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Abstract

The present empirical research paper analyses the consumers’ buying pattern
of fresh produce at organized retail stores from demographic perspective. The
Indian retail sector is predominantly unorganized. However, organized retail
units are fast emerging and becoming the preferred choice of consumers, es-
pecially in urban areas. The present research involved ample literature review
pertaining to organized retailing of fresh produce, consumer perception re-
garding factors such as product attributes, price, discounts, promotion, park-
ing, accessibility, ambience and the like and the role of various demographic
attributes on consumer perception. The framework of analysis is two-fold;
one—the impact of demographic attributes such as age, gender, income,
education and marital status on purchase value and preference to visit orga-
nized retail stores and two—the association between consumers’ demograph-
ic attributes, and perception regarding organized retailing of fresh produce in
7 P’s services marketing mix framework. Statistical tools such as Mean scores,
Standard Deviation, Chi-square and Anova were used for data analyses.
Significant difference has been found across the demographic attributes con-
sidered for study with respect to purchase value, preference to visit organized
retail stores for buying fresh produce, and consumer perception regarding
almost all the attributes of services marketing mix.
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1. Introduction

The Indian retail sector is predominantly unorganized. However, organized re-
tail units are fast emerging and becoming the preferred choice of consumers, es-
pecially in urban areas. The organized retail sector implies presence of large re-
tailers, greater enforcement of taxation mechanisms and better labour law mon-
itoring system. Organised retailing of fresh produce in India took off in the post
liberalization era. Due to change in consumer demographics, the increase in
families’ income, urbanization, awareness and access of internet media has in-
fluenced the consumer behaviour to choose products from modern retail outlets
[1]. The success of organized retail format, any format for that matter, signifi-
cantly depends on consumers’ patronage. Having in-depth knowledge about
consumers’ preferences and perceptions allows retailers to design their product
and service offerings more appealing to the target segments. Consumers’ percep-
tion of product or service quality is influenced by the intrinsic attributes of the
offering as well as by the extrinsic indicators and cues provided by the seller.

Though the share of fresh produce sold organized retail stores in India is quite
marginal, as low as 12% [2], it is expected to swell up vigorously. The corporate
giants like Reliance, Tatas, Birlas, Mahindra and Mahindra, Bharti, Future
Group, RPG, Rahejas, ITC, Pepsi Co and the like had already established a
traceable presence in modern retail sector. Grocery and food products account
for about 65% of overall share in organized retail format. The US-based retail
giant Walmart focuses on its fresh food business in India. Though the contribu-
tion from fresh fruits and vegetables is very low, the food accounts for 60% of
Walmart India’s overall business in the country [3]. The retail market size grew
from USD 490 billion in 2013 to about USD 792 billion in 2018, and was ex-
pected to reach about USD 1150 billion by 2021 [2] [4].

In recent decades, there has been extensive research carried out aiming at un-
derstanding consumer attitudes, perceptions and preference with respect to
purchase of grocery and food products. It is imperative for marketers to gain
understanding of how consumers think, feel and act in buying situations in or-
der to offer right value to the customers. They need to adopt a holistic marketing
orientation, thereby gaining a 360-degree view of not only their present day
lives, but also the changes that occur during their life time. Age, gender, educa-
tion and income are some of the prominent demographic factors employed in
domestic and international segmentation. It is well established that the types of
goods and services sought by individuals change as they age and pass through
the various life cycle stages [5]. There is a need to find out the difference in retail
purchase behaviour of people with different demographics and geographic loca-
tions, which particularly are important in the case of food and grocery segment.
Caroline B. Webber [6] examined how low-income adults considered purchase
of fresh produce for the family and found that there were concerned related
certain areas such as store venue, internal store environment, product quality,

product price and relationships with the stores.
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2. Review of Literature

Massaglia et al. [7] studied Italian consumer preferences while buying fruit and
vegetable considering the socio-demographic variables of individuals and found
that consumers value the factors such as origin, seasonality and freshness while
no importance was given to organic certification, variety and brand. Chakravar-
thi Koundinya [8] found that gender, educational qualifications, and income
significantly influenced the actual online train ticket booking behavior; whereas,
age and profession were found to be insignificant. Ragavan [9] found many fac-
tors that influence consumers’ preference to vegetables from modern retail out-
lets such as regular product availability and range, quality, price, weighing, bill-
ing and accessibility in the order of importance. Hugar & Vijay Kumar [10]
found that factors such as gender and consumers’ education level have great
impact on quantity and frequency of purchase. Sanjaya et al. [11] have observed
the purchasing behavior for branded fine rice and found that the quality and
image of the brand were significant factors for favoring it, and also claimed price
was not the most significant factor for the well-off people. Manivannan and
Raghunanthan [12] have done the researches on demographic factors affecting
consumer behaviour in connection with departmental store buying. Aradhey
[13] argued that though young professionals and families with dual incomes
prefer to make monthly purchases from modern retail stores, they buy daily
fresh food from convenience stores primarily for convenience and perceived
freshness. Dhruv Grewal et al [14] emphasized customer shopping experience to
ensure survival in today’s economic climate and competitive retail environment.
It represents a strategy that results in a win-win value exchange between the re-
tailer and its customers. Chandan A. Chavadi and Shilpa S. Kokatnur [15]
emphasised that promotions are to be implemented aggressively in order to in-
crease sales.

Okey Peter Onyia and Stephen K Tagg [16] studied the influence of demo-
graphic factors such as age, gender, level of education, marital status, employ-
ment status, income level and area of residence on retail banking customers’ be-
haviour toward Internet Banking (IB) adoption in Nigeria and found that that
gender, level of education, and employment status are the major influencers.
Shailesh K. Kaushal and Sanjay Medhavi [17] purported that quality, time saving
and price are the most important factors while buying high value products at
shopping malls.

Sandrine Macé [18] investigated the impact of psychological pricing and
found that the effects are largely context dependent. Cele C. Otnes ef al [19]
emphasized the need for customer and employee interaction as the key atmos-
pheric element of Customer Experience Management (CEM) that can shape
customer satisfaction in the retail setting. Manju Malik [20] studied the con-
sumer perception of service quality of organised retail stores with specific refer-
ence to product mix, price mix, physical evidence mix, promotion mix, people

mix and after sales services, and found significant difference between perception
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and satisfaction levels of respondents, grouped by age and annual income.

Hashim, Afizah, Erlane K Ghani, Jamaliah [21] found that gender, income
and age have significant impact on online shopping while marital status has less
significant impact. Prasad and Sarma (2016) found that demographics did not
impact online channel usage for food and grocery purchases. Nayyar and Gupta
(2015) found gender has significant impact on online purchase. DVR Subra-
manya Sastry and B Madhusudhana Rao (2017) found that there is no difference
between consumers’ income, gender and their preference for online security and
pay on delivery while buying merchandise online. Krishnamurti, S., & Gupta, B.
[22] analysed the impact of gender and marital status on consumer buying pat-
tern of grocery. They found significant difference on both the parameters stu-
died. Earlier studies on grocery shopping threw light on role of women in gro-
cery shopping, their impulsiveness, tendency to stock food items, preference to
buy discounted items, more information seeking from sales persons, consider
shopping more as a social and leisure activity. Studies show that women tend to
be more emotional while making buying decisions. Bagla Ramesh Kumar and
Khan Jasmine [23] found significant difference between gender of consumer,
and mode of ordering food online and dining preferences. Significant difference
also found between age and level of satisfaction of customer ordering food on-
line, while age has shown no difference with respect to price, feedback and time-
ly delivery of food. Nithila Vincent [24] contend that there exist significant dif-
ferences between shopping styles of males and females; males tend to be high on
brand consciousness and loyal, and low on hedonic/recreational shopping beha-
vior, while women tend to be low on brand consciousness and loyalty, but high
on hedonic and recreational behavior. However, there is no difference across
gender on perfectionist consumer novelty and consciousness, price sensitivity,
impulsive nature and confused by over choice.

Garg, Ajay K.; Atwaru, Yakeen M. [25] examined the interplay between de-
mographic attributes of consumers, shopping mall attributes and respondent va-
riables such as frequency of visit, time spent, and the money spent during shop-
ping and the findings revealed that most of the demographic variables had a sta-
tistically significant relationship with frequency of visit and money spent at the
mall, while time spent was positively related to gender and marital status. Gend-
er, age, educational level, and dwelling distance were the differentiating demo-
graphic factors towards hedonic mall factors (convenience and variety). Surajit
Ghost Dastidar and Biplab Datta [26] studied the influence of the consumer's
demographics on their exploratory tendencies and found that males are more
risk taking and innovative than females and younger consumers are more prone
to indulge in interpersonal communication about purchases.

Krishna C. V. [27] found significant association between demographic
attributes of consumers such as occupation and social class have significant im-
pact on their perception towards private label apparel. Income is a vital differen-
tiator when it comes to buying expensive, status-enhancing items such as

household appliances, consumer electronics, and luxury products. Hairong Li,
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Cheng Kuo, Maratha G. Rusell [28] found that education, convenience orienta-
tion, experience orientation, channel knowledge, perceived distribution utility,
and perceived accessibility are robust predictors of online buying status. The ef-
fect of gender is among the most robust findings in the literature in compre-
hending consumer behavior. The main differences can be found in terms of
shopping patterns, information processing, judgment, responses to advertising,
and the products they tend to buy. Vincenzo Basile [29] found that consumers
buy canned food products mostly in the supermarkets while fresh products, such
as meat, fish, bread and fruit are purchased in convenience stores. Norazah [30]
highlights that customers are willing to buy leafy vegetables those are not harm-
ful to the environment. Leafy vegetable suppliers/sellers who communicate with
their customers normally attempt to persuade the customers’ behaviour and
consistently remind their customers about the key elements of its service offer-
ing. Communication is essential because it enables the business to determine the
success or failure of marketing leafy vegetables in South Africa [31]. Eva
Nkgome Mahlangu; Khathutshelo Mercy Makhitha [32] found that consumers
buy merchandise at some branded supermarkets for gratification, value for
money, good service, product quality, social engagement and brand hunting, and
these preferences are affected by shoppers’ gender, age groups and monthly in-

come.

3. Research Design

There has been ample literature available on consumer motivations, expectations
and shopping orientations in the Indian context; however there is a need for
studying the buyers’ experience while buying essentials like fresh produce in the
urban areas where organized retail entities are rapidly emerging. The present re-
search investigated the consumers’ perceptions regarding fresh produce pur-
chased in organized retail stores in Bangalore, India, using convenience and
shop intercept methods. Data were collected using structured questionnaire
from consumers (N = 500) in the 7 P’s framework, consisting 7 elements of
services marketing mix. Consumer perception regarding factors such as product
attributes, price, promotion, people, process and physical evidence (total 42
items), and the perception regarding ethical practices (4 items) was captured
along with respondents’ demographic data. The respondents for the study were
picked using customer intercept method. The consumers who visited select
modern retail outlets across prominent locations in Bangalore city for purchase
of fresh produce were approached by the researchers for survey. The framework
of analysis will be two-fold; one, the impact of demographic attributes such as
age, gender, income, education and marital status has been assessed on select
attributes of purchase behavior such as purchase value and preference to visit
organized retail stores applying pearson chi-square test; and two, the association
between consumers’ demographic attributes, and satisfaction pertaining to or-

ganized retailing of fresh produce in 7 P’s framework has been assessed using
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ANOVA test.

Specific research questions the researchers sought to address:

* What is the consumers’ perception regarding fresh produce available in or-
ganized retail outlets?

* Do the consumers differ in buying pattern of buying fresh produce by demo-
graphics?

* Do the consumers differ in their perception while buying fresh produce in
organized outlets by demographics?

* Do the consumers differ in their perception regarding ethical practices
adopted by organized retailers by demographics?

» If there are differences in consumers, what are the implications of the same
for marketers?

To find answers for the research questions, the research objectives formulated
as shown below:

* To study the consumers’ perception regarding fresh produce in organized
retail stores.

* To study the level of association between consumers’ gender, age, education,
occupation and marital status on their on the purchase value and preference
to buy fresh produce in organized retail stores.

* To study the level of association between consumers’ gender, age, education,
occupation and marital status on their perception.

* To draw suitable inferences and implications for marketers, and offer con-

structive suggestions.

4. Empirical Framework (Figure 1)

Analysis of consumer satisfaction towards
organized retailing of fresh produce-using mean score
Independent variables | Dependent variables
e Gender towards select attributes in organized
e Age retailing in 7 Ps framework
e Marital status
e FEducation Tools of 1. Prf)duct.mix 6 'items
e Occupation besles 2. Price mix . 5 items
e Income group bt s 3. Placementmix 4 items
ANOVA / 4 Promotion mix 8 items
Tools of : :
. 5. People mix 4 items
analysis: 6. Process mix 5 items
- 7. Physical evidence 10 items
Chi-square
and
v 8. Perception towards
= ethical issues in
Dependent variables organized
retailing - 4 items
Purchase value 9. Overall perception towards
Preference to visit organized organized retailing- Covers
retail stores all the above

Figure 1. Variables studied in the research and framework of analysis. Source: Compiled
by the researcher.
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5. Results
5.1. Respondents’ Demographics

Majority of the respondents (77 percent) are females, nearly half of the respon-
dents are in the age group of 31 years to 45 years, 40 percent of them buy prod-
ucts worth Rs 100 - 200 each time, followed by 25 percent buying between Rs
200 - 300 worth of products, about 42 percent prefer to buy products from orga-
nized outlets, which 34 percent do not prefer, while 21 percent remain neutral.
Nearly half of the respondents are graduates, followed by 40 percent who studied
up to Inter/PU/Diploma and the rest are Postgraduates and others. Occupa-
tion-wise, majority are employees (45 percent) followed by homemakers (30
percent). About 40 percent of respondents earn between Rs 20,000 to Rs 50,000
per month and 33 percent get less than 20,000 per month (Table 1).

5.2. Respondents Perception Regarding Purchase of Fresh
Produce in Organised Retail Outlets

Respondents’ perception towards various attributes in organized retailing of
fresh produce was studied and analysed in 7 Ps framework of service marketing
mix (Table 2).

Among the product attributes, availability of seasonal fresh produce was per-
ceived best with 3.52 mean score, whereas availability of fresh produce during
festivals and special occasions was perceived low at 3.28. Price discounts do not
seem to be very appealing; however, the consumers perceive high level of trans-
parency in pricing. Out of 5 elements studied under placement mix, timings or
working hours of organized retail stores was found to be most satisfactory with a
mean score of 3.94 on a scale of 4. Among the promotional offers, lucky draws
appear to be least appealing while redemption of coupons or payback points is
perceived to be very effective. People employed in large retail stores are per-
ceived to knowledgeable about product, price and the like, but do not seem to
proactive in helping out the customers. Check-in and check-out process is con-
sidered to be less consumer friendly, while parking is a big issue when it comes
to physical evidence. Organised retailers scored low on perceived environment
friendly practices but the score was high on refraining from engaging child
labour.

Table 3 provides summery of Chi-square test conducted to find the level of
association between consumers’ demographics and a) their buying pattern, and
b) their preference to buy fresh produce from organized retail stores. The data
showed presence of significant difference among the consumers based respon-
dents’ demographics with respect to buying at 5% significance level. Purchase
value of the produce during each visit is influenced by gender, age, marital sta-
tus, education, occupation and income at 99% confidence level (p = 0.000).
Consumers’ preference to buy fresh produce from organized retail stores is
found to be affected by age, marital status, education, occupation and income,
but gender has no significant association (Table 4, Table 5, Tables A1-A6).
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Table 1. Demographic characteristics of participants (N = 500).

Demographic distribution of respondents N %
Gender
Female 384 76.8%
Male 116 23.2%
Age
Up to 30 yrs 132 26.4%
31-45yrs 240 48.0%
45 - 60 yrs 128 25.6%

Marital status

Unmarried 94 18.8%
Married 362 72.4%
Single 44 8.8%
Education
Up to Inter/PU/Diploma 86 17.2%
Graduate 262 52.4%
Postgraduate 124 24.8%
Others 28 5.6%
Occupation
Business 98 19.6%
Employee 222 44.4%
Student 30 6.0%
Home maker 150 30.0%

Income Per Month

Up to Rs 20,000 166 33.2%
Rs 20,000 - Rs 30,000 100 20.0%
Rs 30,000 - Rs 50,000 102 20.4%

>Rs 50,000 132 26.4%

Table 4 provides the summery of Anova test conducted to find the level of
association between respondents” demographics and their perception regarding
services marketing mix consisting 42 items, clustered into 7 dimensions and
perceived ethical practices consisting 4 items. The items that show significant

association between the select variables are shown in the table.

6. Role of Demographics on Consumer
Perception-Discussion

As portrayed in Table 3, ANOVA summary shows significant association be-

tween:
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Table 2. Consumer satisfaction towards services marketing mix in organized retail stores.

Product attributes Mean Std. Dev.
Product quality and grading 3.39 1.07
Product variety 3.49 0.89
Product range 3.46 1.01
Freshness 3.41 1.04
Availability of seasonal fresh produce 3.52 1.00
Availability of fresh produce during festivals and special occasions 3.28 1.08

Price attributes

Prices of FFV's 3.26 1.15
Convenience of payment through vouchers 3.64 1.01
Convenience of payment through cards 4.01 0.90
Discounts 2.95 0.99
Transparency (price tag and accuracy) in pricing 3.94 0.79

Placement attributes

Easy access to retail store 3.62 1.09
Store location in prime areas of city 3.77 1.21
Distance from home/place of work 3.66 1.07
Timings/working hours of retail Outlets 3.94 0.87
Procurement efficiencies of large retail stores (Perception) 3.84 0.82

Promotion attributes

Awareness of offers and discounts 3.50 0.89
Audibility/visibility of offers 3.49 1.05
Redemption of coupons/payback points 3.71 1.09
Special day low price offers (like Tuesday in more stores) 3.53 0.99
Everyday low price offers 2.90 1.09
Lucky draws 2.56 1.13
Loyalty card promotion 3.46 1.30
Effectiveness of advertisements across the media 3.35 1.08

People attributes

Proactive approach of sales persons at large retail stores 3.17 0.88
Politeness and courtesy of staff towards customers 3.28 0.89
Communication skill of retail sales staff 3.57 0.84
Knowledge of product, price etc. 3.65 0.92

Process attributes

Check in and check-out procedure 3.25 1.22
Billing process 3.29 1.15
Issuing loyalty cards/ coupons etc., 3.43 1.02
Bill accuracy 3.31 1.13
Grievance handling procedure 3.32 1.08
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Continued
Physical evidence attributes
Machines and equipment 3.92 1.01
Interiors and Exteriors 3.88 0.97
Shelves and arrangement of merchandise 3.92 1.06
Store space 3.63 1.14
Parking area 3.29 1.15
Trolleys/baskets/bags 3.95 1.12
Brochures/pamphlets/promotional material 3.48 1.21
Store ambience 3.61 1.15
Eat out/sit out (wherever available) 3.31 0.99
Cleanliness and hygiene in the store 3.63 0.96
Ethical practices
Sale of high quality goods 3.30 0.98
Following environment friendly practices 2.97 0.96
Protection of larger interests of customers 3.26 0.89
Refraining from engaging child labour 3.76 1.16

Table 3. Role of demographics on buying pattern of customers.

Pearson chi square values

Gender Age Marital status ~ Education Occupation — Income
Purch | 60.92* 25.01* 85.75* 74.46* 121.86* 110.22*
urchase value
v (0.000)**  (0.000%*)  (0.000**) (0.000%)  (0.000*)  (0.000**)
4.36% 16.74* 10.14* 31.48* 29.86* 33.57*
Preference
(0.113*)  (0.002**)  (0.038**) (0.000%)  (0.000**)  (0.000**)

*F value of Pearson chi-square test 5% sig. **Level of significance.

Gender and perception-Women were found to be the most satisfied clout
compared to male and shows that women are more discerning while buying
fresh produce for the home. Female buyers pay more attention to attributes
such as layout (e.g., cleaning spaces) and store atmosphere compared to male
consumers; ¢ the store location, the payment at cash desk, the assortment, the
sales staff empathy and the value for money represent yet strategic levers for
retailer for creating customer’s value [28].

Age and perception-younger consumers being more satisfied with respect
to product and price attributes, customers aged between 31 - 45 years are
more satisfied as to aspects of physical evidence; whereas those over 45
years of age are more content with ethical practices. However, there is no
significant association between age and overall perception towards orga-
nized retailing.

Marital status and perception-the respondents who are single in status
found the services of organized retail outlets more satisfactory than those
who are living with spouse across all the parameters chosen for the study ex-

cept price mix.
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Table 4. Role of Demographics on consumer perception- Summary of Anova tests.

Attribute

price
promotion
process
Physical evidence

Ethical practices

Overall marketing mix of

organized retailer

Sig.val Who is happier Reference
Demographic factor - Gender

0.00 Women
0.01 women
0.03 Women Please refer
0.00 Women Table Al
0.00 women
0.00 Women

Demographic factor - Age group

Product
Price
Physical evidence

Ethical practices

Products
Place
Promotion
Process
Physical evidence

Ethical practices

Overall marketing mix of

organized retailer

Products
Price
Place
Promotion
People
Process
Physical evidence

Ethical practices

0.01 <30
0.03 <30 Please refer
0.00 31-45yrs Table A2
0.05 45 - 60

Demographic factor - Marital status
0.00 Single
0.00 Single
0.01 Single
0.00 Single Please refer
0.00 Single Table A3
0.00 Single
0.00 Single

Demographic factor - Education

Product
Price
Promotion
Process

Physical evidence

Overall marketing mix of

organized retailer

0.00 Others
0.00 Others
0.01 Degree
0.00 Up to Inter Please refer
0.00 Up to Inter Table A4
0.00 Degree
0.00 PG
0.00 PG
Demographic factor - Occupation
0.00 Student and Employee
0.00 Employee
0.00 Student Please refer
0.03 Homemaker Table A5
0.01 Homemaker
0.03 Employee

Demographic factor -Monthly Income

Product
Price
Place

Promotion

Overall marketing mix of

organized retailer

0.00 >50 K

0.00 >50 k

0.01 >50 k Please refer
0.03 30-50k Table A6
0.00 30-50k
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* Education and perception-The study found that the customers with differ-
ent education levels are happy with some or other aspect of fresh produce
vending by organized retailers. The customers studied up to Inter/PUC/
Diploma are more satisfied with respect to promotion and people mix;
process mix is more appealing to the graduates, while the post graduates are
more content with physical evidence mix and ethical practices, however
“others” who largely have professional qualification felt that the product and
price mix more appealing. However, no significant association was found
between education and overall perception towards organized retailing.

* Occupation and perception-Student and employee respondents are more
satisfied over the rest of the strata of the study with respect to product mix.
While the employees are more contented towards price and overall organized
retail mix, the promotional mix seems to appeal the students segment more.
The homemakers are more excited with the process mix as well as physical
evidence mix.

* Income and perception-Significant revelation of the study is the elite class
are more satisfied with organized retailers’ product mix, price mix as well as
place mix, and even the promotion mix and overall organized retail mix are

causing more satisfaction to relatively higher-income category.

7. Reliability Test

To test the reliability of data, Chronbach alpha test is done (Table 5).

8. Implications of Study

This study will guide the organized retail sector to identify specific attributes in-
fluencing consumer satisfaction while buying fresh produce. The results prompt
the category managers handling fresh produce to chalk out strategies to attract
consumers from diverse demographic strata and provide matchless experience
on a continuing basis. Demographic dimensions analysed in the study help the
retailers to understand the dynamics and evolve sketch to reach out to the every
needy and lucrative segment in the most effective manner.

Few suggestions are provided in the light of the study for more rewarding and

enduring relationship between the retailers and the consumers. Better store

Table 5. Cronbach’s alpha scores.

Attributes Cronbach’s Alpha

Product attributes-6 items 0.82
Pricing attributes-5 items 0.78
Placement attributes-5 items 0.71
Promotion attributes-8 items 0.76
People attributes-4 items 0.73
Process attributes-5 items 0.76
Physical evidence attributes-10 items 0.85
Perception towards Ethical practices-4 items 0.75
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management practices, and training and sensitisation of employees in the mod-
ern formats could further raise the footprints and build loyal customer base.
Deeper penetration in a city like Bangalore makes distribution system more effi-
cient. To serve the consumers better, the organized retailers should constantly
strive to understand the needs of the consumers, provide good quality products
at reasonable prices with good purchase experience. Grievance red dressal me-
chanisms in most of the organized retail stores need to be revamped to make the
process more consumers friendly. More proactive customer relationship man-
agement practices do help in this regard. There needs to be more transparency
and customer education regarding redemption of coupons, reward points on
loyalty cards and terms of offers. Large players should explore all possible means
to develop and make use of alternative sources of energy as growth in fresh pro-
duce availability should not lead to the deepened energy crisis. Reliability of the
sales staff, attributable to the empathy of these subjects, can significantly influ-
ence the customer’s perception and the quality of the service provided. Grocery
buying is one of the fundamental buying patterns of consumers and hence calls
for increased emphasis by the marketers to understand the interplay between

demographics of consumers and their buying patterns.

9, Limitations and Directions for Future Research

In view of the dynamic nature of organized retailing, especially when it is rapidly
evolving in countries like India, and limited sample size and geographical loca-
tion, generalization of findings is to be done with caution. The consumers who
do not buy fresh produce from organized retail stores may have different
perceptions. The limitations can be addressed in future by conducting more stu-

dies in other areas where the trend is picking up.
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Annexure

Table Al. Gender vs. attributes of organized retailing.

Attributes Gender N Mean  Std. Dev. F-Value Sig.
Female 384 3.46 0.71

Product mix Male 116 3.32 0.82 3.14 0.08
Total 500 3.42 0.74
Female 384 3.61 0.52

Price mix Male 116 3.38 0.79 14.16 0.00*
Total 500 3.56 0.60
Female 384 3.79 0.63

Placement mix Male 116 3.67 0.64 3.33 0.07
Total 500 3.76 0.63
Female 384 3.35 0.61

Promotion mix Male 116 3.18 0.79 6.18 0.01*
Total 500 3.31 0.66
Female 380 3.43 0.59

People mix Male 116 3.38 0.68 0.58 0.45
Total 496 3.42 0.61
Female 384 3.36 0.78

Process mix Male 112 3.18 0.84 4.88 0.03*
Total 496 3.32 0.80
Female 384 3.73 0.64

Physical evidence mix Male 116 3.42 0.84 18.91 0.00*
Total 500 3.66 0.70
Female 382 3.39 0.65

Ethical practices Male 116 3.09 0.71 17.79 0.00*
Total 498 3.32 0.67
Female 384 3.53 0.36
Male 116 3.33 0.49

Overall Marketing

Mix - Organized Retail Total 500 3.48 0.41 22.31 0.00*
Male 112 3.28 0.67
Total 496 3.38 0.52

*Significant at 0.05 level; Source: Primary data.
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Table A2. Age group vs. attributes of organized retailing.

Attributes Age Group N Mean Std. Dev. F- Value  Sig.
Up to 30 Yrs 132 3.60 0.71
31-45yrs 240 3.38 0.75
Products mix 5.28 0.01*
45-60 Yrs 128 3.33 0.73
Total 500 3.42 0.74
Up to 30 Yrs 132 3.67 0.56
31-45yrs 240 3.50 0.56
Price mix 3.39 0.03*
45-60 Yrs 128 3.56 0.70
Total 500 3.56 0.60
Up to 30 Yrs 132 3.76 0.60
31-45yrs 240 3.76 0.65
Placement mix 0.00 1.00
45 - 60 Yrs 128 3.77 0.64
Total 500 3.76 0.63
Up to 30 Yrs 132 3.22 0.68
31-45yrs 240 3.35 0.61
Promotion mix 1.79 0.17
45 -60 Yrs 128 3.34 0.71
Total 500 3.31 0.66
Up to 30 Yrs 132 3.41 0.59
31-45yrs 236 3.44 0.62
People mix 0.38 0.68
45 -60 Yrs 128 3.38 0.61
Total 496 3.42 0.61
Up to 30 Yrs 128 3.36 0.73
31 -45yrs 240 3.34 0.76
Process mix 0.77 0.46
45 -60 Yrs 128 3.25 0.93
Total 496 3.32 0.80
Up to 30 Yrs 132 3.51 0.72
31-45yrs 240 3.76 0.71
Physical evidence mix 5.59 0.00%
45-60 Yrs 128 3.62 0.64
Total 500 3.66 0.70
Up to 30 Yrs 132 3.21 0.60
31-45yrs 238 3.34 0.70
Ethical practices 3.01 0.05*
45 - 60 Yrs 128 3.41 0.70
Total 498 3.32 0.67
Up to 30 Yrs 132 3.46 0.37
Overall Marketing Mix - 31-45yrs 240 3.51 0.40 0.62 0.54
Organized Retailer 45- 60 Yrs 128 3.47 0.45 '
Total 500 3.48 0.41

*Significant at 0.05 level; Source: Primary data.
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Table A3. Marital status vs. attributes of organized retailing.

Attributes Marital Status N Mean Std. Dev. F-Value Sig.
Unmarried 94 3.38 0.76
Married 362 3.39 0.76
Products 7.31 0.00%
Single 44 3.83 0.38
Total 500 3.42 0.74
Unmarried 94 3.51 0.68
Married 362 3.55 0.60
Price 1.54 0.22
Single 44 3.70 0.41
Total 500 3.56 0.60
Unmarried 94 3.80 0.56
Married 362 3.71 0.65
Placement 9.61 0.00*
Single 44 4.14 0.50
Total 500 3.76 0.63
Unmarried 94 3.26 0.58
Married 362 3.29 0.68
Promotion 5.27 0.01*
Single 44 3.61 0.51
Total 500 3.31 0.66
Unmarried 94 341 0.48
Married 358 341 0.66
People 0.25 0.78
Single 44 3.48 0.32
Total 496 3.42 0.61
Unmarried 94 3.38 0.64
Married 358 3.23 0.81
Process 16.65 0.00*
Single 44 3.94 0.69
Total 496 3.32 0.80
Unmarried 94 3.57 0.55
Married 362 3.64 0.75
Physical evidence 7.46 0.00*
Single 44 4.04 0.37
Total 500 3.66 0.70
Unmarried 94 3.31 0.58
Married 360 3.28 0.71
Ethical practices 7.18 0.00*
Single 44 3.68 0.43
Total 498 3.32 0.67
Overall Marketing Mix- Unmarried 94 3.46 0.37 418.08 0.00*

*Significant at 0.05 level; Source: Primary data.
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Table A4. Education vs. attributes of organized retailing.

Attributes Education N Mean Iitei F-Value Sig.
Up to Inter/PU/Diploma 86 3.05 0.63
PG 124 3.39 0.85
Products Degree 262 3.54 0.69 10.59 0.00*
Others 28 3.61 0.66
Total 500 3.42 0.74
Up to Inter/PU/Diploma 86 3.27 0.48
PG 124 3.50 0.78
Price Degree 262 3.63 0.51 13.08 0.00*
Others 28 3.95 0.44
Total 500 3.56 0.60
Up to Inter/PU/Diploma 86 3.61 0.46
PG 124 3.80 0.68
Placement Degree 262 3.82 0.64 3.71 0.01*
Others 28 3.54 0.71
Total 500 3.76 0.63
Up to Inter/PU/Diploma 86 3.48 0.34
PG 124 3.37 0.85
Promotion Degree 262 3.27 0.60 6.13 0.00*
Others 28 2.93 0.77
Total 500 3.31 0.66
Up to Inter/PU/Diploma 86 3.59 0.38
PG 124 3.39 0.70
People Degree 260 3.41 0.58 6.19 0.00*
Others 26 3.02 0.82
Total 496 3.42 0.61
Up to Inter/PU/Diploma 86 3.27 0.55
PG 124 3.38 0.67
Process Degree 258 3.37 0.89 5.81 0.00*
Others 28 2.74 0.83
Total 496 3.32 0.80
Up to Inter/PU/Diploma 86 3.79 0.29
PG 124 3.81 0.50
Physical evidence Degree 262 3.56 0.84 5.07 0.00*
Others 28 3.50 0.80
Total 500 3.66 0.70
Up to Inter/PU/Diploma 86 3.33 0.40
PG 124 3.53 0.64
Ethical practices Degree 260 321 0.70 6.42 0.00%
Others 28 3.34 1.01
Total 498 3.32 0.67
Up to Inter/PU/Diploma 86 3.46 0.23
Overall Marketing PG 124 3.54 0.49
Mix-Organized Degree 262 3.48 0.40 2.42 0.07
Retailer Others 28 3.33 0.42
Total 500 3.48 0.41

*Significant at 0.05 level; Source: Primary data.
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Table A5. Occupation vs. attributes of organized retailing.

Attributes Occupation N Mean Std. Dev. F-Value  Sig.
Business/profession 98 3.43 0.80
Employee 222 3.56 0.66
Products Homemaker 150 3.19 0.75 8.02 0.00%
Student 30 3.57 0.82
Total 500 3.42 0.74
Business/profession 98 3.37 0.73
Employee 222 3.73 0.56
Price Homemaker 150 3.43 0.51 12.47 0.00%
Student 30 3.56 0.52
Total 500 3.56 0.60
Business/ profession 98 3.82 0.58
Employee 222 3.72 0.67
Placement Homemaker 150 3.74 0.59 1.70 0.17
Student 30 3.97 0.63
Total 500 3.76 0.63
Business/profession 98 3.14 0.62
Employee 222 3.29 0.78
Promotion Homemaker 150 3.41 0.43 5.32 0.00*
Student 30 3.58 0.52
Total 500 3.31 0.66
Business/profession 96 3.33 0.49
Employee 220 3.42 0.73
People Homemaker 150 3.47 0.47 1.00 0.39
Student 30 3.37 0.55
Total 496 3.42 0.61
Business/profession 98 3.33 0.80
Employee 218 3.21 0.89
Process Homemaker 150 3.46 0.62 2.92 0.03*
Student 30 3.37 0.81
Total 496 3.32 0.80
Business/profession 98 3.47 0.90
Employee 222 3.66 0.80
Physical evidence Homemaker 150 3.78 0.35 4.10 0.01*
Student 30 3.68 0.33
Total 500 3.66 0.70
Business/profession 98 3.22 0.61
Employee 220 3.33 0.82
Ethical practices Homemaker 150 3.34 0.45 1.35 0.26
Student 30 3.48 0.63
Total 498 3.32 0.67
Business/profession 98 3.38 0.39
Overall Market Employee 222 3.50 0.47
Mix-Organized Homemaker 150 3.50 0.29 3.00 0.03*
Retailer Student 30 3.59 0.36
Total 500 3.48 0.41

*Significant at 0.05 level; Source: Primary data.
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Table A6. Income vs. attributes of organized retailing.

Attributes Income N Mean  Std. Dev. F-Value Sig.
Up toRs. 20 k 166 3.26 0.79
Rs.20k-3K 100 3.41 0.71
Products Rs.30-50K 102 3.53 0.77 5.15 0.00*
Rs. > 50K 132 3.56 0.63
Total 500 3.42 0.74
Up to Rs 20 k 166 3.46 0.68
Rs.20k-30K 100 3.37 0.55
Price Rs.30-50 K 102 3.58 0.52 12.89 0.00*
Rs. > 50 K 132 3.80 0.50
Total 500 3.56 0.60
UptoRs20k 166 3.64 0.53
Rs.20k-30K 100 3.76 0.68
Placement Rs. 30 -50 K 102 3.78 0.66 4.17 0.01*
Rs.>50 K 132 3.90 0.67
Total 500 3.76 0.63
Up toRs. 20 k 166 3.24 0.64
Rs.20k-30K 100 3.33 0.59
Promotion Rs.30-50 K 102 3.48 0.68 3.05 0.03*
Rs. > 50K 132 3.26 0.69
Total 500 3.31 0.66
Up to Rs. 20 k 166 3.35 0.51
Rs. 20k - 30 K 98 3.44 0.58
People Rs.30-50K 100 3.44 0.68 1.18 0.32
Rs.>50K 132 3.47 0.68
Total 496 3.42 0.61
Up toRs. 20 k 164 3.30 0.69
Rs. 20k - 30 K 98 3.27 0.81
Process Rs. 30 - 50 K 102 3.40 0.80 0.56 0.64
Rs. > 50 K 132 3.33 0.90
Total 496 3.32 0.80
Up to Rs. 20 k 166 3.57 0.58
Rs.20k-30K 100 3.71 0.72
Physical evidence Rs.30-50K 102 3.78 0.67 2.12 0.10
Rs.>50K 132 3.65 0.83
Total 500 3.66 0.70
Up to Rs. 20 k 166 3.26 0.55
Rs.20k-30K 98 3.33 0.54
Ethical practices Rs.30-50K 102 3.40 0.78 0.94 0.42
Rs. > 50K 132 3.33 0.80
Total 498 3.32 0.67
Up to Rs. 20 k 166 3.40 0.35
Rs.20k-30K 100 3.47 0.41
Overall Market
Mix-Organized Retailer Rs. 30 - 50 K 102 3.57 0.42 5.10 0.00%
Rs. >50 K 132 3.54 0.43
Total 500 3.48 0.41

*Significant at 0.05 level; Source: Primary data.
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