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PREFACE

Retall isthefina stage of sdlling. It hasavery important stage
ineconomic activity. Many other business activitiesdepend onretail
sale of merchandise. It isan important link between producer and
consumer. Itisthebusinessactivity related to decision making about
product quality, quantity, promotion, operation of storesetc. asper
theinformation available. Retailing isaimed at generating new and
innovativeideas of selling assortments. It also bringssolutionto the
various problemsof consumers. Roleof retailer cannot bedeniedin
different phases of economic devel opment. It hasbeen mentioned as
an important link between producers and the consumers. In India
history of retail islong year back. Itisoneof theancient industriesin
India. In ancient times Indian soci ety was categorised as per cast and
religion. Occupation was decided as per the cast of the person. Inthe
sameway upto certain extent, requirement of goodsand commodity
was a so dependent upon cast, religion, customsand tradition. Butin
present eraof marketing, retailing isneither depending upon casteand
religion nor upon social status. Itisdoneby al and meant for dl. In
Indiaretail industry isdeveloping at faster rateand tough competition
isfaced by retailers. Indianretail industry isgoing through transition
period andtraditiond retal storesareenteringintotheorganized retail
sector. From soletrader ship to corporate face is appearing in the
industry. Organized retailingisexpandingitsstoresinamal cities. This
study isconducted to find out the changes occurringinretail sector of
smdl city, likeBilaspur.

TheBilaspur city isapproximately 400 yearsold and itsname
‘Bilaspur’ originated from Bilasa, a fisherwoman who founded it
accordingto afable. Thetotal population of the district isapprox
1,993,042. Asper thenormsof Central Government of India, those
citieshavingtotal population under 5 lakh are categorised under Z
category and Bilaspur falsunder Z category of cities. Bilagpurisknown
asjudicid capitd of the Chhattisgarh. High court of Chhattisgarh seets



inBilaspur. Raipur, Durg-Bhilai and Bilaspur arethethreemain cities
of Chhattisgarh. Bilaspur isoneof theimportant cities, which attracts
many multi brandretail shops. Sothereisagrowingcompetitionamong
theretailers. To get competitive advantagestheretail storesneedto
be aware of the choice, preference and behaviour of consumers.
Severa researcheshavea ready been conducted to study the shifting
trend of retail businessinbigcitiesof India, but recent trend depicts
that many multi-national sare spreading their busi nesstowards many
small and medium cities. So thereis need of analyzing behavioral
aspectsof consumers. Also thistype of study may be conducted to
test several hypotheses with reference to consumer’s age, income,
gender etc. The objective of thisresearch isto analysethetrend of
retail market in near futurewith referenceto Bilaspur, Chhattisgarh.
The study includes the objectiveslike, to study various shopping
behaviour of customers; to study consumers’ perception and attitude
towardsbig shopping mallsand individual retail shops; and To study
shopperspreferencestowardsdifferent festures of retail stores. Various
hypotheses are set to check the preferences of customers shopping
from organized and unorgani zed retail storeonthebasisof their age,
gender, occupation, incomelevel and educationd qudification. Before
obtainingfina opinion, initidly apilot survey wasconducted taking 30
respondents. Questionnaire consisting 32 questionswas randomly
distributed in each of the organised retail brand of the Bilaspur city, 10
respondents each from big bazaar, easy day and reliance market. On
analysis, it was observed that respondent could not understand 4
guestions or questions were similar, it has been reduced to 28
questions. For thefina study questionnaires(cons sting 28 questions)
weredistributed in the different partsof thecity to giveadiversified
coveragetoal thecategory of respondents. Responses obtained from
150 respondents.

For analysis purpose different tools has been applied. First
Kolmogorov-Smirnov (K-S) test gpplied tofind out normality of data
To study the cross correl ation between different factorsoneway and



two ways cross tabulation analysis has been done. Further to find
datigtica Sgnificanceof theassociation of different variablesChi-square
test and Phi-coefficient to check the strength of the variable has been
used. Other statistical toolslike mean, ratiosand percentagearea so
used as per therequirement. The study isonly limitedto onecity i.e.
Bilaspur. Alsothisstudy isconfineto the urban and sub-urbs of Bilaspur
city. Onapplying crosstab and percentageit wasfound that- Bilaspur
ishaving favourableenvironment for growth of organised retail stores
ascity isexpending and people are earning good income. Increasing
spending power found in people of Bilaspur. The study showsthat
thereisan associ ation between income of personsand their shopping
behaviour. The study did not find any significant relationship between
occupation and consumer’s shopping behavior. Shoppers of young
age group like shopping from organised storesand they visittomalls
frequently ascompared to older respondents. Femal e respondents
are found to be more attracted towards organised retail stores as
compared to malerespondents. People of Bilaspur arefound to be
quiteawareabout fashion, quality, price, refund policy and popul arity
of store. It was a so found that organized retail storesare unableto
traintheir employeesand customersare dissatisfied by their services.
Customersare not satisfied by therefund policy of organized stores.

Theawarenessamong the consumersbringsstiff completion
for multi-brand retail storewith respect to quality, price and trendy
products. So thistype of study may help the new and also existing
organizationsin designing ther future strategy to expand businessinto
new market and attract more and more consumers. Most important
factorsinthisisshopsshouldtrain their staffsto be more customers
friendly while providing necessary information about product, so asto
hel p the consumer in rational decision making.

Dr. Swati Tiwari
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1 | | nroducation

Retail originates from a French Italian word ‘retailer’; it means
cut-off or shred asmall piecefrom something. Retailerisaperson
who cuts off big commoditiesinto small pieces and sellsit to the
customer. Kotler states that “Retailing includes all the activities involved
insdlling goodsor servicestothefina consumersfor personal, non-
businessuse A retaller or retail goreisany businessenterprisewhose
sdevolumecomesprimarily fromretailing. Any organisation sellingto
fina consumerswhether itisamanufacturer, wholesaer or retaler- is
doing retailing. It does not matter how the goodsor servicesaresold
(by aperson, mail, telephoneand vending machineor internet or where
they are sold- in a store, on the street or in the consumer’s home)”.

Retall isthefina stageof sdlling. It hasavery important stage
ineconomic activity. Many other businessactivitiesdepend onretail
saleof merchandise. It isan important link between producer and
consumer. Itisthebusinessactivity related to decision making about
product quality, quantity, promotion, operation of storesetc. as per
theinformation available. Retailing isamed at generating new and
innovativeideasof salling assortments. It also brings solutionto the
various problemsof consumers.

Figure-1.1: TheRoleof Retailer
Customer Orientation
Co-oriented Efforts \
\ Retail Strategy
Value Driven /

Goal Orientation /

1. C.O.: Theretailer determines the attributes as needs of its
customersasendeavors (take action/to satisfy there needs.
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2. C.E.: Therdailerintegratesal plansand activitiesto maximise,

3. V.D.: Theretailer offersgood valueto the customers, whether
to be upscale (expensive) or discount i.e. “appropriate pricing’
for goodsand customers servicesg

4. G.O.: Theretaler setsgod and usesitsstrategy to attain them.

Role of retailer cannot be denied in different phases of
economic development. It has been mentioned asan important link
between producersandthe consumers. Retailersshopisaplacewhere
buyersand seller gather to dothedeal. Earlier it wasthe placelike
haat-bazaar, kiranashops, corner sores, generd and daily needsshop,
cloth stores etc. Now a day’s electronic markets are also included in
thelist of placeswherebuyersand sallerscometogether. Internet has
provided thefacility to buy commodities without any faceto face
meeting with seller. Retailer provides goods and commodity to the
consumer at theright placeand at right time. Retailer alsoformsan
important channd of distribution. Retailersform very important stage
indistribution of goods. For severa unbranded goods or for those
brands which is new and unknown to consumer, it isretailer who
provides knowledge about the produce to the consumer. Retailer is
theimagecreator for brand, goodsand the company. Inwhich type of
storesgoods areavailable, aso creates theimage of company and
producer.

Development of Retail Market

For centuries now Indiahas been operating within her own
unique concept of retailing. Itislargest industry in Indiathe sector has
witnessed animmensegrowthinthelast few years. Thelndian Retailing
of lifestyle goods dates back to prehistoric period. Evidences of
ornaments, designer apparels, foot wares, handicrafts, paintingsand
sculpture arefound in the excavationsat Mohenjo-Daro and Hargppa.
Sinceancient period thediversity exist infood and clothing habitsin
India. Inthe ancient period thediversity in clothing and food habits
waslargely depending upontheclimate, physi ca featuresand traditions
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intherespectiveregions. Thereisvast difference between the habits
of ancient Indian lifeand modern Indianlife. Thecommondity isfound
intheretailing practices. Thecommonisabout theretailerswho were
selling in ancient period and who are selling in modern time’s also.

In ancient times Indian soci ety was categorised as per cast
and religion. Occupation was decided as per the cast of the person.
In the same way up to certain extent, requirement of goods and
commodity was a so dependent upon cast, religion, customs and
tredition.

Indian retail industry is one of the popular and attractive
industriesfor globa sdlers. Itisattracting many investorsfrominland
and outsdeworldasitisthemaost promisingindustry intermsaof growth.
Almost al mgor transnationd playersof retall aretryingto enter Indian
market to set their roots. Indian market isgoing through transition
from traditional method to modern method of retailing, from faceto
face sellingto online selling. Indian retail is appearing to be most
appedling destinationfor business. Thenew faceof Indianretail isas
such that new shopping mall, hypermarkets, branded outlets;
showroomsare opening one after another. Thisphase of Indian retall
isnot only attracting but it isvery persuasivetoo. Themain reason
behind such agrest attraction isthe changing demographic structure
of Indian popul ation. Huge number of middled assfamily, largenumber
of youngsters, increasing spending habit, craze for imported
commoditiesetc. arethe cause of growing retail market.

Indian retail market is accounting for 10 percent of nation’s
GDRP It isaso asasecond largest employer after agriculture, and
around eight per cent of theemployment in India. Indiaisranking at
thefifth positionin context toretail market intheworld (GRDI, 2012).
India’s retail market is expected to double to US$ 1 trillion by 2020
from US$ 600 billionin 2015 driven by income growth, changein
attitude of customers, expansion of citiesand colonies, highlighted
the Boston Consulting Group and Retailers Association of India’s report
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titled, ‘Retail 2020: Retrospect, Reinvent, Rewrite’. Revolutionary
change has been noticed in the field of telecommunication,
petrochemical, automobiles, electronics, apparels, footwear’s, etc.
retail sectorisgrowinginall thedirections. Big citiesof thelndiahave
wel comed organi sed market, now small cities(tier I11) areexpanding
its hands towards modernization of retail industry. Organised shops
areproceeding towardssmal citiesof India Internationd retailersare
heading towards these cities being most prospective market for
business. Indian Council for Research in International Economic
Relations (ICRIER) developed research report titled ‘Impact of
organized retail on the unorganized sector’ states that retail trade alone
accounts for 41.83 percent job opportunities with 14.95 million
employed in the sector.

Inthe post liberdisation period, Indiaisbloomingasahuge
market with great opportunities of its growth. Indian economy is
attracting many MNCs and al so promoting inland industriaiststo
exploit retail market. A hugeportion of middleclassinthepopulation,
educated youngsters, desire for branded goods, changing taste,
acceptanceof globaly popular goods, increaseinincomeetc. so many
factorsaretherewhich isworking asahuge magnet for attracting
various national andinternational playersto enter the Indian market.
Thelndianretall sector isthemost exciting and under penetrated market
intheworld, economic and demographic factors madeIndiatheenvy
of many countries.

Indiais the land of diversity; its exclusive demographic
structuremakesit apromising market. All theyear around therecomes
occasion of someor other festivals. Thesefestive seasonscreateabig
market for apparels, footwear, mobiles phones, personal care,
accessories, etc. Indiahas alarge and aspiring middle class of 75
million householdsor 300 millionindividudsoftenreferredtoasgrowth
enginesof thelndian economy. Themiddle dasswantsproductswhich
providevauefor money. Not only huge middleclassbut thepopulation
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of youngstersisamost 500 million who areunder theageof 25. This
age group desiresto purchase cellular phones, fashionableand trendy
cloths & accessories, etc.

Indian rurd populationisof dmost 700 million. Thisportion
of India’s population is now creating great attraction to the retailers.
Rural marketing concept is picking up the pace. Now MNCsalso
doesnot ignorethishugemarket. All types of goodsand productslike
hair care, cdll phones, eectronics, dressmaterids, etc. haveexcellent
market. For rurd population many goodsand commoditiesareoffered
insmall packaging at low prices. Indian retail market isexpected to
be US$ 1 trillion by 2020 from US$ 600 billionin 2015At the same
timeitisalso anticipated agrowth of 12% per annum and modern
tradewill grow twiceasfast as 20% per annum, traditional trade at
10% per annum asper Boston consulting group and retall ersassociation
of India’s report titled ‘Retail 2020: Retrospect, Reinvent, Rewrite.

Organised retail is at take-off stage but e-retailing is aso
growing at high speed. E-retailingisbecoming popular insmal cities
aso. Inmany casesit hasbeen seenthat itiscompeting organised and
local retail market. Inthecomingyearse-retailingwill flourishat its
full swingandwill createbig cut-throat competition for organised and
unorganised retall market. Theonly thingthat can be doneinfavour of
retall industry isproviding better facilitiestothe r cusomers. Organised
retailers are trying to attract customer by offering them discount
coupons, exchange offers, refund policies, complementary services,
etc. inthesmal cities, cusomersare shifting fromtraditional mom-
and-pop storeto organised retails. Indiaisgoing through transition
from traditiona storesto organised stores. Thischangeisduetotheir
accessibility tointernet, increas ng disposableincome and desirefor
higher standard of living.
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Figure- 1.2

1
[ Classification of Retail Formats |

"
| | ! }
Store-based Non-Store-bhased Service Based on
Retailing Retailing Hetailing Location

'

Form of Ownership Merchundise Offered | |
It - . .

Catalogue Show Rooms

Faciory Owlet

Organised Retailing Formatsin India

[0 Malls. Thelargest form of organized retailingtoday. Theseare

located mainly in metro citiesin proximity to urban outskirts. Its
arearanges from 60,000 s ftto  7,00,000 sq ft and above.
They provideanided shopping adventurewith acombination of
product, service and entertainment, food all under acommon
roof. Magneto mall, 36 City Center, Ambuja etc. are some
examplesin Chhattisgarh.

Specialty Stores. these are the shops deal especidly in a
particular typeof product. For exampleKidsKemp, Crossword,
RPG’s Music World and the Times Group’s music chain Planet
M. these shopsusudly operatein chainsof store and concentrate
on specific market segments. Many brands have established
themselvesstrongly intheir sectors.

Discount Sores: Itsname givesthe meaning, discount stores
or factory outlets. These shops offer discounts on the MRP of
goods. Thesestoressell in bulk attaining economiesof scaleor
surplusstock | eft over at the season.
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Department Stores: Large storesranging from 20000-50000
. ft, serving to differentiated consumer needs. Department stores
can befurther classified into local departmental store such as
clothing, toys, home, groceries, etc. Department Stores are
expected to takeover the gpparel businessfrom exclusve brand
showrooms. The prominent department stores include
Pantaloons, Lifestyle, Ebony, Globus, and Westside, Shopper’s
stop etc.

Hyper Marts/Super Markets. These are large self-service
outlets, serving to diverse shopper needs, known as
Supermarkets. Theseareplacedin or near to residential aress.
These stores today contribute to 30% of all food & grocery
organizedretail sales. Super Marketscan further beclassifiedin
to mini supermarkets typically 1,000 sq ft to 2,000 sq ft and
large supermarketsranging from of 3,500 sq ft to 5,000 sq ft.
having astrong focuson food & grocery and persona sales.

Convenience Sores. These arerelatively small stores 400-
2,000 s0. feet Situated near residentid areas. They Soreanarrow
rangeof high-turnover convenience productsand areusudly open
for wholeday or say seven daysaweek. Pricesarealittlehigher
owing totheconveniencequdlity.

MBO’s: Multi Brand outletsared so known asCategory Killers.
These shops offer many different brandsfor asingle product
category. These types of shop do healthy businessin market
places.

Consumer Goods

Consumer products are those productsthat are purchased

by thefina consumer for consumption. Alternatively cdled find goods,
consumer goods arethe end result of production and manufacturing
and arewhat aconsumer will see onthe storeshelf. Consumer goods
arethose non-durablesgoodsrequired for daily use. These arethe
productswhich are sold quickly and at low cost. These consumer
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goodsare also known as Fast Moving Consumer Goods (FMCG).
Thesegoods have short shelveslife. These arethe best examples of
low priced goodswith high salesvolume. Frequent innovationsare
closdy seeninthisproduct category. Clothing, food, automobilesand
jewelry areall examples of consumer goods. Common Consumer
productsincludefood and dairy products, glassware, paper products,
pharmaceuticals, consumer electronics, packaged food products,
plastic goods, printing and stationery, household products,
photography, drinksetc. and some other examplesof FM CG products
are coffee, tea, dry cells, greeting cards, gifts, detergents, tobacco
and cigarettes, watches, soapsetc. Some electronicitemsarealso
includedinit like headphones M P3 playersetc.

Basic materials such as iron, bronze and copper are not
cons dered consumer goods becausethey must betransformedinto
usable products. Consumer goods have huge market in India. India’s
huge popul ation and its changing demographic structureisthemain
reason behind fast devel opment of retail sector in consumer goods.
Indian retail sector isattracting many transnational retail playersto
enter Indianretail industry.

Main Characteristics of Consumer Goods
1. From the Consumers’ Viewpoint:

[0 Frequent purchase: Consumers goods are frequently
purchased. Itsfrequency may be from oneto many times
purchases during themonth. As per the daily requirements
of thegoodsitsnumber of purchasesvaries.

[0 Low involvement: Thisproduct doesnot need much effort
on selection and survey regarding products like heavy
industrial goods. Customers show brand loyalty to this
product.

0 Low price: Pricesof consumer goodsare comparatively
low but arecirculationisvery high. It isdemanded on the
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daily utility basis. Peoplemay not purchase huge commodities
but they wear cloths, use detergents soaps and shampoos.
Peoplemay not visit to different tourists places but they eat
good food. Asthedaily needs of these products constantly
exist itspricesare kept low.

Sold in packaged form: Most of the consumer goodsare
sold in packaged form. For example Noodles of different
brands, sauces, biscuits, detergents, shampoos & soaps, tea
& coffee, pickles, plastic containersand other plastic goods,
stationeries, €tc.

Non-durables: Consumer goodsare perishablein nature
and generdly itslife extendsfrom three monthsto oneyear.
Importantly dairy products, packaged meat, snacks and
picklesareincludedinit.

2. From the Marketers’ Viewpoint

O

High volumes: From theretail ers and marketers point of
view itssdesvolumeisvery high. Commoditiesaredemanded
by the customersvery frequently.

L ow contribution margins: Profit marginsare kept very
low on consumer goods. Asit ispurchased frequently and
demand for these product constantly exists, profitisearned
insmdl amountinlongrun.

Extensvedistribution networ ks Distribution of consumer
goodsrequiresextensive and densely established network.
Retail shopsaresituated intheinteriorsof the country and
regular supply of goodsis necessary to captureand retain
themarket.

High stock turnover: High stock turnover isfoundin case
of consumer goods. Goods are sold very frequently and thus
needed quick supply of goods, and cyclegoeson. Vel ocity
of salesinthissector isvery high.
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Indian market isinfluenced by many factor likedemographic
composition, increas ng popul ation of working women and eventhe
festivascoming all theyear around doesinfluencetheretail market.
Indian popul ation belongsto diversfied reigion and therefestive season
comesall theyear around. Thisfestive season bringshigh timefor
sling gppards, dectronicitems, edibles, shoesand many moregoods.
The success of consumer goods greatly depends upon its marketing
plansand strategies. It hasto devel op intense distribution network.
Consumer goods companies spend huge amount of money on
expanding, maintainingand strengthening thedigtribution channels. This
industry remainsflexibleto businesscycleof economy.

Overview of Bilaspur

TheBilaspur city isapproximately 400 yearsold and itsname
‘Bilaspur’ originated from Bilasa, a fisherwoman who founded it
according to afable. It issecond largest city of the state. Bilaspur
district is situated between 21°47 and 23’8 north latitudes and 81’14
and 83’15 east latitudes. The area of the district is 6377 sg. km.
Bilaspur districtisnot only famousin Chhattisgarh but in Indiadueto
itsuniquecharacterigticslikericequdity, Kosaindustry anditscultura
background. Bilaspur district hasamajor contributioninthenaming
“Dhan Ka Katora” for the entire Chhattisgarh region. The total
population of the district isapprox 1,993,042. As per the norms of
Centrd Government of India, thoseditieshavingtotd population under
5lakh are categorised under Z category. The better knownterm for
thiscategory isTier-11 cities. Bilaspur city fallsinthe[UAS/Towns
category having population lessthan 5 lakh. Out of thetotal population
of Bilaspur for 2011 census, 25.52 percent livesin urban regions of
district. Asper the datarel eased by Government of Indiafor census
2011, Bilaspur isan Urban Agglomeration coming under category of
dasslUAS Towns. Bilaspur city isgoverned by Municipa Corporation
and issituated in Bilaspur urban region. As per provisiona reports of
CensusIndia, population of Bilaspur in 2011 is331,030; of which
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male and female are 170,410 and 160,620 respectively. Although
Bilaspur city has population of 331,030; its urban / metropolitan
population is453,946 of which 233,702 aremaesand 220,244 are

femdes.

Table-1.1: Population and Literacy

Bilaspur UA Total Male | Female
Population (UA) 4,53,946 | 2,33,702 | 2,20,244
Literates 3,46,169 | 1,88,733 | 1,57,436
Averageliteracy % 86.61% | 91.94%  80.98%
Bilaspur (Municipd 3,31,030 | 1,70,410 | 1,60,620
corporation) population
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Figure- 1.3

STUDY AREA IN BILASPUR (CHHATTISGARH)

INDIA CHHATTISGARH

BIG BAZAAR EASY DAY RELIANCE MART
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Bilaspurisknown asjudicial capita of the Chhattisgarh. High
court of Chhattisgarh seatsin Bilaspur. Bilaspur isalso knownfor the
Railway zone head quarter of South East Central Railways (SECR).
It isamong the highest revenue earner railway zones of the India.
Mg or revenueisearned by goodstrain. It isa so knownfor the South
Eastern Coalfields Limited (SECL) and National Thermal Power
Corporation (NTPC). A maximum cement factory of the stateis
workingin Bilaspur district like- Lafarge, ACC, Century, etc.

Significance of the Study

Raipur, Durg, Bhilai and Bilaspur arethethreemain citiesof
Chhattisgarh. Bilaspur isone of theimportant cities, which attracts
many multi brand retall shops. Sothereisagrowingcompetitionamong
theretail shops. To get competitive advantagestheretail storesneed
to be aware of the choice, preference and behaviour of consumers.
Thisstudy will significantly contribute theliterature of consumer
behaviour towards organi sed and unorganized retail stores. Alsothe
study will contribute much information he pful to decision making of
retail stores.

Objectives of Sudy

Severa researcheshave already been conducted to study the
shifting trend of retail businessin big citiesof India, but recent trend
depictsthat many multi-nationa sare spreading their businesstowards
many smdl and medium cities. Sothereisneed of analyzing behaviord
aspectsof consumers. Also thistype of study may be conducted to
test several hypotheses with reference to consumer’s age, income,
gender etc. Thestudy can be also madeto find out the problem and
prospectsof multi brand stores. Chhattisgarh isoneof thedevel oping
statein Indiawith ample of natural resourcesand man power, soin
near futureit may attract anumber of MNCs. Whilevery lessstudy
has been conducted with reference to Chhattisgarh, study may focus
towardsit. Thisstudy isexclusively about Bilaspur, Chhattisgarh. In
thisstudy, emphasisispaid tofind out thetrend of shoppinginBilaspur,
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Chhattisgarh. To make respondents understand the word “organised
retail store’ (ORS), all the three organised retail outlets’” doing business
in Bilaspur ismentioned, symbolically (Big Bazaar, Easy day and
Reliance Market). At thetime of datacollection, all thethree above
mentioned ORS were doing business separately. Later, Future group’s
Big bazaar and Bharti groups Easy day merged in the beginning of
May, 2015. Now they are operating busi nesstogether under thename
of Bigbazaar Easy day.

The study uses exploratory methodsto analysesthe shopping
trend and different dimensionsaffectingit likeage, occupation, gender,
education andincomeetc. The objectiveof thisresearchistoanalyse
thetrend of retail market in near future with referenceto Bilaspur,
Chhattisgarh. The study includesthefoll owing objectives:

1. Tostudy variousshopping behaviour of customers.

2. Tostudy consumersperception and attitudetowardsbig shopping
malsandindividud retal shops.

3. Tostudy shopperspreferencestowardsdifferent festures of retall
stores.

Hypothesis of the Sudy

Hypotheses areimportant sinceit provide themain point for
the research. They also shape the method in which tests must be
conducted inthe analysis of dataand indirectly the quality of data
whichisrequired for theanalysis. Thefunction of hypothesisisto
direct theresearcher/investigator by delimiting the areaof research
and to maintain him onthe precisetrack. It sharpensthethinking of
researcher and hel pshim focus on the moreimportant aspects of the
problem. Thefollowing hypothesisisset for study of thissubject :
H,,: There is no significant difference between preferences of
consumersregarding organized and unorgani zed retail storewith
respect toAge of consumers.

H_,. Thereisasignificant differencebetween preferencesof consumers
regarding organized and unorganized retail Sorewith respect to
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Ageof consumers.

: There is no significant difference between preferences of
consumersregarding organized and unorgani zed retail storewith
respect toincome of consumers.

: Thereisasgnificant difference between preferencesof consumers
regarding organized and unorganized retail Sorewith respect to
incomeof consumers.

: There is no significant difference between preferences of
consumersregarding organized and unorgani zed retail storewith
respect to gender of consumers.

: Thereisasgnificant difference between preferencesof consumers
regarding organi zed and unorgani zed retail storewith respect to
gender of consumers.

: Thereisno significant difference between shopping behaviour of
consumersregarding organized and unorganized retail storewith
respect toAgeof consumers.

: Thereisasignificant difference between shopping behaviour of
consumersregarding organized and unorganized retail storewith
respect toAgeof consumers.

: Thereisno significant difference between shopping behaviour of
consumersregarding organized and unorganized retail storewith
respect toincome of consumers.

. Thereisasignificant difference between shopping behaviour of
consumersregarding organized and unorgani zed retail storewith
respect toincome of consumers.

- Thereisno sgnificant difference between shopping behaviour of
consumersregarding organized and unorgani zed retail storewith
respect to gender of consumers.

. Thereisasignificant difference between shopping behaviour of
consumersregarding organized and unorgani zed retail storewith
respect to gender of consumers.

*kkkkkkk*k
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2 Review of Literatureand
Resear ch M ethodology

Review of Literature

A literaturereview isaportrayal of theliteraturerelatedtoa
specific subject or topic. Thisishabitualy written aspart of athesis
proposd, and a thebeginning of athesis. A criticdl literaturereview is
acritical evauationof therdated literature. Literaturecoverseverything
relevant that iswritten on atopic: books, journd articles, newspaper
articles, historical records, government reports, dissertations and
theses, etc. The important word is ‘relevant’. Aliterature review gives
agenerd ideaof thefidd of investigation: what hasdready been done
on the subject and area, by theeminent writers. It also givesan idea
about the established theoriesand hypotheses. Thereview adso gives
an ideaabout the research method and methodol ogy useful for the
research. A sgnificant literature review showshow existing thoughts
“fit’ or *does not fit’ into the theory.

Bell, Ho and Tang (1988) found that location no longer
explainsmogt of thevariancein store choicedecisions. Rather, store
choice decisions seem to be consistent with model where consumers’
optimizetheir total shopping costs, effort to accessthe storelocation
being onecomponent of their fixed cost of shopping.

Ajzen, 1. (1989) pointed out that an evaluativedimensionisa
common featureof al thedefinitionsof attitude.

Buchanan, Smmonsand Bar bar a (1999) highlighted that
the retailers display decision can counteract the fairness of an
established brand. The author suggests that this occurs because
consumers haveexpectationsabout retail displaysand therdationship
among displayed brands. Those Displays setting that doesnot confirm
these expectationscan lead consumersto re-eva uate the brand.

Bhatt and Bowonder (2001) analysed the experience of
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interweaving brand reputation, organizational and technological
innovation.

Shim, S.; Eastlick, M.A. and Lotz, SL. et al. (2001)
indicatesthat an attitudetowards abehavior can berecognized by an
individual’s positive or negative evaluation of a relevant behavior, which
comprises a person’s beliefs regarding the perceived outcomes of
performing thebehavior. Traditionaly, the store brandshave competed
onthebasisof the price, becoming itstraditional competitivetool. In
that sense, multipleresearcheshave shown theimportanceof thelower
price of these brands on the consumer’s purchase decision. Price plays
an important role in consumer’s purchase decision. This low price
leadsthemto prefer those brandsthat offer alow priceinthesection,
that is, both store brands and promoted brands.

David, Gilbert (2003) in hisbook titled - Retail Marketing
Management hasidentified thereasonsof growth of Modern Retailing.
Hehastried to find out why the growth of retailingisactualy taking
place. Accordingto him morethanany other businesswearewitnessing
theemergenceof new formsof retailing and becoming more segmented
with reformsfocusing on the needs of particular consumer segment.
Theresult of thisisthe development of more consumer friendly
environment. Thetraditional formsof independently owned small
business and co-operative have lost significant market share in
developed economy and theretail sector isnow characterized by large
scae, multiplestore, run by powerful and sophi sticated organizations.

Sinha, P. and Banerjee, A. (2004) also defined that the
product variety and convenient timingsseemto betheutilitarian agpects
about the store, which formsaninitial impression onthe consumers.

Bhatnagar, G. (2004) stated that astherura peopleareaso
getting highincomethey are ableto buy luxurious stuffs. But therurd
marketsarenot well devel oped intermsof facilitiesand amenitiesas
compared to urban markets. Thereforetheretailersarelittle doubtful
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inmovingtorurd markets. Butinthe 21t century with thegovernment
intervention theretailersare exploring therura markets.

It hasbeen noticed that Indian customersare becoming avare
about their need and they find out information of their need. So, itis
not enough for sdllerstofocusonly on imagebuilding. Inmany parts
of India, it has been noticed that customers are not impressed by
goods offered at low price. They stick on the brand once selected,
evenif substitutesare availableat low price. Inrecent years, sellers
are confronting stiff competition from their rivals. Customer’s attitude
towards shopping hasa so changed.

Prayag, A. (2007) explained that the di sagreement among
the mall administrator and sellers are generated if the expected
renovation and footfall doesn‘t materialize. Despite this prediction in
terms of growth of the modern shopping sector in Indiaitisto be
acknowledged thereislack of optimism intermsof growth of the
industry. Most of the malls find more disappointment that the
consumers are expensing lot of time in malls but they don‘t have any
intentionto purchaseanything fromthemall. Hencethemdlsaremostly
runninginlossonly. Usualy themalls seem to bemore crowded but
the consumerscometo themall only for window shopping and not for
red shopping.

Bajaj, C.; Tuli,R. and Srivastava, N. (2004) intheir book
‘Retail Management* emphasized with various new formats and
packages related with retail industry in Indiaas aresult of liberal
economic policiesand boost given by the Ministry of Commerceand
Tradeto economic development inIndia They say thet retailing consst
of al activitiesconcerned with salling goodsand servicesto consumers
for their persond, family and/or household use.

Jain and Bhatia, (2004) Inthischanged scenario, firmsare
under pressure to embrace “marketing concept’: the implementation
of which is known as “market orientation”, and to reorient accordingly
their businessstrategies.
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Kaufman, P.; Jayachandran, S. and Rosg, R. (2006) have
writtenthat retail ersface consderablerisk inintroducing new products
becauseof highfailurerates. Giventhe proliferation of new products
juxtaposeagang finite shelf space, retail buyersareconfronted witha
choiceproblem.

Gupta, S.L. (2006) saysthat theretail formats commonly
andyzed arestoreslocated inthemalls Thegppard smarketisgrowing
rapidly and changes are occurring across the industry, which has
positioned itself asattractive destination.

Krishnaveni, M. (2006) identified that the most important
paradigm which is associated with promotion of loyalty among
consumersistheattribute of quality. Present generationinvest more
on thebasic factors such asbooks, clothes, food, music and gadgets
such asmobile phones.

Traill, W.B. (2006) analysed the rapid spread of
supermarkets in developing and middle-income countries and
forecasted itscontinuation.

Mitra, M. (2007) identified that the femal estend to boost
each other*s egos in this situation, building the activity even more
pleasurable and positive. Theterm retail therapy isbeen addressed
when the shopping happensto bein malls. The act of purchasing
involveslittleattention and aninvestment of time. All theabove makes
anindividud fed thesignificanceand worthwhile. But thesignificance
isthat it revealsanindividua depression for that moment and where
that gives moreinvolvement with the pleasure of being relieved and
happy doingit PS. Das, Psychiatrist, Max Headthcare. John Camphbell,
Anthropologist viewsthemoney asafirm energy and releasingiit,
rel easesthe possibilities associated with potentialsinamall.

Barry, Berman and Joel, R. Evans (2007) gave an
overview ontheimpact of Retailing on theeconomy . They stated that
retailingisamajor part of U.S. and world commerce. According to
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them Retail salesand employment arevita economic contributorsand
retail trends often mirror trends in a nation‘s overall economy. The
book “Retail Management : A Strategic Approach” is basically related
with understanding the marketing phenomenon of retailing, thechanges
brought in dueto competition amongst retailersintermsof marketing,
distribution, aswell as promotiona practices.

Peterson and EKici (2007) remarked that under the top
quality of lifeanother significant ideawhich hasgained attention of
consumer behavioristsisthe concept of life satisfaction Consumer
attitudestowardsmarketing and Quality of Lifeare positively reated.
They have asoidentified that some of thedimensionsof consumers
attitudestowards marketing are overlapping with acquisition stage of
consumer well being.

Dasgupta, Deveshish (2007) focused on the devel opment
intheretail sector inIndia They stated that small shopswerereplaced
by large enterprises as the country’s economic diversity and per capita
incomeincrease. Restriction on retail tradewasthebasic causefor
the slow growth of the organised retail format. It points out the
importanceof proper marketing strategiesto penetratethe Indianretail
market.

It has been seen that retail ers need to invest much morein
capturing moreexact market clevernessaswell asred-time customer
shopping performanceinformation. Theretailersa so need to make
cong derableinvestment in understanding someadvanced expertisein
developing more exact and logica demand forecasting models. The
amall andindependent retailersshould monitor what changesaretaking
placeintheir nearby areaand analyse whether their present market
offers a probable re-development of the region into a more
contemporary multi-optiondestination. If thereissomepossibility, they
shouldform an association of other suchsmdl retailersinthat vicinity
and takeapro-activemovetoward grouping resourcesand devel oping
theoverdl infrastructure.
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Sheth, K.N. and Vittal, I . (2007) focusesonfindingsfroma
quantitativeretailing survey of the habit of massmarket consumersin
India. Indian men had an influence on which storesthewomen shop
at. The men’s apparel market is larger than that for women.

Kalhan (2007) in her study saysthat theimpact of malls, on
small shopsand hawkers has been damaging and only few wereable
to upgradetheir servicesor respond to the changed circumstances.
Shefurther saysthat an escalation of competition from corporateretall
and FDI will further hastentheir decline.

Qureshi and Amin (2007) examined the pros and cons of
alowing FDI inretailing, and concluded that FDI should bealowed
sdlectively in aphased manner like China

Michael, L. and Barton, W. (2008) in the book ‘Retailing
Management’ have tried to know how retailing has become an
important economic activity. Thebook discussesdifferent facets of
retailing strategies asthey areuseful for developingtheretall markets
especialy inagrowing economy. Inthisbook the authorshavetried
tofind out the reasons of growth of modernretailing, different retail
format, and multi-channel retailing as a method of operatingina
competitive market. From the author‘s point of view there is a great
changeinthe consumer behaviour whichisinfluencing the pattern of
retailing and their strategies. The consumershave changed not only in
termsof perception, choices, ideasand identitiesbut also their modes
of buying havesgnificantly varied.

Nair, Suja(2008) in her book ‘Retail Management’ has tried
to explainthegrowth of retailingin Indian context especialy inthe
context of new economic policy. Theauthor hastried to stressthat
thereisasignificant effect of liberdization and privatization policieson
devel opment of retail format. According to author, retailing possesses
aoutstanding position in today*‘s modern society.

Singh, K.R. and Tripathi, A. (2008) highlighted about the
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stability of theproducts. They also observed that if aproduct becomes
famousinthemarket, the cusomersmay changethe r preferencefrom
usefulness of the product to color and design. Thereforeit isvery
important for theIndian retail ersto adapt to the businesstacticsasthe
attitude of theIndian shoppershas changed; they demand equilibrium
between the rate and quality of the products. They expect that the
rate of the brands should match their quality.

Kumar,A. (2008) explained that in India, next to agricultural
field, most of theindividuasareemployedintheretail sector. Around
forty millionindividualsareinvolvedinretailing. It isalsofound that
among them 50,000 peoplehave been workinginwell organized retall
industries. Hed so defined well- organi zed retail industry asa  large-
scaechainstoreswhich are corporati zed, apply modern-management
techniques. Hed so explained that the community based private sellers
fal under thegroup of conventiond retail sector. Organized retall sector
mostly consists of superstoresand hyper marts. Thesearefound to
be common intheurbanized nations.

Kuruvilla, S.J. and Ganguli, J. (2008) explained that
shopping devel opsinto important aspect inthelivesof people, asthey
arebecomingfinancialy soundto do purchasein malsand they begin
to cons der the shopping va ue asan important factor along with the
priceof the products.

Rishi, Bikram Jit (2008) says that the use of internet is
catching up and online shopping considered asare evant aternative
channel for retainingin Indiaand it isnow important part of retail
experience. Thestudy highlightsthat convenience, bility, scope,
attraction, reliability, experienceand clarity aretheimportant factors
considered by the online shoppers.

Hari, K. and Ramanathan, V. (2008) focuses on the
structural changeinthelndian retail market. They aso highlight the
reason for such changeand itsimpact on Indian economy and socia
background.
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Mathew, J. and Gupta, M. et al. (2008) mentioned about
theimpact of organised retailingontraditiond retailing. Withtheincrease
innumber of variousformatsfor shoppinglike Malls, Departmental
stores, Hypermarkets etc the Indian consumer’s preferences are
changing and that isthe main reason, big playersof retail like Wal-
Martisentering Indiain collaborationwith Bharti.

Mishra, Sita (2008) statesthat | ast few years havewitnessed
arevolution in the Indian retail market. With growing economy,
improving income dynamics, rising awareness, and ayouth-heavy
customer base, Indiaiswell on theway to become one of the most
prospectivemarket for theglobd retailers. Thispaper suggestsdirategic
anaysisof Indianretail market.

Upadhyay, Y. and Singh, S.K. (2008) noted that in India
retail landscapeisobserving an upsurgein organized retail eveninthe
absence of foreign players. They may takethedriver seat in coming
yearsin citiestoday the age of supermarket, mallsand hyper-stores
and also of teleshopping, there is no need to go the market. Asa
matter of fact retailing in Indiais gradually edge its way towards
becoming the next boom industry.

Sasikumar, K. and Cleetus, Sibi Regina (2008) noted that
evenwithout FDI driving; theIndian corporate owned retail sector is
expanding at afurious pacethereby displacing alarge classof small
retailersandincreasing the unemployment rates. So until weareinthe
position to create jobs on a large scale in manufacturing and
construction, it would not bewiseto eliminatejobsin unorgani zed
retail sector.

Sengupta, A. (2008) analysed that the emergence of modern
retail is not just a result of increasing consumer buying power
manufacture and unorgani sed retail ersa so have animportant roleto
play inthisprocessat themacro-level. At themicrolevel thetrigger
camefromdiverseangleslikeentrepreneuria desireto providerelief
to the masses in the form of lower prices, desire to capitalize on
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emerging bus nessopportunity being provided by the changing business
environment.

Sheikh, Arif and Kaneez, Fatima (2008) in their book
‘Retail Management’ explained retailing as a process that involve
identifying target market i .e. customersinterpreting needs of target
markets, devel oping good assorts of merchandise presenting themin
aeffectivemanner so that consumer can find it easy and attractiveto
buy Thus, from the author*s point of view retailing differs from marketing
inthesensethat it refersonly to those activitieswhich arerelated to
marketing of goodsand servicestofina consumersfor persond familiar
household use. Whereas, marketing we refer to as the process of
planning and execution of conception, pricing, promotion, didribution
of ideas/goods/servicesto create exchangesthat certifiesindividual/
organizational objectives. Retailing happensto beapart of overal
marketing process.

Agarwal, R.; Sinha, M. and Gupta, C.P. (2009) find outin
their research paper that Indian popul ationisgoing through remarkable
demographic change. A largeworking popul ation with an average age
of 24 years, emergenceof nuclear familiesin urban areas, increasing
population of working women and emerging opportunitiesin service
sector aregoing to bethekey growth drivers. Expansion of organised
retail storeisgrestly influencing thelifestyle and buying behaviour of
the Indian consumers.

Kotler, P.and Keller, K. (2009) depi cted that adoption of
marketing concept requiresbusi nessfirmsto find out consumer needs
and wantsin advance and devel op such policiesand strategieswhich
are capable of fulfilling theidentified needs and wants of consumers
moreeffectively and efficiently than competitors, thusproviding grester
satisfaction to customer.

Dwivedi, P.R. (2010) explained that when compared to
major citiesin India, the smaller cities seemto be abetter placefor
investment. Thisisbecausethese cities havelow priced lands, low
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functional and operationa expensesand greater number of available
lands. Hefurther specified and explained that there hasbeenatransition
inthetasteand purchasing prioritiesof the cussomersfrom Tier Il and
[l citiesinthe past ten years. He al so presented the views of Ernst
and Young whichillustrated that there wastwenty six percentage of
growthinmall of themetropolitan citieswhilemallsin Tier [l and 111
citiesshowed fifty five percentage of growth.

Andreani, C.J., Moulins, L.J. and Conchon, F. (2010)
found that trust isthe global variablewhichisused to comparethe
two componentsof abrand, whileloyalty ismorelinked to product
brand and commitment to corporate brand.

Kamaladevi, B. (2010) stressed that, to compete successfully
in this business era, the retailers must focus on the customer*s buying
experience. To manage customer‘s experience, retailers should
understand what customer experience’ actually means. Customer
experience management isastrategy that focusesthe operationsand
processes of abusinessaround the needsof theindividual customers.
Thegoa of customer experience management isto move customers
from satisfied toloya and thenloya to advocate. Focused ontherole
of macro factorsintheretail environment and how they can shape
customer experiencesand behaviors.

Parasuraman,A. (2000) identified that however thequality
service can afford the common agendafor the eva uation of retail facet
and atributes, but thereisno existence of consent for the contentment
of storesattributesor how many factorshasto utilizefor thecomplete
assessment of storeimage.

Many researches had been conducted to determine consumer
attitudestowards marketing through four Psof marketing. Thesefour
Psof marketingarebasic pillarsof marketing management, viz. product,
price, promotion and place. Many studieshave been conducted taking
thesed ementsand itsimportanceto consumersontheground of various
demographicvariables.
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Overview results of Literature Review

1. At comprehensive state of affairs, there is a budding
responsivenessregarding growth patternsof retail formats.

2. Inmost of the researches significant importanceis given on
anaysisof consumersresponsestowardsdifferent retall formats.

3. Various researches are being conducted to investigate and
enlighten marketing conceptsand trends of organised retailers.

4. Effortsarebeenmadetoidentify thefactorsthat areresponsible
for changes in approaches of global retail players towards
consumersand progressionin devel oping countries.

5. In India, researches are being conducted to know about

appearance of organized retailing and itsimpact on consumer
behavior.

6. Many researchers are trying to find out impact of organised
retailing onloca and domestic players, socio-economic changes
andtheway it influencesthenationa andloca economy and the
socia structure.

It was the requirement of the hour to conduct an analytical
study of consumers’ behaviour and perception towards organised retail
storesin Tier 111 cities. The comments, views and suggestionsgiven
by variousresearcherswill helpin drawingaconceptua conclusion.

Research Methodology

Research meansasearch for knowledge again. Research may
be defined as organized collection of dataand information and its
investigation for expansion of knowledgein any subject. Researches
try to provideasolution to rational and sensible questionsthrough
application of systematic methods. According to Advanced Learner’s
Dictionary of Current English research is, “a careful investigation or
enquiry especially through search for new factsin any branch of
knowledge.” According to Goddard & Melville (2004), answering
unanswered guestions or exploring which currently not exist isa
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research. Redmen & Mory (1923), defineresearch asasystematized
effort to gain new knowledge. According to Clifford Woody;, “research
comprisesdefining and redefining problems, formulating hypothesis
or suggested sol utions; collecting, organizing and eval uating data;
meaking deductionsand reaching condusions, and at last carefully testing
the conclusion to determine whether they fit the formulated hypothesis.”

D. Sesinger and M. Stephensonin the Encyclopediaof Socid
Sciences define research as “The manipulation of things, concepts or
symbolsfor the purpose of generalising to extend, correct or verify
knowledge, whether that knowledge aidsin construction of theory or
inthe practice of an art.” Research is thus a unique input to the existing
reserve of knowledge making for itsprogress. It isthe expedition of
certainty withthehelp of study, closeexamination, evaluationand test.
Inshort, thesearch for information and factsfor somespecific objective
and organised method of discovery solutionto aproblemisresearch.
Themethodica gpproach regarding generdisation andtheformulation
of atheory is also research. As such the term ‘research’ refers to the
systematic method consisting of enunciating the problem, formulating
ahypothesis, collecting thefactsor data, andyzing thefactsand reeching
certain conclusions either in the form of solutions(s) towardsthe
concerned problem or in certain generalisationsfor sometheoretica
formulation. In other wordsit can be said that research is search of
knowledgethrough setting up of objectivesand adopting asystematic
method of finding solutionto aproblem of research. Theobjectivesof
research are:

1. Tofindout new specifics.
2. Toexperiment and proveimportant facts.

3. Toinvestigatean event or process or phenomenon to recognize
thereason and result relationship.

4. Todevelop new logical tools, concepts and theoriesto resolve
and recogni ze scientific and non-scientific problems.
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5.

6.

To discover solutions to scientific, nonscientific and social
problems.
To overcomeor solvethe problemstaking placein our everyday
life

Research methodsare the various procedures, schemesand

algorithmsused in research. They includetheoretical procedures,
experimenta studies, numerica schemes, statistical approaches, etc.
Research methods help us collect samples, dataand find asolutionto
aproblem. Themethods of conducting research are:

1.

Descriptivevs. Anaytical : Indescriptiveresearch surveysare
conducted and varioustypesof enquiriesaredoneto find out the
solution to the problems. In thismethod researcher can only make
report on the event or the problem but does not has control on
variables. Inanalytical research, critical evaluation of already
availablefactsand figuresisused.

Appliedvs. Fundamentd : Applied research workson the current
problemsprevailinginsociety. Fundamenta researchesarerdaed
to puremathematicsor occurrence of naturd event. Fundamental
research deal swith formulation of theory.

Quantitativevs. Qualitative : Quantitativeresearchisbased on
thefactorswhich can bemeasuredintermsof quantity or amount.
Quadlitativeresearchesarebased on qudity or kind of something.
Like human behavior etc.

Conceptua vs. Empirical : Conceptual research is based on
abstract ideas or on the matters a ready devel oped by somebody
else. Reinterpretation of existingideas may beal so part of this
research. Empirical researchesare experimental typesof research
based on observation or experiments.

Other Researches: Historica researches, conclusion oriented,
clinical research, laboratory research, etc arevarioustypes of
research methods which can be adopted by researchers as per
their study need.
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Research methodol ogy i sasystematic way to solveaproblem.
It is a science of studying how research is to be carried out.
Fundamentally, the procedures by which researchers go about their
work of describing, explaining and predicting phenomenaare called
research methodology. It isa so defined as the study of methods by
whichknowledgeisgained. Itsamisto givethework plan of research.
More over methodol ogy guidesthe researcher to engross and work
actively inhisher specificfid d of research. Sincescratch, from selecting
the topic and carrying out the whole research work till
recommendations; research methodol ogy shows path to theresearcher
and keeps him ontheright way. Theentireresearch planisbased on
the concept of right methodol ogy. With thehel p of methodol ogy, proper
execution of research planispossible. It givesjustification to the
research objective. For literature point of view a systematic
methodology providesaguiddinefor further research. Theresearcher
comes to the conclusion after conducting survey, interview or
guestionnaires and analyzing the data so collected. Methodol ogy
providesthe soul to the research by understanding and recognizing
theright typeof research plan, timelimit, procedureand right techniques
suitablefor researchwork. Entireresearchisregulated by theresearch
methodology. Bothinternal and externd factor of reseerch environment
aredriven by methodol ogy.

For theresearch dataare coll ected through various methods.
Inthegtatistica study errorsindatasetisnormaly seen. Many satisticd
testsaregpplied with theassumption that dataarenormaly distributed.
It isassumed that the popul ation from which sampledatais coll ected
isnormally distributed. But mere assumption of normality of datawill
not giveaccurateresultsto any staisticd sudy. Sonormality test should
be taken serioudly to conclude the study in proper manner. If data
plotted on graph and anormal curveisformed, it showsthat sample
distributionisnormal. Andif curveisnot in normal shape, significant
testsare conducted. In this study Kolmogorov Smirnov (K-S) test
wasappliedtofind out normality of data. For asingle sampleof data,
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the Kolmogorov-Smirnov test isused to test whether or not the sample
of dataiscons stent with aspecified distribution function. Tostudy the
cross correl ation between different factors one way and two ways
crosstabul ation analysishasbeen done. For crosstabulation analysis
age, gender, occupation, incomeand educational qualification of the
respondent istaken asindependent factor. Further percentage method
isalso applied to analyse the data where it was found necessary.
Andysisisdonewith thehelp of crosstab and graphical presentation
of dataisalso shown in support of thetwo way frequency.

Thisstudy isbased on non-parametric datasample. In such
data sample non parametric tests are applied. A non-parametric
satigtical testisatest whosemode does not specify conditionsabout
the parameters of the popul ation from which the samplewas drawn.
Most non-parametric testsare gppropriatefor datainan ordind scae,
and some apply to datain nominal scale. A non-parametrictest does
not make much assumption about parametersor it can be said that
thesearedigtributionfree. Further tofind statistical significanceof the
association of different variables Chi-square, Phi-coefficient hasbeen
used. The Chi-Squared Test of Association allowsthe evaluation of
two attributesinasampleof detato determineif thereisany relationship
between them. Theideabehind thistest isto comparethe observed
frequencieswith thefrequenciesthat would be expected if the null
hypothesisof no association/ statistical independenceweretrue. By
assuming the variables are independent, we can also predict an
expected frequency for each cell inthe contingency table. If thevaue
of thetest statistic for the chi-squared test of associationistoolarge,
it indicates a poor agreement between the observed and expected
frequenciesand thenull hypothesi s of independence/ no association
isrgected. Chi-sguareisused to check thesignificance of data. The
magnitude of therel ation between the variables can be achieved by
Phi Coefficient. Other statistical toolslike mean and ratiosare a so
used as per the requirement.
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Tools of Data Collection and Analysis

All theshoppersof Bilaspur Chhattisgerh aretaken asuniverse
that purchases goods and commaodities. All those peoplewho go to
market and purchasethings are taken asuniverse. All the shoppers
who goto shopping malsand purchasegoodsand articles, irrespective
of their age, gender, occupetion, incomeand educationa qudifications,
areconsidered as population for this study. From the population of
the shoppers that shop from organized retail shops, sample was
selected. No specific category was decided while distributing the
guestionnaire. Age group category, income category and educationa
qualifications category were decided after collecting the responses
from therespondents.

Thisstudy followed Non-probability sampling techniquefor
study. Convenient sampling is applied for data collection. 150
respondents had been given questionnaire for obtaining their view.
Quantitative research approach is adopted in the study. Theentire
variablesaretaken out from the specific concept based on fundamentd
theories, duly tested. The scientific method isadopted to reachto the
conclusion by using hypotheti cal-deductive method whichisnormally
used to test thetheory based on generd principles. Researchdesignis
framed on both descriptive and exploratory research design.
Questionnaire method isused asdatacollectiontool. The primary
datawas collected through questionnaires. A structured questionnaire
was designed to find out responses from consumers. Where
respondentsconfronted difficulty infilling thequestionnaire, necessary
support was provided to them. Meanwhile somediscuss on about the
study with therespondents a so took placein most of the cases. Many
necessary opinion and information came out from the respondents
during the conversation. These opinionsand viewswerefound to be
very helpful whilewriting suggestion. The sourcesof secondary data
included Internet, magazines, journals, e-books and books from
various concerning libraries. Appropriate Statistical toolschi square
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technique has been used to analyze the datawith the help of SPSS
software. A structured questionnaire consisting 32 questions was
distributed to prospective respondents. The statementsweregiven 4-
5 options asper the requirement of the question. Questionnairewas
divided into three parts. 1) Demographic profile. 2) Customers’
shopping preference. 3) Customers’ shopping behaviour. After filling
up of questionnairerespondentsare categori zed under four agegroups
viz, lessthan 21 years, 21-35 years, 35-50 years and more than 50
years. Here upper limit of the age group isexcluded inthe study for

respective age groups.
Table- 2.1: Research Design

Resear ch element Choice
Research approach Quantitativeresearch
Research method Survey
Datacollection method | Questionnaire
Logic Deductive
Sampling method Non-Probability
Sample Conveniencesample
Samplesize 150 respondents

Thisstudy isconducted inthe Bilaspur city of Chhattisgarh
state using questionnairemethod of datacollection. Only urban area
and sub-urbsof thecity istaken under study. Respondentsof al age
group, income category, occupations, gender and educational level
areincludedinthesampledata

Initidly apilot survey was conducted taking 30 respondents
as sample. Questionnaire consisting 32 questions was randomly
distributed in each of the organi sed retail soreof the Bilaspur city, 10
respondents each from big bazaar, easy day and reliance market. On
analysis, it was observed that respondent could not understand 4
guestions or questions were similar, it has been reduced to 28
questions. For thefina study questionnairescons sting 28 questions
weredistributed in the different partsof thecity to giveadiversified
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coverage to all the age, gender, income category, educational
qudlification and occupati on of respondents. Responsesobtained from
150 respondents.

Delimitation of the Sudy

Thestudy isonly limited to onecity i.e. Bilaspur. Also this
study isconfined to the urban and sub-urbs of Bilaspur city. All the
people who purchase goods and articles from shopping mallsare
indudedinthisstudy. Immaterid, if they areregular or irregular shoppers
to shop from organised retail stores. People of all age groups are
includedinthestudy.

Thefast changein shopping culture of peopleisnoticedin
Bilaspur. The mallsand hyper marketsarein up-and-coming phase.
Concept of hypermarketisall new totheconsumers. Research report
will offer significant ideaabout consumer behaviour.

kkhkkkkhkk*k
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3 Growth of RetailsIndustryin
Different Partsof World

Theoriginof retail isasold astradeitsaf. Snceancient time
trading played vitd rolein market. Initidly barter syssemwasfollowed.
It wastheoldest form of trade. Retail isdone sincewhen therewasno
common denomination of exchange like money/currency as in today’s
world. For many years goodsand commoditiesare sold by peddlers
are by shopkeepersin market places. Gradually, medieval markets
were dependent on local sources for supply of perishable goods
becausetravelinglong journey and transportation of commaodity was
not possible dueto lack of fast means of transportation. However,
customersdidtravel condderabledistancefor specidty items. Peddlers
and hawkers provide goods of basic needs to people. They were
like, mobile shop which moves from one place to another. Such
hawkerscover long distanceto sel their goods. They could betermed
asthe early entrepreneurs who saw the opportunity in serving the
needsof consumersat aprofit. Duringthisera, mom-and-pop stores
and genera stores operated throughout the country. The mom-and-
pop storeswerefamily run businessesthat served the needs of town
people. “General stores” were common and offered a variety of items
that consumerscould buy inone store.

The remains of mgor Greek citieswitnessto thefact that
retailing existed even at that time, the agora, of the market, which
existed then, served the needs of local populace. Inmost partsof the
world afleamarket typically aplacewherevendorscameto sdll their
goods could betheearliest form of retail congregation which existed
The original flea market which is said to have existed is the Marche’
aux puceinthesuburbsof Parisinthe 171" century. Over theyears,
these markets have existed acrossmgor cities of theworld and are
selling adiversearray of products. Bon Marche, set upin 1852in
Paris was the first departmental stores. Bon Marche completely
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changed theretail scenario at that time by believing on volumerather
than high profit to make money.

Itisdifficult to estimatetheage of retailing accurately. But its
existence cannot be denied sincetrade started intheworld. Retail
industry in USA can be studied inthreedifferent stages. Hudson Bay
Company began businessin 1670. Barter wasprevailingin North
Americathat time. Goods and commodities against fur weretraded
that time. Thefirst national retail chain wasthe Great Atlantic and
Pacific Teacompany, which had been founded in 1859 as Gilman and
Hartford’s in New York city. Its operations were still confined to New
York city by 1865, but it had afoot print that stretched from Norfolk,
Virginiato S. Paul, Minnesotaby 1880: and acoast to coast presence
by 1900. Thecompetitionin retail sector controlled thetrangportation
cost and promotional cost of goods.

Improvement in transportationinfrastructure madelayers of
middleman unnecessary, and population growth encouraged
specialization throughout the supply chain. The development of
automobileand home-based refrigeration combined withinnovetion
at the storelevel like self service and the cash-and carry model to
lower prices. Increasing urbani zation and larger markets replaced
repeated interactions between small retail ers and consumersthey
served with moreanonymoustrade. Thismadeadvertisngand branding
advantageous sourcesof credible commitment which encouraged the
riseof multi-unitfirms.

Duringthisera, the development of stores chainstook place,
and bigger discount and departmental stores opened acrossthe US.
ThenamesWoolworth, Sears, J.C. Penney, Wal-mart, Montgomery
Ward, and Macy’s became more common in cities and suburbs. After
World Wer 11, the popul ation grew substantially, but the number of
retailersand the number of retail establishmentsgrew more slowly
than population. During 1975-1990, saw thetremendous expansion
of discounterssuch asWa-Mart and Kmart, plusother nationd chains
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like searsand J.C. Penny. Throughout the US malls, strip centers,
stand- alone specidty storesand Big Box general merchandisechains
sprouted upin-North-America. Rising incomesamong peoplewho
had typically been poor a so worked to the advantage of discounters
because many of these who now had more money were not used to
andwerenot willingto pay for department storeamenitiesand service,
Agricultural employment as a percentage of the total labor force
declined sharply from 1910 to 1990 whilewholesaleand retail trade
increased (Figure-3.1). Following adip in the 1950s, both retail and
wholesale employment asa percentage of thelabor forcerose.

Figure- 3.1: EmploymentinAgriculture, Retail, and Retail Plus
Whol esal e as a Percentage of the Labor Force, 1910-1990.
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(Source: Author’s calculations from Carter et al. (2006) series
Ba652, Ba653, Ba660.)

Inasurvey of changesin American productivity inthelate
1990s, the McKinsey Global Institute estimated that retail trade
contributed 0.31 percentage points of a1.33 percentage-point jump
inU.S. productivity (McKinsey Global Ingtitute. 2001). Thisperiod
witnessed great changeinretail sector. Big tradersbecamebigger and
many small retailerswere out of the picture. The super center became
Wal-Mart’s biggest growth vehicle in the 1990s and helped make it
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by far, the world’s largest retailer. The retail study in 1990 predicted
that 50% of all retail storeswould be out of business by the year
2000, abold prediction that, in retrospect provedfairly accurate. The
study recogni zed theimpending growth and power of chainslikeWal-
Mart, target, Costco, and Home depot, and rightly projected that
many small and mid —sized regional chains would vanish from the retail
landscape. Industry consolidation has had insightful, effects on
merchandising strategies, on shopping pattern, and on suppliers. On
the one hand, discount and massretailersarefinding it advantageous
to introduce exclusive, name-brand merchandiselines, whilehigher
price department storesaretrying to lower costsand increase unit
sales by devel oping store brands, which offer consumersessentialy
the same quality asbrand nameswithout the higher pricetag.

A new trend of sale is grabbing pace these days, called “Flash
Sale”. By adding customer’s mobile or tablet through online shopping
application, online retailer inform their customer about “flash sale” of
exclusiveitemsat arock bottom prices. But such saeisonly for afew
hours. Gilt group, Ideeli and Beyond the Rack, Nordstrom etc. are
few players of this new game. Retail with morethan 15.2 million
employeesinAmericaalone, isoneof thelargest industriesin the
world.

Thehigtory of retailing seemsto beahistory of revolutions. At
theend of eighteenth and inthe beginning of nineteenth century, it has
been noticed that atransformed market wastaking place. During this
period inception of completely new method of production and
consumption took place. Industrial revolution in Europe lead to
changed, market set up. Thefundamental changeswhich took place
in European market during this period were introduction of
departmenta stores, cooperative societies, mail order typeof business,
etc. industrid revol ution not only transformed the production method
but a so compl etel y changed the consumption pattern and retail trade
culture. Budding of departmenta stores, spreading out co-operative
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societies, and opening of mail order businessweremarked later half
of Nineteenth century. “While the industrial revolution of the late
e ghteenth and early nineteenth centuriesherad d acompletely new basis
for the production of goods, sincethelate nineteenth century it hasin
fact been the changein thefield of consumption andretail which have
been associated with a sense of ‘revolutionary’ disruption: the surfacing
of department stores, the expansion of the co-operative societies, and
the beginnings of the mail order businessin the second half of the
nineteenth century—all formed the first great wave of radical change”.
The changeswhich USA started experiencingin 1920s, also reached
Europeafter 1945. Thischangeinretail industry accepted the concept
of self-sarvice. Thislaid thefoundation of super-markets, departmenta
stores, etc in the outskirts of the cities. The professionalization of
marketing and product advertising a so bel ong to this second wave.
Although the newest devel opmentsrel axed outsidethehdt of historica
research, the exaggerated transformationsin retailing in post-war
Europe areincreasingly coming under the study of historians. From
the end of the 1940s to the beginning of the 1960s most Western
European soci etiesexperienced aperiod of unusualy strong economic
growth. It was a so aperiod which saw the expansion of thewelfare
state, theincomesof large sections of thepopulationincreasing, class
differencesand socid conflict decreasing and new formsof cultural
differentiation emerging. Inthe decades of economic prosperity and
social stability after 1945, in most European countriestherewas not
only atransition to a mass consumption society — from the 1950s on
therewasd so afundamental changeinthestructureof theretail sector.
Thus, it seems extremely appropriate to talk of the history of
‘revolutionary’ upheavals in retailing as part of the history of post-war
recongtructioninWestern Europe. Americawasestablishing new model
of social equality, whose important characteristics was an “entitlement
to a decent standard of living” for all the sections of society. Whereas
at the same time in Europe, consumption pattern of people was
accordingtotheir socia status. Later on\Western Europewas greatly
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influenced by economic, politica and cultural changestaking placein
America

American influence on consumption pattern canbeseenin
western European countries and termed as ‘Americanization of
Europe’. Thus, inthe eyes of many during the 1940s and 1950s, not
only were chewing gum, rock ’n’ roll and blue jeans symbols of the
‘American way of life’, but so were supermarkets, self-service retailing
and aggressive advertising—all allegedly exported to Europe by means
of the European Recovery Program, the mass media, transatlantic
exchange programmes and thetrade in consumer goods. If therewas
indeed a ‘revolution’ in retailing in Western Europe after 1945, then it
has been perceived and interpreted by many as an *Americanization’
revolution. There are many supportive evidenceswhich provethat
modernretailingin Europe started after Second World War significant
economic growth and socia changestook place after Second World
War andretail businessplayed avita rolein bridging thegap between
producersand consumers. Severa resources concluded that in 1950s
and 1960s, introduction of self service model and expansion of
supermarkets wastaking place. Theprincipleof self serviceat first
covered most of thefoodstuffstrade, and then spread into nearly all
other sectors. Thiseraconcentrated on organised shop floor, learned
sales staff, standardization of goods, their packaging and store
arrangement, etc. After 1955 there were agrowing number of US
firms activein the British retail market. Italy saw a much greater
resistanceto the implementation of self-serviceand supermarkets.
Supermarket tradition was slowly adopted in Italy as compared to
rest of Europe. Thiswaspossiblebecause small retailerswere cgpable
to created politica and administrativeinfluencefor their own benefit.
Thematter of nationwide definite version processesin consideration
to USAmerican power a so rai sesthe question of domestic European
comparisons. It is clear that there were many differences in the
structuresof retailing in Western Europeinthemiddle of thetwentieth
century.
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Around 1960, self-service was most widespread in Sweden
and Norway, followed by Switzerland, West Germany, the UK, Holland
and Denmark. Inthemiddlegroup of countriestowhichAustria, France
and Belgium bel ong, the phenomenon was just beginning to gather
momentum, whilein Ireland, Spainand Italy; it had barely started. In
West Germany thiscourse of conversion was much faster and much
moreflourishing. LydiaL anger addressestheissuethat thetransatlantic
knowledgetransfer wasa ready being broadened and expanded upon
inthe 1950sby moreand moreinternal European linkagesand business
collaborations. At the same time in Norway, adoption and
implementati on of freezing technol ogy was successfully taking place.
Chain of cold storagewasdeve oping during thisperiod; it wasshowing
theimportant venture between frozen food industry and producer of
freezer chest. Development of barcode, IT based inventory
management, sandardized articlenumber, cong stent labeling, etc, took
place. The Retail industry in Sweden isnot an exemption.

Recent Yearsthe progressin many sectors has gained pace
andinternationd trendsare a so seen on the Swedish market. However,
Intermsof maturity and pricepressureit isstill lagging behind the
largest marketsin Europe, anditisthereforevauableto consider the
Western European Marketsand learn from their devel opment in recent
years. Thestructureof retail industry hasbeentransformed snce 1920s
inTurkey by thenew retail format. It hasbeen devel oping snce 1930s.
During 1950s chain stores began to operate with self service concept
toincreasewdfareleve andreducetheeffectsof inflation. Government
wastheprevailing factor ineconomy. In 1960s private company began
toriseintheretail sector where asthe biggest retail companieswere
just consumption co-operativeswhich devel oped sdf-serviceretaling
concept intheseyears. Thiswasthelaunch of multi-storey storesand
chain stores. Tansas established in 1973, providesfor cheaper meat
and coal. In 1976, it opened itsfirst storein Izmir and introduced
supermarket technol ogy in socid industry. Gradualy number of food
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retailersbegunto establish withinthelimit of these devel opment a the
end of 1970s, there were two main aterations in the sector; food
retailersstarted selling non-food items and traditional mom-and-pop
storesretailersbegan to specialize on one product lineespecidly food
productsinstead of specializing on perfumery products, stationery
products, and drugs. The law enacted in 1973 was supposed to
enhance and support retail industry however, it failed.

Until 1980simport substituting policieshavebeen followedin
Turkish economy. Government policiesoriented towardsderegulation
inretailing aswell asintheeconomy generaly. Privatization wasone
of the major policiesof government to liberalise the economy. To
promote externa and largeinternal investment, the government gave
incentivestotheretalers. Thefirst shopping center cdled Gaariawas
openedinlistanbul in 1988. Theretail industry hasgonethrough mgor
changessincethelate80s. Turkishretall industry wasfragmented and
non-integrated until 1990s. Themodern eraof retailinginturkey started
inyear 1990s. Turkey Grocery Stores and Dedl ers Federation (2000)
showed that market sharesof hypermarketsand supermarketsinthe
total retail market were 10 % in 1995, 14 % in 1997 and it was
estimated that it would reach 35 % in 2004. In theyear 2003, U.K.
based company Tesco entered Turkey by acquiring Kipaand became
Tesco Kipa. In 2005, French company Carrefour took over Gima
and Endi, Wa-Mart, American company a soregistered its presence
inTurkish retail market by acquiring Migros. Ascompared to other
European countries, urban areas are more devel oped as compared to
rural areas. It hasbeen creating the prospective use of both modern
shopping centersand traditiond retailers. Traditiond and small retailers
aretrying hard to confront the competition with organised retailers.
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Table- 3.1: Top 10 Global Retailers of theWorld

Rotall Name of Company Countryof | 2012

revenue origin rotall
rank revenue
(FY12) (US$m)
01 |Wal-Mart Stores, Inc. u.S. 469,162
02 | TescoPLC U.K. 101,269
03 | CostcoWholesale Corporation | U.S. 99,137
04 | Carrefour SA. France 98,757
05 | TheKroger Co. U.S. 96,715
06 | Schwarz Unternehmens Geamany | 87,236°

TreuhandKG

07 |MetroAG Germany | 85,832
08 | TheHomeDepot, Inc. u.sS 74,754
09 |Aldi Einkauf GmbH Co.oHG | Germany | 73,035°
10 | Target Corporation u.sS 71,960

(Source: The Global Powers of Retailing 2014, Report from

Deloitte)

Thetransformationa changeinthe Czech Republic after 1989
haveintroduced many important phasesinto theeconomica, politica
and socid lifeof thecountry. Sincethe second half of the 1990s, a
dynamic development of retail facilities occurred with the stresson
large scale and compl ex proj ects, often without aproper location or
impact assessment anaysis. Thisfirst hypermarket emergedin 1997,
and other large-scale formats followed. After the so-called “Velvet-
Revolution”, conditions in the trade sector have alternated markedly
and retailing became one of the most dynamic branches of national
economy together with the finance sector. The 1990s brought the
dissol ution of theformer state-owned companies(inall the sectorsof
economy), by newly emerged businessorganizationsand ingtitutiona
framework by the inflow of foreign investment into the retail
development, by an increase in the sales area and a number of
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employessinretailingand by themoderni zation and better technologica
functioning of largescaeretall facilities.

Inthelater yearsof 1990s, first large scale outletsopenedin
the outskirtsof urban areas. During these years, multinational retail
chain, hypermarket, and shopping centers opened. These projects
revolutionariesthe share of renta areas and many changes adopted
by the authoritiesregarding planning for development in democratic
society. The changesin socia and legidativeframework brought up
theideology that traditional plansand plannersdid not utilize the
potentiasat optimum level. Ma er describesthis periodsastheloss of
prestige of physical planning. Theriseand downfall of supermarkets
wasvery quick in Czech Republic. They limited it to discount stores.
In 1995, there was no hypermarket in Czech. It took pacein 1998
and grew with an increasing tendency until today. In theyear 2010
there were more than 240 hypermarkets in the country. Still new
congtructionsaretaking place with new retailing formats.

Figure- 3.2: Spatid Distribution of Large-scale Retail Facilitiesin
the Czech Republic

European countriesare comparatively smal insize. Andthe
citiesareof great historical importance. Thereisvery limited scope of
deveopment of retail tradein such historical town centers. Asaresult
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new retail development tend to be located in out-skirts of cities.
Netherlands planning policy issomewhat sameasGermany. It strongly
believes in safeguarding the interest of small and existing retailers. “While
most other Western nations have, at one time or another, allowed
retailersto construct large-scal e hypermarkets and shopping malls
outsideor a theedges of mgor cities, the Dutch planning system has
consistently frustrated, blocked and redirected this development”.

According to Guy (1998) the rationales for government
intervention in retail change are generally speaking based on three
principles: (1) toimprovetheefficiency of the market, (2) to control
negative externaities and (3) to protect or to subsidize for social
reasons. Dutch retall planning policy hasbeen primarily based onthe
second and the third principle: “from the rise of Dutch retail planning
policiesinthe post Second World War period until the present day,
the political ideology has been to preserve city centers Retail
Development in The Netherlands 1033 by preventing seriousthreats
to their economic functioning”. In the year 2004, local authorities,
municipdlities, regiona adminigtration departmentsweregiven authority
to develop their own retail development policy. At the end of 20th
century Ministry of economic affairs accepted the fact that retail
planning system was based on the blend of economic competency
and deregulaion principles. Thisdecentralized planning modd trusted
aseffectivetool inreducing negative externd effects of out-of-town
retailing and astimulator of innovative development inretail sector.

In Poland socialist economy was prevailing. Like other
European country, Poland also experiences economic and social
changed in 1990s. Before 1990s communist culture prevailed in
economy and market were centralized and put under state control.
Duetothisreason private sector wasin the corner end of the economy.
Private sector was not actively operating that time, underdevel oped
infrastructural facilitiesgivento customers. Thecentra and eastern
European countries (CEECs) were less devel oped than western
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European countries. By the end of communist era, CEECs opened
themarket doorsfor privateand foreigninvestors. To raise sufficient
fund for infrastructural devel opment thiswasnecessary. Withinthe
group of CEECs, Poland isof special interest, because on the one
hand, withits38 millioninhabitants, itisthelargest CEEC and onthe
other hand, Poland had already taken part in the first phase of the
transformation processat the beginning of 1990s.

The consolidation processbeganin thesecond haf of 90s, by
thistimelarge number of playersentered the market and many had
forced to leave the market. Those who survived focused on the
profitableareasof business. Many sold off their unprofitablebusiness
and somewent for joint venture (Dawson, J. and J. Henley (1999). In
the privatization process, priceswere deregul ated and restrictionson
product ranges, freetrade and importswere eliminated. Thisnew
policy remarkably increased the opening of new stores. Between the
years 1991-1995 numbers of stores increased by 50%, whereas
substantial decreasein storesnoticed after theyear 2000. Privatization
attracted many firmsduring thisperiod. After privetization, many sngle
storescombined with small and conventional typeof organization. At
thistime, modern retailing concept accepted by Poland. Opening of
departmental stores, shopping centers, hypermarkets, supermarkets,
discount storesand convenience stores opened in Poland. After the
end of communist system, privatefirmsentered themarket to explore
thegreat market potential especially multinational companiesrushed
towards Poland.

Since 2005, new merger havetaken place. Milabecame part
of Lekkerland whichwasat |eading positionin Central and Eastern
Europe. Now retailershave started shifting from large citiesto smdll
cities. Intherace of establishment and market share domestic and
multinational companies have entered. This whole process of
origination, existence and surviva was dueto some specific causes.
Poland isacountry of good infrastructural amenities. Itisthelargest
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central and eastern European country (CEEC) with 38 million
populations. No political unrest and disturbancefound in Poland.
Poland is new member of OECD (1996) and NATO (1997). Its
businessmainly limited up to European countries

RetalinginAugtrdiaistheoutcomeof traditiona formof retail
business. It also includes small weekly markets, fairs and other
traditional formsof market whichisusually organised at aregular
interva if time. Thiswasthe scene of market in early 1800s. L ater,
thisconventiona market format waslittle modified and peddiersand
general storescameinto existence. Inthe mid of 1800sthesewere
also replaced by the expert retail ers. During thisperiod main reason
behind such change in retail business was rapid urbanisation,
industridization, and increasein standard of living. All theseretalers
used to locate their shops either in the district’s business place or near
thecoloniesat thewalking distancesof the customers. Inthebeginning
of 20" century street side retailing and departmental stores were
popular. Thesewerethetwo ma or modesof retal trading. Department
storesweredominant modd of retailing ascompared to others. After
Second World War, population growth increased remarkably.
Suburban areaswerergpidly deve opingto urban. A Sgnificant increase
instandard of living of peopledsoincreased during thisperiod. Now
they were ready to go to faraway places to purchase goods and
commodity. Onemorething noticed during thisperiod wasinclination
of people for car ownership. Number of car owners between the
years 1947-1971 increased threetimes. Thisfactor had agreat impact
onexpansion of citiesinAustralia. InAustraliacorner shopswere
very popular stopsfor the buyers. It was not only apoint of shopping
but al so the community meeting point. These corner shopsplay vita
rolein building good re ationsamongst community people.

........ for a regular customer, a corner shop is much more
than bricksand mortar......... like hair dresser or barbers” shop, local
butchers’ greengrocer shops....that air of familiarity the habits of a
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lifetime and the traditional ways of doing things, are part of a
community’s lesstangible heritage....... Retailers adopted new methods
of attracting customersby using glasswindow and glassshelves. They
decoratetheir shopsby colourful lightsto display goodsthrough the
glasswindow. Retail market wastaking aturning point after Second
World War. Following Europe and United states, Australian market
also started establishing departmental stores. These departmental
storeswere established inamulti storey building. Hydraulicliftsand
electric escalators werethereto take customersfrom one storey to
another.

By thelatter part of 20" century self servicewasintroduced
inretal. Consumerswerefreeto sdect desired articlesfromthe selves.
Thismodeof providing servicewasanew experiencefor thecustomers
over the traditional shopping pattern of over the counter mode.
Advanceform of sdf servicewasa so appreciated by Australian when
self checkout wasintroduced. In self checkouts consumersused to
select, weigh and make payment for goods. Electronics payment was
a so becoming popular. It wasfavourablefor retailersal so being more
economic running and maintenance cost. Less number of workers
wasrequiredto runthe self checkout retail shops.

In present market condition, departmenta storesand shopping
mallsarequiet acommon things. First drive-in mall wasopenedin
Chermside, Brisbane in 1957. And after that many shopping centre’s
opened. Customerswere attracted towards such shopping centers
because, retail sores, speciaty shops, entertainment zones, restaurants,
freecar parking facilitiesetc. wereprovided by such mals, thisleads
to development of suburban areas—. These shopping malls were
designed for not only shopping but also for entertainment and
refreshment. Customers’ likings and requirements are kept in mind
whiledesigning shopping mallsinAustralia. Facilities provided by
shopping mallsto the customersdivided lots of shopperstowards
these malls. Whilethe first megamallswere built to be shopping
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dedtinations, entertainment and food outl etscould betheir saving grace,
withtheretall industry still reding from adropin salessincetheglobd
finencid criss.

At ownership point of view private equity was al so started
taking place some examples are: Barbeques Galore, Repco and
Goldfreysaredoing businessunder private equity ownership. From
1990s, retailing emerged in anew style- MEGA STORESOR BIG
BOX. Largefloor areais covered with huge range of assortment.
These shops were capable of availing economies of large scale.
Traditional retailers called such shops “category killer”. Goods and
commoditieswerealso introduced under privatelabds. They serve
customers as the good substitute of branded goods. At the time of
global recessiontheseprivatelabel goodsregistered remarkableshare
intheretail market. Now the satisfaction level of customer isso that
they wanted to go for buying these private label goods, even after
normalcy of global market. It has registered 25% market share of
supermarket salesin the year 2000. (The Roleand Devel opment of
Austrdian Retal-Economic structureand performanceof theAudrdian
retail Industry-Inquiry Report, pp 16-17)

InAudrdiatheretail industry operatesunder severa regulatory
bodies. The planning, zoning and devel opment assessment are done
by regulatory authority. It isdecided by planning regularsthat where
the new entrants should get land or locate his business, expand his
businessor not, etc. athough these steps aretaken for social motive
but, it isalso noticed that such restrictionspillsback the pace of proper
development of retail business. Under zoning, particular pieceof land
isrestricted for some specific use. Thisisdoneto haverestriction on
competition. InAustralia, to preserve existing business, restrictionon
new businessismadewhichinreturn, becomesbiglacunainganing
consumers preference. Planning and zoning authority checks the
opening of new shops. Thissystemincreasestherate of occupancy in
those areas/l ocations which are permitted by authority, if tenant is
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capable of making very high rate. But sometimes it also moves
prospectiveretailer tocommercidly lessattractive place. Occupancy
costs are one of the vital cost driversfor retail industry. Another
legidationtoregulateretail istrading hours. For different category of
retailers, trading hoursarefixed so that other retailer should get time
for sale. Small retail ers can trade without competition from larger
retailers. Now some changesin trading hour regulationis made by
some government. Regulated trading hours are seen in Western
Audtraia, SouthAustraliaand QueensLand.

On the one hand, regulatory authorities having control on
Austrdianretail industry, and on the other hand, modern modes of
shopping becoming popular inAustrdia Onlineshoppingischanging
retal scenarioinAudrdianretall industry. Retall tradeisexperiencing
dramatically changeafter decades. All thisisdueto advancetechnology
and other retail innovation adapted inloca condition. Theinternet has
changed the nature of retail competition not only by bringing distant
competitorsinto themarket but aso by changing role of consumers.
Duetointernet traditiond retail servicescannow beeasily availableat
distant places. Also comparisonsof prices, featuresof goodscan easily
be possiblefrom thousands of retailersal over theglobe. Consumers
need not to rely ontraditional advertisement. Thereisan explosion of
websites providing onlinereviewsand customersrating for goodsand
devices. All thisispossiblewiththehe p of computers, |aptops, smart
phonesand other mobiledevices. Apparently onlineretallingisgrowing
Speedily. ButinAustrdiano officid statisticsare provided by ABSon
thesizeof inland and overseasretail salesto Australian consumers.

Development of Retail Market in India

Origination of Indianretail takesplacefrom peddlers, hawkers,
haat-bazaar and kirana stores. These stores used to fulfill the
regquirements of local people. Sincethen Indian retail market has
changed a lot, in fact a complete transformation took place.
Immediately after independence, therewas not much growthinretail
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industry. It was basically mom and pop stores. Customers used to
cometo the counter and ask for the commodity. If it wasavailable
with the shopkeeper, they buy it. Therewasnointerest or likingsfor
specific brand. Whatever was available with the shop keeper was
purchased by the customer to fulfill the need. Generaly nearby shops
were consdered for purchase of commoditiesinretail. Theemergence
of first phase of organised retailingin Indiacan betraced back when
a shopping centre into existence in the year 1869 with Mumbai
Crawford Market. After that, in theyear 1874 Hogg market, popularly
and better known asnew market cameinto existencein Ca cutta(Now
known as Kolkata) this shopping centre was designed by an East
Indian Railways Co. Architect R.R. Banyaand wasnamed after the
then municipal commissioner of CacuttaSir Stuart Hogg.
Figure-3.3: TimeLineof RetallinginIndia
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(Source : Citigroup Investment Research)

Earlier therewere sometraditiona retail chainslikeNilgiri
and Akbardlysthat were set up on thelines of western retail concepts
of supermarkets. Thegovernment set up the public distribution system
(PDS) outletsto sell subsidized food and started the Khadi Gram
Udyog to sell clothes made of cotton fabric. During thistime, high
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streetslike Linking Road and Fashion Street emerged in Mumbai.
Somemanufacturerslike Bombay Dye ng started forward integrating
to sell their own merchandise. Shopping centersor complex came
into existence, which was a primitive form of today’s malls. Before
liberdisation, savingwasthemainamof folks. Thosewhowerehaving
saving habitswere appreciated. Indian retail market took remarkable
change after 1991, when amagjor decision on (LPG) Liberalisation,
Privatization, and Globdizationtook place. Sinceliberdizationinearly
1990s, many Indian playerslike Shoppers Stop, Pantaloon Retail India
Ltd (PRIL), Spencer Retail ventured into the organised retail sector
and havegrown by many foldssincethen. Globalizationandthemedia
have brought theworld closer, opening doorsto cultures, trendsand
lifestyle that were considered taboo, alien and unknownto them. And
with the spirding Indian economy, thebehaviord pattern of theaverage
Indian consumer has seen aseachange. Booming economy, favorable
demographic patterns, increasing per capitaincomeand urbanization
gaveriseto anew sector inIndia: Organized Retail. Opening up of
retail sector for FDI can be considered asthe primereason behind
theblooming organized retail sector (Geetika). Asthesdary package
of skilled professionalsrocket to anew high, with many perksand
compensation coming in, the swelling doubleincomemiddle class
populacelivinginisolated nuclear families, havemadethejump from
‘zero spending’ and “frugal living’ to one of ‘zero saving’ and ‘living
lifeking size. With dueincreaseinincomeof consumers, their likings
for branded and luxury goods hasincreased. The Retail Industry in
India has come forth as one of the most dynamic and fast paced
industrieswith severa playersentering the market.

Thetotal concept and idea of shopping has undergone an
attention drawing changein terms of format and consumer buying
behavior, usheringinarevolutioninshoppinginindia Modernretailing
hasentered into the Retail market inIndiaasisobservedintheform
of bustling shopping centers, multi-storied malls and the huge
complexesthat offer shopping, entertainment and food al under one
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roof. Accordingto CPASstudy, the unorganized retail sector of small
and medium retailersemploysover 40 million. Thereare 11 retail
outletsfor every 1000 peopleinindia Thisfact suggestsaconsiderable
element of “forced employment” in this sector. In the developed
economies, organizedretail isin therange of 75-80 per cent of total
retail, whereas in devel oping economies, the unorganized sector
dominatestheretall busness. Theshareof organizedretal varieswiddy
from just one per cent in Pakistan and 4 per cent in Indiato 36 per
cent in Brazil and 55 per centin Maaysia. Modern retail formats,
such as hypermarkets, superstores, supermarkets, discount and
conveniencestoresarewidely present in thedevel oped world, whereas
suchformsof retail outletshaveonly just begun to spread to devel oping
countriesin recent years. In devel oping countries, theretailing business
continuesto be dominated by family-run neighbourhood shopsand
open markets. Asaconsequence, wholesalersand distributorswho
carry productsfromindustria suppliersand agricultura producersto
theindependent family-owned shopsand open marketsremainacriticd
part of the supply chaininthese countries.

Moreover, high consumer spending over the years by the
young population (morethan 31% of the country isbelow 14 years)
and sharp risein disposableincomeare driving the Indian organised
retail sector’s growth. Even small towns and cities are witnessing a
mgjor shiftinconsumer lifestyleand preferences and havethusemerged
as attractive markets for retailers to expand their presence. With
increasein population, villagestook the shape of town andtownsas
cities. Devel opment took place gradually, leading changein retail
market culture. Development of means of transportation and
communication resulted in expans on of business. These amenities
provided opportunitiesto retailersto open specialty stores. Before
thistimeperiod, generd storesweretheonly meansof fulfilling needs
of retail customers. In present day, Indian retail industry isprospering
andflourishing. Itisdready the second largest provider of employment
inIndiaafter agriculture. Assimilation of new trendisvery important
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factor for retailers. If they fail to adopt new retail culture, they are
likely to be thrown out of the market. For the survival of business
customer relation isvery important factor. At thesametimeitisaso
important for theretailersto know the customersdemand in advance.
Taking care of customersdemand and fulfilling their needs arethe
only fact, which should betaken careoff. Themodernretail business
will cresteabout 1.6 millionjobsinthenext fiveyears. Modernretalers
will not only create employment opportunities but also would help
raise India’s overall economic productivity and could also result in
lowering pricesof goodsA ccording to study conducted by ICRIER,
total retail businessin Indiawill grow at 13% annudly, from US $322
billionin2006-07 to US$590 billionin 2011-12 and further US $1
trillion by 2016-17.%° After economicliberdization took placein 1990s,
retail sector emerged asabig source of employment and big areaof
investment. It not only excited Indian businessmen but a so attracted
foreign investment. “Franchises” type of retail counters were promoted
toexpand theretail market and makearticlesavailablea comparaively
lesser price. Under thisformat of retailing, thepersonwhoisfranchise
obtainstheright to make use of brand and trademarks and run the
bus nessin corporate method. Many internationa brandshavedready
entered Indiaand are adopting the Franchiserouteto growth. Global
brands such as Domino’s, KFC, and Baskin Robbins have adopted
variations of the franchise models to grow in India. Many other
internationa brandsare contemplating entry plansinto India.

Indiaisthe second fastest growing economy intheworld. Itis
third largest economy intheworldintermsof GDPand fourth largest
economy intermsof Purchasing Power Parity. Indiapresentsahuge
opportunity to the world at age, to use as a hub. Standing on the
threshold of aretail revolution and witnessing afast changing retail
landscape, Indiaisall set to experience the phenomenon of global
village. India is the “promised land” for global brands and Indian
retailers A*“Vibrant economy”. India tops in the list of emerging market
for global retailerand India’s retail sector is expanding and modernizing
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rapidly in line with India’s economic growth. In India the vast middle
classand itsamost untapped retail industry are the key attractive
forcesfor global retail giantswanting to enter into newer markets,
whichinturnwill hepthelndiaRetail Industry to grow faster. Modern
retail in India could be worth US$ 550-600 billion by 2016. The
Food Retail Industry in Indiadominates the shopping basket. The
Mobilephone Retail Industry in Indiaisaready aUS$ 16.7 billion
business, growing at over 20 per cent per year. Thefutureof thelndia
Retail Industry lookspromising with thegrowing of themarket, with
the government policiesbecoming morefavorableand the emerging
technol ogiesfacilitating operations.

The Indian Retail Scene

The Indian retail landscape today is still characterized by
proprietor operated local shopsand by street markets. Thereareover
15millionshopsoperaingdl over thecountry bel ongingtounorganized
retail category. Thehuge mgority of these shopshave saesareaof
approximately 500 sg. ft. and below. This has led to the strange
dichotomy that Indian retail space per capitaisthelowestintheworld,
whileitsretail dengty isthehighestintheworld. InIndian retail sector
organized and unorgani zed (traditiond shops) shopsaredoing business
together and unorganized sector occupies the market share at an
incomparableproportion. Thetraditiond formatshaveemerged mainly
dueto thelack of employment opportunitiesand characteristically
need workerswith very low skills. Theseformats can, and do, serve
to absorb agricultural 1abour. Therearefour maintraditiona formats
inIndia(McKinsey Globd Institute, 2003) :

» Rural Counter Sores: Rura counter stores(kirana) are multi-
purpose storesand sell items of essential needs, both food and
non-food. Thesestoresareoftenlocated in rurd homesand serve
to supplement the family’s income from agriculture.

> Kiosks(tapri): Thesesmall, pavement stalsstock alimited range
of food and beverageitems. Kiosksare convenient for impulse
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or emergency purchases, and arelocated in busy commercial
and market areas.

Sreet Markets: Held at fixed centresin urban and rural areas
onadaily or weekly bas's, street marketscomprisemultiplestals
(often morethan 200) sdlling awiderange of food and non-food
products. These markets compete on both variety and price,
and adso sdll counterfeit goods and smuggled items.

Sreet Vendor s: Thesearemobileretailers, providing perishable
food items at consumers’ door’s step. While there prices are
higher than alternative retail channels, they compete on
convenience.

Image of Fruit & Vegetable Market
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Although there are many stories of odds about the fortune of
organizedretallers, Indianretail market saw theexistenceof following
magjor formatssinceitsorigin.

Table- 3.2: Organized Retail Formatsin India

Format Description Example
Hypermarkets |[1 Averageszevariesbetween Spencer’s,
50000 sg. ft. and 100,000 sg/ ft. | Big Bazaar

0 Offersalargebasket of products,
ranging from grocery, freshand
processed food, beauty and
households products; t clothing
and appliances.

Cash-and- O Averagesize 75,000 . ft. Metro,

Carry 0 Offersseveral thousand stock Bharti-
keepingunitsandgenerdlyhas  |Wal-Mart
bulk buying requirements.

Depatment  |[J Averagesizevariesbetween Shoppers

Stores 10,000 sg. ft. and 60,000 sq. ft. | Stop,

O Offersalargelayout withawide |Lifestyle
merchandisemix, usudlyin
cohesivecategories, including
fashion accessories, giftsand
productsfor the home.

Supermarkets |0 Largeinsizeandtypicd inlayout. |Apna

0 Offersnot only household Bazaar,
products but also food asan Food
integral part of their services. Bazaar

Shop-in-shop |0 Shopslocated withinthe premises | Infinity
of large (Magma

[ Shoppingmadlsinmagor cities Group)

Specidty [0 Singlecategory stores. Brand
Stores StoresFocusonindividualsand | Factory,
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group clustersof thesameclass, |Food
with high product loyaty Bazaar
Category 0 Averagesize8000 sq. ft. TheLoft
Killers 0 Largespecidtyretalersfocusng | (footwear
onapaticular ssgment. These  |mdl),
retailersareableto providea Centrd
widerangeof choiceto (readymade
consumers, usually at affordable | garments
O Prices, duetoscaeeconomies  |mall
Discount 0 Averagesize1000 sq. ft. Subhikha,
Stores O Offersawiderangeof products, |Levi’s
mostly branded at discounted factory
prices. outlet.
Convenience |0 Averagesize800 0. ft. In& Out,
Stores 0 Reaivdysmdl retall stores Sad

|located near residential areas.

(Source: India Brand Equity Foundation, Market Overview

S—— 7]: .

Retail, November 2010)

Over 200 Stores
gl | VU TOWr
and growing...

| KNOW MORE |

Image of Organised Grocery Retail Sore
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Image of Organised Retail Store

Thissector isthe second largest employer after agriculture,
employing morethan 35 million peoplewithwhol esdletrade generdting
anadditiond employment to 5.50 million more. Thegrowingdisposable
incomeinthecountry isresultinginincreas ng consumer spending habits
Retall industry, beingthefifthlargest intheworld, isoneof thesunrise
sectorswith huge growth potential and accountsfor 14-15% of the
country’s GDP. Comprising of organized and unorganized sectors,
Indianretail industry isoneof thefastest growingindustriesinindia,
especialy over thelast few years, outpacing UAE, Russia, Indonesia
and Saudi Arabia, according to A T Kearney’s Global Retail
Development Index (GRDI) 2012. “India remains a high potential
market with accelerated retail growth of 15-20 per cent expected
over the next five years,” highlighted in the report. India is becoming
first choicefor many international retail players. Themain attractions
of Indian prospective market are:

1. Demographic Sructure: Thelndian populationisobservinga
noteworthy changein itsdemographics. A huge youngworking
population with median age of 24 years, nuclear familiesincities,
a ong with growing working-women inhabitantsand promising
opportunitiesintheservices sector aregoing to bethekey growth
driversof theretail sectorinindia
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. Fast Developing Economy: India remained as the most
attractive market for third year inarow inanindex prepared by
At Kearney. Retail sector isthelargest contributing sector to
country’s GDP. The most favourable period of growth for the
sector was between year 2000 - 2006, when the retail sector’s
revenues augmented by about 93.5% resulting to an average
annual growth of 13.3%.This sectors growth was partly a
indication of theinspiring Indian economic growth and overal
rissinincomeleve of consumers.

. Geographical location: Locationisthemost significant and
srategicfactor of any business. Whenitisrelated to any country,
overall development of that nation dependsonitslocation. In
context togeographicd location, IndiaisStuated at avery strategic
location. Itshuge coastlineand sharing borderswith Six countries
makesit more dynamic and promising nation. Coastlineshave
awaysproved to bethe best medium of international trade.

. Prospective customers: India has huge middle class, abig
working-populaion andtheir increas ng disposableincomemakes
it investor’s favourite destination. Purchasing power of Indian
urban consumer is growing and branded commodities in
categorieslikeAppards, Coametics, Shoes, Watches, Beverages,
Food and even Jewellery, ared owly becomingdaily life products
that areextensively accepted by the urban Indian consumer.

. Retail sector: Retail sector is the largest employer after
agricultureinIndia. It provides 15% employment. This sector
contributes 10% of GDP. Retailershaving long term plansfor
Indiahaveto constantly makean effort to identify the ways of
serving Indian customersinterms of offering right product, at
right priceand through theright

. Future opportunities: Indiais considered as the nation of
retailers. A huge popul ationisemployed inthisindustry. Almost
96% of theretail industry is captured by unorganised retailers.
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Therefore, thereishugepossibility of successfor new entrants of
organised retail industry.
Figure 3.4: Factorsof Growth of Retail inIndia

Changing Family Structure

| Demographic Structure

—| Economic Growth

Growth of
Retail Growing Middle Class
in India

| Changing Consumption pattern

| Urbanisation

Geographical Location

Retallingisthemost active and attractive sector of last decade.
Whiletheretailing industry itself has been present sinceagesin our
country, it is only the recent past that it has witnessed so much
dynamism. Theemergenceof retailinginIndiahasmoretodowiththe
increased purchasing power of buyers, especialy post-liberalization,
increasein product variety, and increasein economiesof scale, with
theaid of modern supply and di stri butions sol ution. Somefacts about
Indian Retall Industry:

1. ReallingIndustryinindiaisestimatedat INR 15.5trilliongrowing
at CAGR of 15t0 20 %

2. Organized Retail accountsfor 5-8% whichislowest compared
to its peers in BRIC countries —Brazil (38%), Russia (33%) and
China(20%)

3. TheOrganized Retail hasbeen growing at 35% CAGR.

4. Theretal andwholesalesector inIndiaaccountsfor gpprox 14%
of GDP.
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5. Intermsof employment, the sector issecond largest employer
providing over 10% of all formal jobs. (Source: Technopack
Research, 2010 )

Major Players of Organised Retail Sector

Nowadays, consumer in Indiawantstheright price, anbience
and good quadity al under oneroof. Withtherapidly changinglifestyle
and growingincomeof consumers, theretail industry hasshown good
growthratesin India. Accordingto areport on Indian Retail Industry,
itisestimated that organised retail in Indiawill crossthe $650-hillion
mark by 2011, with an already estimated investment of around $421
billion slated for the next four years. Also, thereport saysthat the
organized retail penetration (ORP) isthe highest infootwear with 22
per cent followed by clothing. Though food and grocery account for
largest share of retail - spend by the consumer at about 76 per cent,
only 1 percent of thismarket isin the organized sector. Thebig players
in Indian retail sector are Future group, shoppers stop, Westside,
Spencer, Trent etc. Someof themagjor playersof Indianretail sector
ae

1. FutureRetail isanIndianretail giant with aprodigiouspresence
inthelndian market. The company wasfounded under thename
‘Manz Wear Private Ltd.” in 1987 and came to be known as
‘Pantaloons Fashion (India) Ltd.” in 1991. Future Retail is the
flagship unit of the Future Group headquartered in Mumbai,
Maharashtra. Popular retail supermarket chainslikeFood Bazaar,
Big Bazaar, Food Hall and e-Zone bel ong to the Future Group.
The market capitalisation of Future Retail wasvalued at Rs.
4,770.27 crorein May 2015.
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2. PantdoonsFashion & Retall isoneof themost popular and largest
clothingretail chainsin India, founded in 1997. The company
hasitsheadquartersinMumba, Maharashtra. Initidly, Pantaloons
Fashion & Retail belonged to the Future Group; however, at
present, itisowned by AdityaBirlaNuvo Limited. ThePanta oons
stores acrossthe country sell branded cl othing and accessories.
Pantaloons Fashion & Retail’s market capitalisation was valued
a Rs. 1,761.22 crorein May 2015.
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3. Trentistheretall wing of the TataGroup that handlessomeof the
most popular retail outletsin Indiasuch asWestside, Landmark
and Star Bazaar to nameafew. Trent wasfounded in 1998 and
isheadquartered in Mumbai, Maharashtra. TheWestsideretall
chain hasbecomeso familiar and popular anongst Indian people
that Trent is often referred to as Westside. In May 2015, the
market capitalisation of Trent amounted to Rs. 4,213.76 crore.

4. Shoppers Stopisan Indian retail company founded in 1991. It
opened itsfirst storein Andheri, Mumbai, Maharashtra. The
company is promoted by the K. Raheja Group and operatesa
chain of retail hypermarket stores, departmental storesand an
online retail store that was launched in 2008. The name ‘Shoppers
Stop’ is famous for both domestic and international brands like
Tommy Hilfiger, FCUK, Mustang, United Colors Of Benetton,
GAS, U S Polo, Cdlio, Levis, Jack and Jones, Haute Curry,
Biba, Kraus, Vero Moda, Global Desi, W, Maybelline, Casio,
Titan, Collectabillia, Reebok, Nike and Guess. The market
capitalisation of Shoppers Stop was estimated around Rs.
3,252.07 crorein May 2015.
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5. Kewal Kiranisone of the largest manufacturers of branded
apparel inIndiaand was established in 1992. It started off asa
manufacture of men’s wear for reputed brands. Kewal Kiran,
also known as KKCL, isinvolved in designing, marketing,
manufacturing of casual and semi-formal men’swear and branded
jeans. InMay 2015, themarket capitalisation of KK CL amounted
to Rs. 2,754.65 crore.

6. FutureLifeisanIndian manufacturer, exporter and supplier of a
widerangeof bio magnetic productslikebio energy cards, scdar

Recent Trendsin Retail Marketing // 64 //



energy pendant, bio magnetic bracelets, home appliances,
induction cookers, health care equipmentsand so on and soforth.
It wasfounded in 2010 and isheadquartered in New Delhi. The
market capitalisation of FutureLifewasworth Rs. 1,490.46in
May 2015.

. V-Mart Retail isal so one of theleading retail clothing chainsin

India that promises its customers “Value for Money’. The company
was established in 2002 and was known asVarin Commercial
PrivateLimited. Itisacompletefamily fashionretail outlet offering
awiderange of products under oneroof. All the shopping needs
from afamily perspective are catered to by the V-Mart retail
outlets. It offersall type of apparelsfor kids, women and men.
Vishd megamart offersvarious household commoditiesat very
reasonable price. InMay 2015, the market capitalisation of V-
Mart Retail amounted to Rs. 958.29 crore.

VISHALE

MEGA MART
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8. ProzonelntuisanIndianretail mixed-usered estatemgjor. The
bus nessesof the company includedevel oping, designing, buying,
sdlling and operating residential and commercia premisesand
shopping malls. It operates mainly in two segments; namely,
outright salesand leasing. The market capitalisation of Prozone
Intuwasvalued a Rs. 526.48 crore.

PROZONE

1110y

9. Cantabil Retail India Limited trades in readymade clothing.
Cantabil Indiaprovidesawholerange of readymade garments
for casual, forma and corporate segments. Lafanso, Cantabil
and Kaneston are the names of the brands under which the
company does its business. In May 2015, Cantabil Retail’s market
capitalisation wasworth Rs. 88.99 crore.
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10. Provogueisoneof theleading and most popular retail clothing
and accessoriesmanufacturersin India. It wasfounded in 1997
and isbased in Mumbai, Maharashtra. It hasgrown to be one of
themost favouritefashion outletsfor Indian men and women
dikeasit caterstodl their daily styling requirements. Provogue
outlets store latest fashion apparels, shoes, bags and other
accessories. Thecompany has added awide rangeof stylishand
branded sunglasses, watchesand unisex deodorantstoitsa ready
rich collection of late. The market capitalisation of Provogue
amounted to Rs. 65.76 crorein May 2015.
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PROVOGUE
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11. LandMark group: - It waslaunchedin1998inIndia. It currently
owns 100 storesacrossvariousretal formats. It includesbrand
likeSPLASH, SHOEMART, LIFESTYLE,MAX,FUN CITY,
FOODMARK, FITNESSFIRST, ETC.itisa3.8hilliondollar

company.

12. RPG group isone of thefirst entrantsinto organised food &
grocery retail withfood world storesin 1996 and thenformed an
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13.

dliancewith dairy farminternationd andlaunched hedthand glow
outlets. Now alliance has dissolved and RPG has Spencer’s
hyper, super, daily and expressformats and music world stores
acrossthe country. It has morethan 400 stores across 60 cities
with 60000 plusemployees. Today, RPG Enterprises consists of
over fifteen companies across key business sectors, with a
turnover crossing Rs.20,050 cr.

7

e e P et B

AV BIRLA GROUP: A US$41 billion (Rs. 2,50,000 crore)
corporation, theAdityaBirlaGroupisin the League of Fortune
500. Anchored by an extraordinary force of over 120,000
employees, bel onging to 42 nationalities. Over 50 per cent of its
revenuesflow fromitsoverseas operationsspanning 36 countries.
TheAdityaBirlaGroup hasbeenranked fourthintheworld and
first in Asia Pacific in the “Top Companies for Leaders’ study
2011, conducted by Aon Hewitt, FortuneMagazineand RBL (a
strategic HR and leadership Advisory firm). The Group has
topped the Nielsen’s Corporate Image Monitor 2014-15 and
emerged as the Number one corporate, the ‘Best in Class’, for
thethird consecutiveyear. Thisgroupincludesmany brandssuch
asPETER ENGLAND, LOUISPHILLIPE, VAN HEUSEN,
ALLEN SOLLY, MADURA garments(subsidiary of ABNUVO
LTD.). They own morethan 400 stores acrossthe country. This
company also owns ‘MORE’ supermarket and hypermarkets.
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14. Bharti Wal Mart: Bharti Enterprisesand Wal-Mart Storeshave
finally downed the shutters on one of the most ambitiousjoint
venturesin the country. Thetwo companiesannounced that they
arebreaking off their saven-year-old dlianceto pursuetheir retail
dreamsindependently. Thetwo had a50:50 partnership to run
thewholesdecash-and-carry businessthat sllsto hotels, canteens
and kirana stores. Besides, they collaborated on real estate
consulting work through Cedar Support Servicesto identify store
locations. Bharti separately ran amulti-brandretail chain, named
Easy Day that now has over 200 stores.
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15. Metro- cash and carry: METRO Cash & Carry opened itsfirst
wholesale centrein the country in 2003 at Bangalore. Withthis,
METRO introduced theconcept of Cash & Carryinindia Metro
centersoffer thebenefit of quality productsat the best wholesde
prices. India is a key market in the company’s global expansion
strategy. With modern trade on the threshold of exponential
growth in India, METRO is poised to extend its presencein
existing marketsby further deepening itsnetwork of customers
and suppliers. Thecompany will also expand itsfootprint into
newer marketswithin the country bringing these marketsthe
benefit of itsuniquewhol esal e concept.
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16. Vivek Limited: It islargest consumers electronics & home
gppliancesretall chaininIndia. It has 14 world classshowrooms
insouth India. It coversretail spaceareaof over 100000 square
feet and aturnover of over Rs. 1 billion.

| Inthelast decade, Indian retall market hasbeen the happening
destinationfor global retailers Many internationd retailershaveshown
their presence in Indian market. Indian subcontinent and Latin
American countriesattracted the overseasinvestorsbeing the highly
potentiad market. Oneof the biggest opportunitiesand chalengesthat
character theIndianretail sector isitsstructure. Whileit hasmatured
over years, itisgtill highly fragmented with an estimated 12-15million
outlets. Itsoverall sizeisestimated to be Rs. 31 trillion (USD 534
billion) in2013-14, with CAGR of 15% over thelast fiveyears, which
ismuch higher than the growth of Indian GDPinthesameperiod. The
overadl retail sector growthislikely towitnessaCAGR of 12-13 per
cent, whichwould beworth INRS5trillion (USD948 billion) in 2018-
19 (Indian Retail: the next growth story/www.kpmg.com/in). As per
therecent studies, 92% of thebusinessiscoming fromthefragmented
unorgani sed sector, showingimmensepotentid of growth of organised
retail sector. Therevenue generated from organised retail sector was
INR. 0.9 Trillion (USD 15.5hillion) in 2009, INR. 2.4 trillionin2012
and expected to continue growing at animpressiverateto aprojected
INRS5.5trillion (USD41.4 hillion) by 2019. (Cris| Research estimates-
2014). In the coming years, about 70 percent of world’s growth is
likely to comefrom emerging markets, with 40 per cent contribution
from Chinaand India, done. Theseforecastsand industry prospects
suggest that emerging marketsarelikely to gaininvestor interestinthe
future.
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Table3.3: Globa Positioning of Indian Retail

S.NO.| Country Overall GRDI | Overall GRDI
(2013) (2012)
01 | BRAZIL 1 1
02 | CHILE 2 2
03 | CHINA 4 3
04 | UAE 5 7
05 | TURKEY 6 13
06 | MONGOLIA 7 9
07 | GEORGIA 8 6
08 | KUWAIT 9 12
09 | ARMENIA 10
10 | INDIA 14 5

(Source: “Indian Retail Report2013.” Images publication, 2013)

Indiawasrankedfifthin2012 on Globa Retail Development
Index, by AT Kearney, highlighting it was one of the key foreign
investment destinationsworldwide. Brazil and Chilemaintained their
positioninboth theyear. However, in 2013, therank fell to fourteen
possibly dueto 9 ow spending and genera economic dowdown, aong
with policy concernsover goprova of multi-brandretail acrossseverd
satesin India. Thistrend isexpected to reverse soon by factorssuch
asimproving demographics, rising disposable income, changing
consumer habits, expansion of organised retail sector into Tier 2and
Tier 3cities, etc.

kkhkkkkhkk*k
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4 Shopping Behaviour of
Customer sof Bilaspur

Consumer behaviour isabranch which dealswith thevarious
stagesaconsumer goesthrough before purchasing productsor services
for hisend use. Thisisthestudy of understanding the psychology of
consumersregarding origination of need of aproduct, finding out
solutionsto satisfy needs, making decisionsfor buying product. Itis
the study of an individual’s and business’s buying decision. Selection
of product, itsutility, itsdisposal, itsway of handling and servicesetc
areindudedinwholeprocess. Consumersmakeplantofor purchasing,
they carry out survey regarding price and quality of product. They
asowant to purchaseit from renowned sdler/store. Consumersbuying
behaviour is largely influenced by cultural, physical and social
environment. A person is influenced by his family, his cultural
environment, socia set-upand socid vaues. All thesefactorsinfluence
hisbuyingdecision. Socid classof customer isd so animportant factor
ininfluencing buying decision. Thereconsumption pattern dependson
the social classhe/she belongs. Some customersareinfluenced by
‘bandwagon effect’. They try to follow those consumption patterns
which are popular in society or it becomes ‘must follow’ pattern
because of social pressure. People are a so influenced by the social
group they belong. Thisgroup may base on as per age, hobbies, etc
and peoplewant to follow consumption according to the socia group
they belong. Many peopletry tofollow that consumption patternwhich
isfollowed by their idealsor rolemodels. They do not belong to their
aspirational category but follow thelife style assuch they belongto
that group. Many personal factorsa so influencethebuying behaviour
of customer likehisage, lifestyle, values, hobbies, environment etc.
Purchasing power of abuyer, hiscomposition of family and so many
thingsasoinfluenceshispurchasing decisions.

Thisstudy will help in finding out the buying behaviour of
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consumersof Bilaspur and theaffect of variousfactorslikeage, income,
occupation, gender and educationa level ontheir buying behaviour.
Applying oneway and two-way crosstab taking age, gender, income,
occupation and educationd qualification asindependent variableand
typeof store, number of viststo ordinary shop, frequency of shopping
per month, plan list before going to shop and following thelist as
dependent variablefollowing results have been obtained.

Note:

» Namesof organisedretail were used only to recognise organised
retail storeto therespondents.

» Duringdatacollection period Big bazaar and easy day weredoing
busi ness separately, but both the companiesmerged in may 2015
and doing businessunder one headship, Future enterpriseslimited.
All the easy day storesare now big bazaar stores.

Table4.1: Test of Normality

Typeof shop/outlet
Typeof shop Kolmogorov-
Joutlet Smirnova
Seidic df | Sg.
A AGEOF BIGBAZAR 231 140/.000
RESPONDENTSEASY DAY .285 |58/.000

RELIANCEMARKET | .383 |32.000
OTHERUNBRANDED| .270 |20/.000

/BRANDED
B| GENDEROF |BIGBAZAR 453 40/.000
RESPONDENTS|EASY DAY .339 |58/.000

RELIANCEMARKET | .370 |32.000
OTHERUNBRANDED| .387 |20(.000

/BRANDED
C| OCCUPANCY BIGBAZAR .262 40.000
EASY DAY .230 58/.000
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RELIANCEMARKET | .209 |32.001
OTHERUNBRANDED| .274 |20/.000

/BRANDED
D | EDUCATIONAL BIGBAZAR .394 140/.000
QUALIFICA-  |EASY DAY 279 58/.000
TION RELIANCEMARKET | .306 {32/.000
OTHERUNBRANDED| .258 |20/.001

/BRANDED
E|INCOME PER BIGBAZAR .238 140/.000
MONTH EASY DAY .324 58/.000
RELIANCEMARKET | .205 |32.001
OTHERUNBRANDED| .260 [20/.001

/BRANDED

* |ndicates data are significant at 1% level; al variables are
statisticaly significant @1%level. So (H,) null hypothesishas
beenregjected and variablesarenormd. ;

** indicatesdataissgnificant a 5%levd; dl variablesaredatidticaly
sgnificant @5%level. So (H,) null hypothesishasbeenrejected
andvariablesarenormal.

TABLE 4.2: AGE OF RESPONDENTS* TYPE OF SHOPOUTLET

Ageof Respondents Type of shop/outlet

OrganisedRetall  Unorganised | Tota

Store Retail Store
Big | Easy| Rdiance
Bazaar | Day | Market

<21 0 9 2 3 14
21-35 14 29 21 46 8
35-50 18 15 6 9 48
50 and Above 8 5 3 4 20
Totd 40 58 32 20 150
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I nter pretation

From the above crosstabulation analysisit seemsthat age
hasimpact on shopping behaviour of the customer. Intheabovetable
shoppersof age group 21-35 yearsand 35-50 yearsused to shopin
organisedretall stores. Out of total respondents42.66% (68) shoppers
fall under 21-35years. out of 68 respondents only 4 respondents
purchasearticlesfrom unorgani sed shop and 64 (94.11%)respondents
purchasefrom organised retail storelikefrom big bazaar 14, from
easy day 29 and from reliance market 21respondents purchase goods.
out of total 150 respondents 32% respondentsfall under 35-50 years
age group. out of these 48 (85.42%) respondents 18 respondents
purchase goodsfrom big bazaar, 15 respondents purchasefrom easy
day and 6 respondents purchase from reliance market. Only 9
respondents of thisage group shop from unorganised retail shop. in
the age group of lessthan 21 years of age, out of 14 respondents
78.57% respondents purchasefrom organised retail store.intheage
group of 50 yearsand above age category there are 20 respondents.
out od these 20 respondents, 80% shop from organised retail store
and 20% purchasefrom unorganised retail store.

Table4.3: GENDER OF RESPONDENTS* TY PE OF SHOP/

OUTLET
Ageof Typeof shop/outlet
Respondents OrganisedRetal | Unorganised | Totd
Store Retail Store

Big | Easy Rdiance
Bazaar | Day | Market

Mde 1 29 18 12 70
Femde 29 29 14 8 80
Tota 40 58 32 20 150

I nter pretation

Cross tabulation analysis taking gender of respondents as
independent variable and type of shop outlet asdependent variable, it
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was concluded that thereisno significant rel ation between gender of
respondents and type of organised retail store selected by them for
shopping. Intheseandytica table82.8% mdeshoppers& 90%femde
shopperswho select organised retail store for shopping. Impact of
gender isseen in selection behaviour of respondents.

Table4.4: OCCUPANCY * TYPE OF SHOP/OUTLET

Occupancy Type of shop/outlet
OrganisedRetal Unorganised | Tota
Store Retall Store

Big | Easy |Rdiance

Bazaar Day | Market
Professond 2 6 5 1 14
Businessman 3 4 2 1 10
Govt. Servant 8 11 3 8 30
Pvt. Service 8 14 6 1 29
Retired serviceman 0 1 1 2 4
Home maker 12 7 4 3 26
Student 6 14 9 2 31
Unemployed 1 1 2 2 6
Totd 40 58 32 20 150

I nter pretation

From the above crosstab analysis occupation of shoppersis
having noimpact on selection of shop. It isfound that government
servant, private serviceman and students are having almost close
frequency which shows that occupation does not influences the
selection of shop. 20% are government serviceman, 19.33% are
private serviceman and 20.67% are student. Highest participationis
of studentsinforming consumersgroup.
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Table4.5: EDUCATIONAL QUALIFICATION * TY PE OF

SHOP/OUTLET
Educationd Type of shop/outlet
Qudification OrganisedRetall  |Unorganised | Totd
Store Retail Store
Big | Easy| Rdiance
Bazaar | Day = Market
High School 0 3 2 5 10
Higher Secondary 0 3 1 1 5
Graduate 13 16 8 2 39
Post-Graduate 26 28 17 6 77
Professond 1 8 4 6 19
Totd 40 58 32 20 150

I nter pretation

From theabovecrosstableanalysisitisclear that respondents
below graduatelevel arelessinclined towardsorganised retail stores,
whereasthose respondentswho aregraduate or above graduatelevel
aremoreinterestedin shopping from organised retail stores. If overall
dataisconsidered and asumtotal of respondentsare cal cul ated, out
of 150 respondents 130 respondents shop from organised retail store
and only 20 respondents shop from unorganised retail store. Out of
77 post-graduate respondents 92.2% respondents shop from
organised retail storei.e. 26 prefer shopping from big bazaar, 28
respondents shop from easy day, 17 respondents shop from reliance
market, 6 respondents shop from unorganised retail stores. Inthe
group of graduatesitis seenthat out of 39 respondents 94.87% shop
from organized retail stores, Whileonly 5.13% respondents shop from
unorganized shops. Out of 19 professiona s68.4% respondents shop
from organised retail storesi.e.1 prefer shopping from big bazaar, 8
respondents shop from easy day, 4 respondents shop from reliance
market, 6 respondents shop from unorgani sed retail stores. Over al it
can be said that educational level of shoppershasitsimpact ontheir
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shopping behavior.
Table4.6: INCOME PER MONTH * TY PE OF SHOP/

OUTLET

Income Per Month Type of shop/outlet

OrganisedRetal Unorganised | Tota

Store Retall Store
Big | Easy| Rdiance
Bazaar | Day | Market

Less Than 10000 5 11 7 2 25
10001-30000 10 27 8 8 53
30001-50000 13 7 6 3 29
50001-70000 4 2 1 1 8
More Than 70000 2 2 2 2 8
NIL 6 9 8 4 27
Totd 40 58 32 20 150

I nter pretation

Toanaysewhichincomegroup peoplemostly prefer shopping
from organised and unorganised shop, acrosstabulation anaysisis
done taking income as independent factor and various stores as
dependent factors. Following analysisisdonefrom the abovetable.
35.3% respondents fall in the income group of Rs.10001-30000
categorieswhereasthe second highest frequency falsin thecategory
of Rs.30001-50000. In the income group of Rs.10000-30000, 53
respondents 84.9% respondents shop from organized retail stores
and 14.28 % respondents shop from unorgani sed shop. On observing
the second highest frequency, it fall sintheincome group of Rs.30000-
50000, 89.6% respondents shop from organized retail store.
Respondents who earn lessthan Rs.10000 visit to organised retail
storefor shopping securing 92% respondents of thiscategory. InRs.
50001-70000 income group 87.5% of the respondents shop from
organised retail store. Intheincome group of Rs.70000 and above,
75 % of respondents shop from organi sed store. Thisshowsaclear
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inclination of respondentstowards organised retail store.
Table4.7: TEST OF NORMALITY

Frequency of shopping per month
FREQUENCY OF Kolmogorov-
SHOPPING IN Smirnova
A MONTH Saidic| df | Sg.
A | AGEOF ONCE 255 |50 |.000*
RESPONDENTS TWICE 255 |50 |.000*
THRICE 242 |16 |.013**
MORETHAN THIS | .415 |34 |.000*
B| GENDEROF |ONCE 391 50 |.000*
RESPONDENTS TWICE 391 |50 |.000*
THRICE .366 |16 |.000*
MORETHANTHIS | .399 |34 |.000*
C| OCCUPANCY |ONCE 271 50 |.000*
TWICE 211 |50 |.000*
THRICE 257 |16 |.006*
MORETHANTHIS | .234 | 34 |.000*
D| EDUCATION |ONCE 303 |50 |.000*
QUALIFICA TWICE 294 |50 |.000*
TION THRICE .280 |16 |.002*
MORETHAN THIS | .305 |34 |.000*
E | INCOME ONCE 231 |50 |.000*
GROUPPER TWICE .298 |50 |.000*
MONTH THRICE 201 16 |.085**
MORETHAN THIS | .340 |34 |.000*

**

indicates data are significant at 1% level; all variables are
statisticaly significant @1%level. So (H,) null hypothesishas
beenregjected and variablesarenormd. ;
indicatesdataissgnificant at 5%levd; dl variablesaredatigticaly
sgnificant @5%level. So (H,) null hypothesishasbeenrejected
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and variablesarenormal.

Table4.8: AGE OF RESPONDENTS* FREQUENCY OF
SHOPPING IN A MONTH

Ageof Respondents, Frequency of ShoppinginaMonth | Tota
Once| Twice| Thrice Morethanthis
Below 21 3 7 2 2 14
21-35 15 | 22 7 24 68
35-50 23 15 6 4 48
50 & Above 9 6 1 4 20
Totd 50 | 50 | 16 34 150

I nter pretation

Thiscrosstabulation anaysisreflectsthat age of respondents
doesaffect thefrequency of shopping. Maximum respondentsof age
group 21-35 year visit thriceto an organised retail store (35.29%),
whereas respondents of age group 35-50 years have maximum
(47.9%) respondentsvisit to organised retail storeonly onceina
month for shopping. Herethisisclear that peoplewho aregrowing
older inagevigit lessto organised retail stores. But at the sametime
respondents of below 21 years, 50% respondents shop twicein a
month. Thiscrosstab analysis states that aparticular age group of
respondentsisinterestedin shopping, say, 21-35 and 35-50, but the
respondentsfalling out of these groupsare not shopaholics

Table4.9: GENDER OF RESPONDENTS* FREQUENCY OF
SHOPPING INA MONTH

Gender of Frequency of ShoppinginaMonth | Totd
Respondents Once| Twice| Thrice| Morethanthis

Made 20 | 20 9 21 70
Femde 30 | 30 7 13 80
Totd 50 | 50 @ 16 34 150
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I nter pretation

Fromtheabovecrosstabulation andyssit isfound that gender
of respondents and their frequency of shopping inamonth hasno
specificrelation. If gender wise shopping habit isanalyzed, itisfound
that out of 150 respondentsthereare 70 (46.67%) mal e respondents
and 80 (53.33%) femal e respondents who go for shopping. As per
table above frequency of male shoppersin amonth is20 each for
those who visit once and twice to shop. And there are 21(30%)
respondentswho visit morethan thriceto shop. Least frequency isof
9 respondents who visit thricein amonth for shopping. In case of
female shoppers who shop once or twice is equal i.e. 30-30
respectively. Femal e shoppers who shop for morethan thriceina
month are 13 and theleast frequency 7isof thosewhovigit thriceina
month for shopping. 37.5% female respondents’ visit organized shop
once and 37.5% femal e respondentsvisit twiceinamonth. 28.57%
male respondents visit organized shop once and 28.57% male
respondentsvisit twiceinamonth. Overdl it can be said that gender
wise there is no similarity between the shopping behaviour of
respondents. Asfemal erespondents are found morein number, they
registered higher frequency for visiting to organized retail stores.

Table 4.10: OCCUPANCY * FREQUENCY OF SHOPPING

INA MONTH
Occupancy Frequency of ShoppinginaMonth  Totd
Once| Twice| Thrice Morethanthis
Professond 4 4 3 3 14
Businessman 3 3 1 3 10
Govt. Servant 11 10 5 4 30
Pvt. Service 8 10 1 10 29
Retired serviceman 0 2 0 2 4
Home maker 17 5 1 3 26
Student 5 15 4 7 31
Unemployed 2 1 1 2 6
Totd 50 50 16 34 150
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I nter pretation

From the abovetableit can be concludethat, studentswith
highest frequency 31 visit at least twicefor shopping. Respondents
who aregovernment servant having frequency of 30, out of these 30
respondents 11 respondentsvisit oncefor shopping inamonth, 10
visit twicefor shopping, 5vist thriceand 4 visit morethan thricefor
shopping in amonth. From thisit can be concluded that shopping
styleof government servantsarefixed. Inthe same order homemakers
a so shop onceinamonth. Out of 26 homemaker respondents 17 go
to shop onceinamonth, whereas5 go twice and only onerespondent
go thricefor shopping. 3 respondents of this group go to shop for
morethan thriceinamonth. Incaseof privateservicemenit hasbeen
noticed that there has been atie between the respondentswho visit
twice and those who visit more than thricein amonth i.e. 10-10
respondents each. Clear inference cannot be drawn from thisdata
about the shopping style of private serviceman. Respondentsthose
who are professionals are 14 in number and out of these 4-4 each
visit onceandtwice, and 3-3 eachvisit thriceand morethan thricein
amonthfor shopping. Inthe group of respondents of businessman, 3
each visit once, twiceand morethanthriceto shopsfor shoppingina
month. Overall it can be said that thereisno impact of occupation on
the shopping behavior of respondents.

Table4.11: EDUCATIONAL QUALIFICATION *
FREQUENCY OF SHOPPING INAMONTH

Educetiond Frequency of ShoppinginaMonth  Totd
Qudification Once| Twice| Thrice| Morethanthis

High School 3 5 0 2 10
Higher Secondary 0 0 3 2 5
Graduate 15 16 2 6 39
Post-Graduate 27 | 26 7 17 77
Professond 5 3 4 7 19
Totd 50 | 50 | 16 34 150
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I nter pretation

From theabove crosstabulation anaysisitistried tofind out
the frequency of shopping of customers belonging to different
educational category. It wasfound that shoppers of post graduate
level aremore proneto shop at organised retail stores. Thereare 77
post graduate respondentsout of 150. Out of these, 35% respondents
visit once, 33.76% respondentsvisit twice, 22.07% respondentsvisit
more than thrice and only 9.09% respondents’ visit thrice ina month
for shopping. In case of 39 graduate respondents 38.46% visit once,
41.07% visit twice, 15.38% visit morethan thrice. Out of total 19
professonds, 36.84% respondentsvisit morethan thricefor shopping
inamonth. Overdl it can besaid that education hasitssignificancein
frequency of shopping.

Table4.12: INCOME PER MONTH * FREQUENCY OF
SHOPPING INA MONTH

IncomePer Month | Frequency of ShoppinginaMonth | Tota
Once| Twice| Thrice| Morethanthis
Less Than 10000 6 15 1 3 25
10001-30000 14 18 3 18 53
30001-50000 15 6 4 4 29
50001-70000 5 1 2 0 8
More Than 70000 3 2 1 2 8
NIL 7 8 5 7 27
Totd 50 | 50 @ 16 34 150

I nter pretation

From the cross tabulation analysis of above datait can be
said that respondentsin income group lessthan Rs. 10000, thereare
24% respondents who shop “once’ in a month, 60% who visit twice
inamonthfor shopping, 4% whovist thricein amonth for shopping,
12% who visit more than thricein amonth for shopping. Inincome
group Rs. 10001-30000, there are 26.4% who “once’ shop inamonth,
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3% who vist twiceinamonthfor shopping, 5.6% whovist thricein
amonth for shopping, and 34% who visit morethan thriceinamonth
for shopping. Inincome group Rs. 30001-50000, thereare 51.7%
who shop ‘once’ in a month, 20.7% who visit twice in a month for
shopping, 13.8% whovidgt thriceinamonth for shopping, and 13.8%
who visit morethan thricein amonth for shopping. . Inincomegroup
Rs. 50001-70000, there are 8 respondents and out of thisthereare
62.7% who “once’ shop inamonth, 12.5% who visit twice ina month
for shopping, 25% who visit thricein amonth for shopping, and no
respondents were there who visit more than thrice in amonth for
shopping under thisgroup. Inincome group morethan Rs.70000,
there are 8 respondents and out of this there are 25.9% who ‘once’
shop in amonth, 26.6% who visit twicein amonth for shopping,
18.5% whovidt thriceinamonth for shopping, and 29.6% who visit
morethanthriceinamonthfor shopping. Inferencedrawn from above
andysisisthat incomeof customer influencesthefrequency of visiting
shop for purchasing. It showsthat shoppersof low and highincome
group do not frequently shop but medium income group frequently
shop.
Table4.13: AGE OF RESPONDENTS* NOOF VISITSTO
UNORGANISED SHOPS

Ageof Respondents, Noof Visitsto Unorganised Shops | Totd
Once| Twice| Thrice| Morethanthis
Below 21 3 5 2 4 14
21-35 10 | 16 6 36 68
35-50 15 | 10 6 17 48
50 & Above 2 5 3 10 20
Total 30 | 36 | 17 67 150

I nter pretation

From the abovetableit can be concluded that 68 out of 150
respondentswho visit to unorganised shop fal under theagegroup of
21-35 years and there are 36 (52.9%) respondents out of 68 who
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vist morethanthriceinamonth. Second highest frequency isfor the
agegroup 35-50 years, there are 48 respondentswho visit the most
to unorganised shop for shopping. Out of these 48 respondents 17
(35.4%) visit more than thrice and 15 (31.25%) respondents visit
onceto the unorganised shop. Thereare 20 respondentswho are 50
yearsand above, out of which there are 10 (50%) respondentswho
visit to unorgani sed shop morethan thrice. According to thetable
thereare2, 5 and 3 respondentswho visit to unorganised shop once,
twice and thrice respectively. Respondents under the age group of
lessthan 21 years of age only 14 (9.33%) respondentsout 150 goto
unorganised shop for shopping. Crosstabulation result showsthat
maximum shopper who visit to unorganised shop for shopping are
falling between the age group of 21-35 years. Inthe age group of 35-
50yearsaso 17 (35.4%) respondentsout of 48 visit thricefor shopping
inamonth. It showsthat age of shopper affectsthe number of visits
to unorganised shops.

Table4.14: AGE OF RESPONDENTS* PLAN LIST BEFORE
VISITING TO THE SHOP

Ageof Respondents, Planlist beforeVisitingtotheShop | Totd
Definitely M ostly| Sometimes | Never

Below 21 3 2 5 4 14

21-35 n 17 31 9 68

35-50 14 14 15 5 48

50 & Above 10 4 5 1 20

Totd 38 37 56 19 150

I nter pretation

From the above crosstabulation analysisit can be concluded
that out of 150 respondents, there are 68 respondents between the
agegroup of 21-35 yearsprepareaplan list before moving downfor
shopping. Following thisage group another age group of peoplewho
prepare plan list before shopping is 35-50 yearsi.e.48 respondents.
In the group of 68 respondents, there are 31 respondents who
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sometimespreparelist of itemsbeforevisiting totheorganised retal
store. Inthe same group 11 respondentsdefinitely preparelist and 17
mostly preparelist of itemsbeforevigtingtotheretall Sore. Thereare
9 respondentswho never preparelist before going to retail stores.
Analytical table showsthat respondents of age group 35-50 years
also having second highest frequency of 48 respondents. And out of
48 respondents 15 respondents do preparelist of items before going
to organised retail outlet. Whereas, there are 14 respondents each
who definitely and mostly preparelist of item before shopping from
organised retail stores. As far as frequency of age group ‘less than 20’
and ‘50 years and above’ is concerned, there are 14 and 20
respondentsfor both the group respectively. In the age group of 50
years and above, highest frequency 10 lies in those who ‘definitely’
preparelist before shopping. And theleast frequency of Listherein
thisagegroup. Thisandytica tablesignifiesthat ageof shopper affects
the shopping behaviour of customer.

Table4.15: AGE OF RESPONDENTS* FOLLOWING TO

LIST

Ageof Respondents FollowingtoList Totd

Always/Many | Try to | Does Not| Never

Times | Follow | Consider | Follow
Below 21 04 | 03 | 02 2 03 14
21-35 14 | 22 15 4 13 68
35-50 18 | 10 | 13 1 06 438
50 & Above 10 05| 04 0 01 20
Totd 46 | 40 | 34 7 23 150

I nter pretation

From the above analytical tablethis can be concluded that
respondents bel onging to age group 21-35 yearsare having highest
frequency of 68 infollowing thelist if item being prepared before
shopping. Under thisgroup there are 22 respondentswho follow the
list many times, 15 respondentstry tofollow thelist, 14 awaysfollow
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thelist and 4 respondents doesnot consider and 13 respondents never
follow thelist of item at thetimeof shopping. Thisquestionwas asked
to know the shopping tendency of customer while shopping.
Respondents of age group between 35-50 years have the frequency
of 48 under which 18 respondents always follow thelist of items
prepared before shopping, 10 respondentsfollow planlist many times,
13 respondents said they try to follow the shopping planlist, 6 each
said they “does not consider’ and “never follow’ the plan list while
shopping respectively. Respondents of age group lessthan 21 years
are having least frequency of 14 only. Out of 14 respondents 4
respondentsawaysfollow the plan, 3 respondentsfollow theplanlist
many times, 2 said that try tofollow the plan list, 3 each respondents
does not consider and never follow the planned list at the time of
shopping. Respondents of age group 50 yearsand aboveare 20in
number and 50% of thesei.e. 10 respondentsawaysfollow the planned
list while shopping. Whereas 5 respondents follow list ‘many times’
and 4 respondents try to follow the list and 1 respondent says he
‘never follow’ the list while shopping. It has been concluded that
shoppers’ with growing older in age do follow the plan list as compared
to the shoppers of younger age.

Table4.16: GENDER OF RESPONDENTS* NO OF VISITS
TO ORDINARY SHOPS

Gender of No of Visitsto Ordinary Shops Totd
Respondents Once| Twice| Thrice| Morethanthis

Made 10 | 10 | 11 39 70
Femde 20 | 26 6 28 80
Totd 30 | 36 17 67 150

I nter pretation

From the above cross tabulation analysis done between
gender of respondentstaken asindependent factor and number of
timesthey visit to unorganised retail storeistaken asdependent factor,
it wasfound that out of 150 respondents 70 were maleand 80 were
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fema erespondents. Out of 70 mal e respondentstherefrequency of
vigtto organised and unorganised soreisamost equd, but whenitis
further synthesized it was found that 39 male respondent visit to
unorganised retail storemorethan thricein amonth, whereastheir
visit to organised retail store saysthat 10-10 respondentsvisit only
once and twicerespectively inamonth and only 11 respondentsvisit
thriceto unorganised retall soreinamonth. Thistableshowsfrequency
to vist to unorganised storeismorethan thricein amonth. In case of
80 femal erespondents out of 150 total respondents, it isnoticed that
20 respondentsvisit onceinamonth, 26 visitstwiceinamonth, and
only 6 visitsthricein amonth and 28 respondents visit more than
thriceinamonth to unorganized retail store. Very closefrequency of
26 and 28 respondentsis seenwhovist twiceand morethanthriceto
the unorganised retail store. According to the abovetable no such
specific and clear relation between the gender of respondentsand
frequency of their visit to unorgani sed shop has been found.

Table4.17: GENDER OF RESPONDENTS* PLAN LIST
BEFOREVISITINGTO THE SHOP

Gender of Panlist beforeVidtingtotheShop | Totd
Respondents Definitely M ostly| Sometimes | Never

Made 10 20 27 13 70
Femde 28 17 29 6 80
Totd 38 37 56 19 150

I nter pretation

From the above table it has been concluded that female
respondents are keen to preparelist of shopping item. 35% femae
respondents out of 80 femal e respondentsdefinitely preparelist of
items before shopping, 21.25% female mostly preparelist of item,
36.25% sometimes preparethelist of item, and only 7.5% female
never prepare list of items before shopping. In case of male
respondents’ 38.57% respondents prepare list if shopping item
sometimes, 28.57% preparelist mostly, 14.28% respondents definitely
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preparelist and 18.57% respondents never preparelist of itemto be
shopped. If mutua comparisonsof maeand femaerespondentsare
madefor thosewho definitely preparelist of item before shopping,
fema e shoppershave high frequency. It showsthat femal e shoppers
pre-decide what to shop whereas mal e shopperstake decision after
arriving at retail stores. If those respondentsare studied who never
preparelist before shopping, it isfound that male shoppershavehigh
frequency ascompared to femae shoppersin never preparing thelist
of itemsbefore shopping. Ma e shoppersfound keener to makethe
shopping planlist as compared to femal e respondents.

Table4.18: GENDER OF RESPONDENTS* FOLLOWING

TOLIST
Gender of No of Visitsto Ordinary Shops Totd
Respondents Always|Many | Try to | Does Not| Never

Times | Follow | Consider | Follow
Made 15 | 19 | 17 5 14 70
Femde 31 | 21 | 17 2 9 80
Totd 46 40 | 34 7 23 150

I nter pretation

From theabovetable, it hasbeen concluded that, out of 150
respondents, 70 and 80 respondentsare maleand femal e respectively.
Andthecrosstabulation anaysisindicatesthat femal e respondents
are keener to *always’ follow the list of item while shopping. Out of
70 maesonly 21.42% maerespondentsawaysfollow thelist prepared
before shopping whereasout of 80 fema erespondents 38.75%femae
respondentsawaysfollow thelist of items prepared before going for
shopping. Those respondents who ‘many times’ follow the list, there
are 27.14% mad erespondents and 26.25% femal e respondents, here
mal e respondentsaremoreinterested in following thelist of items
prepared before shopping. Thereare 17 respondentseach frommale
and femal e respondents who try to follow the pre planned list of
shopping, but in percentagecaculaionitis24.28% maeand 21.25%
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female. Thereare 5 and 2 respondents respectively from maleand
fema erespondentswho do not consider listswhileshopping. And 14
maleand 9 femal erespondents never follow thelistswhile shopping.
If the abovetableisreviewed femal e respondents are found to be
keener tofollow thelist prepared before going to shop.

Table4.19: OCCUPANCY * NO OF VISITSTO ORDINARY

SHOPS
Occupancy No of Visitsto Unorganised Shops | Totd
Once| Twice| Thrice Morethanthis
Professond 2 3 3 6 14
BusinessMan 2 0 1 7 10
Govt. Servant 6 5 6 13 30
Pvt. Service 1 5 3 20 29
Retired ServiceMan| 0 2 0 2 4
HomeMaker 12 10 1 3 26
Student 7 9 2 13 31
Un-employed 0 2 1 3 6
Totd 30 36 17 67 150

I nter pretation

From the above table it can be concluded that number of
visitsto ordinary storeismaximum in case of studentsi.e. 31 and out
of this41.9% respondentsvisit unorgani sed storesmorethan thrice,
29% respondents’ visit twice in amonth, 22.58% visit once ina month
and only 6.45% visit thriceinamonth. Thereare 30 respondentswho
aregovernment servant, out of these41.9% visitsto unorganised shop
morethan thrice, there are 20% respondentswhovist to unorganised
shop onceand 20%thricein amonth respectively and 5 visitstwice
inamonth. Thereare 29 respondentswho arein private service by
occupation. Out of these 29 respondents, 68.96% visit to unorganised
shop morethanthrice. Abovetableshowsthat thereare 26 respondents
who are home maker and out of these, 46.15% visit to unorgani sed
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shop oncein amonth, 38.46% respondentsvisit twiceinamonth.
There are 6 unemployed and 4 retired service men, where 2
unemployed respondentsvisit twice, 1 visit thriceand 3 visitsmore
than thrice to unorgani sed shop. Whereasin case of retired service
man respondents, 50% respondentsvisit twice and 50% respondents
visit morethanthriceinamonth. It has been noticed from theabove
table that students are more interested in shopping. They register
maximum number of visit to ordinary retail shop. Following thenumber
of students, government service man, private serviceman and home
makersare having maximum visit to the unorganised retail store, 30,
29 and 26 respectively. Thisresult showsthat occupation hasimpact
on shopping behaviour of customers.

Table 4.20: OCCUPANCY * PLAN LIST BEFORE VISITING

TOTHE SHOP
Occupancy Panlist beforeVidtingtotheShop | Totd
Definitely | Mostly | Sometimes| Never
Professond 0 6 6 2 14
BusnessMan 1 2 5 2 10
Govt. Servant 9 9 9 3 30
Pvt. Service 5 8 14 2 29
Retired ServiceMan 3 1 0 0 4
HomeMaker 14 6 5 1 26
Student 5 4 14 8 31
Un-employed 1 1 3 1 6
Totd 38 37 56 19 150

I nter pretation

From the above crosstabulation anaysisit can be concluded
that homemakershavetendency to preparelist of itemsto be purchased
beforevigtingto theshop. Out of 26 home maker respondents53.84%
respondents definitely prepare list before going to shop, 23%
respondents mostly preparelist and 19.23% respondents sometimes
preparelist beforeshopping, thereisonly onerespondent who never
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prepare list before shopping. In case of 31 student respondents
45.16% respondents sometimes preparelist before shopping, following
thisfrequency of students, here comes 25.8% studentswho never
preparelist of itemsbefore shopping. Thisshowsthat sudents, while
shopping arenot particul ar for articlesand commodities. They decide
‘what has to be purchased’, after visiting to the retail store. Students
those who prepare purchase list ‘definitely” and *mostly’ are 16.13%
and 12.9%in number respectively. Fromthe abovetableitisclear
that sudentsareless cons stent about their shopping behaviour. If the
data of private servicemen are taken, 48.27% respondents out 29
respondents, fall in the category of respondents who sometimes
preparelist of itemsto be purchased, 27.58% respondentsfal inthe
category of respondents who ‘mostly’ prepare list of items before
shopping. 17.24% respondents of this category “‘definitely’ prepare
list of items before shopping and 6.9% respondents ‘never’ prepare
list before shopping. In case of retired servicemen, tota 4 respondents
are there and 75% out of 4 respondents “definitely’ prepare list of
item before shopping and 25% respondent fallsin the category of
those who ‘mostly” prepare list of items before shopping. This category
of respondentsisfound to bemost consi stent while shopping. In case
of government servants, 30% respondentseach fall inthe category of
‘definitely’, ‘mostly’ and ‘sometimes’, who prepare list of items before
shopping. In this case we cannot state clearly about the shopping
behaviour of respondents. Businessman respondentswhoare10in
total, also hit maximum frequency of 50% who ‘sometimes’ prepare
list of items before going for shopping. 1 and 2 respondents are
‘definitely’ and *mostly’ prepare list before shopping. This data says
that they rarely believein pre planned shopping of items. Occupation
of shopper hasnoimpact on their shopping behaviour.

Recent Trendsin Retail Marketing //94//



Table4.21: OCCUPANCY * FOLLOWING TO LIST

Occupancy FollowingtoList Totd
Always/Many | Try to | Does Not| Never
Times | Follow| Consider | Follow
Professond 2 5 3 1 3 14
Businessman 2 2 3 1 2 10
Govt. Servant 7 11 8 0 4 30
Pvt. Service 8 8 7 2 4 29
Retiredserviceman | 3 1 0 0 0 4
Home maker 17 5 2 1 1 26
Student 5 8 9 2 7 31
Unemployed 2 0 2 0 2 6
Totd 46 | 40 34 7 23 150

I nter pretation

From the above table it can be concluded that maximum
number of respondents who ‘always’ follow the list of item while
shopping fall in the category of home maker i.e. 17 out of 46
respondentsi.e. 36.9%. At second position private serviceman register
their high frequency i.e. 27.58% respondents each who “always’ follow
and ‘many times’ follow the list of item at the time of shopping. The
responses of private servicemen are 24.13% respondents who “try to
follow’, 6.89% respondents ‘does not consider’ and 13.73%
respondents ‘never’ follow the list at the time of shopping. In case of
government servants it has been noticed that there are 36.67%
respondents who follow the list *‘many times’ whereas, 26.67%
respondentstry to follow and 23.33% respondentsawaysfollow the
list of itemsat thetime of shopping. There are 13.33% respondents
who never follow thelist while shopping. Retired servicemen have
show consi stent pattern of shoppingintheir own category, 75% out
respondentsof thisoccupation group dwaysfollow theplanlist at the
time of shopping. In the category of students 31 respondents gave
their responses but no specific shopping pattern of studentscan be
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judged out of these data. Above table says that 16.13% students
respondents always follow the list of items, 25.8% follow ‘many times’,
29% “try to follow’, 6.45% *does not consider’ and 22.58% ‘never’
follow the planlist at thetime of shopping. A clear inference about
student shopperscannot bedrawn out of abovetable. Datarelated to
unemployed respondentsa so does not giveany clear view about their
shopping pattern. Respondents who belong to professionals’ category
a so say that plan shoppingisnot being done by them. Asper occupation
of shoppers, their shopping behaviour cannot bejudged.
Table4.22: EDUCATIONAL QUALIFICATION * NO OF
VISITSTO ORDINARY SHOPS

Educationd No of Visitsto Ordinary Shops Totd
Qudification Once| Twice| Thrice| Morethanthis

High School 3 3 2 2 10
Higher Secondary 1 1 1 2 5
Graduate 9 9 4 17 39
Post-Graduate 15 20 7 35 77
Professiond 2 3 3 1 19
Totd 30 | 36 17 67 150

I nter pretation

From the above cross tabulation analysis it is clear that
educationa qualification of shoppers haveimpact ontheir shopping
behaviour. Inthisanadytica tableout of 150 respondents 77 (51.33%)
respondents are post-graduate. And againit isfurther analysed, out of
77 respondents 35 respondents’ visit for shopping for more than thrice
inamonth, whichis45.45% of tota post-graduate respondents. This
is the highest frequency under this category. There are 25.97%
respondentswho visit twice and 19.48% respondentsvisit onceina
month to shop. Second highest frequency isof graduate respondents
i.e. 39 and out of 39 respondents 43.58% respondents visit more
than thricein amonth for shopping. 23% respondentseach visit once
andtwiceinamonthand4vist thriceinamonthfor shopping. Whereas
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incategory of high school and higher secondary 10 and 5 respondents
respectively arefound. Out of 150 randomly sel ected respondents,
only 6.67% and 3.33% respondents were high school and higher
secondary passed shoppers. Inthe category of professionalsthere
were 19 respondentsand out of these 57.89% respondentsvisit more
than thricein amonth for shopping. Overdl inference can bedrawn
that education does effects the shopping behaviour of customers.

Table4.23: EDUCATIONAL QUALIFICATION* PLAN LIST
BEFOREVISITING TO THE SHOP

Education Panlist beforeVidtingtotheShop | Totd
Qudification Definitely | Mostly | Sometimes| Never

High School 4 1 2 3 10
Higher Secondary 1 0 3 1 5
Graduate 13 8 14 4 39
Post-Graduate 19 21 31 6 77
Professond 1 7 6 5 19
Totd 38 37 56 19 150

I nter pretation

From the above table it can be analysed that out of 150
respondents 37.33% respondents ‘sometimes’ prepare list of items
before shopping. Out of this 55% respondents are post-graduate,
25% are graduates, and 10% are professional and only 2 and 3
respondents belong to education level of high school and higher
secondary, whichismerely 3.5 and 5.3% respectively. Out of total
respondents 24.66% ‘mostly’ prepare list before shopping, which is
37 out of 150 respondents. 56.7% out of 37 respondents are post
graduate, 21.6% are graduates and almost 19% are professionals.
25.33% respondents “definitely’ prepare list before shopping, there
number is38 out of 150. 50% of which are post-graduate, 34.2% are
graduate, and 10.5% are high school pass and 2.6% respondents
each from higher secondary and professiona category Almost 12.7%
of total respondents ‘never’ prefer list before shopping. As per the
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abovetableit can beanaysed that most of the respondents sometimes
(attimes) preparelig of itemto bepurchased. But if dataof respondents
who “definitely’ and ‘mostly’ prepare list before shopping are
consdered, there seemssomeindination towards set style of shopping
behaviour of customers.
Table4.24: EDUCATIONAL QUALIFICATION *
FOLLOWING TOLIST

Educationd FollowingtoList Totd
Qudification Always|Many | Try to | Does Not| Never

Times | Follow | Consider | Follow
High School 5 1 1 1 2 10
Higher Secondary 0 2 2 0 1 5
Graduate 19 6 7 3 4 39
Post-Graduate 19 | 28 20 1 9 77
Professond 3 3 4 2 7 19
Totd 46 | 40 34 7 23 150

I nter pretation

From the above crosstab it can be concluded that there are
46 respondents ‘always’ follow the shopping plan list at the time of
shopping. Out of these 46 respondents, 41.3% respondents each
belong to graduate and post graduate category. There are 40
respondents who ‘many times’ follow the shopping list, out of these
40 respondents 70% respondents are post-graduate, and 15% are
graduates, 7.5% are professionals. From the abovetableit can be
concluded that education hasitsimpact on shopping behaviour of
customersasthey decideand limit their parameter of shopping asper
their requirement. Thefollowing up of shopping planlist depictsthe
controlled way of their shopping.
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Table 4.25: INCOME PER MONTH * NO OF VISITSTO
ORDINARY SHOPS

Income Per Month No of Visitsto Ordinary Shops Totd
Once| Twice| Thrice Morethanthis
Less Than 10000 6 7 2 10 25
10001-30000 4 10 5 34 53
30001-50000 9 8 5 7 29
50001-70000 3 1 2 8
More Than 70000 3 1 1 3 8
Nil 5 9 2 11 27
Totd 30 36 17 67 150

I nter pretation

From the abovetableit can be concluded that income group
from Rs. 10001-30000 registered highest frequency of 53 respondents
and out of this 64.15% respondentsvisit to ordinary shop morethan
thricein amonth. Under this category thereare 7.5% respondents
whovisit onceinamonth, 18.8% respondentsvisit twiceinamonth
and 9.4% respondentsvisit thriceinamonth for shopping. After this
thereare 29 respondentsin Rs. 30001-50000 i ncome category. Under
this category 31% respondentsvisit unorgani sed shop onceinamonth,
27.5% respondentsvisit twicein amonth ,17.2% respondentsvisit
thriceinamonth, 24.13% respondentsvisit morethanthriceinamonth
for shopping. Respondentsof incomegroup lessthan Rs. 10000 have
25 respondents, 24% respondents visit once in a month, 28%
respondentsvisit twicein amonth, 8% respondentsvisit thriceina
month and 40% respondents visit more than thricein amonth for
shopping. Under income group Rs.50001-70000 there are 8
respondents and 37.5% of these visits once in amonth. Whereas
25% respondentsvisgt to unorganised shop thricein amonth and 25%
respondentsvisit morethan thricein amonth for shopping. 12.5%
respondentsvist twicein amonth to unorganised shops. Intheincome
category of Rs. 70000 or more 37.5% respondentsvisit to unorganised
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shopsonceand morethan thriceinamonth.

Table4.26: INCOME PER MONTH * PLAN LIST BEFORE
VISITING TO THE SHOP

IncomePer Month | Planlist beforeVigtingtotheShop | Totd
Definitely | Mostly | Sometimes| Never
Less Than 10000 9 4 11 1 25
10001-30000 10 14 24 5 53
30001-50000 9 12 4 4 29
50001-70000 4 2 2 0 8
More Than 70000 3 2 1 2 8
Nil 3 3 14 7 27
Totd 38 37 56 19 150

I nter pretation

In the cross tabulation analysis of above data income is
independent factor and plan list isthe dependent factor. Following
resultsaredrawn fromtheaboveanalyss. Intheincomegroup of less
than Rs. 10000 there are 25 respondents and 36% out of this
‘definitely’ prepare list before shopping. 16% of the respondents of
this group ‘mostly’ prepare list before shopping, 44% respondents
sometimespreparelist of itemsto be shopped and 4% arethosewho
never preparelist before shopping. Inthe second incomegroup of Rs
10001-30000 out of 53 respondents, 18.8% respondents “definitely’
prepare plan list before shopping, 26.4% respondents ‘mostly’
prepare plan list before shopping, 45.3% ‘sometimes’ prepare plan
list before shopping, 9.4% “never’ prepare plan list before shopping.
Intheincome group of Rs. 30001- 50000, there are 29 respondents
and 31% respondentsof thisgroup definitely prepareplan list before
shopping, 41.3% respondents ‘mostly’ prepare plan list before
shopping, 13.8% ‘sometimes’ prepare plan list before shopping,
13.8% “never’ prepare plan list before shopping. In the income group
of Rs. 50001- 70000, there are 8 respondents and 50% respondents
of this group definitely prepare plan list before shopping, 25%
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respondents ‘mostly’ prepare plan list before shopping, 25%
‘sometimes’ prepare plan list before shopping, 0 % ‘never’ prepare
planlist beforeshopping. Intheincomegroup of morethan Rs.70000,
thereare 8 respondents and 37.5% respondents of thisgroup definitely
prepare plan list before shopping, 25% respondents ‘mostly’ prepare
plan list before shopping, 12.5% ‘sometimes’ prepare plan list before
shopping, 25% ‘never’ prepare plan list before shopping. Overall
inferencedrawn from theabovetableisthat incomeof cusomer affects
the shopping behaviour and as per their incomelevel they pre-decide
what & hoe hasto be purchase made.

Table4.27: INCOME PER MONTH * FOLLOWING TO LIST

Income per month FollowingtoList Totd
Always/Many | Try to | Does Not| Never
Times | Follow | Consider | Follow
Less Than 10000 9 8 4 2 2 25
10001-30000 13 | 17 14 4 5 53
30001-50000 12 8 2 0 7 29
50001-70000 6 0 2 0 0 8
More Than 70000 2 2 2 1 1 8
Nil 4 5 10 0 8 27
Totd 446 | 40 34 7 23 150

I nter pretation

Inthe abovetable as per crosstabulation andys's, incomeis
taken asindependent factor and habit of following the shoppinglist as
dependent factor. Therespondents having highest frequency of 53 fall
into theincomegroup of Rs.10001-30000 and 17 respondentswho
form 32% of this category follow list ‘“many times’, there are 14
respondents, 26.4% of total respondents of this group “try to follow’
list of itemswhile shopping. 13 respondents forming 24.5% of this
category “always’ follow the list of items and shop as per their shopping
plan. Thesecond highest frequency isof theincomegroup Rs.30001-
50000. Total 29 respondentsare of thisincome group and out of this,

Recent Trendsin Retail Marketing // 101//



41.4% respondents ‘always’ follow the shopping list. 27.5%
respondents follow the list many times, 6.9% respondents ‘try to
follow’ the list of item, 24% respondents ‘never’ follow the list of item
prepared before shopping. In theincome group of lessthan Rs.10000,
25 respondentsregistered their opinion and 36% respondents of this
income group ‘always’ follows the list of item, 32% respondents ‘many
times’ follow the list, 16% respondents try to follow the shopping list,
8% respondents “does not consider” and 8% respondents never follow
theshoppinglist. Intheincome group of Rs.50001-70000, thereare
8 respondents and out of this 75% respondents always follow the
shopping list, 25% respondentstry to follow theshoppinglist. Inthe
income group of morethan Rs 70000, there are 8 respondentsand
25% each falls in the category of those who ‘always’ follow, many
times’ follow and “try to follow’. And 12.5% each say that they “‘does
not consider’the listand ‘never’ follow the list while shopping. This
analysis saysthat people of every income group does shop as per
shopping list. Respondent’s income has effect on their shopping
behaviour.

Hypotheses testing

H,,: Thereisnosignificant difference between shopping behaviour of
consumersregarding organized and unorgani zed retail storewith
respect to age of consumers.

H_,: Thereisasignificant difference between shopping behaviour of
consumersregarding organized and unorganized retail storewith
respect to age of consumers.
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Table4.28: RESULT OF CHI-SQUARE TESTAND
HYPOTHESISTESTING
(Ageof respondentsisindependent factor)
Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis

Square | square Hy)
Vdue | (Sg) Accepted/
Reected
Typeof shop 23.032 | 0.006* | 0.006* | Regected

Number of visitsto | 09.702 | 0.375**| 0.375** | Accepted

ordinary shop/month

Frequency of 18.948 | 0.026* | 0.026* | Rejected

shopping/month

Planligbeforevigting | 15.077 | 0.089**| 0.089** | Accepted

to shop

Followingthe 15.193 | 0.231**| 0.231** | Accepted

shoppinglist
Chi-square: Test of Independence, Association between
variables; Phi- Strength of association

* PValue: Lessthan 0.05= Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level

I nter pretation

Theabovetableshowstheresultsof chi-squaretest, conducted
between age of respondentsasindependent variableand type of shop
they select for shopping, no. of visitsto ordinary shops, frequency of
shopping per month, plan list before shopping and following the plan
list as dependents variable. “The null hypothesis is there is no association
between the given variables’. As, p-value shown in above table is
more than 0.05, so null hypothesis has been accepted in test of
independence between age of respondents and number of visitsto
ordinary shop, shopping plan list before shopping and following the
shopping list. It can be said that alternative hypothesisisrgected. So
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it can be concluded that the age of respondents hasnoimpact on no.
of visitsto ordinary shops, planlist before shopping and following the
planlist. On testing the associ ati on between age of respondentsand
typeof shop outlet & frequency of their shoppinginamonth, p-vaue
obtainedislessthan 0.05, so null hypothesishasbeenrgected. It can
be said that age hasimpact on type of shop salected for shopping and
frequency of shoppinginamonth.

Hypothesis

H,: Thereisno significant difference between shopping behaviour of
consumersregarding organized and unorgani zed retail storewith
respect to gender of consumers.

H_.. Thereisasignificant difference between shopping behaviour of

consumersregarding organized and unorganized retail storewith
respect to gender of consumers.

Table4.29: RESULT OF CHI-SQUARE TEST AND
HYPOTHESISTESTING
(Gender of respondentsisindependent factor)
Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis

Square | square Hy)
Vdue | (Sg) Accepted/
Reected
Typeof shop 8.772 | 0.032*  0.032* | Rgected

Number of visitsto | 13.113 | 0.004* | 0.004* | Rejected
ordinary shop/month

Frequency of 5.490 | 0.139**| 0.139** | Accepted
shopping/month

Planlist before 10.801 | 0.013* | 0.013* | Reected
vigitingtoshop

Followingthe 7.404 | 0.116**| 0.116** | Accepted
shoppinglist

Recent Trendsin Retail Marketing // 104 //



Chi-square: Test of Independence, Association between
variables; Phi- Strength of association

* PValue: Lessthan 0.05= Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level

I nter pretation

From the above consolidated chi-square table it can be
concluded that ontesting gender asindependent variableand type of
shop, number of visitsto unorgani sed shop, frequency of shopping
per month, plan list beforevisiting to shop and following the shopping
planlist asdependent variable, inal those caseswherethep-vaueis
less than 0.05 level, hypothesisis rejected at 5% level. The null
hypothesis is, ‘there is no association between given variables’ and it
isregected asthereisassociation found between gender and selection
of typesof shop format, number of visit to ordinary shop and planlist
before shopping. Thereisno association found between gender of
respondentsand frequency of shopping per month & following the
shopping planlist. It meansthereisno interdependency of gender of
respondentsand their frequency of shoppinginamonth andfollowing
up of shopping list when shopping from organised or unorganised retall
store.

Hypothesis

H . Thereisno significant difference between shopping behaviour of
consumersregarding organized and unorgani zed retail storewith
respect to Income of consumers.

H_.. Thereisasignificant difference between shopping behaviour of
consumersregarding organized and unorgani zed retail storewith
respect to Income of consumers
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Table4.30: RESULT OF CHI-SQUARE TESTAND
HYPOTHESISTESTING
(Income of respondentsisindependent factor)

Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis
Square | square Hy)
Vdue | (Sg) Accepted/
Rejected

Type of shop 16.282 | 0.364**| 0.364** | Accepted

Number of visitsto | 22.563 | 0.094**| 0.094** | Accepted

ordinary shop/month

Frequency of 27.819 | 0.023* | 0.023* | Regected

shopping/month

Planlist before 29.378 | 0.014* | 0.014* | Reected

vigitingtoshop

Followingthe 33.551 | 0.029* | 0.029* | Rejected

shoppinglist

Chi-square: Test of Independence, Associ ation between variables
; Phi- Strength of association
* PValue: Lessthan 0.05= Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level

I nter pretation

The abovetable showsthe consolidated result of chi-square
test donefor income asindependent factor and type of shop /outlet,
number of visit to unorgani sed shop, frequency of shopping, preparing
shopping planlist beforegoing to shop and following theshopping list
at thetime of shopping asdependent variables. In case of selection of
shop and no of visitsto unorganised shop/ordinary shop, p-valueis
morethan 0.05, so null hypothesi s has been accepted. It canbesaid
that aternative hypothesis of association between thevariablesis
regjected. Whilein case of dependent variablesfrequency of shopping
per month, preparing shopping plan list before going to shop and
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following the shopping list, p-valueislessthan 0.05 levelsso null
hypothesisisrejected. It can be said that alternative hypothesisis
accepted, which indicates that income of shopper’s has impact on
their shopping plan, following the plan and frequency of shopping per
month. So it has been concluded that theincome of respondent has
no impact in the selection of shop format & no. of visitsto ordinary
shop. Thisisbecause ordinary shop is cheaper as compared to multi
brand retails. But income hasitsimpact on frequency of shopping,
planlistsand shopping asper planlists.
Table4.31: RESULT OF CHI-SQUARE TESTAND
HYPOTHESISTESTING
(Occupation of respondentsisindependent factor)

Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis

Square | square Hy)
Vdue | (Sg) Accepted/
Reected
Typeof shop 27.981 | 0.141**| 0.141** | Accepted

Number of visitsto  |40.422 | 0.007* | 0.007* | Rejected
ordinary shop/month
Frequency of 29.335 | 0.106**| 0.106** | Accepted
shopping/month
Panlig beforevisting | 37.507 | 0.015* | 0.015* | Rejected
to shop

Followingthe 34.851 | 0.174**| 0.174** | Accepted
shoppinglist
Chi-square: Test of Independence, Association between
variables; Phi- Strength of association
* PValue: Lessthan 0.05= Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level

I nter pretation

The abovetable showsthe consolidated result of chi-square
test done for occupation as independent factor and type of shop /
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outlet, number of visit to unorganised shop, frequency of shopping,
preparing shopping plan list before going to shop and following the
shopping list at thetime of shopping asdependent variables. In case
of “selection of shop’, “frequency of shopping per month’ and “following
the shopping list” p-value is more than 0.05, so null hypothesis has
been accepted. It can be said that dternative hypothesi sof association
between thevariablesisreected. Whilein caseof dependent variables,
‘number of visits to the ordinary shops’ and “preparing shopping plan
list before going to shop’, p-value is less than 0.05 levels so null
hypothesisisrejected. It can be said that alternative hypothesisis
accepted, which indicates that occupation of shopper’s has impact on
the “‘number of visits to the ordinary shops’ and *preparing shopping
plan list before going to shop’. So it has been concluded that the
occupation of respondent hasnoimpact in the selection of shop format,
frequency of shopping and following the shoppinglist. Occupation of
shopper doesnot directly influencetheir shopping behaviour.
Table4.32: RESULT OF CHI-SQUARE TEST AND
HYPOTHESISTESTING
(Educationa qudification of respondentsisindependent factor)

Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis

Square | square Hy)
Vdue | (Sg) Accepted/
Reected
Typeof shop 29.154 | 0.004* | 0.004* | Regected

Number of visitsto 6.264 | 0.902**| 0.902** Accepted
ordinary shop/month

Frequency of 26.309 | 0.010* | 0.010* | Reected
shopping/month

Planlist before 17.518 | 0.131**| 0.131** | Accepted
vigitingtoshop

Followingthe 30.256 | .017* | 0.017* | Rejected
shoppinglist
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Chi-square: Test of Independence, Association between
variables; Phi- Strength of association

* PValue: Lessthan 0.05= Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level

I nter pretation

Theresultsof chi-squaretest doneto check theindependency
of variablesbetween educationa qualification and typeof shopthey
select to buy goods, number of visitsto ordinary shopsinamonth,
frequency of shopping from organi sed retail store per month, shopping
planlist before going to shop and following the shopping planlist at
thetime of shopping. Hereeducationa qualification of therespondent
istaken asindependent variable and others asdependent variables. It
wasfound that education hasimpact on selection of shop, frequency
of shopping from organised retail store per month and following the
planlist of shopping at thetimeof shopping. Most of the respondents
inthistest found to be post-graduate and they sel ect organised shop
on unorganised shopsfor buying thegoods. Thep-valueislessthan
0.05, so null hypothesishasbeenrgected, or say adternativehypothesis
isaccepted. Whileontesting dependent variableslikenumber of vidts
to unorgani sed shop per month and preparing shopping list before
shopping, it was found that p-value is greater than 0.05 so null
hypothesesis accepted. It means that education has no impact on
number of viststo unorganised shop per month and preparing shopping
list beforeshopping.
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5 PreferenceAnalysis of
Customer sof Bilaspur

Shopping mdlsare the most phenomenon placesthese days
where people expend their weekendsto rel ax, dineand shop. With
the shifting tastesand preferences of customers, shopping mallsare
expanding aworldwideimpact acrosscitiesandtowns. Many factors
aretherewhich aredriving customerstowardsbig malsand making it
their shopping destination. Many shoppersprefer organized retail store
becauseof theavailability of variety of brands, productsand deanliness,
entertainment for children, comfortableand convenient parking facility
and restaurants. It has been noticed that quality of servicesprovided
by the store manager playsan important rolein relationship building
with customers. Itis also found that shopper’s preference towards
the shop lieswith the services provided by the store manager, whether
itisorganized or unorganized store. Indian customersare much more
attracted towardsthe rel ationship established and maintained by the
storekeeper. Now a day’s Indian shopper’s shopping decision is taking
aturn and they are shifting towardsbig malsand hyper markets. Itis
remarkablefact that peopleof al class, category, age, occupation,
etc. areequally interested in shopping from malls. Itisnot only the
ambienceof bigmadlsatracting Indian cusomersbut dsotheavailability
of international brands and the servicesoffered by the sellersisalso
animportant factor for preferring astore. Indian popul ation comprises
ahuge number of youngsters, income of peopleisincreasing, their
shopping style is going global, and shoppers are influenced by
international brands and actually preferring branded goods and
commodity. Indian customer wanted to purchase cheap productsin
huge quantity, thisattitude has made many big playerslikereliance,
big bazaar and ITC jump into the retail market. Big players are
concentrating on this preferential factor of the customers. In this
scenario, itisessentia to recognizethe preferencesof youth, and the
pulling factorsthat attract them to shopping mdls. Shoppingmdlsare
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thefavourite hangout zonefor theyouth. Retail marketin Bilaspuris
also developing ‘mall culture’ and the people are welcoming this open
heartedly. To study the preferences of shopperstowardsdifferent sdes
format running businessinthecity of Bilaspur thisstudy isconducted

and results are discussed bel ow.
Table5.1: AGE OF RESPONDENTS* TY PE OF SHOP/

OUTLET
Ageof Respondents Type of shop/outlet
OrganisedRetall  Unorganised | Tota
Store Retall Store

Big | Easy| Rdiance

Bazaar | Day | Market
21-35 14 29 21 4 68
35-50 18 15 6 9 48
50 & Above 8 5 3 4 20
Totd 40 58 32 20 150

I nter pretation

From the above crosstabulation analysisit seemsthat age
hasimpact on shopping behaviour of the customer. Intheabovetable
shoppersof age group 21-35 yearsand 35-50 yearsused to shop in
organised retail stores. Out of total respondents 42.66% shoppers
fall under 21-35yearsand 32% respondentsfall under 35-50 years
agegroup, that shop from organised retail stores. Overall, agegroup
of 21-35and 35-50 yearsprefer shopping from organized retail stores.
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Table5.2: AGE OF RESPONDENTS* INTERIOR
DECORATION OF SHOP

Ageof Interior Decoration of Shop
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Below 21 2 510 2 5 14
21-35 13| 25 | 1 16 | 13 68
35-50 9| 14 | 4 10| 11 48
50 & Above 6 6 |1 4 3 20
Totd 30| 50 | 6 32| 32 150

I nter pretation

Fromtheabovecrosstabit isclear that maximum respondents
belong to 21-35 years of age group. They are 45.3% of the total
respondents. Out of these, 23.5% find ‘interior decoration’ as an
important factor & 19.1% find it *very important’ factor. 36.76%
respondents of thisage group say it issomewhat important factor it
meansimportant up to certain extent. These 36.76% respondentscan
be turned up into positive or negative shoppers. They may prefer
interior decoration asanimportant factor. In the age group of 35-50
years 20.83% respondents say interior decoration of shopisimportant
for them and 22.9% respondents say it isvery important factor at the
time of selecting the shop. Inthisage group 29.16% respondents of
thisagegroup say itissomewhat important factor it meansimportant
up to certain extent. If on total respondentswe check there are 32
respondents each who say it is ‘important” and ‘very important’ factor
for selecting ashop (collectively forming 42.67%).
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Table 5.3: AGE OF RESPONDENTS* FASHIONABLE OR

TRENDY ASSORTMENT
Ageof Fashionable or Trendy Assortment
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.
Below 21 0 5|0 5 4 14
21-35 5/ 19 2 24 | 18 68
35-50 6| 10 | 2 13 | 17 48
50 & Above 5 21 9 3 20
Totd 16| 36 5 51 | 42 150

I nter pretation

From the above crosstab analysisit isclear that fashionable
and trendy productsareliked by maximum respondents. They prefer
tothoseshopswhich haslatest fashion articles. Out of total respondents
51 & 42 respondents say it is ‘important” and “very important’ factor
while preferring any shop. It collectively forms 62% of the total
respondents. 24% of the total respondents say it ‘somewhat important’
factor for selecting ashop outlet or store. These 24% respondents
haveto betaken care off so that they should comein the stream of
organized retail store. 35.29% & 26.47% respondents who say
fashionable products are ‘important’ & “very important’ factor belongs
to 21-35 years of age group. 27% and 35.4% respondentswho say
fashionable products are ‘important’ & “very important’ factor belongs
to 35-50 yearsof agegroup. In 50 years and above age group about
45% respondents say fashionable or trendy assortment areimportant
factor for preferring the organized shop. Overall it can besaid that
shopswhere fashionable and | atest trendy goods are available are
preferred by the shoppersof al age group.
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Table5.4: AGE OF RESPONDENTS* PRICE OF

COMMODITY
Ageof Interior Decoration of Shop
Respondents Not | SW |DN | Imp.|Vey Totd
Imp. | Imp. [Imp. Imp.
Below 21 3 3|2 5 1 14
21-35 4 6 | 3 34| 21 68
35-50 2 53 18 | 20 48
50and Above 1 3|1 7 8 20
Totd 10 17 9 64 | 50 150

I nter pretation

From the above crosstab anaysisit can be concluded that
‘price’ is one of the most important factor while preferring the shop
for buying any goods or commodity. 42.67% & 33.33% respondents
say itis ‘important’ and ‘very important’ factor for preferring any shop.
The shop which offersreasonablepriceis preferred by them. Priceis
important factor for 50% respondents of 21-35yearsage group and
30.88% respondent say it is “very important’ factor for selecting a
shop. In the age group if 35-50 years there are 37.5% & 41.67%
respondents who depict price as ‘important” and “very important” factor
whilepreferring shopping. Thereareontotal 17 respondentswho say
itissomewhat important factor, theserespondentsmay be considering
price asimportant or unimportant factor. Overall it can be said that
age hasnoimpact on preference of shop as per priceoffered by the
store.
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Table5.5: AGE OF RESPONDENTS* QUALITY OF

COMMODITY
Ageot Quality of Commodity
Respondents Not | SW |DN | Imp. Vey Totd
Imp. | Imp. [Imp. Imp.
Below 21 0 00 5 9 14
21-35 0 7 3 19 | 39 68
35-50 1 4 | 0 15 | 28 48
50 and Above 0 10 8 1 20
Totd 1, 12 3 47 | 87 150

I nter pretation

Fromtheabovecrosstabitisclear that collectively thereare
89.3% respondentsontotal 150 respondentswho consider quality as
‘important’ & “very important’ factor while preferring any shop for
buying goods and commodity. There are 57.35% and 27.9%
respondents of age group 21-35 years who consider quality ‘very
important’ & ‘important’ factor. In the age category of 35-50 years
thereare 58.3% & 31.25% respondentswho take quality of product
as ‘very important’ and ‘important’ factor for shop selection. In the
age category of 50 years and above also there are 40% and 55%
respondents who consider that quality of products is ‘important” and
‘very important’ factor. Those shop which offers best quality goods
arepreferred by most of theshoppers. Agehasnoimpact on preferring
quality rather quality productsare preferred by al the shoppers.
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Table5.6: AGE OF RESPONDENTS* WIDE RANGE OF

ASSORTMENT
Ageof Wide Range of Assortment
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.
Below 21 0 11 6 6 14
21-35 6| 12 3 21 | 26 68
35-50 3 5| 2 19 | 19 48
50and Above 2 4 |1 6 7 20
Totd n,| 22 | 7 52 | 58 150

I nter pretation

Fromtheabovecrosstabit isclear that variety in assortment
isdemanded by people and they prefer to purchasefromthose stores
wherewiderangeof assortment isavailable. Respondentsof agegroup
less than 21 years 42.8% each say it is an ‘important” and ‘very
important’ factor respectively for giving preference while selecting retail
store. In the age category of 21-35 years 30.88% and 38.23%
respondents say that it is “important” and “very important’ factor for
shopping. In the age group of 35-50 years there are 39.58%
respondents each who say wide range is ‘important” & ‘very important’
factor for store selection. Even inthe age group 50 yearsand above
30% and 35% respondentsfeel it isimportant and very important
factor respectively. Overdl it canbesaid that ageisnot at al deciding
factor for preference of widerange of assortment by the shoppers.
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Table5.7: AGE OF RESPONDENTS* TRAINING OF STAFF

Ageof Traning of Staff
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Below 21 1 1 3 4 5 14
21-35 3 7| 2 33| 23 68
35-50 3 6 2 11| 26 48
50 and Above 1 1 1 7| 10 20
Totd 8| 15| 8 55 | 64 150

I nter pretation

From the above crosstab it is clear that shoppers of al the
age group wanted to havetrained staff employed at theretail stores. It
isfound to beimportant factor by 28.5%inlessthan 21 years, 48.5%
in 21-35 years, 22.9% in 35-50 years age group and 35% in 50
years and above. Those respondents say “trained employees’ are ‘very
important’ factors are 35.7% in less than 21 years, 33.8% in 21-35
years, 54.17% in 35-50 years and 50% in 50 years and above
category. Over al 79.33% respondents col lectively giveimportance
to the employment of trained staffs in the stores so that shopping
becomes much easier and enjoyable.

Table5.8: AGE OF RESPONDENTS* GOOD REFUND

POLICY
Ageof Good Refund Policy
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.
Below 21 0 2|0 5 7 14
21-35 1 6 | 2 25| 34 68
35-50 2 4 | 2 | 29 48
50and Above 1 20 4| 13 20
Totd 4| 14 | 4 45 | 83 150
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I nter pretation

From theabovecrosstabitisclear that shop whichfollows
good refund policy is preferred by the customers. As per thetable
asotherearecollectively 85.33% respondentswho say good refund
policy must bethereto haveregular, loyal and lasting customers. Itis
found to be ‘important’ factor by 35.7% in less than 21 years, 36.75%
in 21-35 years, 11.45% in 35-50 years age group and 20% in 50
years and above. Those respondents say ‘good refund policy’ is “very
important’ factors are 50% in less than 21 years, 50% in 21-35 years,
60.42% in 35-50 years and 65% in 50 years and above category. It
isvery clear that fair refund policy by theretal ersattract amgjority of
customers. Age has no direct impact on this factor of shopping

preference.
Table5.9: AGE OF RESPONDENTS* POPULARITY OF
SHOP
Ageof Popularity of Shop
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.
Below 21 1 2,0 5 6 14
21-35 9| 13 6 20| 20 68
35-50 5 75 15 | 16 48
50and Above 3 5|1 5 6 20
Totd 18| 27 | 12 45 | 48 150

I nter pretation

From theabovecrosstabit isclear that popul arity of shopis
important for many shoppers. Inthedifferent age category itisseen
that respondents prefer those shopswhich arewell known to others.
30% and 32% respondents, out of total 150 respondentssay that itis
‘important” and “very important’ factor respectively while preferring
the shop for buying thearticles. Out of 30% respondents 35.7% are
fromlessthan 21 years, 29.4% areinthe21-35 years, 31.25%arein
35-50 yearsand 25%fall in 50 yearsand above age category. Among
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the 30% respondents 42.85% arefrom lessthan 21 years, 29.4% are
in the 21-35 years, 33.33% are in 35-50 years and 30% fall in 50
years and above age category. In this analysis, people who say
popularity of shop issomewhat important for them cannot beignored
they may go for popularity of shop or even totally ignorethisfactor.
18% such respondents are therewho think up to certain extent it is
important factor. Over all it can be said that age has no impact on
deciding thepreferred shop. All the shoppersprefer to purchasefrom
popular shopirrespectiveof their age.

Table5.10: GENDER OF RESPONDENTS* TY PE OF SHOP/

OUTLET
Gender of Organised Retail | Unorganised | Totd
Respondents Store Retall Store

Big | Easy Rdiance
Bazaar | Day | Market

Mde 1 29 18 12 70
Femde 29 29 14 8 80
Tota 40 58 32 20 150

I nter pretation
From the above crosstab analysis it is clear that thereis
significant difference between gender and their preference of shop
selection. 82.85% of ma erespondentsand 90% of fema erespondents
are shopping from organized retail store.
Table5.11: GENDER OF RESPONDENTS* INTERIOR
DECORATION OF SHOP

Ageof Interior Decoration of Shop

Respondents Not| SW DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Made 2 21 4 18 7 70

Femde 10| 29 2 14 | 25 80

Totd 30| 50 | 6 32| 32 150

Recent Trendsin Retail Marketing // 119//



I nter pretation

Fromtheabovecrosstabitisclear that interior decorationis
moreimportant for femal e shoppers as compared to mal e shoppers.
Only 10% of thetotal mal e respondents consider it very important
factor while 31.25% of thetotal femaessay it isvery important factor
for shopping preference. Femal e respondents are more attracted
towardsdecoration of the shop ascomparedto mae. It can beclearly
seenindl theoptionsthat ma eand femaerespondentshavedifference
in preferencesregarding interior decoration of the store. Out of 30
respondents, who say interior decoration isnot important, 66.67%
aremaleand 33.33% arefemde. Thereare42% mdeand 58%femde
respondentsout of 50 who consider it assomewhat important it means
infuturethey may giveimportanceto interior decoration or may not
give Over dl it can besaid that gender of respondent does affectsthe
shopping preference on the basis of interior decoration.

Table5.12: GENDER OF RESPONDENTS* FASHIONABLE

ORTRENDY ASSORTMENT
Ageof Fashionable or Trendy Assortment
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.
Made 1| 19 4 19 | 17 70
Femde 5/ 17 1 32| 25 80
Totd 16| 36 5 51 | 42 150

I nter pretation

From the abovecrosstab it can be concluded that maximum
respondents gave importance to fashionable or trendy assortment.
Out of 150 respondents 34% & 28% say it is ‘important” and “very
important’ respectively for them. Out of 34% respondents 37.25%
are male and 62.75% are female. In the group of respondents
cons dering thefashionabl e assortment asvery important factor, 40.5%
aremaeand 59.5% arefemale. In the category of respondentswho
say fashionable product issomewhat important, out of 36 respondents
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52.77% are male and 47.22% are femal e, these respondents find
availability of fashionableand latest trend materialsimportant up to
certain extent. Collectively, out of 150 respondents, there are 62%
respondentswho find product must be according to thefashion and
trend and their preferenceis apparent towards these shopswhich

providesthem such goods.
Table5.13: GENDER OF RESPONDENTS* PRICE OF
COMMODITY
Ageof Price of Commodity
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Mde 7 91| 6 33| 15 70
Femde 3 8 3 31| 35 80
Totd 10, 17 | 9 64 | 50 150

I nter pretation

From theabove crosstabiitisclear that price of commodity is
very important for both types of respondents. Out of 150 respondents,
there are 64 (42.67%) and 50 (33.33%) respondents say price of
commodity is ‘important” and ‘very important’ respectively for them.
Out of 42.67% respondentswho say priceisimportant factor while
preferring the shop, 51.56% aremale and 48.43% arefemae. While
in the category of respondents who say it is “very important’ factor for
those 30% aremaleand 70% arefemal e. Out of total male47% say
itis “important’ factor and 21.47% say it is “very important’ factor.
Out of total females 38.75% say ‘important’ and 43.75% say it is
‘very important’ factor for shopping preference. Overall price of
commodity offered by retail storeisconsidered moreby femalesas
compared to mal e shoppers.
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Table5.14: GENDER OF RESPONDENTS* QUALITY OF

COMMODITY
Ageof Quality of Commodity
Respondents Not | SW DN | Imp. \Vey Totd
Imp. | Imp. Imp. Imp.
Mde 1 8 0 26 | 35 70
Femde 0 4 | 3 21 | 52 80
Totd 1 12 3 47 | 87 150

I nter pretation

From the above crosstab it can be concluded that maximum
respondents selected quality as ‘important’ (31.33%) and ‘very
important’ (58%) factor. Out of 58% respondents 59.7% are female
and 40.3% are maewho cons der quality asoneof thevery important
factor. Out of 31.33% respondents who consider quality as ‘important’
factor, 55.32% are male and 44.68% are female. Overal it can be
said that quality goods are preferred by amost all shoppersunbiased

of their gender.
Table5.15: GENDER OF RESPONDENTS* WIDE RANGE
OFASSORTMENT
Ageof Wide Range of Assortment
Respondents Not | SW |DN | Imp.|Vey Totd
Imp. | Imp. [Imp. Imp.

Made 6 9 | 3 27 | 25 70
Femde 5| 13 4 25 | 33 80
Totd n, 22 7 52 | 58 150

I nter pretation

From the above crosstab it can be concluded that widerange
of assortment isimportant for al therespondents. There are 34.66%
and 38.66% respondentswho consider widerange of assortment as
‘important’ and “very important’ factor for selection of shop. 51.9%
male and 48.1% female respondents prefer it as ‘important’ factor.
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43.1% male and 56.9% female respondents prefer it as ‘very
important’ factor for shop selection. There are 22 respondents who
say itissomewhat important factor for shopping, it meansit isimportant
up to certain extent, in thiscategory 59.09% are female and 40.9%
aremalerespondents. Here a so femal e respondents are more than
malerespondents. Overdl it can besaid that al respondents prefer to
those shops/storeswherewide range of assortment isavailable,
Table5.16: GENDER OF RESPONDENTS* TRAINING OF

STAFF
Ageof Training of staff
Respondents Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. [ Imp. Imp.
Made 7 73 25| 28 70
Femde 1 8 | 5 30 | 36 80
Totd 8| 15 | 8 55 | 64 150

I nter pretation

From the above crosstab analysisit isclear that 36.67% and
42.67% of the total respondents say ‘training of staff’ is important’
and “very important’ factor for them respectively. Out of 36.67%,
45.45% are male and 54.54% are female respondents. Out of
42.67%, 43.75% aremae and 56.25% female. Overall it canbesaid
that thereisno difference between the preferences of shoppersasper

their gender.
Table5.17: GENDER OF RESPONDENTS* GOOD REFUND
POLICY

Ageof Good Refund Policy

Respondents Not | SW |DN | Imp.|Vey Totd
Imp. | Imp. [Imp. Imp.

Mde 3 4 | 4 21 | 38 70

Femde 1 10 O 24 | 45 80

Totd 4| 14 | 4 45 | 83 150
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I nter pretation

Fromtheabove crosstab it isclear that good refund policy is
demanded by all the shoppers. Out of total respondents 150, 30%
and 55.33% say good refund policy is ‘important” and ‘very important’
factor for shopping. Out of 30% of thetotal respondents, 46.67% are
mal eand 53.33% arefema e respondents. Out of 55.33% respondents
45.78% aremdeand 54.21%femae. It isgpparently seenthat femae
shoppersaremoreattracted towards the shopsproviding good refund
policy totheir customers.

Table5.18: GENDER OF RESPONDENTS* POPULARITY

OF SHOP
Ageof Popularity of Shop
Respondents Not | SW |[DN | Imp.|Vey Totd
Imp.| Imp. |Imp. Imp.
Made 10| 14 | 7 23 | 16 70
Femde 8| 13 5 22 | 32 80
Totd 18| 27 | 12 45 | 48 150

I nter pretation

Fromtheabovecrosstab it isclear that popularity of shopis
preferred by female respondents most as compared to the male
respondents. Out of total respondent 30% say popularity of shopis
‘important’ factor and 32% say it is ‘very important’ factor. Out of
this30%, 51.1% are males and 48.88% are femal es. Out of 32% of
thetota respondents, 33.33% are maleand 66.67% female. Inthe
category of respondents who said “popularity of shop’ is “‘somewhat
important” for them also secure a good number which cannot be ignored.
Itis18% of thetota respondents. Popularity of shop issometimes
important and sometimesnot important to them.
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Table5.19: OCCUPANCY * TY PE OF SHOP/OUTLET

Occupancy Type of shop/outlet
OrganisedRetall  Unorganised | Tota
Store Retail Store

Big | Easy| Rdiance

Bazaar | Day | Market
Professond 2 6 5 1 14
BusnessMan 3 4 2 1 10
Govt. Servant 8 11 3 8 30
Pvt. Service 8 14 6 1 29
Retired ServiceMan 0 1 1 2 4
HomeMaker 12 7 4 3 26
Student 6 14 9 2 31
Unemployed 1 1 2 2 6
Totd 40 58 32 20 150

I nter pretation

From the above crosstab it can be concluded that maximum
respondentsirrespective of their occupation prefer organized stores
for shopping. Out of total respondents, 86.67% respondents shop
from organized retail stores. Occupation wise analysesare- 92.85%
professiona shop from organisedretail store; 90% businessman select
organized retails store; 73.33% government servant shop from
organized retail store; 96.5% private serviceman; 50% retired
serviceman; 88.46% homemakers; 93.5% students shop from
organizedretail stores. Herenamesof organized retall Soresaregiven
so as to make it easy to understand by the respondents about the
concept of organized and unorganized retail stores. Even then ‘easy
day’ is found to be the most popular organized store among the
shoppers followed by “big bazaar’ and ‘reliance market’.
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Table5.20: OCCUPANCY * INTERIOR DECORATION OF

SHOP
Interior Decoration of Shop
Occupancy Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Professiond 2 8|1 1 2 14
BusnessMan 3 21 4 0 10
Govt. Servant 3| 13 2 7 5 30
Pvt. Service 7/ 10 | O 6 6 29
Retired Service 3 0 0 1 0 4
Man

HomeMaker 3 5|1 5| 12 26
Student 7] 10 | 1 6 7 31
Unemployed 2 20 2 0 6
Totd 30| 50 6 32| 3R 150

I nter pretation

Fromtheabovecrosstabitisclear that interior decorationis
not very important for all the category of respondents. Here 33.33%
of the total respondents rated it ‘somewhat important’ factor, 21.33%
respondents rated it as ‘important’ factor and 21.33% as ‘very
important’ factor and 20% respondents rated it as ‘not important’
factor for shopping. Herediversified results are obtained from the
respondents. Occupation wiseresponsesare- 57.14% professional
say it is ‘somewhat important’ factor, 14.28% say ‘very important’
factor; 40% of the businessman say it is “important’ factor, 30% say
‘not important” and 20% say ‘somewhat important’ factor; 10% of
government servants say it is ‘not important’, 43.33% say it is
‘somewhat important’, 23.33% say it is ‘important” and 16.67% rate
itas ‘very important’ factor; 20.69% of private serviceman rate it as
‘important’ and “very important’ each, 34.48% rate it as ‘somewhat
important’ and 24% rate it as ‘not important’ factor for shopping;
75% of the retired serviceman say it is “not important’ factor and 25%
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say itis ‘important’ factor; 46.15% of the homemaker state it as “very
important’ factor, 19.2% rate it each as ‘somewhat important” and
‘important’ factor;22.5% students rate it as “very important” and 22.5%
as ‘notimportant’, 32.2% rate it as ‘somewhat important” and 19.35%
as ‘important’ factor for shopping. Overall it can be said that there is
no specific preference of respondents regarding organized and
unorganized store asper their occupation.
Table5.21: OCCUPANCY * FASHIONABLE ORTRENDY

ASSORTMENT
Fashionable or Trendy Assortment
Occupancy Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Professional 1 71 4| 1 14
BusinessMan 0 2,0 4 4 10
Govt. Servant 5 6 | 1 10 8 30
Pvt. Service 3 8 0 1 7 29
Retired Service 3 00 1 0 4
Man

HomeMaker 2 21 6| 15 26
Student 1 9 | 2 13 6 31
Unemployed 1 20 2 1 6
Tota 16| 36 5 51 | 42 150

I nter pretation

Fromtheabovecrosstabit isclear that fashionable and trendy
assortment isnot equaly important for dl the respondents. Occupation
wise study reveals that- 50% of the professionals rate this as ‘somewhat
important’ factor and 28.5% rate it as ‘important’ factor; 40% of the
businessman rate it as ‘important” and *50% rate it as “very important’
factor; 33.33% of the government servants rate it as ‘important” and
26.67% rate it as ‘very important’ factor; 37.9% of the private
servicemen rate itas ‘important” and 23.33% rate it as ‘very important
factor; 75% of the retired serviceman rate it as ‘not important’ factor
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and 25% as ‘important’ factor; 23% of the homemaker rate it as
‘important’, 57.69% rate it as “very important and 7.7% each rate it
as ‘not important’ and *‘somewhat important” factor; 41.9% of students
rate it as ‘important’, 19.35% as ‘very important’ and 29% as
‘somewhat important” factor for shopping. Overall it can be said that
occupation wise, respondents have different preferencesregarding
organi zed and unorganized storein context to fashionable and trendy
commodities.
Table5.22: OCCUPANCY * PRICE OF COMMODITY

Price of Commodity
Occupancy Not| SW | DN | Imp.| Vey Totd
Imp.| Imp. |Imp. Imp.

Professond 1 10 7 5 14
BusinessMan 1 21 4 2 10
Govt. Servant 2 5|1 10 | 12 30
Pvt. Service 2 4 4 1 8 29
Retired Service 0 0 0 2 2 4
Man

HomeMaker 1 10 10 | 14 26
Student 2 4 | 3 15 7 31
Unemployed 1 0/ 0 5 0 6
Totd 10, 17 | 9 64 50 150

I nter pretation

Above crosstab describes that price of commodity is an
essential factor which decidesthe shopping destination. 42.67% of
total respondents say it is ‘important” and 33.33% say it is ‘very
important’ factor for shopping. 11.33% of the total respondents say it
is “somewhat important” factor for shopping. For these 11.33%
respondents’ price is sometimes important and sometimes not so, it
can besaid that it isnot important always. Occupation wise- 50% of
the professional rated it as ‘important” and 35.7% rated it “very
important’ factor; 40% of the businessman rated it as ‘important’ and
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20% as “very important’; 33.33% of government servants rated it as
‘important” and 40% as “very important’; 37.9% private servant rated
itas ‘important’ and 27.58% rated it as “very important’; 50% percent
of the retired service man say it is ‘important’ and 50% say it is “very
important’; 38.46% of the homemaker say it is ‘important’ and 53.85%
say itis ‘very important’; 48.38% students say it is ‘important” and
22.5% say it is “very important’ factor for shopping. Overall price is
an important factor for shop preference and effective element of
shoppersbuying pattern.
Table5.23: OCCUPANCY * QUALITY OF COMMODITY

Quality of Commaodity
Occupancy Not| SW DN | Imp.| Vey Totd
Imp.| Imp. |Imp. Imp.

Professond 0 00 3 11 14
BusinessMan 1 2|0 3 4 10
Govt. Servant 0 410 13 | 13 30
Pvt. Service 0 32 7 17 29
Retired Service 0 0 0 1 3 4
Man

HomeMaker 0 0 1 6 | 19 26
Student 0 2|0 11| 18 31
Unemployed 0 10 3 2 6
Totd 1] 12 | 3 47 | 87 150

I nter pretation

Abovetablestatesthat qudity of commodity isimportant for
shoppersof al occupationa level and category. 31.33% of thetotal
respondents rated it as ‘important’ factor and 58% rated it as ‘very
important’ factor for shopping and preferring any shop. Occupation
wise- 78.57% professional find it as “very important’ factor; 30% of
businessman rated it as ‘important’ and 40% rated it as ‘very important’
factor; 43.33% respondents from government service category each
rated it ‘important” and “very important’; 24% private serviceman rated
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it ‘important’ and 58.6% rated it “very important’ factor for shopping;
75% of the retired serviceman rated it as ‘very important” and 25%
rated it as ‘important’ factor; 23% homemaker say it is “important’
and 73.07% say it is “very important’ factor for shopping. Overall
shoppers are biased for quality products irrespective of their

occupation.
Table5.24: OCCUPANCY * WIDE RANGE OF
ASSORTMENT
Wide Range of Assortment
Occupancy Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.
Professond 0 20 5 7 14
BusinessMan 0 01 5 4 10
Govt. Servant 1 5| 2 n|n 30
Pvt. Service 4 71 7] 10 29
Retired Service 2 10 0 1 4
Man
HomeMaker 2 1 0 9| 14 26
Student 1 5| 2 13 | 10 31
Unemployed 1 1 1 2 1 6
Totd n| 22 |7 52 | 58 150

I nter pretation

Above crosstab analyses that 110 respondents out of 150
wanted wide range of assortment in the store. 34.67% of total
respondents say it is ‘important’ factor and 38.67% say it is ‘very
important’ factor. Occupation wise analysis is- 35.7% professionals’
say itis ‘important’ and 50% professionals say it is ‘very important’;
50% businessmen say it is ‘important’ and 40% say it is ‘very
important’; 36.67% government servants say it is important” and
36.67% say itis “very important’; 24.1% private serviceman say it is
‘important’ and 34.48% say it is “very important’; 50% of the retired
service man say it is “not important’ factor, 25% say it is ‘somewhat
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important’ factor and 25% say it is “very important’ factor; 34.6% of
homemakers say it is ‘important’ factor and 53.8% say it is ‘very
important’ factor; 41.9% students rated it as ‘important’ and 32.26%
rated it as “very important” factor while preferring the shop for
purchasing goods and articles. Thereisno specific differenceinthe
preference of buyersas per their occupation regarding preference of
retail store.
Table 5.25: OCCUPANCY * TRAINING OF STAFF

Training to Staff
Occupancy Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Professond 1 1 0 6 6 14
BusinessMan 0 21 1 6 10
Govt. Servant 2 3|2 9| 14 30
Pvt. Service 2 4 1 12 | 10 29
Retired Service 1 0 1 0 2 4
Man

HomeMaker 1 00 8| 17 26
Student 0 51| 3 16 7 31
Unemployed 1 0 0 3 2 6
Tota 8| 15 8 55 | 64 150

I nter pretation

Above crosstab disclosesthe fact that 36.67% of the total
respondents say trained staff is ‘important’ and 42.67% say it is ‘very
important’ factor to prefer a store. Occupancy wise - 42.85% of
professionals rated it ‘important’ and “very important” each; 60%
businessmen say it is “very important’ factor; 30% government servant
say itis ‘important” and 46.67% say it ‘very important’ factor; 41.38%
private serviceman say it is ‘important” and 34.48% say it is ‘very
important” factor; 50% of the retired serviceman say it is ‘very
important’ factor; 30.76% of homemaker rated it “important’ and
65.38% rated it “very important’ factor; 51.6% students rated it
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‘important” and 22.58% rated it “very important’ factor. Overall rating
given by respondents of the entire category depictsthat thereisno
differencein the preference of shopperstowardsthe organized and
unorganized storeson thebasi s of trained staff of store. Store should
employ trained staff and should have good knowledge of all the
productsinthestore.

Table 5.26: OCCUPANCY * GOOD REFUND POLICY

Good Refund Policy
Occupancy Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Professond 0 1 1 6 6 14
BusinessMan 1 01 2 6 10
Govt. Servant 2 4 1 8| 15 30
Pvt. Service 0 2,0 9| 18 29
Retired Service 1 00 1 2 4
Man

HomeMaker 0 1 0 5| 20 26
Student 0 6 0 12 | 13 31
Unemployed 0 01 2 3 6
Totd 4| 14 4 45 | 83 150

I nter pretation

From the above crosstab it can be concluded that good refund
policy isexpected by all the shoppers. Out of total respondents 30%
say itis ‘important’ factor and 55.33% say it is “very important factor
while selecting the retail store. Out of total professionals 42.8%
respondents each rated it as ‘important” and “very important’ factor.
In the group of businessman 20% rated it ‘important” and 60% rated
it “very important’ factor. Out of total government servant respondents
26.67% say it is ‘important” and 50% say it is “very important’ factor.
Inthe category of private serviceman 31.03% respondentssay itis
‘important” and 62.06% say it is “very important’ factor for preferring
the shop. Out of total retired serviceman respondents 25%rrated it as
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‘important’ and 50% rated it as ‘very important’ factor. Home makers
rated it ‘important’ and ‘very important’ by 19.23% and 76.9%
respectively. Overdl it can be said that respondentsof al the category
of occupationwanted to have good refund policy.

Table5.27: OCCUPANCY * POPULARITY OF SHOP

Popularity of Shop
Occupancy Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

Professond 2 30 6 3 14
BusnessMan 2 3| 2 2 1 10
Govt. Servant 4 6 5 7 8 30
Pvt. Service 5 5| 2 6| 11 29
Retired Service 0 1 1 2 0 4
Man

HomeMaker 1 1 0 8| 16 26
Student 3 7 2 10 9 31
Unemployed 1 1 0 4 0 6
Totd 18| 27 | 12 | 45| 48 150

I nter pretation

Fromtheabovecrosstabit isfound that maximum respondents
are students, 20.67% of thetotal respondents. Out of total student
respondents 32.26% rated popularity of store as ‘important” and 29%
rated it “very important’ factor for preferring a store. Out of total
respondents, 20% belong to government service, 19.33% belongto
private service, 17.33% are home maker, 9.33% professional and
6.67% businessman. Maximum distribution of frequency of
respondents|iesamong government serviceman, private serviceman,
studentsand homemakers. Inthegroup of private serviceman 20.68%
rated this factor as ‘important” and 37.9%rated this factor as ‘very
important’. In the group of government serviceman 23.33% say it is
‘important’ factor and 26.67% say it is ‘very important’ factor for
preferring astoreto shop. Inthe group of homemakers 30.76% say it
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‘Important’ factor and 61.54% say it is “very important’ factor for
shopping.
Overdl it can besaid that popul arity of storeispreferred by
all thecategory of respondentsirrespectiveof their occupation.
Table5.28: EDUCATIONAL QUALIFICATION * TY PE OF

SHOP/OUTLET
Educationa Type of shop/outlet
Qudification OrganisedRetall | Unorganised | Tota
Store Retail Store
Big | Easy Rdiance
Bazaar| Day | Market
High school 0 3 2 5 10
Higher Secondary 0 3 1 1 5
Graduate 13 16 8 2 39
Post-graduate 26 28 17 6 77
Professond 1 8 4 6 19
Tota 40 58 32 20 150

I nter pretation

From the above crosstab it can be concluded that maximum
respondentswho purchasegoodsfrom organized retall Soresare post-
graduate. Out of total respondents 51.33% are post graduates and
out of this92.2% respondents purchase articlesfrom organized retail
store. In the category of graduates who are 26% of the total
respondents, 94.8% out of thisbuy articlesfrom organized retail sore.
Inthe category of professionals, out of 19 respondents 68.42% are
shopperspreferring organized retail storefor shopping. Inthe category
of high school pass respondents 50% shop from organi zed and 50%
from unorganized retail store. Inthe category of higher secondary
level 80% respondentsshop from organized retall toreand 20%from
unorganized retall store. Overdl it can be said that education doeshas
itsimpact on their shopping preference. Educated respondents prefer
shopping from organized retail stores.
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Table5.29: EDUCATIONAL QUALIFICATION * INTERIOR
DECORATION OF SHOP

Educationd Interior Decoration of Shop
Qudification Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

High School 4 3|10 1 2 10
Higher Secondary 1 0 O 3 1 5
Graduate 12 9| 2 8 8 39
Post-Graduate 9| 32 3 15 | 18 77
Professiond 4 6 | 1 5 3 19
Totd 30| 50 | 6 32| 32 150

I nter pretation

From the above crosstab it can be concluded that education
hasnot muchimpact on preferencetowardsinterior decoration of the
store. The highest frequency is of post-graduate respondents (77)
whichis51.33% of total respondents. Out of this51.33%, 41.55%
respondent say interior decoration of the shop is ‘somewnhat important’
for them. It meansit isimportant up to certain extent and sometimesit
is even not important. In the category of post graduates 19.4%
respondents say interiors of the store is ‘important’ for them, 23.37%
respondents say it is “very important” for them. In the category of
graduatesthere are 39respndents out of which 30.76% respondents
say interiors are ‘not important” for them, 20.5% respondents each
say itis ‘important’and ‘very important’ for them respectively. Overall
it can be said that education of shoppershasno effect on preference
for interiorsof thestores.
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Table5.30: EDUCATIONAL QUALIFICATION *
FASHIONABLE ORTRENDY ASSORTMENT

Educeationd Fashionable or Trendy Assortment
Qudification Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

High School 2 1 0 4 3 10
Higher Secondary 1 0 O 2 2 5
Graduate 3 9 1 15| 11 39
Post-Graduate 7] 20 | 3 25| 22 77
Professond 3 6 1 5 4 19
Totd 16| 36 | 5 51 | 42 150

I nter pretation

From the above crosstab it can be concluded that fashionable
and trendy assortment is preferred by shoppersof dl the educationa
level. Inthe category of high school level there are 10 respondents
and 70% respondents voted for the ‘important’ (40%) and ‘very
important’ (30%) rating. Out of 5 respondents of higher secondary
level 40% -40% respondents say it is ‘important’ and “very important’
factor for shopping preference. In graduate level there are 39
respondents and 38.46% voted for ‘important’ and 28.2% voted for
‘very important’ rating in the category of post graduate respondents,
32.46% rated this factor as ‘important’, 28.57% rated it ‘very
important’ and 25.97% rated it ‘somewhat important’ preferential
factor for shopping. Inthe category of professionalsthereare 26.3%
respondents who rated fashionable goods as ‘important’ factor, 21%
rated it as ‘very important’ factor and 31.5% rated it as ‘somewhat
important’ factor. In the above table three highest frequency is of post-
graduate, graduate and professionalsand all thesethree category is
having agood number of those respondentswho say that fashionable
and trendy assortment issomewhat important to them. This number
should betaken good careof becauseit is24% of thetota respondents.
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Over dl it can besaid that thereis no specific difference between the
preferences of shopperson thebasisof their educational level.
Table5.31: EDUCATIONAL QUALIFICATION * PRICE OF

COMMODITY
Educeationd Price of Commodity
Qudification Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

High School 1 1 0 7 1 10
Higher Secondary 1 0| 2 2 0 5
Graduate 2 7 2 15 | 13 39
Post-Graduate 4 6 4 31| 32 77
Professond 2 31 9 4 19
Totd 10| 17 | 9 64 | 50 150

I nter pretation

From theabove crosstab analysisit can be concluded that the
price of commodity has no specific effect on shopping preference of
thecustomersonthebas sof their education level. Ontotd respondents
42.67% respondents rate it as ‘important’, 33.33% rate it as ‘very
important’, 11.33% rate it as somewhat important factor. 70% of the
total high school respondents say it is “important’ factor. But in later
stages at higher education level like graduates rated thisfactor as-
38.46% “important’, 33.33% ‘very important’, 17.9% ‘somewhat
important’. In the category of post-graduate level 40.26% rated it
‘important’ and 41.56% as ‘very important’ factor. Out of total
professionals 47.36% say it is ‘important’ factor and 21.05 % say it is
‘very important’ factor.

Overdl it can be said that education has no effect on the
shopping preference of shoppers. Rather shopping of the people
depends on the price offered by the shop. The shop which offers
reasonablepriceispreferred by the shoppers.
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Table5.32: EDUCATIONAL QUALIFICATION * QUALITY
OF COMMODITY

Educationa Quality of Commodity
Qudification Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

High School 0 0 O 5 5 10
Higher Secondary O 10 3 1 5
Graduate 1 4 |1 7| 26 39
Post-Graduate 0 6 | 2 22 | 47 77
Professond 0 1 0 10 8 19
Totd 1) 12 | 3 47 | 87 150

I nter pretation

Above crosstab depictsthat quality isvery important factor
for respondentsof dl theeducationd level. Out of total 150 respondents
58% respondents who rated it ‘very important’ factor. If it is further
analyzed, out of 58%, 29.88% are graduates, 54.02% are post-
graduates, 9.2% are professionals, 5.75% are high school passed
and 1.15% is higher secondary passed respondents. Out of total
respondents 31.33% are those who rated it as ‘important’ factor for
shopping preference. Inthese 31.33% respondents, 46.8% are post-
graduates, 21.27% are professionals and 14.89% are graduates. A
remarkable number of respondents have given preferenceto quality
of commodity offered by theretail storesand such preferenceisgiven
by respondentsof al theeducational level.
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Table5.33: EDUCATIONAL QUALIFICATION * WIDE

RANGE OFASSORTMENT
Educationa Wide Range of Assortment
Qudification Not| SW |DN | Imp.|Vey Totd

Imp.| Imp. | Imp. Imp.

High School 1 01 4 4 10
Higher Secondary O 210 2 1 5
Graduate 5 51 14 | 14 39
Post-Graduate 3| 12 | 5 25| 32 77
Professond 2 310 7 7 19
Totd n| 22 7 52 | 58 150

I nter pretation

Intheabovecrosstab it isclear that widerangeispreferred
by a good number of respondents. Combined percentage of
respondents rating this factor as ‘important” and ‘very important’ is
73.33%. It means a magjority of people wanted to have variety of
products and its wide range so that they can select the required
commodity comfortably. Out of total graduates 35.89% respondents
each rated it “important’ and ‘very important’ factor. In the group of
post-graduates 32.46% rated it as ‘important’ and 41.56% rated it as
‘very important’ factor. In the group of school students of both the
level 40-40 percent respondents have rated this factor as ‘important’.
Overdl it can besaid that irrelevant of their educational level dl the
respondents wanted to have wide range of assortment and products.
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Table5.34: EDUCATIONAL QUALIFICATION * TRAINING

OF STAFF
Educeationd Training to Staff
Qudification Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

High School 2 1 0 1 6 10
Higher Secondary 1 0 1 2 1 5
Graduate 0 715 14 | 13 39
Post-Graduate 4 5| 2 30 | 36 77
Professond 1 2|0 8 8 19
Totd 8| 15 | 8 55 | 64 150

I nter pretation

Intheabovecrosstab it isclear that trained staff isimportant
for all the shoppers. They like to purchase from those shop where
they find trained staff havingknowledgeof dl thecommoditiesavailable
inthestore. Out of 150 respondents 55 respondentsrated thisfactor
as ‘important’ and 64 respondents rated this as “very important’. Or
in other words out of total respondents those who say it is ‘important’
are 36.67% and 42.67% saying this is ‘very important’ factor. Out of
36.67% respondents 54.54% are post-graduates, 25.45% are
graduates and 14.54% are professionals. In the rating of ‘very
important” out of 42.67% respondents 56.25% are post-graduates,
20.31% aregraduates and 12.5% are professionals. 15 respondents
give somewhat importanceto trained staff, whereas, 8 respondents
each rate it as ‘not important’ and ‘does not important’. Overall it can
be said that trained staff isexpected by al therespondentsirrel evant
of their educational background.
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Table5.35: EDUCATIONAL QUALIFICATION * GOOD
REFUND POLICY

Educationa Good Refund Policy
Qudification Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

High School 0 1 0 2 7 10
Higher Secondary O 0 0 3 2 5
Graduate 1 4 | 2 13 | 19 39
Post-Graduate 3 711 20 | 46 77
Professond 0 21 7 9 19
Totd 4| 14 | 4 45 | 83 150

I nter pretation

In the above crosstab good refund policy isdemanded and
wel comed by dl therespondents. Hereitshighrating itself states about
itssignificance aspreferential factor for shopping. 55.33% on total
respondents itself rate it as ‘very important” factor and 30% as
‘important’ factor, jointly it is 85.33% of the total respondents. Only
9.33% respondents say that it issomewhat important. Overdl it can
be said that trained staff isdemanded by the shoppersor shoppers
givepreferencetothe sorewhich hasstaff having complete knowledge
of theproductsinthe store.

Table5.36: EDUCATIONAL QUALIFICATION *

POPULARITY OF SHOP
Educetiond Popularity of Shop
Qudification Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.
High School 1 1 0 4 4 10
Higher Secondary 1 0 O 0 4 5
Graduate 7 8 4 10 | 10 39
Post-Graduate 70 14 |7 24 | 25 77
Professond 2 4 1 7 5 19
Totd 18| 27 | 12 45 | 48 150
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I nter pretation

From the above crosstab it can be concluded that a good
number of respondentsliketo shop from popular store. 30% of the
total respondents rate it as ‘important” and 32% rate it as ‘very
important’ factor for shopping preference. Out of 30% respondents
who find popularity of store asimportant factor, 53.3% are post-
graduates, 22.22% are graduates, 15.55% are professionals and
8.89% are high school passed. Out of 32% respondentswho rated
popularity of shop being “very important’ 52.08% are post-graduates,
20.83% re graduates, 10.42% are professionalsand 8.33% each of
high school and higher secondary level. Over al it can be said that
62% respondentsjointly favour popul arity aspreferentia factor for
shoppingirrelevant of their educationa level.

Table5.37: INCOME PER MONTH * TY PE OF SHOP/

OUTLET
Income Per Month Type of shop/outlet
OrganisedRetall  [Unorganised | Tota
Store Retail Store

Big | Easy| Rdiance

Bazaar | Day | Market
Less Than 10000 5 11 7 2 25
10001-30000 10 27 8 8 53
30001-50000 13 7 6 3 29
50001-70000 4 2 1 1 8
More Than 70000 2 2 2 2 8
Nil 6 9 8 4 27
Totd 40 58 32 20 150

I nter pretation
Toanaysewhichincomegroup peoplemostly prefer shopping
from organised and unorganised shop, acrosstabulation anaysisis
done taking income as independent factor and various stores as
dependent factors. Following analysisisdonefrom the abovetable.
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35.3% respondents fall in the income group of Rs.10001-30000
categorieswhereasthe second highest frequency falsin thecategory
of Rs.30001-50000 (19.33%). In the income group of Rs.10000-
30000, 53 respondents 84.9% respondents shop from organi zed retall
stores and 14.28 % respondents shop from unorgani sed shop. On
observing the second highest frequency, it fallsintheincome group of
Rs.30000-50000 that is 19.33%, 89.6% respondents shop from
organized retail store. Respondentswho earnlessthan Rs.10000 vist
to organised retail storefor shopping securing 92% respondents of
this category. In Rs. 50001-70000 income group 87.5% of the
respondents shop from organised retail store. Intheincome group of
Rs.70000 and above, 75 % of respondents shop from organi sed store.
Thisshowsaclear inclination of respondentstowards organised retall
store.
Table5.38: INCOME PER MONTH * INTERIOR
DECORATION OF SHOP

Income Per Interior Decoration of Shop
Month Not| SW DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

LessThan10000 6 9 |1 5 4 25
10001-30000 1| 19 2 13 8 53
30001-50000 5 711 6 | 10 29
50001-70000 0 410 1 3 8
MoreThan 0 3 1 0 4 8
70000

Nil 8 8 1 7 3 27
Totd 30| 50 6 32| 32 150

I nter pretation

Fromtheabovetableit can be concluded that incomehasno
specific effect on shopping preferencetowardsinterior decoration of
the shop. Thereare 42% respondents (consolidated) whorated it as
‘important” and ‘very important’ factor for preferring the shop. At the
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sametimethereare 33.33% respondents alonerating for thisfactor
as ‘somewhat important’ to prefer a shop. They say that availability of
goodsinastoreismoreimportant than interior decoration of the shop.
In the above analysis maximum respondents belongs to income
category of Rs. 10001-30000, i.e. 35.33% of the total 150
respondents. Out of this 35.33% respondents, 35.8% say it is
‘somewhat important’ factor, it means interiors of the shop is not
important for them aways, 24.52% respondents of the sameincome
group rated it as “important’ factor and 15% rated it as “very important’
factor for preferring a shop. Overall it can be said that interior
decorationissometimesimportant for the shoppersand they wanted
to have variety of goods available in the shop as compared to the

interior designing of the shop.
Table5.39: INCOME PER MONTH * FASHIONABLE OR
TRENDY ASSORTMENT
Income Per Fashionable or Trendy Assortment
Month Not| SW DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.
LESSTHAN 2 6 1 12 4 25
10000
10001-30000 6| 13 | 1 19 | 14 53
30001-50000 5 4 1 0 10 | 10 29
50001-70000 0 21 1 4 8
MORE THAN 0 2 1 1 4 8
70000
NIL 3 9 1 8 6 27
Totd 16| 36 | 5 51 | 42 150

I nter pretation

Fromtheabovecrosstabit iscan be cond uded that fashionable
and trendy goods are preferred by the shoppers of theentireincome
category. Thereare 62% respondents (consolidated) who rated this
factor as ‘important” and “very important’ for selecting a store. There
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are 34% respondents out of total who rated this factor as ‘important’
factor for shopping. Out of this 34%, 37.25% bel ong to per month
incomeof Rs. 10001-30000, 23.52% belong to lessthan Rs. 10000,
and 19.6% belong to Rs. 30001-50000. Out of 150 respondents,
28% respondents rated this factor as “very important’ factor. Out of
this28%, 33.33% are respondents of income per month of Rs. 10001-
30000, 23.8% belong to Rs. 30001-50000, 9.5% each from less
than Rs 10000, Rs. 50001-70000 and morethan Rs. 70000. There
are 24% respondents who take this factor as ‘somewhat important’
which meansitisnot alwaysimportant for them.
Table 5.40: INCOME PER MONTH * PRICE OF

COMMODITY
Income Per Price of Commodity
Month Not| SW | DN | Imp.| Vey Totd
Imp.| Imp. |Imp. Imp.

LESSTHAN 0 4 | 3 1 7 25
10000

10001-30000 4 4 | 2 24 | 19 53
30001-50000 4 4 | 2 8 1 29
50001-70000 0 10 3 4 8
MORE THAN 0 2,0 2 4 8
70000

NIL 2 2| 2 16 5 27
Totd 10, 17 | 9 64 50 150

I nter pretation

From the above crosstab it can be concluded that price of
commodity isaffectsthe shopping preference of the shoppersof al
theincome category. 42.67% of thetotal 150 respondentssay itis
‘important’ factor, 33.33% say it is “very important”factor and 11.33%
say it is “‘somewhat important’ for them for choosing a shop. Out of
total respondents of income category of Rs. 10001-30000 (53), there
are 45.28% rated it ‘important’, 35.85% as “very important’. There
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are 25 (16.67% of total) respondentsof incomelessthan Rs. 10000;
out of this 44% say it is ‘important’ factor, 28% say it s “very important’
factor, 16% say it is ‘somewhat important’ factor. In the income group
of Rs 30001-50000 there are 29 respondents (19.33% of total)
37.9% say it is “very important’ factor, 27.58% say it is ‘important’.
Intheincome group of Rs.50001- 70000 there are 8 respondents and
50% of this says it is “very important’ factor, 37.5% says it is ‘important’
factor. In the income group of more than Rs70000 there are 8
respondents and out of this again 50% rated this factor as ‘very
important’ factor for shopping and 25% rated it ‘important’ and 25%
say it is ‘somewhat important” for them.
Table5.41: INCOME PER MONTH * QUALITY OF

COMMODITY
Income Per Quality of Commaodity
Month Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

LESSTHAN 0 3 1 8| 13 25
10000

10001-30000 0 4 |1 15 | 33 53
30001-50000 1 21 7| 18 29
50001-70000 0 0 O 3 5 8
MORE THAN 0 10 1 6 8
70000

NIL 0 2|0 13 | 12 27
Totd 1] 12 | 3 47 | 87 150

I nter pretation

Fromtheabovecrosstab it isclear that quality of product is
preferred by maximum respondentsirrespective of their income per
month. There are 58% respondents saying quality of product is
preferred by them. There are 31.33% respondents saying it is
‘important’ factor while shopping. Collectively they form 89.33% of
the total respondents. In the income group of Rs 10001-30000,
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62.26% respondents say quality of product is “very important’ factor
and 28.3% rate it as ‘important’ factor. In the income category of less
than Rs.10000 thereare 25 respondents and out of this52% rateit as
‘very important’, 32% rate it as ‘important’ factor, 12% rate it as
‘somewhat important’ factor. In the income category of Rs.30001-
50000, there are 29 respondents and out of this 62.06% rateit as
‘very important’ factor, 24.13% rate it as ‘important’ factor. In the
income category of Rs 50001-70000 there are 8 respondents and
62.5% out of this rated quality as “very important’ factor for shopping
and 37.5% rated it as ‘important’ factor. In the income category of
morethan Rs 70000 there are 8 respondents and 75% respondents
rated quality of product as “very important factor and 12.5% as
‘important’ factor for shopping.
Table5.42: INCOME PER MONTH * WIDE RANGE OF

ASSORTMENT
Income Per Wide Range of Assortment
Month Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

LESSTHAN 2 4 1 n, 7 25
10000

10001-30000 5 9 2 13 | 24 53
30001-50000 2 3 2 n | n 29
50001-70000 0 00 4 | 4 08
MORE THAN 0 10 2 5 08
70000

NIL 2 5 2 n, 7 27
Totd n| 22 | 7 52 | 58 150

I nter pretation

From theabovecrosstabit isclearly depicted that widevariety
of goodsare preferred by shoppers. Thereare 34.67% respondents
out of total respondents who rate wide variety of goods as ‘important’
and 38.67% rate it as ‘very important’ factor for shopping. There are
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14.67% respondents who say wide range of commaodity is ‘somewhat
important’ for them. In the rating of ‘important” 21.15% respondents
belong to each from lessthan Rs. 10000 and Rs. 30001-50000 per
month income category. 25% bel ong to Rs10001-30000incomeleve.
Inthe rating ‘very important’ there are 41.38% respondents who belong
to Rs10001-30000 income per month category, 18.9% from Rs.
30001-50000 incomelevel . Overal shopsoffering wide variety of
commoditiesare preferred by the shoppers.

Table5.43: INCOME PER MONTH * TRAINING OF STAFF

Income Per Raining of Staff
Month Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

LESSTHAN 2 5|0 12 6 25
10000

10001-30000 4 5 4 20| 20 53
30001-50000 0 3| 2 5| 19 29
50001-70000 0 1 0 2 5 8
MORE THAN 0 1 2 5 8 0
70000

NIL 2 1 1 14 9 27
Totd 8| 15 | 8 55 | 64 150

I nter pretation

From theabove crosstab it isclear that trained staff isliked
by the shoppers. In the organized retail stores people accessto the
entirestore, but they alwayswanted the presence of storeemployee
knowing everything about the product and store. Abovetable shows
that 79.33% respondents out of 150, jointly rated “trained staff’ as
‘important’ and ‘very important’ factor. In all of the above mentioned
category high percentage of respondents are in favour of ‘important’
and “very important’ factor rating.
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Table5.44: INCOME PER MONTH * GOOD REFUND

POLICY
Income Per Good Refund Policy
Month Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

LESSTHAN 0 1 1 10 | 13 25
10000

10001-30000 3 3| 2 17 | 28 53
30001-50000 1 310 6 | 19 29
50001-70000 0 20 0 6 8
MORE THAN 1 0| 2 5 8 0
70000

NIL 0 4 |1 10 | 12 27
Totd 4| 14 | 4 45 | 83 150

I nter pretation

Good refund policy is very essential factor to attract the
shoppers. Indian customers prefer those shop wererefund of sumis
possible. More than 85% respondents said (jointly) it is “important’
and “‘very important’ factor. There are 30% of the total respondents’
votes for good refund policy as ‘important’ factor for shopping. Out
of these 30% respondents 37.77% belong to income category of
Rs.10001-30000, 22.22% belong to lessthan Rs10000 and 13.33%
belong to Rs.30001-50000 income category. There are 55.33%
respondents who rate this factor as ‘very important’ factor for shopping
preference. Out of 83 respondents 33.73% respondents belong to
Rs.10001-30000 incomelevel, 22.89% belong to Rs.30001-50000
income category and 15.66% belong to less than 10000 income

category.
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Table5.45: INCOME PER MONTH * POPULARITY OF

SHOP
Income Per Popularity of Shop
Month Not| SW |DN | Imp.|Vey Totd
Imp.| Imp. | Imp. Imp.

LESSTHAN 4 710 8 6 25
10000

10001-30000 6 9| 8 18 | 12 53
30001-50000 4 5|0 7| 13 29
50001-70000 0 20 2 4 8
MORE THAN 1 21 4 8 0
70000

NIL 4 3| 2 9 9 27
Totd 18| 27 | 12 45 | 48 150

I nter pretation

Popularity of shopisfound to be animportant factor while
preferring theretail storefor shopping. Maximum respondents out of
150 respondents had given preferenceto popul arity of shop. 30% of
150 respondents said it is ‘important’ factor and 32% respondents
said itis “very important’ factor while preferring the retail store. There
are 18% respondents who said it is somewhat important factor, it
means up to certain extent it isimportant factor for them. Out of 30%
respondentswho said popul arity isan important factor, 40% belong
to income category of Rs. 10000-30000.

Hypothesis testing

H,: There is no significant difference between preferences of
consumersregarding organized and unorgani zed retail storewith
respect toAge of consumers.

H_,: Thereisasignificant differencebetween preferencesof consumers
regarding organized and unorganized retail Sorewith respect to
Ageof consumers.
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Table5.46: RESULT OF CHI-SQUARE TEST &
HYPOTHESISTESTING
(Ageof respondentsisindependent factor)
Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis

Square | square Hy)
Vdue | (Sg) Accepted/
Reected

Typeof shop/outlet | 23.032 | 0.006* | 0.006* & Reected
Interior decoration 8.272 | 0.764**| 0.764** | Accepted
of store
Fashionableand 13.677 | 0.322**| 0.322** | Accepted
trendy assortment
Priceof commodity | 14.870 | 0.249**| 0.249** | Accepted
Qudity of commodity | 8.489 | 0.746**| 0.746** | Accepted

Widerange of 4.817 | 0.964**| 0.964** | Accepted
assortment
Trained Seff 17.346 | 0.137**| 0.137** | Accepted

Good refund policy 6.973 | 0.859**| 0.859** | Accepted
Popularity of store 4.437 | 0.974**| 0.974** | Accepted

Chi-sguare: Test of Independence, Association between
variables; Phi- Strength of association
* PValue: Lessthan 0.05=Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level
I nter pretation
The above chi-squaretest doneto check the independency
of variableslike age of respondents (independent variable) and type
of shop, interior decoration of store, fashionablecommodity, price&
quality of goods, refund policy, and popularity of shop (dependent
variable). The null hypothesis is ‘there is no association between the
given variables’. As, p-value shown in above table is more than 0.05,
so null hypothesis has been accepted. It can besaid that alternative
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hypothesis is rejected. So it can be concluded that the age of
respondentshasnoimpact oninterior decoration of store, fashionable
commodity, price& quality of goods, refund policy, and popularity of
shop. Rather shoppersof all theage group prefer those shopswhich
aregood at all the above stated factors.

Hypothesis testing

H, There is no significant difference between preferences of
consumersregarding organized and unorgani zed retail storewith
respect to gender of consumers.

H_.: Thereisasignificant differencebetween preferencesof consumers

regarding organi zed and unorgani zed retail storewith respect to
gender of consumers.

Table5.47: RESULT OF CHI-SQUARE TEST &
HYPOTHESISTESTING
(Gender of respondentsisindependent factor)
Dependent Factors Chi- Chi-  PhiVaue | Hypothesis

Square | square H)
Vdue | (Sg.) Accepted/
Rejected

Typeof shop/outlet 8.772 | 0.032* | 0.032* | Regected
Interior decoration 15.306 | 0.004* | 0.004* | Rejected
of store

Fashionableand 8.369 | 0.079**| 0.079** | Accepted
trendy assortment

Priceof commodity 1 10.100 | 0.039* | 0.039* | Rejected
Quadlity of commodity | 8.558 | 0.073**| 0.073** | Accepted

Widerange of 1.481 | 0.830**| 0.830** | Accepted
assortment
Trained Seff 5.881 | 0.208**| 0.208** | Accepted

Goodrefund policy 7.729 | 0.102**| 0.102** | Accepted

Popularity of store 5.305 | 0.257**| 0.257** | Accepted
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Chi-square: Test of Independence, Association between
variables; Phi- Strength of association

* PValue: Lessthan 0.05=Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level
I nter pretation

Theabove summary isabout theresult of chi-squaretest done
to check theindependency of variableslike gender of respondents
(independent variable) and type of shop, interior decoration of store,
fashionable commodity, price & quality of goods, refund policy, and
popularity of shop (dependent variable). The null hypothesis is “there
IS no association between the given variables’. As, p-value shown in
abovetableismorethan 0.05, so null hypothesi s has been accepted.
It can be said that aternative hypothesisis rejected. So it can be
concluded that the gender of respondentshasnoimpact onfashionable
commodity, quality of goods, refund policy, and popul arity of shop.
Rather shoppersof al thegender prefer those shopswhich aregood
at providing serviceto their shoppers.

Hypothesis testing

H,: There is no significant difference between preferences of
consumersregarding organized and unorgani zed retail storewith
respect toincome of consumers.

H_,: Thereisasignificant differencebetween preferencesof consumers
regarding organi zed and unorgani zed retail storewith respect to
incomeof consumers
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Table5.48: RESULT OF CHI-SQUARE TEST &
HYPOTHESISTESTING
(Income of respondentsisindependent factor)
Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis

Square | square Hy)
Vdue | (Sg) Accepted/
Reected

Typeof shop/outlet 16.282 | 0.364**| 0.364** | Accepted
Interior decoration 19.868 | 0.466** | 0.466** | Accepted
of store
Fashionableand 19.383 | 0.497**| 0.497** | Accepted
trendy assortment
Priceof commodity | 18.681 @ 0.543**| 0.543** | Accepted
Quadlity of commodity |13.015 | 0.877**| 0.877** | Accepted

Widerange of 12.434 | 0.900**| 0.900** | Accepted
assortment
Trained sta&ff 25.251 | 0.192**| 0.192** | Accepted

Goodrefundpolicy 116.524 | 0.684** | 0.684** | Accepted
Popularity of store 22.922 | 0.293**| 0.293** | Accepted

Chi-sguare: Test of Independence, Association between
variables; Phi- Strength of association
* PValue: Lessthan 0.05=Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level

Interpretation

Theabove summary isabout theresult of chi-squaretest done
to check theindependency of variableslikeincome of respondents
(independent variable) and type of shop, interior decoration of store,
fashionable commodity, price & quality of goods, refund policy, and
popularity of shop (dependent variable). The null hypothesis is “there
IS no association between the given variables’. As, p-value shown in
abovetableismorethan 0.05, so null hypothesi shasbeen accepted.
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It can be said that aternative hypothesisis rgjected. So it can be
concluded that theincome of respondents has noimpact oninterior
decoration of store, fashionable commodity, price & qudity of goods,
refund policy, and popul arity of shop. Rather shoppersof dl theincome
group prefer thoseshopswhich aregood a providing serviceregarding
all theabove stated factors.
Table5.49: RESULT OF CHI-SQUARE TEST &
HYPOTHESISTESTING
(Occupation of respondentsisindependent factor)
Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis

Square | square Hy)
Vdue | (Sg) Accepted/
Reected

Typeof shop/outlet | 27.981 | 0.141** | 0.141** | Accepted
Interior decoration 36.195 | 0.138**| 0.138** | Accepted
of store
Fashionableand 46.929 | 0.014* | 0.014* | Rejected
trendy assortment
Priceof commodity | 24.798 | 0.639**| 0.639** | Accepted
Qudity of commodity |35.361 | 0.160* | 0.160** | Accepted

Widerange of 33.241 | 0.228**| 0.228** | Accepted
assortment
Trained Staff 34.447 | 0.187**| 0.187** | Accepted

Goodrefundpolicy | 38.009 | 0.098** | 0.098** | Accepted
Popularity of store 36.316 | 0.135**| 0.135** | Accepted

Chi-square: Test of Independence, Association between
variables; Phi- Strength of association
* PValue: Lessthan 0.05=Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level
Theabove summary isabout theresult of chi-squaretest done
to check theindependency of variableslike occupation of respondents
(independent variable) and type of shop, interior decoration of store,
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fashionable commodity, price & quality of goods, refund policy, and
popularity of shop (dependent variable). The null hypothesis is “there
IS no association between the given variables’. As, p-value shown in
abovetableismorethan 0.05, so null hypothesi s has been accepted.
It can be said that aternative hypothesisis rejected. So it can be
concluded that the occupation of respondents has no impact on
fashionablecommodity, quaity of goods, refund policy, and popul arity
of shop. Rather shoppersof al the gender prefer those shopswhich
aregood at providing serviceto their shoppers except fashionable
and trendy assortment & quality of commodity p-valueislessthan
0.05, so null hypothesisisrejected.
Table5.50: RESULT OF CHI-SQUARE TEST &
HYPOTHESISTESTING
(Education of respondentsisindependent factor)

Dependent Factors Chi- Chi-  |PhiVaue | Hypothesis

Square | square Hy)
Vdue | (Sg) Accepted/
Rejected
Typeof shop/outlet | 29.154 | 0.004* | 0.004* | Rejected
Interior decoration17.1580.375% * 0.375** | Accepted
of store
Fashionableand 7.039 | 0.973**| 0.973** | Accepted
trendy assortment

Priceof commodity | 23.816  0.094** 0.094** | Accepted
Qudlity of commodity |16.258 | 0.435** | 0.435** | Accepted

Widerange of 11.014 | 0.809** | 0.809** | Accepted
assortment
Trained Saff 25.422 | 0.063** | 0.063** | Accepted

Goodrefund policy 8.280 | 0.940**| 0.940** | Accepted
Popularity of store 12,162 | 0.733**| 0.733** | Accepted

Chi-square: Test of Independence, Association between
variables; Phi- Strength of association
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* PValue: Lessthan 0.05=Reject H, @ 5% level;
** Pvalue: morethan 0.05Accept H, @ 5% level

Inter pretation

Theabove summary isabout theresult of chi-squaretest done
to check theindependency of variableslikeeducationa qualification
of respondents (independent variable) and type of shop, interior
decoration of store, fashionable commodity, price & qudity of goods,
refund policy, and popul arity of shop (dependent variable). Thenull
hypothesis is ‘there is no association between the given variables’.
As, p-vaueshowninabovetableismorethan 0.05, so null hypothesis
has been accepted. It can besad that dternative hypothesisisreected.
So it can be concluded that the educational level of respondentshas
no impact on fashionable commodity, quality of goods, refund policy,
and popularity of shop. Rather shoppersof al the educational level
prefer those shopswhich are good at providing shopping satisfaction
totheir shoppers.

*kkkkkkk*k
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6 Per ception of Customers
of Bilaspur

“Perception is the process through which the information from
outside environment is sel ected, received, organised and interpreted
tomakemeaningout of it. Thisinterpretationof meaningful information
helps in judgment and proceedings”.

Perception isthe process of studying and building senseand
opinion about surroundings. It isabout the selection, organisation, and
interpretation of stimuli by individud.

According to Joseph Reitz, “Perception includes all those
processes by which an individual receives information about his
environment seeing, hearing, feeling, tasting and smelling.”

The study of these perpetual processes shows that their
functioning isaffected by three classes of variables- the objectsor
eventsbeing perceived, the environment inwhich perception occurs
and the individual doing the perceiving. Perception refers to the
interpretation of sensory data. In other words sensation involves
detecting the presence of a stimulus whereas perception involves
understanding what thestimulusmeans. Perceptionissomething more
than sensation. It correlates, integrates and comprehends diverse
sensations and information from many organs of the body by means
of which apersonidentifiesthingsand objects, thesensationrefersto.
Perception isdetermined by both physiological and psychological
characteristics of human being whereas sensation isconceived with
only thephysiological features. Thus, perceptionisnot just one sees
withtheeyesitisamuch morecomplex processby which anindividud
selectively absorbs or assimilates the stimuli in the environment
cognitively organizesthe percelved information in aspecific fashion
and then interpretstheinformation to make an assessment about what
IS going on one’s environment. It is subjective process.
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Perception isdefined as process of selecting, organizing and
interpreting or attracting meaning to the events happening in the
environment.

According to Robbins, “Perception may be defined as a
process by which individuals organise and interpret their sensory
impressions inorder to give meaning to their environment.”

According to Udai Pareek, “Perception is the process of
receiving, sdecting, organizing, interpreting, checking and reacting to
memory stimuli or data.”

According to Luthans, “Perception is a very complex cognitive
processthat yields aunique picture of world, apicturethat may be
quite different from reality.”

Figure6.1: Perception Process
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Perception process

In general, perception isgathering information through our
senses, which are seeing, hearing, touching, tasting, smelling and
sensing. With the help of these senseswe can recogni sethings, events
or relations. But asthereare other diverse stimuli, only alittle part of
themisnoticed and an even lesser amount isableto actualy draw our
attention. In perception stimuli are received, selected, organised,
interpreted, checked and then reacted. Consumers’ perception helps
marketersto anaysethe productsin the opinion of customers. The
reaction of consumers on seeing different product influencesthe
marketing of productsand services. Consumer habit and purchasing
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of any goodsor commodity mainly depend upon their perception about
the goods and the commaodity. Perception of consumersisbased on
the advertising of the produce. These days’ firms are making their
best effortsin advertising in order to attract customer attention and
constructive image of produce on customer’s mind (DICKENSON
1994). Consumer perception isalso recognized by the color, shape,
and taste of themerchandise. Perceptionistheway of identifying and
interpreting thefactors supporting him to buy any product or service.
Consumers’ inclination towards quality of goods is always taken on
positivenote.

Price the amount of money aconsumer sacrificesto obtain
the product (Zeithaml, 1998). Priceisclassfied into two partsthat is
objective priceand perceive price. Objective priceistheactud price
of theproduct whileperceive priceisindividua believeof thepricein
relation to thequality of the product (Donald., Lichtenstein & Scot
B., 1989). It can be said that shopper’s perception with deference to
priceisdifferent and has apositive and anegativeinfluence on the
shopping behaviour.

Inthesameway quality isopined asan estimateof distinction
and domi nance of themanufactured goods. According to Richardson
(1996), quality perception determines consumer pronenessto buy a
private brand. However, product quality comparison assessment is
evauated by the consumers not by the companies. Sometimes
consumersgive higher valueto lower. In addition to that consumer
perception of quality changesover timeasaresult of added information.
For that reason, marketers must track perception through product
alignand promotion strategies (Zeithaml, 1988, p.18). Perception of
valueincreasesto someextent. On the contrary perception of value
will decreaseif the priceisbeyond the price range set by the consumer.
Consumers consider the product quality and the price beforetheir
fina decision of purchasing. If the product is unacceptableto pay for,
the perceivevaueisless(William B Dodds, Kent B. Monroe). Ina
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nut shell it can be said that perception of anindividua dependsupon
many thingsand peoplesurrounding him. Heisinfluenced by thevaues
and beliefsheisendorsed with.

Attitude of Consumer
Meaning

Attituderefersto the tendency to react to definite subject or
matter, people or circumstances. Attitudes are theway of showing
one’s standpoint and opinion towards certain matter or situation. It
also decidestheway apersonishandling any situationin general. It
framesthe possibleresponse of aperson in aspecificway. It gives
shapetothepoint of opinionandlet othersunderstandtheview. Attitude
aso helpsin predicting the poss bleresponse of aperson towardsany
matter. It may be positive or negative, favourable or unfavourable.
The positiveattitude bringsfavourabl eresultsand negative attitude
bringsunfavourableresults. Attitudesarenot builtinan overnight. Itis
thereflection of our family, friends, society and environment. Customs,
tradition and culture have great influence on attitude. Attitudeisthe
gtate of mind of aperson. Itissometimesinfluenced by our valuesand
beliefs and sometimesinfluenced by other factorsaccording tothe
situation. Attitudestowardsonething may differ asper situation. One
personmay havedifferent atitudefor thesamethingindifferent Stuation
and time. It also varies according to the person to whom we are
responding it. Attitude may be even ambivalent, it means having
favourable and unfavourableopinion for the samething at the same
time. Sometimes, attitudes of aperson cannot bejudged. Hemay be
infavour of certain matter aswell asagainst that matter. Thisisknown
asambivaent attitude. Attitude may be subjectiveor objective. Many
timesit issubjectiveasit dependsupon the mentality of aperson and
sametimesitisobjectiveasitisbuilt onthebasisof fact and findings.

Attitude cannot betaken asonintellectud activity. Intelligence
istotally different concept. Attitude convertsour belief into certain
action.
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Concept of Attitude

Attitudeisatendency to react or respond in aspecific way
toward some matter, event, person, place or thing. These are an
individual’s reaction towards another individual or event. Attitudes are
long lasting menta impression of variousfactors such asour society,
family, and surrounding. Attitudesarenot built overnight; rather these
arebuilt after gaining experiencein family matters, work front and
from specificinfluential personalities. Attitudesareframed by the
process of learning and experiencing. It takeslong timeto build an
attitude.

Definitions
> “Attitudes are enduring ‘residues of experience’ or *acquired
behavioural disposition’.” Donald Campbell

> “Attitudes are best described as determinant or consequences
of beliefs and behavioural intention.” Fishbein.

> “Attitude is an association between attitude objects (virtually any
aspects of the social world) and evaluations of those objects.”
Fazio, Roskos& Ewoldsen

From theabove definition it can be concluded that, attitudes
are accumul ated residue of experienceswhichisgained after long
timeor areacquired behavioura tendency of performing certain act.
Thesearethosedetermining factorsor outcomeof our va ues, customs
and behavioural intention. It isabonding between virtual aspect and
actua evaluation of any object, group or issues. Attitudesaregenerd
evaluation of peopleon certain groundslike, family, object business,
income, etc for themsel ves or other objects or any matter.

Attitudeiscompletely mental and neural state of reaction,
organised through gradual experience and above all due to deep
influence upon the person’s response to all the surrounding objects
and situations. It does influence other person’s opinion, object situation
withwhich it comesacross. Attitudesmay bepositively or negatively
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driventowardscertainindividual, organisation or ingtitution.

Componentsof Attitude

Attitude according to psychology is a three component

congtruct whichisknown astheABC, A- istheaffectiveor emotiona
component that will influence our behaviour, whether wefed good or
bad or ambivalent, B- isatypical behavioural tendency of aperson,
C- isthecognitiveevauation or belief of aperson, based onwhat that
person learnt from experience or observation.

Component of attitudeare:

Cognitivel infor mational components: Thisconsstsof cultura
beliefs, customary opinion, ideas, thought or information about
any person, object, and group of person, situation, or event. When
opinionisformed onthebas sof information collectediscognitive
component of attitude. Attitude may befavourableor in against
the subject. Formation of opinion on the basis of known
information and asper our valuesand beliefsis predecided that
whether it will be good or bad, such attitudeisbased on gathered
or collected information and called asinformationa component
of attitude. Here the attitude is compl etely depends upon the
typeof information collected and theemoationd indinationtowards
that information.

. Affectivel emotional component: Thisconstitutesemotions

of aperson hislikesand didikestowardsany other person place
or object. Thisiscompletely emotiona part of attitude. Emotion
towards anything can bereflected in the attitude of aperson.
Under this, it does not matter whether such attitudewill begood
or harmful for the respondents. It important that the respondent
issatisfied by hisown reaction. He adoptsthat attitude which
giveshimemotiond satisfaction.

Behavioural component: Behaviour of aperson constitutesthis
type of attitude. Positive or negative behaviour towards any
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Stuation, object another person, event etcisjudged in hisattitude.
How aperson behaveswhile buying or procuring any object.
Whether that person andysesthe cause of doing that act positively
or negatively. The particular manner of behaving in specific
Stuationiscalled behaviourd dtitude. Sometimeshbehaviour of a
person can be often predicted towards some specific situation.

So attitude of a person may be cognitive, affective or

behaviourd. It may beasper theinformation heisengrossed with, the
emotional valuesheispossessing or the behaviour heispossessing
towards specific matter or object or al of thethree.

Characteristics of Attitude

Attitudeisan association between virtua aspectsand actual

eva uation of any object. Itisagenerd evaluation of peopleon certain
ground likefamily, occupation; incomeetc. attitudesare accumul ated
remains of experiencewhich takesplace after long time. Following
arethecharacteristics of attitude:-

Attitudesare unseen: Attitudesisformed by psychological
factorswhich cannot bevisudized. Thementd tendency, aperson
IS possessi ng towards any object or matter can be judged after
observing the consegquence of hisresponse. Therefore, attitude
cannot bevisualized but it can be observed.

. Attitudeaffectsbehaviour: Attitude directsthe behaviour. It

meansbehaviour of apersonisaffected by attitude. Behaviour is
driven by attitudeor it can besaid that it isinfluenced by attitude.
Astheattitude of aperson, sowill be hisbehaviour. Positive
attitudeleadsto positive behaviour and negativeattitudelead to
negative behaviour towards any object.

Atitudes are Pervasive: Attitudes may be formed due to
anythingintheworld. Itisformed dueto sodd activitieshgppening
around any person. When aperson comes across other people,
group, society, etc. hisattitude devel opsgradually. Anythingin
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theworld may contributein attitudeformation of anindividud. It
isnot only onething respons blefor formation of attitude, but the
wholeworld and anything may bethe cause of attitudeformetion.
Itisomnipresent. It may be possiblethat some particular thing
may be responsiblefor positive attitude formationin aperson
and samethingfor negativeattitude formation inanother person.

Attitudesareacquired: onecan gain or acquireattitudefrom
so many different things over aperiod of time. A child starts
learning since hischildhood from the membersof thefamily and
from there his attitude building process also starts. Learning
process goes on throughout the life of a person and so isthe
attitude building. It continuesto devel op and change throughout
thelife of aperson. It has been seen that attitude of aperson
changes asper thelearning phases of life. Attitude of aperson
changestowards samething same matter at different stages of
hislife. It depends upon theexperience heisacquiring throughout
hislearning life. Inthe beginning, members of thefamily have
great influenceontheattitude of achild but gradualy hisfriends,
colleagues, boss, etc aso affectshisattitude.
Attitudearepersistent: Asattitudes arelong lasting part of
life. It needsalot of effort to be changed. Sometimeschangein
attitudeisadopted by aperson at acost of heavy lossborne by
him. Onehasto put alot of effort to change hisattitude.
Attitudesare specific: Attitudes are directed towards some
object about which aperson hasfedingsand bdiefs. Hetendsto
behaveinthe usua manner towards some specific object.

Sour ces of Attitude Formation

Attitudeisthemind set or stance or feding of anindividua or

group of individual. It sorefersto va uesand bdiefsof anindividua
values, beliefs, customs, fedingsetc. changeswith duechangeinthe
circumstancesand surroundings.
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This study was conducted to find out the perception and
attitude of shoppers of Bilaspur towards big shopping malls and
individua retail shopsinthistransition period, whereeverythingis
shifting from traditiona format to modern format. Thisstudy focuses
on the shopping perception of the shoppers. To find out the various
factsabout consumers perception towardstype of shop, what arethe
factors which attracts them in selection of shops. On the basis of
independent variables, certain dependent variables are analysed.
Before using the crosstab for analysisof data, normality of datais
tested by using K-Stest. Thistest compares the frequency in the
sampletothenormally distributed frequency. When sampledistribution
isnormal, null hypothesisisaccepted. Whenthedataaresignificant,
i.e.,, not normal, null hypothesisisrejected.

Table6.1: AGE OF RESPONDENTS* TY PE OF SHOP/

OUTLET
Typeof Shop/Outlet K olmogorov-Smirnov?
Saidic| df | Sg.
BigBazar 231 | 40 | .000*
Easy Day 285 | 58 | .000*
RelianceMarket 383 | 32 | .000*
Other Unbranded/Branded 270 | 20 | .000*

* indicates data are significant at 1% level, table 1 shows the
normality of age of respondentsand types of shop outlets, all
variablesare tatistically significant @1% level. So (H,) null
hypothesishasbeen rejected and variablesarenormal.
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Table6.2: AGE OF RESPONDENTS* FREQUENCY OF
SHOPPING IN AMONTH

Typeof Shop/Outlet Kolmogorov-Smirnov?
Saidic| of | Sg.
Once 255 | 50 | .000*
Twice 255 | 50 | .000*
Thrice 242 | 16 |.013**
Morethanthis 415 | 34 | .000*

* indicates data are significant at 1% level, table 2 shows the
normality of age of respondents and frequency of shopping per
month, and all variablesare satistica ly significant @1% level.
So (H,) null hypothesis has been rejected and variables are

normd.

**  indicatesdataisggnificant at 5%levd, table2 showsthenormdity
of ageof respondents and frequency of shopping per month, and
dl variablesaregtatistically significant @5%level. So (H,) null
hypothesishasbeen rejected and variablesarenormal.

Table6.3: AGE OF RESPONDENTS* WHY DOYOU
PREFERTO SHOPINA RETAIL OUTLET

Why do you Prefer to Shop in

Kolmogorov-Smirnov?

aRetail Outlet Saidic| of | Sg.
Brand variety 308 | 59 | .000*
Window dressing 219 | 11| .146
Location 252 | 26 | .000*
Timesaving 367 | 36 | .000*
Services 216 | 18 |.026**

* indicates data are significant at 1% level; all variables are
statisticaly significant @1%level. So (H,) null hypothesishas
been rg ected and variablesare normal.
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** indicatesdataissgnificant a 5%levd; dl variablesaredatidticaly
significant @5%level. So (H,) null hypothesishasbeenrejected

and variablesarenormal.

Table6.4: AGE OF RESPONDENTS* SHOPPING

SATISFACTION
Shopping Satisfaction K olmogorov-Smirnov?
Saidic| df | Sg.

Extremdy Satisfied 224 | 31 | .000*
Sidfied 317 | 68 | .000*
Cannot Say 246 | 19 | .004*
Somewhat Setisfied 272 | 29 | .000*
Unsatisfied 385 | 3

* indicates data are significant at 1% level, table 2 shows the
normality of age of respondents and frequency of shopping per
month, and all variablesare statistically significant @1%level.
So (H,) null hypothesis has been rejected and variables are

normd.

Table6.5: AGE OF RESPONDENTS* FACTORSIN
CHOOSING SHOP

Factorsin choosing shop K olmogorov-Smirnov?
Saidic| df | Sg.
Fast check out 258 | 53 | .000*
Offers/ Couponsin News paper ads 299 | 30 | .000*
Low price 263 | 38 | .000*
Friendly Employees 316 | 17 | .000*
Parking Convenience 207 | 12 |.163**

* indicates data are significant at 1% level; all variables are
statisticaly significant @1%level. So (H,) null hypothesishas
been rg ected and variablesare normal.
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** indicatesdataissgnificant a 5%levd; dl variablesaredatidticaly
significant @5%level. So (H,) null hypothesishasbeenrejected
andvariablesarenormal.

Ontesting datanormality by K-S method dataarefound to
benormal andto further analyses crosstab isapplied. Following are
theresults of crosstab analyses on taking age, gender, occupation,
educationa qualification and income of respondentsasindependent
variable and other factorsinfluencing the perception and attitude of
customer asdependent variable.

Table6.6: AGE OF RESPONDENTS* FREQUENCY OF
SHOPPING INA MONTH

Ageof Respondents, Frequency of ShoppinginaMonth | Tota
Once| Twice| Thrice| Morethanthis
Below 21 3 7 2 2 14
21-35 15 | 22 7 24 68
35-50 23 15 6 4 48
50and Above 9 6 1 4 20
Totd 50 | 50 | 16 34 150

I nter pretation

According to the cross tabulation results where age of
respondentstaken asindependent factor and frequency of shopping
inamonth asdependent factor, it isfound that 68 respondents out of
150, visit maximum to the organised retail storefor shoppingina
month. Out of 68 respondentsfallingwithinthe age group of 21-35,
35.29% respondents visit organised retail shop morethanthricefor
shopping. Whereas, 32.35% respondents of thisagegroup visitstwice
to organised retail shop for shopping. And thosewho visit organised
stores once are 22% under this age group. Only 10.29% respondents’
visit organised retail storethriceinamonth for shopping. Out of 48
respondents of agegroup 35-50 years, 47.9% respondentsvisit once
thisisthelargest frequency of thiscategory. Followed by 31.25% and
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12.5% respondents, visitstwice and thricerespectively to organised
retail sorefor shopping inamonth. Only 4 respondents, thisis 1% of
thiscategory visit to organised retail storemorethanthriceinamonth.

Thiscrosstabulation analysisreflectsthat age of respondents
doesaffect thefrequency of shopping. Maximum respondentsof age
group 21-35 year visit thriceto an organised retail store numbering
24, whereasrespondentsof age group 35-50 years have maximum
frequency of 23 respondentswho visit to organised retail storeonly
onceinamonth for shopping. Respondents of age group 50 years
and above only 45% respondents’ visit once, 30% twice, 5% thrice
and 20% respondentsvisit to organised storemorethan thriceina
month. Herethisisclear that peoplewho aregrowingolder visitless
to organisedretall storesor therefrequency of visiting to such stores
isvery lessas compared to younger age group. But at the sametime
respondentsof below 21 years, 21.42%respondentsvisit once, 50%
respondentsvisit twice, 14.28% respondentsvisit thriceand 14.28%
visit morethan thrice. Thiscrosstab anadysisstatesthat particular age
groupsof respondentsareinterested in shopping, say, 21-35and 35-
50, but therespondentsfalling out of thesegroupsare not shopaholics.

Table6.7: AGE OF RESPONDENTS*WHY DOYOU SHOP
IN ORGANISED RETAIL SHOP

Age of Why do you prefer to Shop from Organised Retail Outlet Total
Respondents
Brand Window Location Time Service
Variety Dressing Saving

Below 21 4 4 5 0 1 14
21-35 31 2 10 20 5 68
35-50 19 2 4 16 7 48
50 and Above 5 3 7 0 5 20

Total 59 11 26 36 18 150
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I nter pretation

From the crosstabul ation analysiswhere age of respondents
is taken as indep endent factor and shoppers’ preference as dependent
factor, itisconcluded that brand variety isthefactor whichinfluences
the shoppers’ the most. Under the age group of 21-35 years, there
are 68 respondents out of which 45.58% respondents prefer to shop
wherebrand variety isavailable. Under the same category, another
factor that influences shoppersistime saving factor of retail outlets,
29.4% of the customers select shop onthisbasis. 14.7% customers
select shop asper itslocation; window dressing and servicesprovided
by such shops are the factor which influences least number of
respondents under this age group. It is only 2.9% and 7.35%
respectively. Under the age group of 35-50 years there are 48
respondentsout of this 39.58% respondent prefer visiting shopwhich
offersbranded goods. 33.33% of respondents select shop because
of itstime saving quality. There are 8.33% respondents who sel ect
shop onthebasisof itslocation. 14.58% respondents select shop for
the servicesprovided by it. Only 4.16% areinfluenced by window
dressing. 14 Respondentsless than 20 years of age prefer shop as
per its location and 35% such respondents are there, 28.57% of
respondents are attracted by window dressing and 28.57% brand
variety availability. 7% respondents are attracted by the service of
theseretail stores. Respondents of agegroup 50 yearsand aboveare
mostly influenced by the location of the shop there are 35% such
respondents, 25% each select brand variety and service provided by
theseretail stores. Over dl inferenceisthat brand variety isthemain
factor whichinfluencesmaximum respondents. Timesaving andlocation
of the shopsare another factor which attractsthe customers.
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Table6.8: AGE OF RESPONDENTS* SHOPPING

SATISFACTION
Age of Respondents SHOPPING SATISFACTION Total
Extremely | Satisfie | Cannot Some Unsatisfie
Satisfied d Say What d
Satisfied
Below 21 04 01 02 07 0 014
21-35 10 35 08 14 1 068
35-50 12 22 06 06 2 048
50 and Above 05 10 03 02 0 020
Total 31 68 19 29 3 150

I nter pretation

From the above cross tabulation analysis where age of
respondents aretaken asindependent variableand satisfaction level
as dependent variable, it has been concluded that 68 out of 150
respondents are sati sfied by the performance of organisedretail stores.
Thisis45.33% of thetotal respondents. Respondentswho areless
than 20 years of age, 50% of 14 respondents are ‘somewhat satisfied’
by these organised retail stores. 28.57% are extremely satisfied and
14.28% cannot say about their satisfaction level and 7% are satisfied
by the organised retail stores. Thereare 68 respondents of age group
21-35 years, out of these 51.47% respondents get shopping
satisfaction after shopping fromtheseretail stores, 14.7% respondents
are extremely satisfied, 20.59% of respondents are ‘somewhat
satisfied’, 11.76% of respondents ‘cannot say’ about their satisfaction
level. 1.5% respondents are unsatisfied by organised retail stores.
There are 48 respondents of age group 35-50 years, out of these
45.8% respondents “satisfied’ after shopping from these retail stores,
25% respondentsare extremely satisfied, 12.5% of respondentsare
‘somewhat satisfied’, 12.5% of respondents ‘cannot say’ about their
satisfaction level. 4.17% respondents are ‘unsatisfied’ by organised
retail stores.
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Thereare 20 respondents of age group 50 years and above,
out of these 25% respondents are ‘extremely satisfied’, 50%
respondents ‘satisfied” after shopping from these retail stores, , 15%
of respondents are *somewhat satisfied’, 10% of respondents ‘cannot
say’ about their satisfaction level. No respondent is ‘unsatisfied” by
organised retail storesunder thiscategory. Overal inference drawn
from theabovetableisthat respondents of are satisfied on shopping
from organised retail stores. Thereare 99 respondentson adding the
number of respondents extremely satisfied and satisfied, thisforms
66% of thetotal respondents. This showsthat maximum customers
who shop from organised retail outlet are either satisfied or extremely
stisfied.

Table6.9: AGE OF RESPONDENTS*FACTORSIN
CHOOSING SHOP

Age of Factors in Choosing Shop Tota
d Fast Offers/ Low Friendly Parking
Respondents | check | Couponsin | Price | Employee | Convenie
out News Paper S nce
Ads

Below 21 03 06 03 01 01 14
21-35 23 15 17 09 04 68
35-50 23 05 13 04 03 48
50 and 04 04 05 03 04 20
Above

Total 53 30 38 17 12 150

I nter pretation

From the above crosstab analysisit hasbeen concluded that
respondentslessthan 21 yearsof age 42.8% respondents are attracted
towards those shops which offers discounts, coupons, gives news
paper ads etc. 21.4% respondents are attracted towards those shop
wherefast check-outispossible, a the sametime 21.4% respondents
select shop which quotes low price of the commodities, there are
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7.14% of respondents each select the shop wherethey find staff of
thestorefriendly and parking convenienceisfound. In the age-group
of 21-35 years, respondentsare moreinterested in those shopswhere
fast check-out ispossible, 24.99% respondents sel ect the shop where
low price of the commodity is offered, 22.05% respondents are
attracted towards those shops which gives discounts, offers, gift
coupons, etc., 13.2% respondents sel ect shopswherethey find store
staff to be customer friendly, 5.8% of the shopperswanted parking
convenience a thetime of shopping. Inthe age group of 35-50 years
again 47.92% of respondentswanted to visit those shopswherefast
check-out ispossibleand at the second position under this category
those respondents are there who select shop where commodity at
low priceisoffered. 8.33% of therespondents of thisage group select
retail storeswherethey find customer friendly staff. 6.35% of the
respondentswanted to have parking convenience. In theage group of
respondents who are 50 years of age or above, 25% respondents
wanted to shop from those storeswhich offerscommaoditiesat |ow
price, 20% of the respondents each select shop on the basis of fast
check-out, discounts, coupons etc offered by the shop and parking
convenience.

Above anadysisstatesthat respondentswanted fast services
from the storesand those shopswherefast check-outsand fast billing
isdone, areliked by them.
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Table6.10: AGE OF RESPONDENTS* MEMBER OFANY

OUTLET
Age of Member of Organised Retail Store Total
Respondents
Yes No

Below 21 08 06 14
21-35 37 31 68
35-50 23 25 48
50 and Above 07 13 20

Total 75 75 150

I nter pretation

Respondentsarenot much concerned about their membership
inany store. Thereare equa numbersof respondentswho are either
the member of any organised retail storesor not the member of any
gtores. Noclear indinationsof respondentsareseenin thistable. Except
age group 21-35 years, in al the age group number of respondents
who are not members are more than those who are members of any
organisedretail stores. Thereare 50% respondentswho aremembers
and 50% who are not the member of any retail stores. Fromthegraph
it can be concluded that shoppersof lessthan 21 yearsand 21-35
yearsare highin number regarding having membership as compared
to therespondents of growing older in age.

Table6.11: AGE OF RESPONDENTS* WHY DOYOU

SELECT TOBEMEMBER

Age of Why do you Select to be Member Total
Responderts Free Extra Special | Others

Parking | Service | Discount

Facility S
Below 21 0 02 05 2 09
21-35 3 08 21 4 36
35-50 5 02 13 3 23
50 and Above 1 02 04 0 07

Total 9 14 43 9 75
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I nter pretation

Inthe above crosstabul ation analysisit hasbeen concluded
that out of 75 respondents who have membership of any organised
retall storeare dueto thespecid discountsoffered to the membersof
such stores. Many organised retail storesrun schemeslikelifetime
membership to avail specia discounts and extra benefitsto their
members. Inthis study 36 respondentsout of 75 were between the
ages of 21-35 yearsand out of 36 there are 21 respondentswho are
members, because of the specid discountsoffered by thestore, thisis
58.33% of the total respondents of this category.22.22% of the
respondents took membership because of the extraservices offered
by theretailers, 8.33% took membership because of thefreeparking
fecilitiesoffered by thesestores, 11.11% respondentstook membership
dueto any other reason. 23 respondentswho are between the ages of
35-50 years took the membership of some or the other organised
retail store. Thisis30.67% of thetota respondentswho aremembers
of organised retail store. Out of 23such respondents there are 13
regpondentswho aremembers, because of thespecia discountsoffered
by the store, thisis56.52% of thetota respondentsof thiscategory.
8.7% of the respondents took membership because of the extra
servicesoffered by theretailers, 21.74% took membership because
of thefree parking facilitiesoffered by these stores, and 13.04% are
members dueto other reasons. 7 respondentswho are of 50 yearsor
above took the membership of some or the other organised retail
store. Thisis 9.33% of thetotal respondents who are members of
organisedretail store. 57.14% of thetotal respondentsof thiscategory
aremembers, because of the special discounts offered by the store.
28.57% of the respondentstook membership because of the extra
servicesoffered by theretail ers, 14.28% took membership because
of thefreeparking facilities offered by these stores. Overall 57.33%
respondentsliketo bethe member of retail stores becauseit offers
specid discountsto their customers.
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Table6.12: GENDER OF RESPONDENTS* FREQUENCY
OF SHOPPING IN A MONTH

Gender of Frequency of ShoppinginaMonth  Totd
Respondents Once| Twice| Thrice| Morethanthis

Made 20 | 20 9 21 70
Femde 30 | 30 7 13 80
Totd 50 | 50 @ 16 34 150

I nter pretation

Gender of respondents does not influencetheir frequency of
shopping inamonth. Numbers of male and femalerespondentsare
equa in number who shop either onceor twicein amonth. But those
who visit more than thrice shows that male respondent are more
frequent to visit these shops as compared to femal e respondents.
61.76% respondents of this category are male as compared to
38.2%respondentsarefemal e. It hasbeen noticed that very few number
of respondentsarevidting to organised retail storesthriceinamonth.

Table6.13: GENDER OF RESPONDENTS* WHY DOYOU
PREFERTO SHOPINA RETAIL OUTLET

Gender of Why do you prefer to shop in aretail outlet Total
Respondents

Brand | Window | Locatio | Time | Services
Variety | Dressing n Saving

Male 27 05 13 15 10 070
Female 32 06 13 21 08 080
Total 59 11 26 36 18 150

I nter pretation

From the above crosstab analysisit has been noticed that
preference of shop does not depends on the gender of respondents.
45.7% respondents are malewho are attracted by brand variety and
54% respondents are femal e out of 59 respondentswho preferred
thisoption. In case of timesaving quality of organised retail store,
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41.67% of respondentsare male and 58.33% respondentsarefemae
under thiscategory. In caseof providing servicesretall storesareliked
by 55.55% male and 44.44% female out of 18 respondents. In case
likingsfor location and window dressing, no gender based inclination
isfound. Overal inference can bedrawn from the above anaysisthat
gender, up to certain extent influencesthe preference of selection of
shop. But brand variety isthefactor whichiscommonly preferred by

all typeof respondents.
Table6.14: GENDER OF RESPONDENTS* SHOPPING

Gender of Shopping satisfaction Tota
Respondents Extremely | Satisfied | Cannot | Somewhat Un

Satisfied Say Satisfied | Satisfied
Male 13 34 07 13 3 070
Female 18 34 12 16 0 080
Total 31 68 19 29 3 150

I nter pretation

Fromtheabovecrosstab anaysisit hasbeenfound that femade
respondents are more satisfied than ma erespondents. 58.06% femae
& 41.9% male respondents are ‘extremely satisfied’. Equal numbers
of respondents are “Satisfied’. Out of 19 respondents 63.16% female
respondents cannot say about the satisfaction leve . 55.17% of femae
and 44.8% male respondents are ‘Somewhat satisfied’. There were
only 3 malerespondentswho arefound to be unsatisfied on shopping
from organised retail store. Overall it hasbeen concluded that femae
respondents are more sati sfied while shopping from organised retail
stores.
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Table6.15: GENDER OF RESPONDENTS* FACTORSIN
CHOOSING SHOP

Gender of Factorsin Choosing Shop Tota
Sespondent Fast Offers/ Low Friendly Parking

Che Coupons Price Employee | Convenienc

ck in News s e

Out Paper Ads
Mae 21 14 21 06 08 070
Female 32 16 17 11 04 080
Total 53 30 38 17 12 150

I nter pretation

From the above crosstab analysisit can be concluded that
most effectivereason behind sd ection of ashopisfast checkout from
the shop. Out of 53 respondentswho sel ect shop dueto fast checkout,
60.37% arefemal e and 39.63% are male. Another prominent factor
which influencesthe customerswhile shoppingislow price. Out of 38
respondents, who were being influenced by thisfactor, 55.26% are
maleand 44.74% arefemale. It hasbeen noticed that offers, coupons
and other news paper adsdoesnot attract customersasother factors
do. Some customersal so select shop were parking convenienceand
friendly behaviour of employeesarefound. Overdl conclusioncanbe
drawn that gender-wi se categorization of factorsisnot clearly found.

Table6.16: GENDER OF RESPONDENTS* MEMBER OF
ANY OUTLET

Gender of respondents

Member of any outlet

Total

Yes No
Mae 29 41 070
Female 46 34 080
Total 75 75 150

I nter pretation

From the above crosstab analysisit can be concluded that
femal e customers aremoreinterested in becoming the member of
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organisedretail outlet ascompared to male customers, whereasmale
customersarefound to beinterested in declining the membership of
organised retail storesthen female customers. Thisanalytical table
showsthat femalerespondentslike to take membership ascompared

to malerespondents.
Table6.17: GENDER OF RESPONDENTS* WHY DOYOU
SELECT TOBEMEMBER
Gender of Why do you select to be member Total
respondents
Free parking Extra Specia Others
facility Services | Discount
Male 0 09 15 4 28
Female 9 05 27 5 46
Total 9 14 42 9 74

I nter pretation

From the above crosstab anaysisit can be concluded that
membershipisavailed by respondentsdueto specid discountsoffered
to them by their retailers. Maximum respondents have taken
membership because of special discountsalowed by their retailers.
64.28% of femal e respondents out of 42 took membership dueto
discountsallowed by theretailers. It can be concluded that female
shoppersaremore attracted towards membership offersand facilities
as compared to male shoppers. Out of 74 respondents 62.16% of
total shoppersarefemale and 37.83% aremale. It has been found
that ma eshoppershaveshownlessinterestin variousservicesprovided
by organised retail stores. Freeparking facility and other servicescould
have attracted female respondents’ more than male respondents.
Although, malerespondentsarefound to beinterested in extraservices
provided by organised retail stores, female respondents are less
interestedinit. Overall it can be concluded that female shoppersare
found to be more attracted towards membership offers as compared
to mal e shoppers. It has been found gender biased.
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Table 6.18: OCCUPANCY * FREQUENCY OF SHOPPING

INA MONTH
Occupancy Frequency of ShoppinginaMonth | Totd
Once| Twice| Thrice| Morethanthis
Professond 4 4 3 3 14
Businessman 3 3 1 3 10
Govt. Servant 11 10 5 4 30
Pvt. Service 8 10 1 10 29
Retired serviceman 0 2 0 2 4
Homemaker 17 5 1 3 26
Student 5 15 4 7 31
Unemployed 2 1 1 2 6
Totd 50 50 16 34 150

I nter pretation

From the above crosstab analysisit can be concluded that
maximum number of respondents who visit at least once are
homemaker, thoserespondentswhovist at least twiceinamonth are
students, those respondentswho visit thricein amonth aregovernment
serviceman, those respondentswho visit morethan thriceinamonth
areprivate service man. On theother hand over all datastatesthat,
studentsarein maximum number who likesto shop from organised
retail stores. At the second position, government servicemen arethere
who visit organised retail storesfor shopping inamonth. Fromthe
aboveanalysisitisclear that occupancy does not hasinfluenceon
frequency of shoppinginamonth.
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Table6.19: OCCUPANCY * WHY DO YOU PREFER TO
SHOPINA RETAIL OUTLET.

Occupancy Why do you prefer to Shop in a Retail Outlet Total
Brand | Window | Location | Time | Services
Variety | Dressing Saving
Professional 04 02 01 04 03 14
Business man 04 01 00 04 01 10
Govt. Servant 10 01 07 07 05 30
Pvt. Service 9 04 06 07 03 29
Relired service 00 00 03 00 01 4
Home maker 16 01 01 06 02 26
Student 13 02 o7 06 03 31
Unemployed 03 00 01 02 00 6
Total 59 11 26 36 18 150

I nter pretation

From the above crosstab analysisit isclear that occupancy
doesnot have apparent influence on selection of shop. Homemakers
mostly prefer to shop were branded goodsareavailable. Thenitisthe
studentsand government servantswho like to shop, where branded
goods areavailable. 39.33% out of total respondents select shop on
the basisof brand variety. 27.12% out of 59 respondentsare home
makers. 22.03% are students. 24% out of total 150 respondentssalect
shop dueto time saving factor. Overal it can be said that occupancy
doesnot haseffect on shopping perception, even than branded goods
aredesired by maximum respondents. Tame saving and | ocation of
retail goreareother factorswhichinfluences shopping destination.

Recent Trendsin Retail Marketing // 182 //



Table 6.20: OCCUPANCY * SHOPPING SATISFACTION

Occupancy Shopping Satisfaction Tota
Extremely | Satisfie | Canno | Somewh | Unsatisfi
Satisfied d t Say at ed
Satisfied

Professional 1 5 3 4 1 14
Business man 0 6 3 1 0 10
Govt. Servant 1 20 4 5 0 30
Pvt. Service 4 12 5 6 2 29
Relired service 3 1 o 0 0 4
Home maker 16 5 2 3 0 26
Student 5 16 1 9 0 31
Unemployed 1 3 1 1 0 6
Total 31 68 19 29 3 150

I nter pretation

From the above crosstab anaysisit can be concluded that
45.33% of respondentsare satisfied on shopping from organised retall
stores. 47.05% respondents out of 68 are service class. 20.66%
respondentsareextremely satisfied on shopping from organised retail
stores. Occupation wisestudy saysthat serviceclassismoresatisfied
on shopping from organised retail stores. Homemakersarefound to
be extremely satisfied on shopping from organised retail stores
(51.61%). Unsetisfied respondents are very least in percentage (296).
12.66% of respondentsare unableto remark ontheir satisfactionlevel.
19.33% respondents out of total are somewhat satisfied to shop from
organised retail store. Overall it can be said that on the basis of
occupancy it wasfound that service class, homemakersand students
are more satisfied on shopping from organised retail store. While
businessclass, retired service man, professionals, and unemployed
arenot found to be sati sfied on shopping from organised retail store.
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Table 6.21: OCCUPANCY * FACTORSIN CHOOSING

SHOP
Factorsin Choosing Shop Tota
o Fast Offers/ Low Friendly Parking
ceupancy Check | Couponsin | Price | Employees | Convenience
Out | News Paper
Ads

Professional 4 2 5 1 2 14
Business man 3 2 4 1 0 10
Govt. Servant 11 5 6 5 3 30
Pvt. Service 10 5 7 4 3 29
Retired 0 0 1 1 2 4
Sservice man

Home maker 16 4 5 1 0 26
Student 6 11 9 3 2 31
Unemployed 3 1 1 1 0 6
Tota 53 30 38 17 12 150

I nter pretation

Fromtheabovecrosstab analysisit can besaid that fast check
out and low pricearethe prominent factorswhichinfluence shoppers.
35.33% respondents select shop for fast check out possibility. 25.33%
respondents go to shop where low prices are offered. 20%
respondents go dueto offer/coupons givenin news paper adsor any
other discounts. As far as occupancy is concerned, Service class
(government and private servicemen) prefer to shop most fromthose
shopswherefast check outsare possible. 39.62% respondentsbelong
to service class preferring fast check out as important factor for
shopping. 30.18% respondentsout of 53 are homemakerswho prefer
to select the shop on fast checkout factor. Out of those 20% shoppers
who choose shop because of discount offers, coupons and paper
cutting ads etc 36.66% are students. Other factors are not found to
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bevery deciding factorsfor shop selection. Overdl it can besaid that
for service classand homemakersfast check out isimportant factor
whilefor studentsdiscount/offersareinfluencing factors. Upto certain
extent occupation hasimpact on choosing shops.

Table6.22: OCCUPANCY * MEMBER OFANY OUTLET

Occupancy Member of any outlet Tota
Yes No
Professional 8 6 14
Business man 3 7 10
Govt. Servant 12 18 30
Pvt. Service 12 17 29
Retired service man 2 2 4
Home maker 19 7 26
Student 15 16 31
Unemployed 4 2 6
Total 75 75 150

I nter pretation

Above crosstab analysis exactly 50% respondents are in
favour of having membership and 50% against it. 32% respondents,
who took membership, bel ong to serviceclass, 25.33% respondents
arehomemakersand 20% are students. Occupation wiseit wasfound
that out of total government servant 60% are not member and 40%
are member. 41.38% of total private servicemen are member and
58.62% are not member. 73.1% homemakersaremember and 26.9%
arenot themember. 48.38% studentsaremember & 51.62% are not
themembers. 30% business men aremember and 70% businessmen
arenot themember. 57.14% professional s are member and 42.85%
are not the member. 66.66% unemployed are member and 33.34%
are not the member. Overall it can be said that occupation has no
impact on becoming themember of any retail outlet.
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Table6.23: OCCUPANCY * WHY DOYOU SELECT TOBE

MEMBER
Occupancy Why do you select to be member Total
Free Extra Specid Others

Parking | Services | Discount

Facility
Professional 0 4 3 1 08
Business Man 0 0 3 0 03
Govt. Servant 2 1 8 1 12
Pvt. Service 2 1 7 1 11
Retired Service Man 0 2 0 0 02
Home Maker 5 3 8 3 19
Student 0 2 10 3 15
Unemployed 0 1 3 0 04
Total 9 14 42 9 74

I nter pretation

From the above crosstab analysisit can be concluded that
specid discount offered to themembersarethemain atraction behind
becoming the membersof organised retail outlets. All therespondents
are showing their inclination apparently for specia discounts as
compared to any other factor. 56.76% of total respondents, who are
members, took membership because of the specia discounts offered
tothem by theretail store. 66.67% government servant,
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Table6.24: EDUCATIONAL QUALIFICATION *
FREQUENCY OF SHOPPING INA MONTH

Educationd Frequency of ShoppinginaMonth | Totd
Qudification Once| Twice| Thrice| Morethanthis

High School 3 5 0 2 10
Higher Secondary 0 0 3 2 5
Graduate 15 16 2 6 39
Post-Graduate 27 26 7 17 77
Professiond 5 3 4 7 19
Totd 50 | 50 | 16 34 150

I nter pretation

From the above crosstab anaysisit can be concluded that
maximum frequency of shopping is registered by post-graduate
shoppers, followed by graduate shoppers. Out of 77 post-graduate
respondents, 35.06% shop once, 33.76% shop twice, 22.07% shop
morethanthrice and 9.1% shop thricefrom the organi sed retail shops.
Thisstudy indicatesthat educated shoppersprefer to shop frequently
from organised retail stores.

Table6.25: EDUCATIONAL QUALIFICATION * WHY DO
YOU PREFERTO SHOPINA RETAIL OUTLET

Educational Why do you Prefer to Shop in a Retail Outlet Totd
Quaification Brand | Window | Location | Time | Services
Variety | Dressing Saving

High School 03 0 4 0 3 10
Higher Secondary 01 1 2 0 5
Graduate 16 4 8 4 39
Post-Graduate 33 5 9 21 9 77
Professional 06 1 3 7 2 19
Total 59 11 26 36 18| 150

I nter pretation

From theabove crosstab analysisitisclear that brand variety
isthe most important factor which drives shoppersto any specific
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shop. Inthe abovetableit isclearly seen that education effectsthe
shopping perception of the shoppers. Thisstudy signifiesthat branded
goodsare mostly liked by the educated shoppers. 42.87% of post-
graduate respondents sel ect those shopswhere branded goods are
available. 41.02% of graduate shopperssdect shopsasper availability
of branded goods. 27.27% of post graduate respondents prefer shop
wheretime saving iseasy. Means, those shops are sel ected, where
quick shoppingandfag billing & check outispossible Overdl inference
can bedrawnthat branded goodsare preferred especidly by educated

shoppers.
Table6.26: EDUCATIONAL QUALIFICATION * SHOPPING
SATISFACTION
. Shopping Satisfaction Total
Educational - -
Qualification Extremely | Satisfied | Cannot | Somewhat | Unsatisfied
Sdtisfied Say Satisfied

High School 04 01 3 2 0 10
Higher
Secondary 01 02 1 1 0 05
Graduate 10 16 4 8 1 39
o e 15 39 9 13 1 77
Professional 01 10 2 5 1 19
Total 31 68 19 29 3 150

I nter pretation

From the above crosstab analysisit isclear that respondents
who shop from organi sed retail storesare satisfied fromitsservice.
68 respondents said that they are sati sfied on shopping from organi sed
retail store. In extremely satisfied and satisfied level maximum
respondentsare post-graduate and graduates. Thisshowsthat higher
educated peoplearemoreattracted towardstheorganised retal stores.
Out of 68 respondentswho are sati sfied on shopping from organised
retail stores, 57.35% are post graduate and 23.53% are graduates.
And out of 31 respondents, who arein the category of extremely
satisfied, 48.38% are post-graduates and 32.26% are graduates. In
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the category of somewhat satisfied 44.82% are post graduates and
27.58% aregraduates. Overd| condusion can bedrawn that maximum
number of shopperswho visit to organised retail storesarenormally
post-graduate and graduate.
Table6.27: EDUCATIONAL QUALIFICATION * FACTORS
IN CHOOSING SHOP

Educational Factors In Choosing Shop Tota
Qualification Fast Offers/ Low Friendly | Parking
Check | Couponsin | Price | Employee | Conven-
Out News Paper S ience
Ads

High School 3 2 3 1 1 10
Higher
Secondary 0 2 2 1 0 5
Graduate 14 8 12 2 3 39
Post-Graduate 29 15 18 10 5 77
Professiona 7 3 3 3 3 19
Total 53 30 38 17 12 150

I nter pretation

From the above crosstab analysisit isclear that out of total
shopperswho visit organised retail storeduetofast checkout facility
54.72% are post-graduate and 26.42% are graduates. Whereasonly
13.2% respondentsare profess ona sand 5.6% are high school passed.
Inthe category of those who like offers/coupons and news paper ads
etc. There are 30 respondents and 50% of these are post-graduates,
26.67% are graduates, 10% are professionalsand 6.67% are higher
secondary& high school passed. Respondents who are attracted
towards organi sed storesdueto low pricesare 38 in number. 47.36%
are post-graduates, 31.57% are graduates, 7.89% are high school
and professional sand only 5.2% are higher secondary passed. Inthe
category of those respondents who like the friendly behaviour of
employees, thereare 17 such respondents. Out of these 17, 58.82%
are post-graduates, 17.64% areprofessionds, 11.76% are graduates,
and 0.588% is high school and higher secondary passed. Thereare
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12 respondents, who go to organised retail storesdueto freeparking
facility provided by them. Thereare 41.67% respondents are post-
graduates, 25% are graduates & professionals and 8.3% are high
school passed.

Overdl it can besaid that in all the category of respondents
wholiketo visit to organised retail store, maximum respondentsare
post-graduates. Educational level of respondents’ does influences
selection of stores.

Table6.28: EDUCATIONAL QUALIFICATION * MEMBER

OFANY OUTLET
Educational Qualification Member of any outlet Total
Yes No
High School 6 4 10
Higher Secondary 3 2 5
Graduate 19 20 39
Post-Graduate 40 37 77
Professional 7 12 19
Total 75 75 150

I nter pretation

From the above crosstab anal ysi s choi ce on membership does
not gives any clear-cut view of influence of education on store-
membership. But those 75 respondents who are member of any
organised retail store, there are 53.3% are post-graduates, 25.3%
aregraduates, 9.33% are professional's, 8% are high school passed
and only 4% are higher secondary passed. Out of total 150
respondentsthereare 75 who arenot member of any organised retail
store. In thiscategory a so higher percentageisregistered by post-
graduates, i.e.49.3%, further 26.67% are graduates, 16% are
professionds, 5.33% arehigh school passed and only 2.67% arehigher
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secondary passed respondents. Overal it can besaid that in becoming
taking themembership a so educationd leve influencestherespondents.

Table6.29: EDUCATIONAL QUALIFICATION * WHY DO

YOU SELECT TOBEMEMBER
Education Qudlification Why do you Select to be Member Tota
Free Extra | Specia | Others

Parking Services | Discou

Facility nt
High school 0 2 4 0 6
Higher secondary 0 0 2 1 3
Graduate 3 5 9 2 19
Post-graduate 5 4 26 5 40
Professiona 1 3 3 0 7
Total 9 14 44 8 75

I nter pretation

From the above crosstab analysis, specia discount isfound
to bethebiggest reason behind taking membership of organised retall
outlet. Out of total 75 respondents, 58.67% took membership dueto
special discount facility. 59% out of 44 respondents are post-
graduates. Infree parking facility category also 55.5% respondents
are post-graduates. Overall it is seen that education has apparent
influence on decision on taking membership.

Table6.30: INCOME PER MONTH * FREQUENCY OF
SHOPPING INA MONTH

IncomePer Month | Frequency of ShoppinginaMonth | Tota
Once| Twice| Thrice| Morethanthis
Less Than 10000 6 | 15 1 3 25
10001-30000 14 | 18 3 18 53
30001-50000 15 6 4 4 29
50001-70000 5 1 2 0 8
More Than 70000 3 2 1 2 8
Nil 7 8 5 7 27
Totd 50 | 50 | 16 34 150
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I nter pretation

Fromtheabove crosstab it isclear that respondent of low to
middle income group has marked more frequent shopping from
organised retail storesascompared to middleto highincome group.
60% respondentsof incomelessthan Rs.10000 visit at |east twiceto
organised retail stores, while income respondents having income
between Rs. 10001-30000 & Rs.30001-50000 visit once and twice
inamonth. Eveninincome of higher category too shopping from
organised retall storeisregistered onceinamonth. Over dl it canbe
said that income does not forms an effective basisfor frequency of
shopping from organised retail store.

Table6.31: INCOME PERMONTH * WHY DOYOU
PREFERTO SHOPINA RETAIL OUTLET

Why do you Prefer to Shop in a Retail Outlet Total
Income Per Month | Brand | Window | Locatio | Time | Service
Variety | Dressin n Saving s
g

Less Than 10000 05 1 7 8 4 25
10001-30000 21 6 9 13 4 53
30001-50000 12 3 3 5 6 29
50001-70000 03 0 2 3 0
More Than 70000 05 0 1 1 1
Nil 13 1 4 6 3 27
Total 59 11 26 36 18 150

I nter pretation

From the abovecrosstab it isclear that income of shoppers
doesnot makesany differencein shop selection, whilebrand variety
isafactor which attracts shoppers of almost every income group.
Another factor which attractsthe customersto organised retail stores
istimesaving factor. They visit organised retail storesdueto quick
shoppingand billing. Brand variety ispreferred by 39.6%in Rs.10001-
30000 income category, 41.38% in Rs.30001-50000 income
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category, and 37.5% in Rs.50001-70000 income category and5%in
Rs.70001 and aboveincome category.

Table 6.32: INCOME PER MONTH * SHOPPING

SATISFACTION
Income Per Shopping Satisfaction Tota
Month Extremely | Satisfied | Cannot | Somewhat | Unstisfied
Satisfied Say Satisfied

Less Than 10000 2 13 4 6 0 25
10001-30000 8 25 7 12 1 53
30001-50000 10 6 3 1 29
50001-70000 4 0 1 0
More Than 70000 0 1 1
NIL 5 14 2 6 0 27
Total 31 68 19 29 3 150

I nter pretation

Fromthe abovecrosstab anaysisit can besaid that maximum
respondentsare satisfied on shopping from organised retail stores. As
far asincome group and satisfaction level isconcerned, maximum
respondents who falls under the category of ‘satisfied’ and ‘extremely
satisfied” belong to all income group. Respondents of income of less
than 10000 and Rs. 10001-30000, 52% & 47.16% are satisfied
respectively. While in the income group Rs 30001-50000 & Rs.
50001-70000, 34.48% and 50% respondentsare extremely satisfied.
Overdl it canbesaid that incomeleve of respondentsdoesnot affects
their shopping satisfaction.
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Table 6.33: INCOME PER MONTH * FACTORSIN
CHOOSING SHOP

Income Per Month Factors in Choosing Shop Total
Fast Offers/ Low | Friendly Parking
Check Out | Couponsin | Price | Employees | Convenience
News Paper
Ads

Less Than 10000 6 4 8 5 2 25
10001-30000 22 8 15 5 3 53
30001-50000 8 3 5 29
50001-70000 1 0 0
More Than 70000 0 2 0
Nil 9 2 2 27
Total 53 30 38 17 12 150

I nterpretation

From the above cross tab it is clear that “fast checkout’ is the
important factor for shoppersof al income groupswhilesdectingthe
shop. From low to highincomegroup respondentsit isthe common
factor of attraction. 41.5% respondentsof Rs. 10001-30000, 27.5%
respondentsin Rs. 30001-50000, 50% respondents in Rs. 50001-
70000 and 75% respondentsin income group above Rs 70000 likes
“fast checkout’ factor. While at second position, most liked factor is
‘low price’ of goods and commodity. 28.3% respondents in Rs. 10001-
30000, 17.2% respondentsin Rs. 30001-50000, 37.5% respondents
in Rs. 50001-70000 income groups are attracted by low prices.
Overdl it can be said that income of shoppersdoesnot influencesthe
factor of selection of shop.
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Table6.34: INCOME PER MONTH * MEMBER OFANY

OUTLET
Income Per Month Member of Any Outlet Total
Yes No
Less Than 10000 12 13 25
10001-30000 23 30 53
30001-50000 18 11 29
50001-70000 04 04 8
More Than 70000 05 03 8
NIL 13 14 27
Total 75 75 150

I nter pretation

Fromthe abovecrosstabit can be said that incomelevel of
respondents does not i nfluences the decision on membership of any
organised retail store. Out of 150 respondents exactly 50% arethe
member and 50% are not the member of organised retail outlet. Itis
also clear fromthefigurethat out of those who are member of any
retail outlet highest percentageisof incomegroup Rs. 10001-30000,
followed by theincome group of Rs30001-50000, and then 15.99%
of incomelessthan Rs10000. Simultaneoudy it isnoticed that inthe
sameincomegroup thereishighest frequency of respondentswho are
not themember of any organized retail outlet.
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Table6.35: INCOME PERMONTH * WHY DO YOU

SELECT TOBEMEMBER
Income per Why do you Select to be Member Total
month Free Extra Specia Others

Parking | Services | Discount

Facility
Less Than 10000 2 0 8 2 12
10001-30000 2 8 12 1 23
30001-50000 3 4 2 18
50001-70000 1 1 1 04
More Than 70000 1 1 0 05
Nil 0 1 3 13
Total 9 15 42 9 75

I nter pretation

Fromtheabovecrosstabit isclear that without incomeleve
specific, special discounts offered by organised retailers to their
membersisthereason of being their member. Specia discount isthe
only factor for all income group respondentsfor being their member
of any organisedretail store. Formlow to highincomegroup, 66.67%,
52.17%, 49.99%, 25% and 60% respondents respectively become
member due to special discounts given to them by the organised
retailers. Another attraction for the respondentsfor being themember
of suchretall Soresisextraservicesgivenby retail sores, likeexchange
of goods, refund of money, utilising purchase pointsetc.

Table6.36: RECOMMENDATION OF FAMILY INFLUENCE

Choice | Frequency Percent | Vaid Percent | Cumulative Percent
Yes 113 075.3 075.3 075.3

No 037 024.7 024.7 100.0

Tota 150 100.0 100.0

I nter pretation

From the abovetableit isclear that maximum respondents
areinfluenced by the recommendati on given by thefamily or friends
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been given much importanceto other factors. As per theabovetable
it can beclearly observed that 75.33% of thetotal respondentsare
influenced by the recommendation given by thefamily, friendsand
other relatives, While 24.67% respondents are not i nfluenced by any
such recommendations. Rather they decide at their own from where
to shop. Inshort it can be said that word of mouth playsanimportant
rolein attracting the customersand generating popul arity of shop.

Table6.37: RECOMMENDATION TO OTHERS

vdid Frequency | Percent | Valid Percent | Cumuldive

Percent
Always 48 32.0 32.0 32.0
Sometimes 71 47.3 47.3 79.3
May or May not 21 14.0 14.0 93.3
Probably not 5 3.3 3.3 96.7
Never 5 3.3 3.3 100.0
Totd 150 100.0 100.0

I nter pretation

From the above frequency table it can be concluded that
47.3% respondents someti mes recommend the shop to othersand
48% respondents always suggest the name of shop to others for
shopping. These percentages are comparatively remarkable as
compared to thosewho ether never suggest or probably not suggest
the shop to others. Itisonly 3.3%in each category.
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Table 6.38: INTERIOR DECORATION OF SHOP

vdid Frequency | Percent | Valid Percent | Cumuldive
Percent

Not Important 30 20.0 20.0 20.0

Somewhat 50 333 333 53.3

Important

Doesnot 6 4.0 4.0 57.3

Important

Important 32 21.3 21.3 78.7

Very Important 32 21.3 21.3 100.0

Totd 150 100.0 100.0

I nter pretation

Fromthe abovefrequency tableit can beobserved that 33.3%
respondents out of total 150 respondents get attracted by interior
decoration of the shop up to certain extent. Out of total respondents
21.3% each say that it isanimportant and very important factor while
deciding the shop to purchase the articles. Without considering the
other factorslike age, gender, etcinterior decorationissuch afactor
which actsasdeciding factor at thetime of selecting theshop. It means
that respondentsof all age group giveimportanceto interior setting
and decoration of the shop.

Table6.39: POPULARITY OF SHOP

vdid Frequency | Percent | Vdid Percent | Cumulative
Percent

Not Important 18 12.0 12.0 12.0

Somewhat 27 18.0 18.0 30.0

Important

Doesnot 12 8.0 8.0 38.0

Important

Important 45 30.0 30.0 68.0

Very Important 48 32.0 32.0 100.0

Totd 150 100.0 100.0
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I nter pretation

From the abovetableit can be concluded that, out of total
150 respondents 32% respondents say popularity of shop is an
important factor while deciding the shopping destination. Irrespective
of the age, gender, income and other variables popul arity of shopis
important for amg ority of therespondents. 30% respondentssay itis
animportant factor for themwhilechoos ng theshop. 18% respondents
find it assomewhat important factor it meansthat it isimportant up to
certain extent for them. Over al it can be said that peopleliketo
purchase goodsfrom popular and well known shops.
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7 Findings, Conclusion
and Suggestions

Thisstudy isconducted to find out the trend of retail market
regarding consumer goodsinsmdl cities Many pointshavebeenfound
out inrelation to the study at the sametime someadditional factsaso
comeout in due course of thestudy. All thisfacts cannot beignored
and necessary steps must betakenfor al round devel opment of retall
sector in Bilaspur. It hasbeen found that retail market of Indiaisvery
diversified and soasisBilaspur retail market. Demographic diversity
isaso an important factor seen in Bilaspur which is somewhere
stimulator for thegrowth of retail sector and somewhere an obstacle.
InBilaspur, logisticsfacility isal so aremarked lacuna Transportation
isup to certain extent satisfactory but logistics sector isstill at its
developing stage. Dueto lack of storage and proper logistics huge
wastage occurs. Another important factor isthe price of real estate, it
isnormally seen that after becoming aseparate state, real estate prices
havehikedin all over the Chhattisgarh. Riseinreal estate priceis
clearly reflected in Bilaspur also. Itisnot only difficult to find real
estate at cheap pricerather unskilled workersisa so abig problem. It
isvery difficult totrainthem and retain their talent. Workersareless
interested ingticking a one placefor long. Itincreasescost of training.
Organized sector isa so facing adirect challenge from unorganized
sector. Unorgani zed sector ismore closeto thecustomer and maintains
personal relationship with customer. Its establishment cost isalso
negligible. Organized sector faces direct competition with the
unorganized sector. It wasa so found that many customersarenow a
daysmoreinterested in e-tailing because of cash on ddlivery and full
refund facility. Thesefeaturesof e-tailing isgivingtough competition
to organized and unorganized retail sector because customersarenot
sati sfied by therefund policy of organized and unorgani zed retailers.
Therearemany findingswhich arenot disclosed by thedataanalysis
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but by the generd interview conducted during thequestionnairefilling.
Thefindingsof thisstudy arementioned below.

Findings

1.

The maximum respondents of thisstudy fall inthe age group of
21-35 years (45.33%) and theleast are under 21 years of age
(14%).

The number of female respondents are more than male
respondents; female- 53.33%, male- 46.67%

The maximum respondents as per occupation were students-
20.67%, government empl oyees-20% and the least wereretired
serviceman-2.67%.

The maximum respondentsfal inincome category of Rs.10000-
30000 per month (35.33%) and the least (5.33%) in theincome
category of Rs.50000-70000 & more than 70000 per month.

Increasing spending power found in peopleof Bilaspur.

Big bazaar and easy day are now doing business under same
headship which shows maximum market share& elimination of
competition. Bigbazaar isnow having 3retall storesin Bilaspur
including easyday floor.

Bilaspur ishaving favourableenvironment for growth of organised
retail storesascity isexpending and people are earning good
income.

Bilaspur iswd | connected to mgjor citiesof state and country by
rail routeaswdl asroadroute. It dso attracts peoplefrom nearby
townsand villages.

The study showsthat thereisan associ ation between income of
persons and their shopping behaviour. Incomegroup morethan
Rs.10000 and lessthan Rs.50000 are more attracted towards
multi brandretail shopping.
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10. The study did not find any significant relationship between
occupation and consumer’s shopping behaviour. While it has been
observed that Govt. and private employees moreinterested to
shopping ascompared to professiona and businessman.

11. Itwasfound that the age of respondents hasimpact on type of
shop selected for shopping and frequency of shoppinginamonth.
Shoppersof young agegroup likeshopping from organi sed sores
and they visit to malls frequently as compared to older
respondents.

12. Female respondents are found to be more attracted towards
organised retail storesas compared to malerespondents.

13. Peopleof bilaspur arefound to be quite aware about fashion,
quality, price, refund policy and popul arity of store.

14. Organizedretall storesareunableto traintheir employeesand
customersaredissatisfied by their services.

15. Customersare not satisfied by therefund policy of organized
stores.

Conclusion

Indiaisone of theemerging economiesintheworld. Inthis
growth story of Indiathe Retail sector is going contribute more
significantly. Recently allowing of FDI toretail sector leadstorapid
growth of Indian retail sector. In this retail both organized and
unorganized arefacing stiffing competition because of globdization.
Sotosurviveinthemarket and getting competitive advantage onehas
to study the perception and behaviour of consumerstowardsdifferent
brand intermsof quality, fashionableetc. The present study anayses
shifting of trendinretail market in Bilaspur, Chhattisgarh. The study
found that the consumer between age group of 21-35 and 35-50 are
shifting towards the organised retail, while other age groups are
independent of this. Intermsof gender women are specific towards
any specific organised brand, whilemalearefoundto beindifferent
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about their shopping destination. In recent daystheresult showsamong
different agegroups proportionately more peoplesare moving towards
trendy and fashionableshop. Theinteriorsof theshop arelessaffecting
behaviour of theconsumers. Among variousfactorsquality and price
of thegoods areaffecting overal decision of consumer whilemaking
shopping choices. Themgjor conclusionsareasfollows:

1
2.

Theoverdl trendisshiftingtowardsmodernizationinretal market.
Still thisshifting can bedividedin agegroup, amongthemodernized
personsthe proportion of personslessthan 50 yearsismoreas
compared to morethan 50 year.

The perception and shopping behaviour of people are changing
dramatically, peoplewith low to medium income group also
wanted to achieve high va ue productsand better shopping ability.
Anoverdl gender-wise shifting towards organised retail market
isobserved. Whileit hasbeen observed that femal erespondents
arevery specificwhileselecting retail format as compared to
ma erespondents.

The study showsthat thereisan associ ation between income of
persons and their shopping behaviour. Incomegroup morethan
Rs.10000 and less than Rs.50000 are more attracted towards
multi brandretail shopping.

Thestudy findsthat quaity and price of goodsaffect theshopping
attitude of consumer. Almost dl personsin every aspect like age,
income, gender etc. want good quality and reasonable priced
products.

Easyloan andfinancefacility offered by soresared so timulating
the surge of buying branded goods.

Youthsarehighly brand consciousand purchasing goodsfrom
branded shop have becometheir status symboal.
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Suggestions

In 21% Century the awareness among the consumers brings

stiff completion for multi-brand retail storewith respect to quality,
priceand trendy products. So thistypeof study may helpthenew and
aso existing organizationsin designing their future strategy to expand
businessinto new market and atract more and more consumers. Most
important factorsinthisisshopsshould traintheir staffsto bemore
customers friendly while providing necessary information about
product, so asto help theconsumer inrationa decision making. Other
major suggestionsof the study areasfollows:

1.

Asthe consumersare more proneto private brands because of
respects, the company should develop their own labels for
different products.

Asmoreof theeffective buyersareyoung people, sothe company
needsto train their staff accordingly to have sufficient product
knowledge to clear buyer’s queries.

Companies need to appoint good employeeswho are best in
customer relation and hospitdity. They should deve op the concept
of Know Your Customer, entertaining the customers, precision
shopping etc.

The retail stores should ensure best quality of goods to the
consumersasit will hepinretaining theconsumersinlong run.
The products of unorgani sed retailsshould befairly priced, as
thereisbargai ning mentaity of consumersinthismarket.

Also the multi stores are needed to make their adverti sement
and publicity programmes properly so that it create more
popularity. Because the study observed that some specific age
group personsare moreinterested in popular shops.
Theorganized retailersshould provided | thosefacilitiesto their
customersfor whichthey areactud|y attracted towards organized
shops, like put on the ACs, proper lighting, cleanliness, and
availability of latest stock of goods.
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8. Appropriate safety measures should be taken near escal ators

0.

10.

and liftsto prevent mishappenings.

Close check onissuing bar and al cohol shopslicensesshould be
donesothat it may not spoil the environment of mallsand hyper
marketsinfuture.

Continuousdisplay of messagesrelated to publicinterest bemade
at every floor of malls, for example- savinggirl child, plantation
of trees, cleanliness, traffic rulesetc.

*kkkkkkk*k
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