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ABSTRACT

Retail traders gaining popularity very quickly, people engaged in this sector should Pay special attention to the
sector. The retail traders has emerged as one of the most dynamic and fast-paced industries due to the entry of several new
players. Indian Retail Industry has immense potential as India has the second largest Population with afflyent middle clasel
rapid urbanization and solid growth of internet .20 per cent of the country’s Gross Domestic Prody

8rowth of thyg

traders have been interviewed for the study.
and that retail traders, owners and managers
design and pricing policies if customer gratifi
product quality were most important to custo
effect on customer gratification although the

INTRODUCTION

It was determined that the model satisfactorily explains custom
should focus on four major elements responsiveness, product quality, physical
cation is to be treated as a strategic variable. It is found that Tesponsiveness and
mers followed by price and physical design. Location didn’t have a significant
exploratory analysis and the secondary research supported for analysis.

The present study aims at determining the factors c
Customer satisfaction of this sector can be
Customers. Customers of three big retail st
that the mode] satisfacton|

onstituting customer gratification or satisfaction of “’-“aﬂ S "
a pivotal indicator of how well the stores are meeting the expectations Ot &=

ores have been interviewed for the study. From the results, it was determizee:

y explains customer satisfaction and that retail chain store owners and managers should o€

Sponsiveness, product quality, physical desi

e ; jon 15 10
£n and pricing policies if customer satls_facll 4
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of a need”. Kotler (2000) also define satisfaction as a person‘s feelings of pleasure, excitement,

. ng the fulfillment O € _
_‘t = diSEPPomthm which results from comparnng a products perceived performance lo his or her ex
del!

cording {0 Hasemark and Albinsson (2004) cited in Singh de towards a product
: \:;f oran emotional reaction to the difference between what customers expect and what the ly receive regarding

fulﬁllment of aneed”™

2000); Hoyer &M
ich results from comparing a products perceive

pectations.

(2006:1) “satisfaction is an overall attitu
y actua

aclnnis (2001) also define satisfaction as a person''s feelings of pleasure, excitement, delight or

d performance to his or her expectations.

To know about customer gratification from retail traders.

» Toknow about price and quality of retail traders.

o Toknow the
e Toknow the consumer preference of the retail traders
e Toknow th

e To know abo
e To know the customer convenience of the retail traders

payment system of consumers

¢ retail environment and current and future

ut the national and international retail traders

{PORTANCE OF THE STUDY
ortant role for intermediate between W

hole seller and customers in the retail market.

o Retail traders are imp
ation or satisfaction 1s import factors influ
etail traders.

e Customer gratific encing for increasing buying behavior.
customer mode of buying by the way of T

e Majority of the
ail traders.

. e Ane-payment system follows by the customer to the ret
. Sales to Ultimate consumers of the products

e A convenient form of selling quantity-wise

e Convenient Place and Location

e The lifestyle of the people are shaped by
e Retail businesses contribute to the economy

retailing

e Retail dominates the supply chain
'» Retail is interdisciplinary

~ * Retailers provide maximum employment
e Retailing offers scope for expansion in other countries

ANALYSIS AND DISCUSSION
Tablel. On Gender of the Respondents.
Gender Frequency Percent
Male 57 57
Female 43 43

of the survey and the table shows
| respondents in the current study.

86
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] Tuhle2.On marital status of (he reup_c;;&_,_.';,}""“*—= -

Marital Status Frequency
Single 50
Married 41

[ Totl 100

Source: Primary Data '
'}hble 2: Shows the marital status of the respondents and it shows 59 of the respondents

y y are g |
married, the table ax well as shows the percentage of single and married of the respondents Single Whil 4 ﬂfuhm

Tabled.On Occupation of the respondenty j

Occupation Frequency '
Employec 12 "‘J
Student L1 =
Total 100 \"J

Source: Primary Data
Table 3: Shows the combination of respondents according the occupation and here 88 of the respon dents ar

: [
12 of them are employec. Students 4

Tabled. Monthly Expenses of the Respondents:
Monthly Expenses Frequency Percent
Bellow 25,000 Rs 79 79
Rs. 25,000 to Rs. 50,000 | 13 13
Above Rs 50,000 8 8
Total 100 100

Source: Primary Data
Table 4: Shows the monthly expenses of the respondents and here 79 respondents have bellow Rs. 25,000, 13, of them hay
Rs.25,000 to 50,000 and finall y 8 of the respondents have above 5 0,000 among the total respondents,

TableS. Monthly Income of the Respondents:
Gender Frequency Percent
Bellow 25,000 Rs 77
Rs.25,000 1o Rs 50,000 18
Above Rs. 50,000 5
Tolal 100

Source: Primary Data fithes|
Table 5 shows the monthly income of the respondents and it shows 77 of the respondents have bellow Rs.25,000, 182
between 25,000 Rs 1o 50,000 and finally 5 of them have above 50,000,

Table6, Payment System of the Respondents:
Payment System Frequency Percent
Cash 36 36
Curd 13 13
Cush & Card 51 5l
Total 100 100

Source: Primary Dty

. j dents pay *
mm ,6: Shows the payment systerm of the respondents and here 36 of the respondents pay cash, 13 respon
i Ofthe respondents pay both cash and card means they use from both option. .
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Table7. Staff Behavior of the Respondents
Staff Behavior Frequency Percent
Very satisfied 9 9
Satisfied 70 70
Neither 14 14
Dissatisfied 7 7
Total 100 L
gource: Primary Data

muble 7: Shows the gratification level of the respondents from retail stores staff behavior and here 9 respondents are very
. fied, 70 of them are satisfied, 14 of them are neither and 7 of the respondents are dissatisfied from staff behavior of the

simil stores

.'_n Irc 'Prim!]‘}fDam

able §: Shows the price of products and how consumers satisfy from it. Here in this study 17 respondents are very satisfied,
65 of them are satisfied, 12 of them are neither, 3 of them is dissatisfied and 3 of them is very dissatisfied from price of the

retail stores.

pource: Primary Data

[able 9: Shows the satisfaction of the respondents from products qualities and here 13of the respondents are very satisfied, 71

Table 8. Products price of the Respondents.
Products price Frequency Percent
Very satisfied 17 17
Satisfied 65 65
Neither 12 12
Dissatisfied 3 3
Very dissatisfied 3 3
Total 100 100

Table 9. Products quality of the Respondents:
Products quality Frequency Percent
Very sausfied 13 13
Satsfied 71 71
Neither 16 16
Total 100 100

of them are satisfied, 16 of them are neither satisfied.
Tablel0. On Environment of Retail stores

Environment of retal traders Frequency | Percent
Very satisfied 16 16
Satisfled o8 68
Neither 9 9
Dissatisfied ? 7

= [
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RIS ondent, male 57 % while the females are 41
tage of the resp re 43,
o According tothe gender, percentag b0fthe T ‘s
: t study- | “
in the curren f the respondents and it shows 59 of the respondents are single while 4 of the -
ital status 0 ' : o
e Themar _ d here 88 of the respondents are students and just [2 of them are employee, m
e The occupation an e 3
The monthly expenses of the respondents and here 79 respondents have bellow Rs. 25,000 13, Ofther, o ;
. ;g 000 and finally 8 of the respondents have above 50,000 among the total respondents. 515%
10 1
The monthly income of the respondents and it shows 77 of the respondents have bellow RS-ES,I](}U i
. :
between 25,000 Rs to 50,000 and finally 5 of them have above 50,000 of b
o The payment system of the respondents and here 36 of the respondents pay ;ash, [3 respondents pay carg i
51 of the respondents pay both cash and card means they use from both option. nal
e The gratification level of the respondents from retail stores staff behavior and here 9 respondents are very e
70 of them are satisfied, 14 of them are neither and 7 of the respondents are dissatisfied from staff behayigr U“T
k

retail stores

® The price of products and how consumers satisfy from it. Here in this study 17 respondents are very satisfied, 65
them are satisfied, 12 of them are neither, 3 of them is dissatisfied and 3 of them is very dissatisfied from Price of g,

retail stores.

® The satisfaction of respondents from retail stores environment. Here there are 16 respondents are Very satisfieq g5
of them are satisfied, 9 of them are neither and in the finally 7 is dissatisfied.

SUGGESTION

®  They should provide proper parking facilities to the consumers to satisfy them in this part.

® Customer waits most of the time for counter to bill their purchased goods and here they should care to solve the
problem.

® Customer complains the more in retail stores they are asking the phone number always and it’s boring. So if the
consumers are not satisfied it’s better to ask once or never asked the phone number.

® For the fruits and vegetable there are two bi

lling process and ¢ i
e e P UStomers wants to remove the one process and directly
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Abstract

Political marketing has a wide scope in the coming era. It is a blend of marketing with political
science. This paper aims to examine which political behaviour creates brand imq : amoc )
voters and to measure how political behavior related with political marketing for wfnnin :;g
election by the political leaders. This study is conducted in Kottayam District. Cluster samgl' j
method was adopted to collect the samples from the voters. 208 number of samples ’:vmg
collected through questionnaire. Data analysis is done through SPSS in which cirrelatj;e
lechnique is used for lesting the hypothesis to measure the relationship beMeen politic:l
marketing and behaviour variables of the political candidate. Mean ranking method also used
f_Or ascertaining the most influential behaviour variables of the candidate leads to build the
image among the voters. The study concluded that there is a positive moderate relation between
b?hwiow variables of the candidate and the political marketing as a brand to achieve the
f’mk majority. It also found that the social behaviour variables of the candidate is more
influences the voters to vote for a particular candidate in the election.

Key words: political marketing, political behaviour, economic behaviour,

behgvi Personality
aiour, cultural behaviour, social behaviour
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| YS AS A BRAND MARKETING
IS POLITICAL CANDIDATE/LEADER PLA IN TURN ACHIEVE THE spy 00, Top
AN IMAGE AMONG THE VOTERS WHICH 1] HPLE By

Introduction \

litical scenario, it is evident that candidates are competing eac}, Other
PIECNIERD mcad' ly or indirectly. gained by People’s votes. Thy the ey
i sitions, directly = . ey
'h""'::ﬂ"’"‘dp‘f ble images among the minds of the voters will be the chajey, S
uilding desira

Qinn tas
v i . i :k fi
candidates, To attain the maximum vote shares the candidates have 1o IMplemen, s

strategies. Various management and psycholc?gical policies are invo;ve.d.lhat lead gny mi”ﬂ:;
this process to achieve this goal and to win the popu.lar vofe.. olitica _marketing Is th:
application of marketing principles and proce'dures in political car_npmgns by aio,
individuals and organizations. Similar to marketing the product by_ b"f'“ess- the politician\
have to market themselves to win. The procedure of political marketing involyeg the anal\s|:
development, execution, and management of strategic marketing @pai@s by Candid;[e;
political parties, government sand interest groups that seek to ascerta in public Opinion, 3d\'anc;
their own ideologies, win elections, and pass legislation in response to the needs and wap, of
selected people and groups in society. Many inferences can be drawn between co
political marketing. In political marketing, two parties are forming a provider (
the voter (customer).

Mmerg;y)| ang
politician) and

Statement of the Problem

During the last decade a number of scholars have argu
professionalized, and that political marketing has
paradigm. There is no much evidence to prove that pol

ed that political campaigning has become
become the new dominant Campaign !
itical marketing plays the crucial roje n

majority?

Scope and Significance of the study

groups, polls, citizen consultationg

ving ting
‘ il » Teceiving info d marketins
communications such 4y larget mark ; ihel feedback etc an j

; . f
eting, direct mail, direcy dialogue. The employment?

or 5.60

Impact Fact
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arties to define voters' preferences, make more informed and responsive
P 100" . ons, osition themselves and shape their image accordingly. The political
gl 4O re scope in the future as it follows the marketing principles such as
A product as political ideology and goals. Buying as voting and vote

m‘,{ctins the customer .
m will act as a market place and the political activity is called

vider ﬂnatiol'l' political syste

. iV . e : )
obl“‘“' amine which political variable creates brand image among voters
0 g " )
" 7o know the relationship between political variables and the Political marketing as a

; bmnd mm-keting.

pothesis o .
P HO: There is no significant relationship between Political behavior variables of the

politician and the political marketing

MethodologY

Kottayam district. There are seven legislative Assembly in
oor, Kottayam. Pala, Kaduthuruthy, Vaikom, Puthuppalli

ly is treated as cluster. To adopt cluster sampling method
collection method was

The present study is conducted in
Kottayam District such as Ettuman

and Piravam. Each legislative Assemb
bly was chosen as cluster unit. Primary data

Kottayam legislative Assem
questionnaire is given to each respondent to

followed to collect 208 samples. A structured
cllect their views regarding political marketing in Kerala perspective.

Tools for analysis

ram. Correlation technique used to measure

The data were analysed using SPS Statistical prog
tical marketing. Mean ranking was used to

fhe relationship between political behavior and poli
ientify the most influential political behavior leads to vote.

Theoretical framework

| Politicq) marketing:

omote themselves and their
d at gaining public support.

niques and strategies don’t
tween

Poliy;
p::;;:il?t:rketing is the process by which political cfand'idates' pr
48 bugine voters through masterly-crafted commumcatnor‘xs aime
ly 1o y0:5;n arketer, you may think that political marketing tech o
+ but while the entity being marketed is different, there are many paratie s be

Iilica[
Marketing and the marketing of goods and services.

Ll

lgg
tor 5.60

le,
he Iimpact Fac

L cae—————
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IS POLITICAL CANDIDATE/LEADER PLAYS AS A BRAND MARKEITNG
AN IMAGE AMONG THE VOTERS WHICH IN TURN ACHIEVE THE §

Tog
IMP[_E

.60
Impact Factor 3 i
\}'ﬁv‘l

Both business marketers and political marketers use media outlets to i, form,
the attitudes and behaviours of potential candidates and voters. The Primary
difference between business marketing and political marketing is that the |

rem:
mind, g y,

and mOS[ llnpo &

auer jg Useq Ty

i o T3
rship choices “].u?
In

awareness and inform members of the public about critical issues and leade
their community. state, and country.

The present study focuses on the following political behavior of the candidates.

Economic behaviour: It is directly involved with financial condition and people’s econ
=
power. Mic

Political behaviour: A political party can onl
of scheduling and decision on the nominati
Therefore, this indirect political effect of op
the political situation, which arose from pol
and policy of reform and restructuring will d

y gain and maintain public Support whep g tim,
on, it maintains its relationship with ghe pub“e

) C.
inions and beliefs of people with direct regyy

itical slogans and titles based on the rela:iomhip
irectly affect public opinion

Personality behaviour- Personality includes identifiable patterns of thinking, emotion. ang
behaviour that make up the style of the person’s personal interaction with social and material
environment. Character and personality factors are very important for people.

Analysis and Interpretation

Table No: I-Showing descriptive Statistics of demographic factors

Frequency Percent
48.1
51.9

100
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18-30

87 41.8
31-42 64 30.8
43-54 25 12
Above 54
k" 32 15.4
Total 208 100
/ School level 16 7.7
Diploma
17 8.2

alification Graduates o

nal QU — | 50 24
Ed"‘atio Post Graduate

125 60.1

— ] 601

Total 208 100
R_\_\__.____‘_

. Govt employee 28 13.5

\—\___

Private Sector employee 81 38.9

Public Sector employee 19 9.1

pecupational Status Business 27 13
Others 53 25.5

Total 208 100

Yes 9 43
_ Ino 173 83.2

influence by others n voting | @ e 26 12.5
_ [Total _ 208 100

(Source: Frimary data)

Interpretation
> Majority belongs to Female (51.9%)
> Age between 18 to 30 shows 41.8 %
» Majority belongs to Post Graduate (60.1%)
> 38.9% belongs to Private sector employees
> 83.2% are not influenced by others in voting

Table No: 1. Showing Descriptive statistics of Behaviour variables taken for study

k =

Descriptive Statistics

N Mean Sud.

Deviation
T ——

. "“l"?lc Behaviour variables (3.5260)

A erlising of the candidate regarding the aims of increasing the 78752

. 208| 3.7740
E:]esnc Toduction i
. - " 02486
“mic g a0s and financial welfare affect my vote a lot. 2081 3.5529 1.02

lslipage

h

Impact Factor 5.60
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Advertising declining commodity prices and reduction of inflation

and improving economie distribution

I'inancial pledges and increased pay or benefits by the candidate

rg!_l,l]\gj “my attention and affect my vote

. : 4
Campaign promises to reduce the pressure afTect my voting for 208| 3.4712 \7
Political Behaviour Variables (3.6356) L2y
Advertising for changes in discriminatory rules make me sure to 108] 378 [
vote for the candidate , I (7885 83606
— — — =
Activities of political and social groups and public and private 208 3.60 —
institutions supporting the candida B3 8689,
Slogan of political relations with other countries has an effect on my T
208 | 3.4808
vote. 14
Advertising slogans of political and expression freedom influence 208 3.552 T
my vote 1o the candidates 2520 9413
—

Advertising political justice and getting public positions by capable 208
cople influence my vote.

Cultural Behaviour Variables (3.6707)

I'he use of cultural and advertising groups aimed at acculturation
LIT‘ccls my vole to a particular candidate

Advertising, cultural history and intended policies formulated by the
candidate has affects my vote

Cultural activities of the groups supporting the candidate affect my

208| 3.8365| g9y

208] 3.6442| g7y

208| 3.49
vote =P .72896

Advertising and cultural-based events for suitable use of resources

R 208 | 3.7067 68493
affect my vote.

Personality Behaviour variables (3. 7356)

Advertising in responsibility and doing previous duties of the
candidate afTects my vote

f\dvcm'smg an.d expresm‘ng. the agility and activity (dynamic, 208 | 3.6538 $1966
innovative, active and willing to serve.

Power of speech, and performing duties with seriousness and

208 | 3.8990 77047

208 | 3.6202 97553

erseverance and advertising on it ]
Prog.rams am‘j advertisement in the field simplicity and quiet life of 208/ 3.7692 04517
candidate affect my vote —
Social Behaviour variable (3.8065) e

Advertisement in the field of social and people-oriented programs
affect my vote to a candidate.

208| 3.9567 80641

Social attitudes and social foundations of the candidate affect my 208! 3.8317 70578
vole. . __]/
152 |Page Impact Factor 5.60

.
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% jal SAWS (exdueation and ompln\'mwm \.r Ole QO8] V2404 "
i ) Steandidare KOS5

| B i T \

:,a|idN\"-"‘.‘"i“°) o 20K 1 6v7) —_—

o Primary data) i ' dd
e P 208
111 Shows the deseriptiy

ple Noi! Ptive stati, "

™ Intiey o Politieat Behaviour v

I S Our Varlabley
[ ““Nr Deseriptive Statistiey

L |- Moy TR

. » Behaviour == Std. Doy

lvﬂ‘“““li‘»l—f*s"f’**m-—- S 8260 Deviation Mean Rank
@!ll/it‘!!' Behaviour o ‘,(,‘,“b 58004 -
(ultural Behaviour 208 L6707 70941 .
psonality Behaviour | 208 17386 60069 .
M@havinm 20w “"’*“R ()M 09620 3

valid N (listwise) L_mg\ e O3 164 |
(Source: Primary data) ol

Interpretation:

3 0 HETY
ImnT the afm\ e mblc: 1t is clear that the most political behavior variable of political leader or
andidate is his social behavior (3.8065) and followed b '

¥ Personality behavior (3.7336)
Cultural behavior (3.6707), Political behavior (3.6356) and economic behavior (3.5200) ‘

Based on the mean ranking Social behavior variable of the candidate is influencing more

mong the voters to give his response to a particular candidate and economic behavior variable
sgiven as last rank,

T "

able No: 1V - showing the correlation between political marketing and the behaviour
Vari

Mliables

— , ~ Correlations S -
Political | Soctal | Personality [ Cultral | Political | Eeonomie
— | Marketing [ Behaviour Behaviour | Behaviour | Behaviour | Behaviour
P‘ N » ] - & LAl
Politicg) \mmm l o1t R00" 81" 761 S04
Mo Loomelation o
heting |Siy (2.1ailed) oo oooh WL ‘(,(,;‘ 208
A - ” "
——IN 208 o8] 208] 208 =OS[

] ——
'(‘0 ' i o~ \ =
(Soy \"el“"&!l_lé;iigmhcam at the 0.01 level (2-tailed). ———

m . 1
P Timary data)

l53|+~ mpact Factor 5.60

n[“.

—————
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E/LEADER PLAYS AS A G To
IS POLITICAL CANDID; T/ OTERS WHICH IN TURN ACHIEVE THE SIMpy 0L To »
AN IMAGE AMONG TH. WH M4 JORI N

?
Interpretation
HO: There is no significant relationship between Political behavior Variableg Of the

pOli[‘ 1
and the political marketing 'Cigy

As the significant value is less than 0.01 the null hypothesis is rejected. Hence there is )
moderate level of correlation between political behavior var 1ables of the Politicig, anslu\/e
political marketing as a brand for building an image among the voters to attain simple mg the

Oﬁty
Conclusion

The study is conducted to draw a conclusion about how the marketing concept s blengeg i
political strategies of a politician to win the majority in Kerala Perspective, |, the
scenario, the political marketing is one of the emerging concepts in the field of politics, The
modern marketing tools are also used by the candidates to reach the voters to influence i
thereby getting the votes. The study concluded that the social behaviour of the Candiy,
influences more among the voters in giving their votes. It is also measured that theye is g

Currep

for the concept.
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ABSTRACT o
Sustainable development as the process of development that met the needs of the present gefne.r e
without compromising the ability of future generations. The study aims fo measure the re c;)ﬂzns . ‘l);;
between economic variables such as economic knowingness, economic attitude and economic be Zw
towards economic sustainability. The study was carried on among the respondents of Changanacherry
thod and data collected through

taluk. 100 samples were taken by adopting simple random sampling me ,
a questionnaire. The regression analysis was done to measure the relationship between variables and
building the economic sustainability model. The study contributes that there is high degree of
relationship between economic knowingness, economic attitude and economic behavior towards
economic development which helps to build the economic sustainability model.

Keywords: economic knowingness, economic attitude, economic behavior and economic sustainability

INTRODUCTION
The idea of sustainable development has its root in the oriental tradition, which teaches the values of

conservation of nature and preaches harmonious co-existence of all living elements of the earth. Gr@t
ideas are usually simple ideas. The clear goal of economic development policy was to raise living
standards throughout the world, providing steadily more goods and services to an expanding population.

"A global agenda for change" - this was what the World Commission on Environment and
Development was asked to formulate. It was an urgent call by the General Assembly of the United

Nations:

»> to propose long-term environmental strategies for achieving sustainable development by the year
2000 and beyond;

> to recommend ways concern for the environment may be translated into greater co-operation

among developing countries and between countries at different stages of economic and social
development and lead to the achievement of common and mutually supportive objectives that take
account of the interrelationships between people, resources, environment, and development;

> to consider ways and means by which the international community can deal more effectively with
environment concerns; and

> to help define shared perceptions of long-term environmental issues and the appropriate efforts
needed to deal succgssfully with the problems of protecting and enhancing the environment. a long
term agenda for action during the coming decades, and aspirational goals for the world community

The United Nations report linked environmental sustainability and economic development. Th
Bmmhnd Commission stated sustainability as “development that meets the needs of the resent
wnthoug comprorr}i.fsing the ability of future generations to meet their own needs” .This is apr?iem
recognized dcﬁmuon of sustainable development. Recently, sustainability has bf.:ccm;)c‘a o elly
concept in enwror}mcn‘tal, health, policy, and research domains . There is an increased knowlcgog uacrl
:;?;f:::?lixir?n‘gd ;:l:]:lsc it;rl:ic;y;qmg 'susLninability. The current prevailing definition refgersm:o
i ! ) ] ibrium In the process of interaction between a population and

carrying capacity of its environment such that the population develops i - the
e ity C ; ! : elops to express its full potent

t producing irreversible, adverse effects on the carrying capacity of the environment up(fn whi::a}:
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STATEMENT OF THE PROBLEM

A formal economic analysis arises the question of whether sustainability has any validity as an
economic concept. The efficient resource allocation should have the effect of maximizing utility from
consumption. This study aims to develop a model to economic sustainability based on economic
knowingness(ek), economic attitude(ga) and economic behavior(eb) of individuals in Changanacherry
Taluk. Hence, the problem is state? as “Are Economic knowingness, attitude and behavior of the
individual leads the economic sustainability™?

SCOPE AND SIGNIFICANCE OF THE STUDY.

Thl_: motivations behind sustainability are ofien complex, personal and diverse, It is unrealistic to create
a hst.of reasons why so many individuals, groups and communities are working towards this goal.
Sustainability comes down to the kind of future we are leaving for the next generation. Sustainability as
a value is shared by many irdividuals and organizations who demonstrate this value in their policies,
evel"yday activities and behaviors. Individuals have played a major role in developing our current
environmental and social circumstances. The people of today along with future generations must
create solutions and adapt. Today, it is essential that communities and governments place more
emphasis on ensuring that economic development is achieved in a sustainable way.

OBJECTIVES
1. To examine the relationship between economic knowingness, economic attitude and economic
behavior of individuals towards economic sustainability.

2. Todevelop an economic sustainability model.

HYPOTHESIS
HO: There is no significant relationship between economic knowingness, economic attitude and
economic behavior of individual towards economic sustainability.

METHODOLOGY

For the purpose of the study, sample unit is selected as Changanacherry Talukand adopted a simple
random sampling method to collect the data. The samples received was 113 and for analysis purpose
only 100 samples were considered. A structured questionnaire was send through the google form to
ensure the data collection within the time limit.

Tools for analysis ) .
The data were analysed using SPSS statistical program. Responses Correlation technique used to

measure the relationship between economic knowingness, attitude and behavior of individual towards
economic sustainability Multiple regression analysis were used to build the economic sustainability

model .

Theoretical framework o . . o
“A business model for sustainability helps describing, analysing, managing, and communicating (i) a

company’s sustainable value proposition to its customers, and all other stakeholders, (i) how it creates
and delivers this value, (iii) and how it captures economic value while maintaining or regenerating
natural, social, and economic capital beyond its organizational boundaries.”

Economic Sustainability (es) L .
Human communities actr}:)ss the globe are able to maintain their independence and have access to the

resources that they require, financial and other, to meet their needs. Economic systems are intact and
activities are available to everyone, such as secure sources of livelihood. Economic sustainability is
measured through three important factors such as; economic knowingness (ek), economic attitude(ea)

and economic behavior (eb).
¢s = (ek+ea+eb)

ANALYSIS AND INTERPRETATION

Table 1 showing Descriptive statistics
Mean Std. Deviation N
4.0840 48715 100

Economic Sustainability

Copyright © 2020 Authors
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[Economic Knowi:ngness
Economic Attitude
@Enomic Behaviour
e
Table I showin er model summary of economic sustainability
Mode] R R_ | Adjusted R |Std. Error o Change Statistics I
1 S S] i ig. F
quare quare |the Estimate| R Square | F Change dfl df2 Sig.
*Change Change
1 999" | 997 997 .02503 997 12472.076] 3 96 .000

a. Predictors: (Constant), Economic Behavior, Economic Knowingness, Economic Attitude

Interpretation . ; .
The above table shows that, R value is 999 which reveals that there 15 8 close perfect relationship

between independent variables such as Economic Behavior, Economic Knowingness, ECOT}O@C
Attitude towards the dependent variable economic sustainability. R? shows the .997 degree of variation
in the dependent variables.

. De inabilif
. Predictors: (Constant), Behavior, Economic Knowingness, Economic

Attitude

Interpretation . . o
This table indicates that the regression model predicts the dependent variable significantly well. The

regression model statistically significantly predicts the outcome variable. That is ,it is a good fit for the

data.
sustainabili

Table IV showin the Coefficients of the economic

Coefficients’
Model Unstandardized Coefficients Standardized t Sig.
Coefficients

Beta
-.980 329
360 44.006 .000
399 47.449 .000
457 79.930 .000

Interpretation _ _
Economic sustainability(es) constant (-.021)= Economic Knowingness(ek) (.328), Economic

Attitude(ea) (:337) and Economic Behaviour(eb) ( .338) .

es = (ek+ea+eb)
es=-.021+ .328(ek)+.337(ea)+.338(eb)

CONCLUSION

The study was conducted in changanacherry Taluk. The knowingness, attitude and behavior of the
individuals this taluk was considered. The study exhibits that there is a high degree of significant
relationship between the economic variables and the economic sustainability and thereby it is fit for
building the economic sustainability model.
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ABSTRACT
The objective of
degree

of consumer pleasure, [1]. If the level of customer
satisfac

tion with purchasing behaviour is high, then the level
of productivity is also high, which improves the percentage of
profit as well. Thus, purchasing behaviour facilities serve as
the foundation for profit [2). When a company organisation
sets itselt the purpose of satisfying its numerous clients, the
vast majority of the equipment in the business organisation
will be effective in achieving that goal. Furthermore, they will
be significant due to the fact that the primary goal for their
presence has been achieved, and their long
not be endangered [3). The primary goal o
an understanding of consumers' preferences for retail shops in
the Kottayam Area/Region in general, as well as their attitude
toward specific retail businesses in the KottayamArea/Region.
Increasing customer loyalty is a key component of every
promotional campaign, When a sample of 250 people was
collected, statistical tools including percentage analysis, factor
analysis, ANOVA (Anova on the mean), mean ranking, and

-term survival will
f the study is to get

descriptive statistics were used to analyse the data, The results

of this analysis revealed that the customers were happy with
the service they received but the stores have to look after
further development to improve the variety of products with

the store which Icads to a positive buying behaviour /wilh
them.

Keywords: buying behavior, Customer loyalty and Customer
satisfaction.

- INTRODUCTION TO CUSTOMER SATISFACTION

Customer satisfaction is a measure of how well Q

~ . company's products and services meet or exceed the
expectations of its customers [4]. Customer satisfaction is u
significant predictor of customer purchase intentions and

- Copyrights @Kalahari Journals
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purchasing behaviour facilities to raise the.

¢hnology and Advanced Studies,
Chennai 600117,

loyalty, according to u recent
regularly gathered meas
satisfaction metrics are

study. Among the most
ures of market perceptions [5], client
among the most often used.

Customer satisfaction is a concept that is regularly heard in

the marketing industry. Customer satisfaction is a measure of
how well a company's products and services meet or exceed
the expectations of its custpmers [6]. Customer satisfaction is
defined as "the number of customers, or percentage of total
customers, whose reported experience with a firm. its
products, or its services (ratings) exceeds specified
satisfaction goals [7]."
The brand, which is offered by the firm at any level of brand,
does not just satisty customers: the consumer expectation
exceeds ‘the grade of other facilities such as giveaways
provided by the company [8].

Retail store

A retail shop may be defined as a major ret
organisation with a number of departments
same building and controlled from a centr:
department specialises in
functions as a full entity wi

ail
all located in the
al location. Eacly
a specific form of commerce and
thin it [9].

This type of retail institution is als
meets a broad range of a consu
durables product demands w

o defined as one that
mer's personal and domestic
hile also providing the consumer
with a choice of several £90ds lines, at varying price pointy,
over a variety of product categories [10). Departmental shops
often offer a wide selection of merchandise
garments as well as furniture, houschold appl
gadgets, as well as a few more lines of merchan
paint, plumbing supplies, wiletries, cosmetic
equipment, jewellery, and sports goods [11].

Retail storesin Kottayam

, including
iances, und
dise such as
S, photographic

Y
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According to industry associations, there is a rising need
in the state for the formulation of a retail policy in order to
establish Kottayamas the country's retail center [12].
"Keralahas the potential to be the next Dubai or Singapore,
the global leaders in facilitating retail tourism," said Kumar
Rajagopalan, CEO,  and Retail Association @f. India
(RAD[13).Indian retailers have .emerged as one of the most

dynamic and fast-paced areas of the economy, with sales .

increasing by an average of 20% annually. The whole retail
market in India is predicted to increase at a rate of 12 % per
. year over the next five years. The efforts of governments like
as Maharashtra, Andhra Pradesh, Kerala, and Karnataka to
promote growth in this segment have led in the formulation of
retail laws that are special to the industry [14].

" Owing to Kottayam's strong tourist potential, growing
per capita income, high literacy rate, and high technological
" usage, the state has an inherent competitive edge in terms’ of
leading a retail revoliition-provided the appropriate laws are

implemented. 1t was also discovered that, in areas such as

Kottayam, a retail establishment must get around 30-permits
in order to be operational, which is a highly unattractive
situation for the cxpansion of the industry [15].In the opinion
of industry experts, the involvement of retail establishments
catering to grocery and food products under the "Essential
-Services Act, the establishment of 24x7 working hours, the

" availability of overtime pay, and the capacity of female

employees to work around the clock will go a huge way
toward creating a friendly environment for the refail segtor in
Kottayam [16]. According:to businéss orgamisations,  the
introduction of the Goods ~and Services Tax (GST) has
facilitated the flow of goods across states. RAI has voiced its
". dissatisfaction with the failure of significant e-commerce
businesses in India to disclose their finar¢ial results [17].The
retail industry contributes more than 11 percent: of the
country's gross domestic product (GDP) and employs around
9 percent of the total workforce. As a result, the purpose of
this study is to cxamine customer behaviour and satisfaction
with regard to retail outlets in Kottayam[18].

STATEMENT OF PROBLEM

* Segmentation is defined as the practice of dividing markets
into groups of potential consumers who share common
attributes or who are expected to demonstrate comparable
purchasing behaviour{19]. The study area taken for the study
is Kottayam and the stores taken for the study has four stores.
The stores are those who are having only one store with
Kottayam town. The study has not included with chain Retail
stores who have their own brand name and that is also taken
as a problem for the study to find out the brand reputation of
small stores with the study area.

OBJECTIVES OF THE STUDY
1. To define the demographic profile of the respondents.

2. To find out their degree of satisfaction in sclect retail stores
in Kottayam.

3, To evaluate the reasons for purchasing in retail store.
NEED OF THE STUDY .

Assessing })uying behaviour is not sufficient without also
understanding the composition and origin of the consumers.

Customers are drawn to imported items because of the
excellent quality of the goods[20]. The country of India is

Copyrights @Kalahari Journals
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home to a diverse range of national and internationa
products. As a result, a lot of worldwide and natiopal product
companies have concentrated their efforts on identifying theu
customers and their purchasing habits. The findings of these
researches have been beneficial in providing solutions to a
variety of marketing problems that have arisen in retail outlets
throughout Kottayam.

SCOPE OF THE STUDY

In marketing efforts, the perspective of the customer is a
crucial factor to consider. The fate of the product and the
organisations is determined by the perception of the
customers[21]. There are a variety of things that influence the
perspective of customers. These considerations include post-
purchase behaviour, reputation, product availability, branding.
and convenience, among others. “The scope of the study is
restricted to Kottayam.

RESEARCH METHODOLOGY

Research Design: The study proposes to cover the customer
behaviour towards retail stores. As the study is based on

‘customerbehaviour towards .various Retail stores Cluster

sampling is been used in the regearch.

ST v

Area of the stii‘dy:_"The survey'was done in selected retail
stores i Kottayam -, 2

.S’i'li‘iiple size

* The sample is been collected from four Retail stores and the

respondents are divided equally with all the four Retail stores
selected for the study. The total sample size taken for the
study is 250. ; :

Data Sources s

The stli‘dy used both primary data and secondary data.

Primary data: The primary data was acquired by a field
surveywith Questionnaire as survey me thod in the study area.

Secondary dgta: The sccondary data was gathered from
journals, websites and articles.

Tools used for Collection of Data:Frequency analysis, Chi

square, Factor analysis and ANOVA.

LIMITATIONS OF THE STUDY
1), The study has been limited to the state of Kottayam.

2) The Response of the Migrant can be Skewed and
Subjective.

3) Many Respondents were not vocal in stating their
genuine opinions.

4) Due to time restrictions, the sample size was kept limited,
and the viewpoint of the majority was not taken into
consideration.

5) The sample survey was collected from the respondents
using convenient sampling method..

6) There may be a bias in collection of data from the
respondents,

ANALYSIS AND INTERPRETATION
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: Demogr:_lphic variables of the I‘espondc“(s d T T T ; ‘ "
TR } Frequency | Percent
: AN Once ina week 40@ 16,00
Demographic 1 - -1
: lortnig 30! 12.0
r variables Particulars Frequency | Percent - A ,I; )’
Male 103 p) Monthly 50| 20.9)
‘ Female 147 58.8 Occasionally N 130| 520
Gender | Total 250 100 Total " 250 100.0|
) Married 156 62.4 The above table dcpquq ahuu(wf;;:qucnl.;_f;f visiting the
- - onts spondents, 16% said
Unmarried store by the respondents, Out of 250 respon )
. f ' i g0 they visit the store once in 2 week, 12% said they purchase
Marital status | Total 250 100 fortnight, 20% said they purchase monthly, 52% said that they
Below 20 years 7 2.8 purchase occasionally. It shows that most of the respondents
: visit the store occasionally.
» 2D yeaIs <) years i 2 Average amount spent for purchasing per month in Retail
40 years-50 years 76 30.4 stores
, | "Aboveso years 78| 312 - Frequency | Percent |
: s 7-1
Age ¢ |iowl o Rt Up to Rs.3,000 42 165
! " hooli 19 7.6
‘ ‘ﬁ o T saadi : ; Rs.3,000 to Rs.5,000 107 42.8
Diploma . 81 324 . = T ;
. 0 4
[Undergraduate |, 23| 492 Rs.5000 to 7,000
Postgraduate : 21 8.4 Above Rs.7000 39 15.6|
Professional Total 250 100.0
¢ 24
Educational - depres 3 : The above table shows about average amount spent for
qualification " | Total 250 100 purchasing per month in Retail stores were out of 250
Student " 10 4 respondents 16.8% are spending up toRs.3,000, 42.8% are
: spending from Rs.3,000 to Rs.5,000, 24.8% of the
Private Job 36 144 | - respondents are spending [rom Rs.5000 to 7,000, 15.6% are
Government job ' 14 13.6 spending above Rs.7000. It shows that most of the
respondents spending from Rs.3, 000 to Rs.5, 000 per month
Home maker 119 47.6 in Retail stores.
Business 51| 204|  FACTOR ANALYSIS FOR LEVEL OF SATISFACTION
Occupation | Total 250 100 | - ' OF CUSTOMERS
A total of 26 variables were identified for the purpose of

70.4% are male and 29.6% are female. 2.8% are married
* and 97.2% are unmarried.2.8% are from the age group of
below 20 years, 2.8% are from the age group of 20-40 years,

collecting satisfaction from the customers. In order to reduce
the number of variables and to identify the key factors
56.4% are from the age group of 40-50 years and 38% are contributing towards the gxpectations of customers, factor
from the age group of above 50 years, 6% have completed analysis is performed. KMO and Bartlett’s test 1s conducted to

" their schoolings, 32.4% have finished their diploma, 49.2% identify the sampling adequacy.
* . have completed their under graduation, 8.4% have completed
- their post graduation and 2.4% have completed their

professional degree.24% are in to private job, 30.8% are in to KMO and Bartlett's Test
ernment job, 37.2% hi ki d 49 i : ] :
: ﬁzincs 2 jo b are bome oizkers and 4% L2 doing Kaiser-Meyer-Olkin Mcasure of Sampling 603
Adequacy. k
Frequency of visiting the store
- Bartlett's Test of Approx. Chi-Square | 1.705E3
Frequency Percent Sphericity

Once in a week . 40 16.0 & o
Formight % i Sig. .000

KMO of sampling adequacy value for the service quality
Monthly ) 50 200 ° measures is 0.603 and it indicates that the sample is adequate
to consider the data as normally distributed.

Occasionally 130 52.0
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_ f satisfaction townrds billing 5( o1l osel
Rotated Component Matrix {::‘;‘:ﬁ{lzq 2500 2.91]
Component Level of satisfaction mwamls. 250l 267 1147
1 2 3 4 availability of trolleys/shopping bugs
Vi 2717 -.065 863 -.095 Level of satisfaction towaids exchange 260l 3.01 .N;ﬁ
; of defective/damaged goods I
V2 .013 461 785 044 : & - ‘ ;
Level of satisfaction towards door 250l 2701 929
V3 869 226 104) 152 delivery |
ve | 1 -004 Hg) 113 Valid N (listwise) 250) |
Vs 350 747 092] 005 The above lable shows about the descriptive sln!u;tncs l'u;
factor related to level of satisfaction of customers with Retai
V6 389 e A stores. Based on the result the factors above the average mean
‘v 460 258 405|051 (2.82) are taken for decision making process of the study. The
: ' - factors are level of satisfuction towards range of products,
|v8 -301 -.168 092 877 quality of the product, towards accurate weight/adequate
) quantity, offers and discounts, customer scrvices, parking
V9 116 290 ~036) 821 facilities, billing facilities and exchange of defective/damaged
VI0 | -289 683 497 191 goods.
3 RANKING ON REASON FOR PURCHASING IN
Vit | 795 256 053] 034 RETAIL STORE
V12 441 797 048 014 Ranking on reason for Average | Mean
.. From the above table the common factors above 0.5 are S.NO | purchasing in Retail store Ll KARK
taken for decision making process of the study and the factors "| One roof shopping/convenient |
ate level of satisfaction towards quality of the product, Level 1 | shopping 4.40
of satisfaction towards reasonable price, level of satisfaction
towards accurate weight/adequate  quantity, level of 2 | Saves time and efforts 5.76 6
satisfaction towards exchange of defective/damaged goods,
level of satisfaction towards door delivery. 3 | Variety of products 6.56 8
4 [ Quality of products 4.42 2
Descriptive statistics for level of satisfaction of customers
towards departmental stores .5 | Reasonable price * 5.58 4.
Particulars N | Mean| SD 6 | Offers and discounts 5.82 {4
Level of satisfaction towards range of ;
products 8 250 3.00| 1.206 7 | Brand image S s
Level of satisfacti i ‘ 8 | Reputation of the Retai : 3
1hiv;r :;us; isfaction towards quality of 250 2.89| 1.110 putation of the Retail store 4.84
9 | Door delive 5.94 9
. |Level of satisfaction towards 250 26 i
* lavailability of fresh jtems . 66| 915 10 | Nearby residence 6.06| 10
Level of satisfaction towards 250 2.66 The above table shows about the mean rank of the
reasonable price y 1.030 factors related to reason for purchasing in Retail store were
o O the p;iority was given to One roof shopping/convenient
wcyel lc/) dsatxs action tqwards accurate 250|  2.02| 1.175 shopping and these factor is taken for decision making
cight/adequate quantity process of the study.
Level of satisfaction towards offers Comparison between age and factors related to level of
and discounts 2501 2.92( 1.085 satisfaction
Level of satisfaction towards cusiomer Hol: There is no relutionship between age and fuctors related
services 2501 2.61] .815 to level of satisfaction
Level of satisfaction towards park; Sum of Mean
facilities PArng | 250 2.98] 1.064 Squares | df [Square | F |sig.
. Level of| Between :
satisfaction  |Groups 26.773| 3| 8.924| 7.818 1.00()!
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/' towards

Within . i
quality of the|Groups 280.091| 246| 1.139 RS Maxunum oflh; respondents said they purchase grocery
ik | items from Retail storcs,
\Total 306.864] 249 28 Bn'scd on descriptive statistics the factors level of
‘ satisfaction towards range of products, quality of the
Le\_/el \ Between 58,606 product, towards accurate weight/adequate quantity,
satisfaction |Groups - 3| 19.535 offers and discounts, customer services, parking
towards s facilities, billing facilities and  exchange of
reasonable | Within 205.494| 246 835 23.386 |.000 defective/damaged goodscan be taken for decision
price Groups ; . making process of the study.
Total 264.100| 249
: SUGGESTIONS
Level of|B i
RAPee Gi::ezn 19.014| 3| 6.338 e The Retail stores can act as a one stop shop like Walmart
vl I to the core as the respondents prioritize the same based
o Within 4.804 | 003 on the survey conducied. If it so then it leads to increase
< hat/ed Grois 324.542| 246| 1319| - in sales and brand image of the store.
JWeLEnLECE e  The Retail stores can give the products to a reasonablc
\m.te-quantxty Total 343.556| 249 prize when compared to their competitors so that it will
- = ; : create a goodwill for the store and there will be a
R Level ~of|Between positive buying behaviour towards the store.
Sy isfacti G 15771 3] 5.257 : 5 e
o1 satis a:shon, Toups e Based on the service quality satisfaction the stores have
towards - == to be keén on quality of the product, reasonable price.
i A exch:_n_:ge of] \(h"hthm 217.193| 246| .883 5.954 1.001 weight/adequate quantity, exchange of
Joasgh A dgfechve/da ZOLRSEN - defective/damaged goods and door delivery.
VU maed goodsirog | 232.964] 249
" .|Level  -of|Between 47334 B 3| 15778 CONCLUSION
- SatiSfa:stigD Groups : ; The customers are satisfied with the service provided but the
towards doorf—— stores have to look after further development to improve
.. |delivery '\glthm 167.562| 246|  .681 23 1681 000/ the variety of products with the store which leads to a
(e positive buying behaviour with them.
Total 214.896| 249

_ The above table shows about the relationship between
age and level of satisfaction of various factors filtered from
factor analysis. It shows that there is a significant relationship
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