantly associated with the level 

of awareness. Working women in joint family are highly aware of handloom saris.  

 Occupation: Occupation is found to be significantly associated with the level of 

awareness. Women working in government sector are highly aware of handloom 

saris.  

 Monthly Income: Monthly Income is found to be significantly associated with the 

level of awareness. Working women who earn a monthly income of Rs.45,001 to 

Rs,60,000 are highly aware of handloom saris.  

 Family Income: Family Income is found to be significantly associated with the level 

of awareness. Working women, whose families earn a monthly income of Rs.80,001 

to Rs,1,20,000 are highly aware of handloom saris.  

 Frequency of Usage: Frequency of usage is found to be significantly associated with 

the level of awareness. Working women who wear handloom sari occasionally are 

highly aware of handloom saris.  

VII. Implication 

 More promotional activities like advertisement, awareness campaigns, and handloom 

exhibitions should be conducted to bring awareness among working women. 

 Trade fairs can be organised in working institutions to create awareness on handloom 

saris.  

 Exclusive handloom expo can be conducted to attract women in large numbers. 

 Uniform out of handloom clothes can be given to working women to generate 

awareness.  
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 Handloom Day can be celebrated in educational institutions to create awareness on 

handloom clothes. 

 

VIII. Conclusion 

Analysis carried out shows that, Area of Residence, Type of Family, Occupation, Monthly 

Income, Family Income and Frequency of Usage significantly influence the level of 

awareness on handloom saris. It is also found that, women have medium level of awareness 

on handloom saris. Many artistic fabrics and designs disappeared from the country because of 

the least importance given to this sector. Moreover, the weavers started to shift their 

profession to others for their livelihood. If this continues, slowly the precious culture will 

come to an end. This is a challenging area in research. So, researches should be conducted 

more in this area and at the same time, fashion designers can come forward to give a new 

look to this fabric to sustain the growth of this valuable material.  

Opinion of women in other category may vary. So, the result cannot be generalized.  
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