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Abstract 
Bamboo industry is one of the emerging traditional industries in the 

global scenario. The bamboo products are widely used throughout the 
world. Bamboo has traditionally 1500 uses. India is the second largest 
producer of bamboo after China. Kerala is one of the southern states of 
India. In Kerala, bamboos are growing rapidly. Bamboo products have high 
potential to enhance the Kerala economy. Many of the artisans are engaged 
in bamboo product making and sell it to needy peoples. Nowadays both 
traditional marketing and digital marketing are available to sell bamboo 
products. Online marketing is one of the widely used digital marketing 
methods.  The present research paper is an attempt to study Consumer 
perception on online marketing of bamboo products. Sample size is limited 
to 30 numbers of consumers of bamboo products from Aluvataluk. The 
paper is analytical in nature and samples are selected based on random 
sampling technique. Questionnaire method is used to collect primary data. 
The study is confined to Aluvataluk at Ernakulam district and the scope is 
limited to consumer perception. 

Key Words:  Bamboo products, Traditional marketing, Online 
marketing, Consumer perception. 
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1. Introduction 
Bamboo industry is the rapidly growing industries in the world. India is the 
second largest producer of bamboo only after China. Bamboo products are 
widely used globally and bamboos have traditionally 1500 uses. It has varieties 
of uses which can be classified as household uses, weapons, industry, energy, 
fisheries, transportation, agriculture, medicine, construction, food etc. The 
producers and traders are selling their bamboo products in many of the way. 
Traditional marketing and digital marketing methods are helpful in this aspect.  

Traditional marketing refers to any type of promotion, advertising, campaign 
that has been in use by companies for years, and that has a proven success rate. 
Many factors are included in traditional marketing such as print ads in 
newspaper or magazines, business cards, posters, bill boards and brochures etc. 
so traditional marketing is other than digital marketing. 

While many of the companies using traditional marketing to increase its 
customers and sales, others are completely or partly using marketing methods 
with innovative or new. These new methods revolving around the world through 
internet. Business firms can create blogs or web pages that provide up-to-date 
information to the customers regarding their product.   

Both traditional and digital marketing methods are used by producers and 
traders. But the success of these marketing techniques are depends on the 
satisfaction or perception of the customers. They reveal the success or failure of 
a particular product or company.Nowadays consumers are considered as the 
king in the market. So it is important to serve their needs taking into 
consideration their perception and satisfaction level. Consumers carry the most 
important position in the market. The term marketing starts with the 
identification of specific need of customer and ends with the satisfaction of 
need. Both beginning and end of marketing process concerned with consumer. 
The goods must be delivered to the customers at the right place, right time and 
at reasonable price in order to satisfy the customers. It will leads to the 
existence of a firm. The level of perception and satisfaction depends on various 
factors such as other product compare with firm’s product by customers. In a 
competitive market place every business competes for customers. Consumer 
perception is the main factor of any market strategy. Thus this study is an 
attempt to analyse the consumer perception on online marketing of bamboo 
products. Online marketing is one of the methods of digital marketing. The 
present study analyse the attitude and awareness level of online marketing of 
bamboo products.  
1.1 Bamboo 

The bamboos are everlasting evergreen flowering plants in the grass family of 
Poaceae and in the subfamily of Bambusoideae. Bamboo is the giant grass with 
more than 111 genera and 1575 species grows around the world. Bamboo plays 
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an important role in providing food security and livelihood for many of the 
peoples. In India many of the areas containing bamboo, even though in North-
Eastern Indiacontains more bamboos. Basically bamboo has 1500 uses which 
can be broadly classified as medicine, construction, weapons, energy, fisheries, 
transportation, agriculture, food etc. The potential for bamboo industry in India 
is high due to the distribution of bamboo all over India. India is the second 
largest bamboo producing country after China. In India found about 136 species 
of bamboos in 36 genera. Five species of bamboo viz., Bambusabambos, 
Dendrocalamusstrictus, Dendrocala musstocksii, Ochlandratra vancorica and 
Pseudoxytenanther aritcheyii are used in handicraft industry. Bambusabalcooa 
Bambusa vulgaris, Bambusatulda, Dendocalamusasper, Dendrocala 
musbrandisii, Dendrocala musgiganteus, Dendrocalamuslongispathus, 
Dendrcalamusmembranaceous, Guaduaangustifolia, Thyrostac hysoliverii are 
commercial bamboos suitable for cultivation. 
1.2 Bamboo Products 

Bamboo is the most dominant non-wood forest product in India and China. It is 
used as an essential raw material for bamboo industry. Bamboo can be replaced 
for wood. So it will contribute to the sustainability of forest. A huge number of 
products can make by bamboo such as pulp, paper, clothing, furniture, panels, 
flooring, weaving products and crafts, housing, bamboo shoots, charcoal etc.  
1.3 Marketing 

Marketing refers to the process of assessing consumers’ wants and availing 
various goods and services to the needy consumers or users to satisfy their 
needs. Basically, marketing includes the flow of products and services directly 
to the customers from producers. It is an inevitable activity of any business 
concerns. Businessman produces goods and services for customers use. These 
are not produced at the place of consumption. So it is the duty of producer to 
reach the product to the customer as per their demand. Before producing a 
product the manufactures assess the needs, taste and preference of customers. 
And also ensure that the awareness level of customers about the product and its 
characteristics. All these functions are included in marketing process of any 
firm. 
1.4 Traditional Marketing 

Traditional marketing means selling goods and services that have been 
produced.  Traditional marketing refers to any type of promotion, advertising, 
campaign that has been in use by companies for years, and that has a proven 
success rate. Many factors are included in traditional marketing such as print 
ads in newspaper or magazines, business cards, posters, bill boards and 
brochures etc. so traditional marketing is other than digital 
marketing.Traditional marketing methods are more useful to capture the mind 
of special group of customers. Because of durability peoples are more familiar 
with the traditional marketing. Traditional marketing media can reach a large 
population across many different demographics. So the product brand will be 
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noticed by new audiences other than targeted by the company. This wide 
circulation of brand is one of the advantages of traditional marketing. 
Traditional marketing also give a path to interact with customers personally.  
1.5 Online Marketing 

While many of the companies using traditional marketing to increase its 
customers and sales, others are completely or partly using new or innovative 
marketing methods. These new methods revolving around the world through 
internet. Companies can create blogs or web pages that provide up-to-date 
information to the customers regarding their product. Low set up cost is the 
main attraction of online marketing. Money can be spending only in the initial 
stage and later for impressions. Online marketing give an opportunity to easily 
changing or pausing of marketing efforts.   Through the online marketing the 
company can achieve not only targeted customers, also potential customers.  
Online marketing advertisement has the ability to capture the mind of both 
targeted and potential customers. 

2. Review of Literature 
Dr. R Kavitha (2015) in her study titled “A study on consumer awareness and 
determinants of online shopping” says about consumer awareness and factors 
affecting on online shopping. To find out these objectives author used both 
qualitative and quantitative research methods. Questionnaire method is used by 
author for collecting primary data. The study reveals that various demographic 
factors such as gender, age, marital status, income and number of family 
members significantly affect the India’s online shopping trend. 

Dr. R Shanti &Dr.DestiKannaiah (2015) highlights attitude of students towards 
online shopping and their product preference on online shopping through their 
study titled “Consumers perception on online shopping”. The study is 
explorative and analytical in nature. To collect data survey is used by authors. 
Through this study, it is found that majority of the students are having good 
awareness of the online shopping and 90% of students are made online 
purchase. It shows that the emerging trendiness of online shopping within 
youngsters. 

AbdulkadirEfendioglu tries to find out the effectiveness of the internet as a 
communication channel through his study “Attracting customers’ online 
effectiveness of online marketing tools”. For this study semi structured 
interview data collection method is adopted. Author find out from this study is 
that consumers are aware of B2C communication, but they try to avoid it. He 
also suggests that internet presence should undoubtedly be stronger, but with 
proper blend of online marketing tools. 

Amruta Vijay Pawar (2014) highlights importance of integrated marketing 
communication and analyse effectiveness of online marketing compared to 
traditional marketing. The study is “Study of the effectiveness of online 
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marketing on integrated marketing communication”. Study is descriptive in 
nature and survey method is used by the author for collecting data. The study 
reveals that main reason for emerging importance of online marketing is the 
expanded literacy level of people about internet. The major benefit of online 
marketing is interaction between consumers and advertisers. These benefit make 
online marketing superior than traditional marketing. 

Dr.Mrs. M. Muthuchitra (2013) through her study entitled “A study on 
marketing problems of entrepreneurs” tries to assess the marketing problems of 
entrepreneurs. The paper also analyse the factors influenced them to become an 
entrepreneur and to find out the sources of capital and subsidies. The researcher 
selected convenience sampling technique for the study. The author found many 
problems through the study such as  non-availability of raw material, pricing 
problem transportation problem, distribution problem, promotion problem etc. 
the suggestion raised from the study is that the entrepreneurs can approach 
institutions like NSIC, SIDO, DIC and trade centres established by state and 
central govt. to solve various marketing issues.  

3. Statement of the Problem 
Nowadays our world is going on the path of digitalisation. Payment, purchase, 
sales such all transactions are done through internet. So it is recommended to 
use online transactions for best results of a business. In the area of marketing, 
online facility is very much useful. Presently, every business concerns prefer 
online for their marketing. Bamboo industry also uses online marketing 
facilities. Bamboo industry is a traditional industry, even though many of the 
bamboo producers and traders are sells their products through online. But some 
of the customers are not aware about online trading of bamboo products. So it is 
important to assess the awareness level and attitude of customers towards online 
marketing of bamboo products for the progress of bamboo industry. So, the 
present study is an attempt to understand the awareness level and attitude of 
customers on online marketing of bamboo products. It also tries to study the 
problems of online marketing from the view point of customers.  

4. Objectives of the Study 
• To study the attitudes of consumers towards online marketing of 

bamboo products 
• To assess the awareness level of customers related to online marketing 

of bamboo products 
• To understand issues related to online purchasing 

5. Research Methodology  
The study is analytical in nature. The study area is confined to Aluvataluk in 
Ernakulam district of Kerala. Sample size is 30 numbers of bamboo product 
customers in Aluvataluk. Sample size is selected based on random sampling 
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technique. Both primary and secondary data collected for the study. Primary 
data collected through the questionnaire from consumers of bamboo product 
and secondary data through newspapers, published works, internet, journals etc. 
The collected data analysed by using statistical tests using SPSS software. 

6. Analysis and Discussion 
From the primary data were collected which are analysed and interpreted as 
follows; 

AGE OF THE RESPONDENT 
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

BELOW 18 4 13.3 13.3 13.3 
18-24 18 60.0 60.0 73.3 
25-30 6 20.0 20.0 93.3 
31-40 2 6.7 6.7 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: In this study, out of 30 respondents 13.3% of them below 18 
years. 60% are 18-24 category of age and 20% are 25-30 category.6.7% 
respondents are between 31-40 age group. Out of the respondents no one in the 
age group of above 40. 

LOCALITY 
 Frequency Percent Valid Percent Cumulative 

Percent 
Valid RURAL 30 100.0 100.0 100.0 

Source: Primary Data 

Interpretation: All of the respondents are living in rural area. There is no one 
residing in urban or semi urban area out of the 30 respondents. 

 
 
 
 
 
 
 

Interpretation: Out of the respondents 36.7% have SSLC-Plus 2 classification. 
53.3% are Graduate and 3.3 % of respondents are post graduate. 2% are 
belonging to professional qualification. 

  

EDUCATIONAL STATUS 
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

SSLC-PLUS 2 11 36.7 36.7 36.7 
GRADUATE 16 53.3 53.3 90.0 
POST GRATUATE 1 3.3 3.3 93.3 
PROFESSIONAL 2 6.7 6.7 100.0 
Total 30 100.0 100.0  
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OCCUPATION 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

BUSINESS 2 6.7 6.7 6.7 
GOVT. 
SERVICE 

2 6.7 6.7 13.3 

PRIVATE 
JOB 

9 30.0 30.0 43.3 

STUDENT 17 56.7 56.7 100.0 
Total 30 100.0 100.0  

Interpretation: 6.7% of respondents are doing business. Out of 30 respondents 
6.7% are in govt. service and 30% are in private job. Majority of the 
respondents are students. They belong to 56.7%. 

YEARLY INCOME 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

BELOW 1 
LAKH 

7 23.3 23.3 23.3 

1 LAKH-2 
LAKH 

4 13.3 13.3 36.7 

2 LAKH-5 
LAKH 

2 6.7 6.7 43.3 

NEVER 17 56.7 56.7 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: Out of the bamboo product customers 23.3% have yearly 
income below 1 lakh. 13.3% have between 1 lakh to 2 lakh and 6.7% have 
between 2 lakh to 5 lakh yearly income. Most of the respondents are students. 
So 56.7 % of the respondents have no income. 

 

Source: Primary Data 

Interpretation: Out of the respondents 46.7% have laptop/computer as own. 
While 53.3% have no laptop/computer facility. 

 

 
USERS OF LAPTOP/COMPUTER 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 
YES 14 46.7 46.7 46.7 
NO 16 53.3 53.3 100.0 
Total 30 100.0 100.0  
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USERS OF INTERNET 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 
YES 14 46.7 46.7 46.7 
NO 16 53.3 53.3 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: from 30 respondents 46.7 % have internet access on their 
laptop/computer. 53.3% don’t have internet access. 

TIME FOR USE OF LAPTOP 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

LESS THAN 1 
HOUR 

3 10.0 10.0 10.0 

1-5 HOUR 8 26.7 26.7 36.7 
5-8 HOUR 3 10.0 10.0 46.7 
NEVER 16 53.3 53.3 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 10% of respondents are use laptop/computer less than 1 hour in 
a day. 26.7% of respondents use it 1-5 hours and 10% are use for 5-8 hours per 
day. 53.3% of respondents are not using laptop/computer regularly. 

DEVICE USED FOR ONLINE PURCHASE 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

COMPUTER 2 6.7 6.7 6.7 
MOBILE 
PHONE 

15 50.0 50.0 56.7 

NEVER 13 43.3 43.3 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: out of the 30 respondents 6.7% are using computer for online 
purchasing and 50% are using mobile phone for the same. 43.3% of respondents 
don’t use online purchasing. 
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AREA OF BAMBOO PRODUCT PURCHASING 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

MARKET 19 63.3 63.3 63.3 
PRODUCE
R 

9 30.0 30.0 93.3 

ONLINE 2 6.7 6.7 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 63.3% of respondents are purchase bamboo product from 
market out of total respondents. 30% are purchase from producer and 6.7% are 
purchase bamboo product from online. 

 
BAMBOO PRODUCT PURCHASED THROUGH ONLINE 

 Frequenc
y 

Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

OTHERS 2 6.7 6.7 6.7 
NEVER 
PURCHASED 

28 93.3 93.3 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: From the respondents 6.7% are purchasing bamboo product 
other than specified in questionnaire and 93.3% are not purchasing bamboo 
product through online. 

WEBSITE USED FOR PURCHASING BAMBOO PRODUCT 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

FLIPKART 2 6.7 6.7 6.7 
NEVER 
PURCHASED 

28 93.3 93.3 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 6.7% of the respondents are purchase bamboo product from 
Flipkart website and 93.3% are not purchased bamboo product from any 
website. 
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REASON FOR ONLINE PURCHASE OF BAMBOO PRODUCT 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

HOME 
DELIVERY 

2 6.7 6.7 6.7 

NEVER 
PURCHASE 

28 93.3 93.3 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 6.7% of the respondents are purchase bamboo product through 
online due to prefer home delivery. While 93.3% are never purchased bamboo 
product through online. 

ATTRACTIVE FEATURES OF ONLINE SHOPPING WEBSITE 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

DISCOUNT 
OFFERED 

2 6.7 6.7 6.7 

NEVER 
PURCHASED 

28 93.3 93.3 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 6.7% of the respondents are attractive with the online shopping 
website due to the discount offered. But 93.3% are not using online for bamboo 
product purchasing. 

 

Source: Primary Data 

Interpretation: Out of the respondents 6.7% of respondents are strongly agree 
that online shopping is secure as traditional shopping. 50% are agree and 43.3% 
have neutral opinion with online shopping is secure. 

  

OPINION ON ONLINE SHOPPING IS SECURE AS TRADITIONAL 
SHOPPING 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

STRONGLY 
AGREE 

2 6.7 6.7 6.7 

AGREE 15 50.0 50.0 56.7 
NEUTRAL 13 43.3 43.3 100.0 
Total 30 100.0 100.0  
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OPINION ON ONLINE SHOPPING IS EASY WAY TO 
PURCHASE 

 Frequenc
y 

Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

AGREE 25 83.3 83.3 83.3 
NEUTRA
L 

5 16.7 16.7 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 83.3% of the respondents are agrees that online shopping is 
easy way to purchase. 16.7% of the respondents has an opinion as neutral with 
the statement online shopping is easy way to purchase. 

OPINION ON PRODUCT DESCRIPTION IN THE WEBSITE IS 
ACCURATE 
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

AGREE 4 13.3 13.3 13.3 
NEUTRAL 20 66.7 66.7 80.0 
DISAGREE 6 20.0 20.0 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: Out of the respondents 13.3% are agree that product description 
in the website is accurate. 66.7% of the respondents has opinion as neutral and 
20% are disagree with the statement. 

OWNERSHIP OF CREDIT/DEBIT CARD 
 Frequency Percent Valid Percent Cumulative 

Percent 
Valid YES 30 100.0 100.0 100.0 

Source: Primary Data 

Interpretation: All of the respondents have debit/credit card.  
FREQUENCY OF CARD USAGE FOR ONLINE PURCHASE 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

ALWAYS 4 13.3 13.3 13.3 
OCCASSIONAL
Y 

11 36.7 36.7 50.0 

NEVER 15 50.0 50.0 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 13.3% of the respondents are always use debit/credit card for 
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online purchasing. 36.7% are use card occasionally and 50% are not using it for 
online purchasing. 

OPINION ON ONLINE PAYMENT IS EASIER 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

STRONGLY 
AGREE 

1 3.3 3.3 3.3 

AGREE 14 46.7 46.7 50.0 
NEUTRAL 15 50.0 50.0 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: From the total respondents 3.3% strongly agrees that online 
payment is easier. While 46.7% are agrees and 50% are neutral opinion on 
online payment is easier. 

RATING OF ONLINE SHOPPING  
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

GOOD 13 43.3 43.3 43.3 
AVERAGE 13 43.3 43.3 86.7 
BAD 4 13.3 13.3 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 43.3% of the respondents are rate online shopping as good .out 
of the respondents 43.3% are rate it as average and 13.3% are as bad. 

OPINION ON RECCOMMENDATION OF ONLINE 
SHOPPING TO OTHERS 

 Frequenc
y 

Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

AGREE 18 60.0 60.0 60.0 
NEUTRA
L 

12 40.0 40.0 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: From the respondents 60% are agrees to recommend online 
shopping to others. 40% have neutral opinion on recommendation 
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FACTOR ANALYSIS 
 Component 

1 2 3 
OPINION ON AFFRAID WHETHER 
RECEIVE PRODUCT OR NOT AFTER 
ADVANCE PAYMENT 

.757 -.526  

OPINION ON CHECKING OF 
PRODUCT BEFORE PURCHASE 

 .614 .507 

OPINION ABOUT THE PRODUCT 
DISPLAY WILL BE THE SAME OR 
NOT 

  .875 

OPINION ON ONLINE SHOPPING 
LEADS TO DELIVERY DELAY 

.772   

OPINION ABOUT AFRAID ON HOME 
DELIVERY CHARGES 

.587  .593 

OPINION ON WRONG PRODUCT 
DELIVERY 

.846   

OPINION ON LACK OF QUALITY  .914  
OPINION ON PRIVACY AT RISK .857   

Source: Primary Data  

Interpretation: The table says that afraid on privacy at risk (.857) and wrong 
product delivery (.846) is the main issues related to online shopping. Other 
issues found through the study is that afraid whether receive product or not after 
advance payment (.757), deliver delay (.772), afraid of home delivery charges 
(.587). 
FAMILIAR WITH ONLINE SHOPPING OF BAMBOO PRODUCTS 
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

I HAVE NEVER HEARD 
OF THEM 

2 6.7 6.7 6.7 

I HAVE HEARD OF 
THEM, BUT NEVER BUY 
THEM THROUGH 
ONLINE 

26 86.7 86.7 93.3 

I BUY BAMBOO 
PRODUCTS THROUGH 
ONLINE 
OCCASSIONALY 

2 6.7 6.7 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 6.7% of the respondents are not heard about the online 
shopping of bamboo products. 86.7% are heard about it, but they didn’t 
purchase bamboo product through online. 6.7% of respondents are occasionally 
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purchase bamboo products through online.  
SORCE OF INFORMATION REGARDING ONLINE MARKETING OF BAMBOO 
PRODUCTS 
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

FRIENDS& 
RELATIVES 

28 93.3 93.3 93.3 

NEVER 2 6.7 6.7 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: From the total respondents 93.3% of them got the information 
regarding online marketing of bamboo products. 6.7% of respondents didn’t get 
information regarding them. 

NUMBER OF TIMES HEARD ABOUT ONLINE MARKETING OF 
BAMBOO PRODUCTS 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

OFTEN 3 10.0 10.0 10.0 
SOMETIMES 19 63.3 63.3 73.3 
RARELY 6 20.0 20.0 93.3 
NEVER 2 6.7 6.7 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: The study reveals that 10% of the respondents are often heard 
about online marketing of bamboo products. 63.3% of them heard it sometimes 
and 20% are rarely heard it. 6.7% of the respondents are never heard about 
online marketing of bamboo products. 

OPINION ON TYPE OF CUTOMERS PURCHASE THROUGH ONLINE 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

EDUCATED 
PEOPLES 

7 23.3 23.3 23.3 

TEENAGERS 7 23.3 23.3 46.7 
BUSINESSMAN 14 46.7 46.7 93.3 
HIGH INCOME 
PEOPLES 

2 6.7 6.7 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 23.3% of the respondents think that educated peoples will 
purchase bamboo products through online. 23.3% of them believes that 
teenagers will buy and 46.7% of respondents has opinion that businessman will 
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purchase bamboo products through online. 6.7% are responded as high income 
peoples will buy through online. 

AWARENESS ON TERMS AND CONDITIONS OF 
ONLINE PURCHASE 
 Frequenc

y 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 
YES 4 13.3 13.3 13.3 
NO 26 86.7 86.7 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: Out of the respondents 13.3% of them know the terms and 
conditions of online purchase of bamboo products. While 86.7% of respondents 
are unaware regarding online purchasing of bamboo products. 

OPINION ON WISH TO PURCHASE BAMBOO PRODUCTS 
THROUGH ONLINE 

 Frequenc
y 

Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

STRONGLY 
AGREE 

2 6.7 6.7 6.7 

AGREE 19 63.3 63.3 70.0 
NEUTRAL 9 30.0 30.0 100.0 
Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: From the total respondents 6.7% of them wish to purchase 
bamboo products through online. 63.3% are agreed to purchase through online 
and 30% of them responded as neutral.  

MOSTLY HEARD WEBSITE FOR ONLINE PURCHASE OF 
BAMBOO PRODUCTS 

 Frequenc
y 

Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

AMAZO
N 

14 46.7 46.7 46.7 

FLIPKA
RT 

16 53.3 53.3 100.0 

Total 30 100.0 100.0  

Source: Primary Data 

Interpretation: 46.7% of the respondents are mostly heard website for online 
purchase of bamboo product is Amazon and 53.3% are heard mostly is Flipkart. 
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7. Findings 
From the survey many findings were brought into the light with the help of 
questionnaire. The findings of the study are as follows; 

1. Most of the respondents are youngsters. 
2. All of the respondents are living at rural area. 
3. Most of the respondents are purchasing bamboo product from market. 

Only few numbers of respondents are purchasing it through online. 
4. Home delivery is the main reason for online purchase of bamboo 

product. 
5. Discount offered is the prime attractive feature of online purchase of 

bamboo product to the customers. 
6. All of the respondents have debit/credit card. But only less number of 

respondent are using card for online purchasing. 
7. From the respondent, equal number of respondents are rated online 

shopping as good and average. And most of the respondents are wish to 
recommend online shopping to others. 

8. Many of the issues are found by survey. Delivery delay, home delivery 
charges, wrong product delivery, privacy risk etc. are the mostly found 
issues through survey. 

9. Many of the respondents heard about online shopping of bamboo 
product. But they never purchased it by online. The information 
regarding online purchase of bamboo products got to the respondents 
from friends and relatives. 

10. Most of the respondents believe that businessman is the main customer 
of online shopping. 

11. Many of the respondents are unaware about terms and conditions of 
online purchasing of bamboo product. Yet, they want to purchase it 
through online. 

12. Flipkart is the mostly heard online website by most of the respondents. 

8. Suggestions 
1. The study reveals that most of the respondents are not purchase bamboo 

products through online. So the trader and producer should introduce 
more marketing technique for making awareness to the respondents. 

2. Producers should provide offers to the customers for attracting them for 
online purchase of bamboo products. 

3. Most of the respondents are says that lack of quality is a main issue of 
online shopping. So the traders should provide product with good 
quality.  

4. Trader should make delivery of the product correctly.  
5. Some of the respondents say that advance payment is risky due to afraid 

of whether the product will reach the home or not. So the traders should 
prefer cash on delivery method. 
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6. The online purchasing of bamboo product should make familiar with the 
potential customer. 

9. Conclusion 
      Bamboo industry is a high potential traditional industry in the world. 
Bamboo products have huge demand in domestic and international market. 
Many of the artisans and producers are engaged in bamboo production and 
marketing. In the present era online marketing is a part of marketing techniques. 
Online marketing is more beneficial than traditional marketing. The study 
reveals that most of the respondents are teenagers. But most of the respondents 
have aware about online marketing, even though they are not purchased bamboo 
products through online. If the bamboo traders use online marketing for selling 
their products, they can make more profit on trade. First of all, the trader should 
use more techniques to make awareness among the peoples regarding online 
availability of bamboo products. Nowadays customers are main factor of any 
business concern. The traders and producers are make products according to the 
needs and wants of customers. So their perception and satisfaction is essential 
for the success and sustainability of any business. 
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