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Abstract 
Goods and Service tax is a type of indirect tax which is levied on the sale 

of goods and services in India. The Goods and Services Tax was launched 

on 1 July 2017 and was relevant throughout India which textiles and cloth 

industry is connected to the total growth of the Indian and the world 

economy.  The study is about the impact of GST on selected branded textile 

products, like Levis, Raymond, puma etc. The data is collected using 

questionnaire from 50 customers. It is found out that there is no significant 

impact of GST on the branded textile clothes. The customers prefer to buy 

the products on the basis of price and quality. It is also found that the 

branded companies are not providing any special offers and discount after 

the GST.  
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1. Introduction 

A product or service that is considered as a brand or a concept that is publicly 

noted from other products, services. So it helps to get communicated easily and 

usually marketed. A distinctive product, service, or concept is called brand 

name. Branding is a process of creating and circulating of a brand name. The 

textile industry is essentially concerned with the production process and design 

process of yarn, cloth, clothing, and their distribution in the market. The raw 

material may be unprocessed or faux using products of the chemical 

industry.GST (Goods and Service Tax) is an indirect tax; it was launched in 

India on 1 July 2017 and was relevant throughout India which changed multiple 

cascading taxes imposed by the central and state governments. Under GST, the 

following rates are charged for goods and service, 0%, 5%, 12%, 18% and 

28%. The rate form for textile industry is decided at 5% for cotton filament and 

18% for artificial synthetic fiber while fully imposed to the jute and silk from 

the same. The rate of GST on wardrobes is to decide based on the group, as the 

wardrobes. It’s cost is below 1000 will attract GST on 5% and wardrobe above 

this mark will attract GST at 12%.The GST rate for textile products including 

apparels, clothing, cotton products, etc., were announced in the GST Council 

meeting held on 3rd June, 2017.The tax rate under GST would be higher than 

the current tax rate for the branded products of textile industry. 

2. Review of Literature 

Mukhopadhyay (2005) conducted a study on the impact of VAT in Haryana 

and it is found that revenue growth is the most important factor and the 

Commercial Tax Department had not taken other factors to assess the impact. It 

was too short the time period because the VAT was implemented in Haryana in 

2003. 

Guptha (2014) in her study stated that with the implementation of GST in the 

Indian System there is no significant change in VAT System which will lead to 

the economic development.” 

Venkadasalam (2014) has analysed that the impact of GST on the ASEAN 

Countries and it is found that out of the ten countries, seven countries are 

implementing the GST and have positive impact. 

Mahender (2017) studied the effect on Manufacturing Industry in India and 

concluded that the manufacturing industries have a positive impact but the 

textile and garment industry got negatively impacted with the introduction of 

GST. Akhi Akter (2017) analysed the impact of GST on Indian textile and 

clothing industry and found that the Textile industry body, The Confederation 

of Indian Textile Industry (CITI) on 3 July has petitioned the government to 

reduce the GST rate to 12% from 18% of Manmade fibre and yarn otherwise the 

producers will be forced to import the yarn and fabrics from China, Indonesia 

and South Korea at cheaper rate. 
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3. Objectives 

 To know whether there is any change in preference of branded cloths 

after GST. 

 To study the factors which leads to brand preference of a particular 

product 

 To study the relationship between price & quality to brand preference 

after GST. 

 To analyze whether there is any change in customer behavior after GST. 

 To know whether there is any change in promotional strategies of 

branded product after GST. 

 To analyze the change in price of the branded product after GST. 

4. Methodology 

The study is based on both primary and secondary data. 

4.1. Sources of Data 
4.1.1. Primary Data 

The primary data was collected using questionnaire from 50 selected customers 

who prefer to buy the branded clothes in Kochi. 

4.1.2. Secondary Data 

Secondary data of the study was collected from websites, journals, periodicals 

and books. 

4.2. Tools for Data Analysis 

The tools used for the study frequency analysis method. 

5. Empirical Results and Discussions 

5.1. Change in Preference of Brand after the GST 

In order to know the change in brand preference of GST on branded cloths, the 

customers are asked via questionnaire to know whether they have shifted their 

preference to some other brand. 

Table 5.1: Classificationon the Basis of Impact of GST on Branded Cloths 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid No of customers changed their 

brand 

17 33.3 34.0 34.0 

No of customers didn’t changed 

their brand 

33 64.7 66.0 100.0 

Total 50 98.0 100.0  

Total 50 100.0   

[Sources: Primary Data] 
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The above table (5.1) shows the impact of GST on branded cloths. Under the 

frequency analysis method cleared that frequency out of 50, 17 customers 

changed their branded products they have used to before GST.  

Out of 50, 33customers are not ready to change the brand after GST it is clear 

that majority of customers will not change the brand. 

5.2. Factors Which Leads to Brand Preferences  

 In order to study the factors, this leads to brand preferences. The factors 

identified are price, brand image, quality, and status. 

Table 5.2: Factors Which Leads to Brand Preference of a Particular Product 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Price 12 23.5 24.0 24.0 

Brand image 10 19.6 20.0 44.0 

Quality 12 23.5 24.0 68.0 

Status 7 13.7 14.0 82.0 

All of the above 9 17.6 18.0 100.0 

      

Total 50 100.0 100  

[Sources: Primary Data] 

From the table 5.2 under the frequency analysis method clear that the factors 

most preferred it is cleared that frequency out of 50 customers 12 customers 

prefer price and quality. 

5.3. Relationship between Price and Quality 

In order to study the relationship between price and quality to brand preferences 

after GST. Table as follows. 

Table 5.3: Relationship between Price and Quality 
 

(Source: Primary data) 

The above table (5.3) shows the relationship between price & quality to brand 

preference after GST. Under the frequency analysis method clear that the 

frequency out of 50, 37 customers give preference to quality after the GST. Out 

of 50, 13 customers give preference to price after GST and it is clear that 

majority of customers is preferred quality.  

High price is charged after the GST. But customers are mostly preferred high 

quality.  

 Frequency Percent Valid Percent Cumulative Percent 

 

Valid 

 

Total 

 

Quality 37 72.2 72.0 72.0 

Price 13 25.4 25.0 97.0 

Total 50 98.0 100.0  

 50 100.0   

International Journal of Pure and Applied Mathematics Special Issue

444



5.4. Customer Behaviour after the GST 

In order to know whether there is any change in customer behaviour before 

GST, most people gave high ranking for their preferred brand and after the GST 

they change their attitude .So the table and graph as follows. 

Table 5.4: To Study the Customer Behaviour After GST 

Table 5.4.1 Customer behaviour before the GST 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 5 4 7.8 8.0 8.0 

4 7 13.7 14.0 22.0 

3 6 11.8 12.0 34.0 

2 2 3.9 4.0 38.0 

1 31 62 62.0 100.0 

Total 50 100.0   

[Sources: Primary Data] 
Table 5.4.2:Customer behaviour after the GST 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 5 5 9.8 10.0 10.0 

4 8 15.7 16.0 26.0 

3 15 29.4 30.0 56.0 

2 12 25 24.0 80.0 

1 10 19.6 20.0 100.0 

Total 50 100.0 100.0  

[Sources: Primary Data] 

 

Figure 5.4.1: Customer Behaviour Before the GST 

The following table and graph (5.4.1) shows the customer behaviour before the 

GST. Frequency method analysis cleared that most people gave high ranking for 

their preferred brand. Out of 50, 31 customers are given first ranking for their 

preferred brand. 
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Figure 5.4.2: Customer Behaviour after the GST 

The following table and graph (5.4.2) shows the customer behaviour after the 

GST .under the frequency method analysis after the GST majority of the people 

changed their attitude towards branded products. Out of 50, 10 customers are 

given first ranking for their preferred brand. 

5.5. Changing the Offer and Discount of Branded Products  

 In order to study the offers and discount of branded products after the GST. 

Offers and discount of the brand products were analysed by asking questions to 

customers. And also analysed offers and discount provided by the branded 

companies. So the table as follows. 

Table 5.5: To study the offers and Discount of Branded Product after GST 

Table 5.5.1: Offers and Discount before the GST 

[Sources: Primary Data] 

The following table (5.5.1) shows offers and discount of branded products 

before the GST. The customers had got lot of offers and discount before the 

implementation of the GST. Out of 50, 35 customers are agreeing this opinion. 

Table 5.5.2: Offers and discount after the GST 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 17 33.3 34.0 34.0 

No 33 64.7 66.0 100.0 

Total 50 98.0 100.0  

Total 50 100.0   

(Sources: Primary Data) 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Change in offers and discount before GST 35 68.6 70.0 70.0 

There is no change in offers and discount 

before GST 

15 31.4 30.0 100.0 

Total 50 98.0 100.0  

Total 50 100.0   
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The following table (5.5.2) shows offers and discount of branded products after 

the GST. There is a little offers and discount after the information of GST but 

majority 64% customers did not get any offers and discount on branded 

products in implementation of GST.  

5.6. Analysis of Branded Products Price 

5.6: In order to analyse the price of branded products after the implementation 

of GST .So it can use questionnaire method and to collect information .Under 

table as follows. 

Table 5.6: Analysis of the Price of Branded Product After GST 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Change in price after GST 31 60.8 62.0 62.0 

No Change in price after the GST 19 37.3 38.0 100.0 

Total 50 98.0 100.0  

Total 50 100.0   

[Sources: Primary Data] 

The above table (5.6) shows that to analyse the price of branded products after 

the implementation of GST, frequency analysis method clear that the frequency 

out of 50, 31 customers are facing high price of branded products after the 

implementation of GST. There is 64% customers agree the opinion. 

6. Findings 

 The maximum number of respondents chosen for studying impact of 

GST on branded cloth 33% of customers are changed their brand due to 

the high price. 

 The maximum number of respondents chosen for studying the factors 

which leads to brand preferences, majority of customers preferred price 

and quality. 

 Majority of customer’s opinion that there is high price changed after the 

GST. But there is 37% customers are preferred quality. 

 Under the study some customers are mostly preferred quality in their life 

style. 

 While to realize that there is no discount and offers for the branded 

products after GST. 

 Most of customers are changed their behavior after the GST. 

From the study conducted we can conclude that implementation of GST there is 

lots of changes created by the customers mind. 

7. Conclusion 

 The study examined the impact of GST on branded textile products.The study 

conducted on selected branded textile products, like Levis, Raymond, puma etc. 
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50 respondents were selected for the study. The tools used for this study is 

frequency analysis method. This study helps to know the impact of GST, the 

factors which influence brand preferences and the relationship between price 

&quality of products, customer behaviour after implementation of GST. To find 

the offers and discounts provided by the company for the branded product after 

Implementation of GST. It is found that there is no significant impact on the 

branded products after the implementation of GST. 
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