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ILc(ailing Across Goan Customers
l)cm0graphics

Ms. ( lharlnaihe D,souza
Rt-isarr Collegc. Navclirl. Salcete. Goa

\ lrr I r':rc(

PAR-l - llli Peet Reyiev,etl Re/irrcd rrtrtl Ii(it I t,.r,.,l tt,ttrtt,tl

()rganized retailing in Inclia u,hich cnrplovs 42 nrillion peoplc accounts 1br -5.1%oof the
i'r.t1'11 ntarket. With potential for gror,r,.tlt lnult\ contpanies uant to elttcr lhe retail birsiness but
tl:' tt' is a knorvledge gap of the consLlnrcr nrarkct. Rescarch is lintitcd in deternrirati.n ol'
]r"||ct"s paranleters in grocen shopping. l'o llll the liter:rrure gaps the present stucl' a1te,pts to
''rirzc the association bctu'eett sclected denroerapiric lirctors such as gc6dcr educatioral le'el
r'1 rtlonth[\'inconle on grocerv choice. A survev nrethod lhrrlr-rgh qrrcstiolpaire r,r,as usecl tcl

ii Ll i)l'irllarY itlforrnation lrorn 280 grocer\ shoppers. 'i'hc 
pLr;pgse of this stucl' is to cx;urine

L()l)stllllcl's demographics to\\'ards grocer\ itenrs rn organizcd/unorgapizccl retail
ri\ rr()r)rrrcrlt- :ttlci to find out if there is a significant diff'erence betu,een the gepder and the
rrll(rrllLt'preIcrence. educational level and brand knou'lc'dge ancl bretrveen nronthl', income of the

r-'\l)(rndeltts and the grocery/ brand.

Kel'u'ords: grocerv. der-nographics. retailing. gencler. ed1rcational leyel.
I ntroduction

India's retail market is expected to increase b1, 60 per cent and has irnmense potential as
India has the second largest popuiation with midcile class. rapid urbanisation and ne1,n,grouth of
internet. [1]. Brick-and-morl.ar lailure in the.\\/est may nor be the irnmediate future ol-lndian
retaii [2]. Indian consumers have adopted new tcchnologies and so modified the demand
structure which is sl-iaped by factors such as noticcatrlc clcnrographics shift rn,ith rising income
mrddle class. emergence of e-commerce, prolil'cratiorr ol'internet connectivity, and digital media
dcrritlld' [31. I'he retail sector in India as thc lirrgcst scctors. brings about 8% employment and a
lrc\\ era of precision retailing. influencine lrotlr corrsrrrrrcrs and retailers significantlv [4]. In a
sttttir bY Nielscn 60 percent ol conslrrlt:r.s slritl rlrrl r r:r'()ucr,\' store is one that provides good
rlrlLre lbr money. [5]. Residents in rural :rr',.:llr rrlrt'rl 70 irbove depend more.on the local grocery
store atld for lransportation lor groccr-v slroppirrl,, lrrl Local rcsidents prefer small grocery stores
because thel'charge lo'ul'er prices firl lrrr:rit lirorl protltrcts. [7]. N4an1, people visrt a groccrv store
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l'( ){ nl()re attention since thc public is ntol.r, t:o

pru)tar], localions 1br food purchas es- haye no\\
lr{ rr;rltone(l betrveen the public ancl t[<.

rrccrrrccl aboLlt health. 
[ 9].Groc erv stores are mainl

nl)l)()r-(rntit_),. 
[ ] 0_l -5]. Grocerv stores cllll

;-trrrclrrcts so it is arr iippropri:ite place for markctinr
,llr(l lcun nteats. u,hich could irnprgr,c

plov,irlc hcalthl. loocjs. inclLrriinc liesh fi'uits. vegetable-s
( rlln)uc x ith rc_tail food sales even

hcalth. [10-l l].Traclitional lLrll -se r\ rce supermarkers
\\'orrcrr lbrnt tu.o tlrircls ol.s
I /1. ('onsLlnters

rocerv shoppers and thev like to s

thoLrgh consumer food nrarkct.\ iu.c

ltoP 1,11 I ricla_r s and rrr,eekencls.

chanring rapidlr I l6J

It oiltrcls- ancl the.rc

cost-saviltg ef-forts has increased. prrce drir e : tlre clroicc o1_ stores andrs a nse of Lrsing couporrs and bargai n shoppiitr i I ,\ I l)r.ir irlc label are takin
;lr rrrr-.r.casinq rnarkel since the

rhe

bLrl

o1'

;tO

rel

ro

ne.

ail

he

he

lnlportance of national brands is declirrrrr.s I 16. lgJ. Even tho
',lro1r1re r.s state tlral ther pref-er clualit.r, products thev do not bu,r hgsllhlirl irro1j11.1. 11g l1

o

ugh
l,t()\\t) Iil()cl ciclllancl is increasi ng [16. l8]. AIIowances and ior aJt-r carcls lrrt, rriso ir.r.r ll()rlanl [ ] 

(-'l I (r5'l,o ol- shol-lpcr.s usc sh oprprng lists. and their choices are olien nrutit, h_t' qtd-ol-lrislc,lr.,lrltrrs. ancl other store prontorrons 
[19 j. f hc Boston ('onsLrltinc (irrrLrlt estinrii tes thc size oI

,,rllrrrrsccl rctail ntarke 1 at

f i.1l. Inclia Itas one ol. rhe highest c1

Sl8 billion and expects tl lo grori rrinr. lintcr 1,, !.rr{,i l.,rlliolr irr lrt
i rrrlle ls ( l:1 shops per I 00() people) [22J

which helps to unclerstand h

'fhere 
are ofher ethnic factors apa

ensrlles of shops u ith :ir,tLrniil -{ ntii

rl f'rorn age and

liorr srnail r.ct:iil
iltcolnc

',rrrlrlcrr ancJ rernarkable change in tirc

ou' and w,ho bu),s groceries fi-1]
-ihcr-c 

lras bee n a
'l'h coretical perspective

lroccry ntarket in the last fir,e or.so \ car\ [2-i I

It's illportanl to urtricr.sluncl corrstrrrrcr. lrch

(l('n)ographic and psvchogrirplric r.lurrr

( ()iltl)t.tses ol' grocert, outlcts. (A Sir lr l< rrrnur) -l'he 
Indian retaii sccror has

avlour since ntore than hail.of thc rc

gro\\n clLrc 1o thc

tuil ntarkel

I lollon ( 1981). ntaintainecJ thrr( llrt .\ rrrt'llrc hcst ltasis

f 27f .'lhe contribution of. rjerno

lbr identilving markel [28]. Demographic

I-o

t::

uraplrir r ar.iahlt.s _,
l;rt'lols such as age. gendcr_. ntru.ilrr I s{irlrrs, irrcorttc" I'emale working status. education. occupalion;rrrtl Iirntilv size have grezlt rrrllrrt.rr
.rirrglc largest componcnt ol. (lrt.

( (' ()n lirl)ccr.y rctailing store fbrmat. [29-36). Rerailing is rhe
ltolcntial is irnntense ((itrr.trsrrir

:;(.1'\,t(.(':i ,scc{()1. in ternrs of contribution to GDP the growrh
rlt:tisiilr. are not or.rlv blrs,..tl ,,rr

rrr\ " r,l ;fi). /,cithaml (i9gg) sa),s that consumers, shopping
rilrrcation and lclcation o{. rt.:irtlt.rr

prrr t' I i7f. l)cnrographic characteristics s,rch as age, tncolne.t'r. rrlli:cl shopping behaviour [3g. 69. and 4g] Demographic''t'l]ntcltlatictn dirrides cusl( )ln(,r:. { r rr r k.rrrogr.u;lhics suclt as age. flamil), size. gender. famill, Iiler't'c lc. income. occr-rpltt ior r. t.r I r rt.; I I I

lloo(ls [40] Kunz ( I ()(r,q ] lr1 1i

lrulscs. grains, fi.esh liLrits irrrl r,r.y

t,llrs.t;rzt.tl 
t

r'llrIilr,:.1. pltcka

hat dilferent denrographic

ged food. personal products

d and grocery shopping i

variables inlluences

ncluded shopping fbr
and some householcl

I,cs

(lil ll().il9f.tioo

Ret,it:tr ctl /lt,/, r t ,.,1 ,t,r,l t ,t it / tstt,tl./o
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c()llstllllcl.s' Prt(rt)rrillrr' \\itlr lrilltt't lr-'\,.'ls ol'ctlr:cation [4ll. C'arpentcr it1(l \4911r-e (2006) stucliecl

dcl"ttogrltllltic t'lrl iltlllcs rrltr't't' r'r'rip()n(l{-'nts u,itlt higher incontes \\.; t'c 1t()t.e likell, to sSop in
specialtl, gr()ccr'\ storcs [.] ) |

Revieu' of [,itcr:rtrr re

Research hlts bcctt cltt'rictl oLrI or] household de mographic variables inflr:encing store

format choice behavior:r-l-11--+-5. ll. +71 [)erno,,raphic lactors such as age. gender. marital
status- income. lenlalc uot'liitts statLrs- cclucalior-t. occLlpatiorl and lantill,siz-e ha'e great

influence on grocer)i retailing sto[c lirrrnal [29.30" i2" 49. and 50]. Authors focussecl thcir
rcsearch studv on demographic artil socio econonriczil i,ariables [-51 - 53]. they being age. scicial

class- ilousing tYpe- level ol stuclics. gendcr. prof-ession and levcl oi'income the nrosl r,uiclcll

ttsed Krl'stallis and Ness (200'1) fbLnrd that qualitr.lreahhiness. tastiness. convenience behintl
the selecting qualitr' food [-!a]. Honrherg and Gierung (2001) studicd 15c impacr .l gcnclcr on

buring behal'iour u'hich has attracted rcsearch interesr [5-5.291. \trionten's pr-rrchasipg lrehari.irr
i- loLrtld to be inflLrettced br eraluation o1'pcrsonal interaction. \\ionren cclmpared to ,ren ucre
rrrrolrecl in pr-rrchasing l_:6]. J-he retail stnrcturc ol socielr has a uide varietl, o1-cler.nosraphic-

t irlltttitl- social. ecorlorltic- Iegai and technological facrors [-57]. Indir,iclual retail c5oiccs lirc
rrrllLrcttcccl br thcse factors in the retail strr-rcture. Keng et al.- (1984) compared co^surrers *,ho

'lrt,,Pllccl tltl thc basis of their denro-uraphic ancl socio-econonric characteristics. and grocer\
.lropPirt! habits and characteristics [-58]. Korgaonkar er al . (1985) researchecj derrographic
r ariables related to retail behar iour [59] I-oudon er al.. (1984) put lorrvard reaso,s lbr
enlplof ing demographics in consunre r bchaviour- slr-rclv t60] Baltas George and

Papastathopoulou (2003) examined relationship bclr,vccn consLlnrer profile and brand and store

choice behaviour in the Greek groccrl nrarkcl l6ll With globalisation tl.re geographic

segrnelttation is linked to other dillcrcnccs in socio ec1,,-r.,-I-)'c and demographic characteristics

reierred to as geodemographic's lir2 | I'lic gurclcnrographic segmentation combincs the

geographic segmenlation u,ith the clcrttogruplric setnrcntzrtion studies the target customers rvith
uhere they live [63]. Knox and Walkcr (l(X).1)corrllr-rrrccl the relationship between involvement
and brand loyalty in grocery markcls l6{J l'r'ssirrricr (l()80) said that demographic and lifestl,le
rariables define the individu,etl arrtl ltottsclroltl rrr't'tls l37l Tete (1961) found that one-storc
shoppers come lrom lou,-incorlc llrrnilit':i. lionr lt':.s llopulated areas and the head of tlie
household is a larmer by occupztliorr l.l.1l llorr:;t'lroltl tlcnrographic variables (Bar,va and Ghos6,

I99c): Leszczyc, Sinha. and 'l'inrnrr'r'nriuri. .1000) \\,('r'e related to the 'household shopping

behaviour [46].
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gender and the cuslonter prel.erence
ender and the customer prcl.crence 
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er preference
(,r.rrtlt.r

\ l.rls.

Icrrrrlr.
'l'otirl

I

.l(r

'ltt

/'.

.) 
-/

f., 4 5 Total
36 8 6 107
_)+

70

20 9 173

28 l5 280
25 r0 5 r00,s ()tu'('(a ; l)t.i ttttrt.t. / )t r/i r

Since the p-\'illuc rs o ()t iur,l rir(.sr,.lnrl,lcirrrt value tbr the aborre inlorntation is 0.1 I l9 riee orlr'lud. lhal thtt

L

4=,

tite responclents ancl hcncr' \\ (, r(.(.(,1)t Ilrt. l l 1 rrrrcl ignore tht:rble ue calt sce

fe cxts[ rr silrrillt;rrrt ilillt.rerrcc bctrveen

that l7o,i, <tl'llrr, rt..,Iorrtle nls ltar..c strong
olll ol' rrltitlr 1.r,,,, ;u r' nlitlc itncl (t-5

gender and the custontcr pre f.:rt.ncc o1_

e Null h,r,polhesis i.c. Ilo . In thc ahor e
custorrer preferencc, 1br. good qLlalil

respondents do not har,c lr ltr.e lt.rt.rrt.t.

st'(]cer\ prodLlcts

Ho- There is no significanl clilfb

",6arc I-cntale- Ancl onl-r -5lta ol.th Clol loocl qLlalil\, grocery Jlroducls. out of. the trtralt'r'spondeltts 33% of- thc rcsl_r<inricrrts ltrrr,c lrtrcccl to lhs 51s tcntents oLrt of uhrch l-1%r :rr.c ntaic.irltl 6691, are fentale's: l-i!1,; el. tltc lglll |csponcJcltls are neulral. l0% hare disagreed ancl onir
j"i have stronglv disagreed ro the staternent out of which 40ok are male and 600/o are fi:malcs

rence bet\\,een ed ucational Ievel and brand knouledscFIr- fhere is a significanr diflb rence bet\\,een edu calional Ievel ancl brand knou leclgeTable: 4.2- Educational and B rand kno\4,ledge

5burce: Prtntary Datct

Since the p-vaiue is 0'05 and the 
',lLrc obtai,ed ror the above inforrnation is 0.02i 1. so

il,..i,o..::.t;n:.a:lt:t 
is tto sigrrifica,t rlitlcrcrcc tr**,een educationar re'er and brandore we accept thc,iril rrr,P.thcsis uncr re.jcct rhe arternate h,r,pothesis. In thcabo'e table we can see thal ttltlst rl'tlr. r'csl.rrrrtlcrrrs ha'e acquired ciegree r.e.Sgyrof totalrespondentsand24ohhave 
clcat'ccl l-)rl'. l''1"'i, lurvc c'rclrrccr SSC and od1,4ohl1ar," u.,1ui.ed a postgraduate degree. Ouf of the totul l.L:sl)(ln(l(.lrls I-l,l.i, lurvc stror_rgl1, agreecl" 237r, Itirvc agreed.37%
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Ed ucational level I 2 3 4 5 TotalSCC
4 6 12 12 5 3912 l3 16 20 iI 8 68Degree
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I lr\ (' \[lonsll di.sagreed to the statentur{,r(. l(rrou,lecleeable about lhe grrrcc.rr lr Irrrtls r\ntong the degree holders l-l

ent lhat thev a
irl,r(.(.(J. .l-5,1,i, have agreed. l3oh arc r rct rlr I rl IJ",, Ilrr,- .lisuSrt,cJ anJ -{0, illr.r

Ot ro nave Str(rn!
llr;rlll r('_\' iu'c lllore kno\\,ledgeablc uhrtut tlrt,

strongl\, d isagret
llo llrt'r.c is rro r.e Iatiorr:irip 1r1,11i1...11

htrnils ol grocen, prod Lrcts

l,t;rrril nronlhl\,inconte of lhe respondents and tlle grocer
I l, I'here ii

r,r,rr,r:- 
; a relationship hct*'cc, rronthr'inconre of rhe respondents and the groccr.

Table: 4.3_Monthlv incom e ancl (irocen brand

\ttItt L( Prtntur)'do/cr
Sirrcc thc p_r,alue 0.05 and the r,aiue lbr tlie abor,e infbrr.narron is lbund to bcclrrclc thal there is no significanr rcla tron belw.een ntonthl_\ incorne ancl
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