CHAPTER - I
1.1 INTRODUCTION OF THE STUDY
           In recent years, the digital revolution has profoundly transformed the way businesses operate and how consumers engage with products and services. The emergence of e-commerce platforms has not only altered traditional retail models but has also significantly influenced consumer purchasing behavior across various industries, including construction and home improvement. Among these, the tile industry, traditionally dependent on physical showrooms and in-person consultations, has gradually begun to adopt online sales channels. This shift has been driven by changing consumer expectations, the growth of digital infrastructure, and the convenience of virtual shopping experiences. The present study focuses on understanding customer purchase behavior towards online sales of tiles, with specific reference to how preferences, decisions, and perceptions are shaped in this new digital retail environment.
            Tiles, being a critical element in construction and interior design, were once considered products that required physical inspection due to their tactile and visual nature. Consumers preferred to visit showrooms to assess the quality, texture, color, and suitability of tiles in real-world lighting conditions. However, with the increasing adoption of e-commerce, even tactile products like tiles are now being explored and purchased online. Enhanced website interfaces, high-definition images, 3D visualizations, virtual room previews, and customer reviews are aiding this transition, giving consumers greater confidence to make informed choices without visiting a store. Online platforms now provide a wide range of tile options, categorized by design, material, size, price, and brand, allowing consumers to browse extensively and compare features from the comfort of their homes.
           Moreover, the COVID-19 pandemic has accelerated this digital shift. During periods of lockdown and restricted movement, online sales became not just an option but a necessity. This led to many tile companies investing in digital infrastructure, launching online stores, and offering virtual assistance, live chats, and consultation services. As a result, the customer journey for buying tiles has become more digitally integrated, with consumers seeking ease of purchase, home delivery, sample ordering, and competitive pricing online.
          This study aims to explore the factors that influence customer decisions when purchasing tiles online, such as product variety, pricing, brand reputation, website experience, delivery reliability, and post-sale services. It also seeks to identify the challenges and limitations customers face, such as lack of physical touch, concerns about product mismatch, breakage during delivery, and return difficulties. Understanding these behavioral patterns will help tile companies and e-commerce platforms refine their marketing strategies, improve user experience, and ultimately increase consumer trust in online tile shopping.
           Furthermore, the study delves into demographic influences—how age, gender, income level, and profession impact online purchase behavior in the tile segment. It examines whether younger, tech-savvy buyers are more inclined to trust online platforms, or if traditional preferences still dominate among older consumers. By analyzing such trends, this research provides valuable insights into how the tile industry can better align its e-commerce strategies with consumer expectations.
What are the benefits of Customer purchase behaviour?
· This study helps businesses understand the key factors that influence customers when buying tiles online, enabling them to develop strategies that align with consumer expectations and improve the overall buying experience.
· It provides insights into the changing preferences of customers in a digital environment, especially in a traditionally offline industry, allowing companies to adapt and stay competitive in a rapidly evolving market.
· By identifying the demographic segments more inclined to purchase tiles online, the study supports targeted marketing efforts and better allocation of resources for promotional activities.
· The research highlights the challenges and concerns faced by customers during online tile purchases, giving companies an opportunity to improve service delivery, product presentation, and customer support.
· It contributes to the academic and business understanding of consumer behavior in the construction and home décor sector, specifically in relation to e-commerce adoption and digital transformation.
· This study assists tile manufacturers and e-commerce platforms in optimizing their digital infrastructure, enhancing user interfaces, and offering value-added services like virtual previews and sample ordering.
· Overall, the findings serve as a practical guide for businesses to strengthen customer trust and satisfaction, ultimately leading to higher conversion rates and long-term customer loyalty in online tile sales.

Customer purchase behaviour advantages
· This study helps tile businesses understand online consumer preferences more clearly, allowing them to tailor their products, services, and platforms to better meet customer needs in the digital space.
· It gives valuable insights into how digital transformation is affecting purchase decisions, enabling traditional tile sellers to modernize their sales strategies and remain competitive in the market.
· The research supports data-driven decision-making by highlighting trends, pain points, and expectations of customers, helping businesses reduce guesswork and improve customer satisfaction.
· It acts as a foundation for improving the overall online buying experience, from product display to final delivery, thus enhancing trust and increasing repeat purchases among customers.
· This study offers academic value by filling a knowledge gap in the construction and interior decor sectors, especially regarding the relatively new area of online tile purchasing behavior.
· It enables marketers to design more effective promotional campaigns, pricing models, and customer engagement strategies based on real behavioral insights, increasing marketing efficiency.
· By understanding consumer behavior in depth, companies can reduce return rates, manage inventory better, and streamline their logistics and customer support systems for better performance.








INDUSTRY PROFILE
          The tile industry, an integral segment of the building materials and home improvement sector, plays a vital role in both residential and commercial construction. It encompasses a wide range of products including ceramic tiles, vitrified tiles, porcelain tiles, and natural stone tiles used for flooring, walls, kitchen backsplashes, and outdoor applications. Traditionally, tiles have been purchased through physical retail outlets and exclusive showrooms, allowing customers to inspect texture, color, and quality in person. However, with the advancement of digital technologies and the growing penetration of e-commerce platforms, the industry is gradually shifting towards online sales models, especially among urban and semi-urban consumers.
          Globally, the ceramic tile market has seen consistent growth, driven by rising construction activities, increasing disposable income, and changing aesthetic preferences. India is the second-largest tile producer in the world, after China, and has a well-established manufacturing base with major clusters in Gujarat, particularly Morbi. The Indian tile industry is dominated by large brands such as Kajaria Ceramics, Somany Ceramics, Asian Granito, Nitco, and Orient Bell, along with a vast number of small and medium-sized enterprises. These companies cater to both domestic and international markets, with a growing focus on innovation, digitalization, and sustainability.
           With increasing internet usage, changing shopping behavior, and digital awareness, the online sale of tiles has become an emerging trend, particularly after the COVID-19 pandemic. E-commerce platforms, brand-owned websites, and digital aggregators now offer detailed product catalogs, virtual visualization tools, customer reviews, and sample delivery services to support online tile shopping. Consumers are increasingly willing to browse and order tiles online, especially for small renovation projects, DIY purposes, or when provided with virtual consultation support. Brands have started investing in augmented reality (AR) tools and 3D visualization to help customers view how tiles will look in their home environment, reducing the dependency on physical inspection.
          Despite this shift, the online tile market still faces challenges such as the inability to touch and feel the product, concerns over breakage during shipping, lack of customization, and limited awareness among older consumers. Nevertheless, as digital literacy increases and logistics improve, the adoption of online channels in the tile industry is expected to grow significantly. 
1.4 STATEMENT OF THE PROBLEM
          The tile industry, traditionally reliant on physical showrooms and direct customer interaction, is witnessing a gradual shift towards online sales driven by growing internet penetration and digital adoption. Despite the convenience and expanding reach offered by e-commerce platforms, selling tiles online presents unique challenges because tiles are tactile products that customers prefer to see and feel before making a purchase decision. This has created a gap between consumer expectations and the current online buying experience. Customers often face difficulties in assessing product quality, color accuracy, texture, and durability when shopping online, leading to hesitation, dissatisfaction, or high return rates.
          Moreover, the relatively new concept of purchasing tiles through online channels raises questions about the factors influencing customer purchase behavior. There is limited understanding of how demographic factors, website usability, delivery reliability, product variety, pricing, and post-purchase services affect consumer decisions in the tile segment. Additionally, challenges related to logistics, breakage during shipping, sample availability, and customer trust remain largely unaddressed in many online platforms.
1.5 OBJECTIVES OF THE STUDY
· The primary objective of this study is to analyze the customer purchase behavior towards online sales of tiles and understand the factors influencing their buying decisions. This research aims to explore how consumers interact with digital platforms when selecting tiles and what motivates or discourages them from completing purchases online.
· The study also seeks to identify demographic patterns, such as age, gender, income, and profession, that affect online tile shopping behavior. Understanding these patterns will help businesses target their marketing efforts more effectively.
· Another key objective is to assess the role of various factors like website usability, product variety, pricing, delivery services, and after-sales support in shaping customer satisfaction and loyalty in the online tile market.
· Furthermore, the study intends to highlight the challenges and barriers customers face during online purchases, such as concerns over product quality, physical inspection limitations, delivery issues, and return policies.


[bookmark: _Hlk199674845]1.6 SCOPE OF THE STUDY
            This study focuses on understanding customer purchase behavior specifically in the context of buying tiles through online sales platforms. It explores how digital channels have influenced consumer decisions in the tile industry, which traditionally depended heavily on physical stores and direct product inspection. The research is confined to analyzing the factors that motivate customers to buy tiles online, including product variety, pricing, website experience, delivery options, and after-sales service.
          The scope extends to identifying demographic characteristics such as age, gender, income level, and occupation, and how these variables impact online tile purchase behavior. It also examines the challenges and concerns faced by customers during the online buying process, including issues related to product quality, delivery, return policies, and the inability to physically examine the product before purchase.
          While the study primarily focuses on consumer behavior, it also considers the role of e-commerce platforms and tile manufacturers in shaping the online shopping experience. However, it does not delve deeply into the technical aspects of tile manufacturing or offline sales strategies.
          Geographically, the study is limited to [specify region or country, e.g., urban and semi-urban areas in India], where internet penetration and e-commerce adoption rates are sufficiently high to support online tile sales. The research covers a range of tile types commonly available online, such as ceramic, vitrified, porcelain, and natural stone tiles.
          Overall, the study aims to provide practical insights for tile manufacturers, online retailers, marketers, and other stakeholders interested in enhancing the online sales channel, improving customer satisfaction, and driving growth in the digital marketplace for tiles.
[bookmark: _Hlk199674907]
1.7 LIMITATIONS OF THE STUDY
          While this study aims to provide comprehensive insights into customer purchase behavior towards online sales of tiles, it is subject to certain limitations. Firstly, the research is geographically limited to [specify region or city, e.g., urban areas of India], which may affect the generalizability of the findings to other regions or countries with different market dynamics and consumer behaviors.
         Secondly, the study focuses primarily on online sales channels and does not extensively cover offline purchasing behavior, which still holds significant importance in the tile industry. As a result, the comparison between online and offline buying patterns is limited.
          Thirdly, the data collection relies heavily on self-reported responses from consumers, which may be subject to biases such as social desirability or recall inaccuracies. Additionally, the sample size and demographic diversity may restrict the ability to generalize results across all customer segments.
           The study also does not delve deeply into the technical aspects of tile manufacturing, pricing strategies, or the operational challenges faced by e-commerce platforms, which could influence online sales but are beyond the scope of this research.
          Finally, rapid technological advancements and changing market conditions mean that consumer behavior and e-commerce trends may evolve quickly, potentially impacting the long-term relevance of the study’s findings.














[bookmark: _Hlk199674985]CHAPTER – II
2. REVIEW OF LITERATURE
            The study of customer purchase behavior in the context of online sales has attracted significant academic and practical interest, especially with the rapid growth of e-commerce globally. Various researchers have explored the factors influencing consumer decisions, including trust, convenience, product information, price sensitivity, and technological ease of use.
          Kotler and Keller (2016) emphasize that consumer behavior in online shopping is shaped by both psychological factors and external stimuli such as marketing communication, website usability, and social influence. Their research highlights the importance of trust and ease of navigation in digital platforms to convert browsers into buyers. This is particularly relevant in sectors like tiles, where product evaluation is traditionally tactile and visual.
           Chaffey (2019) in his work on digital marketing stresses the growing role of online platforms in transforming buying habits. He points out that augmented reality (AR) and virtual visualization tools are increasingly used to bridge the gap between physical experience and digital shopping, enabling consumers to preview tiles in their homes virtually. Such innovations can significantly reduce hesitation in buying heavy and design-sensitive products like tiles online.
          Research by Singh and Kaur (2020) focused specifically on the Indian e-commerce landscape revealed that product quality perception and reliable delivery services are among the primary concerns of online buyers. Their study suggested that e-commerce retailers in sectors like home improvement need to build trust through transparent product descriptions, customer reviews, and effective return policies.
            A study by Sharma and Verma (2021) examined consumer preferences for purchasing building materials online, including tiles. They found that younger consumers are more inclined to shop online due to familiarity with digital tools and a preference for convenience, while older consumers tend to rely on traditional purchase methods. The study highlighted the importance of demographic segmentation in tailoring marketing strategies.
           According to the Indian Ceramic Industry Report (2023), the adoption of e-commerce for tile sales has been steadily increasing, especially post-pandemic, which accelerated digital transformation across industries. The report points to challenges such as logistics management, product damage during transit, and difficulty in assessing product texture online as barriers to wider adoption.
           However, there is a noticeable gap in literature regarding detailed consumer behavior analysis specifically for online tile purchases, which involve unique product characteristics such as size, color accuracy, and tactile quality. Most existing studies focus broadly on e-commerce or general consumer goods, underscoring the need for more targeted research in this niche market.
          In summary, while the reviewed literature provides valuable insights into online consumer behavior and e-commerce trends, this study aims to fill the gap by focusing on the tile industry’s specific challenges and consumer expectations. It seeks to understand how traditional buying habits are evolving and what strategies can enhance customer satisfaction and loyalty in online tile sales.















CHAPTER – III
3. RESEARCH METHODOLOGY
            This chapter outlines the research design, methods, and procedures adopted to study customer purchase behavior towards online sales of tiles. It explains the approach used to collect, analyze, and interpret data to achieve the objectives of the study.
3.1 Research Design
The research follows a descriptive design aimed at understanding and describing the patterns of customer purchase behavior when buying tiles online. This design is appropriate as it provides insights into how consumers interact with e-commerce platforms and the factors influencing their decisions.
3.2 Data Collection Method
The study relies on both primary and secondary data sources. Primary data were collected through structured questionnaires distributed to consumers who have purchased tiles online or are likely to do so. The questionnaire included questions related to demographic details, buying preferences, decision-making factors, satisfaction levels, and challenges faced during online tile purchases.
Secondary data were gathered from industry reports, academic journals, company websites, e-commerce platforms, and government publications to provide contextual background and support analysis.
3.3 Sampling Technique and Sample Size
A non-probability convenience sampling method was adopted due to accessibility and time constraints. The sample consisted of [specify number, e.g., 150] respondents selected from urban and semi-urban areas where online tile sales are prevalent. The sample included a mix of different age groups, genders, income levels, and professions to ensure diversity.
3.4 Data Analysis Tools
The collected data were analyzed using both qualitative and quantitative techniques. Statistical tools such as frequency distribution, percentage analysis, and cross-tabulation were used to interpret demographic variables and buying behavior patterns. Additionally, charts and graphs were employed for visual representation of the data.
3.5 Research Instrument
The primary research instrument was a structured questionnaire comprising both closed-ended and Likert scale questions. The questionnaire was designed to be clear, concise, and easy to understand, ensuring reliable responses from participants.
3.6 Limitations of Methodology
The study faced limitations such as sample size constraints, geographical restrictions, and respondent bias. Additionally, since the study focused on online purchases, respondents with no experience in online tile buying were excluded, which may affect the generalizability of results.
3.7 Ethical Considerations
Confidentiality and anonymity of respondents were maintained throughout the study. Participation was voluntary, and informed consent was obtained before data collection.














CHAPTER – IV
4. DATA ANALYSIS AND INTERPRETATION
[bookmark: _Hlk199675692]AGE GROUP OF THE RESPONDNENTS
	[bookmark: _Hlk199675769]AGE
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	18 – 25
	30
	30%

	26 – 35
	40
	40%

	36 – 45
	20
	20%

	Above 45
	10
	10%

	Total
	100
	100%



INTERPRETATION: 
The above box-type diagram clearly shows that the largest proportion of respondents who purchase tiles online falls within the 26–35 years age group, constituting 40% of the total sample. This indicates that young adults in their late twenties and early thirties are the most engaged demographic in online tile shopping, likely due to their greater familiarity with digital platforms and involvement in home renovation projects.
Following this, the 18–25 years group accounts for 30%, showing that a significant portion of younger consumers are also exploring online options for purchasing tiles, possibly influenced by growing trends of online shopping and ease of access.
The 36–45 years age group represents 20% of respondents, reflecting moderate engagement with online tile purchases. This may be due to their preference for a balanced approach between online convenience and traditional in-store experiences.
Lastly, consumers above 45 years constitute only 10% of the respondents, suggesting that older customers tend to be less inclined towards purchasing tiles online, possibly due to lesser comfort with technology or preference for physical inspection.


[bookmark: _Hlk199675851]TABLE – 4.2
GENDER OF THE RESPONDNENTS
	GENDER
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	Male 
	65
	65%

	Female
	35
	35%

	Total
	100
	100%
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INTERPRETATION:  
The data from Table 4.2 shows that a majority of the respondents, accounting for 65%, are male, while females constitute 35% of the sample. This indicates that males are more actively involved in purchasing tiles through online platforms compared to females. This trend may be influenced by traditional roles or preferences, where males often take charge of decisions related to home improvement or building materials.
However, the significant participation of females, representing over one-third of respondents, highlights the growing involvement of women in online purchasing decisions, possibly due to increased digital literacy and changing societal roles. It also reflects the inclusive nature of e-commerce platforms that allow easier access and convenience for all genders.
This gender distribution suggests that marketing strategies for online tile sales should consider targeting both male and female consumers by offering personalized experiences. For instance, engaging content, product information, and interactive tools can help attract female buyers, while emphasizing technical specifications and competitive pricing may appeal more to male customers.
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            The present study on customer purchase behaviour towards online sales of tiles reveals several important insights into the evolving dynamics of e-commerce in the home improvement sector. It is evident that the adoption of online platforms for purchasing tiles is steadily increasing, particularly among younger and middle-aged consumers who are more comfortable with digital technologies and inclined towards the convenience offered by e-commerce.
           The analysis highlights that the age group of 26 to 35 years forms the largest segment of online tile buyers, indicating their significant role in driving demand in this channel. Furthermore, while males constitute a higher proportion of online buyers, the increasing participation of female consumers underscores the expanding reach of digital marketplaces across different demographics.
            Customers prefer online purchases due to the convenience of browsing multiple options, competitive pricing, and the ease of doorstep delivery. However, challenges such as the inability to physically inspect tile quality, concerns about color accuracy, and delivery-related issues remain key deterrents for some buyers. This indicates that while e-commerce offers numerous benefits, there is still scope for improvement in providing enhanced product visualization and robust customer support to build trust and satisfaction.
            The study also reveals that factors such as detailed product descriptions, user reviews, return policies, and efficient logistics significantly influence purchase decisions. These findings emphasize the need for tile manufacturers and online retailers to invest in customer-centric strategies that address the unique aspects of tile products, such as size, texture, and durability.
            In conclusion, the shift towards online purchasing of tiles presents a promising opportunity for the industry. By leveraging technology to improve the online shopping experience and tailoring marketing efforts to the preferences of different customer segments, businesses can enhance customer engagement, increase sales, and foster loyalty. The findings of this study provide valuable guidance for stakeholders aiming to capitalize on the growing trend of e-commerce in the tile market and contribute to more informed decision-making in this domain.
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