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CHAPTER §:
ANALYSIS AND INTERPRETATION OF DATA

5.1 Percentage Frequency

Table 5.1.1: Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop From Organized Retail Outlets In Selected Cities of Gujarat.

Cites
Mode of Transport (Organized Retail Outlets) Vadodara | Ahmadabad Surat Rajkot Total

N N% | N N% N N% N | N% | N N%

By walk 4 2.6 19 10.9 13 8.1 13 | 9.6 | 49 7.9

Bus / Public Transport 0 0.0 0 0.0 0 0.0 2 1.5 2 0.3

By Auto 28 184 | 71 406 | 63 | 394 | 36 | 265 | 198 | 31.8

Scooter/ Bike 118 77.6 | 175 | 100.0 | 160 | 100.0 | 114 | 83.8 | 567 | 91.0

By Car 77 50.7 | 77 440 | 81 | 50.6 | 88 | 64.7 | 323 | 51.8
Total 152 | 244 | 175 | 281 | 160 | 25.7 | 136 | 21.8 | 623 | 100.0

From the above table, it was observed that, out of total respondents, 91.0% and
0.3% respondents respectively used scooter/bike and public transport as a mode of
transport to shop from organized retail outlets.

Furthermore, city-wise, the similar result has been found, in Vadodara city, out of
total respondents, 77.6% and 2.6% respondents respectively used scooter/bike and
by walk as a mode of transport to shop from organized retail outlets.

In Ahmadabad city, out of total respondents, majority of the respondents and
10.9% respondents respectively used scooter/bike and by walk as a mode of
transport to shop from organized retail outlets.

In Surat city, out of total respondents, majority of the respondents and 8.1%
respondents respectively used scooter/bike and walk as a mode of transport to
shop from organized retail outlets

In Rajkot city, out of total respondents, 83.8% and 1.5% respondents respectively
used scooter/bike and public transport as a mode of transport to shop from

organized retail outlets.

Table 5.1.2: Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop From Unorganized Retail Outlets In Selected Cities Of Gujarat.

Cites

(Uno’;gggiezggg;r;?r gﬁtle ts) Vadodara Ahmadabad Surat Rajkot Total
N N% N N% N N% N N% N N%
By walk 62 37.8 61 59.2 | 79 56.8 100 | 73.0 | 302 55.6
By Auto 29 17.7 9 8.7 12 8.6 16 11.7 66 12.2
Scooter/ Bike 145 88.4 102 99.0 | 139 | 100.0 | 118 | 86.1 | 504 92.8
By Car 47 28.7 23 22.3 15 10.8 24 17.5 109 20.1
Total 164 30.2 103 19.0 | 139 25.6 137 25.2 543 100.0

From the above table, it was observed that, out of total respondents, 92.8% and 12.2%

respondents respectively used scooter/ bike and auto as a mode of transport to shop

from unorganized retail outlets.
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e Furthermore city-wise, the similar result has been found, in VVadodara city, out of
total respondents, 88.4% and 17.7% respondents respectively used scooter/bike
and auto as a mode of transport to shop from unorganized retail outlets.

e In Ahmadabad city, out of total respondents 99.0% and 17.7% respondents
respectively used scooter/bike and auto as a mode of transport to shop from
unorganized retail outlets.

e In Surat city, out of total respondents, majority of the respondents and 8.6%
respondents respectively used scooter/bike and auto as a mode of transport to shop
from unorganized retail outlets.

e In Rajkot city, out of total respondents, 86.1% and 11.7% respondents used
respectively scooter/bike and auto as a mode of transport to shop from

unorganized retail outlets.
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For Organized Retail Outlets,

Table 5.1.3: Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics Of Respondents In
Selected Cities Of Gujarat.

Mode of Transport (Organized Retail Outlets)
Respondent’s Demographic Bus/Public Scooter/
charalc)teristics and it’sg cagegory Bl RS Transport S Bike S Vil
N % N % N % N % N % N %
Gender Male 37 8.4 1 0.2 146 33.1 399 | 90.5 232 | 52.6 | 441 | 70.8
Female 12 6.6 1 0.5 52 28.6 168 | 92.3 91 50.0 | 182 | 29.2
Less than<= 33 10 7.0 0 0.0 51 35.7 | 130 | 90.9 56 | 39.2 | 143 | 23.0
33-35 12 | 111 1 0.9 48 44.4 93 86.1 43 39.8 | 108 17.3
Age 36-40 7 5.6 0 0.0 37 29.8 | 116 | 935 58 | 46.8 | 124 | 19.9
41-45 13 | 11.7 0 0.0 39 35.1 107 | 96.4 62 55.9 | 111 17.8
More than 45 7 5.1 1 0.7 23 16.8 121 | 88.3 104 | 75.9 | 137 | 22.0
Marital Married A7 7.8 2 0.3 194 | 323 | 549 | 91.3 | 313 | 52.1 | 601 | 96.5
Status Unmarried 2 9.1 0 0.0 4 18.2 18 81.8 10 | 455 | 22 35
Family Type Nuqlear 24 8.9 1 0.4 97 358 | 248 | 915 | 119 | 439 | 271 | 435
Joint 25 7.1 1 0.3 101 28.7 319 | 90.6 204 | 58.0 | 352 | 56.5
S.S.C 2 12.5 0 0.0 2 12.5 10 62.5 9 56.3 | 16 2.6
H.S.C 4 9.5 1 2.4 11 26.2 37 88.1 19 | 452 | 42 6.8
Education Graduation 21 | 86 0 0.0 97 39.9 [ 225 | 926 | 101 | 41.6 | 243 | 39.3
Post Graduation | 15 | 7.3 1 0.5 80 388 | 191 | 92.7 91 | 44.2 | 206 | 33.3
PG & Above 7 6.0 0 0.0 8 6.9 104 | 89.7 | 103 | 88.8 | 116 | 18.0
Business 24 9.6 1 0.4 133 53.0 232 | 924 65 259 | 251 4.3
Occupation Professional 12 | 59 0 0.0 6 2.9 188 | 91.7 | 185 | 90.2 | 205 | 32.9
Service 13 7.8 1 0.6 59 35.3 147 | 88.0 73 | 43.7 | 167 | 26.8
Four Yes 24 7.6 0 0.0 33 104 | 273 | 86.0 | 283 | 89.3 | 317 | 50.9
Wheeler No 25| 82 | 2 07 | 165 | 539 | 294 | 96.0 | 40 | 13.1 | 306 | 49.0
Two Wheeler Yes 49 7.9 2 0.3 197 | 31.7 | 566 | 91.0 | 323 | 51.9 | 622 | 99.8
No 0 0.0 0 0.0 1 100.0 1 100.0 0 0.0 1 0.2
Bicycle Yes 45 8.8 2 0.4 178 346 | 485 | 944 | 263 | 51.2 | 514 | 82.8
No 4 3.7 0 0.0 20 18.7 80 74.8 60 | 55.0 | 109 | 175
<=40000 9 9.2 1 1.0 59 60.2 90 91.8 10 | 10.2 | 98 15.7
40001-60000 10 7.3 0 0.0 64 46.7 | 131 | 95.6 26 | 19.0 | 137 | 22.0
Income 60001-80000 14 | 115 1 0.8 43 | 352 | 114 | 934 | 49 | 402 | 122 | 19.6
Groups 80001135000 | 9 | 72 | o | 00 | 24 | 192 [111] 888 | 106 | 848 | 125 | 20.1
>135000 7 5.0 0 0.0 8 5.7 121 | 856 | 132 | 93.6 | 141 | 22.6
<=9167 8 7.3 1 0.9 52 17.7 | 98 89.9 21 | 193 | 109 | 175
Per Capita 9168-13000 10 8.5 1 0.9 61 52.1 112 | 95.7 26 22.2 | 117 18.8
Income 13001-17800 9 7.4 0 0.0 49 40.5 114 | 94.2 51 | 421 | 121 19.4
17801-30000 15 | 105 0 0.0 26 18.2 | 125 | 874 | 103 | 72.0 | 143 | 23.0
>30000 7 5.3 0 0.0 10 7.5 118 | 88.7 122 | 91.7 | 133 | 21.3
Total 49 7.9 2 0.3 198 | 318 | 567 | 91.0 | 323 | 51.8 | 623 | 100.0

From the above table, it was observed that, 91.0%, 51.8%, 31.8%, 7.9% and 0.3%
respondents respectively preferred bike, car, auto, by walk and bus or public transport
as a mode of transport to shop organized retail outlets.

e According to Gender, out of total respondents, 90.5% and 92.3% male and female
respondents respectively mostly used scooter/bike as a mode of transport to shop
organized retail outlets, while 0.2% and 0.5% male and female respondents
respectively less preferred public or bus transport as a mode of transport to shop
organized retail outlets.

e According to Age, out of total respondents, 96.4% respondents belonged to 41-45
years age groups; they preferred scooter/bike as a mode of transport to reach

organized retail outlets, while 0.7% respondents belonged to more than 45 age
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groups, they less preferred to public or bus transport as a mode of transport to
shop organized retail outlets.

According to Marital Status, out of total respondents, 91.3% and 81.8% married
and unmarried respondents respectively most frequently used scooter/ bike as a
mode of transport to shop organized retail outlets, while lowest mode used by
married respondents is bus or public transport (0.3%).

According to Family Type, out of total respondents, 91.5% and 90.6%
respondents respectively were from nuclear and joint family groups, they mostly
used scooter/bike as a mode of transport to shop organized retail outlets, while
lowest mode used by nuclear and joint family groups respondents respectively
was bus or public transport (0.4%), (0.3%).

According to Education, out of total respondents, 92.7% respondents had studied
post graduation; they preferred scooter/bike as a mode of transport to reach
organized retail outlets, while 2.4% respondents had studied HSC, they less
preferred bus or public transport as a mode of transport to shop organized retail
outlets.

According to Occupation, out of total respondents, 92.4% respondents belonged
to service class; they preferred scooter/bike as a mode of transport to reach
organized retail outlets, while 0.6% respondents belonged to business class, they
less preferred bus or public transport as a mode of transport to shop organized
retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
50.9% respondents have four-wheeler, who having four wheeler 89.3% and 7.6%
respondents respectively preferred car and by walk as a mode of transport to shop
organized retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
99.8% respondents have two-wheeler, who having two wheeler 91.1% and 0.3%
respondents respectively preferred scooter/bike and bus or public transport as a
mode of transport to shop organized retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 82.8%
respondents have bicycle, who having bicycle 94.4% and 0.4% respondents
respectively preferred scooter/bike and bus or public transport as a mode of

transport to shop organized retail outlets.
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e According to Income Groups, out of total respondents, 95.6% respondents
belonged to 40001-60000 income groups, they preferred scooter/bike as a mode of
transport to shop organized retail outlets, while 1.0% respondents belonged to less
than or equal to 40000 income groups, they less preferred to use bus or public
transport as a mode of transport to shop organized retail outlets.

e According to Per Capita Income Groups, out of total respondents, 95.7%
respondents belonged to 9168-13000 per capita income groups, they preferred
scooter/bike as a mode of transport to shop organized retail outlets, while 0.9%
respondents belonged to less than or equal 9167 per capita income groups, they
less preferred bus or public transport as a mode of transport to shop organized
retail outlets. In another 0.9% respondents belonged to 9168-13000 per capita

income groups, they preferred the same mode of transports.
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Table 5.1.4: Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics Of Respondents In

Vadodara City Of Gujarat.
T T Mode of Transport (Orgapized Retail Outlets)
characteristics and it’s category By Walk By Auto Scooter/ Bike By car Total
N % N % N % N % N %
Gender Male 3 3.0 17 17.0 77 77.0 55 55.0 100 65.8
Female 1 1.9 11 21.2 41 78.8 22 42.3 52 34.2
Less than<= 33 1 2.9 9 25.7 28 80.0 11 314 35 23.0
33-35 1 3.6 6 21.4 20 71.4 19 32.1 28 18.4
Age 36-40 1 3.0 4 12.1 26 78.8 17 51.5 33 21.7
41-45 1 5.6 5 27.8 15 83.3 10 55.6 18 11.8
More than 45 0 0.0 4 10.5 29 76.3 30 78.9 38 25.0
Marital Status Marrie_d 3 2.2 24 17.8 104 77.0 71 52.6 135 88.8
Unmarried 1 5.9 4 235 14 82.4 6 35.3 17 11.2
Family Type Nuc_lear 2 2.9 16 23.5 52 76.5 32 47.1 68 44.7
Joint 2 2.4 12 14.3 66 78.6 45 53.6 84 55.3
S.S.C 0 0.0 0 0.0 1 100.0 1 100.0 1 0.7
H.S.C 0 0.0 1 6.7 14 93.3 8 53.3 15 9.9
Education Graduation 3 53 14 246 | 46 80.7 21 36.8 57 375
Post Graduation 0 0.0 12 26.7 33 73.3 20 44.4 45 29.6
PG & Above 1 2.9 1 2.9 24 70.6 27 79.4 34 22.4
Business 2 4.2 2 4.2 41 73.0 24 50.0 48 31.6
Occupation Professional 1 2.4 0 0.0 31 75.6 32 78.0 41 27.0
Service 1 1.6 26 41.3 46 73.0 21 33.3 63 41.4
Four Wheeler Yes 2 2.5 1 1.3 56 70.0 67 83.8 80 52.6
No 2 2.8 27 375 62 86.1 10 13.9 72 47.4
Bicycle Yes 1 2.0 10 19.6 41 80.4 20 39.2 51 34.0
No 3 3.0 18 18.2 75 75.8 55 55.6 99 66.0
<=40000 2 6.3 17 53.1 25 78.1 2 6.3 32 21.1
40001-60000 0 0.0 5 20.8 21 87.5 5 20.8 24 15.8
Income 60001-80000 0 0.0 5 13.9 33 91.7 16 44.4 36 23.7
Groups 80001-135000 0 0.0 1 34 | 21 | 724 | 28 96.6 29 | 191
>135000 2 6.5 0 0.0 18 58.1 26 83.9 31 20.4
<=9167 2 6.5 13 41.9 22 71.0 5 16.1 31 20.4
) 9168-13000 0 0.0 9 34.6 24 92.3 6 23.1 26 17.1
Per Capita 13001-17800 0 0.0 3 125 | 23 | 958 | 11 458 24 | 158
Income
17801-30000 0 0.0 3 7.3 29 70.7 31 75.6 41 27.0
>30000 2 6.7 0 0.0 20 66.7 24 80.0 30 19.7
Total 4 26 28 184 | 118 | 77.6 77 50.7 152 | 100.0

From the above table, it was observed that, in VVadodara city, 77.6%, 50.7%, 18.4%
and 2.6% respondents preferred bike, car, auto and walk as a mode of transport to
shop organized retail outlets.

e According to Gender, out of total respondents, 78.8% and 77.0% female and male
respondents respectively mostly used scooter/bike as a mode of transport to shop
organized retail outlets, while, 3.0% and 1.9% male and female respondents
respectively less preferred to walk as a mode of transport to shop organized retail
outlets respectively.

e According to Age, out of total respondents, 83.3% respondents belonged to 41-45
years age groups, they preferred scooter/bike as a mode of transport to reach
organized retail outlets, while 5.6% respondents belonged to 41-45 age groups,
they preferred public or bus transport as a mode of transport to shop organized

retail outlets.
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According to Marital Status, out of total respondents, 82.4% and 77.0%
unmarried and married respondents respectively most frequently used scooter/
bike as a mode of transport to shop organized retail outlets, while lowest mode
used by married respondents is bus or public transport (0.3%).

According to Family Type, out of total respondents, 78.6% and 76.5%
respondents were from joint and nuclear family groups respectively, they mostly
used scooter/bike as a mode of transport to shop organized retail outlets, while
lowest mode used by nuclear and joint family groups respondents respectively
was by walk (2.9%) and (2.4%).

According to Education, out of total respondents, majority of the respondents had
studied post SSC; they preferred scooter/bike and car as a mode of transport to
reach organized retail outlets, while 5.3% respondents had studied graduation,
they less preferred by walk as a mode of transport to shop organized retail outlets.
According to Occupation, out of total respondents, 75.6% respondents belonged
to professional class; they preferred scooter/bike as a mode of transport to reach
organized retail outlets, while 4.2% respondents belonged to business class, they
less preferred by walk as a mode of transport to shop organized retail outlets. In
another 4.2% respondents belonged to business class, they less preferred auto as a
mode of transport to shop organized retail outlets

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
52.6% respondents have four-wheeler, who having four-wheeler 83.8% and 1.3%
respondents respectively preferred car and auto as a mode of transport to shop
organized retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 34.0%
respondents have bicycle, who having bicycle 80.4% and 2.0% respondents
respectively preferred scooter/bike and by walk as a mode of transport to shop
organized retail outlets.

According to Income Groups, out of total respondents, 96.6% respondents
belonged to 80001-135000 income groups, they preferred car as a mode of
transport to shop organized retail outlets. 91.7% respondents belonged to 60001-
80000, they mostly used scooter/bike as a mode of transport to shop organized
retail outlets, while 6.5% belonged to more than 135000 income groups, they less

preferred by walk as a mode of transport to shop organized retail outlets.
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e According to Per Capita Income Groups, out of total respondents, 95.8%
respondents belonged to 13001-17800 per capita income groups, they preferred
scooter/bike as a mode of transport to shop organized retail outlets. 80.0%
respondents belonged to more than 30000, they mostly used car as a mode of
transport to shop organized retail outlets, while, 6.7% respondents belonged to
more than 135000 per capita income groups, they less preferred by walk as a

mode of transport to shop organized retail outlets.

Table 5.1.5: Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics Of Respondents In
Ahmedabad City Of Gujarat.

, . Mode of Transport (Organized Retail Outlets)
chl;f;lc)toel:'?si?ctssalzgl;:?sgzzahglgry By Walk By Auto Scooter/ Bike By car Total
N % N % N % N % N %
Gender Male 15 | 119 | 55 | 437 | 126 | 1000 | 55 437 | 126 | 72.0
Female 4 82 | 16 | 327 | 49 | 1000 | 22 44.9 49 | 280
Less than<= 33 2 67 | 15 | 500 | 30 | 1000 | 8 26.7 30 | 17.1
33-35 4 154 | 15 | 577 | 26 |1000| 8 30.8 26 | 14.9
Age 36-40 2 47 | 10 | 442 | 43 | 1000 | 28 372 43 | 246
41-45 6 158 | 15 | 395 | 38 | 1000 | 16 447 38 | 217
More than 45 5 132 | 7 | 184 | 38 | 1000 | 17 73.7 38 | 217
Marital Status Married 18 | 103 | 71 | 408 | 174 | 1000 | 77 443 | 174 | 994
Unmarried 1 | 1000] 0 0.0 1 | 1000] 0 0.0 1 06
Nuclear 11 | 118 | 33 | 355 | 93 | 1000 | 39 41.9 93 | 531
Joint 8 98 | 38 | 463 | 82 | 1000 | 38 463 82 | 46.9
, H.S.C 1 125 | 5 | 625 | 8 | 1000 ]| 2 25.0 8 47
Family Type Graduation 5 63 | 44 | 557 | 79 | 1000 | 28 354 79 | 462
Post Graduation | 10 | 172 | 22 | 37.9 | 58 | 1000 | 19 328 58 | 33.9
PG & Above 3 100 | 0 00 | 30 | 1000 | 28 933 30 | 171
Business 1 20 | 38 | 776 | 49 | 1000 | 16 32.7 49 | 280
Occupation Professional 8 133 | 0 00 | 60 | 1000 | 56 93.3 60 | 34.3
Service 10 | 152 | 33 | 500 | 66 | 1000]| 5 76 66 | 37.7
Four Wheeler Yes 17 | 193 | 18 | 205 | 88 | 1000 | 75 85.2 88 | 50.3
No 2 23 | 53 | 609 | 87 | 1000]| 2 23 87 | 49.7
<=40000 1 42 | 18 | 750 | 24 | 1000 | 1 42 24 | 137
40001-60000 3 61 | 24 | 490 | 49 | 1000 | 4 82 49 | 280
Income 60001-80000 5 16.1 14 45.2 31 100.0 11 35.5 31 17.7
Groups 80001-135000 5 156 | 11 | 344 | 32 |1000]| 25 78.1 32 | 183
>135000 5 128 | 4 | 103 | 39 | 1000 | 36 923 39 | 223
<=9167 1 32 | 19 | 613 | 31 | 1000 | 2 65 31 | 177
_ 9168-13000 3 81 | 21 | 568 | 37 | 1000 | 6 16.2 37 | 211
Pel';ca:rﬁ"ta 13001-17800 1 32 | 13 | 419 | 31 | 1000 | 10 323 31 | 177
come 17801-30000 9 | 225 | 13 | 325 | 40 | 1000 | 26 | 650 | 40 | 22.9
>30000 5 139 | 5 | 139 | 36 | 1000 | 33 917 36 | 206
Total 19 | 109 | 71 | 406 | 175 | 1000 | 77 440 | 175 | 100.0

From the above table, it was observed that, all category of respondents used of
scooter/bike comes out to be 100% while by walk used it was very from 10.9% in
Surat city.

e According to Gender, out of total respondents, majority of the male and female
respondents mostly used scooter/bike as a mode of transport to shop organized
retail outlets, while, 11.9% and 8.2% male and female respondents respectively
less preferred public or bus transport as a mode of transport to shop organized

retail outlets.
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According to Age, out of total respondents, majority of the respondents belonged
to different age groups; they preferred scooter/bike as a mode of transport to reach
organized retail outlets, while, 15.8% respondents belonged to 41-45 age groups,
they less preferred to walk as a mode of transport to shop organized retail outlets.
According to Marital Status, out of total respondents, majority of the married and
unmarried respondents most frequently used scooter/ bike as a mode of transport
to shop organized retail outlets, while lowest mode used by married respondents is
by walk (10.3%).

According to Family Type, out of total respondents, majority of the respondents
were from nuclear and joint family groups, they mostly used scooter/bike as a
mode of transport to shop organized retail outlets, while lowest mode used by
nuclear and joint family groups respondents respectively was by walk (11.8%) and
(9.8%).

According to Education, out of total respondents, majority of the respondents had
studied different education groups; they preferred scooter/bike as a mode of
transport to reach organized retail outlets, while 17.2% respondents had studied
post graduation, they less preferred by walk as a mode of transport to shop
organized retail outlets.

According to Occupation, out of total respondents, majority of the respondents
belonged to different occupation class; they preferred scooter/bike as a mode of
transport to reach organized retail outlets, while 15.2% respondents belonged to
service class, they less preferred by walk as a mode of transport to shop organized
retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
50.3% respondents have four-wheeler, who having four-wheeler majority of the
respondents and 19.3% respondents preferred car and by walk as a mode of
transport to shop organized retail outlets.

According to Income Groups, out of total respondents, majority of the
respondents belonged to different income groups, they preferred scooter/bike as a
mode of transport to shop organized retail outlets, while, 16.1% respondents
belonged to 60001-80000 income groups, they less preferred to use by walk as a
mode of transport to shop organized retail outlets.
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e According to Per Capita Income Groups, out of total respondents, majority of

the respondents belonged to different per capita income groups, they preferred

scooter/bike as a mode of transport to shop organized retail outlets, while, 22.5%

respondents belonged to 17801-30000 per capita income groups, they less

preferred by walk as a mode of transport to shop organized retail outlets.

Table 5.1.6: Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics of Respondents In
Surat City of Gujarat.

Respondent’s Demographic

Mode of Transport (Organized Retail Outlets)

. e By Walk By Auto Scooter/ Bike By car Total
characteristics and it’s category N % N % N % N % N %

Gender Male 9 7.8 43 37.4 115 | 100.0 60 52.2 115 71.9%
Female 4 8.9 20 44.4 45 100.0 21 46.7 45 28.1%

Less than<= 33 4 8.3 25 52.1 48 100.0 16 33.3 48 30.0%

33-35 4 133 21 70.0 30 100.0 9 30.0 30 18.8%

Age 36-40 3 10.7 7 25.0 28 100.0 17 60.7 28 17.5%
41-45 2 6.7 6 20.0 30 100.0 21 70.0 30 18.8%

More than 45 0 0.0 4 16.7 24 100.0 18 75.0 24 15.0%

Family Type Nuc_lear 3 5.0 30 50.0 60 100.0 21 35.0 60 37.5%
Joint 10 10.0 33 33.0 100 | 100.0 60 60.0 100 62.5%

S.S.C 0 0.0 1 100.0 1 100.0 0 0.0 1 0.6%

H.S.C 2 16.7 3 25.0 12 100.0 5 41.7 12 7.5%

Education Graduation 9 14.1 28 43.8 64 100.0 26 40.6 64 40.0%
Post Graduation 2 3.6 28 50.9 55 100.0 23 41.8 55 34.4%
PG & Above 0 0.0 3 10.7 28 100.0 27 96.4 28 17.5%

Business 7 15.6 17 37.8 45 100.0 18 40.0 45 28.1%

Occupation Professional 0 0.0 0 0.0 50 100.0 50 100.0 50 31.3%
Service 6 9.2 46 70.8 65 100.0 13 20.0 65 40.6%

Four Wheeler Yes 2 2.6 8 10.3 78 100.0 75 96.2 78 48.8%
No 11 13.4 55 67.1 82 100.0 6 7.3 82 51.3%

<=40000 2 14.3 10 71.4 14 100.0 0 0.0 14 8.8%

40001-60000 2 5.0 26 65.0 40 100.0 3 7.5 40 25.0%

Income 60001-80000 7 21.2 17 51.5 33 100.0 11 33.3 33 20.6%
Groups 80001-135000 | 2 5.4 8 | 216 | 37 | 1000 | 32| 865 37 | 231%
>135000 0 0.0 2 5.6 36 100.0 35 97.2 36 22.5%

<=9167 2 12.5 9 56.3 16 100.0 1 6.3 16 10.0%

) 9168-13000 3 10.7 18 64.3 28 100.0 3 10.7 28 17.5%
Pelaccoér‘f]’éta 1300117800 | 3 68 | 25 | 568 | 44 | 1000 | 19 | 432 | 44 | 27.5%
17801-30000 5 13.5 8 21.6 37 100.0 25 67.6 37 23.1%

>30000 0 0.0 3 8.6 35 100.0 33 94.3 35 21.9%

Total 13 8.1% 63 39.4 160 | 100.0 81 50.6 160 100.0

From the above table, it was observed that, all category of respondents used of

scooter/bike comes out to be 100% while by walk used it was very from 8.1% in Surat

city.

e According to Gender, out of total respondents, 0.2% and 0.5% male and female

respondents respectively less preferred by walk as a mode of transport to shop

organized retail outlets.

e According to Age, out of total respondents, 13.3% respondents belonged to 33-35

age groups, they preferred by walk as a mode of transport to shop organized retail

outlets.
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According to Family Type, out of total respondents, 10.0% and 5.0% respondents
was used lowest mode used by joint and nuclear family groups by walk.
According to Education, out of total respondents, 16.7% respondents had studied
HSC, they less preferred by walk as a mode of transport to shop organized retail
outlets.

According to Occupation, out of total respondents, 15.6% respondents belonged
to business class, they less preferred by walk as a mode of transport to shop
organized retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
48.8% respondents have four-wheeler, who having four-wheeler, majority of the
respondents and 2.6% respondents respectively preferred car and by walk as a
mode of transport to shop organized retail outlets.

According to Income Groups, out of total respondents, 21.2% respondents
belonged to 60001-80000 income groups, they less preferred to use by walk as a
mode of transport to shop organized retail outlets.

According to Per Capita Income Groups, out of total respondents, 13.5%
respondents belonged to 17801-30000 per capita income groups, they less
preferred by walk as a mode of transport to shop organized retail outlets.
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Table 5.1.7: Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics Of Respondents In

Rajkot City Of Gujarat.
R t’_s 1_)emographic Bus/Pumli\(/:lode of Transport (Organized I.?etall Outlets)
characteristics and it’s By Walk Transport By Auto Scooter/ Bike By car Total
category N % | N]| % N % N % N % | N %
Gender Male 10 [ 100 | 1 | 10 31 | 310 81 81.0 | 62 | 62.0 | 100 | 735
Female 3|83 | 1] 28 5 13.9 33 917 | 26 | 722 | 36 26.5
Less ;g""“‘ 3110|0100 | 2 67 | 24 | 800 | 21 | 700 | 30 | 221
33-35 3 | 125 1 | 42 6 25.0 17 708 | 17 | 708 | 24 17.6
Age 36-40 1| 50 ] 0] 00 7 35.0 19 95.0 8 40.0 | 20 14.7
41-45 4 | 160 0 | 00 13 | 520 24 96.0 | 14 | 56.0 | 25 18.7
Morethan45 | 2 | 54 | 1 | 27 8 21.6 30 811 | 28 | 75.7 | 37 27.2
Marital Married 13| 98 | 2 | 15 3 | 273 | 111 | 841 | 84 | 636 | 132 | 97.1
Status Unmarried 0 0.0 0 0.0 0 0.0 3 75.0 4 100.0 4 2.9
Family Nuclear 8 [ 160 ] 1 | 20 18 | 366 43 86.6 | 27 | 54.0 | 50 36.8
Type Joint 5 | 58 1] 12 18 | 20.9 71 826 | 61 | 709 | 86 63.2
S.S.C 2 [ 143 ] 0 0 1 7.1 8 57.1 8 571 | 14 10.3
H.S.C 1 [ 143 ] 1 | 143 2 28.6 3 42.9 4 571 | 7 5.1
) Graduation 4 93 |0 0 11 | 256 36 837 | 26 | 605 | 43 316
Education Post
Graduation 3163 |1 21 18 | 375 45 938 | 29 | 60.4 | 48 35.3
PG&Above | 3 | 125 | 0 0 4 16.7 22 917 | 21 | 875 | 24 17.6
Business 3 [120] 1] 40 2 8.0 12 | 480 | 15 | 60.0 | 25 18.4
Occupation | Professional 3 5.6 0 0 6 11.1 47 87.0 47 87.0 | 54 39.7
Service 7 | 123] 1] 18 28 | 491 55 965 | 26 | 456 | 57 | 419
Four Yes 34210 0. 6 8.5 51 718 | 66 | 930 | 71 52.2
Wheeler No 10 | 154 | 2 | 31 30 | 462 63 969 | 22 | 338 | 65 | 478
Two Yes 13 96 | 2 | 15 35 | 259 | 113 | 837 | 88 | 652 | 135 | 99.3
Wheeler No 0 0 0 0 1 | 100.0 1 1000 | © 0 1 7
Bicycle Yes 12| 94 ] 2] 16 34 | 266 | 109 | 852 | 85 | 66.4 | 128 | 94.1
No 1 [125] 0 0 2 25.0 5 62.5 3 375 | 8 5.9
<=40000 4 [ 143 1 | 36 14 | 50.0 27 96.4 7 250 | 28 20.6
4000160000 | 5 | 208 | 0| .0 9 375 21 875 | 14 | 583 | 24 17.6
Income 60001-80000 | 2 | 9.1 1| 45 7 31.8 17 773 | 11 | 500 | 22 16.2
Groups 80001-
135000 2| 74 |0 0 4 14.8 21 778 | 21 | 778 | 27 19.9
>135000 0 0 0 0 2 5.7 28 800 | 35 | 1000 | 35 25.7
<=9167 3 97 | 1] 32 11 | 355 29 935 | 13 | 419 | 31 22.8
_ 9168-13000 | 4 | 154 | 1 | 38 13 | 50.0 23 885 | 11 | 423 | 26 19.1
Pelr Capita "13001-17800 | 5 | 227 | 0 | 0 8 | 364 | 16 | 727 | 1L | 500 | 22 | 162
NCOMme 1780130000 | 1 | 40 | 0 | 0 | 2 | 80 | 19 | 760 | 21 | 840 | 25 | 184
>30000 0 0 0 0 2 6.3 27 844 | 32 | 1000 | 32 235
Total 13| 96 | 2 | 15 3 | 265 | 114 | 838 | 88 | 64.7 | 136 | 100.0

From the above table, it was observed that, 83.8%, 64.7%, 26.5%, 9.6% and 1.5%
respondents preferred scooter/bike, car, auto, by walk and bus or public transport as a
mode of transport to shop organized retail outlets in Rajkot city.

e According to Gender, out of total respondents, 91.7% and 81.0% female and male
respondents respectively mostly used scooter/bike as a mode of transport to shop
organized retail outlets, while, 2.8% and 1.0% female and male respondents
respectively less preferred public or bus transport as a mode of transport to shop
organized retail outlets.

e According to Age, out of total respondents, 96.0% respondents belonged to 41-45
years age groups; they preferred scooter/bike as a mode of transport to reach
organized retail outlets, while, 4.2% respondents belonged to 33-35 age groups,
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they less preferred public or bus transport as a mode of transport to shop
organized retail outlets.

According to Marital Status, out of total respondents, majority of the married
respondents and 63.6% unmarried respondents most frequently used car as a mode
of transport to shop organized retail outlets. Also, 84.1% and 75.0% married and
unmarried respondents most frequently used scooter/ bike as a mode of transport
to shop organized retail outlets, while, lowest mode used by married respondents
is bus or public transport (1.5%).

According to Family Type, out of total respondents, 86.6% and 82.6%
respondents were from nuclear and joint family groups, they mostly used
scooter/bike as a mode of transport to shop organized retail outlets, while 2.0%
and 1.2% respondents were from nuclear and joint family groups, they mostly
used public transport as a mode of transport to shop organized retail outlets.
According to Education, out of total respondents, 93.8% respondents had studied
post graduation, they most preferred scooter/bike as a mode of transport to reach
organized retail outlets, while, 14.3% respondents had studied SSC, they less
preferred to walk as a mode of transport to shop organized retail outlets. In
another 14.3% respondents had studied HSC, they preferred same mode of
transports.

According to Occupation, out of total respondents, 96.5% respondents belonged
to service class; they most preferred scooter/bike as a mode of transport to reach
organized retail outlets. 87.0% respondents belonged to professional class; they
preferred scooter/bike as a mode of transport to reach organized retail outlets,
While 4.0% respondents belonged to business class, they less preferred bus or
public transport as a mode of transport to shop organized retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
52.2% respondents have four-wheeler, who having four-wheeler, 93.0% and 4.2%
respondents preferred car and by walk as a mode of transport to shop organized
retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
99.3% respondents have two-wheeler, who having two-wheeler, 83.7% and 1.5%
respondents respectively preferred scooter/bike and bus or public transport as a

mode of transport to shop organized retail outlets.
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e According to Respondents Own Vehicle Bicycle, out of total respondents, 94.1%
respondents have bicycle, who having bicycle, 85.2% and 1.6% respondents
respectively preferred scooter/bike and bus or public transport as a mode of
transport to shop organized retail outlets.

e According to Income Groups, out of total respondents, majority of the
respondents belonged to more than 135000 income groups, they preferred car as a
mode of transport to shop organized retail outlets, while 4.5% respondents
belonged to 60001-80000 income groups, they less preferred to use bus or public
transport as a mode of transport to shop organized retail outlets.

e According to Per Capita Income Groups, out of total respondents, majority of
the respondents belonged to more than 30000 per capita income groups, they
preferred car as a mode of transport to shop organized retail outlets, while 3.8%
respondents belonged to 9168-13000 per capita income groups, they less preferred

bus or public transport as a mode of transport to shop organized retail outlets.
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For Unorganized Retail Shop,

Table: 5.1.8 Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of Respondents
In Selected Cities Of Gujarat.

I e A Dy S Mode of Transport (Unorgarjized Retail Outlets
S G £ (S o By Walk By Auto By Scooter/ Bike By car Total

N % N % N 22% N % N %

Gender Male 223 57.3 51 13.1 360 92.5 73 18.8 389 71.6

Female 79 51.3 15 9.7 144 93.5 36 23.4 154 28.4

Less than<= 33 87 55.1 21 13.3 144 91.1 26 16.5 158 29.1

33-35 63 61.8 10 9.8 93 91.2 14 13.7 102 18.8

Age 36-40 63 57.8 12 11.0 104 95.4 18 16.5 109 20.1
41-45 51 58.6 11 12.6 84 96.6 17 19.5 87 16.0

More than 45 38 43.7 12 13.8 79 90.8 34 39.1 87 16.0

Marital Married 289 56.1 59 115 479 93.0 105 | 20.4 515 94.8
Status Unmarried 13 46.4 7 25.0 25 89.3 4 14.3 28 5.2
Family Nuclear 151 59.2 42 16.5 232 91.0 41 16.1 255 47.0
Type Joint 151 52.4 24 8.3 272 94.4 68 | 23.6 288 53.0
S.S.C 41 95.3 3 7.0 33 76.7 4 9.3 43 7.9

H.S.C 29 52.7 5 9.1 47 85.5 10 18.2 55 10.2

Education Graduation 92 46.5 30 15.2 183 92.4 42 21.2 198 36.6
Post Graduation 97 59.5 17 10.4 158 96.9 24 14.7 163 30.1

PG & Above 43 51.2 11 13.1 83 98.8 29 34.5 84 15.5

Business 144 61.5 33 14.1 223 95.3 29 12.4 234 43.1

Occupation Professional 71 56.3 15 | 11.9 124 98.4 36 | 28.6 126 23.2
Service 87 47.5 18 9.8 157 85.8 44 24.0 183 33.7

Four Yes 144 51.1 19 8.5 201 90.1 89 | 39.9 223 41.1
Wheeler No 188 58.8 47 14.7 303 94.7 20 6.3 320 58.9
Two Yes 300 55.5 66 12.2 502 92.8 108 | 20.0 541 99.6
Wheeler No 2 100 0 0.0 2 100.0 1 50.0 2 0.4
Bicycle Yes 244 58.9 42 10.1 387 93.5 74 17.9 414 76.8
No 58 45.0 24 18.6 117 90.7 35 27.1 129 23.8

<=40000 97 71.3 22 16.2 120 88.2 4 2.9 136 25.0

40001-60000 72 53.7 13 9.7 128 95.5 14 10.4 134 24.7

gf;’;g‘; 60001-80000 61 | 560 | 17 | 156 | 103 | 945 | 24 | 220 | 109 | 201
80001-135000 32 40.0 9 11.3 75 93.8 28 | 35.0 80 14.7

>135000 40 47.8 5 6.0 78 92.9 39 | 46.4 84 15.5

<=9167 86 66.2 19 14.6 114 87.7 5 3.8 130 23.9

Per Capita 9168-13000 79 63.2 17 13.6 121 96.8 18 14.4 125 23.0
Income 13001-17800 60 54.5 15 13.6 104 94.5 24 | 21.8 110 20.3
17801-30000 40 41.2 11 11.3 89 91.8 25 25.8 97 17.9

>30000 37 45.7 4 4.9 76 93.8 37 | 45.7 81 14.9

Total 302 55.6 66 12.2 504 92.8 109 | 20.1 543 100.0

From the above table that, it was observed that, out of total respondents, 92.8%,
55.6%, 20.1% and 12.2% respondents respectively preferred scooter/bike, by walk,
car and auto as a mode of transport to shop organized retail outlets in selected cities of
Guijarat.

e According to Gender, out of total respondents, 92.5% and 93.5% male and female
respondents respectively used scooter/bike as a mode of transport to reach
unorganized retail outlets, while 13.1% and 9.7% male and female respondents
respectively less used auto as a mode of transport to shop unorganized retail
outlets.

e According to Age, out of total respondents, 96.6% respondents belonged to 41-45

age groups, they used scooter / bike as a mode of transport to reach unorganized

Volume I 116




Chapter 5: Analysis & Interpretation of Data

retail outlets, while, 13.8% respondents belonged to more than 45 years age
groups, they less preferred to go to unorganized retail outlets by car unorganized
retail outlets.

According to Marital Status, out of total respondents, 93.0% and 89.3% married
and unmarried respondents respectively preferred to go to unorganized retail
outlets by scooter / bike, while, 14.3% and 11.5% married and unmarried
respondents respectively less preferred to go to unorganized retail outlets by car
and auto.

According to Family Type, out of total respondents, 91.0% and 94.4%
respondents were from nuclear and joint family groups respectively, they mostly
used scooter/bike as a mode of transport to shop unorganized retail outlets, while
lowest mode used by nuclear and joint family groups respondents respectively
were car and auto (0.4%) and (0.3%).

According to Education, out of total respondents, 98.8% respondents had studied
post graduation & above, they mostly used scooter/bike as a mode of transport to
shop unorganized retail outlets, while, 15.2% respondents had studied graduation,
they less preferred to auto as a mode of transport to shop unorganized retail
outlets.

According to Occupation, out of total respondents, 98.4% respondents belonged
to professional class, they most frequently used scooter/bike as a mode of
transport to shop unorganized retail outlets, while, 11.9% respondents belonged to
professional class, they less preferred to use auto as a mode of transport to shop
unorganized retail outlets.

According to Respondent Own Vehicle Four Wheeler, out of total respondents,
41.1% respondents have four-wheeler, who having four wheeler 90.1% and 8.5%
respondents respectively preferred scooter/bike and auto as a mode of transport to
shop unorganized retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
99.6% respondents have two-wheeler, who having two wheeler 92.8% and 12.2%
respondents respectively preferred scooter/bike and auto as a mode of transport to
shop unorganized retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 76.8%

respondents have bicycle, who having bicycle 93.5% and 10.1% respondents

Volume I 117



Chapter 5: Analysis & Interpretation of Data

respectively preferred scooter/bike and auto as a mode of transport to shop
unorganized retail outlets.

According to Income Groups, out of total respondents, 95.5% respondents
belonged to 40001-60000 income groups, they preferred scooter/bike as a mode of
transport to shop unorganized retail outlets, while, 16.2% respondents belonged to
less than or equal to 40000 income groups, they less preferred to use auto as a
mode of transport to shop unorganized retail outlets.

According to Per Capita Income Groups, out of total respondents, 96.8%
respondents belonged to 9168-13000 per capita income groups, they most
frequently using scooter/bike as a mode of transport to shop unorganized retail
outlets, while, 14.6% respondents belonged to less than & above 9167 per capita
income groups, they less preferred auto as a mode of transport to shop

unorganized retail outlets.

Table: 5.1.9 Percentage Frequency Distribution Of Mode Of Transport Used By Respondents To
Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of Respondents
In Vadodara City Of Gujarat.

Respondent’s Demographic Mode of Transport (Unorgar_ﬂzed Retail Outlets
e e By Walk By Auto By Scooter/ Bike By car Total
N % N % N % N % N %
Gender Male 41 37.6 20 | 18.3 95 87.2 31 | 284 109 66.5
Female 21 38.2 9 16.4 50 90.9 16 | 29.1 55 33.5
Less than<= 33 18 41.9 9 20.9 37 86.0 7 16.3 43 26.2
33-35 14 51.9 6 22.2 24 88.9 3 11.1 27 16.5
Age 36-40 9 25.7 5 14.3 33 94.3 11 31.4 35 21.3
41-45 10 43.5 5 21.7 20 87.0 7 30.4 23 14.0
More than 45 11 30.6 4 11.1 31 86.1 19 52.8 36 22.0
Marital Married 55 38.2 23 | 16.0 127 88.2 45 | 31.3 144 87.8
Status Unmarried 7 32.0 6 30.0 18 90.0 2 10.0 20 12.2
Family Nuclear 33 42.3 18 23.1 67 85.9 14 17.9 78 47.6
Type Joint 29 33.7 11 | 12.8 78 90.7 33 | 38.4 86 52.4
S.S.C 2 66.7 0 0.0 2 66.7 1 33.3 3 1.8
H.S.C 8 42.1 3 15.8 14 73.7 4 21.1 19 11.6
Education Graduation 24 38.1 11 | 175 54 85.7 12 | 19.0 63 384
Post Graduation 19 48.7 8 20.5 35 89.7 9 23.1 39 23.8
PG & Above 9 22.5 7 17.5 40 100.0 21 52.5 40 24.4
Business 16 32.0 0 0.0 41 82.0 15 | 30.0 50 30.5
Occupation Professional 10 22.7 10 | 22.7 44 100.0 20 | 455 44 26.8
Service 36 51.4 19 27.1 60 85.7 12 17.1 70 42.7
Four Yes 12 194 4 6.5 51 82.3 39 | 62.9 62 37.8
Wheeler No 50 49.0 25 245 94 92.2 8 7.8 102 62.2
Bicycle Yes 20 39.2 5 9.8 40 78.4 14 | 275 51 319
No 42 38.5 24 22.0 101 92.7 29 26.6 109 68.1
<=40000 30 57.7 15 | 28.8 44 84.6 1 1.9 52 317
40001-60000 15 46.9 4 12.5 30 93.8 4 12.5 32 19.5
g‘fg’;‘;‘; 60001-80000 15 | 324 | 6 | 162 | 34 919 | 13 [ 351 | 37 | 226
80001-135000 2 9.5 4 19.0 18 85.7 13 | 619 21 12.8
>135000 3 13.6 0 0.0 19 86.4 16 72.7 22 13.4
<=9167 27 56.3 12 25.0 41 85.4 1 2.1 48 29.3
. 9168-13000 20 52.6 10 | 26.3 36 94.7 7 18.4 38 23.2
Per Capita

Income 13001-17800 7 26.9 5 19.2 22 84.6 9 34.6 26 15.9
17801-30000 5 15.6 2 6.3 29 90.6 16 | 50.0 32 19.5
>30000 3 15.0 0 0.0 17 85.0 14 | 70.0 20 12.2
Total 62 37.8 29 17.7 145 88.4 A7 28.7 164 100.0
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From the above table that, it was observed that, 88.4%, 37.8%, 28.7% and 17.7%

respondents respectively preferred scooter/bike, by walk, car and auto as a mode of

transport to shop organized retail outlets in VVadodara city.

According to Gender, out of total respondents, 90.9% and 87.2% female and male
respondents respectively used scooter/bike as a mode of transport to reach
unorganized retail outlets, while 18.3% and 16.4% male and female respondents
respectively less used auto as a mode of transport to shop unorganized retail
outlets.

According to Age, out of total respondents, 94.3% respondents belonged to 36-40
age groups, they used scooter / bike as a mode of transport to reach unorganized
retail outlets, while, 22.2% respondents belonged to 33-35 years age groups, they
less preferred to go to unorganized retail outlets by auto unorganized retail outlets.
According to Marital Status, out of total respondents, 90.0% and 88.2%
unmarried and married respondents respectively preferred to go to unorganized
retail outlets by scooter / bike, while, 30.0% and 16.0% unmarried and married
respondents respectively less preferred to go to unorganized retail outlets by auto.
According to Family Type, out of total respondents, 90.7% and 85.9%
respondents were from joint and nuclear family groups respectively, they mostly
used scooter/bike as a mode of transport to shop unorganized retail outlets, while
lowest mode used by nuclear and joint family groups respondents respectively
was auto and car (12.8%) and (10.0%).

According to Education, out of total respondents, majority of the respondents had
studied post graduation & above, they mostly used scooter/bike as a mode of
transport to shop unorganized retail outlets, while, 20.5% respondents had studied
graduation, they less preferred to auto as a mode of transport to shop unorganized
retail outlets.

According to Occupation, out of total respondents, majority of the respondents
belonged to professional class, they most frequently used scooter/bike as a mode
of transport to shop unorganized retail outlets, While, 27.1% respondents
belonged to service class, they less preferred to use auto as a mode of transport to
shop unorganized retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,

37.8% respondents have four-wheeler, who having four-wheeler, 82.3% and 6.5%
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respondents respectively preferred scooter/bike and auto as a mode of transport to
shop unorganized retail outlets.

e According to Respondents Own Vehicle Bicycle, out of total respondents, 31.9%
respondents have bicycle, who having bicycle 78.4% and 9.8% respondents
respectively preferred scooter/bike and auto as a mode of transport to shop
unorganized retail outlets.

e According to Income Groups, out of total respondents, 93.8% respondents
belonged to 40001-60000 income groups, they preferred scooter/bike as a mode of
transport to shop unorganized retail outlets, while, 28.8% respondents belonged to
less than or equal to 40000 income groups, they less preferred to use auto as a
mode of transport to shop unorganized retail outlets.

e According to Per Capita Income Groups, out of total respondents, 94.7%
respondents belonged to 9168-13000 per capita income groups, they most
frequently using scooter/bike as a mode of transport to shop unorganized retail
outlets, while, 26.3% respondents belonged to 9168-13000 per capita income
groups, they less preferred car as a mode of transport to shop unorganized retail
outlets.
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Table: 5.1.10 Percentage Frequency Distribution Of Mode Of Transport Used By Respondents
To Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents In Ahmedabad City Of Gujarat.

Respondent’s Demographic Mode of Transport (Unorgar)ized Retail Outlets)
characteristics and it’s category By Walk By Auto By Scooter/ Bike By car Total
N % N % N % N % N %
Gender Male 42 56.0 9 12.0 74 98.7 15 20.0 75 72.8
Female 19 67.9 0 0.0 28 100.0 8 28.6 28 27.2
Less than<= 33 13 50.0 3 115 25 96.2 7 26.9 26 25.2
33-35 9 60.0 1 6.7 15 100.0 1 6.7 15 14.6
Age 36-40 19 76.0 1 4.0 25 100.0 3 12.0 25 24.3
41-45 13 54.2 2 8.3 24 100.0 5 20.8 24 23.3
More than 45 7 53.8 2 15.4 13 100.0 7 53.8 13 12.6
Marital S Married 61 59.8 9 8.8 101 99.0 23 22.5 102 99.0
arital Status e ied 0 ] 00 | 0| 00 | t | 100 | 0 |o00]| 1 10
Family Type Nuc_lear 39 69.6 7 125 56 100.0 12 214 56 54.4
Joint 22 46.8 2 4.3 46 97.9 11 23.4 47 45.6
H.S.C 0.1 0.0 0 0.0 7 100.0 1 14.3 7 6.9
. Graduation 21 39.6 7 13.2 52 98.1 16 30.2 53 52.0
Education -
Post Graduation 35 94.6 1 2.7 37 100.0 3 8.1 37 36.3
PG & Above 5 83.3 1 16.7 6 100.0 3 50.0 6 5.8
Business 1 2.9 7 20.0 34 97.1 10 28.6 35 34.0
Occupation Professional 11 84.6 2 15.4 13 100.0 7 53.8 13 12.6
Service 49 89.1 0 0.0 55 100.0 6 10.9 55 53.4
Four Wheeler Yes 17 51.5 5 15.2 32 97.0 20 60.6 33 32.0
No 44 62.9 4 5.7 70 100.0 3 4.3 70 68.0
<=40000 17 73.9 0 0.0 23 100.0 1 4.3 23 22.3
40001-60000 22 62.9 2 5.7 35 100.0 3 8.6 35 34.0
gfg;g‘; 60001-80000 9 [4s0 [ 2 [ 100 20 100.0 4 [200] 20 19.4
80001-135000 6 42.9 3 21.4 13 92.9 8 57.1 14 13.6
>135000 7 63.6 2 18.2 11 100.0 7 63.6 11 10.7
<=9167 18 64.3 1 3.6 27 96.4 2 7.1 28 27.2
. 9168-13000 15 65.2 0 0.0 23 100.0 3 13.0 23 22.3
Per Capita
Income 13001-17800 13 52.0 4 16.0 25 100.0 7 28.0 25 24.3
17801-30000 6 46.2 2 15.4 13 100.0 3 23.1 13 12.6
>30000 9 64.3 2 14.3 14 100.0 8 57.1 14 13.6
Total 61 59.2 9 8.7 102 99.0 23 22.3 103 100.-

From the above table that, it was observed that, 99.0%, 59.2%, 22.3% and 8.7%
respondents respectively preferred scooter/bike, by walk, car and auto as a mode of
transport to shop organized retail outlets in Ahmedabad city.

e According to Gender, out of total respondents, majority of the female respondents
and 98.7% male respondents respectively used scooter/bike as a mode of transport
to reach unorganized retail outlets, while, 12.0% male respondents less used auto
as a mode of transport to shop unorganized retail outlets. Female respondents did
not give opinion.

e According to Age, out of total respondents, majority of the respondents belonged
to age groups; they used scooter / bike as a mode of transport to reach
unorganized retail outlets, while, 15.4% respondents belonged to more than 45
years age groups, they less preferred to go to unorganized retail outlets by auto.

e According to Marital Status, out of total respondents, majority of the unmarried

and 90.0% married respondents respectively preferred to go to unorganized retail
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outlets by scooter/bike, while, 8.8% married respondents less preferred to go to
unorganized retail outlets by auto. Unmarried respondents did not give opinion.
According to Family Type, out of total respondents, majority of the respondents
and 97.9% respondents were from nuclear and joint family groups respectively,
they mostly used scooter/bike as a mode of transport to shop unorganized retail
outlets, while, lowest mode used by nuclear and joint family groups respondents
respectively was auto (12.5%) and (4.3%).

According to Education, out of total respondents, majority of the respondents had
studied HSC, while, 16.7% respondents had studied post graduation & above, they
less preferred to auto as a mode of transport to shop unorganized retail outlets. In
another majority of the respondents had post graduation and post graduation &
above, they mostly used scooter/bike as a mode of transport to shop unorganized
retail outlets

According to Occupation, out of total respondents, majority of the respondents
belonged to professional class, they most frequently used scooter/bike as a mode
of transport to shop unorganized retail outlets, while, 20.0% respondents belonged
to business class, they less preferred to use auto as a mode of transport to shop
unorganized retail outlets. In another majority of the respondents belonged to
service class, they most frequently used scooter/bike as a mode of transport to
shop unorganized retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
32.0% respondents have four-wheeler, who having four-wheeler, 97.0% and
15.2% respondents respectively preferred scooter/bike and auto as a mode of
transport to shop unorganized retail outlets.

According to Income Groups, out of total respondents, majority of the
respondents belonged to different income groups like less than or equal to 40000,
40001-60000, 60001-80000 and more than 135000, they preferred scooter/bike as
a mode of transport to shop unorganized retail outlets, while, 21.4% respondents
belonged to 80001-135000 income groups, they less preferred to use auto as a
mode of transport to shop unorganized retail outlets.

According to Per Capita Income Groups, out of total respondents, majority of
the respondents belonged to different like per capita income groups, less than or
equal to 9167, 9168-13000, 13001-17800 and more than 35000, they most
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frequently using scooter/bike as a mode of transport to shop unorganized retail
outlets, while, 16.0% respondents belonged to 13001- 17800 per capita income
groups, they less preferred auto as a mode of transport to shop unorganized retail
outlets.

Table: 5.1.11 Percentage Frequency Distribution Of Mode Of Transport Used By Respondents
To Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents In Surat City Of Gujarat.

Respondent’s Demographic Mode of Transport (Unorganized Retail Outlets)
characteristics and it’s By Walk By Auto By Scooter/ Bike By car Total
category N % N % N % N % N %
Gender Male 57 55.3 11 10.7 103 100.0 14 13.6 103 74.1
Female 22 61.1 1 2.8 36 100.0 1 2.8 36 25.9
Less than<= 33 19 43.2 4 9.1 44 100.0 3 6.8 44 317
33-35 15 51.7 2 6.9 29 100.0 3 10.3 29 20.9
Age 36-40 17 68.0 1 4.0 25 100.0 4 16.0 25 18.0
41-45 18 78.3 1 4.3 23 100.0 2 8.7 23 16.5
More than 45 10 55.6 4 22.2 18 100.0 3 16.7 18 12.9
Family Type Nuc_lear 28 48.3 5 8.6 58 100.0 7 12.1 58 41.7
Joint 51 63.0 7 8.6 81 100.0 8 9.9 81 58.3
S.S.C 1 100.0 0 0.0 1 100.0 0 0.0 1 0.7
H.S.C 5 45,5 1 9.1 11 100.0 2 18.2 11 7.9
. Graduation 29 53.7 10 18.5 54 100.0 9 16.7 54 38.8
Education
Post. 23 | 469 | 1 2.0 49 1000 | 4 8.2 49 35.3
Graduation
PG & Above 21 87.5 0 0.0 24 100.0 0 0.0 24 17.3
Business 15 375 8 20.0 40 100.0 13 32.5 40 28.8
Occupation Professional 42 95.5 0 0.0 44 100.0 0 0.0 44 31.7
Service 22 40.0 4 7.3 55 100.0 2 3.6 55 39.6
Four Yes 41 61.2 7 10.4 67 100.0 13 19.4 67 48.2
Wheeler No 38 52.8 5 6.9 72 100.0 2 2.8 72 51.8
<=40000 6 50.0 0 0.0 12 100.0 1 8.3 12 8.6
40001-60000 14 37.8 3 8.1 37 100.0 2 5.4 37 26.6
g‘f;:';i 60001-80000 | 21 | 750 | 4 143 28 1000 | 1 | 36 28 20.1
80001-135000 15 50.0 2 6.7 30 100.0 5 16.7 30 21.6
>135000 23 71.9 3 9.4 32 100.0 6 18.8 32 23.0
<=9167 5 41.7 1 8.3 12 100.0 1 8.3 12 8.6
i 9168-13000 16 59.3 2 7.4 27 100.0 2 7.4 27 19.4
Per Capita
Income 13001-17800 21 58.3 1 2.8 36 100.0 3 8.3 36 25.9
17801-30000 15 48.4 6 19.4 31 100.0 3 9.7 31 22.3
>30000 22 66.7 2 6.1 33 100.0 6 18.2 33 23.7
Total 79 56.8 12 8.6 139 100.0 15 10.8 139 100.0

From the above table that, it was observed that, all category of respondents used of
scooter/bike comes out to be 100% while by walk used it was very from 8.1% in
Surat city.

e According to Gender, out of total respondents, majority of the male and female
respondents used scooter/bike as a mode of transport to reach unorganized retail
outlets, while, 10.7% and 2.8% male and female respondents less used auto as a
mode of transport to shop unorganized retail outlets. In another 2.8% female
respondents used car as a mode of transport to reach unorganized retail outlets.

e According to Age, out of total respondents, majority of the respondents belonged

to different age groups; they used scooter / bike as a mode of transport to reach
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unorganized retail outlets, while, 22.2% respondents belonged to more than 45
years age groups, they less preferred to go to unorganized retail outlets by auto.

e According to Family Type, out of total respondents, majority of the respondents
were from nuclear and joint family groups, they mostly used scooter/bike as a
mode of transport to shop unorganized retail outlets, while, 8.6% respondents
were from nuclear family groups, they mostly used scooter/bike as a mode of
transport to shop unorganized retail outlets. In another 8.6% respondents were
from joint family groups, they mostly used same mode of transport.

e According to Education, out of total respondents, majority of the respondents had
studied different education groups, they mostly used scooter/bike as a mode of
transport to shop unorganized retail outlets, while, 18.5% respondents had studied
graduation, they less preferred to auto as a mode of transport to shop unorganized
retail outlets.

e According to Occupation, out of total respondents, majority of the respondents
belonged to different occupation class, they most frequently used scooter/bike as a
mode of transport to shop unorganized retail outlets, while, 20.0% respondents
belonged to business class, they less preferred to use auto as a mode of transport
to shop unorganized retail outlets.

e According to Respondents Own Vehicle Four Wheeler, out of total respondents,
48.2% respondents have four-wheeler, who having four-wheeler, majority of the
respondents and 10.4% respondents respectively preferred scooter/bike and auto
as a mode of transport to shop unorganized retail outlets.

e According to Income Groups, out of total respondents, majority of the
respondents belonged to different income groups, they preferred scooter/bike as a
mode of transport to shop unorganized retail outlets, while, 14.3% respondents
belonged to 60001-80000 income groups, they less preferred to use auto as a
mode of transport to shop unorganized retail outlets.

e According to Per Capita Income Groups, out of total respondents, majority of
the respondents belonged to different per capita income groups, they most
frequently using scooter/bike as a mode of transport to shop unorganized retail
outlets, while, 19.4% respondents belonged to per capita income groups 17801-
30000, they less preferred auto as a mode of transport to shop unorganized retail

outlets.
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Table: 5.1.12 Percentage Frequency Distribution Of Mode Of Transport Used By Respondents
To Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents In Rajkot City Gujarat.

Respondent’s Demographic Mode of Transport (Unorganized Retail Outlets)
characteristics and it’s By Walk By Auto By Scooter/ Bike By car Total
category N % N % N % N % N %
Gender Male 83 81.4 11 10.8 88 86.3 13 12.7 102 74.5
Female 17 48.6 5 14.3 30 85.7 11 31.4 35 25.5
Less than<= 33 37 82.2 5 11.1 38 84.4 9 20.0 45 32.8
33-35 25 80.6 1 3.2 25 80.6 7 22.6 31 22.6
Age 36-40 18 75.0 5 20.8 21 87.5 0 .0 24 17.5
41-45 10 58.8 3 17.6 17 100.0 3 17.6 17 12.4
More than 45 10 50.0 2 10.0 17 85.0 5 25.0 20 14.6
Marital Married 94 72.3 15 11.5 112 86.2 22 16.9 130 94.9
Status Unmarried 6 85.7 1 14.3 6 85.7 2 28.6 7 5.1
Family Nuclear 51 81.0 12 19.0 51 81.0 8 12.7 63 46.0
Type Joint 49 66.2 4 5.4 67 90.5 16 21.6 74 54.0
S.S.C 38 97.4 3 7.7 30 76.9 3 7.7 39 28.5
H.S.C 16 88.9 1 5.6 15 83.3 3 16.7 18 13.1
. Graduation 18 64.3 2 7.1 23 82.1 5 17.9 28 20.4
Education Dot
Graduation 20 52.6 7 184 37 97.4 8 21.1 38 27.7
PG & Above 8 57.1 3 21.4 13 92.9 5 35.7 14 10.2
Business 55 94.8 3 5.2 42 72.4 6 10.3 58 42.3
Occupation Professional 37 32.0 3 12.0 23 92.0 9 36.0 25 18.2
Service 8 68.5 10 18.5 53 98.1 9 16.7 54 39.4
Four Yes 44 72.1 3 4.9 51 83.6 17 27.9 61 44.5
Wheeler No 56 73.7 13 17.1 67 88.2 7 9.2 76 55.5
Two Yes 98 72.6 16 11.9 116 85.9 23 17.0 135 98.5
Wheeler No 2 100.0 0 0.0 2 100.0 1 50.0 2 1.5
Bicycle Yes 84 69.4 16 0.0 106 87.6 22 18.2 121 88.3
No 16 100.0 0 0.0 12 75.0 2 12.5 16 11.7
<=40000 44 89.8 7 14.3 41 83.7 1 2.0 49 35.8
40001-60000 21 70.0 4 13.3 26 86.7 5 16.7 30 21.9
g‘fg&g‘; 60001-80000 | 19 792 | 5 | 208 21 875 | 6 | 250 | 24 | 175
80001-135000 9 60.0 0 0.0 14 93.3 2 13.3 15 10.9
>135000 7 36.8 0 0.0 16 84.2 10 52.6 19 13.9
<=9167 36 85.7 5 11.9 34 81.0 1 24 42 30.7
Per Capita 9168-13000 28 75.7 5 13.5 35 94.6 6 16.2 37 27.0
Income 13001-17800 19 82.6 5 21.7 21 91.3 5 21.7 23 16.8
17801-30000 14 66.7 1 4.8 16 76.2 3 14.3 21 15.3
>30000 3 21.4 0 0.0 12 85.7 9 64..3 14 10.2
Total 100 73.0 16 11.7 118 86.1 24 17.5 137 100.0

From the above table that, it was observed that, 86.1%, 73.0%, 17.5% and 11.7%
respondents respectively preferred scooter/bike, by walk, car and auto as a mode of
transport to shop organized retail outlets in Rajkot city.

e According to Gender, out of total respondents, 86.3% and 85.7% male and female
respondents used scooter/bike as a mode of transport to reach unorganized retail
outlets, While, 14.3% and 10.8% female and male respondents less used auto as a
mode of transport to shop unorganized retail outlets.

e According to Age, out of total respondents, majority of the respondents belonged
to different age groups; they used scooter / bike as a mode of transport to reach
unorganized retail outlets, while, 20.8% respondents belonged to 36-40 years age

groups, they less preferred to go to unorganized retail outlets by auto.
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According to Marital Status, out of total respondents, 86.2% and 85.7% married
and unmarried respondents preferred to go to unorganized retail outlets by
scooter/bike. In another 85.7% unmarried respondents used same mode of
transports, while, 14.3% and 11.5% unmarried and married respondents less
preferred to go to unorganized retail outlets by auto.

According to Family Type, out of total respondents, 90.5% and 81.0%
respondents were from joint and nuclear family groups, they mostly used
scooter/bike as a mode of transport to shop unorganized retail outlets. In another
81.0% nuclear respondents were from nuclear family groups used same mode of
transports, while, 19.0% and 5.4% respondents were from nuclear and joint family
groups, they less preferred to go to auto as a mode of transport to shop
unorganized retail outlets.

According to Education, out of total respondents, 97.4% respondents had studied
post graduation & above, they mostly used scooter/bike as a mode of transport to
shop unorganized retail outlets. In another 97.4% respondents had studied SSC,
they used by walk as a mode of transports, while, 21.4% respondents had studied
post graduation & above, they less preferred to auto as a mode of transport to shop
unorganized retail outlets.

According to Occupation, out of total respondents, 98.1% respondents belonged
to different occupation class, they most frequently used scooter/bike as a mode of
transport to shop unorganized retail outlets, while, 18.5% respondents belonged to
service class, they less preferred to use auto as a mode of transport to shop
unorganized retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
44.5% respondents have four-wheeler, who having four-wheeler, 83.6% and 4.9%
respondents respectively preferred scooter/bike and auto as a mode of transport to
shop unorganized retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
98.5% respondents have two-wheeler, who having two- wheeler 85.9% and 11.9%
respondents respectively preferred scooter/bike and auto as a mode of transport to
shop unorganized retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 88.3%

respondents have bicycle, who having bicycle 87.6% and 18.2% respondents
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respectively preferred scooter/bike and car as a mode of transport to shop
unorganized retail outlets.

e According to Income Groups, out of total respondents, 93.3% respondents
belonged to 80001-135000 income groups, they preferred scooter/bike as a mode
of transport to shop unorganized retail outlets, while, 20.8% respondents belonged
to 60001-80000 income groups, they less preferred to use auto as a mode of
transport to shop unorganized retail outlets.

e According to Per Capita Income Groups, out of total respondents, 94.6%
respondents belonged to 9168-13000 per capita income groups, they most
frequently using scooter/bike as a mode of transport to shop unorganized retail
outlets, while, 21.7% respondents belonged to 13001-17800 per capita income
groups, they less preferred auto as a mode of transport to shop unorganized retail
outlets.

For Organized Retail Outlets,

Table: 5.1.13 Percentage Frequency Distribution Of Source Of Information Used (Influence Of
Coming To Mall) By Respondents To Know Organized Retail Outlets In Selected Cities Of

Gujarat.
. Cites
Source of Information -
(Organized Retail Outlets) Vadodara Ahmedabad Surat Rajkot Total
N N% N N% N N% N N% N N%
Advertisement 143 941 | 129 | 741 115 | 719 | 99 | 728 | 486 | 78.1
Friends/Relatives 29 19.1 | 26 14.9 14 88 | 79 | 581 | 148 | 238
Internet 2 13 9 5.2 3 1.9 9 6.6 23 3.7
Others(self) 4 26 | 19 10.9 29 | 181 | 11 | 81 | 63 | 101
Total 152 244 | 174 | 28.0 | 160 | 25.7 | 136 | 21.9 | 622 | 100.0

e From the above table, it was observed that, out of total respondents, 78.1%,
23.8%, 10.1% and 3.7% respondents respectively came to know about organized
retail outlets through advertisements, friends/ relatives; others source of
information (self) and internet in Vadodara, Ahmedabad Surat and Rajkot.

e In Vadodara city, out of 152 respondents, 94.1% and 1.3% respondents
respectively came to know about organized retail outlets through advertisements
and Internet.

e In Ahmedabad city, out of 175 respondents, 74.1% and 5.2% respondents
respectively came to know about organized retail outlets through advertisements,
and Internet.

e In Surat city, out of 160 respondents, 71.9% and 1.9% respondents respectively

came to know about organized retail outlets through advertisements and internet.
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e In Rajkot city, out of 136 respondents, 72.8% and 6.6% respondents respectively

came to know about organized retail outlets through advertisements and internet.

Table: 5.1.14 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Shop Organized Retail Outlets With Respect To Demographic Characteristics
Of Respondents In Selected Cities Of Gujarat.

Source of Information (Organized Retail Outlets)
Respondent’s Background _ _ _
characteristics and it’s category Advertisement Friends/Relative Internet Others(self) Total
N % N % N % N % N %
Gender Male 343 78.0 106 24.1 16 36 | 45 | 10.2 | 440 | 70.7
Female 143 78.6 42 23.1 7 3.8 18 9.9 | 182 | 29.3
Less than<= 33 120 83.9 41 28.7 5 35 11 7.7 | 143 | 23.0
33-35 83 76.9 29 26.9 5 4.6 9 83 | 108 | 17.4
Age 36-40 99 79.8 20 16.1 5 4.0 14 | 113 | 124 | 19.9
41-45 83 75.5 22 20.0 5 4.5 11 | 10.0 | 110 | 17.7
More than 45 45 73.7 36 26.3 3 2.2 18 | 13.1 | 137 | 22.0
Marital Married 466 77.7 140 23.3 21 35 61 | 10.2 | 600 | 96.5
Status Unmarried 20 90.9 8 36.4 2 9.1 2 9.1 22 35
Family Type Nuglear 211 78.1 66 24.4 7 2.6 24 89 | 270 | 434
Joint 275 78.1 82 23.3 16 4.5 39 | 11.1 | 352 | 56.6
S.S.C 12 75.0 13 81.3 3 18.8 1 6.3 16 2.6
H.S.C 32 76.2 8 19.0 0 0.0 10 | 238 | 42 6.8
Education Graduation 192 79.0 52 214 4 1.6 28 | 115 | 243 | 394
Post Graduation 155 75.6 44 21.5 11 5.4 20 9.8 205 | 33.2
PG & Above 95 81.9 31 26.7 5 4.3 4 34 | 116 | 18.6
Business 126 75.4 38 22.8 5 3.0 29 | 174 | 167 | 26.8
Occupation Professional 164 80.0 52 25.4 7 3.4 15 7.3 | 205 | 33.0
Service 196 78.4 58 23.2 11 4.4 19 7.6 | 250 | 40.2
Four Yes 250 78.9 81 25.6 8 2.5 33 | 104 | 317 | 51.0
Wheeler No 236 77.4 67 22.0 15 4.9 30 9.8 | 305 | 49.0
Two Yes 485 78.1 148 23.8 23 3.7 63 | 10.1 | 621 | 99.8
Wheeler No 1 100.0 0 0.0 0 0.0 0 0.0 1 0.2
Bicycle Yes 386 75.2 119 23.2 20 3.9 58 | 11.3 | 513 | 82.7
No 100 91.7 29 26.6 3 2.8 5 46 | 109 [ 17.9
<=40000 81 83.5 25 25.8 7 7.2 6 6.2 97 | 15.6
40001-60000 105 76.6 30 21.9 6 4.4 14 | 10.2 | 137 | 22.0
gf;’l:g‘; 60001-80000 93 | 762 31 254 [ 3 | 25 [16 | 131 [122] 196
80001-135000 95 76.0 33 26.4 3 2.4 10 8.0 | 125 | 20.1
>135000 112 79.4 29 20.6 4 2.8 17 | 121 | 141 | 227
<=9167 87 80.6 31 28.7 9 8.3 10 93 | 108 | 174
. 9168-13000 91 77.8 27 23.1 4 34 10 85 | 117 | 18.8
Per Capita
Income 13001-17800 88 72.7 28 231 5 41 16 | 132 | 121 | 195
17801-30000 111 77.6 35 24.5 2 14 12 8.4 | 143 | 23.0
>30000 109 82.0 27 20.3 3 2.3 15 | 113 | 133 | 214
Total 484 78.1 147 23.7 23 3.7 63 | 10.2 | 622 | 100.0

From the above table, it was observed that, out of total respondents, 78.1%, 23.7%,
10.2% and 3.7% respondents came to know about organized retail outlets through
advertisement, friends/ relatives, others source of information and internet
respectively in selected cities of Gujarat.

e According to Gender, out of total respondents, 78.6% and 78.0% female and male
respondents respectively came to know about organized retail outlets through
advertisement, while 3.8% and 3.6% female and male respondents respectively
came to know about organized retail outlets through internet.

e According to Age, out of total respondents, 83.9% respondents belonged to less

than or equal to 33 years age groups; they came to know about organized retail
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outlets through advertisement, while, 4.6% respondents belonged to 33-35 years
age groups, they came to know about organized retail outlets through internet.
According to Marital Status, out of total respondents, 90.9% and 77.7%
unmarried and married respondents respectively, they came to know about
organized retail outlets through advertisement, while 9.1% and 3.5% unmarried
and married respondents respectively; they came to know about organized retail
outlets through internet.

According to Family Types, out of total respondents, 78.1% respondents were
from nuclear family groups, they came to know about organized retail outlets
through advertisement. In another 78.1% were from nuclear family groups, they
came to know same source of information, while 4.5% and 2.6% respondents
were from joint and nuclear family groups respectively, they came to know about
organized retail outlets through internet.

According to Education, out of total respondents, 81.9% respondents had studied
post graduation & above, they came to know about organized retail outlets
through advertisement, while, 18.8% respondents had studied SSC, they came to
know about organized retail outlets through internet.

According to Occupation, out of total respondents, 80.0% respondents belonged
to professional class; they came to know about organized retail outlets through
advertisement, while 4.4% respondents belonged to service class, they came to
know about organized retail outlets through internet.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
51.0% respondents have four-wheeler, who having four wheeler 78.9% and 2.5%
respondents respectively came to know about organized retail outlets through
advertisement and internet.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
99.8% respondents have two-wheeler, who having two wheeler 78.1% and 3.7%
respondents respectively came to know about organized retail outlets through
advertisement and internet.

According to Respondents Own Vehicle Bicycle, out of total respondents,
82.7%% respondents have bicycle, who having bicycle 75.2% and 3.9%
respondents came to know about organized retail outlets through advertisement

and internet.
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e According to Income groups, out of total respondents, 83.5% respondents
belonged to less than or equal to 40000 income groups, they came to know about
organized retail outlets through advertisement, while, 7.2% respondents belonged
to less than or equal to 40000 income groups, they came to know about organized
retail outlets through internet.

e According to Respondents Own Vehicle Per capita Income groups, out of total
respondents, 82.0% respondents belonged to more than 30000 per capita income
groups; they came to know about organized retail outlets through advertisement,
while 8.3% respondents belonged to less than or equal to 9167 per capita income

groups, they came to know about organized retail outlets through internet.

Table: 5.1.15 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Shop Organized Retail Outlets With Respect To Demographic Characteristics
Of Respondents In VVadodara City Of Gujarat.

Respondent’s Demographic _ Sou_rce of Infqrmation (Organized Retail Outlets)
T e s Al S e Advertisement | Friends/Relative Internet Others(self) Total
N % N % N % N % N %
Gender Male 91 91.0 20 20.0 1 1.0 4 4.0 100 65.8
Female 52 100.0 9 17.3 1 19 0 0.0 52 34.2
Less than<= 33 34 97.1 8 22.9 2 5.7 1 2.9 35 23.0
33-35 26 92.9 4 14.3 0 0.0 1 3.6 28 18.4
Age 36-40 31 93.9 5 15.2 0 0.0 1 3.0 33 21.7
41-45 16 88.9 4 22.2 0 0.0 0 0.0 18 11.8
More than 45 36 94.7 8 21.1 0 0.0 1 2.6 38 25.0
Marital Married 127 94.1 23 17.0 0 0.0 3 2.2 135 88.8
Status Unmarried 16 94.1 6 35.3 2 11.8 1 5.9 17 11.2
Family Nuclear 65 95.6 12 17.6 1 15 2 2.9 68 44.7
Type Joint 78 92.9 17 20.2 1 1.2 2 2.4 84 55.3
S.S.C 1 100.0 0 0.0 0 0.0 0 0.0 1 0.7
H.S.C 14 93.3 3 20.0 0 0.0 0 0.0 15 9.9
Education Graduation 55 96.5 10 175 0 0.0 2 35 57 375
Post Graduation 40 88.9 66 13.3 0 0.0 2 4.4 45 29.6
PG & Above 33 97.1 10 29.4 2 5.9 0 0.0 34 22.4
Business 45 93.8 8 16.7 0 0.0 2 4.2 48 31.6
Occupation Professional 37 90.2 12 29.3 2 4.9 2 4.9 41 27.0
Service 61 96.8 9 14.3 0 0.0 0 0.0 63 41.4
Four Yes 74 92.5 19 23.8 1 1.3 1 1.3 80 52.6
Wheeler No 69 95.8 10 13.9 1 14 3 4.2 72 47.4
Bicycle Yes 51 100.0 4 7.8 0 0.0 0 0.0 51 34.0
No 90 90.9 24 24.2 2 2.0 4 4.0 99 66.0
<=40000 30 93.8 6 18.8 1 3.1 2 6.3 32 21.1
40001-60000 24 100.0 1 4.2 0 0.0 0 0.0 24 15.8
g‘fg{:’;’i 60001-80000 34 | 944 [ 11 306 |1] 28 1 28 | 36 | 237
80001-135000 24 82.8 8 27.6 0 0.0 0 0.0 29 19.1
>135000 31 100.0 3 9.7 0 0.0 1 3.2 31 20.4
<=9167 29 935 6 194 2 6.5 2 6.5 31 20.4
. 9168-13000 26 100.0 4 15.4 0 0.0 0 0.0 26 17.1
Pelgccomta 13001-17800 21 | 875 | 6 250 | 0| 00 1 | 42 |24 | 158
17801-30000 37 90.2 9 22.0 0 0.0 0 0.0 41 27.0
>30000 30 100.0 4 13.3 0 0.0 1 3.3 30 19.7
Total 143 94.1 29 19.1 2 1.3 4 2.6 152 100.0

From the above table, it was observed that, out of total respondents, 94.1%, 19.1%,

2.6% and 1.3% respondents respectively came to know about organized retail outlets
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through advertisement, friends/ relatives, others source of information and internet in

Vadodara city.

According to Gender, out of total respondents, majority of the female respondents
and 91.0% male respondents respectively came to know about organized retail
outlets through advertisement, while 1.9% and 1.0% female and male respondents
respectively came to know about organized retail outlets through internet.
According to Age, out of total respondents, 97.1% respondents belonged to less
than or equal to 33 years age groups, they came to know about organized retail
outlets through advertisement, while 3.6% respondents belonged to more than 45
years age groups, they came to know about organized retail outlets through others
source of information.

According to Marital Status, out of total respondents, 94.1% married respondents
came to know about organized retail outlets through advertisement. In other
94.1% unmarried respondents came to know about organized retail outlets same
source, while, 5.9% and 2.2% unmarried and married respondents respectively,
they came to know about organized retail outlets through others source of
information.

According to Family Types, out of total respondents, 95.6% and 92.9%
respondents were from nuclear and joint family groups respectively, they came to
know about organized retail outlets through advertisement, while, 1.5% and 1.2%
respondents were from nuclear and joint family groups respectively, they came to
know about organized retail outlets through internet.

According to Education, out of total respondents, majority of the respondents had
studied SSC, they came to know about organized retail outlets through
advertisement, while, 4.4% respondents had studied post graduation, they came to
know about organized retail outlets through internet.

According to Occupation, out of total respondents, 96.8% respondents belonged
to service class; they came to know about organized retail outlets through
advertisement, while 4.9% respondents belonged to professional class, they came
to know about organized retail outlets through internet. In another 4.9%
respondent’s belonged to professional class, they came to know about organized

retail outlets through other source of information.
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e According to Respondents Own Vehicle Four Wheeler, out of total respondents,
52.6% respondents have four-wheeler, who having four wheeler 92.5% and 1.3%
respondents respectively came to know about organized retail outlets through
advertisement and internet. In another 1.3% respondents came to know about
organized retail outlets through other source information.

e According to Respondents Own Vehicle Bicycle, out of total respondents, 34.0%
respondents have bicycle, who having bicycle majority of the respondents and
7.8% respondents came to know about organized retail outlets through
advertisement and friends/relatives.

e According to Income groups, out of total respondents, majority of the
respondents belonged to 40001-60000 income groups; they came to know about
organized retail outlets through advertisement, while 6.3% respondents belonged
to less than or equal to 40000 income groups, they came to know about organized
retail outlets through internet.

e According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to 9168-13000 per capita income groups; they came to
know about organized retail outlets through advertisement, while 6.5%
respondents belonged to less than or equal to 9167 per capita income groups, they
came to know about organized retail outlets through internet.
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Table: 5.1.16 Percentage Frequency Distribution Of Source Of Information Used By

Respondents To Shop Organized Retail Outlets With Respect To Demographic Characteristics

Of Respondents In Ahmedabad City Of Gujarat.

. Source of Information (Organized Retail Outlets)
Respondent’s Demographic _ _ _
characteristics and it’s category Advertisement | Friends/Relative Internet Others(self) Total
N % N % N % N % N %
Gender Male 93 74.4 22 17.6 4 3.2 13 10.4 125 71.8
Female 36 73.5 4 8.2 5 10.2 6 12.2 49 28.2
Less than<= 33 22 73.3 6 20.0 2 6.7 4 13.3 30 17.2
33-35 19 73.1 3 115 1 3.8 4 15.4 26 14.9
Age 36-40 32 74.4 7 16.3 3 7.0 5 11.6 43 24.7
41-45 30 81.1 5 13.5 1 2.7 1 2.7 37 21.3
More than 45 26 68.4 5 13.2 2 5.3 5 13.2 38 21.8
Marital Married 129 74.6 26 15.0 9 5.2 18 10.4 173 99.4
Status Unmarried 0 0.0 0 0.0 0 0.0 1 100.0 1 16
Family Nuclear 66 717 17 18.5 3 3.3 10 10.9 92 52.9
Type Joint 63 76.8 9 11.0 6 7.3 9 11.0 82 47.1
H.S.C 5 62.5 0 0.0 0 0.0 3 375 8 4.7
Education Graduation 61 77.2 10 12.7 3 3.8 8 10.1 79 46.5
Post Graduation 42 73.7 9 15.8 6 10.5 6 10.5 57 33.5
PG & Above 21 70.0 7 23.3 0 0.0 2 6.7 30 17.2
Business 37 75.5 4 8.2 1 2.0 8 16.3 49 28.2
Occupation Professional 49 81.7 7 11.7 0 0.0 4 6.7 60 34.5
Service 43 66.2 15 23.1 8 12.3 7 10.8 65 37.4
Four Yes 66 75.0 12 13.6 1 1.1 10 11.4 81 50.6
Wheeler No 63 73.3 14 16.3 8 9.3 9 10.5 86 49.4
<=40000 19 82.6 1 4.3 3 13.0 2 8.7 23 13.2
40001-60000 34 69.4 12 24.5 4 8.2 5 10.2 49 28.2
g‘f;;‘;i 60001-80000 19 | 613 3 97 [o] oo [ 9 [ 200 [ a1 [ 178
80001-135000 24 75.0 7 21.9 2 6.3 0 0.0 32 18.4
>135000 33 84.6 3 7.7 0 0.0 3 7.7 39 22.4
<=9167 22 73.3 6 20.0 4 133 3 10.0 30 17.2
. 9168-13000 28 75.7 3 8.1 2 5.4 5 13.5 37 23.3
P‘iaccoarﬁéta 13001-17800 19 | 613 | 7 26 |3| 97 | 5 | 161 | 31 | 178
17801-30000 29 72.5 7 175 0 0.0 4 10.0 40 23.0
>30000 31 86.1 3 8.3 0 0.0 2 5.6 36 20.7
Total 129 74.1 26 14.9 9 5.2 19 10.9 174 100.0

From the above table, it was observed that, out of total respondents, 74.1%, 14.9%,

10.9% and 5.2% respondents respectively came to know about organized retail outlets

through advertisement, friends/ relatives, others source of information and internet in
Ahmedabad city.

According to Gender, out of total respondents, 74.4% and 73.5% male and female
respondents respectively came to know about organized retail outlets through
advertisement, while 10.2% and 3.2% female and male respondents respectively
came to know about organized retail outlets through internet.

According to Age, out of total respondents, 81.1% respondents belonged to 41-45
years age groups, they came to know about organized retail outlets through
advertisement, while 6.7% respondents belonged to less than or equal to 33 years
age groups, they came to know about organized retail outlets through internet.
According to Marital Status, out of total respondents, majority of the unmarried

respondents and 10.4% married respondents came to know about organized retail
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outlets through others source of information, while 74.6%, 15.0% and 5.2%
married respondents respectively came to know about organized retail outlets
through advertisement, friends/relatives and internet.

According to Family Types, out of total respondents, 76.8% and 71.7%
respondents were from joint and nuclear family groups respectively, they came to
know about organized retail outlets through advertisement, while, 7.3% and 3.3%
respondents were from joint and nuclear family groups respectively, they came to
know about organized retail outlets through internet.

According to Education, out of total respondents, 77.2% respondents had studied
graduation; they came to know about organized retail outlets through
advertisement, while, 10.5% respondents had studied post graduation, they came
to know about organized retail outlets through internet.

According to Occupation, out of total respondents, 81.7% respondents belonged
to professional class; they came to know about organized retail outlets through
advertisement, while 12.3% respondents belonged to service class, they came to
know about organized retail outlets through internet.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
50.6% respondents have four-wheeler, who having four wheeler 75.0% and 1.1%
respondents respectively came to know about organized retail outlets through
advertisement and internet.

According to Income groups, out of total respondents, 84.6% respondents
belonged to more than 135000 income groups; they came to know about
organized retail outlets through advertisement, while 6.3% respondents belonged
to 80000-135000 income groups, they came to know about organized retail outlets
through internet.

According to Per capita Income groups, out of total respondents, 86.1%
respondents belonged to more than 30000 per capita income groups; they came to
know about organized retail outlets through advertisement, while 5.4%
respondents belonged to 9168-13000 per capita income groups, they came to
know about organized retail outlets through internet.
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Table: 5.1.17 Percentage Frequency Distribution Of Source Of Information Used By

Respondents To Shop Organized Retail Outlets With Respect To Demographic Characteristics

Of Respondents In Surat City Of Gujarat.

Respondent’s Demographic _ So_urce of Inf_ormation (Organized Retail Outlets)
v R s e PR e Advertisement Friends/Relative Internet Others(self) Total
N % N % N % N % N %
Gender Male 85 73.9 8 7.0 3 2.6 20 17.4 115 71.9
Female 30 66.7 6 13.3 0 0.0 9 20.0 45 28.1
Less than<= 33 39 81.3 6 12.5 0 0.0 3 6.3 48 30.0
33-35 22 73.3 4 133 0 0.0 4 13.3 30 18.8
Age 36-40 20 71.4 0 0.0 1 3.6 7 25.0 28 17.5
41-45 22 73.3 1 3.3 1 3.3 7 23.3 30 18.8
More than 45 12 50.0 3 12.5 1 4.2 8 33.3 24 15.0
Family Nuclear 44 73.3 5 8.3 1 17 10 16.7 60 37.5
Type Joint 71 71.0 9 9.0 2 2.0 19 19.0 100 62.5
S.S.C 0 0.0 0 0.0 0 0.0 1 100.0 1 0.6
H.S.C 6 50.0 0 0.0 0 0.0 6 50.0 12 7.5
Education Graduation 44 68.8 5 7.8 1 1.6 14 21.9 64 40.0
Post Graduation 40 72.7 7 12.7 1 1.8 8 14.5 55 34.4
PG & Above 25 89.3 2 7.1 1 3.6 0 0.0 28 17.5
Business 22 48.9 4 8.9 1 2.2 18 40.0 45 28.1
Occupation Professional 42 84.0 2 4.0 2 4.0 4 8.0 50 31.3
Service 51 78.5 8 12.3 0 0.0 7 10.8 65 40.6
Four Yes 57 73.1 5 6.4 2 2.6 15 19.2 78 48.8
Wheeler No 58 70.7 9 11.0 1 1.2 14 17.1 82 51.3
<=40000 11 78.6 1 7.1 1 7.1 1 7.1 14 8.8
40001-60000 28 70.0 6 15.0 0 0.0 6 15.0 40 25.0
!;”fé’&ﬁi 60001-80000 2% | 758 | 2 6.1 0 | 00 | 6 | 182 [ 33 | 206
80001-135000 28 75.7 2 5.4 0 0.0 8 21.6 37 23.1
>135000 23 63.9 3 8.3 2 5.6 8 22.2 36 22.5
<=9167 12 75.0 1 6.3 0 0.0 3 18.8 16 10.0
. 9168-13000 17 60.7 7 25.0 1 3.6 3 10.7 28 17.5
Pe,;gﬁﬁéta 13001-17800 34 | 773 | 2 45 o oo [ 8| 182 |44 | 275
17801-30000 28 | 757 1 2.7 1 2.7 8 21.6 37 23.1
>30000 24 68.6 3 8.6 1 2.9 7 20.0 35 21.9
Total 115 71.9 14 8.8 3 1.9 29 18.1 160 100.0

From the above table, it was observed that, out of total respondents, 71.9%, 18.1%,

8.8% and 1.9% respondents respectively came to know about organized retail outlets

through advertisement, others source of information, friends/ relatives and internet in

Surat city.

According to Gender, out of total respondents, 73.9% and 66.7% male and female
respondents respectively came to know about organized retail outlets through
advertisement, while 2.6% male respondents came to know about organized retail
outlets through internet.

According to Age, out of total respondents, 81.3% respondents belonged to less
than or equal to 33 years age groups, they came to know about organized retail
outlets through advertisement, while 4.2% respondents belonged to more than 45
years age groups, they came to know about organized retail outlets through
internet.

According to Family Types, out of total respondents, 73.3% and 71.0%

respondents were from nuclear and joint family groups respectively, they came to

Volume I 135




Chapter 5: Analysis & Interpretation of Data

know about organized retail outlets through advertisement, while, 2.0% and 1.7%
respondents were from joint and nuclear family groups respectively, they came to
know about organized retail outlets through internet.

According to Education, out of total respondents, 89.3% respondents had studied
post graduation & above; they came to know about organized retail outlets
through advertisement, while, 3.6% respondents had studied post graduation &
above, they came to know about organized retail outlets through internet.
According to Occupation, out of total respondents, 84.0% respondents belonged
to professional class; they came to know about organized retail outlets through
advertisement, while 4.0% respondents belonged to professional class, they came
to know about organized retail outlets through internet.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
48.8% respondents have four-wheeler, who having four wheeler 73.1% and 2.6%
respondents respectively came to know about organized retail outlets through
advertisement and internet.

According to Income groups, out of total respondents, 78.6% respondents
belonged to less than or equal to 40000 income groups; they came to know about
organized retail outlets through advertisement, while 7.1% respondents belonged
to less than or equal to 40000 income groups income groups, they came to know
about organized retail outlets through internet.

According to Per capita Income groups, out of total respondents, 77.3%
respondents belonged to 13001-17800 per capita income groups; they came to
know about organized retail outlets through advertisement, while 3.6%
respondents belonged to 9168-13000 per capita income groups, they came to

know about organized retail outlets through internet.
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Table: 5.1.18 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Shop Organized Retail Outlets With Respect To Demographic Characteristics
Of Respondents In Rajkot City Gujarat.

Respondent’s Demographic _ So_urce of Inf_ormation (Organized Retail Outlets)
T T gy Advertisement | Friends/Relative Internet Others(self) Total
N % N % N % N % N %
Gender Male 74 74.0 56 56.0 8 8.0 8 8.0 100 73.5
Female 25 69.4 23 63.9 1 2.8 3 8.3 36 26.5
Less than<= 33 25 83.3 21 70.0 1 3.3 3 10.0 30 22.1
33-35 16 66.7 18 75.0 4 16.7 0 0.0 24 17.6
Age 36-40 16 80.0 8 40.0 1 5.0 1 5.0 20 14.7
41-45 15 60.0 12 48.0 3 12.0 3 12.0 25 18.4
More than 45 27 73.0 20 54.1 0 0.0 4 10.8 37 27.2
Marital Married 95 72.0 77 58.3 9 6.8 11 8.3 132 97.1
Status Unmarried 4 100.0 2 50.0 0 0.0 0 0.0 4 2.9
Family Nuclear 36 72.0 32 64.0 2 4.0 2 4.0 50 36.8
Type Joint 63 73.3 47 54.7 7 8.1 9 10.5 86 63.2
S.S.C 11 78.6 13 92.9 3 21.4 0 0.0 14 10.3
H.S.C 7 100.0 5 71.4 0 0.0 1 14.3 7 5.1
Education Graduation 32 74.4 27 62.8 0 0.0 4 9.3 43 31.6
Post Graduation 33 68.8 22 45.8 4 8.3 4 8.3 48 35.3
PG & Above 16 66.7 12 50.0 2 8.3 2 8.3 24 17.6
Business 22 88.0 22 88.0 3 12.0 1 4.0 25 18.4
Occupation Professional 36 66.7 31 57.4 3 5.6 5 9.3 54 39.7
Service 41 71.9 26 45.6 3 5.3 5 8.8 57 41.9
Four Yes 53 74.6 45 63.4 4 5.6 7 9.9 71 52.2
Wheeler No 46 70.8 34 52.5 5 7.7 4 6.2 65 47.8
Two Yes 98 72.6 79 58.5 9 6.7 11 8.1 135 99.3
Wheeler No 1 100.0 0 0.0 0 0.0 0 0.0 1 0.7
Bicycle Yes 91 71.1 75 58.6 8 6.3 10 7.8 128 94.1
No 8 100.0 4 50.0 1 12.5 1 12.5 8 5.9
<=40000 21 75.0 17 60.7 2 7.1 1 3.6 28 20.6
40001-60000 19 79.2 11 45.8 2 8.3 3 12.5 24 17.6
g‘fg&g‘; 60001-80000 15 | 682 | 15 | 682 [ 2| 91 [ o | oo [ 22 | 162
80001-135000 19 70.4 16 59.3 1 3.7 2 7.4 27 19.9
>135000 25 71.4 20 57.1 2 5.7 5 14.3 35 25.7
<=9167 24 77.4 18 58.1 3 9.7 2 6.5 31 22.8
. 9168-13000 20 76.9 13 50.0 1 3.8 2 7.7 26 19.1
Pﬁ;gﬁﬁga 13001-17800 14 | 636 | 13 | 591 | 2| 91 | 2 | 91 | 22 | 162
17801-30000 17 68.0 18 72.0 1 4.0 0 0.0 25 18.4
>30000 24 75.0 17 53.1 2 6.3 5 15.6 32 23.5
Total 99 72.8 79 58.1 9 6.6 11 8.1 136 100.0

From the above table, it was observed that, out of total respondents, 72.8%, 58.1%,
8.1% and 6.6% respondents respectively came to know about organized retail outlets
through advertisement, friends/ relatives, others source of information and internet in
Rajkot city.

e According to Gender, Out of total respondents, 74.0% and 69.4% male and
female respondents respectively came to know about organized retail outlets
through advertisement, while, 8.0% and 2.8% male and female respondents came
to know about organized retail outlets through internet.

e According to Age, out of total respondents, 83.3% respondents belonged to less
than or equal to 33 years age groups, they came to know about organized retail

outlets through advertisement, while, 10.8% respondents belonged to more than
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45 years age groups; they came to know about organized retail outlets through
other source of information.

According to Marital Status, out of total respondents, majority of the unmarried
respondents and 71.9% married respondents respectively came to know about
organized retail outlets through advertisement, while 8.3% and 6.8% married
respondents respectively came to know about organized retail outlets through
other source of information and internet. Unmarried respondents did not give any
opinion.

According to Family Types, out of total respondents, 73.3% and 72.0%
respondents were from joint and nuclear family groups respectively, they came to
know about organized retail outlets through advertisement, while 8.1% and 4.0%
respondents were from joint and nuclear family groups respectively, they came to
know about organized retail outlets through internet.

According to Education, out of total respondents, majority of the respondents had
studied HSC; they came to know about organized retail outlets through
advertisement, while 14.3% respondents had studied HSC; they came to know
about organized retail outlets through other source of information.

According to Occupation, out of total respondents, 88.0% respondents belonged
to business class; they came to know about organized retail outlets through
advertisement, while 9.3% respondents belonged to professional class; they came
to know about organized retail outlets through other source of information.
According to Respondents Own Vehicle Four Wheeler, out of total respondents,
52.2% respondents have four-wheeler, who having four wheeler 74.6% and 5.6%
respondents respectively came to know about organized retail outlets through
advertisement and internet.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
99.3% respondents have two-wheeler, who having two wheeler 72.6% and 6.7%
respondents respectively came to know about organized retail outlets through
advertisement and internet.

According to Respondents Own Vehicle Bicycle, out of total respondents, 94.1%
respondents have bicycle, who having bicycle 71.1% and 6.3% respondents
respectively came to know about organized retail outlets through advertisement

and internet.
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e According to Income groups, out of total respondents, 79.2% respondents
belonged to 40001-60000 income groups; they came to know about organized
retail outlets through advertisement, while 9.1% respondents belonged to 60001-
80000 income groups, they came to know about organized retail outlets through
internet.

e According to Per capita Income groups, out of total respondents, 76.9%
respondents belonged to 9168-13000 per capita income groups; they came to
know about organized retail outlets through advertisement, while 9.7%
respondents belonged to less than or equal to 9167 per capita income groups, they

came to know about organized retail outlets through internet.

For Unorganized Retail Outlets,

Table: 5.1.19 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Know Unorganized Retail Outlets In Selected Cities Of Gujarat.

Source of Information Ciitzs -
(Unorganized Retail Outlets) Vadodara Ahmedabad Surat Rajkot Total

N % N % N % N % N %

Advertisement 10 6.1 2 1.9 0 0.0 1 0.7 13 2.4
Friends/Relatives 35 21.3 10 9.7 2 1.4 45 32.8 92 16.9
Internet 2 1.2 0 0.0 0 0.0 1 0.7 3 0.6
Others(self) 136 82.9 91 88.3 137 98.6 106 77.4 470 86.6
Total 164 30.2 | 103 19.0 139 25.6 137 25.2 543 100.0

e From the above table, it was observed that, out of total respondents, 86.6%,
16.9%, 2.4% and 0.6% respondents respectively came to know about unorganized
retail outlets through others source of personal information, friends/ relatives,
advertisements, and internet in VVadodara, Ahmedabad Surat and Rajkot.

e In Vadodara city out of 152 respondents, 82.9% and 1.2% respondents
respectively came to know about unorganized retail outlets through others source
of information and internet.

e In Ahmedabad city out of 175 respondents, 88.3% and 1.9% respondents
respectively came to know about unorganized retail outlets through others source
of personal information and advertisements.

e In Surat city out of 160 respondents, 98.6% and 1.4% respondents respectively
came to know about unorganized retail outlets through others source of personal
information and friends/ relatives.

e In Rajkot city out of 136 respondents, 77.4% and 0.7% respondents respectively
came to know about unorganized retail outlets through others source of

information and internet.
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Table: 5.1.20 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Know Unorganized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Selected Cities Of Gujarat.

Respondent’s Demographic . Sourge of Information (Unorganized Retail Outlets)
S e s e S @ Advertisement Friends/Relative Internet Others(self) Total
N % N % N % N % N %
Gender Male 6 15 63 16.2 2 0.5 338 86.9 389 71.6
Female 7 4.5 29 18.8 1 0.6 132 85.7 154 28.4
Less than<= 33 8 5.1 31 19.6 0 0.0 134 84.8 158 29.1
33-35 1 1.0 13 12.7 0 0.0 93 91.2 102 18.8
Age 36-40 0 0.0 12 11.0 0 0.0 99 90.8 109 20.1
41-45 3 3.4 19 21.8 2 2.3 70 80.5 87 16.0
More than 45 1 1.1 17 19.5 1 1.1 74 85.1 87 16.0
Marital Married 5 1.0 80 15.5 3 0.6 452 87.8 515 94.8
Status Unmarried 8 28.6 12 42.9 0 0.0 18 64.3 28 5.2
Family Type Nuqlear 5 2.0 41 16.1 3 1.2 222 87.1 255 47.0
Joint 8 2.8 51 17.7 0 0.0 248 86.1 288 53.0
S.S.C 0 0.0 10 23.3 0 0.0 36 83.7 43 7.9
H.S.C 2 3.6 7 12.7 1 1.8 48 87.3 55 10.2
Education Graduation 2 1.0 29 14.6 0 0.0 172 86.9 198 36.6
Post Graduation 3 1.8 26 16.0 0 0.0 144 88.3 163 30.1
PG & Above 6 7.1 20 23.8 2 2.4 70 83.3 84 15.5
Business 2 1.1 20 10.9 1 0.5 168 91.8 183 33.7
Occupation Professional 6 4.8 26 20.6 2 1.6 109 86.8 126 23.2
Service 5 2.1 46 19.7 0 0.0 193 82.5 234 43.1
Four Yes 3 1.3 40 17.9 2 0.9 192 86.1 223 41.1
Wheeler No 10 3.1 52 16.3 1 0.3 278 86.9 320 58.9
Two Yes 13 2.4 90 16.6 3 0.6 469 86.7 541 99.6
Wheeler No 0 0.0 2 100.0 0 0.0 1 50.0 2 0.4
Bicycle Yes 6.9 14 56 13.5 1 0.2 368 88.9 | 414 76.8
No 7 5.4 36 27.9 2 1.6 102 79.1 129 23.8
<=40000 5 3.7 26 19.1 1 0.7 114 83.8 136 25.0
40001-60000 4 3.0 19 14.2 0 0.0 119 88.8 134 24.7
g‘fg{:‘;i 60001-80000 3 28 23 211 | o | 00 | 89 [ 817 | 109 | 201
80001-135000 1 1.3 10 12.5 2 2.5 74 92.5 80 14.7
>135000 0 0.0 14 16.7 0 0.0 74 88.1 84 15.5
<=9167 7 5.4 26 20.0 1 0.8 108 83.1 130 23.9
. 9168-13000 4 3.2 23 18.4 0 0.0 108 86.4 125 23.0
Per Capita
Income 13001-17800 1 0.9 18 16.4 0 0.0 96 87.3 110 20.3
17801-30000 1 1.0 13 13.4 1 1.0 85 87.6 97 17.9
>30000 0 0.0 12 14.8 1 1.2 73 90.1 81 14.9
Total 13 2.4 92 16.9 3 0.6 470 86.6 543 | 100.0

From the above table, it was observed that, out of total respondents believed that,
86.6%, 16.9%, 2.4% and 0.6% respondents respectively came to know about
unorganized retail outlets through others source of information, friends/ relatives,
advertisement and internet in selected cities of Gujarat.

e According to Gender, out of total respondents, 86.9% and 85.7% male and female
respondents respectively came to know about unorganized retail outlets through
others source of information, while 0.5% and 0.6% male and female respondents
respectively came to know about unorganized retail outlets through internet.

e According to Age, out of total respondents, 91.2% respondents belonged to 33-35
years age groups; they came to know about unorganized retail outlets through
others source of information, while 2.3% respondents belonged to 41-45 years age

groups, they come to know about unorganized retail outlets through internet.
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According to Marital Status, out of total respondents, 87.8% and 64.3% married
and unmarried respondents respectively came to know about unorganized retail
outlets through others source of information, while 0.6% married respondents
came to know about unorganized retail outlets through internet.

According to Family Types, out of total respondents, 87.1% and 86.1%
respondents were from nuclear and joint family groups respectively; they came to
know about unorganized retail outlets through others source of information, while,
1.2% respondents were from nuclear family groups; they came to know about
unorganized retail outlets through internet.

According to Education, out of total respondents, 88.3% respondents had studied
post graduation; they came to know about unorganized retail outlets through
others source of information, while 2.4% respondents had studied post graduation
& above, they came to know about unorganized retail outlets through internet.
According to Occupation, out of total respondents, 91.8% respondents belonged
to business class; they came to know about unorganized retail outlets through
others source of information, while 1.6 % respondents belonged to business class,
they came to know about unorganized retail outlets through internet.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
41.1% respondents had four —wheeler, who having four-wheeler 86.1% and 0.9%
respondents respectively came to know about unorganized retail outlets through
other source of information and internet.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
99.6% respondents had two -wheeler, who having two wheeler 86.7% and 0.6%
respondents came to know about unorganized retail outlets through other source
of information and internet.

According to Respondents Own Vehicle Bicycle, out of total respondents, 76.8%
respondents had bicycle, who having bicycle 86.1% and 0.2% respondents came
to know about unorganized retail outlets through other source of information and
internet.

According to Income groups, out of total respondents, 92.5% respondents
belonged to 80001-135000 income groups; they came to know about unorganized

retail outlets through other source of information, while 0.7% respondents belong
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to less than or equal to 40000 income groups, they come to know about
unorganized retail outlets through internet.

e According to Per capita Income groups, out of total respondents, 90.1%
respondents belonged to more than 30000 per capita income groups, they came to
know about unorganized retail outlets through other source of information, while
1.2% respondents belonged to more than 30000 per capita income groups, they

come to know about unorganized retail outlets through internet.

Table: 5.1.21 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Know Unorganized Retail Outlets With Respect To Demographic And
Background Characteristics Of Respondents In Vadodara City Of Gujarat.

R T T ' Sou-rce of Info_rmation (Unorganized Retail Outlets)
ST e md R Advertisement | Friends/Relative Internet Others(self) Total
N % N % N % N % N %
Gender Male 5 4.6 24 22.0 2 1.8 90 82.6 109 66.5
Female 5 9.1 11 20.0 0 0.0 46 83.6 55 335
Less than<= 33 7 16.3 13 30.2 0 0.0 33 76.7 43 26.2
33-35 1 3.7 7 25.9 0 0.0 21 77.8 27 16.5
Age 36-40 0 0.0 3 8.6 0 0.0 32 91.4 35 213
41-45 1 4.3 5 21.7 1 4.3 18 78.3 23 14.0
More than 45 1 2.8 7 19.4 1 2.8 32 88.9 36 22.0
Marital Married 3 2.1 26 18.1 2 14 123 85.4 144 87.8
Status Unmarried 7 35.0 9 45.0 0 0.0 13 65.0 20 12.2
Family Nuclear 3 3.8 13 16.7 2 2.6 65 83.3 78 47.6
Type Joint 7 8.1 22 25.6 0 0.0 71 82.6 86 52.4
S.S.C 0 0.0 0 0.0 0 0.0 3 100.0 3 1.8
H.S.C 0 0.0 1 5.3 0 0.0 18 94.7 19 11.6
Education Graduation 1 1.6 10 15.9 0 0.0 54 85.7 63 38.4
Post Graduation 3 7.7 8 20.5 0 0.0 33 84.6 39 23.8
PG & Above 6 15.0 16 40.0 2 5.0 28 70.0 40 24.4
Business 0 0.0 3 6.0 0 0.0 48 96.0 50 30.5
Occupation Professional 6 13.6 18 40.9 2 4.5 32 72.7 44 26.8
Service 4 5.7 14 20.0 0 0.0 56 80.0 70 42.7
Four Yes 2 3.2 17 27.4 2 3.2 51 82.3 62 37.8
Wheeler No 8 7.8 18 17.6 0 0.0 85 83.3 102 62.2
Bicycle Yes 3 5.9 8 15.7 0 0.0 44 86.3 51 31.9
No 7 6.4 27 24.8 2 1.8 88 80.7 109 68.1
<=40000 3 5.8 8 15.4 0 0.0 44 84.6 52 31.7
40001-60000 4 12.5 5 15.6 0 0.0 27 84.4 32 19.5
g‘fg{;‘;’i 60001-80000 2 54 | 11 [ 207 0 [oo [ 20 [ 784 [ 37 [ 226
80001-135000 1 4.8 3 14.3 2 9.5 20 95.2 21 12.8
>135000 0 0.0 8 36.4 0 0.0 16 72.7 22 134
<=9167 5 10.4 10 20.8 0 0.0 39 81.3 48 29.3
. 9168-13000 4 105 | 74 18.4 0 0.0 33 86.8 38 23.2
Per Capita
Income 13001-17800 1 3.8 6 231 0 0.0 22 84.6 26 15.9
17801-30000 0 0.0 6 18.8 1 3.1 26 81.3 32 19.5
>30000 0 0.0 6 30.0 1 5.0 16 80.0 20 12.2
Total 10 6.1 35 21.3 2 1.2 136 82.9 164 100.0

From the above table, it was observed that, out of total respondents, 82.9%,
21.3%,6.1% and 1.2% respondents respectively came to know about unorganized
retail outlets through others source of information, friends/ relatives, advertisement
and internet in Vadodara city.

e According to Gender, out of total respondents, 83.6% and 82.6% female and male

respondents respectively came to know about unorganized retail outlets through
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others source of information, while 1.8% male respondents came to know about
unorganized retail outlets through internet.

According to Age, out of total respondents, 91.4% respondents belonged to 36-40
years age groups; they came to know about unorganized retail outlets through
others source of information, while 4.3% respondents belonged to 41-45 years age
groups, they come to know about unorganized retail outlets through internet.
According to Marital Status, out of total respondents, 85.4% and 65.0% married
and unmarried respondents respectively came to know about unorganized retail
outlets through others source of information, while 1.4% married respondents
came to know about unorganized retail outlets through internet.

According to Family Types, out of total respondents, 83.3% and 82.6%
respondents were from nuclear and joint family groups respectively; they came to
know about unorganized retail outlets through others source of information, while
2.6% respondents were from nuclear family groups; they came to know about
unorganized retail outlets through internet.

According to Education, out of total respondents, majority of the respondents had
studied SSC; they came to know about unorganized retail outlets through others
source of information, while 5.0% respondents had studied post graduation &
above, they came to know about unorganized retail outlets through internet.
According to Occupation, out of total respondents, 96.0% respondents belonged
to business class; they came to know about unorganized retail outlets through
others source of information, while, 4.5 % respondents belonged to professional
class, they came to know about unorganized retail outlets through internet.
According to Respondents Own Vehicle Four Wheeler, out of total respondents,
37.8% respondents had four —wheeler, who having four-wheeler 82.3% and 3.2%
respondents respectively came to know about unorganized retail outlets through
other source of information and internet. In another 3.2% respondents came to
know about unorganized retail outlets through advertisements.

According to Respondents Own Vehicle Bicycle, out of total respondents, 31.9%
respondents had bicycle, who having bicycle 86.3% and 5.9% respondents came
to know about unorganized retail outlets through other source of information and

advertisements.
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e According to Income groups, out of total respondents, 95.2% respondents
belonged to 80001-135000 income groups; they came to know about unorganized
retail outlets through other source of information, while 9.5% respondents belong
to 80001-135000 income groups, they come to know about unorganized retail
outlets through internet.

e According to Per capita Income groups, out of total respondents, 86.8%
respondents belonged to 9168-13000 per capita income groups; they came to
know about unorganized retail outlets through other source of information, while
5.0% respondents belonged to more than 30000 per capita income groups, they

come to know about unorganized retail outlets through internet.

Table: 5.1.22 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Know Unorganized Retail Outlets With Respect To Demographic And
Background Characteristics Of Respondents In Ahmedabad City Of Gujarat.

DT _ Source of Ipformation_(Unorganized Retail Outlets)
characteristics and it’s category Advertisement Friends/Relative Others(self) | Total
N % N % N % N %
Gender Male 1 1.3 5 6.7 69 92.0 75 72.8
Female 1 3.6 5 17.9 22 78.6 28 27.2
Less than<= 33 1 3.8 2 7.7 23 88.5 26 25.2
33-35 0 0.0 1 6.7 14 93.3 15 14.6
Age 36-40 0 0.0 2 8.0 23 92.0 25 24.3
41-45 1 4.2 3 12.5 20 83.3 24 23.3
More than 45 0 0.0 2 15.4 11 84.6 13 12.6
Marital Married 1 1.0 10 9.8 91 89.2 102 99.0
Status Unmarried 1 100.0 0 0.0 0 0.0 1 1.0
Nuclear 1 1.8 7 12,5 48 85.7 56 54.4
Joint 1 2.1 3 6.4 43 91.5 47 45.6
Family H.S.C 1 14.3 0 0.0 6 85.7 7 6.9
Type Graduation 1 1.9 7 13.2 45 84.9 53 52.0
Post Graduation 0 0.0 3 8.1 34 91.9 37 36.,3
PG & Above 0 0.0 0 0.0 6 100.0 6 5.8
Business 1 2.9 0 0.0 34 97.1 35 34.0
Occupation Professional 0 0.0 0 0.0 13 100.0 13 12.6
Service 1 1.8 10 18.2 44 80.0 55 53.4
Four Yes 1 3.0 2 6.1 30 90.9 33 32.0
Wheeler No 1 1.4 8 11.4 61 87.1 70 68.0
<=40000 1 4.3 2 8.7 20 87.0 23 22.3
40001-60000 0 0.0 6 17.1 29 82.9 35 34.0
g’fg{:‘;‘i 60001-80000 1 5.0 1 50 18 900 | 20 | 194
80001-135000 0 0.0 1 7.1 13 72.9 14 13.6
>135000 0 0.0 0 0.0 11 100.0 11 10.7
<=9167 1 3.6 4 14.3 23 82.1 28 27.2
. 9168-13000 0 0.0 2 8.7 21 91.3 23 22.3
Pel'rq Ccomta 13001-17800 0 0.0 3 120 22 880 | 25 | 243
17801-30000 1 7.7 1 7.7 11 84.6 13 12.6
>30000 0 0.0 0 0.0 14 100.0 14 13.6
Total 2 1.9 10 9.7 91 88.3 103 100.0

From the above table, it was observed that, out of total respondents, 88.3%, 9.7% and
1.9% respectively came to know about unorganized retail outlets through others
source of information, friends/ relatives and advertisement in Ahmedabad city.

e According to Gender, out of total respondents, 92.0% and 78.6% male and female

respondents respectively came to know about unorganized retail outlets through
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others source of information, while, 3.6% and 1.3% female and male respondents
respectively came to know about unorganized retail outlets through
advertisements.

According to Age, out of total respondents, 93.3% respondents belonged to 33-35
years age groups; they came to know about unorganized retail outlets through
others source of information, while 4.2% respondents belonged to 41-45 years age
groups; they came to know about unorganized retail outlets through
advertisements.

According to Marital Status, out of total respondents, majority of the unmarried
and 1.0% married respondents respectively came to know about unorganized retail
outlets through advertisements, while 89.2% and 9.8% married respondents
respectively came to know about unorganized retail outlets through
friends/relatives and other source of information.

According to Family Types, out of total respondents, 91.5% and 85.7%
respondents were from joint and nuclear family groups respectively; they came to
know about unorganized retail outlets through others source of information, while,
2.1% and 1.8% respondents were from joint and nuclear family groups
respectively; they came to know about unorganized retail outlets through
advertisements.

According to Education, out of total respondents, majority of the respondents had
studied post graduation & above; they came to know about unorganized retail
outlets through others source of information, while 13.2% respondents had studied
graduation, they came to know about unorganized retail outlets through
friends/relatives.

According to Occupation, out of total respondents, majority of the respondents
belonged to professional class; they came to know about unorganized retail outlets
through others source of information, while 2.9% respondents belong to business
class; they came to know about unorganized retail outlets through advertisement.
According to Respondents Own Vehicle Four Wheeler, out of total respondents,
32.0% respondents had four —wheeler, who having four-wheeler 90.9% and 3.0%
respondents respectively came to know about unorganized retail outlets through

other source of information and advertisements.
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e According to Income groups, out of total respondents, majority of the
respondents belonged to more than 135000 income groups; they came to know
about unorganized retail outlets through other source of information, while 5.0%
respondents belonged to 60001-80000 income groups; they came to know about
unorganized retail outlets through advertisement.

e According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to more than 30000 per capita income groups; they came to
know about unorganized retail outlets through other source of information, while
7.7% respondents belonged to 17801-30000 per capita income groups, they came
to know about unorganized retail outlets through other source of advertisements.

Table: 5.1.23 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Know Unorganized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Surat City Of Gujarat.

. Source of Information (Unorganized Retail Outlets)
Respondent’s Demographic - -
characteristics and it’s category Friends/Relative Others(self) Total
N % N % N %
Gender Male 2 1.9 101 98.1 103 74.1
Female 0 0.0 36 100.0 36 25.9
Less than<= 33 0 0.0 44 100.0 44 31.7
33-35 0 0.0 29 100.0 29 20.9
Age 36-40 0 0.0 25 100.0 25 18.0
41-45 2 8.7 21 91.3 23 16.5
More than 45 0 0.0 18 100.0 18 12.9
Family Nuclear 1 17 57 98.3 58 41.7
Type Joint 1 1.2 80 98.8 81 58.3
S.S.C 0 0.0 1 100.0 1 0.7
H.S.C 0 0.0 11 100.0 11 7.9
Education Graduation 1 1.9 53 100.0 54 38.8
Post Graduation 1 2.0 48 98.1 49 35.3
PG & Above 0 0.0 24 98.0 24 17.3
Business 0 0.0 40 100.0 40 28.8
Occupation Professional 2 4.5 42 95.5 44 31.7
Service 0 0.0 55 100.0 55 39.6
Four Yes 2 3.0 65 97.0 67 48.2
Wheeler No 0 0.0 72 100.0 72 51.8
<=40000 0 0.0 12 100.0 12 8.6
40001-60000 0 0.0 37 100.0 37 26.6
g’fg{:‘;‘i 60001-80000 0 0.0 28 100.0 28 20.1
80001-135000 0 0.0 30 100.0 30 21.6
>135000 2 6.3 30 93.8 32 23.0
<=9167 0 0.0 12 8.6 12 8.6
. 9168-13000 0 0.0 27 19..4 27 19.4
Pel'rq Ccomta 13001-17800 0 0.0 36 25.9 36 25.9
17801-30000 0 0.0 31 22.3 31 22.3
>30000 2 6.1 33 23.7 35 23.7
Total 2 1.4 137 98.6 139 100.0

From the above table, it was observed that, out of total respondents, 98.6% and 1.4%
respondents respectively came to know about unorganized retail outlets through
others source of information and friends/ relatives in Surat city.

e According to Gender, out of total respondents, majority of the female respondents

and 98.1% female respondents respectively came to know about unorganized
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retail outlets through others source of information, while 1.9% male respondents
came to know about unorganized retail outlets through friends/relatives.
According to Age, out of total respondents, majority of the respondents belonged
to different age groups like less than or equal to 33 years, 33-35 years, 36-40 years
and more than 45 years age groups; they came to know about unorganized retail
outlets through others source of information, while, 8.7 % respondents belonged
to 41-45 years age groups; they came to know about unorganized retail outlets
through friends/relatives.

According to Family Types, out of total respondents, 98.8% and 98.3%
respondents were from joint and nuclear family groups respectively; they came to
know about unorganized retail outlets through others source of information, while
1.7% and 1.2% respondents were from nuclear and joint family groups
respectively; they came to know about unorganized retail outlets through
friends/relatives.

According to Education, out of total respondents, majority of the respondents had
studied different education groups like SSC, HSC and graduation; they came to
know about unorganized retail outlets through others source of information, while
2.0% respondents had studied post graduation & above, they came to know about
unorganized retail outlets through friends/relatives advertisements.

According to Occupation, out of total respondents, majority of the respondents
belonged to different occupation groups like business and service class; they came
to know about unorganized retail outlets through others source of information,
while, 4.5% respondents belong to professional class; they came to know about
unorganized retail outlets through friends/relatives.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
48.2% respondents had four —~wheeler, who having four-wheeler 97.0% and 3.0%
respondents respectively came to know about unorganized retail outlets through
other source of information and friends/relatives.

According to Income groups, out of total respondents, majority of the
respondents belonged to different income groups like less than or equal to 40000,
40001-60000, 60001-80000 and 80001-135000 income groups; they came to

know about unorganized retail outlets through other source of information, while,
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6.3% respondents belong to more than 135000 income groups; they come to know
about unorganized retail outlets through friends/relatives.

e According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to different per capita income groups like less than or equal
to 9167, 9168-13000, 13001-17800 and 17801-30000 per capita income groups;
they came to know about unorganized retail outlets through other source of
information, while 6.1% respondents belonged to more than 30000 per capita
income groups; they came to know about unorganized retail outlets through
friends/relatives.

Table: 5.1.24 Percentage Frequency Distribution Of Source Of Information Used By
Respondents To Know Unorganized Retail Outlets With Respect To Demographic And
Background Characteristics Of Respondents In Rajkot City Of Gujarat.

DT . Sour_ce of Infor_mation (Unorganized Retail Outlets
st el ey Advertisement | Friends/Relative Internet Others(self) Total
N % N % N % N % N
Gender Male 0 0.0 32 31.4 0 0.0 78 76.5 102 74.5
Female 1 2.9 13 37.1 1 2.9 28 80.0 35 25.5
Less than<= 33 0 0.0 16 35.6 0 0.0 34 75.6 45 32.8
33-35 0 0.0 5 16.1 0 0.0 29 93.5 31 22.6
Age 36-40 0 0.0 7 29.2 0 0.0 19 79.2 24 175
41-45 1 5.9 9 52.9 1 5.9 11 64.7 17 12.4
More than 45 0 0.0 8 40.0 0 0.0 13 65.0 20 14.6
Marital Married 1 0.8 42 32.3 1 0.8 101 77.7 130 94.9
Status Unmarried 0 0.0 3 429 0 0.0 5 71.4 7 5.1
Family Nuclear 1 1.6 20 317 1 1.6 52 82.5 63 46.0
Type Joint 0 0.0 25 33.8 0 0.0 54 73.0 74 54.0
S.S.C 0 0.0 10 25.6 0 0.0 32 82.1 39 28.5
H.S.C 1 5.6 6 39.3 1 5.6 13 72.2 18 13.1
Education Graduation 0 0.0 11 33.3 0 0.0 20 714 28 20.4
Post Graduation 0 0.0 14 36.8 0 0.0 29 76.3 38 27.7
PG & Above 0 0.0 4 28.6 0 0.0 12 85.7 14 10.2
Business 1 1.7 17 29.3 1 17 46 79.3 58 42.3
Occupation Professional 0 0.0 6 24.0 0 0.0 22 88.0 25 18.2
Service 0 0.0 22 40.7 0 0.0 38 70.4 54 39.4
Four Yes 0 0.0 19 31.1 0 0.0 46 75.4 61 44.5
Wheeler No 1 1.3 26 34.2 1 1.3 60 78.9 76 55.5
Two Yes 1 0.7 43 31.9 1 0.7 105 77.8 135 98.5
Wheeler No 0 0.0 2 100.0 0 0.0 1 50.0 2 1.5
Bicycle Yes 1 0.8 36 29.8 1 0.8 96 79.3 121 88.3
No 0 0.0 9 56.3 0 0.0 10 62.5 16 11.7
<=40000 1 2.0 16 32.7 1 2.0 38 77.6 49 35.8
40001-60000 0 0.0 8 26.7 0 0.0 26 86.7 30 21.9
g‘fgﬂg 60001-80000 0 00 [11| 458 0| oo [ 14 | 583 [ 24 | 175
80001-135000 0 0.0 6 40.0 0 0.0 11 73.3 15 10.9
>135000 0 0.0 4 21.1 0 0.0 17 89.5 19 13.9
<=9167 1 2.4 12 28.6 1 2.4 34 81.0 42 30.7
. 9168-13000 0 0.0 14 37.8 0 0.0 27 73.0 37 27.0
Pﬁ;;ﬁ’éta 13001-17800 0 00 | 9 391 | 0| 00 | 16 | 696 | 23 | 168
17801-30000 0 0.0 6 28.6 0 0.0 17 81.0 21 15.3
>30000 0 0.0 4 28.6 0 0.0 12 85.7 14 10.2
Total 1 0.7 45 32.8 1 0.7 106 77.4 137 100.0

From the above table, it was observed that, out of total respondents, 77.4%, 32.8%
and 0.7% respondents came to know about unorganized retail outlets through others

source of information, friends/ relatives and advertisement. In another 0.7%
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respondents came to know about unorganized retail outlets through internet in Rajkot

city.

According to Gender, out of total respondents, 80.0% and 76.5% female and male
respondents respectively came to know about unorganized retail outlets through
others source of information, while 2.9% female respondents came to know about
unorganized retail outlets through internet.

According to Age, out of total respondents, 93.5% respondents belonged to 33-35
years age groups; they came to know about unorganized retail outlets through
others source of information, while 5.9% respondents belonged to 41-45 years age
groups, they come to know about unorganized retail outlets through internet.
According to Marital Status, out of total respondents, 77.7% and 71.4% married
and unmarried respondents respectively came to know about unorganized retail
outlets through others source of information, while 0.8% married respondents
came to know about unorganized retail outlets through internet.

According to Family Types, out of total respondents, 82.5% and 73.0%
respondents were from nuclear and joint family groups respectively; they came to
know about unorganized retail outlets through others source of information, while
1.6% respondents were from nuclear family groups; they came to know about
unorganized retail outlets through internet. In another, 1.6% respondents were
from nuclear family groups; they came to know about unorganized retail outlets
through advertisement.

According to Education, out of total respondents, 85.7% respondents had studied
post graduation & above; they came to know about unorganized retail outlets
through others source of information, while 5.6% respondents had studied HSC;
they came to know about unorganized retail outlets through internet.

According to Occupation, out of total respondents, 88.0% respondents belonged
to professional class; they came to know about unorganized retail outlets through
others source of information, while 1.7 % respondents belonged to business class,
they came to know about unorganized retail outlets through internet.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
44.5% respondents had four —wheeler, who having four-wheeler 75.4% and 31.1%
respondents respectively came to know about unorganized retail outlets through

other source of information and friends/relatives.
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According to Respondents Own Vehicle Two Wheeler, out of total respondents,
98.5% respondents had two -wheeler, who having two wheeler 77.8% and 0.7%
respondents came to know about unorganized retail outlets through other source
of information and internet. In another 0.7% respondents came to know about
unorganized retail outlets through advertisements.

According to Respondents Own Vehicle Bicycle, out of total respondents, 88.3%
respondents had bicycle, who having bicycle 79.3% and 0.8% respondents came
to know about unorganized retail outlets through other source of information and
internet. In another 0.8% respondents came to know about unorganized retail
outlets through advertisements.

According to Income groups, out of total respondents, 89.5% respondents
belonged to more than 135000 income groups; they came to know about
unorganized retail outlets through other source of information, while 2.0%
respondents belong to less than or equal to 40000 income groups, they come to
know about unorganized retail outlets through internet.

According to Per capita Income groups, out of total respondents, 85.7%
respondents belonged to more than 30000 per capita income groups, they came to
know about unorganized retail outlets through other source of information, while
2.4% respondents belonged to less than or equal to 9167 per capita income

groups, they come to know about unorganized retail outlets through internet.

For Organized Retail Outlets,

Table: 5.1.25 Percentage Frequency Distribution Of Methods Of Payment Used By Respondents To

Shop Organized Retail Outlets In Selected Cities Of Gujarat.

Methods of Payment (Organized Retail Cites =
Outlets) Vadodara Ahmedabad Surat Rajkot Total
N % N % N % N % N %
Cash 139 | 914 | 175 | 100.0 | 160 | 100.0 | 136 | 100.0 | 610 97.9
Credit/Debit Card 89 586 | 167 | 100.0 | 160 | 100.0 | 105 | 77.2 | 521 83.6
Cheque 1 0.7 0 0.0 0 0.0 0 0.0 1 0.2
Total 152 | 244 | 175 | 281 | 160 | 257 136 | 21.8 | 623 | 100.0

From the above table, it was observed that, 97.9%, 83.6% and 0.2% respondents

preferred to pay by cash, credit/debit card and cheque to shop organized retail outlets

respectively in selected cities of Gujarat.

In Vadodara city, 91.4% and 0.7% respondents respectively preferred to pay by
cash and cheque to shop organized retail outlets.
Further more in Ahmedabad city, majority of the respondents respectively

preferred to pay by cash to shop organized retail outlets. In another, majority of
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the respondents respectively preferred to pay by credit/debit card to shop
organized retail outlets.

e In Surat city, majority of the respondents preferred to pay by cash and credit/debit
card to shop organized retail outlets respectively.

e Similarly Rajkot city, majority of the respondents preferred to pay by cash to shop
organized retail outlets.

e Respondents did not prefer to pay by cheque in Ahmedabad, Surat and Rajkot
cities.

Table: 5.1.26 Percentage Frequency Distribution Of Methods Of Payment By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics Of Respondents In
Selected Cities Of Gujarat.

DT Methods qf Payr_nent (Organized Retail Outlets
st e ey Cash Credit/Debit Card Cheque Total
N % N % N % N %
Gender Male 431 97.7 370 83.9 1 0.2 441 70.8
Female 179 98.4 151 83.0 0 0.0 182 29.2
Less than<= 33 139 97.2 117 81.8 0 0.0 143 23.0
33-35 106 98.1 85 78.7 0 0.0 108 17.3
Age 36-40 123 99.2 105 84.7 0 0.0 124 19.9
41-45 110 99.1 93 83.8 0 0.0 111 17.8
More than 45 132 96.4 121 88.3 1 0.7 137 22.0
Marital Married 589 98.0 509 84.7 1 0.2 601 96.5
Status Unmarried 21 95.5 12 54.5 0 0.0 22 35
Family Nuclear 267 98.5 227 83.8 0 0.0 271 43.5
Type Joint 343 97.4 294 83.5 1 0.3 352 56.5
S.S.C 16 100.0 9 56.3 0 0.0 16 2.6
H.S.C 42 100.0 30 71.4 1 2.4 42 6.8
Education Graduation 241 99.2 203 83.5 0 0.0 243 39.3
Post Graduation 203 98.5 169 82.0 0 0.0 206 33.3
PG & Above 108 93.1 110 94.8 0 0.0 116 18.0
Business 165 98.8 133 79.6 1 0.6 251 40.3
Occupation Professional 194 94.6 195 95.1 0 0.0 205 32.9
Service 251 100.0 193 76.9 0 0.0 167 26.8
Four Yes 304 95.9 295 93.1 1 0.3 317 50.9
Wheeler No 306 100.0 226 73.9 0 0.0 306 49.1
Two Yes 609 97.9 521 83.8 1 0.2 622 99.8
Wheeler No 1 100.0 0 0.0 0 0.0 1 0.2
Bicycle Yes 510 99.2 450 87.5 1 0.2 514 82.8
No 100 91.7 71 65.1 0 0.0 107 17.2
<=40000 98 100.0 60 61.2 0 0.0 98 15.7
40001-60000 136 99.3 105 76.6 0 0.0 137 22.0
C;’;ggg:fes 60001-80000 122 100.0 103 84.4 0 0.0 122 19.6
80001-135000 123 98.4 117 93.6 0 0.0 125 20.1
>135000 131 92.9 136 96.5 1 0.7 141 22.6
<=9167 108 99.1 69 63.3 0 0.0 109 175
. 9168-13000 117 100.0 89 76.1 0 0.0 117 18.8
Per Capita
Income 13001-17800 121 100.0 104 86.0 0 0.0 121 19.4
17801-30000 141 98.6 132 92.3 0 0.0 143 23.0
>30000 123 92.5 127 95.5 1 0.8 133 21.3
Total 610 97.9 521 83.6 1 0.2 623 100.0

From the above table, it observed that, out of total respondents, 97.9%, 83.6% and
0.2% respondents respectively preferred to pay by cash, credit/debit card and cheque
to shop organized retail outlets in selected cities of Gujarat.
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According to Gender, out of total respondents, 97.7% and 98.4% male and female
respondents respectively preferred to pay by cash to shop organized retail outlets,
while 0.2% male respondents preferred to pay by cheque to shop organized retail
outlets. Female respondents did not prefer to pay by cheque to shop organized
retail outlets.

According to Age, out of total respondents, 99.2% respondents belonged to 36-40
years age groups, they preferred to pay by cash to shop organized retail outlets,
while 0.7% belonged to more than 45 years age groups, they preferred to pay by
cheque to shop organized retail outlets.

According to Marital Status, out of total respondents, 98.0% and 95.5% married
and unmarried respondents respectively preferred to pay by cash to shop
organized retail outlets, while 0.2% married respondents preferred to pay by
cheque to shop organized retail outlets.

According to Family Types, out of total respondents, 98.5% and 97.4%
respondents were from nuclear and joint family groups respectively, they
preferred to pay by cash to shop organized retail outlets, while 0.3% respondents
were from joint family groups preferred to pay by cheque to shop organized retail
outlets.

According to Education, out of total respondents, majority of the respondents had
studied SSC, they preferred to pay by cash to shop organized retail outlets, while
2.4% respondents were having education in HSC, they preferred to pay by cheque
to shop organized retail outlets. In another, majority of the respondents had
studied HSC, they preferred to pay by cash to shop organized retail outlets
According to Occupation, out of total respondents, majority of the respondents
belonged to service class, they preferred to pay by cash to shop organized retail
outlets, while 0.6% respondents belonged to professional class, they preferred to
pay by cheque to shop organized retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
50.9% respondents have four-wheeler, who having four- wheeler 95.9%, 93.1%
and 0.2% respondents respectively preferred to pay by cash, credit/debit card and
cheque to shop organized retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,

99.8% respondents have two-wheeler, who having two- wheeler 97.9%, 83.8%
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and 0.3% respondents respectively preferred to pay by cash, credit/debit card and
cheque to shop organized retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 82.8%
respondents have bicycle, who having bicycle 99.2%, 87.5% and 0.2%
respondents respectively preferred to pay by cash, credit/debit card and cheque to
shop organized retail outlets.

According to Income groups, out of total respondents, majority of the
respondents belonged to less than or equal to 40000 and 60001- 80000 income
groups, they preferred to pay by cash to shop organized retail outlets, while 0.7%
respondents belonged to more than 135000 income groups, they preferred to pay
by cheque to shop organized retail outlets.

According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to 9168-13000 and 13001-17800 per capita income groups,
they preferred to pay by cash to shop organized retail outlets, while 0.8%
respondents belonged to more than 30000 per capita income groups, they

preferred to pay by cheque to shop organized retail outlets.
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Table: 5.1.27 Percentage Frequency Distribution Of Methods Of Payment By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics Of Respondents In

Vadodara City Of Gujarat.
R . Methods of Payment (Organized Retail Outlets
chl;::‘c)toel:-?set?ctssaggz?fz:&lgry Cash Credit/Debit Card Cheque Total

N % N % N % N %

Gender Male 90 90.0 61 61.0 1 1.0 100 65.8
Female 49 94.2 28 53.8 0 0.0 52 34.2

Less than<= 33 31 88.6 17 48.6 0 0.0 35 23.0

33-35 26 92.9 14 50.0 0 0.0 28 18.4

Age 36-40 32 97.0 17 51.5 0 0.0 33 21.7
41-45 17 94.4 11 61.1 0 0.0 18 11.8

More than 45 33 86.8 30 78.9 1 0.7 38 25.0

Marital Married 123 91.1 81 60.0 1 0.7 135 88.8
Status Unmarried 16 94.1 8 47.1 0 0.0 17 11.2
Family Nuclear 64 94.1 38 55.9 0 0.0 68 44.7
Type Joint 75 89.3 51 60.7 1 1.2 84 55.3
S.S.C 1 100.0 1 100.0 0 0.0 1 0.7

H.S.C 15 100.0 5 33.3 1 6.7 15 9.9

Education Graduation 55 96.5 28 49.1 0 0.0 57 375
Post Graduation 42 93.3 24 53.3 0 0.0 45 29.6

PG & Above 26 76.5 31 91.2 0 0.0 34 22.4

Business 46 95.8 23 47.9 0 0.0 1 0.7

Occupation Professional 30 73.2 39 95.1 1 6.7 15 9.9
Service 63 100.0 27 42.9 0 0.0 57 37.5

Four Yes 67 83.8 66 82.5 1 1.3 80 52.6
Wheeler No 72 100.0 23 31.9 0 0.0 72 47.4
Bicycle Yes 47 92.2 24 47.1 1 2.0 53 34.9
No 90 90.9 63 63.6 0 0.0 99 66.0

<=40000 32 100.0 5 15.6 0 0.0 32 21.1

Income 40001-60000 23 95.8 7 29.2 0 e 00 24 15.8
Categories 60001-80000 36 100.0 26 72.2 0 0.0 36 23.7
80001-135000 27 93.1 25 86.2 0 0.0 29 19.1

>135000 21 67.7 26 83.9 1 3.2 31 20.4

<=9167 30 96.8 7 22.6 0 0.0 31 20.4

. 9168-13000 26 100.0 9 34.6 0 0.0 26 17.1
P‘i;ccoarﬁga 13001-17800 24 100.0 16 66.7 0 0.0 24 1538
17801-30000 39 95.1 33 80.5 0 0.0 41 27.0

>30000 20 66.7 24 80.0 1 3.3 30 19.7
Total 139 91.4 89 58.6 1 0.7 152 100.0

From the above table, it was observed that, out of total respondents, 91.4%, 58.6%
and 0.7% respondents respectively preferred to pay by cash, credit/debit card and
cheque to shop organized retail outlets in VVadodara city.

e According to Gender, out of total respondents, 94.2% and 90.0% female and male
respondents respectively preferred to pay by cash to shop organized retail outlets,
while 1.0% male respondents preferred to pay by cheque to shop organized retail
outlets.

e According to Age, out of total respondents, 97.0% respondents belonged to 36-40
years age groups, they preferred to pay by cash to shop organized retail outlets,
while 0.7% belonged to more than 45 years age groups, they preferred to pay by
cheque to shop organized retail outlets.

e According to Marital Status, out of total respondents, 94.1% and 91.1%
unmarried and married respondents respectively preferred to pay by cash to shop
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organized retail outlets, while 0.7% married respondents preferred to pay by
cheque to shop organized retail. Unmarried respondents did not prefer to pay by
cheque to shop organized retail outlets.

According to Family Types, out of total respondents, 94.1% and 89.3%
respondents were from nuclear and joint family groups respectively, they
preferred to pay by cash to shop organized retail outlets, while 1.2% respondents
were from joint family groups preferred to pay by cheque to shop organized retail
outlets.

According to Education, out of total respondents, majority of the respondents had
studied SSC and HSC, they preferred to pay by cash to shop organized retail
outlets, while 6.7% respondents were having education in HSC, they preferred to
pay by cheque to shop organized retail outlets.

According to Occupation, out of total respondents, majority of the respondents
belonged to service class, they preferred to pay by cash to shop organized retail
outlets, while 6.7% respondents belonged to professional class, they preferred to
pay by cheque to shop organized retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
52.6% respondents have four-wheeler, who having four- wheeler 83.8%, 82.5%
and 1.3% respondents respectively preferred to pay by cash, credit/debit card and
cheque to shop organized retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 34.9%
respondents have bicycle, who having bicycle 92.2%, 47.1% and 2.0%
respondents respectively preferred to pay by cash, credit/debit card and cheque to
shop organized retail outlets.

According to Income groups, out of total respondents, majority of the
respondents belonged to less than or equal to 40000 income groups, they preferred
to pay by cash to shop organized retail outlets, while 3.2% respondents belonged
to more than 135000 income groups, they preferred to pay by cheque to shop
organized retail outlets.

According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to 9168-13000 per capita income groups, they preferred to
pay by cash to shop organized retail outlets, while 3.3% respondents belonged to

more than 30000 per capita income groups, they preferred to pay by cheque to
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shop organized retail outlets. In another, majority of the respondents belonged to
13001-17800 per capita income groups, they preferred to pay by cash to shop
organized retail outlets.

Table: 5.1.28 Percentage Frequency Distribution Of Methods Of Payment By Respondents To
Shop Organized Retail Outlets With Respect To Demographic And Background Characteristics
Of Respondents In Ahmedabad City Of Gujarat.

, . Methods of Payment (Organized Retail Outlets)
chﬁ::lc)t“e';?si?:sSaggl;:?sgzg?eh'; Cash Credit/Debit Card Total

St N % N % N %

Gender Male 126 100.0 120 95.2 126 72.0
Female 49 100.0 A7 95.9 49 28.0

Less than<= 33 30 100.0 29 96.7 30 17.1

33-35 26 100.0 25 96.2 26 14.9

Age 36-40 43 100.0 43 100.0 43 24.6
41-45 38 100.0 35 92.1 38 21.7

More than 45 38 100.0 35 92.1 38 21.7

Marital Married 174 100.0 166 95.4 174 99.4
Status Unmarried 1 100.0 1 100.0 1 0.6
Family Nuclear 93 100.0 90 96.8 93 53.1
Type Joint 82 100.0 77 93.9 82 46.9
H.S.C 8 100.0 8 100.0 8 4.7

Education Graduation 79 100.0 75 94.9 79 46.2
Post Graduation 58 100.0 54 93.1 58 33.9

PG & Above 30 100.0 30 100.0 30 17.1

Business 49 100.0 49 100.0 49 28.0

Occupation Professional 60 100.0 60 100.0 60 34.3
Service 66 100.0 58 87.9 66 37.7

Four Yes 88 100.0 87 98.9 88 50.3
Wheeler No 87 100.0 80 92.0 87 49.7
<=40000 24 100.0 24 100.0 24 13.7

40001-60000 49 100.0 43 87.8 49 28.0

Income 60001-80000 31 100.0 30 96.8 31 17.7

Categories

80001-135000 32 100.0 31 96.9 32 18.3

>135000 39 100.0 39 100.0 39 22.3

<=9167 31 100.0 28 90.3 31 17.7

. 9168-13000 37 100.0 34 91.9 37 21.1

Pel'r: CCO":‘ﬁ’éta 13001-17800 31 100.0 29 935 31 177
17801-30000 40 100.0 40 100.0 40 22.9

>30000 36 100.0 36 100.0 36 20.6

Total 175 100.0 167 95.4 175 100.0

From the above table, it was observed that, out of total respondents, all category of
respondents preferred to pay by cash comes out to be 100% while credit/debit card
preferred it was very from 95.4% and to shop organized retail outlets in Ahmedabad
city.

e According to Gender, out of total respondents, 95.9% and 95.2% female and male
respondents respectively preferred to pay by credit/debit card to shop organized
retail outlets.

e According to Age, out of total respondents, majority of the respondents belonged
to 36-40 years age groups, they preferred to pay by credit/debit card to shop
organized retail outlets.
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According to Marital Status, out of total respondents, majority of the unmarried
and 95.4% married and unmarried respondents respectively preferred to pay by
credit/debit card to shop organized retail outlets.

According to Family Types, out of total respondents, 96.8% and 93.9%
respondents were from joint and nuclear family groups respectively, they
preferred to pay by credit /debit card to shop organized retail outlets.

According to Education, out of total respondents, majority of the respondents had
studied HSC; they preferred to pay by credit/debit card to shop organized retail
outlets. In another, majority of the respondents had studied post graduation &
above; they preferred to pay by credit/debit card to shop organized retail outlets.
According to Occupation, out of total respondents, majority of the respondents
belonged to business class; they preferred to pay by credit/debit card to shop
organized retail outlets. In another, majority of the respondents belonged to
business and professional class; they preferred to pay by to shop organized retail
outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
50.6% respondents have four-wheeler, who having four- wheeler 98.8%
respondents respectively preferred to pay by cash and credit/debit card to shop
organized retail outlets.

According to Income groups, out of total respondents, majority of the
respondents belonged to less than or equal to 40000 and more than 135000
income groups, they preferred to pay by credit and debit card to shop organized
retail outlets.

According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to 17801- 30000 and more than 30000 per capita income
groups, they preferred to pay by credit and debit card to shop organized retail
outlets.

Table: 5.1.29 Percentage Frequency Distribution Of Methods Of Payment By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics Of Respondents In

Surat City Of Gujarat.

As if, there was no variation regarding the variable across the demographic

variables of respondents table has not been included for the analysis purpose.
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Table: 5.1.30 Percentage Frequency Distribution Of Methods Of Payment By Respondents To
Shop Organized Retail Outlets With Respect To Demographic Characteristics Of Respondents In

Rajkot City Of Gujarat.

Respondent’s Demographic

Methods of Payment (Organized Retail Outlets)

characteristics and it’s category (&1 (SiEH il e T
N % N % N
Gender Male 100 100 74 74.0 100 73.5
Female 36 100 31 86.1 36 26.5
Less than<= 33 30 100 23 76.7 30 22.1
33-35 24 100 16 66.7 24 17.6
Age 36-40 20 100 17 85.0 20 14.7
41-45 25 100 17 68.0 25 18.4
More than 45 37 100 32 86.5 37 27.2
Marital Married 132 100 102 77.3 132 97.1
Status Unmarried 4 100 3 75.0 4 2.9
Family Nuclear 50 100 39 78.0 50 36.8
Type Joint 86 100 66 76.7 86 63.2
S.S.C 14 100 7 50.0 14 10.3
H.S.C 7 100 5 71.4 7 5.1
Education Graduation 43 100 36 83.7 43 31.6
Post Graduation 48 100 36 75.0 48 35.3
PG & Above 24 100 21 87.5 24 17.6
Business 25 100 16 64.0 25 18.4
Occupation Professional 54 100 46 85.2 54 39.7
Service 57 100 43 75.4 57 41.9
Four Yes 71 100 64 90.1 71 52.2
Wheeler No 65 100 41 63.1 65 47.8
Two Yes 135 100 105 77.8 135 99.3
Wheeler No 1 100 0 0.0 1 0.7
Bicycle Yes 128 100 99 77.3 128 94.1
No 8 100 6 75.0 8 5.9
<=40000 28 100 17 60.7 28 20.6
40001-60000 24 100 15 62.5 24 17.6
Income 60001-80000 22 100 14 63.6 22 16.2
Categories
80001-135000 27 100 24 88.9 27 19.9
>135000 35 100 35 100.0 35 25.7
<=9167 31 100 18 58.1 31 22.8
. 9168-13000 26 100 18 69.2 26 19.1
Pel'r: CCO":‘ﬁ’éta 13001-17800 22 100 15 68.2 22 162
17801-30000 25 100 22 88.0 25 18.4
>30000 32 100 32 100.0 32 23.5
Total 136 100 105 77.2 136 100.0

From the above table, it was observed that, all category of respondents preferred to

pay by cash comes out to be 100% while credit/debit card preferred it was very from

77.2% and to shop organized retail outlets in Rajkot city.

e According to Gender, out of total respondents, 86.1% and 74.0% female and male

respondents respectively preferred to pay by credit/debit card to shop organized

retail outlets.

e According to Age, out of total respondents, 86.5% respondents belonged to more

than 45 years age groups, they preferred to pay by credit/debit card to shop

organized retail outlets.

e According to Marital Status, out of total respondents, 77.3% and 75.0% married

and unmarried respondents respectively preferred to pay by credit / debit card to

shop organized retail outlets.
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According to Family Types, out of total respondents, 78.0% and 76.7%
respondents were from nuclear and joint family groups respectively, they
preferred to pay by credit /debit card to shop organized retail outlets.

According to Education, out of total respondents, 87.5% respondents were having
education in post graduation & above, they preferred to pay by credit/debit card to
shop organized retail outlets.

According to Occupation, out of total respondents, 85.2% respondents belonged
to professional class; they preferred to pay by credit/debit card to shop organized
retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
52.2% respondents have four-wheeler, who having four- wheeler 90.1%
respondents preferred to pay by cash and credit/debit card to shop organized retail
outlets.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
99.3% respondents have two-wheeler, who having two- wheeler 77.8%
respondents preferred to pay by cash and credit/debit card to shop organized retail
outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 94.1%
respondents have bicycle, who having bicycle 77.3% respondents preferred to pay
by cash and credit/debit card to shop organized retail outlets.

According to Income groups, out of total respondents, majority of the
respondents belonged to more than 135000 income groups, they preferred to pay
by credit and debit card to shop organized retail outlets.

According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to more than 30000 per capita income groups, they

preferred to pay by credit and debit card to shop organized retail outlets.

For Unorganized Retail Outlets,

Table: 5.1.31 Percentage Frequency Distribution Of Methods Of Payment Used By Respondents

To Shop Unorganized Retail Outlets In Selected Cities Of Gujarat.

Cites
Methods of Payment Whiraerizs Vadodara Ahmedabad Surat Rajkot Total
Retail Outlets)

N % N % N % N % N %

Cash 162 | 100.0 90 87.4 139 | 100.0 | 137 | 100.0 528 97.6

Credit/Debit Card 19 117 13 12.6 0 0.0 0 0.0 32 5.9

Cheque 47 29.0 32 31.1 37 26.6 41 29.9 157 29.0
Total 162 29.9 103 | 19.0 139 25.7 137 25.3 541 100.0
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e From the above table, it was observed that, out of total respondents, 97.6%and
5.9% respondents respectively preferred to pay by cash and credit/debit card to
shop unorganized retail outlets.

e In Vadodara city, majority of the respondents and 11.7% respondents preferred to
pay by cash and credit/debit card to shop unorganized retail outlets.

e In Ahmedabad city, 87.4% and 12.6% respondents preferred to pay by cash and
credit/debit card to shop unorganized retail outlets.

e In Surat city, majority of the respondents and 26.6% preferred to pay by cash and
cheque to shop unorganized retail outlets.

e In Rajkot city, majority of the respondents and 29.9% preferred to pay by cash and
cheque to shop unorganized retail outlets.

Table: 5.1.32 Percentage Frequency Distribution Of Methods Of Payment Used By Respondents
To Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents In Selected Cities Of Gujarat.

Respondent’s Demographic Methods of.Paym_ent (Unorganized Retail Outlets)
o s e P Gt Cash Credit/Debit Card Cheque Total
N % N % N % N %
Gender Male 379 97.7 19 4.9 114 29.4 388 71.7
Female 149 97.4 13 8.5 43 28.1 153 28.3
Less than<= 33 157 99.4 6 3.8 41 25.9 158 29.2
33-35 101 99.0 4 3.9 32 314 102 18.9
Age 36-40 106 97.2 4 3.7 32 27.5 109 20.1
41-45 83 96.5 7 8.1 80 32.6 86 15.9
More than 45 81 94.2 11 12.8 26 30.2 86 15.9
Marital Married 500 97.5 30 5.8 153 29.8 513 94.8
Status Unmarried 28 100.0 2 7.1 4 14.3 28 5.2
Family Nuclear 246 96.5 18 7.1 62 24.3 255 47.1
Type Joint 282 98.6 14 4.9 95 33.2 286 52.9
S.S.C 43 100.0 0 0.0 13 30.2 43 8.0
H.S.C 55 100.0 0 0.0 11 20.0 55 10.2
Education Graduation 193 97.5 13 6.6 48 24.2 198 36.7
Post Graduation 157 97.5 10 6.2 42 26.1 161 29.9
PG & Above 80 95.2 9 10.7 43 51.2 84 15.5
Business 183 100.0 5 2.7 46 19.8 232 42.9
Occupation Professional 113 89.7 18 14.3 60 47.6 126 23.3
Service 232 100.0 9 3.9 51 27.9 183 33.8
Four Yes 212 95.5 18 8.1 96 43.2 222 41.0
Wheeler No 316 99.1 14 4.4 61 19.1 319 59.0
Two Yes 526 97.6 32 5.9 156 28.9 539 99.6
Wheeler No 2 100.0 0 0.0 1 50.0 2 0.4
Bicycle Yes 401 96.9 18 4.3 122 29.5 414 76.8
No 127 100.0 14 11.0 35 27.6 127 23.5
<=40000 135 99.3 4 2.9 19 14.0 136 25.1
40001-60000 130 98.5 5 3.8 34 25.8 132 24.4
Income 60001-80000 109 100.0 8 73 32 29.4 109 20.1
Categories
80001-135000 79 98.8 1 1.3 37 46.3 80 14.8
>135000 75 89.3 14 16.7 35 41.7 84 15.5
<=9167 128 99.2 5 3.9 26 20.2 129 23.8
. 9168-13000 122 98.4 4 3.2 22 17.7 124 22.9
Pﬁ;g)?f]’éta 13001-17800 109 99.1 3 2.7 40 36.4 110 | 203
17801-30000 97 100.0 7 7.2 36 37.1 97 17.9
>30000 72 88.9 13 16.0 33 40.7 81 15.0
Total 528 97.6 32 5.9 157 29.0 541 100.0
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From the above table, it was observed that, out of respondents, 97.6%, 29.0% and

5.9% respondents respectively preferred to pay by cash, cheque and credit/debit card

to shop unorganized retail outlets in selected Cities of Gujarat.

According to Gender, out of total respondents, 97.7% and 98.4% male and female
respondents respectively preferred to pay by cash to shop unorganized retail
outlets, while 4.9% and 8.5%male and female respondents respectively preferred
to pay by credit and debit card to shop unorganized retail outlets.

According to Age, out of total respondents, 99.4% respondents belonged to less
than or equal to 33 years age groups, they preferred to pay by cash to shop
unorganized retail outlets, while 12.8% respondents belonged to more than 45
years age groups, they preferred to pay by credit/debit card to shop unorganized
retail outlets.

According to Marital Status, out of total respondents, majority of the married
respondents and 97.5% unmarried respondents respectively preferred to pay by
cash to shop unorganized retail outlets, while 5.8% and 7.1% married and
unmarried respondents respectively preferred to pay by credit and debit card to
shop unorganized retail outlets.

According to Family Types, out of total respondents, 96.5% and 98.6%
respondents were from nuclear and joint family groups respectively, they
preferred to pay by cash to shop unorganized retail outlets, while 7.1% and 4.9%
respondents were from nuclear and joint family groups respectively, they
preferred to pay by credit and debit card to shop unorganized retail outlets.
According to Education, out of total respondents, majority of the respondents had
studied HSC, they preferred to pay by cash to shop unorganized retail outlets,
while 10.7% respondents had studied post graduation & above, they preferred to
pay by credit and debit card to shop unorganized retail outlets. In another majority
of the respondents had studied HSC, they preferred to pay by cash to shop
unorganized retail outlets.

According to Occupation, out of total respondents, majority of the respondents
belonged to business class respectively, they preferred to pay by cash to shop
unorganized retail outlets, while 14.3% respondents belonged to professional

class, they preferred to pay by credit and debit card to shop unorganized retail
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outlets. In another majority of the respondents belonged to service class
respectively, they preferred to pay by cash to shop unorganized retail outlets
According to Respondents Own Vehicle Four Wheeler, out of total respondents,
41.0% respondents have four-wheeler, who having four-wheeler 95.5%, 43.2%
and 8.1% respondents respectively preferred to pay by cash, cheque and
credit/debit card to shop unorganized retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
99.6% respondents have two-wheeler, who having two- wheeler 97.6%, 28.9%
and 5.9% respondents respectively preferred to pay by cash, cheque and
credit/debit card to shop unorganized retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 76.8%
respondents have bicycle, who having bicycle 96.9%, 29.5% and 4.3%
respondents respectively preferred to pay by cash, cheque and credit/debit card to
shop unorganized retail outlets.

According to Income groups, out of total respondents, majority of the
respondents belonged to 60001- 80000 income groups, they preferred to pay by
cash to shop unorganized retail outlets, while 16.7% respondents belonged to
more than 135000 income groups, they preferred to pay by credit and debit card to
shop unorganized retail outlets.

According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to 17801-30000 per capita income groups, they preferred to
pay by cash to shop unorganized retail outlets, while 16.0% respondents belonged
to more than 30000 per capita income groups, they preferred to pay by credit and
debit card to shop unorganized retail outlets.
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Table: 5.1.33 Percentage Frequency Distribution Of Methods Of Payment Used By Respondents
To Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents In Vadodara City Of Gujarat.

Respondent’s Demographic Methods of-Paym.ent (Unorganized Retail Outlets)
S T b o D Cash Credit/Debit Card Cheque Total
N % N % N % N %
Gender Male 108 100.0 10 9.3 34 315 108 66.7
Female 54 100.0 9 16.7 13 24.1 54 33.3
Less than<= 33 43 100.0 5 11.6 9 20.9 43 26.5
33-35 27 100.0 3 11.1 9 33.3 27 16.7
Age 36-40 35 100.0 1 2.9 12 34.3 35 21.6
41-45 22 100.0 4 18.2 6 27.3 22 13.6
More than 45 35 100.0 6 17.1 11 31.4 35 21.6
Marital Married 142 100.0 17 12.0 45 31.7 142 87.7
Status Unmarried 20 100.0 2 10.0 2 10.0 20 12.3
Family Nuclear 78 100.0 9 11.5 20 25.6 78 48.1
Type Joint 84 100.0 10 11.9 27 32.1 84 51.9
S.S.C 3 100.0 0 0.0 1 33.3 3 1.9
H.S.C 19 100.0 0 0.0 4 21.1 19 11.7
Education Graduation 63 100.0 8 12.7 13 20.6 63 389
Post Graduation 37 100.0 6 16.2 15 40.5 37 22.8
PG & Above 40 100.0 5 12.5 14 35.0 40 24.7
Business 50 100.0 5 10.0 13 26.0 50 30.9
Occupation Professional 44 100.0 5 11.4 16 36.4 44 27.2
Service 68 100.0 9 13.2 18 26.5 68 42.0
Four Yes 61 100.0 8 13.1 24 39.3 61 37.7
Wheeler No 101 100.0 11 10.9 23 22.8 101 62.3
Bicycle Yes 51 100.0 5 9.8 16 31.4 53 32.7
No 109 100.0 14 12.8 31 28.4 109 67.9
<=40000 52 100.0 3 5.8 9 17.3 52 32.1
40001-60000 30 100.0 3 10.0 9 30.0 30 18.5
Income 60001-80000 37 100.0 8 216 9 243 37 228
Categories
80001-135000 21 100.0 0 0.0 9 429 21 13.0
>135000 22 100.0 5 22.7 11 50.0 22 13.6
<=9167 47 100.0 4 8.5 9 19.1 47 29.0
. 9168-13000 37 100.0 2 5.4 7 18.9 37 22.8
Pel'; ;?ﬁéta 13001-17800 26 100.0 2 7.7 11 423 26 16.0
17801-30000 32 100.0 7 21.9 11 34.4 32 19.8
>30000 20 100.0 4 20.0 9 45.0 20 12.3
Total 162 100.0 19 11.7 47 29.0 162 100.0

From the above table, it was observed that, all demographic category of respondents
used of cash comes out to be 100% while, 11.7% preferred to pay by cheque to shop
unorganized retail outlets in Vadodara city.

e According to Gender, out of total respondents, 31.5% and 24.1% male and female
respondents respectively preferred to pay by cash to shop unorganized retail
outlets, while 16.7% and 9.3% male and female respondents respectively
preferred to pay by credit and debit card to shop unorganized retail outlets.

e According to Age, out of total respondents, 34.3% respondents belonged to 36-40
years age groups, they preferred to pay by cheque to shop unorganized retail
outlets, while 2.9% respondents belonged to 36- 40 years age groups, they
preferred to pay by credit/debit card to shop unorganized retail outlets.

e According to Marital Status, out of total respondents, 31.7% and 10.0% married

and unmarried respondents respectively preferred to pay by cheque to shop
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unorganized retail outlets, while 12.0% and 10.0% married and unmarried
respondents respectively preferred to pay by credit and debit card to shop
unorganized retail outlets.

According to Family Types, out of total respondents, 32.1% and 25.6%
respondents were from joint and nuclear family groups respectively, they
preferred to pay by cheque to shop unorganized retail outlets, while 11.9% and
11.5% respondents were from joint and nuclear family groups respectively, they
preferred to pay by credit and debit card to shop unorganized retail outlets.
According to Education, out of total respondents, 40.5% respondents had studied
post graduation; they preferred to pay by cheque to shop unorganized retail
outlets, while 12.5% respondents had studied post graduation & above, they
preferred to pay by credit and debit card to shop unorganized retail outlets.
According to Occupation, out of total respondents, 36.4% respondents belonged
to professional class, they preferred to pay by cheque to shop unorganized retail
outlets, while, 10.0% respondents belonged to business class, they preferred to
pay by credit and debit card to shop unorganized retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
37.7% respondents have four-wheeler, who having four-wheeler, 39.3% and
13.1% respondents respectively preferred to pay by cash, cheque and credit/debit
card to shop unorganized retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 32.7%
respondents have bicycle, who having bicycle, 31.4% and 9.8% respondents
respectively preferred to pay by cash, cheque and credit/debit card to shop
unorganized retail outlets.

According to Income groups, out of total respondents, 50.0% respondents
belonged to more than 135000 income groups; they preferred to pay by cheque to
shop unorganized retail outlets, while 5.8% respondents belonged to less than or
equal to income groups, they preferred to pay by credit and debit card to shop
unorganized retail outlets.

According to Per capita Income groups, out of total respondents, 45.0%
respondents belonged to more than 30000 per capita income groups; they
preferred to pay by cheque to shop unorganized retail outlets, while 5.4%
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respondents belonged to 9168-13000 per capita income groups, they preferred to

pay by credit and debit card to shop unorganized retail outlets.

Table: 5.1.34 Percentage Frequency Distribution Of Methods Of Payment Used By Respondents
To Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents In Ahmedabad City Of Gujarat.

Respondent’s Demographic

Methods of Payment (Unorganized Retail Outlets)

T T s Cash Credit/Debit Card Cheque Total

N % N % N % N %

Gender Male 66 88.0 9 12.0 25 33.3 75 72.8

Female 24 85.7 4 14.3 7 25.0 28 27.2

Less than<= 33 25 96.2 1 3.8 10 385 26 25.2

33-35 14 73.3 1 6.7 4 26.7 15 14.6

Age 36-40 22 88.0 3 12.0 4 16.0 25 24.3

41-45 21 87.5 3 12.5 9 375 24 23.3

More than 45 8 61.5 5 38.5 5 38.5 13 12.6

Marital Married 89 87.3 13 12.7 32 314 102 99.0
Status Unmarried 1 100.0 0 0.0 0 0.0 1 1.0

Family Nuclear 47 83.9 9 16.1 15 26.8 56 54.4

Type Joint 43 915 4 8.5 17 36.2 47 45.6
H.S.C 7 100.0 0 0.0 2 28.6 7 6.9

Graduation 48 90.6 5 9.4 21 39.6 53 52.0

Education Post Graduation 33 89.2 4 10.8 8 21.6 37 36.3
PG & Above 22 33.3 4 66.7 1 16.7 6 5.8

Business 35 100.0 0 0.0 14 25.5 35 34.0

Occupation Professional 0 0.0 13 100.0 0 0.0 13 12.6
Service 55 100.0 0 0.0 18 51.4 55 53.4

Four Yes 23 69.7 10 30.3 15 455 33 32.0
Wheeler No 67 95.7 3 4.3 17 24.3 70 68.0
<=40000 22 95.7 1 4.3 3 13.0 23 22.3

40001-60000 33 94.3 2 55.7 10 28.6 35 34.0

Income 60001-80000 20 100.0 0 0.0 8 40.0 20 19.4

Categories

80001-135000 13 92.9 1 7.1 10 714 14 13.6

>135000 2 18.2 9 81.8 1 9.1 11 10.7

<=9167 27 96.4 1 3.6 7 25.0 28 27.2

. 9168-13000 21 91.3 2 8.7 2 8.7 23 22.3

Pelz Ccoiﬁ’éta 13001-17800 24 96.0 1 40 13 52.0 25 243
17801-30000 13 100.0 0 0.0 7 53.8 13 12.6

>30000 5 35.7 9 64.3 3 21.4 14 13.6

Total 90 87.4 13 12.6 32 311 103 100.0

From the above table, it was observed that, out of tlota respondents 87.4%, 31.1% and

12.6% respondents preferred to pay by cash, cheque and credit/debit card to shop

unorganized retail outlets in Ahmedabad city.

e According to Gender, out of total respondents, 88.0% and 85.7% male and female

respondents respectively preferred to pay by cash to shop unorganized retail

outlets, while 14.3% and 12.0% male and female respondents respectively

preferred to pay by credit and debit card to shop unorganized retail outlets.

e According to Age, out of total respondents, 96.2% respondents belonged to less

than or equal to 33 years age groups, they preferred to pay by cash to shop

unorganized retail outlets, while, 6.7% respondents belonged to 33-35 years age

groups, they preferred to pay by credit/debit card to shop unorganized retail

outlets.
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According to Marital Status, out of total respondents, majority of the unmarried
respondents and 87.3% unmarried respondents respectively preferred to pay by
cash to shop unorganized retail outlets, while, 12.7% married respondents
preferred to pay by credit and debit card to shop unorganized retail outlets.
According to Family Types, out of total respondents, 91.5% and 83.9%
respondents were from nuclear and joint family groups respectively, they
preferred to pay by cash to shop unorganized retail outlets, while 16.1% and 8.5%
respondents were from nuclear and joint family groups respectively, they
preferred to pay by credit and debit card to shop unorganized retail outlets.
According to Education, out of total respondents, majority of the respondents had
studied SSC, they preferred to pay by cash to shop unorganized retail outlets,
while, 9.4% respondents had studied graduation; they preferred to pay by credit
and debit card to shop unorganized retail outlets.

According to Occupation, out of total respondents, majority of the respondents
belonged to service and business class respectively, they preferred to pay by cash
to shop unorganized retail outlets, while 51.4% respondents belonged to service
class, they preferred to pay by credit and debit card to shop unorganized retail
outlets.

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
32.0% respondents have four-wheeler, who having four-wheeler 69.7%, 45.5%
and 30.3% respondents respectively preferred to pay by cash, cheque and
credit/debit card to shop unorganized retail outlets.

According to Income groups, out of total respondents, majority of the
respondents belonged to 60001- 80000 income groups, they preferred to pay by
cash to shop unorganized retail outlets, while, 71.4% respondents belonged to
80001-135000 income groups; they preferred to pay by cheque to shop
unorganized retail outlets.

According to Per capita Income groups, out of total respondents, majority of the
respondents belonged to 17801-30000 per capita income groups, they preferred to
pay by cash to shop unorganized retail outlets, while, 53.8% respondents belonged
to 17801-30000 per capita income groups; they preferred to pay by cheque to shop

unorganized retail outlets.
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Table: 5.1.35 Percentage Frequency Distribution Of Methods Of Payment Used By Respondents
To Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents In Surat City Of Gujarat.

Respondent’s Demographic Methods of Payment (Unorganized Retail Outlets)
characteristics and it’s category (S Cienle THaiE|
N % N % N %
Gender Male 103 100.0 28 27.2 103 74.1
Female 36 100.0 9 25.0 36 25.9
Less than<= 33 44 100.0 11 25.0 44 31.7
33-35 29 100.0 6 20.7 29 20.9
Age 36-40 25 100.0 10 40.0 25 18.0
41-45 23 100.0 7 30.4 23 16.5
More than 45 18 100.0 3 16.7 18 12.9
Family Nuclear 58 100.0 10 17.2 58 41.7
Type Joint 81 100.0 27 33.3 81 58.3
S.S.C 1 100.0 0 0.0 1 0.7
H.S.C 11 100.0 0 0.0 11 7.9
Education Graduation 54 100.0 4 7.4 54 38.8
Post Graduation 49 100.0 10 20.4 49 35.3
PG & Above 24 100.0 23 95.8 24 17.3
Business 40 100.0 0 0.0 40 28.8
Occupation Professional 44 100.0 32 72.7 44 31.7
Service 55 100.0 5 9.1 55 39.6
Four Yes 67 100.0 27 40.3 67 48.2
Wheeler No 72 100.0 10 13.9 72 51.8
<=40000 12 100.0 0 0.0 12 8.6
40001-60000 37 100.0 6 16.2 37 26.6
Income 60001-80000 28 100.0 5 17.9 28 20.1
Categories
80001-135000 30 100.0 13 43.3 30 21.6
>135000 32 100.0 13 40.6 32 23.0
<=9167 12 100.0 2 16.7 12 8.6
. 9168-13000 27 100.0 3 11.1 27 19.4
Pelzg)?ﬁéta 13001-17800 36 100.0 10 278 36 25.9
17801-30000 31 100.0 10 32.3 31 22.3
>30000 33 100.0 12 36.4 33 23.7
Total 139 100.0 37 26.6 139 100.0

From the above table, it was observed that, all demographic category of respondents
used of cash comes out to be 100% while, 26.6% respondents preferred to pay by
cheque to shop unorganized retail outlets in Surat city.

e According to Gender, out of total respondents, 27.2% and 25.0% male and female
respondents respectively preferred to pay by cheque to shop unorganized retail
outlets.

e According to Age, out of total respondents, 40.0% respondents belonged to 36-40
years age groups, they preferred to pay by cheque to shop unorganized retail
outlets, while 16.7% respondents belonged to 41-45 years age groups, they
preferred to pay by cheque to shop unorganized retail outlets.

e According to Family Types, out of total respondents, 33.3% and 17.3%
respondents were from joint and nuclear family groups respectively, they
preferred to pay by cheque to shop unorganized retail outlets.

e According to Education, out of total respondents, 95.8% respondents had studied

post graduation & above; they preferred to pay by cheque to shop unorganized

Volume I 167




Chapter 5: Analysis & Interpretation of Data

retail outlets, while 7.4% respondents had studied graduation; they preferred to
pay by cheque to shop unorganized retail outlets

According to Occupation, out of total respondents, 72.7% respondents belonged
to professional class, they preferred to pay by cheque to shop unorganized retail
outlets, while 9.1% respondents belonged to service class; they preferred to pay by
cheque to shop unorganized retail outlets

According to Respondents Own Vehicle Bicycle, out of total respondents,
majority of the respondents have bicycle, who having bicycle 26.6% respondents
respectively preferred to pay by cash and cheque to shop unorganized retail
outlets.

According to Income groups, out of total respondents, 43.3% respondents
belonged to 80001-135000 income groups, they preferred to pay by cheque to
shop unorganized retail outlets, while 16.2% belonged to 40001-60000 income
groups, they preferred to pay by cheque to shop unorganized retail outlets.
According to Per capita Income groups, out of total respondents, 36.4%
respondents belonged to more than 30000 per capita income groups; they
preferred to pay by cheque to shop unorganized retail outlets, while 11.1%
respondents belonged to more than 30000 per capita income groups; they
preferred to pay by cheque to shop unorganized retail outlets.
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Table: 5.1.36 Percentage Frequency Distribution Of Methods Of Payment Used By Respondents
To Shop Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents In Rajkot City Of Gujarat.

T G . Methods of Payment (Unorganized Retail Outlets)
e e ash Cheque Total
characteristics and it’s category N N N
Gender Male 102 100 27 26.5 102 74.5
Female 35 100 14 40.0 35 25.5
Less than<= 33 45 100 11 24.4 45 32.8
33-35 31 100 13 41.9 31 22.6
Age 36-40 24 100 4 16.7 24 175
41-45 17 100 6 35.3 17 12.4
More than 45 20 100 7 35.0 20 14.6
Marital Married 130 100 39 30.0 130 94.9
Status Unmarried 7 100 2 28.6 7 51
Family Nuclear 63 100 17 27.0 63 46.0
Type Joint 74 100 24 32.4 74 54.0
S.S.C 39 100 12 30.8 39 28.5
H.S.C 18 100 5 27.8 18 13.1
Education Graduation 28 100 10 35.7 28 20.4
Post Graduation 38 100 9 23.7 38 27.7
PG & Above 14 100 5 35.7 14 10.2
Business 58 100 20 34.5 58 42.3
Occupation Professional 25 100 12 48.0 25 18.2
Service 54 100 9 16.7 54 39.4
Four Yes 61 100 30 39.2 61 44.5
Wheeler No 76 100 11 14.5 76 55.5
Two Yes 135 100 40 29.6 135 98.5
Wheeler No 2 100 1 50.0 2 1.5
Bicycle Yes 121 100 37 30.6 121 88.3
No 16 100 4 25.0 16 11.7
<=40000 49 100 7 14.3 49 35.8
40001-60000 30 100 9 30.0 30 21.9
Income 60001-80000 24 100 10 417 24 175
Categories
80001-135000 15 100 5 33.3 15 10.9
>135000 19 100 10 52.6 19 13.9
<=9167 42 100 8 19.0 42 30.7
. 9168-13000 37 100 10 27.0 37 27.0
Per Ccomta 13001-17800 23 100 6 26.1 23 168
17801-30000 21 100 8 38.1 21 15.3
>30000 14 100 9 64.3 14 10.2

From the above table, it was observed that, out of total respondents, all category of
respondents preferred to pay by cash comes out to be 100% while cheque preferred it
was very from 64.3% and to shop organized retail outlets in Rajkot city.

e According to Gender, out of total respondents, 40.0% and 26.5% female and male
respondents respectively preferred to pay by cheque to shop unorganized retail
outlets.

e According to Age, out of total respondents, 41.9% respondents belonged to 33-35
years age groups, they preferred to pay by cheque to shop unorganized retail
outlets, while 8.7% respondents belonged to 36-40 years age groups, they
preferred to pay by cheque to shop unorganized retail outlets.
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According to Marital Status, out of total respondents, 30.0% and 28.6% married
and unmarried respondents respectively preferred to pay by cheque to shop
unorganized retail outlets.

According to Family Types, out of total respondents, 32.4% and 27.0%
respondents were from joint and nuclear family groups respectively, they
preferred to pay by cheque to shop unorganized retail outlets.

According to Education, out of total respondents, 35.7% respondents had studied
post graduation & above; they preferred to pay by cheque to shop unorganized
retail outlets. In another 35.7% respondents had studied graduation; they preferred
same methods of payments, while 27.8% respondents had studied HSC; they
preferred to pay by cheque to shop unorganized retail outlets.

According to Occupation, out of total respondents, 48.0% respondents belonged
to professional class, they preferred to pay by cheque to shop unorganized retail
outlets, while, 16.7% respondents belonged to professional class, they preferred to
pay by cheque to shop unorganized retail outlets,

According to Respondents Own Vehicle Four Wheeler, out of total respondents,
44.5% respondents have four-wheeler, who having four-wheeler 39.2%
respondents respectively preferred to pay by cash and cheque to shop unorganized
retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of total respondents,
98.5% respondents have two-wheeler, who having two- wheeler 29.6%
respondents respectively preferred to pay by cash and cheque to shop unorganized
retail outlets.

According to Respondents Own Vehicle Bicycle, out of total respondents, 88.3%
respondents have bicycle, who having bicycle 30.6% respondents respectively
preferred to pay by cash and cheque to shop unorganized retail outlets.

According to Income groups, out of total respondents, 52.6% respondents
belonged to more than 135000 income groups, they preferred to pay by cheque to
shop unorganized retail outlets, while 14.3% respondents belonged to less than or
equal to 40000 income groups, they preferred to pay by cheque to shop
unorganized retail outlets,

According to Per capita Income groups, out of total respondents, 64.3%

respondents belonged to more than 30000 per capita income groups; they
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preferred to pay by cheque to shop unorganized retail outlets, while, 19.0%
respondents belonged to more than 30000 per capita income groups; they

preferred to pay by cheque to shop unorganized retail outlets.
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5.2 Interpretation of Hypotheses

H1: Traveling distance towards both (organized & unorganized) retail outlets from

the place of consumer residence in selected cities of Gujarat is equal.

Table 5.2.1: Comparison Of Average Distance Between Organized Retail Outlets And Place Of
Consumer Residence Across The Selected Cities Of Gujarat Using One way Analysis.

Citi Average Distance in Kms (Organized Retail Outlets)
ne N Mean S.D F- value p-value
Vadodara 152 1.63 1.07
Ahmedabad 175 0.82 0.33
Surat 160 0.86 0.34 61.575 0.000
Rajkot 136 0.81 0.50
Total 623 1.02 0.72

e From the above table, it was observed that, on an average distance between
organized retail outlets and place of consumer residence in Vadodara city was
(1.63km) followed by Ahmedabad, Surat and Rajkot cities which was 0.82km,
0.86km and 0.81km compared to 1.63 km respectively.

e Overall, it was observed that, on an average distance between organized retail
outlets and place of consumer residence was 1.02.

Hypothesis:

e As per statistical results observed that, there was exists significant difference in
the average distance (organized retail outlets) for the same across the selected
cities of Gujarat. It was observed that, F- value of average distance for the same
across the selected cities of Gujarat was 1.523 and p-value of average distance for
the same across the selected cities of Gujarat was 0.000. Hence, null hypothesis

was rejected.

Table 5.2.2: Comparison Of Average Distance Between Unorganized Retail Outlets And Place Of
Consumer Residence Across The Selected Cities Of Gujarat Using One Way Analysis.

Cities Average Distance in Kms (Unorganized Retail Outlets)
N Mean S.D F- value p-value
Vadodara 164 0.68 0.36
Ahmedabad 103 0.51 0.18
Surat 139 0.47 0.12 45.556 0.000
Rajkot 137 0.38 0.16
Total 623 0.52 0.26

e From the above table, it was observed that, on an average distance between
unorganized retail outlets and place of consumer residence in Vadodara city was
(0.68km) followed by Ahmedabad, Surat and Rajkot cities which was 0.51km,
0.47km and 0.38km compared to VVadodara city respectively.

e Overall, it was observed that, on an average distance between unorganized retail

outlets and place of consumer residence was 0.52.
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Hypothesis:

e As per statistical results observed that, there was exists significant difference in

the average distance (unorganized retail outlets) for the same across the selected

cities of Gujarat. It was observed that, F- value of average distance for the same

across the selected cities of Gujarat was 45.556 and p-value of average distance

for the same across the selected cities of Gujarat was 0.000. Hence, null

hypothesis was rejected.

H2: Mean comparisons of average monthly amount spent by respondents for food

and grocery items with respect to demographic characteristics of respondents are

alike.

Table 5.2.3 Mean Comparison of Monthly Amounts Spent By Respondents To Shop Food &

Grocery Items With Respect To Demographic Characteristics Of Respondents In
Selected Cities Of Gujarat.

Respondent’s Demographic

Average Monthly Amounts(Rs) Spent For Food & Grocery Items By

s e , Respondents
SR U L R A N Mean Standard Deviation F- value p-value
Male 580 16880.16 9661.19
Gender Female 220 1729052 8773.137 0.302 0.583
Less than<= 33 203 14201.70 7612.68
33-35 145 15796.07 9802.16
Age 36-40 157 16541.88 8814.61 13.295 0.000
41-45 146 18571.92 9895.95
More than 45 149 20888.99 9937.64
i Married 767 17281.79 9475.09
Marital Status Unmarried 33 10281.06 4351.04 17.836 0.000
. Nuclear 367 15322.68 9496.64
Family Type Joint 433 18408.74 18408 74 21.868 0.000
SS.C 43 9709.30 3794.15
H.S.C 67 13750.75 7157.75
Education Graduation 299 16969.58 10230.11 14.714 0.000
Post Graduation 253 16588.06 8109.60
PG & Above 138 21629.89 9810.39
Business 241 14986.51 7963.26
Occupation Professional 240 22442.35 10102.12 67.142 0.000
Service 319 14409.08 8143.557
Yes 375 22344.29 9350.85
Four Wheeler No 205 1927129 651742 318.082 0.000
Yes 798 16990.61 9424.98
Two Wheeler No > 17950 00 1124299 0.210 0.886
i Yes 640 18351.23 9150.22
Bicycle No 160 11560.12 8512.45 36.236 0.000
<=40000 162 8737.65 2741.39
40001-60000 181 12207.07 3405.29
g‘fg{;‘;’i 60001-80000 155 16799.13 8601.67 180.127 0.000
80001-135000 144 21689.06 747361
>135000 158 26850.25 9619.29
<=9167 164 9669.51 3515.75
ber Canit 9168-13000 163 13.55.49 5214.50
er Capita
Income 13001-17800 153 16349.35 6472.81 121307 0.000
17801-30000 169 19837.72 10241.70
>30000 151 26665.83 9533.69
Total 800 16993.01 9421.69
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From the above table, it was observed that, average monthly amount spent by

respondents to shop food and grocery items were Rs 16993.01.

e According to Gender, average monthly amount spent by female and male
respondents respectively to shop food and grocery items was Rs 17290.52 and Rs
16880.16.

e According to Age, average monthly amount spent for food and grocery by
respondents respectively in the age group of more than 45 years was (RS
20888.98) followed by 41-45 years, 36-40 years, 33-35 years and less than or
equal to 33 years was Rs 18571.92, Rs 16541.88, Rs 15796.07 and Rs 14201.70.

e According to Marital Status, average monthly amount spent by married and
unmarried respondents to shop food and grocery items was Rs 17281.79 and Rs
10281.06 respectively.

e According to Family Type, average monthly amount spent by joint and nuclear
families of respondents to shop food and grocery items respectively was Rs
18408.74 and Rs 15322.68.

e According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post Graduation and above (Rs
21629.89) followed by graduation, post graduation, HSC and SSC respectively
was Rs 16969.58, Rs 16588.06, Rs 13750.75 and Rs 9709.30 respectively.

e According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 22442.35) followed by
business class and service class group was Rs 14986.51, and Rs 14409.08
respectively.

e According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent to shop food and grocery items by respondents, who had four-
wheeler (Rs 22344.29).

e According to Respondents Own Vehicle Two Wheeler, average monthly amount
spent to shop food and grocery items by respondents, who had two- wheeler (Rs
16990.61).

e According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs 9150.22).

e According to Income Group, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 was (Rs
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26850.25) followed by 80001-135000, 60001-80000, 40001-60000 and less than
or equal to 40000 was Rs 21689.06, Rs 16799.13, Rs 12207.07 and Rs 8737.65
respectively.

e According to Per Capital Income Group, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 (Rs 26665.83) followed by 17801-30000, 13001-17800,
9168-13000 and less than or equal to 9167 was Rs 19837.72, Rs 16349.35, Rs
13055.49 and Rs 9669.51.

Hypothesis:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the age (with F-value=13.295 and p-value=0.000), marital status
(with F-value=817.836 and p-value=0.000), family type (with F-value= 21.868
and p-value=0.000), education (with F-value= 14.714 and p-value=0.000),
occupation (with F-value=67.142 and p-value=0.000), income groups (with F-
value=180.127 and p-value=0.000), per capita income groups (with F-
value=121.307 and p-value=0.000), respondents own vehicle like four wheeler
(with F-value=318.082 and p-value=0.000) and respondents own vehicle like
bicycle (with F-value=36.236 and p-value=0.000). Hence, null hypothesis was
rejected. Therefore, it could be said that, age, marital status, family type,
education, occupation, income groups, per capita income groups, respondents own
vehicle like four wheeler and bicycle had different perception about average
monthly amount spent to shop food and grocery items in selected cities of Gujarat.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the gender (with F-value=0.302 and p-value=0.583) and respondents
own vehicle like two wheeler (with F-value=0.210 and p-value=0.886). Hence,
null hypothesis was rejected. Therefore, it could be said that, respondents own
vehicle like four wheeler, gender and respondents own vehicle like two wheeler
had different perception about average monthly amount spent to shop food and

grocery items in selected cites of Gujarat.
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Table 5.2.4 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items With Respect To Demographic Characteristics Of Respondents In

Vadodara City Of Gujarat.
Respondent’s Demographic Average Monthly Amounts(Rs) Spent For Food & Grocery Items By Respondents
Characteristics And It’s Category N Mean Standard Deviation F- value p-value
Male 138 11733.15 8837.04
Gender Female 62 10554.76 4060.77 1005 0.317
Less than<= 33 51 9893.63 4811.85
33-35 37 12750.00 15116.30
Age 36-40 40 10298.13 3161.22 1.830 0.125
41-45 28 10571.43 5573.11
More than 45 44 13393.64 7688.68
Marital Married 177 11623.98 8057.74
Status Unmarried 23 9396.74 3274.46 1714 0.192
Family Nuclear 95 10376.79 9939.26
Type Joint 105 12276.52 4702.87 3.037 0.083
S.S.C 3 10666.67 4536.89
H.S.C 21 11383.33 4465.01
Education Graduation 71 10795.00 11626.66 1.227 0.301
Post Graduation 55 10310.00 2476.43
PG & Above 50 13380.85 5033.72
Business 61 11401.64 4808.27
Occupation Professional 60 12854.58 4758.26 2.035 0.133
Service 79 10212.59 10623.47
Four Yes 90 13711.33 4698.14
Wheeler No 110 9450.45 9036.58 16.377 0.000
. Yes 58 10912.93 4189.55
Bicycle No 142 11553.66 8843.40 0.265 0-594
<=40000 56 7475.00 1349.99
40001-60000 33 9174.24 1463.25
g‘fg’&i 60001-80000 42 12560.60 14181.49 10.217 0.000
80001-135000 33 13393.18 3312.50
>135000 36 16186.11 5237.67
<=9167 53 7935.85 1823.71
Per Capita 9168-13000 38 9442.76 3007.80
Income 13001-17800 29 10082.76 1764.95 9.729 0.000
17801-30000 46 14183.59 13484.68
>30000 34 16155.88 5585.00
Total 200 11367.85 7688.68

From the above table, it was observed that, average monthly amount spent by

respondents to shop food and grocery items were Rs 11367.85 in Vadodara city.

e According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 11733.15 and Rs
10554.76.

e According to Age, average monthly amount spent by respondents to shop food
and grocery items in the age group of more than 45 years was (Rs 13393.64) and
less than or equal to 33 years (Rs 9893.63) respectively.

e According to Marital Status, average monthly amount spent by married and
unmarried respondents to shop food and grocery items was Rs 11623.98 and Rs

9396.74 respectively.
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According to Family Type, average monthly amount spent by joint and nuclear
families of respondents to shop food and grocery items respectively was Rs
12276.58 and Rs 10376.79.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and above (Rs
13380.85) and SSC Rs 10310.00 respectively.

According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 12854.58) followed by
business class and service class group was Rs 11401.64 and Rs 10212.59
respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent to shop food and grocery items by respondents, who had four-
wheeler (Rs 13711.33).

According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs
10912.93).

According to Income Group, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 was (RS
16186.11) and less than or equal to 40000 (Rs 7475.00) respectively.

According to Per Capital Income Group, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 (Rs 16155.88) and less than (Rs 7935.85) respectively.

Hypothesis:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the income group (with F-value=10.217 and p-value=0.000), per
capita income group (with F-value=9.729 and p-value=0.000) and respondents
own vehicle like four wheeler (with F-value=16.377 and p-value=0.000). Hence,
null hypothesis was rejected. Therefore, it could be said that, respondents own
vehicle like four wheeler, income group and per capita income group of
respondent had different perception about average monthly amount spent to shop

food and grocery items in VVadodara city.
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e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the gender (with F-value=1.005 and p-value=0.317), age (with F-
value=1.830 and p-value=0.125), marital status (with F-value= 1.714 and p-
value=0.192), family type (with F-value= 3.037 and p-value=0.083), education
(with F-value= 1.227 and p-value=0.301), occupation (with F-value=2.035 and p-
value=1.133) and respondents own vehicle like bicycle(with F-value=0.265 and p-
value=0.594). Hence, null hypothesis was not rejected. Therefore, it could be said
that, gender, age, marital status, family type, education, occupation of respondent
and respondents own vehicle like bicycle had similar perception about average

monthly amount spent to shop food and grocery items in Vadodara city.

Table 5.2.5 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items With Respect To Demographic Characteristics Of Respondents In
Ahmedabad City Of Gujarat.

Respondent’s Demographic Average Monthly Amounts(Rs) Spent For Food & Grocery Items By Respondents
characteristics and it’s category N Mean Standard Deviation F- value p-value
Male 144 18339.24 8744.68
Gender Female 56 17041.96 710058 0.980 0323
Less than<= 33 39 16.825.64 8500.64
33-35 28 16810.71 7006.84
Age 36-40 46 17992.83 8582.66 1.320 0.264
41-45 46 17421.74 7958.05
More than 45 41 20491.46 8911.54
Marital Married 199 18023.12 8314.41
Status Unmarried 1 8600.00 - 1278 0.260
Family Nuclear 107 17322.90 8001.159
Type Joint 93 18727.42 8655.15 1421 0.235
H.S.C 11 16786.36 4769.81
. Graduation 93 17280.65 7709.15
Education 5 Graduation 66 15520.45 7106.25 10229 0.000
PG & Above 30 25970.00 9140.25
Business 60 19960.83 8097.42
Occupation Professional 60 22233.33 9405.00 28.332 0.000
Service 80 13294.38 4516.34
Four Yes 94 23312.23 8602.35
Wheeler No 106 13243.87 4190.23 114.601 0.000
<=40000 29 10396.5 3196.59
40001-60000 57 12823.68 3571.49
g‘fg{;‘;’i 60001-80000 40 18743.75 3950.98 41.723 0.000
80001-135000 35 24402.86 8093.30
>135000 39 24587.18 9711.58
<=9167 37 11737.84 3995.23
Per Capita 9168-13000 42 14576.19 4613.85
Income 13001-17800 40 17117.50 6706.40 21.817 0.000
17801-30000 44 21402.27 9089.05
>30000 37 24927.03 8761.01
Total 200 17976.00 8320.22

From the above table, it was observed that,, average monthly amount spent by

respondents to shop food and grocery items was Rs 17976.00 in Ahmedabad city.
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According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 18339.24 and Rs
17041.96.

According to Age, average monthly amount spent by respondents to shop food
and grocery items in the age group of more than 45 years was (Rs 18023.12) and
less than or equal to 33 years (Rs 9893.63) respectively.

According to Marital Status, average monthly amount spent by married and
unmarried respondents to shop food and grocery items was Rs 18023.12 and Rs
8600.00 respectively.

According to Family Type, average monthly amount spent by joint and nuclear
families of respondents to shop food and grocery items respectively was Rs
18727.42 and Rs 17322.90.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and above (Rs
25970.00) and post graduation Rs 15520.45 respectively.

According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 22233.33) followed by
business class and service class group was Rs 19960.83 and Rs 13294.38
respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent to shop food and grocery items by respondents, who having bicycle
(Rs 23312.23).

According to Income Group, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 was (Rs
24587.18) and less than or equal to 40000 (Rs 10396.50) respectively.

According to Per Capita Income Group, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 (Rs 24927.03) and less than (Rs 11737.84) respectively.

Hypothesis:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the education (with F-value=10.229 and p-value=0.000), occupation
(with F-value=28.332 and p-value=0.000), income group (with F-value=41.723
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and p-value=0.000), per capita income group (with F-value=21.817 and p-
value=0.000) and respondents own vehicle like four wheeler (with F-
value=114.601 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, education, occupation, respondents own vehicle
like four wheeler, income group and per capita income group of respondent had
different perception about average monthly amount spent to shop food and
grocery items in Ahmedabad city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the gender (with F-value=0.980 and p-value=0.323), age (with F-
value=1.320 and p-value=0.264), marital status (with F-value= 1.278 and p-
value=0.260) and family type (with F-value= 1.421 and p-value=0.235). Hence,
null hypothesis was not rejected. Therefore, it could be said that, gender, age,
marital status and family type of respondent had similar perception about average

monthly amount spent to shop food and grocery items in Ahmedabad city.

Table 5.2.6 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items With Respect To Demographic Characteristics Of Respondents In Surat City of

Gujarat.
Respondent’s Demographic Average Monthly Amounts(Rs) Spent for Food & Grocery Items By Respondents
characteristics and it’s category N Mean Standard Deviation F- value p-value
Male 147 21629.73 9512.932
Gender Female 53 23140.00 8403861 1042 0309
Less than<= 33 57 18833.68 7337.883
33-35 41 19343.41 7209.437
Age 36-40 38 23210.53 8798.304 6.105 0.000
41-45 38 25800.00 10576.619
More than 45 26 26038.08 10931.167
Family Nuclear 80 19931.00 8895.877
Type Joint 120 23429.25 9228.453 7.098 0.008
S.S.C 1 14500.00 .
H.S.C 16 18693.75 9804.249
Education Graduation 83 19835.66 9186.545 6.747 0.000
Post Graduation 70 22564.71 8789.168
PG & Above 30 28883.33 6480.745
Business 60 18360.00 8633.365
Occupation Professional 60 30509.83 7712.023 56.163 0.000
Service 80 18422.50 6062.381
Four Yes 98 29316.22 7180.183
Wheeler No 102 15029.41 4187.861 298.265 0.000
<=40000 18 11216.67 2068.887
40001-60000 49 13877.14 3116.371
g‘rc;;gi 60001-80000 41 18468.78 3496.679 234518 0.000
80001-135000 46 25166.30 4841.419
>135000 46 34983.48 4316.359
<=9167 18 12316.67 2686.404
. 9168-13000 38 14484.74 4329.320
Pelaccofﬁl’éta 13001-17800 51 18831.37 5488.770 06413 0,000
17801-30000 46 23228.91 6684.587 ' '
>30000 47 34147.66 5294.687
Total 200 22029.95 9235.545

Volume I 180




Chapter 5: Analysis & Interpretation of Data

From the above table, it was observed that, average monthly amount spent by

respondents to shop food and grocery items were Rs 22029.95 in Surat city.

According to Gender, average monthly amount spent by female and male
respondents respectively to shop food and grocery items was Rs 23140.73 and Rs
21629.73.

According to Age, average monthly amount spent by respondents to shop food
and grocery items in the age group of more than 45 years was (Rs 26038.08) and
33-35 years (Rs 18833.68) respectively.

According to Family Type, average monthly amount spent by joint and nuclear
families of respondents to shop food and grocery items respectively was Rs
23429.25 and Rs 19931.00.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and above (Rs
28883.33) and SSC Rs 14500.00 respectively.

According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 30509.83) followed by
business class and service class group was Rs 18422.50 and Rs 18360.00
respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent to shop food and grocery items by respondents, who had four-
wheeler (Rs 29316.22).

According to Income Group, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 was (Rs
34983.48) and less than or equal to 40000 (Rs 11216.67) respectively.

According to Per Capita Income Group, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 (Rs 34147.66) and less than (Rs 12316.67) respectively.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the age (with F-value=6.105 and p-value=0.000), family type (with F-
value=7.098 and p-value=0.008), education (with F-value=6.747 and p-
value=0.000), occupation (with F-value=56.163 and p-value=0.000), income
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group (with F-value=234.518 and p-value=0.000), per capita income group (with
F-value=98.413 and p-value=0.000) and respondents own vehicle like four
wheeler (with F-value=298.265 and p-value=0.000). Hence, null hypothesis was
rejected. Therefore, it could be said that, age, family type, education, occupation,
income group, per capita income group and respondents own vehicle like four
wheeler had different perception about average monthly amount spent to shop
food and grocery items in Surat city.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the gender (with F-value=1.042 and p-value=0.309). Hence, null
hypothesis was not rejected. Therefore, it could be said that, gender of respondent
had similar perception about average monthly amount spent to shop food and
grocery items in Surat city.

Table 5.2.7 Mean Comparison Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items To Shop With Respect To Demographic Characteristics Of
Respondents In Rajkot City Of Gujarat.

Respondent’s Demographic Average Monthly Amounts(Rs) Spent For Food & Grocery Items By Respondents
Characteristics And It’s Category N Mean Standard Deviation F- value p-value
Male 151 15568.87 8816.131
Gender Female 49 19770.41 9653.734 8016 0.005
Less than<= 33 56 11583.04 5978.106
33-35 39 14228.21 5668.934
Age 36-40 33 14436.36 8027.952 24.599 0.000
41-45 34 18638.24 9759.316
More than 45 38 26473.68 8642.468
Marital Married 191 16780.63 9276.064
Status Unmarried 9 12727.78 6074.903 1679 0.197
Family Nuclear 85 13995.29 8510.203
Type Joint 115 18522.17 9224.241 12.565 0.000
S.S.C 39 9512.82 3756.551
H.S.C 19 10447.37 5249.272
Education Graduation 52 20269.23 10264.149 20.021 0.000
Post Graduation 62 16545.97 6877.823
PG & Above 28 23939.29 9827.412
Business 60 10283.33 4671.267
Occupation Professional 60 24171.67 8948.385 53.465 0.000
Service 80 15654.38 7849.781
Four Yes 93 22373.66 8904.931
Wheeler No 107 11578.50 5901.248 104.493 0.000
Two Yes 198 16584.60 9194717
Wheeler No 2 17950.00 11242.998 0.044 0.835
. Yes 182 17091.48 9259.413
Bicycle No 18 1161111 6750.677 5979 0.015
<=40000 59 8364.41 2825.119
40001-60000 42 11804.76 3002.515
g‘fg{:‘;’i 60001-80000 32 17792.19 5668.989 127.809 0.000
80001-135000 30 22316.67 6584.731
>135000 37 29500.00 6558.159
<=9167 56 9092.86 3521.769
. 9168-13000 45 13480.00 6440.483
Pﬁ;;mta 13001-17800 33 17089.39 6905.837 57 045 0.000
17801-30000 33 20906.06 7355.438
>30000 33 28787.88 7714.789
Total 200 16598.25 9184.057
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From the above table, it was observed that, average monthly amount spent by

respondents to shop food and grocery items Rs 16598.25 in Rajkot city.

e According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 19770.41 and Rs
15568.87.

e According to Age, average monthly amount spent by respondents to shop food
and grocery items in the age group of more than 45 years was (Rs 26473.68) and
33-35 years (Rs 11583.04) respectively.

e According to Marital Status, average monthly amount spent by married and
unmarried respondents to shop food and grocery items was Rs 16780.63 and Rs
12727.78 respectively.

e According to Family Type, average monthly amount spent by joint and nuclear
families of respondents to shop food and grocery items respectively was Rs
18522.17 and Rs 13995.29.

e According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and above (Rs
23939.29) and SSC Rs 9512.82 respectively.

e According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 24171.67) followed by
business class and service class group was Rs 15654.38 and Rs 10283.33
respectively.

e According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent to shop food and grocery items by respondents, who had four-
wheeler (Rs 22373.66).

e According to Respondents Own Vehicle Two Wheeler, average monthly amount
spent to shop food and grocery items by respondents, who had two- wheeler (Rs
16584.60).

e According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs
17091.48).

e According to Income Group, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 was (Rs
29500.00) and less than or equal to 40000 (Rs 8364.41) respectively.
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According to Per Capita Income Group, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 (Rs 28787.88) and less than (Rs 9092.86) respectively.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the gender (with F-value=8.016 and p-value=0.005), age (with F-
value=24.599 and p-value=0.000), family type (with F-value= 12.565 and p-
value=0.000), education (with F-value= 20.021 and p-value=0.000), occupation
(with F-value=53.465 and p-value=0.000), income group (with F-value=127.809
and p-value=0.000), per capita income group (with F-value=57.945 and p-
value=0.000), respondents own vehicle like four wheeler (with F-value=104.493
and p-value=0.000) and respondents own vehicle like bicycle (with F-value=5.979
and p-value=0.015). Hence, null hypothesis was rejected. Therefore, it could be
said that, gender, age, family type, education, occupation, income group, per
capita income group of respondent, respondents own vehicle like four wheeler and
respondents own vehicle like bicycle had different perception about average
monthly amount spent to shop food and grocery items in Rajkot city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items for the
same across the marital status (with F-value= 1.679 and p-value=0.197) and
respondents own vehicle like two wheeler (with F-value=0.044 and p-
value=0.835). Hence, null hypothesis was not rejected. Therefore, it could be said
that, marital status of respondent and respondents own vehicle like two wheeler
had similar perception about average monthly amount spent to shop food and

grocery items in Rajkot city.
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H3: Mean comparison of average monthly amount spent by respondents for food
and grocery items to shop both (organized & unorganized) retail outlets and with
respect to demographic characteristics of respondents are alike.

For Organized Retail Outlets,

Table 5.2.8 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Organized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Selected Cities Of Gujarat.

I e A Dy S Average Monthly Amo_unts(Rs) Spent For Food & Grocery Items To Shop
Characteristics And 1t’s Category Organized Retail Qufclets By Respondents
N Mean Standard Deviation F- value p-value
Male 441 13926.09 9156.68
Gender Female 182 13630.97 8689.71 0.130 0.719
Less than<= 33 143 11120.77 7682.02
33-35 108 11756.57 7061.40
Age 36-40 124 12881.85 8374.47 12.776 0.000
41-45 111 16309.01 9803.68
More than 45 137 17198.90 10070.93
Marital Married 601 14092.48 9046.04
Status Unmarried 22 7013.64 4406.68 13.340 0.000
Family Nuclear 271 12614.10 8405.09
Type Joint 352 14788.24 9363.148 9.017 0.003
S.S.C 16 5400.00 3720.215
H.S.C 42 10705.71 6744.246
Education Graduation 243 13624.36 9179.42 12.082 0.000
Post Graduation 206 12695.05 7957.97
PG & Above 116 18637.41 9609.76
Business 167 11851.44 8944.04
Occupation Professional 205 19260.02 9713.66 67.941 0.000
Service 251 10742.57 6809.66
Four Yes 317 18203.09 9614.517
Wheeler No 306 9325.16 5458.35 198.991 0.000
Two Yes 622 13840.64 9023.89
Wheeler No 1 15000.00 0.0 0.016 0.898
. Yes 514 15029.00 9238.17
Bicycle No 100 | 824748 4955.96 21.764 0.000
<=40000 98 6143.88 3347.74
40001-60000 137 9084.38 4370.88
g‘fg&‘;‘i 60001-80000 122 12327.99 6525.51 99.710 0.000
80001-135000 125 17636.88 8209.69
>135000 141 21763.08 9834.08
<=9167 109 7127.06 3966.15
Per Capita 9168-13000 117 10033.38 6241.25
Income 13001-17800 121 12555.29 6731.60 65.638 0.000
17801-30000 143 16195.38 8933.81
>30000 133 21338.30 9732.37
Total 623 13842.50 9016.75

From the above table, it was observed that, average monthly amount spent
respondents to shop food and grocery items were Rs 13842.50 from organized retail
outlets in selected cities of Gujarat.

e According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 13926.09 and Rs
13639.97 from organized retail outlets.

e According to Age, average monthly amount spent to shop food and grocery by

respondents respectively in the age group of more than 45 years was (RS
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17198.90) followed by 41-45 years, 36-40 years, 33-35 years and less than or
equal to 33 years was Rs 16309.01, Rs 12881.85, Rs 11756.57 and Rs 11120.77
from organized retail outlets.

According to Marital Status, average monthly amount spent by married and
unmarried respondents respectively to shop food and grocery items was RS
14092.48 and Rs 7014.64 from organized retail outlets.

According to Family Type, average monthly amount spent by joint and nuclear
families of respondents respectively to shop food and grocery items was Rs
14788.24 and Rs 12614.10 from organized retail outlets.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and above (Rs
18637.41) followed by graduation, post graduation, HSC and SSC was Rs
13624.36, Rs 12695.05, Rs 10705.71 and Rs 5400.00 respectively from organized
retail outlets.

According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 19260.02) followed by
business class and service class group was Rs 11851.44 and Rs 10742.57
respectively from organized retail outlets.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 18203.09) from organized retail outlets.

According to Respondents Own Vehicle Two Wheeler, average monthly amount
spent by respondents to shop food and grocery items, who had two- wheeler (Rs
13840.64) from organized retail outlets.

According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs 15029.00)
from organized retail outlets.

According to Income Groups, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 was (Rs
21673.08) followed by 80001-135000, 60001-80000, 40001-60000 and less than
or equal to 40000 was Rs 17636.88, Rs 12327.99, Rs 9084.38 and Rs 6143.88

respectively from organized retail outlets.

Volume I 186



Chapter 5: Analysis & Interpretation of Data

According to Per Capita Income Groups, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 (Rs 21338.30) followed by 17801-30000, 13001-17800,
9168-13000 and less than or equal to 9167 was Rs 16195.38, Rs 12555.29, Rs
10033.38 and Rs 7127.06.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to age (with F-value=12.776 and p-
value=0.000), marital status (with F-value= 13.340 and p-value=0.000), family
type (with F-value= 9.017 and p-value=0.003), education (with F-value= 12.082
and p-value=0.000), occupation (with F-value=67.941 and p-value=0.000),
income group (with F-value=99.710 and p-value=0.000), per capita income group
(with F-value=65.638 and p-value=0.000), respondents own vehicle like four
wheeler (with F-value=198.991 and p-value=0.000) and respondents own vehicle
like bicycle (with F-value=27.764 and p-value=0.000). Hence, null hypothesis
was rejected. Therefore, it could be said that, age, marital status, family type,
education, occupation, income group, per capita income group, respondents own
vehicle like four wheeler and two wheeler had different perception about average
monthly amount spent to shop food and grocery items from organized retail
outlets in selected cities of Gujarat.

As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to gender (with F-value=0.130 and p-
value=0.719) and respondents own vehicle like two wheeler (with F-value=0.016
and p-value=0.898). Hence, null hypothesis was not rejected. Therefore, it could
be said that, gender and respondents own vehicle like two-wheeler had similar
perception about average monthly amount spent to shop food and grocery items
from organized retail outlets in selected cities of Gujarat.
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Table 5.2.9 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Organized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Vadodara City Of Gujarat.

Respondent’s Demographic Average Monthly Amounts(Rs) Spent For Food & Grocery Items To Shop Organized
Characteristics And It’s Retail Outlets By Respondents
Category N Mean Standard Deviation F- value p-value
Male 100 8513.75 4753.42
Gender Female 52 6619.23 4162.93 5902 0016
Less than<= 33 35 6824.29 5056.18
33-35 28 7555.36 3909.28
Age 36-40 33 7004.55 3268.54 2.688 0.034
41-45 18 7683.33 3452.92
More than 45 38 9887.50 5685.62
Marital Married 68 6579.41 3640.42
Status Unmarried 84 8906.85 5091.96 10.044 0.002
Family Nuclear 135 8175.37 4724.43
Type Joint 17 5405.88 2924.03 5554 0.020
S.S.C 1 12000.00 -
H.S.C 15 9036.67 4768.55
Education Graduation 57 6596.05 4779.10 4.206 0.003
Post Graduation 45 7227.78 3579.80
PG & Above 34 10200.00 4756.13
Business 48 8895.83 5304.02
Occupation Professional 41 10240.24 4361.63 17.755 0.000
Service 63 5535.32 2940.50
Four Yes 80 10369.69 4726.61
Wheeler No 72 5083.33 2431.02 72.715 0.000
. Yes 51 7249.02 4472.54
Bicycle No 99 8176.98 473156 1.362 0245
<=40000 32 4184.38 1881.42
40001-60000 24 4441.67 989.14
g‘fg&g‘; 60001-80000 36 6567.36 2770.04 54.241 0.000
80001-135000 29 10379.31 2708.80
>135000 31 13472.58 4843.41
<=9167 31 4495.16 1745.97
Per Capita 9168-13000 26 5191.35 2694.58
Income 13001-17800 24 6172.92 2649.86 33.909 0.000
17801-30000 41 9128.05 9128.05
>30000 30 13295.00 13295.00
Total 152 7865.62 6057.29

From the above table, it was observed that, average monthly amount spent
respondents to shop food and grocery items were Rs 7865.62 from organized retail
outlets in Vadodara city.

e According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 8513.75 and Rs
6619.23 from organized retail outlets.

e According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of more than 45 years and less than or
equal to 33 years was (Rs 9878.50) and (Rs 6824.29) from organized retail outlets.

e According to Marital Status, average monthly amount spent by unmarried and
married respondents respectively to shop food and grocery items was Rs 8906.85
and Rs 6579.41 from organized retail outlets.
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According to Family Type, average monthly amount spent by nuclear and joint
families of respondents respectively to shop food and grocery items was Rs
8175.37 and Rs 5405.88 from organized retail outlets.

According to Education, average monthly amount spent to shop food and grocery
items by respondents had studied SSC (Rs 12000.00) and graduation (Rs 6596.05)
respectively from organized retail outlets.

According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 10240.24) followed by
business class and service class group was Rs 8895.83 and Rs 5535.32
respectively from organized retail outlets.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 10369.69) from organized retail outlets.

According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs 7249.02)
from organized retail outlets.

According to Income Group, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 and less
than or equal to 40000 was (Rs 13472.58) and (Rs 4184.38) respectively from
organized retail outlets.

According to Per Capita Income Group, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 and less than or equal to 9167 was (Rs 13295.00) and (Rs
4495.16) respectively from organized retail outlets.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to gender (with F-value=5.902 and p-
value=0.016), age (with F-value=2.688 and p-value=0.034), marital status (with
F-value= 10.044 and p-value=0.002), family type (with F-value= 5.554 and p-
value=0.020), education (with F-value= 4.206 and p-value=0.003), occupation
(with F-value=17.755 and p-value=0.000), income group (with F-value=54.241
and p-value=0.000), per capita income group (with F-value=33.909 and p-
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value=0.000) and
value=72.715 and p-value=0.000).
Therefore, it could be said that, gender, age, marital status, family type, education,

respondents own vehicle like four wheeler (with F-

Hence, null hypothesis was rejected.
occupation, income group, per capita income group of respondent and respondents
own vehicle like four wheeler had different perception about average monthly
amount spent to shop food and grocery items from organized retail outlets in
Vadodara city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to respondents own vehicle like bicycle (with
F-value=1.362 and p-value=0.245). Hence, null hypothesis was not rejected.
Therefore, it could be said that, respondents own vehicle like bicycle had similar
perception about average monthly amount spent to shop food and grocery items

from organized retail outlets in Vadodara city.

Table 5.2.10 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Organized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Ahmedabad City Of Gujarat.

Average Monthly Amounts(Rs) Spent For Food & Grocery Items To Shop
Respondent’s Dem(:graphic Organized Retail Outlets By Respondents
Characteristics And I’s Category N Mean Standard Deviation F- value p-value
Male 126 15562.70 9612.64
Gender Female 49 | 15450.00 7885.89 0.005 0.942
Less than<= 33 30 13676.67 9464.48
33-35 26 14323.08 8280.31
Age 36-40 43 15204.65 9122.78 1.627 0.170
41-45 38 15026.32 9193.38
More than 45 38 18696.05 9102.04
Marital Married 174 15582.47 9141.02
Status Unmarried 1 6600.00 - 0.960 0.329
Family Nuclear 93 15265.59 8526.68
Type Joint 82 15832.32 9833.81 0.167 0.684
H.S.C 8 12768.75 7301.82
. Graduation 79 14081.01 8312.77
Education 5 o Graduation 58 | 13306.90 7380.17 10616 0.000
PG & Above 30 24380.67 9826.70
Business 49 15915.31 9769.09
Occupation Professional 60 20733.33 9450.74 25.165 0.000
Service 66 10516.67 4632.10
Four Yes 88 20772.16 9533.65
Wheeler No 87 10229.89 4531.69 86.954 0.000
<=40000 24 7383.33 2259.99
40001-60000 49 10810.63 4373.85
g‘fgl:g‘; 60001-80000 31 | 16495.16 5870.55 26.686 0.000
80001-135000 32 21268.75 9565.17
>135000 39 21792.31 10289.50
<=9167 31 8367.74 3434,96
Per Capita 9168-13000 37 12314.86 5828.95
Income 13001-17800 31 13890.32 6860.92 16.639 0.000
17801-30000 40 20317.50 10354.88
>30000 36 21100.00 9673.26
Total 175 15531.14 9139.968
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From the above table, it was observed that, average monthly amount spent
respondents to shop food and grocery items were Rs 15531.14 from organized retail
outlets in Ahmedabad city.

e According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 15562.70 and Rs
15450.23 from organized retail outlets.

e According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of more than 45 years and less than or
equal to 33 years was (Rs 18696.05) and (Rs 13676.67) from organized retail
outlets.

e According to Marital Status, average monthly amount spent by unmarried and
married respondents respectively to shop food and grocery items was Rs 15582.47
and Rs 6600.00 from organized retail outlets.

e According to Family Type, average monthly amount spent by nuclear and joint
families of respondents respectively to shop food and grocery items was Rs
15832.32 and Rs 15265.59 from organized retail outlets.

e According to Education, average monthly amount spent to shop food and grocery
items by respondents had studied SSC (Rs 24380.67) and HSC (Rs 12768.75)
respectively from organized retail outlets.

e According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 20733.33) followed by
business class and service class group was Rs 15915.31 and Rs 10516.67
respectively from organized retail outlets.

e According to Respondents Own Vehicle Four Wheeler, According to average
monthly amount spent by respondents to shop food and grocery items, who had
four- wheeler (Rs 20772.16) from organized retail outlets.

e According to Income Groups, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 and less
than or equal to 40000 was (Rs 21792.31) and (Rs 7383.33) respectively from
organized retail outlets.

e According to Per Capita Income Groups, average monthly amount spent to shop

food and grocery items by respondents respectively in the per capita income group
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of more than 30000 and less than or equal to 9167 was (Rs 21000.00) and (Rs

8367.74) respectively from organized retail outlets.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to education (with F-value= 10.616 and p-
value=0.000), occupation (with F-value=25.165 and p-value=0.000), income
group (with F-value=26.686 and p-value=0.000), per capita income group (with F-
value=16.639 and p-value=0.000) and respondents own vehicle like four wheeler
(with F-value=86.954 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, education, occupation, income group, per capita
income group of respondent and respondents own vehicle like four wheeler had
different perception about average monthly amount spent to shop food and
grocery items from organized retail outlets in Ahmedabad city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to gender (with F-value=0.005 and p-
value=0.942), age (with F-value=1.627 and p-value=0.170), marital status (with
F-value= 0.960 and p-value=0.329) and family type (with F-value= 0.167 and p-
value=0.684). Hence, null hypothesis was not rejected. Therefore, it could be said
that, gender, age, marital status and family type of respondents had similar
perception about average monthly amount spent to shop food and grocery items
from organized retail outlets in Ahmedabad city.
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Table 5.2.11 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Organized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Surat City Of Gujarat.

T S Average Monthly Amom_mts(Rs) S_pent For Food & Grocery Items To Shop
(e Lo [ sy Organized Retail Qut_lets By Respondents
N Mean Standard Deviation F- value p-value
Male 115 16548.96 8909.726
Gender Female 45 16784.98 7617.333 0.025 0.876
Less than<= 33 48 13352.50 6494.056
33-35 30 14688.67 6775.706
Age 36-40 28 16528.57 7691.402 5.830 0.000
41-45 30 21230.00 9998.521
More than 45 24 19882.25 9949.953
. Nuclear 60 14623.67 7478.028
Family Type Joint 100 17810.34 8946.753 5.361 0.022
S.S.C 1 8700.00 .
H.S.C 12 14620.00 7354.707
Education Graduation 64 15955.38 8169.065 1.469 0.214
Post Graduation 55 16347.82 9669.704
PG & Above 28 19787.14 7024314
Business 45 13903.11 6309.227
Occupation Professional 50 22177.08 9371.073 18.905 0.000
Service 65 14214.77 7178.275
Four Yes 78 22446.85 7973.908
Wheeler No 82 11068.29 4350.402 127199 0.000
<=40000 14 8750.00 2627.005
40001-60000 40 9816.50 3422.720
g‘rcé’u";i 60001-80000 33 13780.00 4340.357 58.528 0.000
80001-135000 37 19662.43 6367.568
>135000 36 26695.67 7584.737
<=9167 16 9143.75 2392.691
Per Capita 9168-13000 28 10774.29 4747478
Income 13001-17800 44 14089.55 6126.237 35.053 0.000
17801-30000 37 18080.81 7104.941
>30000 35 26329.83 7606.794
Total 160 16615.34 8543.097

From the above table, it was observed that, average monthly amount spent
respondents to shop food and grocery items were Rs 16615.34 from organized retail
outlets in Surat city.

e According to Gender, average monthly amount spent by female and male
respondents respectively to shop food and grocery items was Rs 16784.98 and Rs
16548.96 from organized retail outlets.

e According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of 41- 45 years and less than or equal to
33 years was (Rs 21230.00) and (Rs 13352.50) from organized retail outlets.

e According to Family Type, average monthly amount spent by nuclear and joint
families of respondents respectively to shop food and grocery items was Rs
17810.34 and Rs 14623.67 from organized retail outlets.

e According to Education, average monthly amount spent to shop food and grocery
items by respondents had studied SSC (Rs 19787.14) and HSC (Rs 8700.00)

respectively from organized retail outlets.
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e According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 22177.08) followed by
class service and business class group was Rs 14214.77 and Rs 13903.11
respectively from organized retail outlets.

e According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 22446.83) from organized retail outlets.

e According to Income Groups, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 and less
than or equal to 40000 was (Rs 26329.83) and (Rs 9143.75) respectively from
organized retail outlets.

e According to Per Capita Income Groups, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 and less than or equal to 9167 was (Rs 26695.67) and (Rs
8750.00) respectively from organized retail outlets.

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to age (with F-value=5.830 and p-
value=0.000), family type (with F-value= 5.361 and p-value=0.022), occupation
(with F-value=18.950 and p-value=0.000), income group (with F-value=58.528
and p-value=0.000), per capita income group (with F-value=35.053 and p-
value=0.000) and respondents own vehicle like four wheeler (with F-
value=127.199 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, age, family type, occupation, income group, per
capita income group of respondent and respondents own vehicle like four wheeler
had different perception about average monthly amount spent to shop food and
grocery items from organized retail outlets in Surat city.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to gender (with F-value=0.025 and p-
value=0.876) and education (with F-value= 1.469 and p-value=0.214). Hence, null

hypothesis was not rejected. Therefore, it could be said that, gender and education

Volume I 194



Chapter 5: Analysis & Interpretation of Data

of respondents had similar perception about average monthly amount spent to

shop food and grocery items from organized retail outlets in Surat city.

Table 5.2.12 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Organized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Rajkot City Of Gujarat.

R o e Average Monthly Amm_mts(Rs) S_pent For Food & Grocery Items To Shop
(@it s Ave T gy Organized Retail Ogtl_ets By Respondents
N Mean Standard Deviation F- value p-value
Male 100 14260.00 10043.159
Gender Female 36 17386.11 10101.885 2:557 0.112
Less than<= 33 30 10006.67 7905.648
33-35 24 10212.50 6243.836
Age 36-40 20 12480.00 8718.196 10.160 0.000
41-45 25 18564.00 9327.284
More than 45 37 21429.73 10933.559
Marital Married 132 15121.97 10254.862
Status Unmarried 4 13950.00 3387.723 0.052 0.820
Family Nuclear 50 13478.00 9885.514
Type Joint 86 16023.26 10188.075 2017 0.158
S.S.C 14 4692.86 3352.947
H.S.C 7 5214.29 4161.902
Education Graduation 43 18632.56 11190.722 13.982 0.000
Post Graduation 48 12895.83 6782.768
PG & Above 24 22062.50 9348.974
Business 25 5868.00 5284.152
Occupation Professional 54 21770.37 9400.093 35.800 0.000
Service 54 21770.37 9400.093
Four Yes 71 19183.10 10474.240
Wheeler No 65 10613.85 7546.209 29.486 0.000
Two Yes 135 15088.15 10154.038
Wheeler No 1 15000.00 . 0.000 0.993
. Yes 128 15459.37 10149.834
Bicycle No 8 9137.50 7852.741 2.984 0.086
<=40000 28 6017.86 4367.053
40001-60000 24 10266.67 4975.039
g‘fg&g‘; 60001-80000 22 13704.55 8173.446 24.926 0.000
80001-135000 27 18351.85 8182.785
>135000 35 24000.00 10314.268
<=9167 31 7477.42 5279.691
Per Capita 9168-13000 26 10830.77 8176.247
Income 13001-17800 22 14568.18 6985.181 18.075 0,000
17801-30000 25 18400.00 8733.317
>30000 32 23687.50 10686.040
Total 136 15087.50 10116.363

From the above table, it was observed that, average monthly amount spent
respondents to shop food and grocery items were Rs 15087.50 from organized retail
outlets in Rajkot city.

e According to Gender, average monthly amount spent by female and male
respondents respectively to shop food and grocery items was Rs 17386.11 and Rs
14260.00 from organized retail outlets.

e According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of more than 45 years and less than or
equal to 33 years was (Rs 21429.73) and (Rs 10006.67) from organized retail
outlets.
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According to Marital Status, average monthly amount spent by married and
unmarried respondents to shop food and grocery items was Rs 15121.97 and
13950.00 from organized retail outlets.

According to Family Type, average monthly amount spent by joint and nuclear
families of respondents respectively to shop food and grocery items was Rs
16023.26 and Rs 13478.00 from organized retail outlets.

According to Education, average monthly amount spent to shop food and grocery
items by respondents had studied SSC (Rs 22062.50) and SSC (Rs 4692.86)
respectively from organized retail outlets.

According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 21770.37) followed by
class service and business class group was Rs 21770.37 and Rs 5868.00
respectively from organized retail outlets.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 22446.83) from organized retail outlets.

According to Respondents Own Vehicle Two Wheeler, average monthly amount
spent by respondents to shop food and grocery items, who had two- wheeler (Rs
15088.15) from organized retail outlets.

According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs 15459.37)
from organized retail outlets.

According to Income Group, average monthly amount spent to shop food and
grocery items by respondents in the income group of more than 135000 and less
than or equal to 40000 was (Rs 24000.00) and (Rs 6017.86) respectively from
organized retail outlets.

According to Per Capita Income Group, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 and less than or equal to 9167 was (Rs 23687.50) and (Rs
7477.42) respectively from organized retail outlets.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship

between average monthly amount spent to shop food and grocery items from
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organized retail outlets with respect to age (with F-value=10.160 and p-
value=0.000), education (with F-value= 13.982 and p-value=0.000), occupation
(with F-value=35.800 and p-value=0.000), income group (with F-value=24.926
and p-value=0.000), per capita income group (with F-value=18.075 and p-
value=0.000) and respondents own vehicle like four wheeler (with F-
value=29.486 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, age, education, occupation, income group, per
capita income group of respondent and respondents own vehicle like four wheeler
had different perception about average monthly amount spent to shop food and
grocery items from organized retail outlets in Rajkot city

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
organized retail outlets with respect to gender (with F-value=2.557 and p-
value=0.112), marital status (with F-value=0.052 and p-value=0.820), family type
(with F-value= 2.017 and p-value=0.158), respondents own vehicle like two
wheeler (with F-value=0.000 and p-value=0.983) and respondents own vehicle
like bicycle (with F-value=2.984 and p-value=0.086). Hence, null hypothesis was
not rejected. Therefore, it could be said that, gender, marital status, family type of
respondents, respondents own vehicle like two wheeler and respondents own
vehicle like bicycle had similar perception about average monthly amount spent to

shop food and grocery items from organized retail outlets in Rajkot city.
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For Unorganized Retail Outlets,

Table 5.2.13 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Unorganized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Selected Cities Of Gujarat.

Respondent’s Demographic Average Monthly Amou_nts(Rs) S_pent for Food & Grocery Items To Shop
Characteristics And Its Category Unorganized RetalI'OgtIets By Respondents
N Mean Standard Deviation F- Value p-value
Male 389 9119.25 6210.10
Gender Female 154 8652.47 6052.81 0632 0427
Less than<= 33 158 8153.64 4587.09
33-35 102 9109.41 6093.24
Age 36-40 109 9175.46 8108.34 2.074 0.830
41-45 87 10456.32 6858.40
More than 45 87 8650.70 4918.96
Marital Married 515 9115.91 6245.53
Status Unmarried 28 6613.39 3737.07 4.405 0360
Family Nuclear 255 8310.22 5621.11
Type Joint 288 9585.99 6559.03 5846 0160
S.S.C 43 7700.00 3013.94
H.S.C 55 8526.55 5083.15
Education Graduation 198 8521.65 5970.81 1.308 0.259
Post Graduation 163 9637.67 7539.79
PG & Above 84 9780.77 5304.77
Business 183 8944.04 5944.34
Occupation Professional 126 11394..93 7669.06 15.300 0.000
Service 234 7723.72 4948.50
Four Yes 223 11749.91 7727.63
Wheeler No 306 7061.38 3733.64 88.279 0.000
Two Yes 541 8981.46 6174.63
Wheeler No 2 10450.00 636.40 0.113 0.737
. Yes 414 9694.02 6532.91
Bicycle No 129 6717.40 4045.60 11917 0.000
<=40000 136 5974.26 2502.21
40001-60000 134 7119.10 3303.35
gf;’;g‘; 60001-80000 109 9251.83 5188.71 36.987 0.000
80001-135000 80 11441.44 7436.65
>135000 84 14162.45 8902.48
<=9167 130 6219.92 2869.75
Per Capita 9168-13000 125 7541.12 4025.53
Income 13001-17800 110 8929.64 5117.84 33.276 0.000
17801-30000 97 9737.47 6081.25
>30000 81 14837.60 9375.17
Total 543 8986.87 6163.93

From the above table, it was observed that, average monthly amount spent
respondents to shop food and grocery items were Rs 8986.87 from unorganized retail
outlets in selected cities of Gujarat.

e According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 9119.25 and Rs
8652.47 from unorganized retail outlets.

e According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of 41-45 years and less than or equal to
33 years (Rs 10456.32) and (Rs 8153.64) from unorganized retail outlets.

Volume I 198




Chapter 5: Analysis & Interpretation of Data

According to Marital Status, average monthly amount spent by married and
unmarried respondents respectively to shop food and grocery items was RS
9115.91 and Rs 6613.39 from unorganized retail outlets.

According to Family Type, average monthly amount spent by joint and nuclear
families of respondents respectively to shop food and grocery items was Rs
9585.99 and Rs 8310.22 from unorganized retail outlets.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and SSC above was
(Rs 9780.77) and Rs (7700.00) respectively from unorganized retail outlets.
According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 11394.93) followed by
business class and service class group was Rs 8944.04 and Rs 7723.72
respectively from unorganized retail outlets.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 11749.91) from unorganized retail outlets.

According to Respondents Own Vehicle Two Wheeler, average monthly amount
spent by respondents to shop food and grocery items, who had two- wheeler (Rs
8981.46) from unorganized retail outlets.

According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs 9694.02)
from unorganized retail outlets.

According to Income Groups, average monthly amount spent to shop food and
grocery items by respondents respectively in the income group of more than
135000 and less than or equal to 40000 was (Rs 14162.45) and (Rs 5974.26) from
unorganized retail outlets.

Per Capita Income Groups, average monthly amount spent to shop food and
grocery items by respondents respectively in the per capita income group of more
than 30000 and less than or equal to 9167 was (Rs 14837.60) and (Rs 6219.22)

from unorganized retail outlets.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
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unorganized retail outlets with respect to occupation (with F-value=15.300 and p-
value=0.000), income group (with F-value=36.987 and p-value=0.000), per capita
income group (with F-value=33.276 and p-value=0.000), respondents own vehicle
like four wheeler (with F-value=88.279 and p-value=0.000) and respondents own
vehicle like bicycle (with F-value=11.977 and p-value=0.000). Hence, null
hypothesis was rejected. Therefore, it could be said that, occupation, income
group, per capita income group, respondents own vehicle like four wheeler and
bicycle had different perception about average monthly amount spent by
respondents to shop food and grocery items from unorganized retail outlets in
selected cities of Gujarat.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
unorganized retail outlets with respect to gender (with F-value=0.632 and p-
value=0.427), age (with F-value=2.074 and p-value=0.830), marital status (with
F-value=4.405 and p-value=0.360), family type (with F-value= 5.846 and p-
value=0.160), education (with F-value= 1.308 and p-value=0.259) and
respondents own vehicle like two wheeler (with F-value=0.113 and p-
value=0.737). Hence, null hypothesis was not rejected. Therefore, it could be said
that, gender, age, marital status, family type, education and respondents own
vehicle like two wheeler had similar perception about average monthly amount
spent by respondents to shop food and grocery items from unorganized retail

outlets in selected cities of Gujarat.
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Table 5.2.14 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Unorganized Retail Outlets With Respect To Demographic

Characteristics Of Respondents In Vadodara City Of Gujarat.

g . Average Monthly Amounts(Rs) Spent To Shop Food & Grocery Items Unorganized
pRoondents Denagraptie | A O B Gt o espondents
N Mean Standard Deviation F- Value p-value
Male 109 6175.23 3424.18
Gender Female 55 582355 319222 0.403 0.526
Less than<= 33 43 6170.35 2999.18
33-35 27 6244.44 2673.89
Age 36-40 35 5165.00 3285.03 1.496 0.206
41-45 23 7295.65 3917.21
More than 45 36 5858.19 3729.66
Marital Married 144 6034.51 3407.54
Status Unmarried 20 6221.25 2902.51 0.054 0.816
Family Nuclear 78 5852.50 2728.65
Type Joint 86 6243.02 3821.84 0.557 0457
S.S.C 3 6666.67 3253.20
H.S.C 19 5305.26 2173.13
Education Graduation 63 4915.40 2046.66 6.406 0.000
Post Graduation 39 6182.05 3649.22
PG & Above 40 8045.62 4225.77
Business 50 5316.00 2183.34
Occupation Professional 44 7961.93 4115.53 10.964 0.000
Service 70 5389.57 3047.67
Four Yes 62 6629.76 4537.04
Wheeler No 102 5709.31 2296.69 2.959 0.087
. Yes 51 5151.96 1921.22
Bicycle No 113 6465.88 3692.74 5583 0019
<=40000 52 5467.31 2065.95
40001-60000 32 6129.69 2930.15
gf;’;g‘; 60001-80000 37 5414.05 1952.61 2.756 0.030
80001-135000 21 6551.19 5682.43
>135000 22 7956.82 4557.15
<=9167 48 5851.04 2450.44
Per Capita 9168-13000 38 5890.79 3022.64
Income 13001-17800 26 5548.08 1868.45 1.993 0.098
17801-30000 32 5771.72 4517.07
>30000 20 7987.50 4554.17
Total 164 6057.29 3342.51

From the above table, it was observed that, average monthly amount spent
respondents to shop food and grocery items were Rs 6057.29 from unorganized retail
outlets in VVadodara city.

e According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 6175.23 and Rs
5823.55 from unorganized retail outlets.

e According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of 41-45 years and less than or equal to
33 years was (Rs 7295.65) and (Rs 5165.00) from unorganized retail outlets.

e According to Marital Status, average monthly amount spent by unmarried and
married respondents respectively to shop food and grocery items was Rs 6221.25

and Rs 6034.51 from unorganized retail outlets.
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According to Family Type, average monthly amount spent by joint and nuclear
families of respondents respectively to shop food and grocery items was Rs
6243.02 and Rs 5852.50 from unorganized retail outlets.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and above and SSC
was (Rs 8045.62) and (Rs 4915.40) respectively from unorganized retail outlets.
According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 7961.93) followed by
service class and business class group was Rs 5389.57 and Rs 5316.00
respectively from unorganized retail outlets.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 6629.76) from unorganized retail outlets.

According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs 5151.96)
from unorganized retail outlets.

According to Income Groups, average monthly amount spent to shop food and
grocery items by respondents respectively in the income group of more than
135000 and 60001-80000 was (Rs 7956.82) and (Rs 5414.05) from unorganized
retail outlets.

Per Capita Income Groups, average monthly amount spent to shop food and
grocery items by respondents respectively in the per capita income group of more
than 30000 and 13001-17800 was (Rs 7987.50) and (Rs 5548.08) from

unorganized retail outlets.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
unorganized retail outlets with respect to education (with F-value= 6.406 and p-
value=0.000), occupation (with F-value=10.964 and p-value=0.000), income
group (with F-value=2.756 and p-value=0.030) and respondents own vehicle like
bicycle (with F-value=5.583 and p-value=0.019). Hence, null hypothesis was
rejected. Therefore, it could be said that, education, occupation, income group and

respondents own vehicle like bicycle had different perception about average
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monthly amount spent by respondents to shop food and grocery items from
unorganized retail outlets in Vadodara city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
unorganized retail outlets with respect to gender (with F-value=0.403 and p-
value=0.526), age (with F-value=1.496 and p-value=0.206), marital status (with
F-value=0.054 and p-value=0.816), family type (with F-value= 0.557 and p-
value=0.457), per capita income group (with F-value=1.993 and p-value=0.098)
and respondents own vehicle like four wheeler (with F-value=2.959 and p-
value=0.087). Hence, null hypothesis was not rejected. Therefore, it could be said
that, gender, age, marital status, family type and respondents own vehicle like four
wheeler had similar perception about average monthly amount spent by
respondents to shop food and grocery items from organized retail outlets in
Vadodara city.

Table 5.2.15 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Unorganized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Ahmedabad City Of Gujarat.

9 . Average Monthly Amounts(Rs) Spent To Shop Food & Grocery Items Unorganized
poondents Demogapte | T O O Ot  responcns
N Mean Standard Deviation F- Value p-value
Male 75 9072.67 6589.45
Gender Female 28 7046.43 3863.36 0.005 0.942
Less than<= 33 26 9650.00 7105.28
33-35 15 6553.33 3953.46
Age 36-40 25 6818.00 6690.27 1.627 0.170
41-45 24 9558.33 4965.44
More than 45 13 9900.00 5502.42
Marital Married 102 8585.78 6017.21
Status Unmarried 1 2000.00 - 1.186 0.279
Family Nuclear 56 7684.82 5365.73
Type Joint 47 9519.15 6643.65 2.403 0.124
S.S.C 7 11785.71 7163.90
H.S.C 7 11785.71 7163.90
Education Graduation 53 9390.57 6921.32 2.185 0.095
Post Graduation 37 6785.14 4226.68
PG & Above 6 7750.00 2366.22
Business 35 12080.00 7617.12
Occupation Professional 13 6846.15 3700.36 11.089 0.000
Service 55 6653.64 4062.60
Four Yes 33 11103.03 7756.07
Wheeler No 70 7305.00 4586.24 9678 0.002
<=40000 23 5404.35 3226.09
40001-60000 35 6572.86 3758.51
g‘fgl:g‘; 60001-80000 20 11845.00 5753.49
80001-135000 14 12392.86 9059.50 6.985 0.009
>135000 11 10272.73 6883.33
<=9167 28 6246.43 4079.62
i 9168-13000 23 6719.57 4660.69
Pelr Capita 13001-17800 25 10124.00 6569.96
ncome 3.552
17801-30000 13 9884.62 4706.53 0.005
>30000 14 11907.14 8781.05
Total 103 8521.84 6022.71
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From the above table, it was observed that, average monthly amount spent

respondents to shop food and grocery items were Rs 8521.84 from unorganized retail

outlets in Ahmedabad city.

According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 9072.67 and Rs
7046.43 from unorganized retail outlets.

According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of more than 45 years and 33-35 years
was (Rs 9900.00) and (Rs 6553.33) from unorganized retail outlets.

According to Marital Status, average monthly amount spent by married and
unmarried respondents respectively to shop food and grocery items was RS
8585.78 and Rs 2000.00 from unorganized retail outlets.

According to Family Type, average monthly amount spent by joint and nuclear
families of respondents respectively to shop food and grocery items was Rs
9519.15 and Rs 7684.82 from unorganized retail outlets.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in SSC and post graduation was (RS
11785.71) and (Rs 6785.14) respectively from unorganized retail outlets. In
another respondent was HSC Rs 11785.71.

According to Occupation, average monthly amount spent to shop food and
grocery items by business class respondents was (Rs 12080.00) followed by
professional class and service class group was Rs 6846.15 and Rs 6653.64
respectively from unorganized retail outlets.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 11103.03) from unorganized retail outlets.

According to Income Groups, average monthly amount spent to shop food and
grocery items by respondents respectively in the income group of 80001-135000
and less than or equal to 40000 was (Rs 12392.86) and (Rs 5404.35) from
unorganized retail outlets.

According to Per Capita Income Groups, average monthly amount spent to shop

food and grocery items by respondents respectively in the per capita income group
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of more than 30000 and 9168-13000 was (Rs 11907.14) and (Rs 6246.43) from

unorganized retail outlets.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
unorganized retail outlets with respect to occupation (with F-value=11.089 and p-
value=0.000), income group (with F-value=6.985 and p-value=0.000), per capita
income group (with F-value=3.552 and p-value=0.009) and respondents own
vehicle like four wheeler (with F-value=9.678 and p-value=0.002). Hence, null
hypothesis was rejected. Therefore, it could be said that, occupation, income
group, per capita income group and respondents own vehicle like four wheeler
had different perception about average monthly amount spent by respondents to
shop food and grocery items from unorganized retail outlets in Ahmedabad city.
As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
unorganized retail outlets with respect to gender (with F-value=2.338 and p-
value=0.129), age (with F-value=1.506 and p-value=0.206), marital status (with
F-value=1.186 and p-value=0.279), family type (with F-value= 2.403 and p-
value=0.124) and education (with F-value=2.185 and p-value=0.095). Hence, null
hypothesis was not rejected. Therefore, it could be said that, gender, age, marital
status, family type and education had similar perception about average monthly
amount spent by respondents to shop food and grocery items from unorganized
retail outlets in Ahmedabad city.

Volume I 205



Chapter 5: Analysis & Interpretation of Data

Table 5.2.16 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Unorganized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Surat City Of Gujarat.

g . Average Monthly Amounts(Rs) Spent To Shop Food & Grocery Items Unorganized
pondents Demogapnie | T O O Outts  spondens
N Mean Standard Deviation F- Value p-value
Male 103 12323.69 7958.863
Gender Female 36 13084.33 8561.870 0.234 0629
Less than<= 33 44 9627.27 4397.477
33-35 29 12153.79 8293.846
Age 36-40 25 16844.00 10583.875 4.210 0.003
41-45 23 14930.43 9978.030
More than 45 18 11100.89 4828.909
Family Nuclear 58 12363.10 8046.141
Type Joint 81 12633.53 8177.327 0.037 0.847
S.S.C 1 5800.00 .
H.S.C 11 11241.82 5083.860
Education Graduation 54 11613.26 6770.206 0.687 0.602
Post Graduation 49 13700.82 10423.310
PG & Above 24 13019.17 6452.544
Business 40 11946.50 7179.610
Occupation Professional 44 16403.09 9979.303 9.164 0.000
Service 55 9832.36 5570.645
Four Yes 67 16775.16 8810.126
Wheeler No 72 8561.67 4714532 47.867 0.000
<=40000 12 6616.67 3180.290
40001-60000 37 7523.24 3450.602
g‘fg&g‘; 60001-80000 28 10799.29 5501.616 20.849 0.000
80001-135000 30 14338.00 6990.396
>135000 32 20315.50 9502.553
<=9167 12 6286.67 2531.364
i 9168-13000 27 8879.26 4505.868
Pﬁ;g)arﬁéta 13001-17800 36 945444 5372532 20.008 0.000
17801-30000 31 12949.68 6022.768
>30000 33 20708.97 9624.549
Total 139 12520.69 8094.625

From the above table, it was observed that, average monthly amount spent

respondents to shop food and grocery items were Rs 12520.69 from unorganized

retail outlets in Surat city.

According to Gender, average monthly amount spent by female and male
respondents respectively to shop food and grocery items was Rs 13084.33 and Rs
12323.69 from unorganized retail outlets.

According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of 36-40 years and less than or equal to
33 years was (Rs 16844.00) and (Rs 9627.27) from unorganized retail outlets.
According to Family Type, average monthly amount spent by joint and nuclear
families of respondents respectively to shop food and grocery items was Rs
126333.53 and Rs 12363.10 from unorganized retail outlets.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and SSC was (Rs

13700.82) and (Rs5800.00) respectively from unorganized retail outlets.
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e According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents (Rs 16403.09) followed by
business class and service class group was Rs 11946.50 and Rs 9832.36
respectively from unorganized retail outlets.

e According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 16775.16) from unorganized retail outlets.

e According to Income Groups, average monthly amount spent to shop food and
grocery items by respondents respectively in the income group of more than
135000 and less than or equal to 40000 was (Rs 20315.50) and (Rs 6616.67) from
unorganized retail outlets.

e According to Per Capita Income Groups, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 and less than or equal to 9167 was (Rs 20708.97) and (Rs
6286.67) from unorganized retail outlets.

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
unorganized retail outlets with respect to age (with F-value= 4.210 and p-
value=0.003), occupation (with F-value=9.164 and p-value=0.000), income group
(with F-value=20.840 and p-value=0.000), per capita income group (with F-
value=20.008 and p-value=0.000) and respondents own vehicle like four wheeler
(with F-value=47.867 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, age, occupation, income group, per capita income
group and respondents own vehicle like four wheeler had different perception
about average monthly amount spent by respondents to shop food and grocery
items from unorganized retail outlets in Surat city.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
unorganized retail outlets with respect to gender (with F-value=0.234 and p-
value=0.629), family type (with F-value= 0.037 and p-value=0.847) and education
(with F-value=0.687 and p-value=0.602). Hence, null hypothesis was not rejected.

Therefore, it could be said that, gender, family type and education had similar
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perception about average monthly amount spent by respondents to shop food and

grocery items from unorganized retail outlets in Surat city.

Table 5.2.17 Mean Comparisons Of Monthly Amounts Spent By Respondents To Shop Food &
Grocery Items From Unorganized Retail Outlets With Respect To Demographic
Characteristics Of Respondents In Rajkot City Of Gujarat.

g . Average Monthly Amounts(Rs) Spent To Shop Food & Grocery Items Unorganized
oRoondens Demorapt | I O O G Ot  responcns
N Mean Standard Deviation F- Value p-value
Male 102 9063.73 4472153
Gender Female 35 9824.29 4907.653 0.717 0.399
Less than<= 33 45 7743.33 3376.348
33-35 31 9993.55 5184.846
Age 36-40 24 9491.67 5884.609 2.073 0.088
41-45 17 9947.06 3843.032
More than 45 20 10660.00 4257.798
Marital Married 130 9304.62 4556.261
Status Unmarried 7 8392.86 5330.449 0.262 0.610
Family Nuclear 63 8177.78 3435.462
Type Joint 74 10177.70 5216.052 6.761 0.010
S.S.C 39 7828.21 3047.428
H.S.C 18 9000.00 A772.717
Education Graduation 28 9028.57 4129.645 2.127 0.081
Post Graduation 38 10722.37 5753.644
PG & Above 14 10057.14 4434951
Business 58 8108.62 3772.025
Occupation Professional 25 10988.00 3425.921 4.021 0.020
Service 54 9691.67 5493.888
Four Yes 61 11784.43 5199.804
Wheeler No 76 7230.26 2657.970 44.025 0.000
Two Yes 135 9240.37 4612.356
Wheeler No 2 10450.00 636.396 0.137 0.712
. Yes 121 9359.09 4455.287
Bicycle No 16 8493.75 5546.467 0502 0480
<=40000 49 6622.45 2240.560
Income 40001-60000 30 8313.33 2529.922
Groups 60001-80000 24 11202.08 4598.830 13.796 0.000
80001-135000 15 11606.67 5807.196
>135000 19 13236.84 5904.161
<=9167 42 6604.76 2456.842
i 9168-13000 37 8770.27 3505.303
Pﬁ;;ﬁﬂ’ga 13001-17800 23 10632.61 3765.260 10.440 0.000
17801-30000 21 10947.62 5956.141
>30000 14 13714.29 5928.141
Total 9063.73

From the above table, it was observed that, average monthly amount spent
respondents to shop food and grocery items were Rs 9063.73 from unorganized retail
outlets in Rajkot city.

e According to Gender, average monthly amount spent by male and female
respondents respectively to shop food and grocery items was Rs 9824.29 and Rs
9063.73 from unorganized retail outlets.

e According to Age, average monthly amount spent to shop food and grocery by
respondents respectively in the age group of more than 45 years and less than or
equal to 33 years was (Rs 10660.00) followed and (Rs 7743.33) from unorganized

retail outlets.
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According to Marital Status, average monthly amount spent by married and
unmarried respondents respectively to shop food and grocery items was Rs
9304.62 and Rs 8392.86 from unorganized retail outlets.

According to Family Type, average monthly amount spent by joint and nuclear
families of respondents respectively to shop food and grocery items was Rs
10177.70 and Rs 8177.78 from unorganized retail outlets.

According to Education, average monthly amount spent to shop food and grocery
items by respondents was having education in post graduation and SSC was (Rs
10722.37) and Rs 7828.21 respectively from unorganized retail outlets.

According to Occupation, average monthly amount spent to shop food and
grocery items by professional class respondents was (Rs 10988.00) followed by
service class and business class group was Rs 9691.67 and Rs 8108.62
respectively from unorganized retail outlets.

According to Respondents Own Vehicle Four Wheeler, average monthly
amount spent by respondents to shop food and grocery items, who had four-
wheeler (Rs 11784.43) from unorganized retail outlets.

According to Respondents Own Vehicle Two Wheeler, average monthly amount
spent by respondents to shop food and grocery items, who had two- wheeler (Rs
9240.37) from unorganized retail outlets.

According to Respondents Own Vehicle Bicycle, average monthly amount spent
to shop food and grocery items by respondents, who having bicycle (Rs 9359.09)
from unorganized retail outlets.

According to Income Groups, average monthly amount spent to shop food and
grocery items by respondents respectively in the income group of more than
135000 and less than or equal to 40000 (Rs 13236.84) and (Rs 6622.45) from
unorganized retail outlets.

According to Per Capita Income Groups, average monthly amount spent to shop
food and grocery items by respondents respectively in the per capita income group
of more than 30000 and less than or equal to 9167 was (Rs 13714.29) and (Rs
6604.76) from unorganized retail outlets.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent to shop food and grocery items from
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unorganized retail outlets with respect to family type (with F-value= 6.761 and p-
value=0.010), occupation (with F-value=4.021 and p-value=0.020), income group
(with F-value=13.796 and p-value=0.000), per capita income groups (with F-
value= 10.440 and p-value=0.000) and respondents own vehicle like four wheeler
(with F-value=44.025 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, family type, occupation, income group, per capita
income group and respondents own vehicle like four wheeler had different
perception about average monthly amount spent by respondents to shop food and
grocery items from unorganized retail outlets in Rajkot city.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent to shop food and grocery items from
unorganized retail outlets with respect to gender (with F-value=0.717 and p-
value=0.399), age (with F-value=2.073 and p-value=0.088), marital status (with
F-value=0.262 and p-value=0.610), education (with F-value= 2.127 and p-
value=0.081), respondents own vehicle like two wheeler (with F-value=0.137 and
p-value=0.712) and respondents own vehicle like bicycle (with F-value=0.502 and
p-value=0.480). Hence, null hypothesis was not rejected. Therefore, it could be
said that, gender, age, marital status, education and respondents own vehicle like
two wheeler and bicycle had similar perception about average monthly amount
spent by respondents to shop food and grocery items from unorganized retail

outlets in Rajkot city.
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H4: Average mean comparison of monthly shopping time spent by respondents to
shop food and grocery items from organized and unorganized retail outlets and
demographics characteristics of respondents are alike in selected cities of Gujarat.
For Organized Retail Outlets,

Table 5.2.18 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Organized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Selected Cities Of Gujarat.

Respondent’s Demographics Monthly Time Spent By Respondents For Food & Grocery Items
Characteristics And It’s Category N Mean Standard Deviation F- Value p-value
Male 444 2.45 1.726
Gender Female 182 2.38 1.757 0.232 0.630
Less than<= 33 145 2.35 1.644
33-35 109 2.31 1.631
Age 36-40 123 2.25 1.730 1.880 0.122
41-45 112 2.43 1.670
More than 45 137 2.77 1.929
Marital Married 604 2.43 1.728
Status Unmarried 22 2.50 1.946 0.036 0.850
. Nuclear 273 2.25 1.560
Family Type Toint 353 557 1848 5.167 0.023
S.S.C 16 2.50 1.033
H.S.C 42 2.12 1.253
Education Graduation 247 241 1.896 0.565 0.727
Post Graduation 204 2.45 1.685
PG & Above 117 2.54 1.695
Business 167 1.93 1.090
Occupation Professional 206 2.81 2.017 12.420 0.000
Service 253 2.45 1.756
Four Yes 318 2.48 1.741
Wheeler No 308 2.38 1.728 0.533 0.466
Two Yes 625 2.43 1.735
Wheeler No 1 3.00 0.000 0.108 0.743
. Yes 516 2.57 1.804
Bicycle No 110 177 1155 9.924 0.000
<=40000 99 2.55 1.837
40001-60000 138 2.23 1.486
g’fg{:‘;‘i 60001-80000 122 2.26 1.542 1.632 0.165
80001-135000 126 2.44 1.945
>135000 141 2.69 1.825
<=9167 109 2.55 1.708
Per Capita 9168-13000 118 2.35 1.746
Income 13001-17800 123 2.15 1.540 1.702 0.148
17801-30000 143 2.43 1.722
>30000 133 2.68 1.901
Total 626 243 1.734

From the above table, it was observed that, average monthly shopping time spent to
purchase food and grocery items from organized retail outlets by respondents for food
and grocery items were 2.43 hours.

e According to Gender, average monthly shopping time spent to purchase food and
grocery items from organized retail outlets by male and female respondents
respectively for food and grocery items were 2.45 hours and 2.38 hours.

e According to Age, average monthly purchasing time spent to purchase food and
grocery items from organized retail outlets by respondents in the age group of less
than or equal to 33 years (2.35 hours) followed by more than 45 years, 41-45
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years 36-40 years and 33-35 years was 2.43 hours, 2.35 hours, 2.31 hours and 2.25
hours respectively.

According to Marital Status ,average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by married and unmarried
respondents respectively were 2.43 hours and 2.50 hours

According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by nuclear and joint family of
respondents respectively were 2.25 hours and 2.57 hours.

According to Education, average monthly purchasing time spent to purchase food
and grocery items from organized retail outlets by respondents had studied post
graduation and above (2.54 hours) followed by SSC, post graduation, graduation
and HSC was 2.50 hours, 2.45 hours, 2.41 hours and 2.12 hours respectively
According to Occupation, average monthly purchasing time spent by respondents
to purchase food and grocery items from organized retail outlets by respondents
belonged to professional class respondents (2.81 hours) followed by service and
business class group was 2.45 hours and 1.93 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
organized retail outlets, they had four wheeler (2.48 hours).

According to Respondents Own Vehicle Two Wheeler, average monthly
purchasing time spent by respondents to purchase from organized retail outlets for
food and grocery items, they had two wheeler (2.43 hours).

According to Respondents Own Vehicle Bicycle, average monthly purchasing
time spent by respondents to purchase from organized retail outlets for food and
grocery items, they had bicycle (2.57 hours).

According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from organized retail outlets by respondents in
the income group of more than 135000 (2.69 hours) followed by less than or equal
to 40000, 80001-135000, 60001-80000 and 40001-60000 was 2.55 hours, 2.44
hours, 2.26 hours and 2.23 hours respectively.

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from organized retail outlets by

respondents in the per capita income group of more than 30000 (2.68 hours)
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followed by less than or equal to 9167 ,17801-30000, 9168-13000 and 13001-
17800 was 2.55 hours , 2.43 hours, 2.35 hours and 2.15 hours respectively.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to family type (with
F-value=5.167 and p-value=0.023), occupation of respondents (with F-
value=12.420 and p-value=0.000) and respondents own vehicle like bicycle (with
F-value=9.924 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, family type, occupation of respondents and
respondents own vehicle like bicycle had different perception about average
monthly shopping time spent by respondents to purchase food and grocery items
from organized retail outlets in selected cities of Gujarat.

As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to gender (with F-
value=0.232 and p-value=0.630), age (with F-value=1.880 and p-value=0.122),
marital status (with F-value=0.036 and p-value=0.850), education (with F-
value=0.565 and p-value=0.727), income group(with F-value=1.632 and p-
value=0.165), per capita income group (with F-value=1.702 and p-value=0.148),
respondents own vehicle like four wheeler (with F-value=0.533 and p-
value=0.466) and respondents own vehicle like two wheeler (with F-value=0.108
and p-value=0.743). Hence, null hypothesis was not rejected. Therefore, it could
be said that, gender, age, marital status, education, income groups, per capita
income of respondents, respondents own vehicle like four wheeler and two
wheeler had similar perception about average monthly shopping time spent by
respondents to purchase food and grocery items from organized retail outlets in

selected cities of Gujarat.
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Table 5.2.19 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Organized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Vadodara City Of Gujarat.

Respondent’s Demographics

Monthly Time Spent By Respondents For Food & Grocery Items

Characteristics And It’s Category N Mean Standard Deviation F- Value p-value
Male 101 1.67 0.981
Gender Female 51 142 0.696 2683 0.103
Less than<= 33 34 1.69 0.963
33-35 28 1.36 0.678
Age 36-40 33 1.55 0.833 1.813 0.129
41-45 19 1.32 0.671
More than 45 38 1.84 1.079
Marital Married 136 1.57 0.883
Status Unmarried 16 1.71 1.047 0.326 0.569
Family Nuclear 68 1.51 0.964
Type Joint 84 1.65 0.843 1018 0.315
S.S.C 1 2.00 -
H.S.C 14 1.27 0.458
Education Graduation 57 1.40 0.821 9.222 0.000
Post Graduation 45 1.36 0.609
PG & Above 35 2.31 1.105
Business 48 1.46 0.849
Occupation Professional 41 2.31 1.047 26.188 0.000
Service 63 121 0.446
Four Yes 81 1.81 1.014
Wheeler No 71 1.33 0.671 11.682 0.001
. Yes 51 1.53 0.880
Bicycle No To1 167 0012 0.179 0.836
<=40000 32 1.34 0.787
40001-60000 24 1.17 0.381
gfg;g‘; 60001-80000 36 158 0.967 5.256 0.001
80001-135000 30 1.63 0.850
>135000 30 2.13 1.024
<=9167 31 1.42 0.807
Per Capita 9168-13000 26 1.23 0.430
Income 13001-17800 24 1.50 0.834 4.920 0.000
17801-30000 42 1.57 0.966
>30000 30 2.17 1.020
Total 152 1.59 0.900

From the above table, it was observed that, average monthly shopping time spent to

purchase food and grocery items from organized retail outlets by respondents for food

and grocery items were 1.59 hours in Vadodara city.

e According to Gender, average monthly shopping time spent to purchase food and

grocery items from organized retail outlets by male and female respondents

respectively for food and grocery items were 1.67 hours and 1.42 hours.

e According to Age, average monthly purchasing time spent to purchase food and

grocery items from organized retail outlets by respondents in the age group of

more than 45 years was 1.84 hours.

e According to Marital Status, average monthly purchasing time spent to purchase

food and grocery items from organized retail outlets by unmarried and married

respondents respectively were 1.71 hours and 1.57 hours
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According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by joint and nuclear family of
respondents respectively were 1.65 hours and 1.51 hours.

According to Education, average monthly purchasing time spent to purchase food
and grocery items from organized retail outlets by respondents had studied post
graduation and above (2.31 hours).

According to Occupation, average monthly purchasing time spent by respondents
to purchase food and grocery items from organized retail outlets by respondents
belonged to professional class respondents (2.31 hours) followed by business and
service class group was 1.46 hours and 1.21 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
organized retail outlets, they had four wheeler (1.81 hours).

According to Respondents Own Vehicle Bicycle, average monthly purchasing
time spent by respondents to purchase from organized retail outlets for food and
grocery items, they had bicycle (1.53 hours).

According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from organized retail outlets by respondents in
the income group of more than 135000 was 2.13 hours.

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from organized retail outlets by

respondents in the per capita income group of more than 30000 was 2.17 hours.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to education (with F-
value=9.222 and p-value=0.000), occupation (with F-value=26.188 and p-
value=0.000), income groups(with F-value=5.256 and p-value=0.001), per capita
income groups (with F-value=4.920 and p-value=0.000) and respondents own
vehicle like four wheeler (with F-value=11.682 and p-value=0.001). Hence, null
hypothesis was rejected. Therefore, it could be said that, education, occupation,
income groups, per capita income groups of respondents and respondents own

vehicle like four wheeler had different perception about average monthly
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shopping time spent by respondents to purchase food and grocery items from
organized retail outlets in Vadodara city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to gender (with F-
value=2.683 and p-value=0.103), age (with F-value=1.813 and p-value=0.129),
marital status (with F-value=0.326 and p-value=0.569), family type (with F-
value=1.018 and p-value=0.315) and respondents own vehicle like bicycle (with
F-value=0.179 and p-value=0.836). Hence, null hypothesis was not rejected.
Therefore, it could be said that, gender, age, marital status, family type of
respondents and respondents own vehicle like bicycle had similar perception
about average monthly shopping time spent by respondents to purchase food and
grocery items from organized retail outlets in Vadodara city.

Table 5.2.20 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Organized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Ahmedabad City Of Gujarat.

Respondent’s Demographics Monthly Purchasing Time Spent By Respondents For Food & Grocery ltems
Characteristics And It’s Category N Mean Standard Deviation F- Value p-value
Male 126 1.97 0.987
Gender Femalo 79 500 0.866 0.039 0.844
Less than<= 33 30 2.07 1.081
33-35 26 2.12 1211
Age 36-40 43 1.86 0.710 0.542 0.705
41-45 38 1.87 0.811
More than 45 38 2.05 1.038
Marital Married 174 1.98 0.955
Status Unmarried 1 2.00 - 0.001 0.981
Family Nuclear 93 1.92 0.900
Type Joint 82 2.04 1.012 0.599 0.440
H.S.C 8 2.13 0.991
. Graduation 79 1.87 1.042
Education Post Graduation 58 2.09 0.884 0632 0596
PG & Above 30 2.00 0.830
Business 49 1.73 0.930
Occupation Professional 60 2.07 0.989 2.237 0.110
Service 66 2.08 0.917
Four Yes 88 2.02 0.982
Wheeler No 87 1.93 0.925 0.404 0.526
<=40000 24 2.25 1.152
40001-60000 49 1.88 0.949
gf;’l:‘;‘; 60001-80000 31 210 0.831 2.459 0.047
80001-135000 32 1.59 0.665
>135000 39 2.15 1.040
<=9167 31 2.06 0.998
Per Capita 9168-13000 37 2.03 1.093
Income 13001-17800 31 1.74 0.729 0.674 0.611
17801-30000 40 2.07 0.917
>30000 36 1.94 0.984
Total 175 1.98 0.953
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From the above table, it was observed that, average monthly shopping time spent to

purchase food and grocery items from organized retail outlets by respondents for food

and grocery items were 1.98 hours in Ahmedabad city.

According to Gender, average monthly shopping time spent to purchase food and
grocery items from organized retail outlets by female and male respondents
respectively for food and grocery items were 2.00 hours and 1.97 hours.
According to Age, average monthly purchasing time spent to purchase food and
grocery items from organized retail outlets by respondents belonged to 33-35
years age group (2.12 hours).

According to Marital Status, average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by unmarried and married
respondents respectively were 2.00 hours and 1.98 hours.

According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by joint and nuclear family of
respondents respectively were 2.04 hours and 1.92 hours.

According to Education, average monthly purchasing time spent to purchase food
and grocery items from organized retail outlets by respondents had studied SSC
(2.13 hours).

According to Occupation, average monthly purchasing time spent by respondents
to purchase food and grocery items from organized retail outlets by respondents
belonged to service class respondents (2.08 hours) followed by professional and
business class group was 2.07 hours and 1.73 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
organized retail outlets, they had four wheeler (2.02 hours).

According to Income groups, average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by respondents belonged to
less than & above 40000 income groups (2.25 hours).

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from organized retail outlets by
respondents belonged to more than 30000 per capita income groups (2.17 hours).
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Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to income groups
(with F-value=2.429 and p-value=0.047). Hence, null hypothesis was rejected.
Therefore, it could be said that income groups of respondents had different
perception about average monthly shopping time spent by respondents to purchase
food and grocery items from organized retail outlets in Ahmedabad city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to gender (with F-
value=0.039 and p-value=0.844), age (with F-value=0.542 and p-value=0.705),
marital status (with F-value=0.001 and p-value=0.981), family type (with F-
value=0.599 and p-value=0.440), education (with F-value=0.632 and p-
value=0.596), occupation (with F-value=2.237 and p-value=0.110), per capita
income groups (with F-value=0.674 and p-value=0.611) and respondents own
vehicle like four wheeler (with F-value=0.404 and p-value=0.526). Hence, null
hypothesis was not rejected. Therefore, it could be said that, gender, age, marital
status, family type, education, occupation, per capita income and respondents own
vehicle like four wheeler had similar perception about average monthly shopping
time spent by respondents to purchase food and grocery items from organized

retail outlets in Ahmedabad city.
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Table 5.2.21 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Organized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Surat City Of Gujarat.

Respondent’s Demographics Monthly Time Spent By Respondents For Food & Grocery Items
Characteristics And It’s Category N Mean Standard Deviation F- Value p-value
Male 117 1.85 0.985
Gender Female 45 171 0.843 0.746 0389
Less than<= 33 50 1.70 1.015
33-35 31 1.94 1.031
Age 36-40 27 1.70 0.912 0.902 0.465
41-45 30 1.77 0.774
More than 45 24 2.08 0.929
Family Nuclear 61 1.84 0.986
Type Joint 101 1.80 0.928 0.049 0.825
S.S.C 1 2.00 -
H.S.C 12 2.25 0.754
Education Graduation 68 191 1.033 1.842 0.123
Post Graduation 53 1.77 0.954
PG & Above 28 1.46 0.693
Business 45 2.02 0.839
Occupation Professional 50 1.36 0.631 9.186 0.000
Service 67 2.01 1.094
Four Yes 78 1.67 0.832
Wheeler No 84 1.95 1.029 3.743 0.055
<=40000 15 2.20 1.146
40001-60000 41 1.98 1.060
g‘fg&g‘; 60001-80000 33 1.79 0.927 1.962 0.103
80001-135000 37 1.81 0.938
>135000 36 1.50 0.655
<=9167 16 2.19 0.981
Per Capita 9168-13000 29 1.86 0.990
Income 13001-17800 46 1.76 0.970 2133 0.079
17801-30000 36 2.00 1.014
>30000 35 1.49 0.702
Total 162 1.81 0.947

From the above table, it was observed that, average monthly shopping time spent to
purchase food and grocery items from organized retail outlets by respondents for food
and grocery items were 1.81 hours in Surat city.

e According to Gender, average monthly shopping time spent to purchase food and
grocery items from organized retail outlets by female and male respondents
respectively for food and grocery items were 1.85 hours and 1.71 hours.

e According to Age, average monthly purchasing time spent to purchase food and
grocery items from organized retail outlets by respondents belonged to more than
45 years age group (2.08 hours).

e According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by nuclear and joint family of
respondents respectively were 1.84 hours and 1.80 hours.

e According to Education, average monthly purchasing time spent to purchase food
and grocery items from organized retail outlets by respondents had studied HSC
(2.25 hours).
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According to Occupation, average monthly purchasing time spent by respondents
to purchase food and grocery items from organized retail outlets by respondents
belonged to business class respondents (2.02 hours) followed by service and
professional class group was 2.01 hours and 1.36 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
organize According to d retail outlets, they had four wheeler (1.67 hours).
According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from organized retail outlets by respondents
belonged to less than & above 40000 income groups (2.20 hours).

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from organized retail outlets by
respondents belonged to less than & above 9167 per capita income groups (2.19
hours).

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to occupation (with F-
value=9.186 and p-value=0.000) and respondents own vehicle like four wheeler
(with F-value=3.743 and p-value=0.055). Hence, null hypothesis was rejected.
Therefore, it could be said that, occupation of respondents and respondents own
vehicle like four wheeler had different perception about average monthly
shopping time spent by respondents to purchase food and grocery items from
organized retail outlets in Surat city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to gender (with F-
value=0.474 and p-value=0.389), age (with F-value=0.902 and p-value=0.465),
family type (with F-value=0.049 and p-value=0.825), education (with F-
value=1.842 and p-value=0.123), income groups (with F-value=1.962 and p-
value=0.103) and per capita income groups (with F-value=2.133 and p-
value=0.079). Hence, null hypothesis was not rejected. Therefore, it could be said

that, gender, age, family type, education, income groups and per capita income of
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respondents had similar perception about average monthly shopping time spent by
respondents to purchase food and grocery items from organized retail outlets in

Surat city.

Table 5.2.22 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Organized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Rajkot City Of Gujarat.

Respondent’s Demographics Monthly Time Spent By Respondents For Food & Grocery Items
Characteristics And It’s Category N Mean Standard Deviation F- Value p-value
Male 100 4.55 2.052
Gender Female 36 511 1.879 2.067 0.153
Less than<= 33 30 4,50 1.815
33-35 24 4.13 2.050
Age 36-40 20 5.00 2.492 0.852 0.495
41-45 25 4.92 1.525
More than 45 37 4.92 2.165
Marital Married 132 4.66 2.030
Status Unmarried 4 6.00 0.816 L1721 0.191
Family Nuclear 50 4.40 1.895
Type Joint 86 4.87 2.074 1743 0.189
S.S.C 14 2.57 1.089
H.S.C 7 3.71 1.799
Education Graduation 43 5.53 2.028 7.341 0.000
Post Graduation 48 4.67 1.767
PG & Above 24 4.79 2.021
Business 25 3.04 1.399
Occupation Professional 54 5.37 1.984 13.681 0.000
Service 57 4.79 1.887
Four Yes 71 4,70 2.017
Wheeler No 65 4.69 2.030 0.001 0.973
Two Yes 135 471 2.018
Wheeler No 1 3.00 . 0.714 0.400
. Yes 128 4,76 2.011
Bicycle No g 375 1982 1.894 0.171
<=40000 28 4.36 2.112
40001-60000 24 4.46 1.560
Income 60001-80000 22 432 2.056 1.380 0.245
Categories
80001-135000 27 5.19 2.370
>135000 35 5.00 1.879
<=9167 31 4.35 1.836
Per Capita 9168-13000 26 4.46 2213
Income 13001-17800 22 4.23 2.159 1.484 0.211
17801-30000 25 5.04 2.051
>30000 32 5.28 1.818
Total 136 4.70 2.016

From the above table, it was observed that, average monthly shopping time spent to
purchase food and grocery items from organized retail outlets by respondents for food
and grocery items were 4.70 hours in Rajkot city.

e According to Gender, average monthly shopping time spent to purchase food and
grocery items from organized retail outlets by female and male respondents
respectively for food and grocery items were 5.11 hours and 4.51 hours.

e According to Age, average monthly purchasing time spent to purchase food and
grocery items from organized retail outlets by respondents belonged to 36- 40

years age group (5.00 hours).
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According to Marital Status, average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by unmarried and married
respondents was 6.00 hours and 4.66 hours.

According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from organized retail outlets by joint and nuclear family of
respondents respectively were 4.87 hours and 4.40 hours.

According to Education, average monthly purchasing time spent to purchase food
and grocery items from organized retail outlets by respondents had studied
graduation (5.53 hours).

According to Occupation, average monthly purchasing time spent by respondents
to purchase food and grocery items from organized retail outlets by respondents
belonged to professional class respondents (5.37 hours) followed by service and
business class group was 4.79 hours and 3.04 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
organized retail outlets, they had four wheeler (4.70 hours).

According to Respondents Own Vehicle Two Wheeler, average monthly
purchasing time spent by respondents to purchase from organized retail outlets for
food and grocery items, they had two wheeler (4.71 hours).

According to Respondents Own Vehicle Bicycle, average monthly purchasing
time spent by respondents to purchase from organized retail outlets for food and
grocery items, they had bicycle (4.76 hours).

According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from organized retail outlets by respondents
belonged to more than 135000 income groups (5.00 hours).

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from organized retail outlets by

respondents belonged to more than 30000 per capita income groups (5.28 hours).

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to education (with F-
value=7.341 and p-value=0.000) and occupation of respondents (with F-
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value=13.681 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, education and occupation of respondents had
different perception about average monthly shopping time spent by respondents to
purchase food and grocery items from organized retail outlets in Rajkot city.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from organized retail outlets with respect to gender (with F-
value=2.067 and p-value=0.153), age (with F-value=0.852 and p-value=0.495),
marital status (with F-value=1.727 and p-value=0.191),family type (with F-
value=1.743 and p-value=0.189), income groups (with F-value=1.380 and p-
value=0.245), per capita income groups of respondents (with F-value=1.484 and
p-value=0.211), respondents own vehicle like four wheeler (with F-value=0.001
and p-value=0.973), respondents own vehicle like two wheeler (with F-
value=0.714 and p-value=0.400) and own vehicle like bicycle (with F-
value=1.894 and p-value=0.171). Hence, null hypothesis was not rejected.
Therefore, it could be said that, gender, age, marital status, family type, income
groups, per capita income of respondents, respondents own vehicle like four
wheeler, two wheeler and bicycle had similar perception about average monthly
shopping time spent by respondents to purchase food and grocery items from

organized retail outlets in Rajkot city.
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For Unorganized Retail Outlets,

Table: 5. 2.23 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Selected Cities Of Gujarat.

Respondent’s Demographics Monthly Time Spent By Respondents For Food & Grocery Items
Characteristics And It’s Category N Mean Standard Deviation F- Value p-Value
Male 395 2.94 2.041
Gender Female 153 2.96 1.701 0.013 0-908
Less than<= 33 159 3.16 2.154
33-35 106 3.15 2.088
Age 36-40 111 2.65 1.772 1.689 0.151
41-45 87 2.90 1.759
More than 45 85 2.73 1.765
Marital Married 519 2.90 1.897
Status Unmarried 29 3.83 2.620 6.329 0.012
Family Nuclear 261 2.98 2.048
Type Joint 287 291 1.859 0.166 0.684
S.S.C 43 5.26 2.460
H.S.C 55 3.13 1.886
Education Graduation 200 243 1.602 17.409 0.000
Post Graduation 167 2.98 1.922
PG & Above 83 2.80 1.651
Business 185 3.04 2.190
Occupation Professional 127 2.76 1.665 0.833 0.435
Service 236 2.97 1.893
Four Yes 224 3.00 1.944
Wheeler No 324 2.91 1.956 0.251 0616
Two Yes 546 2.95 1.953
Wheeler No 2 3.00 1.414 0.002 0.968
. Yes 419 3.00 2.041
Bicycle No 129 575 1611 1.133 0.323
<=40000 137 3.36 2.229
40001-60000 137 2.97 2.040
Income 60001-80000 109 2.81 1.888 3.155 0.014
Categories
80001-135000 83 2.43 1.555
>135000 82 2.91 1.604
<=9167 129 3.13 2.048
Per Capita 9168-13000 127 3.34 2.296
Income 13001-17800 112 2.59 1.848 3.004 0018
17801-30000 99 2.79 1.674
>30000 81 2.72 1.502
Total 548 2.95 1.950

From the above table, it was observed that, average monthly shopping time spent to
purchase food and grocery items from unorganized retail outlets by respondents for
food and grocery items were 2.95 hours in selected cities of Gujarat.

e According to Gender, average monthly shopping time spent to purchase food and
grocery items from unorganized retail outlets by female and male respondents
respectively for food and grocery items were 2.96 hours and 2.94 hours.

e According to Age, average monthly purchasing time spent to purchase food and
grocery items from unorganized retail outlets by respondents belonged to less than
& above 33 years age group (3.16 hours).

e According to Marital Status, average monthly purchasing time spent to purchase
food and grocery items from unorganized retail outlets by unmarried and married

respondents was 3.83 hours and 2.90 hours.
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According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from unorganized retail outlets by nuclear and joint family
of respondents respectively were 2.98 hours and 2.91 hours.

According to Education, average monthly purchasing time spent to purchase food
and grocery items from unorganized retail outlets by respondents had studied SSC
(5.26 hours).

According to Occupation, average monthly purchasing time spent by respondents
to purchase food and grocery items from unorganized retail outlets by respondents
belonged to business class respondents (3.04 hours) followed by service and
professional class group was 2.97 hours and 2.76 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
unorganized retail outlets, they had four wheeler (3.00 hours).

According to Respondents Own Vehicle Two Wheeler, average monthly
purchasing time spent by respondents to purchase from unorganized retail outlets
for food and grocery items, they had two wheeler (2.95 hours).

According to Respondents Own Vehicle Bicycle, average monthly purchasing
time spent by respondents to purchase from unorganized retail outlets for food and
grocery items, they had bicycle (3.00 hours).

According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from unorganized retail outlets by respondents
belonged to less than & above 40000 income groups (3.36 hours).

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from unorganized retail outlets by
respondents belonged to 9168-13000 per capita income groups (3.34 hours).

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to marital status
(with F-value=6.389 and p-value=0.012), education (with F-value=17.409 and p-
value=0.000) income groups (with F-value=3.155 and p-value=0.014) and per
capita income groups of respondents (with F-value=3.004 and p-value=0.018).

Hence, null hypothesis was rejected. Therefore, it could be said that, marital
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status, education, income groups and per capita income groups of respondents had
different perception about average monthly shopping time spent by respondents to
purchase food and grocery items from unorganized retail outlets in selected cities
of Gujarat.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to gender (with F-
value=0.013 and p-value=0.908), age (with F-value=1.689 and p-value=0.151),
family type (with F-value=0.166 and p-value=0.684), occupation (with F-
value=0.833 and p-value=0.435) respondents own vehicle like four wheeler (with
F-value=0.251 and p-value=0.616), respondents own vehicle like two wheeler
(with F-value=0.002 and p-value=0.968) and own vehicle like bicycle (with F-
value=1.133 and p-value=0.323). Hence, null hypothesis was not rejected.
Therefore, it could be said that, gender, age, family type, occupation, respondents
own vehicle like four wheeler, two wheeler and bicycle had similar perception
about average monthly shopping time spent by respondents to purchase food and

grocery items from unorganized retail outlets in selected cities of Gujarat.
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Table 5.2.24 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Vadodara City of Gujarat.

Respondent’s Demographic

Monthly Time Spent by Respondents For Food & Grocery Items

Characteristics And It’s Category N Mean Standard Deviation F- Value p-Value
Male 110 2.18 0.979
Gender Female 54 259 1.710 3817 0.052
Less than<= 33 44 2.45 1.577
33-35 27 2.04 0.808
Age 36-40 35 2.03 0.954 1.566 0.186
41-45 23 2.74 1.176
More than 45 35 2.37 1.437
Marital Married 143 2.24 1.119
Status Unmarried 21 2.86 2.007 4.403 0.037
Family Nuclear 78 2.26 1.304
Type Joint 86 2.37 1.256 0.335 0.564
S.S.C 3 2.00 1.000
H.S.C 19 1.79 0.787
Education Graduation 62 2.00 0.941 4.790 0.001
Post Graduation 40 2.45 1.339
PG & Above 40 2.95 1.600
Business 50 1.80 0.756
Occupation Professional 45 2.84 1.537 8.720 0.000
Service 69 2.35 1.258
Four Yes 62 2.52 1.627
Wheeler No 102 2.20 0.995 2446 0.120
. Yes 51 2.02 1.157
Bicycle No 13 545 1309 3.515 0.032
<=40000 52 2.15 0.958
40001-60000 32 2.38 1.454
Income 60001-80000 37 2.14 1584 1.271 0.284
Categories
80001-135000 22 2.45 1.057
>135000 21 2.81 1.250
<=9167 48 2.25 1.229
Per Capita 9168-13000 38 2.24 1.076
Income 13001-17800 26 2.15 1.759 0.764 0.550
17801-30000 32 2.38 1.129
>30000 20 2.75 1.251
Total 164 2.32 1.276

From above table, it was observed

that, average monthly shopping time spent to

purchase food and grocery items from unorganized retail outlets by respondents for

food and grocery items were 2.32 hours in Vadodara city.

e According to Gender, average monthly shopping time spent to purchase food and

grocery items from unorganized retail outlets by female and male respondents

respectively for food and grocery items were 2.59 hours and 2.18 hours.

e According to Age, average monthly purchasing time spent to purchase food and

grocery items from unorganized retail outlets by respondents belonged to 41-45

years age group (2.74 hours).

e According to Marital Status, average monthly purchasing time spent to purchase

food and grocery items from unorganized retail outlets by unmarried and married

respondents was 2.86 hours and 2.24 hours.
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According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from unorganized retail outlets by nuclear and joint family
of respondents respectively were 2.37 hours and 2.26 hours.

According to Education, average monthly purchasing time spent to purchase food
and grocery items from unorganized retail outlets by respondents had studied SSC
(2.95 hours).

According to Occupation: average monthly purchasing time spent by respondents
to purchase food and grocery items from unorganized retail outlets by respondents
belonged to professional class respondents (2.85 hours) followed by service and
business class group was 2.35 hours and 1.80 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
unorganized retail outlets, they had four wheeler (2.52 hours).

According to Respondents Own Vehicle Bicycle, average monthly purchasing
time spent by respondents to purchase from unorganized retail outlets for food and
grocery items, they had bicycle (2.02 hours).

According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from unorganized retail outlets by respondents
belonged to more than 135000 income groups (2.81 hours).

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from unorganized retail outlets by

respondents belonged to more than 30000 per capita income groups (2.75 hours).

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to gender (with F-
value=3.817 and p-value=0.052), marital status (with F-value=4.403 and p-
value=0.037), education (with F-value=4.790 and p-value=0.001), occupation
(with F-value=8.720 and p-value=0.000) and respondents own vehicle like bicycle
(with F-value=3.515 and p-value=0.032). Hence, null hypothesis was rejected.
Therefore, it could be said that, gender, marital status, education, occupation of

respondents and respondents own vehicle like bicycle had different perception
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about average monthly shopping time spent by respondents to purchase food and
grocery items from unorganized retail outlets in VVadodara city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to age (with F-
value=1.566 and p-value=0.186), family type (with F-value=0.335 and p-
value=0.564), income groups (with F-value=1.271 and p-value=0.284) and per
capita income groups (with F-value=0.764 and p-value=0.550) and respondents
own vehicle like four wheeler (with F-value=2.446 and p-value=0.120). Hence,
null hypothesis was not rejected. Therefore, it could be said that, age, family type,
income groups, per capita income group of respondents and respondents own
vehicle like four wheeler had similar perception about average monthly shopping
time spent by respondents to purchase food and grocery items from unorganized
retail outlets in Vadodara city.

Table 5.2.25 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondents in Ahmedabad Of Gujarat.

Respondent’s Demographics Monthly Time Spent By Respondents For Food & Grocery Items
Characteristics And It’s Category N Mean Standard Deviation F- Value p-Value
Male 76 1.84 1.265
Gender Femalo 8 507 0,900 0.773 0.381
Less than<= 33 26 1.88 1.211
33-35 17 1.88 0.857
Age 36-40 25 1.76 0.723 0.436 0.782
41-45 24 2.17 1.786
More than 45 12 1.75 0.754
Marital Married 103 1.89 1.179
Status Unmarried 1 3.00 - 0873 0.352
Family Nuclear 59 1.86 0.991
Type Joint 45 1.96 1.397 0.151 0.698
H.S.C 7 2.14 1.069
. Graduation 54 1.59 0.858
Education Post Graduation 38 2.32 1509 8090 0031
PG & Above 5 1.80 0.447
Business 36 1.39 0.688
Occupation Professional 13 2.08 0.494 5.811 0.004
Service 55 2.20 1.419
Four Yes 34 1.85 1.282
Wheeler No 70 1.93 1.133 0.093 0.760
<=40000 23 2.17 1.527
40001-60000 36 1.89 0.820
Income 60001-80000 20 2.00 1.686 1.244 0.297
Categories
80001-135000 15 1.33 0.488
>135000 10 2.00 0.667
<=9167 27 1.96 1.160
Per Capita 9168-13000 23 1.91 1.311
Income 13001-17800 26 2.08 1.495 0564 0689
17801-30000 14 1.50 0.650
>30000 14 1.86 0.663
Total 104 1.90 1.178
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From the above table, it was observed that, average monthly shopping time spent to

purchase food and grocery items from unorganized retail outlets by respondents for

food and grocery items were 1.90 hours in Ahmedabad city.

According to Gender, average monthly shopping time spent to purchase food and
grocery items from unorganized retail outlets by female and male respondents
respectively for food and grocery items were 2.07 hours and 1.84 hours.
According to Age, average monthly purchasing time spent to purchase food and
grocery items from unorganized retail outlets by respondents belonged to 41-45
years age group (2.17 hours).

According to Marital Status, average monthly purchasing time spent to purchase
food and grocery items from unorganized retail outlets by unmarried and married
respondents was 3.00 hours and 1.89 hours.

According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from unorganized retail outlets by joint and nuclear family
of respondents respectively were 1.96 hours and 1.86 hours.

According to Education, average monthly purchasing time spent to purchase food
and grocery items from unorganized retail outlets by respondents had studied post
graduation (2.32 hours).

According to Occupation, average monthly purchasing time spent by respondents
to purchase food and grocery items from unorganized retail outlets by respondents
belonged to service class respondents (2.20 hours) followed by professional and
business class group was 2.08 hours and 1.39 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
unorganized retail outlets, they had four wheeler (1.85 hours).

According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from unorganized retail outlets by respondents
belonged to less than & above 40000 income groups (2.17 hours).

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from unorganized retail outlets by
respondents belonged to 13001-17800 per capita income groups (2.08 hours).
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Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to education (with
F-value=3.090 and p-value=0.031) and occupation (with F-value=5.811 and p-
value=0.004). Hence, null hypothesis was rejected. Therefore, it could be said
that, education and occupation of respondents had different perception about
average monthly shopping time spent by respondents to purchase food and
grocery items from unorganized retail outlets in Ahmedabad city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to gender (with F-
value=0.773 and p-value=0.381), age (with F-value=0.436 and p-value=0.782),
marital status (with F-value=0.873 and p-value=0.352), family type (with F-
value=0.151 and p-value=0.698), income groups (with F-value=1.244 and p-
value=0.297) and per capita income groups (with F-value=0.564 and p-
value=0.689) and respondents own vehicle like four wheeler (with F-value=0.093
and p-value=0.760). Hence, null hypothesis was not rejected. Therefore, it could
be said that, gender, age, marital status, family type, income groups, per capita
income group of respondents and respondents own vehicle like four wheeler had
similar perception about average monthly shopping time spent by respondents to
purchase food and grocery items from unorganized retail outlets in Ahmedabad

city.
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Table 5.2.26 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Surat City Of Gujarat.

Respondent’s Demographics Monthly Time Spent By Respondents For Food & Grocery Items
Characteristics And It’s Category N Mean Standard Deviation F- Value p-Value
Male 107 2.27 1.248
Gender Female 36 256 1.229 1410 0237
Less than<= 33 44 2.36 1.222
33-35 31 2.55 1.410
Age 36-40 27 2.26 1.289 0.353 0.842
41-45 23 2.26 1.054
More than 45 18 2.17 1.249
Family Nuclear 61 241 1.257
Type Joint 82 2.29 1.242 0.308 0.580
S.S.C 1 1.00 .
H.S.C 11 2.55 1.293
Education Graduation 56 241 1.218 2.116 0.082
Post Graduation 51 2.53 1.347
PG & Above 24 1.75 .897
Business 41 2.46 1.142
Occupation Professional 44 1.80 1.025 7.023 0.001
Service 58 2.67 1.343
Four Yes 67 2.18 1.127
Wheeler No 76 2.49 1.332 2.193 0.141
<=40000 13 2.85 1.144
40001-60000 39 2.38 1.269
Income
Categories 60001-80000 28 2.64 1.521 1.817 0.129
80001-135000 31 1.97 .948
>135000 32 2.19 1.176
<=9167 12 2.42 .996
Per Capita 9168-13000 29 2.93 1.438
Income 13001-17800 37 2.08 1.299 2987 0.063
17801-30000 32 2.22 1.039
>30000 33 221 1.166
Total 143 2.34 1.245

From the above table, it was observed that, average monthly shopping time spent to
purchase food and grocery items from unorganized retail outlets by respondents for
food and grocery items were 2.34 hours in Surat city.

e According to Gender, average monthly shopping time spent to purchase food and
grocery items from unorganized retail outlets by female and male respondents
respectively for food and grocery items were 2.56 hours and 2.27 hours.

e According to Age, average monthly purchasing time spent to purchase food and
grocery items from unorganized retail outlets by respondents belonged to 33-35
years age group (2.55 hours).

e According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from unorganized retail outlets by nuclear and joint family
of respondents respectively were 2.41 hours and 2.29 hours.

e According to Education, average monthly purchasing time spent to purchase food
and grocery items from unorganized retail outlets by respondents had studied HSC
(2.55 hours).

Volume I 232




Chapter 5: Analysis & Interpretation of Data

According to Occupation:, average monthly purchasing time spent by
respondents to purchase food and grocery items from unorganized retail outlets by
respondents belonged to service class respondents (2.67 hours) followed by
business and professional class group was 2.46 hours and 1.80 hours respectively.
According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
unorganized retail outlets, they had four wheeler (2.18 hours).

According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from unorganized retail outlets by respondents
belonged to less than & above 40000 income groups (2.85 hours).

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from unorganized retail outlets by

respondents belonged to 9168-13000 per capita income groups (2.93 hours).

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to occupation (with
F-value=7.023 and p-value=0.001). Hence, null hypothesis was rejected.
Therefore, it could be said that, occupation of respondents had different
perception about average monthly shopping time spent by respondents to purchase
food and grocery items from unorganized retail outlets in Surat city.

As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to gender (with F-
value=1.410 and p-value=0.237), age (with F-value=0.353 and p-value=0.842),
family type (with F-value=0.308 and p-value=0.580), education (with F-
value=2.116 and p-value=0.082) income groups (with F-value=1.817 and p-
value=0.129), per capita income groups of respondents (with F-value=2.287 and
p-value=0.064) and respondents own vehicle like four wheeler (with F-
value=2.193 and p-value=0.141). Hence, null hypothesis was not rejected.
Therefore, it could be said that, gender, age, family type, education, income
groups, per capita income group of respondents and respondents own vehicle like

four wheeler had similar perception about average monthly shopping time spent
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by respondents to purchase food and grocery items from unorganized retail outlets

in Surat city.

Table 5.2.27 Mean Comparison Of Monthly Shopping Time Spent By Respondents To Purchase
Food And Grocery Items From Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondents In Rajkot City Of Gujarat.

Respondent’s Demographics Monthly Time Spent by Respondents For Food & Grocery Items
Characteristics And It’s Category N Mean Standard Deviation F- Value p-Value
Male 102 5.27 2.208
Gender Female 35 4.66 1474 2.368 0.126
Less than<= 33 45 5.36 2.217
33-35 31 5.42 2.141
Age 36-40 24 4.92 2.062 0.912 0.459
41-45 17 5.00 1.581
More than 45 20 4.45 1.905
Marital Married 130 5.02 2.021
Status Unmarried 7 6.86 2.116 5.447 0.021
Family Nuclear 63 5.48 2.132
Type Joint 74 481 1.956 3625 0.059
S.S.C 39 5.62 2.278
H.S.C 18 5.28 1.320
Education Graduation 28 5.04 1.895 1.132 0.344
Post Graduation 38 4.82 2.335
PG & Above 14 4,50 1.557
Business 58 5.53 2.037
Occupation Professional 25 4.64 1.604 2.236 0.111
Service 54 4.89 2.212
Four Yes 61 5.02 1.784
Wheeler No 76 5.20 2.263 0.260 0.611
Two Yes 135 5.15 2.053
Wheeler No 2 3.00 1.414 2.165 0.143
. Yes 121 5.15 2.076
Bicycle No 6 288 1962 0.249 0.619
<=40000 49 5.33 2.331
40001-60000 30 5.67 2.123
C;rt‘ggg‘fes 60001-80000 24 471 1.628 1.457 0.219
80001-135000 15 4.47 2.031
>135000 19 4,74 1.522
<=9167 42 5.10 2.081
Per Capita 9168-13000 37 5.68 2.506
Income 13001-17800 23 4.48 1.928 1387 0.242
17801-30000 21 5.14 1.424
>30000 14 4,71 1.437
Total 137 5.12 2.058

From the above table, average monthly shopping time spent to purchase food and
grocery items from unorganized retail outlets by respondents for food and grocery
items were 5.12 hours in Rajkot city.

e According to Gender, average monthly shopping time spent to purchase food and
grocery items from unorganized retail outlets by male and female respondents
respectively for food and grocery items were 5.27 hours and 4.66 hours.

e According to Age, average monthly purchasing time spent to purchase food and
grocery items from unorganized retail outlets by respondents belonged to 33-35

years age group (5.42 hours).
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According to Marital Status, average monthly purchasing time spent to purchase
food and grocery items from unorganized retail outlets by unmarried and married
respondents were 6.86 hours and 5.02 hours.

According to Family Types, average monthly purchasing time spent to purchase
food and grocery items from unorganized retail outlets by nuclear and joint family
of respondents respectively were 5.48 hours and 4.81 hours.

According to Education, average monthly purchasing time spent to purchase food
and grocery items from unorganized retail outlets by respondents had studied SSC
(5.62 hours).

According to Occupation, average monthly purchasing time spent by respondents
to purchase food and grocery items from unorganized retail outlets by respondents
belonged to business class respondents (5.53 hours) followed by service and
professional class group was 4.89 hours and 4.64 hours respectively.

According to Respondents Own Vehicle Four Wheeler, average monthly
purchasing time spent by respondents to purchase food and grocery items from
unorganized retail outlets, they had four wheeler (5.02 hours).

According to Respondents Own Vehicle Two Wheeler, average monthly
purchasing time spent by respondents to purchase from unorganized retail outlets
for food and grocery items, they had two wheeler (5.15 hours).

According to Respondents Own Vehicle Bicycle, average monthly purchasing
time spent by respondents to purchase from unorganized retail outlets for food and
grocery items, they had bicycle (5.15 hours).

According to Income Groups, average monthly purchasing time spent to
purchase food and grocery items from unorganized retail outlets by respondents
belonged to 40001-60000 income groups (5.67 hours).

According to Per Capita Income Groups, average monthly purchasing time
spent to purchase food and grocery items from unorganized retail outlets by

respondents belonged to 9168-13000 per capita income groups (5.68 hours).

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to marital status

(with F-value=5.447 and p-value=0.021). Hence, null hypothesis was rejected.
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Therefore, it could be said that, marital status of respondents had different
perception about average monthly shopping time spent by respondents to purchase
food and grocery items from unorganized retail outlets in Rajkot city.
As per statistical results, it was observed that, there was no significant relationship
between average monthly shopping time spent by respondents to purchase food
and grocery items from unorganized retail outlets with respect to gender
(with F-value=2.368 and p-value=0.126), age (with F-value=0. 912 and
p-value=0.459), family type (with F-value=3.625 and p-value=0.059), education
(with F-value=1.132 and p-value=0.344), occupation (with F-value=2.236 and
p-value=0.111) income groups (with F-value=1.457 and p-value=0.219), per
capita income groups (with F-value=1.387 and p-value=0.242) respondents own
vehicle like four wheeler (with F-value=0.260 and p-value=0.611), respondents
own vehicle like two wheeler (with F-value=2.165 and p-value=0.143) and
respondents own vehicle like bicycle (with F-value=0.249 and p-value=0.619).
Hence, null hypothesis was not rejected. Therefore, it could be said that, gender,
age, family type, education, income groups, per capita income group of
respondents, respondents own vehicle like four wheeler, two wheeler and bicycle
had similar perception about average monthly shopping time spent by respondents
to purchase food and grocery items from unorganized retail outlets in Rajkot city.
H5: Average satisfaction score assigned by respondents regarding various features
of both (organized & unorganized) retail outlets across selected cities of Gujarat are
alike.

For Organized Retail Outlets,

Table 5.2.28 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Cities And Across In The
Selected Cities Of Gujarat.

Various Features Mean Comparison Of Various Features For Organized Retail Outlets
For Organized Vadodara Ahmedabad Surat Rajkot Total F- p-
Retail Outlets Mean | S.d Mean | S.d Mean | S.d Mean | S.d Mean | S.d Value | Value
Price 8.03 | 1.256 | 8.84 | 0.831 | 858 | 1.061 | 9.05 | 0.713 | 8.62 | 1.057 | 29.966 | 0.000
Convenience 795 | 1237 | 819 | 0683 | 8.01 | 0.765 | 840 | 0.922 | 8.13 | 0.931 | 7.140 [ 0.000
Assortments 768 | 1413 | 763 | 0.707 | 7.96 | 1.033 | 7.83 | 0.955 | 7.77 | 1.056 | 3.319 | 0.020

Transparency in

billing 734 | 1535 | 796 | 0.889 | 816 | 1.021 | 8.02 | 1.547 | 7.87 | 1.296 | 12.842 | 0.000

Sales person

service 752 | 1602 | 706 | 1433 | 7.72 | 1351 | 729 | 1486 | 7.39 | 1487 | 6.220 | 0.000

Advertisement 727 | 1721 | 833 | 0957 | 751 | 1269 | 7.87 | 1513 | 7.76 | 1.434 | 18.500 | 0.000
Ambience 728 | 1471 | 7.12 | 1232 | 7.69 | 1.298 | 752 | 1.404 | 7.39 | 1.364 | 5.786 | 0.001
Parking Facility 8.44 | 1437 | 817 | 0894 | 842 | 0921 | 829 | 1.210 | 832 | 1.129 | 2.082 | 0.101

g‘;ﬁ;ggm””'ty 813 | 1555 | 7.37 | 1.260 | 761 | 1.046 | 7.64 | 1.227 | 7.68 | 1.310 | 9.917 | 0.000

Motivating to visit 769 | 1221 | 799 | 1.347 | 7.34 | 1487 | 760 | 1416 | 7.66 | 1.390 | 6.520 | 0.000

F-value is significant if p-value<= 0.05
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From the above table, it was observed that, overall as well as city wise various
features satisfaction score given by respondents for organized retail outlets.
They were asked to provide satisfaction score between 0 and 10. Ten is
highest and zero is lowest satisfaction mean score.

The analysis of data observed that, out of total respondents, price (8.62) comes
out to most preferred parameter and sales person service (7.39) comes out to
list preferred parameter for the respondent’s satisfaction mean score for
organized retail outlets in selected cities of Gujarat. In another, ambience
(7.39) comes out to list preferred parameter for the respondent’s satisfaction
mean score for organized retail outlets in selected cities of Gujarat.
Furthermore, city wise in Vadodara city, according respondents satisfaction
mean score whereas from (8.44) for parking facility to (7.27) for
advertisement.

Out of total respondents, according to respondent’s satisfaction mean score,
price comes out to most preferred parameter in Ahmedabad (8.84), Surat
(8.58) and Rajkot (9.05) respectively for organized retail outlets.

Out of total respondents, according to respondent’s satisfaction mean score,
list preferred parameter was sales person service in Ahmedabad (7.06), Rajkot
(7.29) and motivating to visit in Surat respectively for organized retail outlets.
Accept parking facilities remaining in all other features for organized retail

outlets significant difference was found.

For Unorganized Retail Outlets,

Table 5.2.29 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized

Retail Outlets Regarding Various Features In The Selected Cities Of Gujarat.

Various Features Mean Comparison Of Various Features For Unorganized Retail
For Organized Vadodara Ahmedabad Surat Rajkot Total E- p-
Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Value | Value
Price 750 | 1416 | 654 | 1144 | 588 | 0766 | 7.31 | 1.204 | 6.85 | 1.343 | 58.115 | 0.000
Convenience 724 | 1357 | 628 | 0801 | 671 | 0838 | 7.23 | 0923 | 6.92 | 1.101 | 24.112 | 0.000
Assortments 623 | 1.655 | 588 | 0618 | 6.32 | 1.009 | 6.67 | 1.065 | 6.30 | 1.229 | 8.666 | 0.000
girﬁi”rfgparency n 718 | 1558 | 545 | 1302 | 501 | 1123 | 6.89 | 1.167 | 623 | 1.655 | 91.768 | 0.000
f::\fiscgerson 208 | 2190 | 392 | 0.864 | 362 | 0912 | 376 | 1.166 | 3.25 | 1.526 | 50.395 | 0.000
Advertisement 454 | 1998 | 341 | 0580 | 2.86 | 1.152 | 3.45 | 1.091 | 3.62 | 1.357 | 39.852 | 0.000
Ambience 527 | 1108 | 532 | 1536 | 6.13 | 0947 | 593 | 1.621 | 567 | 1.410 | 15.037 | 0.000
Parking Facility 468 | 1661 | 473 | 1.170 | 482 | 0783 | 422 | 1657 | 461 | 1.258 | 5.001 | 0.002
?°°d Opportunity | g5, | 1568 | 635 | 1.087 | 671 | 0684 | 7.10 | 1.308 | 6.69 | 1.258 | 8.448 | 0.000
or buying
Motivating to visit 671 | 1582 | 6.71 | 1.001 | 6.73 | 1.055 | 7.15 | 1.063 | 6.82 | 1.243 | 4.355 | 0.005
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e From the above table, it was observed that, overall as well as city wise various
features for unorganized retail outlets. They were asked to provide score between
10-0 score. 10 are highest and 0 is lowest.

e The analysis of data observed that, out of total respondents, highest and lowest
satisfaction mean score was convenience (6.92) and sales men service (3.25) for
unorganized retail outlets respectively in selected cities of Gujarat.

e Furthermore, in Vadodara city, out of total respondents, highest and lowest
satisfaction mean score to price (7.50) and sales person service (2.08) respectively
for unorganized retail outlets.

e In Ahmedabad city, out of total respondents, highest and lowest satisfaction mean score
to price (6.54) and advertisement (3.41) respectively for unorganized retail outlets.

e In Surat city, out of total respondents, highest and lowest satisfaction mean score
to motivating to visit (6.73) and advertisement (2.86) respectively for unorganized
retail outlets.

e In Rajkot city, out of total respondents, highest and lowest satisfactions mean
score mean value to price (7.31) and advertisement (3.45) respectively for
unorganized retail outlets.

e As per statistical results observed that, there was significant difference between
respondents given satisfaction mean score for various features for unorganized
retail outlets for the same across the selected cities of Gujarat.

H6: Average satisfaction score assigned by respondents regarding various features

of both (organized & unorganized) retail outlets across demographic characteristics

of respondents are alike.

For Organized Retail Outlets,

Table 5.2.30 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Gender And Across In The Selected

Cities Of Gujarat.
Varic_>us Features For Viale Fema(liender of Respondir;; o

Organized Retail Outlets Nean Sd Mean Sd Mean Sd F- Value Value
Price 8.65 1.031 8.56 1.119 8.62 1.057 0.832 0.362
Convenience 8.12 0.956 8.15 0.870 8.13 0.931 0.083 0.774
Assortments 7.80 1.076 7.70 1.004 7.77 1.056 1.272 0.260
Transparency in billing 7.93 1.313 7.73 1.244 7.87 1.296 3.361 0.067
Sales person service 7.45 1.463 7.25 1.538 7.39 1.487 2.432 0.119
Advertisement 7.80 1.386 7.64 1.541 7.76 1.434 1.649 0.200
Ambience 7.44 1.379 7.30 1.325 7.39 1.364 1.333 0.249
Parking Facility 8.35 1.133 8.26 1.120 8.32 1.129 0.879 0.349
Good Opportunity for buying 7.68 1.346 7.66 1.223 7.68 1.310 0.023 0.878
Motivating to visit 7.67 1.435 7.63 1.275 7.66 1.390 0.107 0.744

F-value is significant if p-value<= 0.05
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e From the above table, it was observed that, out of total respondents,
respondents given highest and lowest satisfaction mean score to price (8.62)
and sales person service (7.39) respectively for organized retail outlets.

e Out of total respondents, according to gender, male and female respondents
given highest and lowest satisfaction mean score to price (8.65), (8.56) and
ambience (7.44), sales person service (7.25) respectively for organized retail
outlets.

e As per statistical results observed that, there was no significant difference
between respondents given satisfaction mean score for various features of

organized retail outlets and gender of respondents.

Table 5.2.31 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Gender And Across In The Vadodara

City Of Gujarat.
Varigus Featu_res For Male Fema(l_“;ender of Respondir;'tzl b-

Organized Retail Outlets Mean Sd Mean Sd Mean Sd F- Value Value
Price 8.09 1.327 7.90 1.107 8.03 1.256 0.745 0.389
Convenience 8.01 1.345 7.85 0.998 7.95 1.237 0.600 0.440
Assortments 7.67 1.429 7.69 1.294 7.68 1.413 0.006 0.937
Transparency in billing 7.42 1.608 7.19 1.387 7.34 1.535 0.726 0.395
Sales person service 7.57 1.608 7.40 1.600 7.52 1.602 0.387 0.535
Advertisement 7.29 1.745 7.23 1.688 7.27 1.721 0.037 0.849
Ambience 7.40 1.487 7.06 1.447 7.28 1471 1.826 0.179
Parking Facility 8.48 1.439 8.37 1.442 8.44 1.437 0.200 0.656
Good Opportunity for buying 8.15 1.596 8.10 1.485 8.13 1.555 0.039 0.844
Motivating to visit 7.75 1.252 7.58 1.161 7.69 1.221 0.708 0.401

e From the above table, it was observed that, out of total respondents, according to
gender, male and female respondents given highest and lowest satisfaction mean
score to parking facility (8.48), price (7.90) and advertisements (7.29), sales
person service (7.40) respectively for organized retail outlets.

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and gender of respondents in VVadodara city.

Table 5.2.32 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Gender And Across In The

Ahmedabad Of Gujarat.
Various Features For Gender Of Respondents
- - Male Female Total =

Organized Retail Outlets Mean S.d Mean S.d Mean Sd el Vglue
Price 8.81 0.803 8.94 0.899 8.84 0.831 0.890 0.347
Convenience 8.11 0.686 8.39 0.640 8.19 0.683 5.898 0.016
Assortments 7.62 0.727 7.67 0.658 7.63 0.707 0.232 0.631
Transparency in billing 8.01 0.884 7.84 0.898 7.96 0.889 1.309 0.254
Sales person service 7.08 1.462 7.00 1.369 7.06 1.433 0.109 0.742
Advertisement 8.33 0.982 8.33 0.899 8.33 0.957 0.000 0.993
Ambience 7.19 1.274 6.94 1.107 7.12 1.232 1.492 0.224
Parking Facility 8.14 0.948 8.22 0.743 8.17 0.894 0.284 0.595
Good Opportunity for buying 7.40 1.308 7.29 1.137 7.37 1.260 0.289 0.592
Motivating to visit 8.02 1.405 7.90 1.195 7.99 1.347 0.307 0.580
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e From the above table, it was observed that, out of total respondents, according to
gender, male and female respondents given highest and lowest satisfaction mean
score to price (8.81),(8.94) and sales person service (7.08), ambience(6.94)
respectively for organized retail outlets.

e Accept convenience remaining in all other features for organized retail outlets and

gender of respondent’s significant difference was found in Ahmedabad city.

Table 5.2.33 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Gender And Across In The

Surat City Of Gujarat.
Various Features For Gender Of Respondents
- . Male Female Total o

Organized Retail Outlets Mean S.d Mean Sd Mean S.d - el Veri)lue
Price 8.65 0.965 8.40 1.268 8.58 1.061 1.837 0.177
Convenience 8.02 0.749 7.98 0.812 8.01 0.765 0.086 0.769
Assortments 8.09 1.048 7.64 0.933 7.96 1.033 6.123 0.014
Transparency in billing 8.30 0.890 7.80 1.236 8.16 1.021 8.251 0.005
Sales person service 7.82 1.225 7.47 1.618 7.72 1.351 2.195 0.140
Advertisement 7.57 1.060 7.33 1.692 7.51 1.269 1.164 0.282
Ambience 7.64 1.306 7.82 1.284 7.69 1.298 0.612 0.435
Parking Facility 8.57 0.773 8.02 1.138 8.42 0.921 12.433 0.001
Good Opportunity for buying 7.60 1.041 7.64 1.069 7.61 1.046 0.058 0.810
Motivating to visit 7.34 1.504 7.31 1.459 7.34 1.487 0.016 0.898

e From the above table, it was observed that, out of total respondents, according to
gender, female and male respondents given highest and lowest satisfaction mean
score to price (8.94),(8.65) and motivation to visit (7.31), (7.34) respectively for
organized retail outlets.

e Accept assortments, transparency in billing and parking facility remaining in other
features for organized retail outlets and gender of respondents significant

difference was found in Surat city.

Table 5.2.34 Comparisons of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Gender And Across In The
Rajkot city Gujarat.

. Gender Of Respondents
Organized Retil Outlets Male Female Totl Fvale |

Mean Sd Mean Sd Mean Sd Value
Price 9.00 0.765 9.19 0.525 9.05 0.713 1.983 0.161
Convenience 8.38 0.951 8.47 0.845 8.40 0.922 0.263 0.609
Assortments 7.84 1.002 7.81 0.822 7.83 0.955 0.034 0.854
Transparency in billing 7.94 1.650 8.25 1.204 8.02 1.547 1.064 0.304
Sales person service 7.37 1.461 7.08 1.556 7.29 1.486 0.985 0.323
Advertisement 7.94 1.503 7.69 1.546 7.87 1.513 0.696 0.406
Ambience 7.54 1.452 747 1.276 7.52 1.404 0.061 0.805
Parking Facility 8.23 1.286 8.44 0.969 8.29 1.210 0.830 0.364
Good Opportunity for buying 7.66 1.327 7.58 0.906 7.64 1.227 0.103 0.749
Motivating to visit 7.54 1.473 7.75 1.251 7.60 1.416 0.580 0.448

e From the above table, it was observed that, out of total respondents, according to

gender, female and male respondents given highest and lowest satisfaction mean
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score to price (9.19) (9.00) and sales person service (7.08), (7.37) respectively for
organized retail outlets.

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and gender of respondents in Rajkot city.

Table 5.2.35 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Age and Across In The
Selected Cities Of Gujarat.

Various Age Of Respondents
Features For <33 33-35 36-40 41-45 >45 Total .
Orgamzed Val_ue Vgl_ue
Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d
Price 852 | 1.061 | 856 | 0.998 | 855 | 1.232 | 8.70 | 1.000 | 8.77 | 0.962 | 8.62 | 1.057 | 1.437 | 0.220
Convenience 810 | 0925 | 814 | 1.000 | 7.08 | 1.044 | 812 | 0.882 | 8.30 | 0.789 | 8.13 | 0.931 | 1.941 | 0.102
Assortments 773 | 1150 | 7.87 | 1200 | 7.75 | 1.138 | 7.72 | 0936 | 7.80 | 0.833 | 7.77 | 1.056 | 0.374 | 0.827
;ri?ﬁ‘i’sgency 774 | 1388 | 7.98 | 1.304 | 7.75 | 1.490 | 7.94 | 1.047 | 7.99 | 1.176 | 7.87 | 1.296 | 1.164 | 0.326

fjr'\‘jiscsem“ 755 | 1532 | 7.38 | 1515 | 7.22 | 1554 | 7.32 | 1483 | 745 | 1.350 | 7.39 | 1.487 | 0975 | 0.421

Advertisement 7.55 1.514 7.74 1.573 7.69 1.557 7.89 1.371 7.93 1.119 7.79 1.434 | 1.567 | 0.181

Ambience 7.33 1.472 7.56 1.396 | 7.22 1.417 7.43 1.319 | 7.47 1.195 | 7.39 1.364 | 1.100 | 0.356

igg‘i‘l'irt‘)g, 811 | 1.273 | 837 | 1.165 | 826 | 1.268 | 836 | 0942 | 854 | 0.891 | 832 | 1.129 | 2.728 | 0.028

Good
Opportunity for 7.59 1.380 781 | 1361 | 755 | 1428 | 758 | 1218 | 7.85 | 1.135 | 7.68 | 1.310 | 1.532 | 0.191
buying

Motivating to
Visit

7.30 1.528 7.85 1.298 7.61 1.518 .77 1.226 7.84 1.244 7.66 1.390 | 3.886 | 0.004

e From the above table, it was observed that, out of total respondents, according to
age, respondents given highest and lowest satisfaction mean score to price (8.77)
and salesperson service (7.22) in the age groups of more than 45 years and 36-40
years respectively for organized retail outlets.

e Accept parking facility and motivation to visit remaining in other features for
organized retail outlets and age of respondent’s significant difference was found

in selected cities of Gujarat.

Table 5.2.36 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Age And Across In The

Vadodara City Of Gujarat.
Various Age Of Respondent
Features For <33 33-35 36-40 41-45 >45 Total -
gl | sd | ™ sd | M sd | m sd | ™ sd | ™ sd | val val

Retail Outlets ean J ean d ean o ean o ean o ean o alue alue
Price 8.00 | 1138 | 821 | 1.146 | 7.85 | 1.679 | 7.89 | 1.231 | 8.3 | 1.044 | 803 | 1.256 | 0.433 | 0.785
Convenience 8.03 | 1224 | 793 | 1.486 | 7.70 | 1531 | 7.72 | 0.752 | 8.24 | 0.883 | 7.95 | 1.237 | 1.046 | 0.386
Assortments 787 | 1502 | 7.76 | 1.640 | 755 | 1607 | 7.72 | 1.227 | 7.63 | 0786 | 7.68 | 1.413 | 0.146 | 0.965
;ri?ﬁ?r?ge”‘:y 711 | 1568 | 800 | 1.254 | 7.06 | 1.983 | 7.28 | 1.074 | 7.32 | 1.358 | 7.34 | 1535 | 1.852 | 0.122
S:r':iscgers"” 780 | 1623 | 728 | 1579 | 7.18 | 1976 | 761 | 1530 | 7.68 | 1233 | 7.52 | 1.602 | 0.915 | 0.457

Advertisement 7.20 1.746 7.62 1.678 7.00 2.000 7.06 1.765 7.39 1.462 7.27 1.721 | 0.632 | 0.640

Ambience 6.86 1.458 7.41 1.570 7.21 1.728 7.44 1.464 7.55 1.108 7.28 1.471 | 1.189 | 0.318

Eggi‘l'iqg 794 | 1454 | 876 | 1244 | 836 | 1934 | 856 | 1.042 | 866 | 1122 | 844 | 1437 | 1.707 | 0.152

Good
Opportunity for 7.86 1.574 845 | 1526 | 788 | 1.883 | 811 | 1491 | 837 | 1239 | 813 | 1555 | 1.013 | 0.403
buying

Motivating to
visit

7.20 1.368 8.10 1.012 7.58 1.601 7.78 | 0.647 7.89 | 0.894 | 7.69 1.221 | 2.721 | 0.032
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From the above table, it was observed that, out of total respondents, according to
age, respondents given highest and lowest satisfaction mean score to parking
facility (8.76) and transparency in billing (7.06) in the age groups of more than
33-35 years respectively for organized retail outlets.

In another respondent given highest satisfaction mean score to advertisement
(7.06) in the age groups of 36-40 years for organized retail outlets.

Accept motivation to visit remaining in other features for organized retail outlets
and age of respondent’s significant difference was found in Vadodara city of

Guijarat.

Table 5.2.37 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail

Outlets Regarding Various Features Within The Age And Across In The Ahmedabad

City Of Gujarat.
Various Age Of Respondent
Features For <33 33-35 36-40 41-45 >45 Total v
Organized . p-

Retail Outlets Mean Sd Mean S.d Mean S.d Mean Sd Mean S.d Mean S.d Value | Value

Price 870 | 0915 | 872 | 0792 | 895 | 0.872 | 873 | 0.804 | 9.03 | 0.753 | 8.84 | 0.831 | 1.188 | 0.318
Convenience 833 | 0.606 | 808 | 0572 | 819 | 0.764 | 813 | 0.777 | 821 | 0.622 | 819 | 0.683 | 0.565 | 0.688
Assortments 753 | 0629 | 7.76 | 0.879 | 7.74 | 0.658 | 7.47 | 0.647 | 7.66 | 0.745 | 7.63 | 0.707 | 1.114 | 0.352

Transparency in

800 | 0871 | 796 | 1274 | 798 | 0831 | 789 | 0.764 | 797 | 0.822 | 7.96 | 0.889 | 0.071 | 0.991

billing

f::jiscgers"” 720 | 1.730 | 7.04 | 1513 | 7.06 | 1511 | 6.95 | 1432 | 695 | 1.038 | 7.06 | 1.433 | 0.241 | 0.915
Advertisement 8.20 | 0.887 | 8.36 | 1.150 | 8.30 | 0.964 | 8.45 | 0.078 | 8.32 | 0.873 | 8.33 | 0.957 | 0.294 | 0.882
Ambience 720 | 1.243 | 7.32 | 1464 | 7.21 | 1166 | 7.24 | 1218 | 671 | 1113 | 7.2 | 1.232 | 1.401 | 0.236

Parking Facility 833 | 0.994 | 800 | 1.041 | 802 | 0.740 | 805 | 0.957 | 842 | 0.758 | 8.17 | 0.894 | 1.707 | 0.151

Good Opportunity
for buying

7.40 1.303 7.32 1.406 | 7.47 1.351 7.29 1.250 | 7.34 1.072 | 7.37 1.260 | 0.116 | 0.977

Motivating to

783 | 1.642 | 804 | 1.207 | 795 | 1.272 | 7.92 1323 | 818 | 1.333 | 7.99 | 1.347 | 0.335 | 0.854

VIS: From the above table, it was observed that, out of total respondents, according to
age, respondents given highest and lowest satisfaction mean score to price (8.95)
and ambience (6.71) in the age groups of 36-40 years and 41-45 years respectively
for organized retail outlets.

e As per statistical results observed that, there was no significant difference between

respondents given satisfaction mean score for various features of organized retail

outlets and age of respondents in Ahmedabad city of Gujarat.
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Table 5.2.38 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Age And Across In The Surat City Of Gujarat.

Various Age Of Respondents
features for <33 33-35 36-40 41-45 >45 Total

organized retail F- p-

outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean Sd Value | Value
Price 867 | 1117 | 843 | 1.104 | 8.46 | 0922 | 8.63 | 1.066 | 8.67 | 1.090 | 858 | 1.061 | 0.360 | 0.837
Convenience 796 | 0771 | 8.30 | 0651 | 7.82 | 0.819 | 7.87 | 0.776 | 8.13 | 0.741 | 8.01 | 0.765 | 2.007 | 0.096
Assortments 787 | 1044 | 813 | 1074 | 814 | 0932 | 7.87 | 1.074 | 7.83 | 1.049 | 7.96 | 1.033 | 0.657 | 0.623
mﬂfgamncy n 817 | 0930 | 800 | 1.287 | 818 | 1.124 | 8.03 | 0999 | 850 | 0.659 | 8.16 | 1.021 | 0.967 | 0.428
fjr'\ffcgerson 790 | 1.309 | 7.70 | 1535 | 7.54 | 1261 | 7.37 | 1377 | 804 | 1.233 | 7.72 | 1.351 | 1.193 | 0.316
Advertisement 740 | 1.284 | 753 | 1.655 | 7.39 | 1.100 | 7.63 | 1.326 | 7.67 | 0.761 | 751 | 1.269 | 0.316 | 0.867
Ambience 781 | 1.379 | 7.73 | 1172 | 711 | 1.227 | 7.60 | 1476 | 8.21 | 0.884 | 7.69 | 1.298 | 2.621 | 0.037
Parking Facility 842 | 0942 | 827 | 1172 | 8.39 | 0832 | 8.37 | .890 | 8.71 | 0.624 | 8.42 | 0.921 | 0.823 | 0.512
g‘r’%‘fj)?iﬁgm”””y 773 | 1162 | 7.73 | 0907 | 7.29 | 0976 | 7.43 | 1.040 | 7.83 | 1.007 | 7.61 | 1.046 | 1.436 | 0.225
Motivating to visit | 7.18 | 1494 | 750 | 1411 | 6.93 | 1514 | 750 | 1.432 | 758 | 1586 | 7.34 | 1.487 | 1.165 | 0.328

From the above table, it was observed that, out of total respondents,

according to

age, respondents given highest and lowest satisfaction mean score to price (8.67)

and ambience (7.11) in the age groups of more than 45 years and 36-40 years

respectively for organized retail outlets. In another, respondents given highest

satisfaction mean score to price (8.67) in the age groups of more than 45 years for

organized retail outlets

of respondent’s significant difference was found in Surat city.

Accept ambience remaining in other features for organized retail outlets and age

Table 5.2.39 Comparisons of Satisfaction Mean Score Given by Respondents for Organized Retail
Outlets Regarding Various Features Within the Age and Across in the Rajkot city

Gujarat.

Various Age Of Respondents
Features For = p-
Organized <33 33-35 36-40 41-45 >45 Total value | Value

Retail

| Mean | S.d Mean | S.d Mean | S.d Mean | S.d | Mean | S.d Mean | S.d

Oultlets
Price 870 | 0837 | 9.00 | 0659 | 895 | 0887 | 932 | 0476 | 924 | 0548 | 9.05 | 0713 | 3.802 | 0.006
Convenience 820 | 0.997 | 8.25 | .989 | 825 | 0.716 | 8.68 | 0.988 | 857 | 0.835 | 840 | 0.922 | 1.550 | 0.102
Assortments 767 | 1124 | 779 | 1021 | 755 | 0999 | 792 | 0862 | 808 | 0759 | 7.83 | 0.955 | 1.369 | 0.248
I]ri?lsl'i’:gency 753 | 1871 | 796 | 1488 | 7.80 | 1795 | 836 | 1.254 | 835 | 1.252 | 802 | 1547 | 1.608 | 0.176
f::jiscserson 707 | 1413 | 746 | 1414 | 695 | 1234 | 760 | 1.607 | 7.35 | 1.637 | 729 | 1486 [ 0790 | 0533
Advertisement | 757 | 1.888 | 7.50 | 1642 | 7.95 | 1.820 | 7.96 | 1.306 | 8.27 | 0.871 | 7.87 | 1513 | 1.358 | 0.252
Ambience 723 | 1675 | 7.75 | 1391 | 7.40 | 1.667 | 7.52 | 1.194 | 7.68 | 1156 | 7.52 | 1.404 | .617 | 0.651
Eiﬁfﬂ? 760 | 1589 | 842 | 1100 | 840 | 1314 | 868 | .802 | 843 | 0899 | 829 | 1.210 | 3.574 | 0.008
Good
Opportunity 727 | 1507 | 767 | 1373 | 755 | 1234 | 7.80 | 1041 | 7.86 | 0948 | 764 | 1.227 | 1.145 | 0.338
for buying
\';’i'soi:"’a"”g © | 707 | 1506 | 771 | 1517 | 790 | 1651 | 7.88 | 1130 | 759 | 1.166 | 7.60 | 1416 | 1505 | 0.179

e From the above table, it was observed that, out of total respondents, according to

age, respondents given highest satisfaction mean score to price (9.32) and sales

person service (7.07) in the age groups of 41-45 years and less than or equal to 33

years respectively for organized retail outlets.
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e In another respondent given lowest satisfaction mean score to sales person service

(7.07) in the age groups of less than equal to 33 years for organized retail outlets.

e Accept ambience remaining in other features for organized retail outlets and age

of respondent’s significant difference was found in Rajkot city.

Table 5.2.40 Comparisons of Satisfaction Mean Score Given by Respondents for Organized
Retail Outlets Regarding Various Features Within the Marital Status And Across

In The Selected Cities of Gujarat.

Marital Status Of Respondents

Varigus Featu_res For Married Unmarried Total .

Organized Retail Outlets Mean S.d Mean Sd Mean Sd - el Vglue
Price 8.63 1.056 8.32 1.086 8.62 1.057 1.868 0.172
Convenience 8.13 0.915 8.27 1.316 8.13 0.931 0.523 0.470
Assortments 7.76 1.037 8.09 1477 7.77 1.256 2.083 0.149
Transparency in billing 7.88 1.299 7.64 1.217 7.87 1.296 0.761 0.383
Sales person service 7.38 1.481 7.68 1.644 7.39 1.487 0.869 0.352
Advertisement 7.78 1.422 7.09 1.630 7.76 1.434 1.964 0.026
Ambience 7.42 1.360 6.82 1.368 7.39 1.364 4.098 0.043
Parking Facility 8.34 1.117 8.00 1.414 8.32 1.129 1.884 0.170
Good Opportunity for buying 7.67 1.301 8.00 1.543 7.68 1.310 1.383 0.240
Motivating to visit 7.67 1.391 7.50 1.371 7.66 1.390 0.303 0.582

e From the above table, it was observed that, out of total respondents, according to

marital status, married and unmarried respondents given highest and lowest

satisfaction mean score to price (8.63), (8.32) and sales person service

(7.38),ambience (6.82) respectively for organized retail outlets.

e Accept advertisements and ambience remaining in other features for organized

retail outlets and marital status of respondent’s significant difference was found in

selected cities of Gujarat.

Table 5.2.41 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Marital Status And Across
In The Vadodara City Of Gujarat.

Various Features For

Marital Status Of Respondents

- . Married Unmarried Total o

Organized Retail Outlets Mean Sd Mean Sd Mean Sd F- Value Vglue
Price 8.02 1.285 8.06 1.029 8.03 1.256 0.013 0.910
Convenience 7.94 1.228 8.06 1.345 7.95 1.237 0.136 0.713
Assortments 7.63 1.381 8.06 1.638 7.68 1.413 1.381 0.242
Transparency in billing 7.34 1.579 7.35 1.169 7.34 1.535 0.001 0.970
Sales person service 7.48 1.582 7.82 1.776 7.52 1.602 0.702 0.404
Advertisement 7.32 1.716 6.88 1.764 7.27 1.721 0.960 0.329
Ambience 7.34 1.472 6.82 1.425 7.28 1471 1.860 0.175
Parking Facility 8.51 1414 7.82 1.510 8.44 1.437 3.557 0.061
Good Opportunity for buying 8.15 1.539 7.94 1.713 8.13 1.555 0.283 0.596
Motivating to visit 7.75 1.185 7.24 1.437 7.69 1.221 2.716 0.101

e From the above table, it was observed that, out of total respondents, according to

marital status, married and unmarried respondents given highest and lowest

satisfaction mean score to parking facility (8.51), price (8.06) and advertisement

(7.32), ambience (6.82) respectively for organized retail outlets.
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e In other unmarried respondents given highest satisfaction mean score to
convenience (8.06).

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and marital status of respondents in VVadodara city.

Table 5.2.42 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Marital Status And Across
In The Ahmedabad City Of Gujarat.

. Marital Status Of Respondents
OYE‘;}:?ZU: " FRQ:tt;IreSL'J:t(I)(;ts Married Unmarried Total E-Val Val
g Mean sd Mean Sd Mean sd - value p-value
Price 8.84 .829 10.00 - 8.84 0.831 1.957 0.164
Convenience 8.18 .682 9.00 - 8.19 0.683 1.419 0.235
Assortments 7.63 .708 8.00 - 7.63 0.707 0.271 0.603
Transparency in billing 7.96 .892 8.00 - 7.96 0.889 0.002 0.964
Sales person service 7.06 1.438 7.00 - 7.06 1.433 0.002 0.968
Advertisement 8.33 .959 8.00 - 8.33 0.957 0.117 0.732
Ambience 7.12 1.233 8.00 - 7.12 1.232 0.511 0.476
Parking Facility 8.16 .894 9.00 - 8.17 0.894 0.874 0.351
bﬁj’;‘ifpp"”"”'ty for 736 | 1257 | 9.00 - 737 | 1260 1696 0.195
Motivating to visit 7.99 1.351 8.00 7.99 1.347 0.000 0.993

e From the above table, it was observed that, out of total respondents, according to
marital status, married and unmarried respondents given highest and lowest
satisfaction mean score to price (8.84),(10.00) and sales person service (7.06),
(7.00) respectively for organized retail outlets.

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and marital status of respondents in Ahmedabad city.

Table 5.2.43 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Marital Status And Across
In The Surat City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of marital status respondents table has not been included for the analysis purpose

in Surat city.
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Table 5.2.44 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Marital Status And Across
In The Rajkot city Gujarat.

T T Marital Status Of Respondents
- ; Married Unmarried Total .

Organized Retail Outlets Mean Sd Mean S.d Mean S.d VT Vglue
Price 9.05 0.713 9.00 0.816 9.05 0.713 0.021 0.884
Convenience 8.39 0.913 9.00 1.155 8.40 0.922 1.729 0.191
Assortments 7.82 0.956 8.25 0.957 7.83 0.955 0.793 0.375
Transparency in billing 8.00 1.558 8.75 0.957 8.02 1.547 0.912 0.341
Sales person service 7.30 1.497 7.25 1.258 7.29 1.486 0.004 0.952
Advertisement 7.88 1.529 7.75 0.957 7.87 1513 0.028 0.867
Ambience 7.55 1.400 6.50 1.291 7.52 1.404 2.205 0.140
Parking Facility 8.28 1.219 8.50 1.000 8.29 1.210 0.127 0.722
Good Opportunity for buying 7.63 1.238 8.00 0.816 7.64 1.227 0.353 0.553
Motivating to visit 7.57 1.426 8.50 0.577 7.60 1.416 1.689 0.196
e From the above table, it was observed that, out of total respondents, according to

marital status, married and unmarried respondents given highest and lowest
satisfaction mean score to price (9.05), (9.00) and sales person service (7.30),

ambience (6.50) respectively for organized retail outlets.

e In other respondents given highest satisfaction mean score to convenience (9.00)
for organized retail outlets.

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail
outlets and marital status of respondents in Rajkot city.

Table 5.2.45 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Type And Across In
The Selected Cities Of Gujarat.
Vari c - Family Type Of Respondents
arious Features For .
Organized Retail Outlets h8E el Joint Total F- Value P
Mean Sd Mean Sd Mean Sd Value

Price 8.62 0.945 8.62 1.137 8.62 1.057 0.000 0.996

Convenience 8.10 0.784 8.16 1.030 8.13 0.931 0.686 0.408

Assortments 7.74 0.998 7.80 1.099 7.77 1.056 0.419 0.518

Transparency in billing 7.80 1.274 7.93 1.312 7.87 1.296 1.370 0.242

Sales person service 7.41 1434 7.37 1.527 7.39 1.487 0.116 0.734

Advertisement 7.79 1471 7.73 1.406 7.76 1.434 0.283 0.595

Ambience 7.45 1.337 7.35 1.384 7.39 1.364 0.832 0.362

Parking Facility 8.28 1.077 8.36 1.167 8.32 1.129 0.807 0.369

Good Opportunity for buying 7.76 1.280 7.61 1.331 7.68 1.310 2.036 0.154

Motivating to visit 7.66 1.314 7.66 1.447 7.66 1.390 0.005 0.942

e From the above table, it was observed that, out of total respondents, according to
family type, respondents were from nuclear and joint family, they given highest
and lowest satisfaction mean score to price (8.62),(8.62) and sales person service
(7.41), (7.37) respectively for organized retail outlets.

e As per statistical results observed that, there was no significant difference between

respondents given satisfaction mean score for various features of organized retail

outlets and family type of respondents in selected cities of Gujarat.
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Table 5.2.46 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Type And Across In
The Vadodara City Of Gujarat.

. Family Type Of Respondents
O\r/ga;rrll(i);es q E;?”“gli?gts Nuclear Joint Total — e p-

Mean Sd Mean S.d Mean Sd Value
Price 8.13 1.057 7.94 1.392 8.03 1.256 0.833 0.349
Convenience 8.07 0.804 7.86 1.488 7.95 1.337 1.129 0.290
Assortments 7.85 1.158 7.55 1.587 7.68 1.413 1.756 0.187
Transparency in billing 7.49 1.375 7.22 1.648 7.34 1.535 1.180 0.279
Sales person service 7.52 1.429 7.51 1.734 7.52 1.602 0.002 0.967
Advertisement 7.24 1.689 7.29 1.755 7.27 1.721 0.034 0.854
Ambience 7.34 1.399 7.23 1531 7.28 1471 0.212 0.646
Parking Facility 7.69 1.157 8.24 1.601 8.44 1.437 3.633 0.059
Good Opportunity for buying 8.43 1.270 7.90 1.715 8.13 1.555 4.608 0.033
Motivating to visit 7.76 0.971 7.64 1.388 7.69 1.221 0.372 0.543

e From the above table, it was observed that, out of total respondents, according to
family type, respondents were from nuclear and joint family, they given highest
and lowest satisfaction mean score to good opportunity of buying (8.43), parking
facility (8.24) and advertisement (7.24), ambience(7.23) respectively for
organized retail outlets.

e Accept good opportunity for buying remaining in other features for organized
retail outlets and family type of respondent’s significant difference was found in

Vadodara city.

Table 5.2.47 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Type And Across In
The Ahmedabad City Of Gujarat.

. Family Type Of Respondents
O\r/gegr:(i);: q FRe;:illr%l'J:t(lJ;ts Nuclear Joint Total = p-

Mean Sd Mean Sd Mean Sd Value
Price 8.82 0.824 8.88 0.842 8.84 0.831 0.234 0.630
Convenience 8.09 0.686 8.31 0.664 8.19 0.683 4.695 0.032
Assortments 7.67 0.697 7.59 0.721 7.63 0.707 0.474 0.492
Transparency in billing 7.96 0.966 7.96 0.798 7.96 0.889 0.002 0.965
Sales person service 7.11 1.500 7.00 1.360 7.06 1.433 0.243 0.623
Advertisement 8.37 1.030 8.28 0.869 8.33 0.957 0.314 0.576
Ambience 7.16 1.227 7.07 1.243 7.12 1.232 0.216 0.643
Parking Facility 8.03 0.840 8.32 0.933 8.17 0.894 4.613 0.033
Good Opportunity for buying 7.43 1.219 7.30 1.308 7.37 1.260 0.487 0.486
Motivating to visit 7.88 1.301 8.11 1.396 7.99 1.347 1.257 0.264

e From the above table, it was observed that, out of total respondents, according to
family type, respondents were from joint and nuclear family, they given highest
and lowest satisfaction mean score to price (8.88),(8.82) and sales person service
(7.00),(7.11) respectively for organized retail outlets.

e Accept convenience and parking facility remaining in other features for organized
retail outlets and family type of respondent’s significant difference was found in
Ahmedabad city.
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Table 5.2.48 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Type And Across In

The Surat City Of Gujarat.
. Family Type Of Respondents
O:g:\giozuesd EZ‘:;TI%U':IC;S Nuclear Joint Total — e p-

Mean Sd Mean S.d Mean S.d Value
Price 8.65 0.988 8.54 1.105 8.58 1.061 0.402 0.527
Convenience 8.10 0.775 7.95 757 8.01 0.765 1.447 0.231
Assortments 7.90 1.189 8.00 .932 7.96 1.033 0.350 0.555
Transparency in billing 8.02 1.081 8.25 .978 8.16 1.021 1.970 0.162
Sales person service 7.87 1.241 7.63 1.412 7.72 1.351 1.151 0.285
Advertisement 7.53 1.171 7.49 1.330 7.51 1.269 0.043 0.835
Ambience 7.85 1.162 7.60 1.371 7.69 1.298 1.3%4 0.240
Parking Facility 8.35 0.899 8.46 .937 8.42 0.921 0.533 0.466
Good Opportunity for buying 7.82 0.965 7.49 1.078 7.61 1.046 3.720 0.056
Motivating to visit 7.51 1.413 7.23 1.529 7.34 1.487 1.380 0.242

e From the above table, it was observed that, out of total respondents, according to
family type, respondents were from nuclear and joint family groups, they given
highest and lowest satisfaction mean score to price (8.65), (8.54) and motivation
to visit (7.51), (7.23) respectively for organized retail outlets.

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and family type of respondents in Surat city.

Table 5.2.49 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Type And Across In
The Rajkot City Of Gujarat.

. Family Type Of Respondents
O\r/gegr:(i);:d E:tﬁ::lr%li?gts Nuclear Joint Total F- Value P

Mean Sd Mean Sd Mean Sd Value
Price 8.88 0.689 9.15 0.712 9.05 0.713 4.698 0.032
Convenience 8.14 0.948 8.56 0.876 8.40 0.922 6.782 0.010
Assortments 7.54 0.973 8.00 0.907 7.83 0.955 7.701 0.006
Transparency in billing 7.68 1.720 8.22 1.409 8.02 1.547 3.952 0.049
Sales person service 7.30 1.418 7.29 1.533 7.29 1.486 0.001 0.972
Advertisement 7.78 1.810 7.93 1.318 7.87 1.513 0.310 0.578
Ambience 7.66 1.520 7.44 1.334 7.52 1.404 0.762 0.384
Parking Facility 8.10 1.374 8.40 1.098 8.29 1.210 1.895 0.171
Good Opportunity for buying 7.42 1.401 7.77 1.103 7.64 1.227 2.563 0.112
Motivating to visit 7.28 1.526 7.78 1.323 7.60 1.416 4.014 0.047

e From the above table, it was observed that, out of total respondents, according to
family type, respondents were from joint and nuclear family, they given highest
and lowest satisfaction mean score to price (9.15), (8.88) and sales person service
(7.29), motivation to visit (7.28) respectively for organized retail outlets.

e Accept price, convenience, assortments, transparency in billing and motivation to
visit remaining in other features for organized retail outlets and family type of

respondent’s significant difference was found in Rajkot city.
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Table 5.2.50 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Size And Across In
The Selected Cities Of Gujarat.

VT = Family Size Of Respondents
arious Features For
Organized Retail Outlets <5 56 >6 otz F p-
Mean S.d Mean S.d Mean Sd Mean Sd Value Value
Price 8.55 1.116 8.67 1.014 | 8.72 0.991 8.62 7.057 1.147 0.318
Convenience 8.05 0.921 8.16 0.932 8.38 0.945 8.13 0.931 3.051 0.048
Assortments 7.68 | 1.108 7.82 1.022 | 7.98 0.931 7.77 1.056 2.203 0.111
Transparency in billing 781 | 1.387 7.98 1.188 | 7.56 1.373 7.87 1.296 2.945 0.053
Sales person service 7.36 | 1.504 7.43 1461 | 7.32 1.571 7.39 1.487 0.210 0.811
Advertisement 1.72 1.523 7.82 1.313 7.54 1.631 7.76 1.434 0.967 0.381
Ambience 743 | 1.382 7.39 1361 | 7.22 1.298 7.39 1.364 0.495 0.610
Parking Facility 8.29 1.157 8.34 1.065 8.36 1.352 8.32 1.129 0.164 0.849
Eﬁ;ﬂfpport””'ty for 773 | 1356 | 759 | 1282 | 794 | 1202 | 768 | 1310 | 1.965 | 0.141
Motivating to visit 7.61 | 1.407 7.64 1.365 | 8.06 1.406 7.66 1.390 2.313 0.100

e From the above table, it was observed that, out of total respondents, according to
family size, respondents have more than 6 members in family; they given highest
and lowest satisfaction mean score to price (8.72) and ambience (7.22)
respectively for organized retail outlets.

e Accept convenience and transparency in billing remaining in other features for
organized retail outlets and family size of respondent’s significant difference was

found in selected cities of Gujarat.

Table 5.2.51 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Size And Across In
The Vadodara City Of Gujarat.

Vi - - Family Size Of Respondents
arious Features For

- . <5 5-6 >6 Total E- p-

Retail Outl

Organized Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Value | Value
Price 7.95 1.452 8.05 1.087 | 8.36 0.842 8.03 | 1.256 | 0.642 | 0.528
Convenience 7.95 1.235 7.88 1.259 8.36 1.151 7.95 1.237 0.865 0.423
Assortments 7.63 1.505 7.58 1.325 8.43 1.158 7.68 1413 2.226 0.111
Transparency in billing 7.41 1.706 7.30 1358 | 7.14 1.460 7.34 | 1535 | 0.210 | 0.811
Sales person service 7.41 1.682 7.47 1581 | 8.29 1.069 752 | 1.602 | 1.819 | 0.166
Advertisement 7.11 1.912 7.35 1.554 7.71 1.383 7.27 1.721 0.851 0.429
Ambience 7.34 1.557 7.15 1.449 7.57 1.089 7.28 1471 0.589 0.556
Parking Facility 8.62 1411 8.24 1.426 8.43 1.604 8.44 1.437 1.178 0.311
bGL?;‘:goPport””'ty for 826 | 1608 | 795 | 1573 | 829 | 1139 | 813 | 1555 | 0744 | 0.477
Motivating to visit 7.59 1.363 7.76 1.082 | 7.93 1.072 7.69 | 1.221 | 0.614 | 0.542

e From the above table, it was observed that, out of total respondents, according to
family size, respondents have more than 6 members and between 5-6 members in
family; they given highest and lowest satisfaction mean score to price (8.36) and
ambience (7.15) respectively for organized retail outlets. In another respondent
have more than 6 members in family; they given highest satisfaction mean score

to convenience (8.36) for organized retail outlets.
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e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and family size of respondents in Vadodara city.

Table 5.2.52 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Size And Across In
The Ahmedabad City Of Gujarat.

. Family Size Of Respondents
O\r/gzjarr:(i);:d E&%[%li?gts = >8 - Total F p-Value
Mean | S.d Mean S.d | Mean S.d Mean | S.d Value
Price 8.84 | 0.819 8.76 0875 | 925 | 0577 | 884 | 0.831 | 2329 0.101
Convenience 8.09 | 0.676 8.24 0.686 | 8.50 0.632 8.19 | 0.683 2.785 0.065
Assortments 769 | 0.704 | 7.56 0.732 | 763 | 0619 | 7.63 | 0.707 | 0.622 0.538
Transparency in billing 7.99 | 0.982 7.96 0.764 | 7.81 0.911 7.96 | 0.889 0.263 0.769
Sales person service 7.13 | 1.539 6.97 1.341 | 7.06 1.289 7.06 | 1.433 0.225 0.798
Advertisement 8.33 | 1.019 8.39 0.933 | 8.00 0.632 8.33 | 0.957 1.114 0.331
Ambience 7.09 | 1226 | 7.27 1.207 | 6.63 1310 | 712 | 1.232 1.842 0.162
Parking Facility 8.08 | 0.838 | 8.17 0941 | 863 | 0.885 | 8.17 | 0.894 | 2554 0.081
Good Opportunity for buying 7.44 | 1.178 7.23 1.375 | 7.63 1.147 7.37 | 1.260 0.917 0.402
Motivating to visit 7.89 | 1.342 7.92 1.381 | 8.88 0.885 7.99 | 1.347 3.956 0.021

e From the above table, it was observed that, out of total respondents, according to
family size, respondents have more than 6 members in family; they given highest
and lowest satisfaction mean score to price (9.25) and sales person service (7.06)
respectively for organized retail outlets.

e Accept motivation to visit remaining in all other features for organized retail
outlets and family size of respondent’s significant difference was found in

Ahmedabad city.

Table 5.2.53 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Size And Across In

The Surat City Of Gujarat.
- - o ized Family Size Of Respondents
arious ;; ;i[eéuttl);ts rganize =5 56 >6 Total = .

Mean Sd Mean S.d Mean Sd Mean S.d Value | Value
Price 859 | 1.002 | 865 | 1.039 | 7.75 | 1.488 | 858 | 1.061 | 2.684 | 0.071
Convenience 8.05 0.775 8.00 0.737 7.75 1.035 8.01 0.765 | 0.549 | 0.578
Assortments 786 | 1.137 | 8.02 | 0.989 | 8.00 .756 7.96 | 1.033 | 0.420 | 0.658
Transparency in billing 8.03 1.098 8.33 0.851 7.13 1.553 8.16 1.021 | 6.292 | 0.002
Sales person service 7.76 | 1250 | 7.80 | 1.307 | 6.50 | 2.070 | 7.72 | 1.351 | 3.546 | 0.031
Advertisement 7.44 1.149 7.67 1.155 6.13 2.357 7.51 1.269 | 5.905 | 0.003
Ambience 7.86 1.152 7.63 1.366 7.13 1.458 7.69 1298 | 1.381 | 0.254
Parking Facility 837 | 0908 | 851 | 0.842 | 7.75 | 1581 | 8.42 | 0.921 | 2.646 | 0.074
Good Opportunity for buying 7.78 1.018 7.51 1.049 7.63 1.188 7.61 1.046 | 1.245 | 0.291
Motivating to visit 7.45 1.410 7.29 1514 7.00 1.852 7.34 1.487 | 0.439 | 0.645

e From the above table, it was observed that, out of total respondents, according to
family size, respondents have between 5-6 members and more than 6 members in
family; they given highest and lowest satisfaction mean score to price (8.65) and

advertisements (6.13) respectively for organized retail outlets.

Volume I 250




Chapter 5: Analysis & Interpretation of Data

e Accept transparency in billing, sales person service and advertisements remaining

in other features for organized retail outlets and family size of respondent’s

significant difference was found in Surat city.

Table 5.2.54 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Family Size And Across In
The Rajkot City Of Gujarat.
P Family Size Of Respondents
- . <5 5-6 >6 Total F-

Organized Retail Outlets Mean S.d Mean S.d Mean S.d Mean Sd Value p-Value
Price 8.88 | 0.726 | 9.16 | 0.717 | 9.08 | 0515 9.05 0.713 2.386 0.096
Convenience 812 [ 0927 | 855 | 0.890 [ 8.67 | 0.888 8.40 0.922 3.823 0.024
Assortments 7.53 | 0.960 | 8.01 | 0.908 | 7.92 | 0.99 7.83 0.955 | 4.011 0.020
Transparency in billing 7.80 | 1.671 | 817 | 1.455 | 8.00 | 1595 8.02 1.547 0.882 0.416
Sales person service 722 | 1373 | 7.37 | 1.540 | 7.08 1.676 7.29 1.486 0.278 0.758
Advertisement 7.90 [ 1610 | 7.89 [ 1.391 [ 7.67 [ 1.923 7.87 1513 | 0.123 0.884
Ambience 7.63 | 1482 | 7.43 | 1.387 | 7.67 | 1.231 7.52 1404 | 0.386 0.681
Parking Facility 810 | 1.388 | 840 | 1.040 | 833 | 1435 8.29 1.210 | 0.906 0.406
bGl?;i‘rj];’ppO”““'ty for 741 | 1383 | 771 | 1075 | 817 | 1337 | 764 | 1227 | 2125 | 0124
Motivating to visit 7.33 [ 1533 | 7.73 | 1.308 | 7.83 | 1.528 7.60 1.416 1417 0.246

e From the above table, it was observed that, out of total respondents, according to

family size, respondents have between 5-6 members and more than 6 members in

family; they given highest and lowest satisfaction mean score to price (9.16) and

sales person service (7.08) respectively for organized retail outlets.

e Accept convenience and assortments remaining in other features for organized

retail outlets and family size of respondent’s significant difference was found in

Rajkot city.

Table 5.2.55 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail

Outlets Regarding Various Features Within The Education And Across In The

Selected Cities Of Gujarat.

Education Of Respondents

Various Features Post
For Organized SsC HSC Graduation . PG & above Total E- -
Retail Outlets graduation b
Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d VIR || el
Price 831 | 0.793 | 862 | 1.011 | 860 | 0.962 | 858 | 1.224 | 8.78 | 0.967 | 8.62 | 1.057 | 1.076 | 0.373
Convenience 7.44 | 0.629 | 807 | 0.712 | 8.25 | 0.802 | 8.14 | 1.033 | 7.17 | 1.041 | 813 | 0.931 | 3.078 | 0.009
Assortments 681 | 0834 | 7.86 | 1.049 | 7.83 | 0895 | 7.71 | 1.124 | 7.86 | 1.103 | 7.77 | 1.056 | 3.173 | 0.008
giﬁi’:fgarency n 612 | 1.962 | 7.95 | 1.209 | 801 | 1123 | 7.81 | 1.396 | 7.91 | 1.206 | 7.87 | 1.296 | 6.802 | 0.000
S:r'siscsem“ 694 | 1482 | 731 | 1316 | 7.45 | 1434 | 726 | 1636 | 7.60 | 1.357 | 7.30 | 1.487 | 1.388 | 0.227
Advertisement 6.94 | 2.480 | 7.83 | 1430 | 7.76 | 1.345 | 7.72 | 1569 | 7.90 | 1.122 | 7.76 | 1434 | 1.319 | 0.254
Ambience 744 | 1896 | 752 | 1502 | 7.39 | 1271 | 752 | 1434 | 7.14 | 1.271 | 7.39 | 1.364 | 1.276 | 0.273
Parking Facility 7.00 | 2.000 | 8.8L | 0.862 | 8.46 | 0.973 | 8.26 | 1109 | 8.17 | 1.232 | 8.32 | 1.129 | 7.765 | 0.000
%:%‘t;’iﬁgm“”'ty 650 | 1.862 | 8.07 | 1421 | 773 | 1235 | 769 | 1.326 | 756 | 1.225 | 7.68 | 1.310 | 4.388 | 0.001
Motivating to visit | 6.00 | 1713 | 7.83 | 1.267 | 7.78 | 1.319 | 7.67 | 1.358 | 7.56 | 1452 | 7.66 | 1.390 | 5.782 | 0.000

e From the above table, it was observed that, out of total respondents, according to

education, respondents had studied post graduation & above and SSC; they given

highest and lowest satisfaction mean score to price (8.58) and motivating to visit

(6.00) respectively for organized retail outlets.
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e Accept convenience, assortments, transparency in billing, parking facility, good
opportunity for buying and motivation to visit remaining in other features for
organized retail outlets and education of respondent’s significant difference was

found in selected cities of Gujarat.

Table 5.2.56 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Education And Across In
The Vadodara City Of Gujarat.

Various Education Of Respondents
Features For ssC HSC Graduati Pl PG & ab Total
Organlzed raduation graduation above ota E- p-
Retail
Outlets Mean | S.d | Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Value | Value
Price 800 | - | 833 | 1113 | 802 | 1.009 | 7.74 | 1.612 | 829 | 1.115 | 803 | 1.256 | 1.219 | 0.305
Convenience 700 | - | 820 | 0775 | 8.18 | 0.826 | 7.50 | 1.520 | 8.00 | 1.456 | 7.95 | 1.237 | 1.815 | 0.129
Assortments 700 | - | 820 | 1207 | 7.84 | 1009 | 7.28 | 1.628 | 7.74 | 1582 | 7.68 | 1413 | 1708 | o0.151
;ri’i‘fl‘i’sge”‘:y 400 | - | 787 | 1552 | 753 | 1212 | 7.00 | 1.824 | 7.24 | 1478 | 7.34 | 1535 | 2.258 | 0.066
f:r'jiscgerson 500 | - | 713 | 1642 | 7.63 | 1.447 | 717 | 1992 | 803 | 1.000 | 7.52 | 1.602 | 2385 | 0.054
Advertisement | 7.00 | - | 7.33 | 1.887 | 7.25 | 1.629 | 7.09 | 2.020 | 7.53 | 1.398 | 7.27 | L.721 | 0.331 | 0.856
Ambience 700 | - | 7.87 | 1187 | 732 | 1152 | 761 | 1915 | 697 | 1.337 | 7.28 | 1471 | 1.273 | 0.283
i:;'i‘l'irt‘g 1000 | - | 920 | 0775 | 870 | 0906 | 852 | 1545 | 750 | 1.796 | 8.44 | 1.437 | 6.354 | 0.000
Good
Opportunity 800 | - | 880 | 1207 | 826 | 1289 | 807 | 1.831 | 7.70 | 1.643 | 813 | 1555 | 1.473 | 0.213
for buying
\')’i';i"’a“”g © 1 900 | - | 827 | 0799 | 7.86 | 0789 | 7.50 | 1472 | 7.38 | 1477 | 769 | 1221 | 2203 | 0.062

e From the above table, it was observed that, out of total respondents, according to
education, respondents had studied SSC; they given highest and lowest
satisfaction mean score to parking facility (10.00) and transparency in billing
(4.00) respectively for organized retail outlets.

e Accept sales person service and parking facility remaining in other features for
organized retail outlets and education of respondent’s significant difference was

found in VVadodara city.

Table 5.2.57 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Education And Across In
The Ahmedabad City Of Gujarat.

. Education Of Respondents
Various Features

Post

For Organized HSC Graduation gz PG & above Total F- p-
Retail Outlets
Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d VEILD || VI
Price 9.00 0.756 8.82 0.807 8.72 0.874 9.10 0.803 8.84 0.831 | 1.482 | 0.221
Convenience 8.13 | 0641 | 831 | 0.651 | 798 | 0.662 | 830 | 0.750 | 8.19 | 0.683 | 2.929 | 0.035
Assortments 7.63 0.744 7.51 0.659 7.72 0.768 1.77 0.679 7.63 0.707 | 1.441 | 0.233
girﬁ‘i”rfgparency in 775 | 0707 | 7.95 | 0924 | 7.98 | 0.888 | 8.00 | 0.871 | 7.96 | 0.889 | 0.183 | 0.908
Sales person service | 6.75 | 0.463 | 7.13 | 1.454 | 691 | 1514 | 723 | 1406 | 7.06 | 1.433 | 0.526 | 0.665
Advertisement 8.75 0.707 8.24 1.009 8.41 0.937 8.27 0.907 8.33 0.957 | 0.917 | 0.434
Ambience 7.13 1.356 7.10 1.223 7.29 1.284 6.83 1.117 7.12 1.232 | 0.928 | 0.429
Parking Facility 8.13 0.835 8.19 1.033 8.02 0.737 8.40 0.770 8.17 0.894 | 1.255 | 0.292

fGO‘:%duSggm””"y 762 | 1408 | 7.44 | 1254 | 716 | 1.322 | 753 | 1.106 | 7.37 | 1.260 | 0.909 | 0.438

Motivating to visit 825 | 0.707 | 805 | 1.450 | 7.81 | 1.263 | 8.10 | 1.373 | 7.99 | 1.347 | 0.559 | 0.643
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e From the above table, it was observed that, out of total respondents, according to

education, respondents had studied post graduation & above and HSC; they given

highest and lowest satisfaction mean score to price (9.10) and sales person service

(6.75) respectively for organized retail outlets.

e Accept convenience remaining in all other features for organized retail outlets and

education of respondent’s significant difference was found in Ahmedabad city.

Table 5.2.58 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Education And Across In
The Surat City Of Gujarat.
Various Education Of Respondents
Features For ssc HSC Graduation Post PG& above Total F
Organized graduation - p-
Retail Outlets | Mean | S.d | Mean Mean | S.d | Mean | Sd | Mean | S.d | Mean VEIE || el
Price 9.00 867 | 1.155 | 853 | 1.069 | 860 | 1.132 | 861 | 0.916 | 858 | 1.061 | 0.100 | 0.982
Convenience 7.00 8.08 | 0.669 | 7.98 | 0.745 | 8.07 | 0.836 | 7.93 | 0.716 | 8.01 | 0.765 | 0.647 | 0.630
Assortments 7.00 7.83 | 1.030 | 843 | 1.062 | 7.82 | 1.020 | 7.96 | 0.999 | 7.96 | 1.033 | 0.926 | 0.450
gﬁ?&sgarency 1 900 842 | 0669 | 825 | 0992 [ 7.89 | 1165 | 836 | 0.826 | 8.16 | 1.021 | 1.730 | 0.146
f:r'jiscgerson 9.00 783 | 1193 | 7.60 | 1.296 | 7.64 | 1532 | 7.86 | 1.208 | 7.72 | 1.351 | 0373 | 0.827
Advertisement | _8.00 7.67 | 0.778 | 7.47 | 1154 | 7.40 | 1.662 | 7.71 | 0.713 | 7.51 | 1.269 | 0.378 | 0.824
Ambience 7.00 775 | 1.485 | 7.63 | 1.339 | 7.91 | 1191 | 7.43 | 1.345 | 7.69 | 1.298 | 0.788 | 0535
Parking Facility | 8.00 875 | 0622 | 856 | 0.833 | 8.43 | 1.123 | 854 | 0.637 | 8.42 | 0.921 | 2.400 | 0.052
Good
Opportunity for | 7.00 742 | 1165 | 758 | 1.081 | 7.84 | 0.977 | 7.36 | 1.026 | 7.61 | 1.046 | 1.263 | 0.287
buying
\')’i';i"’a“”g © 1 500 700 | 1206 | 7.37 | 1455 | 753 | 1.526 | 7.11 | 1571 | 7.34 | 1487 | 1176 | 0.324

e From the above table, it was observed that, out of total respondents, according to

education, respondents had studied SSC; they given highest and lowest

satisfaction mean score to price (9.00) motivation to visit (5.00) respectively for

organized retail outlets. In another respondent had studied SSC, they given highest

satisfaction mean score to price (9.00) for organized retail outlets.

e Accept parking facility remaining in all other features for organized retail outlets

and education of respondent’s significant difference was found in Surat city.

Table 5.2.59 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Education And Across In The Rajkot City Of

Gujarat.
Various Education Of Respondents
Features For . Post
Organized SSC HSC Graduation graduation PG & above Total V|:I_ Vpl_

Retail Outlets Mean Sd Mean Sd Mean Sd Mean Sd Mean Sd Mean Sd alue alue
Price 829 | 0.825 | 8.71 | 0.756 | 9.07 | 0507 | 9.19 | 0.762 | 9.29 | 0.550 | 9.05 | 0.713 | 6.449 | 0.000
Convenience 750 | 0.650 | 7.71 | 0.756 | 8.63 | 0.952 | 8.00 | 0.825 | 854 | 0.884 | 8.40 | 0.922 | 6.022 | 0.000
Assortments 679 | 0.893 | 7.43 | 0.976 | 7.93 | 0.910 | 850 | 0.899 | 8.04 | 0.806 | 7.83 | 0.955 | 6.085 | 0.000
;ﬁﬂfgarency n 607 | 1859 | 757 | 1512 | 8.40 | 1294 | 821 | 1.458 | 825 | 1152 | 8.02 | 1547 | 8.031 | 0.000
S:r'siscgerson 693 | 1.385 | 743 | 1272 | 7.44 | 1517 | 731 | 1461 | 7.17 | 1659 | 7.29 | 1.486 | 0.371 | 0.829
Advertisement 6.86 | 2.656 | 8.14 | 1464 | 8.00 | 1414 | 7.88 | 1.231 | 8.17 | 1167 | 7.87 | 1513 | 1.993 | 0.099
Ambience 750 | 2.029 | 9.00 | 1414 | 7.66 | 1.325 | 7.05 | 1.246 | 7.42 | 1213 | 752 | 1.404 | 2.639 | 0.037
Parking Facility 671 | 1.930 | 8.86 | 1.060 | 8.47 | 1054 | 8.44 | 0.897 | 8.42 | 0.881 | 8.29 | 1.210 | 8.238 | 0.000
g‘:ﬁgﬂg‘m“”'ty 636 | 1.946 | 814 | 1773 | 7.79 | 1146 | 7.81 | 0867 | 7.63 | 0.875 | 7.64 | 1.227 | 5.062 | 0.001
Motivating to visit | 5.86 | 1.610 | 7.86 | 2.085 | 7.84 | 1.290 | 7.81 | 1.142 | 7.67 | 1.204 | 7.60 | 1.416 | 7.000 | 0.000
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e From the above table, it was observed that, out of total respondents, according to
education, respondents had studied post graduation & above and SSC; they given
highest and lowest satisfaction mean score to price (9.29) and motivation to visit
(5.86) respectively for organized retail outlets.

e Accept price, convenience, assortments, transparency in billing, ambience,
parking facility, good opportunity for buying and motivation to visit remaining in
other features for organized retail outlets and education of respondent’s significant

difference was found in Rajkot city.

Table 5.2.60 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Occupation And Across In
The Selected Cities Of Gujarat.

) Occupation Of Respondents
Various Features For : ; ;
Organized|Retail Outlets Service Professional Business Total E- p-

Mean | S.d Mean S.d | Mean Sd Mean Sd Value | Value
Price 8.53 | 1.193 8.79 0.951 | 8.56 0.942 8.62 1.057 3.784 0.023
Convenience 8.09 | 1.006 7.20 0.950 | 8.11 0.779 8.13 0.931 0.738 0.478
Assortments 7.73 | 1.110 7.86 0.997 | 7.74 1.042 7.77 1.056 1.030 0.358
Transparency in billing 7.92 | 1.418 7.90 1139 | 7.77 1.288 7.87 1.296 0.706 0.494
Sales person service 7.42 | 1.684 7.37 1.342 | 7.38 1.338 7.39 1.487 0.092 0.912
Advertisement 7.62 1.682 7.91 1.108 | 7.78 1.368 7.76 1.434 2419 0.090
Ambience 759 | 1.366 7.16 1.327 | 7.40 1.366 7.39 1.364 5.790 0.003
Parking Facility 8.28 1.119 8.30 1.087 | 8.42 1.194 8.32 1.129 0.816 0.443
Eﬁ;ﬂfpport””'ty for 780 | 1332 | 747 | 1186 | 774 | 1398 | 768 | 1310 | 3881 | 0021
Motivating to visit 7.67 | 1.280 7.66 1431 | 7.63 1.502 7.66 1.390 0.042 0.959

e From the above table, it was observed that, out of total respondents, according to
occupation, respondents belonged to professional class; they given highest and
lowest satisfaction mean score to price (8.79) and ambience (7.16) respectively for
organized retail outlets.

e Accept price, ambience and good opportunity for buying remaining in other
features for organized retail outlets and occupation of respondent’s significant

difference was found in selected cities of Gujarat.

Table 5.2.61 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Occupation And Across In
The Vadodara City Of Gujarat.

. Occupation Of Respondents
Oéz:ic;ue?j?s::irleégtc;gts Service Professional Business Total F- p-

Mean S.d Mean S.d Mean S.d Mean S.d Value Value
Price 7.78 1.442 8.27 1.119 8.15 1.052 8.03 1.256 2.231 0.111
Convenience 7.72 1.291 7.93 1.439 8.29 0.874 7.95 1.237 3.033 0.051
Assortments 7.31 1.435 7.83 1.482 8.04 1.220 7.68 1413 4.131 0.018
Transparency in billing 7.37 1.685 7.12 1.382 7.48 1.458 7.34 1.535 0.624 0.537
Sales person service 7.17 1.856 8.15 1.014 | 7.44 1515 7.52 1.602 4.951 0.008
Advertisement 6.92 1.962 7.39 1.430 7.62 1.539 7.27 1.721 2.479 0.087
Ambience 7.27 1.711 7.22 1.423 7.35 1.158 7.28 1.471 0.098 0.907
Parking Facility 8.56 1.355 7.63 1.714 | 8.96 0.922 8.44 1.437 11.114 0.000
Eﬁ;ﬂ;pport””'ty for 809 | 1788 | 7.76 | 1562 | 850 | 1092 | 813 | 1555 | 2617 | 0076
Motivating to visit 7.50 1.222 7.51 1.451 8.10 0.881 7.69 1.221 4.135 0.018
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e From the above table, it was observed that, out of total respondents, according to
occupation, respondents belonged to business and professional class; they given
highest and lowest satisfaction mean score to parking facility (8.96) and
transparency in billing (7.12) respectively for organized retail outlets.

e Accept convenience, assortments, sales person service, parking facility and
motivation to visit remaining in other features for organized retail outlets and

occupation of respondent’s significant difference was found in VVadodara city.

Table 5.2.62 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Occupation And Across In
The Ahmedabad City Of Gujarat.

. Occupation Of Respondents
Varlc_Jus Featu_res For Service Professional Business Total E- p-
Organized Retail Outlets

Mean | S.d Mean S.d | Mean S.d Mean S.d Value Value
Price 8.72 | 0.845 8.93 0.880 | 8.90 0.743 8.84 0.831 1.179 0.310
Convenience 8.05 | 0.738 8.25 0.680 | 8.31 0.585 8.19 0.683 2419 0.092
Assortments 7.66 | 0.776 7.70 0.696 | 7.51 0.617 7.63 0.707 1.062 0.348
Transparency in billing 8.12 | 1.053 7.80 0.755 | 7.94 0.775 7.96 0.889 2.106 0.125
Sales person service 7.28 | 1.682 6.85 1.246 | 7.02 1.266 7.06 1.433 1.413 0.246
Advertisement 8.28 | 1.111 8.35 0.840 | 8.37 0.883 8.33 0.957 0.148 0.862
Ambience 7.57 | 1.224 6.73 1.103 | 7.00 1.225 7.12 1.232 8.131 0.000
Parking Facility 7.97 | 0.865 8.40 0.848 | 8.14 0.935 8.17 0.894 3.765 0.025
Ef;ﬂ;’pp"”““'ty for 745 | 1388 | 717 | 1122 | 751 | 1277 | 737 | 1260 | 1207 | 0302
Motivating to visit 7.75 | 1.299 8.22 1.290 | 8.02 1.450 7.99 1.347 1.879 0.156

e From the above table, it was observed that, out of total respondents, according to
occupation, respondents belonged to business and professional class; they given
highest and lowest satisfaction mean score to price (8.93) and ambience (7.00)
respectively for organized retail outlets.

e Accept ambience remaining in all other features for organized retail outlets and

occupation of respondent’s significant difference was found in Ahmedabad city.

Table 5.2.63 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Occupation And Across In

The Surat City Of Gujarat.
. Occupation Of Respondents
Various Features For Service Professional Business Total = b-
Organized Retail Outlets

Mean | S.d Mean S.d | Mean S.d Mean S.d Value Value
Price 854 | 1213 | 852 | 0953 | 871 | 0944 | 858 | 1061 | 0470 | 0.626
Convenience 8.08 | 0.853 7.96 0.669 | 7.96 0.737 8.01 0.765 0.465 0.629
Assortments 7.92 | 1.050 8.02 1.000 | 7.96 1.065 7.96 1.033 0.124 0.883
Transparency in billing 7.80 1.277 8.38 0.725 8.44 0.693 8.16 1.021 7.515 0.001
Sales person service 7.65 | 1.615 7.74 1.157 | 7.80 1.140 7.72 1.351 0.179 0.836
Advertisement 7.25 1.786 7.78 0.616 7.58 0.753 7.51 1.269 2.655 0.073
Ambience 7.88 1.231 7.48 1.418 7.67 1.243 7.69 1.298 1.340 0.265
Parking Facility 8.15 1.202 8.52 0.580 8.69 0.633 8.42 0.921 5.183 0.007
bGJ’;i?]gOpport“”'ty for 782 | 1014 | 742 | 1071 | 753 | 1036 | 761 | 1.046 | 2232 | 0.111
Motivating to visit 7.65 1.433 7.02 1.505 7.20 1.486 7.34 1.487 2.944 0.055

e From the above table, it was observed that, out of total respondents, according to

occupation, respondents belonged to business and professional class; they given
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highest and lowest satisfaction mean score to price (8.71) and motivation to visit
(7.20) respectively for organized retail outlets.

e Accept transparency in billing and parking facility remaining in other features for
organized retail outlets and occupation of respondent’s significant difference was

found in Surat city.

Table 5.2.64 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Occupation And Across In
The Rajkot City Of Gujarat.

. Occupation Of Respondents
O}fg;rr:(i)zues d ';f;t; [ecs)li?gts Service Professional Business Total E- p-

Mean S.d Mean S.d Mean S.d Mean S.d Value Value
Price 9.14 | 0.667 9.26 0.556 | 8.40 0.764 9.05 0.713 16.120 0.000
Convenience 8.58 | 0.885 8.56 0.861 | 7.68 0.802 8.40 0.922 10.844 0.000
Assortments 8.04 | 0.944 7.91 0.807 | 7.20 1.041 7.83 0.955 7.611 0.001
Transparency in billing 8.44 | 1.402 8.15 1.295 | 6.80 1.780 8.02 1.547 11.634 0.000
Sales person service 761 | 1544 | 700 | 1467 | 720 | 1.291 7.29 1486 | 2.481 | 0.088
Advertisement 807 | 1348 | 794 | 1265 ]| 7.28 | 2151 7.87 1513 | 2521 | 0.084
Ambience 7.65 1.172 7.28 1309 | 7.76 1.964 7.52 1.404 1.420 0.245
Parking Facility 8.47 | 0.868 8.48 0.885 | 7.44 1.960 8.29 1.210 8.306 0.000
bGl?;i‘rj];’pp"”““'ty for 788 | 0888 | 765 | 0955 | 708 | 2040 | 764 | 1227 | 3821 | 0024
Motivating to visit 7.81 1.125 7.76 1.258 | 6.76 1.985 7.60 1.416 5.721 0.004

e From the above table, it was observed that, out of total respondents, according to
occupation, respondents belonged to professional class; they given highest and
lowest satisfaction mean score to price (9.26) and sales person service (7.00)
respectively for organized retail outlets.

e Accept price, convenience, assortments, transparency in billing, parking facility,
good opportunity for buying and motivation to visit remaining in other features for
organized retail outlets and occupation of respondent’s significant difference was

found in Rajkot city.

Table 5.2.65 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler
And Across In The Selected Cities Of Gujarat.

. Respondents Own Vehicle Four Wheeler

Varlc_>us Featqres For Yes No Total .

Organized Retail Outlets F- Value p
Mean Sd Mean Sd Mean Sd Value
Price 8.65 1.102 8.59 1.010 8.62 1.057 0.607 0.436
Convenience 8.21 0.977 8.06 0.876 8.13 0.931 4.033 0.045
Assortments 7.84 1.036 7.71 1.074 777 1.056 2.368 0.124
Transparency in billing 7.89 1.166 7.86 1.420 7.87 1.296 0.067 0.795
Sales person service 7.51 1.429 7.27 1.537 7.39 1.487 3.965 0.047
Advertisement 7.86 1.244 7.65 1.601 7.76 1.434 3.592 0.059
Ambience 7.36 1.397 7.43 1.330 7.39 1.364 0.511 0.475
Parking Facility 8.38 1.170 8.26 1.083 8.32 1.129 1.675 0.196
Good Opportunity for buying 7.63 1.309 7.73 1.312 7.68 1.310 0.811 0.368
Motivating to visit 7.73 1.435 7.59 1.340 7.66 1.390 1.556 0.213

e From the above table, it was observed that, out of total respondents, respondents

having four-wheeler, who have four-wheeler, they given highest and lowest
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satisfaction mean score to price (8.65) and ambience (7.36) respectively for
organized retail outlets.

e Accept convenience and sales person service remaining in other features for
organized retail outlets and respondents own vehicle four wheelers significant

difference was found in selected cities of Gujarat.

Table 5.2.66 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler
And Across In The Vadodara City Of Gujarat.

i Respondents Own Vehicle Four Wheeler
Varl(_)us Featqres For Yes No Total o-

Organized Retail Outlets Mean sd Mean Sd Mean sd F- Value Value
Price 7.96 1.418 8.10 1.050 8.03 1.256 0.434 0.511
Convenience 8.02 1.440 7.88 0.963 7.95 1.237 0.556 0.457
Assortments 7.81 1.459 7.53 1.353 7.68 1.413 1.580 0.211
Transparency in billing 7.27 1.449 7.42 1.634 7.34 1.535 0.339 0.561
Sales person service 7.83 1.498 7.17 1.653 7.52 1.602 6.721 0.010
Advertisement 7.41 1.626 7.11 1.820 7.27 1.721 1.131 0.289
Ambience 7.27 1.549 7.29 1.388 7.28 1.471 0.007 0.933
Parking Facility 8.12 1.735 8.79 0.887 8.44 1.437 8.664 0.004
Good Opportunity for buying 7.84 1.639 8.46 1.394 8.13 1.555 6.248 0.014
Motivating to visit 7.65 1.416 7.74 0.964 7.69 1.221 0.170 0.681

e From the above table, it was observed that, out of total respondents, respondents
having four-wheeler, who have four-wheeler, they given highest and lowest
satisfaction mean score to parking facility (8.12) and ambience (7.27) respectively
for organized retail outlets. In another respondent have four-wheeler, they given
highest and lowest satisfaction mean score to transparency in billing (7.27) for
organized retail outlets.

e Accept sales person service, parking facility and good opportunity for buying
remaining in other features for organized retail outlets and respondents own

vehicle four wheelers significant difference was found in VVadodara city.

Table 5.2.67 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler
And Across In The Ahmedabad City Of Gujarat.

. Respondents Own Vehicle Four Wheeler
Varlc_)us Featu_res For Yes No Totl -

Organized Retail Outlets Mean sd Mean sd Mean sd F- Value Value
Price 8.91 .897 8.78 .758 8.84 0.831 1.042 0.309
Convenience 8.25 702 8.13 .661 8.19 0.683 1.494 0.223
Assortments 7.67 .693 7.60 123 7.63 0.707 0.413 0.522
Transparency in billing 7.89 .769 8.03 .994 7.96 0.889 1.231 0.269
Sales person service 7.08 1.408 7.03 1.466 7.06 1.433 0.045 0.833
Advertisement 8.34 .887 8.31 1.027 8.33 0.957 0.056 0.813
Ambience 6.94 1.135 7.30 1.304 7.12 1.232 3.697 0.056
Parking Facility 8.34 .860 7.99 .896 8.17 0.894 7.162 0.008
Good Opportunity for buying 7.30 1.231 7.44 1.291 7.37 1.260 0.520 0.472
Motivating to visit 8.10 1.356 7.87 1.336 7.99 1.347 1.269 0.262

e From the above table, it was observed that, out of total respondents, respondents
having four-wheeler, who have four-wheeler, they given highest and lowest
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satisfaction mean score to price (8.91) and ambience (6.94) respectively for
organized retail outlets.

e Accept parking facility remaining in other features for organized retail outlets and
respondents own vehicle four wheelers significant difference was found in
Ahmedabad city.

Table 5.2.68 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler
And Across In The Surat City Of Gujarat.

. Respondents Own Vehicle Four Wheeler
Varl(_)us Featqres For Yes No Total -

Organized Retail Outlets Mean sd Mean sd Mean Sd F- Value Value
Price 8.62 0.943 8.55 1.167 8.58 1.061 0.157 0.693
Convenience 8.06 0.709 7.95 0.815 8.01 0.765 0.870 0.352
Assortments 7.99 1.013 7.94 1.058 7.96 1.033 0.086 0.769
Transparency in billing 8.32 0.730 8.01 1.222 8.16 1.021 3.707 0.056
Sales person service 7.78 1.147 7.66 1.525 7.72 1.351 0.333 0.565
Advertisement 7.69 0.708 7.33 1.618 7.51 1.269 3.320 0.070
Ambience 7.65 1.356 7.73 1.248 7.69 1.298 0.143 0.706
Parking Facility 8.58 0.655 8.27 1.100 8.42 0.921 4.588 0.034
Good Opportunity for buying 7.62 1.060 7.61 1.039 7.61 1.046 0.001 0.973
Motivating to visit 7.29 1.504 7.37 1.480 7.34 1.487 0.110 0.741

e From the above table, it was observed that, out of total respondents, respondents
having four-wheeler, who have four-wheeler, they given highest and lowest
satisfaction mean score to price (8.62) and motivating to visit (7.29) for
respectively organized retail outlets.

e Accept parking facility remaining in other features for organized retail outlets and
respondents own vehicle four wheelers significant difference was found in Surat

city.

Table 5.2.69 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler And Across
In The Rajkot City Of Gujarat.

Various Features For Respondents Own Vehicle Four Wheeler
- . Yes No Total 5

Organized Retail Outlets Mean Sd Mean sd Mean Sd F- Value Vglue
Price 9.17 0.560 8.92 0.835 9.05 0.713 4.130 0.044
Convenience 8.51 0.791 8.29 1.042 8.40 0.922 1.852 0.176
Assortments 7.90 0.796 7.75 1.104 7.83 0.955 0.809 0.370
Transparency in billing 8.11 1.315 7.92 1.770 8.02 1.547 0.508 0.477
Sales person service 7.37 1.524 7.22 1.452 7.29 1.486 0.348 0.556
Advertisement 7.99 1.368 7.75 1.659 7.87 1.513 0.798 0.373
Ambience 7.63 1.437 7.40 1.367 7.52 1.404 0.941 0.334
Parking Facility 8.51 1.107 8.05 1.280 8.29 1.210 5.067 0.026
Good Opportunity for buying 7.82 1.163 7.45 1.275 7.64 1.227 3.146 0.078
Motivating to visit 7.83 1.363 7.34 1.439 7.60 1.416 4.202 0.042

e From the above table, it was observed that, out of total respondents, respondents
having four-wheeler, who have four-wheeler, they given highest and lowest
satisfaction mean score to price (9.17) and sales person service (7.37) respectively
for organized retail outlets.
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e Accept price, parking facility and motivation to visit remaining in other features
for organized retail outlets and respondents own vehicle four wheelers significant

difference was found in Rajkot city.

Table 5.2.70 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Two Wheeler
and Across In The Selected Cities Of Gujarat.

Ny Respondents Own Vehicle Two Wheeler
- . Yes No Total o

Organized Retail Outlets Mean Sd Mean S.d Mean Sd VT Vglue
Price 8.62 1.057 10.00 0 8.62 1.057 1.706 0.192
Convenience 8.13 0.931 9.00 0 8.13 0.931 0.871 0.351
Assortments 7.77 1.057 8.00 0 7.77 1.057 0.047 0.829
Transparency in billing 7.87 1.296 9.00 0 7.87 1.296 0.757 0.385
Sales person service 7.39 1.484 10.00 0 7.39 1.484 3.904 0.079
Advertisement 7.76 1.434 9.00 0 7.76 1.434 0.752 0.386
Ambience 7.39 1.365 8.00 0 7.39 1.365 0.197 0.657
Parking Facility 8.32 1.129 9.00 0 8.32 1.129 0.359 0.549
Good Opportunity for buying 7.68 1.311 8.00 0 7.68 1.311 0.061 0.806
Motivating to visit 7.66 1.391 8.00 0 7.66 1.391 0.060 0.807

e From the above table, it was observed that, out of total respondents, respondents
have two-wheeler, who having two-wheeler, they given highest and lowest
satisfaction mean score to price (8.62) and sales person service (7.39) respectively
for organized retail outlets.

e As per statistical results, it was observed that, there was no significant difference
between respondents given satisfaction mean score for various features of
organized retail outlets and respondents own vehicle like two-wheeler in selected
cities of Gujarat.

Table 5.2.71 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Two Wheeler
And Across In The Vadodara City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like two-wheeler table has not been included for the
analysis purpose in VVadodara city.

Table 5.2.72 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Two Wheeler
And Across In The Ahmedabad City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like two-wheeler table has not been included for the
analysis purpose in Ahmedabad city.

Table 5.2.73 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Two Wheeler
And Across In The Surat City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like two-wheeler table has not been included for the

analysis purpose in Surat city.
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Table 5.2.74 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Two Wheeler
and Across In The Rajkot City Of Gujarat.

Various Feat % Respondents Own Vehicle Two Wheeler
arious Features For

- . Yes No Total p-

Organized Retail Outlets Mean sd Mean Sq Mean Sd F- Value Value
Price 9.04 0.711 10.00 - 9.05 0.713 1.793 0.183
Convenience 8.40 0.924 9.00 - 8.40 0.922 0.419 0.519
Assortments 7.83 0.958 8.00 - 7.83 0.955 0.031 0.860
Transparency in billing 8.01 1.550 9.00 - 8.02 1.547 0.401 0.528
Sales person service 7.27 1.473 10.00 - 7.29 1.486 3.398 0.067
Advertisement 7.87 1.515 9.00 - 7.87 1513 0.555 0.457
Ambience 7.52 1.408 8.00 - 7.52 1.404 0.116 0.734
Parking Facility 8.28 1.213 9.00 - 8.29 1.210 0.348 0.556
Good Opportunity for buying 7.64 1.231 8.00 - 7.64 1.227 0.086 0.769
Motivating to visit 7.59 1421 8.00 7.60 1.416 0.082 0.776

e From the above table, it was observed that, out of total respondents, respondents
have two-wheeler, who having two-wheeler, they given highest and lowest
satisfaction mean score to price (9.04) and sales person service (7.27) respectively
for organized retail outlets.

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and respondents own vehicle like two-wheeler in Rajkot city.

Table 5.2.75 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Selected Cities Of Gujarat.

Ve - = Respondents Own Vehicle Bicycle

Mean Sd Mean Sd Mean Sd Value
Price 8.78 .930 7.88 1.283 8.62 1.057 72.754 0.000
Convenience 8.15 873 8.04 1.165 8.13 0.931 1.399 0.237
Assortments 7.81 1.012 7.62 1.234 7.77 1.056 2.845 0.092
Transparency in billing 8.00 1.232 7.27 1.420 7.87 1.296 30.007 0.000
Sales person service 7.30 1.480 7.81 1.449 7.39 1.487 10.699 0.001
Advertisement 7.85 1.370 7.35 1.645 7.76 1.434 11.223 0.001
Ambience 7.39 1.348 7.40 1.441 7.39 1.364 0.002 0.965
Parking Facility 8.36 1.020 8.15 1.532 8.32 1.129 3.364 0.067
Good Opportunity for buying 7.60 1.245 8.05 1.535 7.68 1.310 10.704 0.001
Motivating to visit 7.68 1.394 7.58 1.371 7.66 1.390 0.425 0.515

e From the above table, it was observed that, out of total respondents, respondents
have bicycle, who having bicycle, they given highest and lowest satisfaction mean
score to price (8.78) and sales person service (7.30) respectively for organized
retail outlets.

e Accept price, transparency in billing, sales person service, advertisements and
good opportunity for buying remaining in other features for organized retail
outlets and respondents own vehicle bicycle significant difference was found in

Rajkot city.
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Table 5.2.76 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Vadodara City Of Gujarat.

Var . . Respondents Own Vehicle Bicycle
arious Features For
Organized Retail Outlets RS No Lokl F- Value p-
Mean Sd Mean S.d Mean S.d Value
Price 8.37 1.113 7.85 1.293 8.03 1.256 6.008 0.015
Convenience 7.76 1.350 8.05 1.172 7.95 1.237 1.805 0.181
Assortments 7.76 1.727 7.64 1.233 7.68 1.413 0.275 0.600
Transparency in billing 7.47 1.804 7.27 1.387 7.34 1.535 0.553 0.458
Sales person service 6.98 1.715 7.78 1.480 7.52 1.602 9.011 0.003
Advertisement 7.29 1.858 7.25 1.657 7.27 1.721 0.018 0.875
Ambience 7.18 1.571 7.33 1.424 7.28 1471 0.385 0.536
Parking Facility 8.88 1.259 8.22 1.473 8.44 1.437 7.643 0.006
Good Opportunity for buying 8.18 1.705 8.11 1.482 8.13 1.555 0.066 0.798
Motivating to visit 7.80 1.059 7.64 1.296 7.69 1.221 0.632 0.428

e From the above table, it was observed that, out of total respondents, respondents
have bicycle, who having bicycle, they given highest and lowest satisfaction mean
score to price (8.37) and sales person service (6.98) respectively for organized
retail outlets.

e Accept price, sales person service and parking facility remaining in other features
for organized retail outlets and respondents own vehicle bicycle significant

difference was found in Vadodara city.

Table 5.2.77 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Ahmedabad City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like two-wheeler table has not been included for the

analysis purpose in Ahmedabad city.

Table 5.2.78 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Surat City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like two-wheeler table has not been included for the

analysis purpose in Surat city.

Table 5.2.79 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Rajkot City Of Gujarat.

Various Features For Respondents Own Vehicle Like Bicycle
- . Yes No Total o

Organized Retail Outlets Mean Sd Mean Sd Mean Sd =Vl Vglue
Price 9.10 0.650 8.25 1.165 9.05 0.713 11.580 0.001
Convenience 8.44 0.903 7.88 1.126 8.40 0.922 2.841 0.094
Assortments 7.86 0.928 7.38 1.302 7.83 0.955 1.951 0.165
Transparency in billing 8.07 1.517 7.25 1.909 8.02 1.547 2.136 0.146
Sales person service 7.24 1.499 8.13 0.991 7.29 1.486 2.690 0.103
Advertisement 7.84 1.536 8.50 0.926 7.87 1.513 1.456 0.230
Ambience 7.48 1.392 8.25 1.488 7.52 1.404 2.309 0.131
Parking Facility 8.35 1.120 7.25 2.053 8.29 1.210 6.489 0.012
Good Opportunity for buying 7.66 1.166 7.25 2.053 7.64 1.227 0.856 0.356
Motivating to visit 7.64 1.362 6.88 2.100 7.60 1.416 2.221 0.139
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e From the above table, it was observed that, out of total respondents, respondents
have bicycle, who having bicycle, they given highest and lowest satisfaction mean
score to price (9.10) and sales person service (7.24) respectively for organized
retail outlets.

e Accept price and parking facility remaining in other features for organized retail
outlets and respondents own vehicle bicycle significant difference was found in
Rajkot city.

Table 5.2.80 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Income Groups And Across In The
Selected Cities Of Gujarat.

Various Features Income Groups Of Respondents

For Organized <=40000 40001-60000 60001-80000 80001-135000 >135000 Total E

: - |

Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Value | Value
Price 8.46 | 0.997 | 872 | 1.00L | 845 | 1.103 | 854 | 1231 | 8.86 | 0.891 | 862 | 1.057 | 3.724 | 0.005
Convenience 8.07 | 0.911 | 8.13 | 0.864 | 8.05 | 0.780 | 8.07 | 1.060 | 8.30 | 0.992 | 8.13 | 0.93L | 1.704 | 0.147
Assortments 763 | 1.078 | 7.83 | 1208 | 7.71 | 0.828 | 779 | 1121 | 7.85 | 1.000 | 7.77 | 1.056 | 0.829 | 0.507
mﬂfgpare”‘:y n 786 | 1485 | 7.93 | 1431 | 764 | 1213 | 7.90 | 1.261 | 8.00 | 1.095 | 7.87 | 1.296 | 1.431 | 0.222
f:r'\fiscgerson 738 | 1708 | 7.26 | 1515 | 7.34 | 1400 | 752 | 1511 | 7.86 | 1.344 | 7.39 | 1.487 | 0.647 | 0.629
Advertisement 741 | 1.909 | 7.76 | 1487 | 7.81 | 1.434 | 7.78 | 1289 | 7.03 | 1.046 | 7.76 | 1.434 | 2.023 | 0.090
Ambience 739 | 1359 | 7.40 | 1.362 | 7.45 | 1299 | 7.37 | 1434 | 7.38 | 1.376 | 7.39 | 1364 | 0.074 | 0.990
Parking Facility 8.03 | 1.205 | 832 | 1.050 | 839 | 1079 | 846 | 1211 | 8.36 | 1.084 | 832 | 1.129 | 2.264 | 0.061
fGO‘r’%‘t)?iﬁgO””””y 785 | 1575 | 761 | 1266 | 7.72 | 1100 | 7.61 | 1.368 | 765 | 1271 | 7.68 | 1.310 | 0.634 | 0639

Motivating to visit 7.44 1.373 7.59 1.370 7.64 1.240 7.92 1.505 7.67 1.418 7.66 1.390 | 1.830 | 0.121

e From the above table, it was observed that, out of total respondents, according to
income groups, respondents given highest and lowest satisfaction mean score to
price (8.86) and sales person service (7.26) in the income groups of more than
135000 and 40001-60000 respectively for organized retail outlets.

e Accept price remaining in all other features for organized retail outlets and income
group of respondent’s significant difference was found in selected cities of

Guijarat.
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Table 5.2.81 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Income Groups And Across In The Vadodara City
Of Gujarat.

Various Income Groups Of Respondents
Features For 40001- 60001- 80001-
<= > o -

Organized 40000 60000 80000 135000 gy et VFI "
Retail Outlets | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd el 2L
Price 831 | 0.998 | 817 | 1274 | 769 | 1.037 | 753 | 1.676 | 848 | 1.029 | 803 | 1256 | 3520 | 0.009
Convenience | 806 | 1.076 | 7.75 | 0.979 | 806 | 0.754 | 7.57 | 1.569 | 826 | 1570 | 7.95 | 1237 | 1508 | 0.203
Assortments 750 | 1.341 | 750 | 1842 | 7.92 | 0874 | 753 | 1548 | 787 | 1521 | 7.68 | 1413 | 0.489 | 0744
;I;]r%?lsl?:éency 800 | 1566 | 7.33 | 1736 | 7.03 | 1028 | 687 | 1.676 | 748 | 1525 | 734 | 1535 | 2753 | 0.030
Ss(j‘r'\?iscgerson 747 | 1781 | 675 | 1751 | 753 | 1341 | 800 | 1875 | 768 | 1137 | 752 | 1602 | 2210 | 0071
Advertisement | 653 | 1934 | 750 | 2.000 | 7.75 | 1.273 | 7.17 | 1931 | 7.39 | 1283 | 7.27 | L.721 | 2434 | 0.050
Ambience 650 | 1073 | 746 | 1719 | 7.97 | 1.028 | 720 | 1.789 | 713 | 1432 | 728 | 1471 | 4263 | 0003
E:Eli(llir:;] 863 | 1.942 | 779 | 1062 | 875 | 1.156 | 800 | 1.930 | 803 | 1703 | 844 | 1437 | 2317 | 0.060
Good
Opportunity 856 | 1.684 | 842 | 1472 | 828 | 0779 | 7.77 | 1.906 | 765 | 1664 | 813 | 1555 | 2129 | 0.080
for buying
D’i';tt'vat'”g © | 750 | 1073 | 7.63 | 1006 | 7.97 | 0878 | 777 | 1716 | 7.45 | 1234 | 769 | 1221 | 0870 | 0484

e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to

price (8.48) and sales person service (6.75) in the income groups of more than
135000 and 40001-60000 respectively for organized retail outlets.

e Accept price, transparency in billing, advertisements and ambience remaining in

other features for organized retail outlets and income group of respondents

significant difference was found in Vadodara city.

Table 5.2.82 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized

Retail Outlets Regarding Various Features Within The Income Groups And Across
In The Ahmedabad City Of Gujarat.

Various Income Groups Of Respondents
Fg‘fgfﬁfzggr <=40000 40001-60000 | 60001-80000 | 80001-135000 >135000 Total = -
Retail Outlets Mean S.d Mean S.d Mean S.d Mean Sd Mean S.d Mean Sd Value | Value
Price 862 | 0770 | 8.79 | 0.824 | 8.90 | 0.803 | 8.88 | 0.87L | 8.97 | 0.873 | 8.84 | 0.831 | 0.745 | 0.563
Convenience 8.08 | 0584 | 8.13 | 0.672 | 819 | 0.654 | 8.31 | 0.82L | 8.23 | 0.667 | 8.10 | 0.683 | 0.54L | 0.706
Assortments 754 | 0658 | 7.69 | 0.803 | 7.55 | 0624 | 7.63 | 0751 | 7.69 | 0.655 | 7.63 | 0.707 | 0.347 | 0.846
;r%’i‘ﬁ‘i’sgency 812 | 0797 | 804 | 1129 | 7.77 | 0805 | 7.97 | 0.740 | 790 | 0.788 | 7.96 | 0.889 | 0.601 | 0.599
S:r'siscgem“ 737 | 1952 | 690 | 1.387 | 7.32 | 1222 | 6.84 | 1304 | 7.03 | 1.308 | 7.06 | 1.433 | 0.893 | 0.470
Advertisement | 8.58 | 0.929 | 8.13 | 1084 | 855 | 0.888 | 8.34 | 0.865 | 8.23 | 0.002 | 8.33 | 0.957 | 1.499 | 0.205
Ambience 779 | 1179 | 7.21 | 1271 | 6.90 | 1.248 | 7.00 | 1078 | 6.87 | 1218 | 7.12 | 1.232 | 2.656 | 0.035
Egg‘i‘l'i’t‘g 7.96 | 0806 | 7.98 | 0934 | 816 | 0779 | 841 | 0979 | 833 | 0.869 | 817 | 0.894 | 1.801 | 0.131
Good
Opportunity 779 | 1474 | 713 | 1142 | 7.65 | 1170 | 719 | 1306 | 7.33 | 1.243 | 7.37 | 1.260 | 1.699 | 0.152
for buying
\')’i's"ii'va“”g © | 763 | 1408 | 7.75 | 1407 | 819 | 0980 | 825 | 1368 | 813 | 1.436 | 7.99 | 1347 | 1.412 | 0232

e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to

price(8.90) and sales person service (6.84) in the income groups of 60001-80000
and 80001- 135000 (6.84) respectively for organized retail outlets.
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e As per statistical results observed that, there was no significant difference between

respondents given satisfaction mean score for various features of organized retail

outlets and income group of respondents in Ahmedabad city.

Table 5.2.83 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Income Groups And Across In The

Surat City Of Gujarat.
Income Groups Of Respondents
Various Features -
For Organized <=40000 40001-60000 | 60001-80000 | 80001-135000 >135000 Total = Vglue
Retail Outlets Value
Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d
Price 829 | 1541 | 8.77 | 1.000 | 8.33 | 1.164 | 857 | 0.899 | 8.72 | 0.944 | 858 | 1.061 | 1.223 | 0.303
Convenience 807 | 0.730 | 8.10 | 0.810 | 7.82 | 0.846 | 8.05 | 0.705 | 8.00 | 0.717 | 801 | 0.765 | 0.706 | 0.589
Assortments 793 | 0730 | 818 | 1152 | 7.64 | 0929 | 803 | 1118 | 7.97 | 0971 | 7.96 | 1.033 | 1.205 | 0.274
gmi’:fgpare”‘:y n 7.86 | 1.460 | 808 | 1.185 | 7.97 | 1159 | 835 | 0.753 | 836 | 0.683 | 8.16 | 1.021 | 1.344 | 0.254
f:r'siscgerson 750 | 1912 | 7.93 | 1289 | 7.27 | 1526 | 7.81 | 1198 | 7.89 | 1.000 | 7.72 | 1.351 | 1424 | 0.229
Advertisement 729 | 2.199 | 7.32 | 1457 | 7.39 | 1.456 | 759 | 0.686 | 7.81 | 0.749 | 7.51 | 1.260 | 0.918 | 0.455
Ambience 850 | 0.855 | 7.55 | 1.218 | 7.39 | 1.368 | 7.86 | L1273 | 7.64 | 1.397 | 7.69 | 1.298 | 2.150 | 0.077
Parking Facility 8.07 | 1.207 | 8.40 | 1.08L | 8.18 | 1074 | 8.70 | 0.661 | 850 | 0.561 | 8.42 | 0.921 | 2.049 | 0.090
Good
Opportunity for 779 | 1.051 | 7.65 | 1.051 | 7.33 | 0990 | 7.84 | 1.088 | 7.53 | 1.055 | 7.61 | 1.046 | 1.100 | 0.317
buying
\')’i's"ii"’a““g to 769 | 1493 | 748 | 1435 | 691 | 1.355 | 762 | 1570 | 7.11 | 1526 | 7.34 | 1.487 | 1.565 | 0.186

e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to
price (8.77) and motivation to visit (7.11) in the income groups of 40001-60000

and more than 135000 respectively for organized retail outlets.

e As per statistical results observed that, there was no significant difference between

respondents given satisfaction mean score for various features of organized retail

outlets and per capita income group of respondents in Surat city.

Table 5.2.84 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Income Groups And Across In The

Rajkot City Of Gujarat.
Various Features Income Groups Of Respondents
For Organized <=40000 40001-60000 | 60001-80000 | 80001-135000 >135000 Total F- p-
IReLEn Quidde Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | sd | Value [ Value
Price 857 | 0.836 | 9.04 | 859 | 9.23 | 528 | 922 | 577 | 920 | 531 | 9.05 | 0.713 | 4.750 | 0.001
Convenience 8.07 | 1.052 | 854 | 1.021 | 818 | .853 | 8.37 | .839 | 8.74 | .74L | 8.40 | 0.922 | 2.682 | 0.034
Assortments 761 | 1197 | 7.87 | 1116 | 773 | 827 | 793 | 874 | 797 | 0747 | 7.83 | 0955 | 0.712 | 0.585
gﬁ?ﬂfgamncy n 746 | 1835 | 8.08 | 1.886 | 7.95 | 1.676 | 837 | 1.149 | 820 | 1132 | 8.02 | 1547 | 1.405 | 0.236
?:rl\?iscserson 721 | 1397 | 7.38 | 1527 | 7.4 | 1583 | 741 | 1338 | 7.31 | 1641 | 7.29 | 1.486 | 0.137 | 0.968
Advertisement 746 | 1.895 | 8.04 | 1488 | 750 | 1.896 | 8.04 | 1.160 | 8.20 | 1.052 | 7.87 | 1513 | 1.426 | 0.229
Ambience 739 | 1499 | 7.46 | 1414 | 7.45 | 1.405 | 7.30 | 1.463 | 7.89 | 1278 | 7.52 | 1.404 | 0.843 | 0.501
Parking Facility 739 | 1449 | 8.38 | 1.096 | 8.41 | 1.221 | 8.70 | .869 | 854 | .980 | 8.9 | 1.210 | 5.827 | 0.000
g‘:‘i)‘tgﬂg‘m“”'ty 711 | 1449 | 771 | 1233 | 750 | 1.300 | 763 | 1.006 | 811 | .993 | 7.64 | 1.227 | 2.867 | 0.026
Motivating to visit | 6.96 | 1.527 | 7.46 | 1474 | 7.41 | 1.368 | 8.11 | 1.281 | 7.01 | 1.245 | 7.60 | 1416 | 3.056 | 0.019

e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to

price (9.23) and good opportunity for buying (7.11) in the income groups of
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60001- 80000 and less than or equal to 40000 respectively for organized retail

outlets.

e Accept price, convenience, parking facility, good opportunity for buying and

motivation to visit remaining in other features for organized retail outlets and

income group of respondent’s significant difference was found in Rajkot city.

Table 5.2.85 Comparisons of Satisfaction Mean Score Given by Respondents for Organized Retail
Outlets Regarding Various Features Within the Per Capita Income Groups and

Across in the Selected Cities of Gujarat.

Various Features
For Organized

Per Capita Income Groups Of Respondents

<=9167

9168-13000

13001-17800

17801-30000

>30000

Total

: - | o

Retail Outlets Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | S.d | Mean | S.d | Value | Value
Price 850 | 1.060 | 871 | 0.987 | 858 | 1.026 | 851 | 1229 | 8.80 | 0.917 | 862 | 1.057 | 2.047 | 0.086
Convenience 8.15 | 0.998 | 8.03 | 0.823 | 8.11 | 0.845 | 8.09 | 0.931 | 8.27 | 1.03L | 813 | 0.93L | L.157 | 0.329
Assortments 7.64 | 1.085 | 7.72 | 1.094 | 7.84 | 0.957 | 7.83 | 1.097 | 7.80 | 1.043 | 7.77 | 1.056 | 0.770 | 0.545
gﬁ?ﬂfg”ency n 777 | 1438 | 7.97 | 1361 | 7.84 | 1317 | 776 | 1.246 | 802 | 1.141 | 7.87 | 1.296 | 1.017 | 0.398
f:r'\fiscgerson 738 | 1.682 | 7.15 | 1488 | 7.56 | 1454 | 730 | 1487 | 7.47 | 1320 | 7.39 | 1.487 | 1.274 | 0.279
Advertisement 750 | 1.9038 | 7.78 | 1.384 | 7.77 | 1430 | 7.81 | 1.345 | 7.89 | 1.078 | 7.76 | 1.434 | 1.169 | 0.324
Ambience 728 | 1.332 | 7.37 | 1.380 | 7.63 | 1.324 | 7.38 | 1453 | 7.32 | 1.306 | 7.39 | 1.364 | 1.204 | 0.308
Parking Facility 8.06 | 1.304 | 8.40 | 0.968 | 8.29 | L.09L | 8.47 | 1.158 | 8.35 | 1.08L | 8.32 | 1.129 | 2.359 | 0.052
fGO‘r’%‘t)?iESO””””V 769 | 1526 | 7.70 | 1307 | 7.76 | 1162 | 760 | 1.334 | 7.65 | 1.237 | 7.68 | 1.310 | 0.252 | 0.908
Motivating to visit | 7.43 | 1417 | 7.70 | 1.290 | 7.6 | 1461 | 7.83 | 1.364 | 750 | 1.404 | 7.66 | 1.390 | 1.422 | 0.225

e From the above table, it was observed that, out of total respondents,

according to

per capita income groups, respondents given highest satisfaction mean score to

price (8.80) and sales person service (7.15) in the per capita income groups more

than 30000 and 9168-13000 respectively for organized retail outlets.

e Accept parking facility remaining in all other features for organized retail outlets

and per capita income group of respondent’s significant difference was found in

selected cities of Gujarat.

Table 5.2.86 Comparisons Of Satisfaction Mean Score Given by Respondents For Organized Retail
Outlets Regarding Various Features Within The Per Capita Income Groups And
Across In The Vadodara City Of Gujarat.

Various Features

Per Capita Income Groups Of Respondents

For Organized <=9167 9168-13000 13001-17800 17801-30000 >30000 Total E- p-

Retail Outlets Mean | Sd Mean | Sd Mean | S.d Mean | S.d Mean | S.d Mean | S.d | Value | Value
Price 8.32 | 1.013 | 8.00 | 1.095 | 7.75 | 1.152 | 7.60 | 1.600 | 8.43 | 1.006 | 8.03 | 1.256 | 2.342 | 0.058
Convenience 7.97 | 1.197 | 7.85 | 0.784 | 7.96 | 0.859 | 7.83 | 1.360 | 8.20 | 1.648 | 7.95 | 1.237 | 0.440 | 0.779
Assortments 774 | 1460 | 727 | 1251 | 7.92 | 1248 | 764 | 1.445 | 7.83 | 1587 | 7.68 | 1.413 | 0.825 | 0.511
giﬁir:fgarency n 784 | 1319 | 735 | 1.896 | 7.17 | 1.404 | 695 | 1.464 | 750 | 1526 | 7.3¢ | 1535 | 1.674 | 0.159
S:r'siscsem“ 735 | 1.854 | 7.2 | 1608 | 7.58 | 1472 | 774 | 1754 | 767 | 1155 | 752 | 1.602 | 0.759 | 0.554
Advertisement 6.65 | 1.924 | 719 | 1.833 | 7.02 | 1.349 | 7.33 | 1.843 | 7.37 | 1.326 | 7.27 | L.721 | 1.970 | 0.102
Ambience 6.74 | 1.365 | 7.27 | 1430 | 7.79 | 1215 | 7.48 | 1612 | 7.17 | 1487 | 7.28 | 1.471 | 2.049 | 0.090
Parking Facility 852 | 1151 | 8.87 | 0.952 | 850 | 1251 | 8.38 | 1.696 | 8.10 | 1749 | 844 | 1437 | 0.807 | 0.522
2?%%3280”“””3’ 835 | 1762 | 854 | 1272 | 838 | 0924 | 7.86 | 1.690 | 7.73 | 1.680 | 8.13 | 1.555 | 1.596 | 0.178
Motivating to visit | 7.58 | 1089 | 7.66 | 1018 | 7.06 | 1.233 | 7.76 | 1.428 | 7.53 | 1224 | 7.60 | L221 | 0511 | 0.728

e From the above table, it was observed that, out of total respondents,

according to

per capita income groups, respondents given highest and lowest satisfaction mean

score to parking facility(8.87) and sales person service (7.12) in the per capita
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income group of 9168-13000 and less than or equal to 9167 respectively for
organized retail outlets.

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and per capita income group of respondents in VVadodara city.

Table 5.2.87 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Per Capita Income Groups And
Across In The Ahmedabad City Of Gujarat.

Various Features Per Capita Income Groups Of Respondents
For Qrganized <=9167 9168-13000 13001-17800 17801-30000 >30000 Total F- p-
Retail Outlets Mean | S.d Mean | S.d Mean | S.d Mean | S.d Mean | Sd Mean | S.d | Value | Value
Price 855 | 0.888 | 9.00 | 0.717 | 883 | 0.791 | 890 | 0.841 | 8.89 | 0.887 | 8.84 | 0.831 | 1.383 | 0.242
Convenience 8.19 0.601 8.22 0.681 8.19 0.792 8.18 0.675 .8.17 0.697 8.19 0.683 | 0.035 0.998
Assortments 7.45 0.723 7.75 0.692 7.61 0.715 7.63 0.740 7.69 0.668 7.63 0.707 | 0.829 0.508

Transparency in 797 | 0983 | 803 | 0845 | 7.87 | 1056 | 7.95 | 0.783 | 7.97 | 0.845 | 7.96 | 0.889 | 0.131 | 0.971

billing

f:r'jiscgerson 745 | 1567 | 6.67 | 1.373 | 7.26 | 1.460 | 6.90 | 1.336 | 7.11 | 1.410 | 7.06 | 1.433 | 1.560 | 0.187
Advertisement 855 | 0.961 | 8.19 | 0.889 | 8.0 | 1193 | 8.48 | 0.784 | 8.3L | 0.951 | 8.33 | 0.957 | 1.289 | 0.276
Ambience 755 | 1150 | 7.22 | 1.267 | 7.10 | 1446 | 6.88 | 1181 | 6.94 | 1.068 | 7.12 | 1.232 | 1.603 | 0.176

Parking Facility 8.06 | 0929 | 811 | 0785 | 7.94 | 1.031 | 850 | 0.877 | 814 | 0.798 | 8.17 | 0.894 | 2.107 | 0.082

z‘:%‘t;)iggo”””'ty 752 | 1363 | 7.25 | 1156 | 7.61 | 1430 | 720 | 1.203 | 7.33 | 1195 | 7.37 | 1.260 | 0.659 | 0.622

Motivating to visit | 7.61 1.476 | 8.00 1.171 | 8.19 1.302 | 8.25 1.276 | 7.83 1.483 | 7.99 1.347 | 1.287 | 0.277

e From the above table, it was observed that, out of total respondents, according to
per capita income groups, respondents given highest and lowest satisfaction mean
score to price and ambience in the per capita income group of 9168-13000 (9.00)
and 17801- 30000 (6.88) respectively for organized retail outlets.

e As per statistical results observed that, there was no significant difference between
respondents given satisfaction mean score for various features of organized retail

outlets and per capita income group of respondents in Ahmedabad city.

Table 5.2.88 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Per Capita Income Groups And
Across In The Surat City Of Gujarat.

Vataus il Per Capita Income Groups Of Respondents

For Organized <=9167 9168-13000 13001-17800 17801-30000 >30000 Total E- p-

Retail Outlets Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Value | Value
Price 8.19 1.559 8.71 1.013 8.61 1.061 8.59 0.927 8.60 0.976 8.58 1.061 | 0.670 0.614
Convenience 8.06 0.854 7.86 0.848 7.98 0.876 8.14 0.585 8.00 0.686 8.01 0.765 | 0.561 0.692
Assortments 7.75 0.683 8.00 1.247 7.95 0.939 8.19 1.076 7.80 1.052 7.96 1.033 0.837 0.504

Transparency in 750 | 1549 | 814 | 0970 | 820 | 1.001 | 832 | 0.747 | 826 | 0.852 | 816 | 1.021 | 2.067 | 0.088

billing

S:r'siscgem“ 725 | 1.983 | 770 | 1462 | 7.75 | 1.400 | 776 | 1.065 | 7.63 | 1.141 | 7.72 | 1.351 | 0580 | 0.677
Advertisement 656 | 2421 | 7.68 | 1.278 | 7.55 | 1247 | 7.62 | 0.794 | 7.60 | 0.73L | 751 | 1.269 | 2.612 | 0.038
Ambience 781 | 1109 | 743 | 1.643 | 7.77 | 1.097 | 7.84 | 1.280 | 851 | 1355 | 7.69 | 1.298 | 0519 | 0.722

Parking Facility 7.81 1.559 8.54 0.922 8.32 0.934 | 8.62 0.681 7.63 0.612 8.42 0.921 | 2.622 | 0.037

2?%%3280”“””3’ 763 | 1.088 | 754 | 1232 | 752 | 0927 | 7.76 | 1.038 | 7.00 | 1.060 | 7.61 | 1.046 | 0.292 | 0.883

Motivating to visit | 7.31 1.580 | 7.50 1.456 | 7.28 1.587 7.59 1.322 7.86 1.515 | 7.34 1.487 | 0.830 | 0.508

e From the above table, it was observed that, out of total respondents, according to
per capita income groups, respondents given highest and lowest satisfaction mean

score to price (8.71)and good opportunity for buying (7.00) in the per capita
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income group of 9168-13000 and more than 30000 respectively for organized

retail outlets.

e Accept parking facility remaining in all other features for organized retail outlets

and per capita income group of respondent’s significant difference was found in

Surat city.

Table 5.2.89 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized Retail
Outlets Regarding Various Features Within The Income Groups And Across In The
Rajkot City Of Gujarat.

Various Features Per Capita Income Groups Of Respondents

For Organized <=0167 9168-13000 | 13001-17800 | 17801-30000 >30000 Total = P

Retail Outlets Mean | S.d | Mean | Sd | Mean | Sd | Mean | S.d | Mean | Sd | Mean | Sd | Value | Value
Price 877 | 0.920 | 9.00 | 0.849 | 9.09 | 0.426 | 9.12 | 0.600 | 9.28 | 0.523 | 9.05 | 0.713 | 2.185 | 0.074
Convenience 8.32 | 1.166 | 8.5 | 0.967 | 841 | 0.796 | 8.32 | 0.748 | 8.5 | 0.762 | 8.40 | 0.922 | 1.756 | 0.142
Assortments 7.68 | 1137 | 7.81 | 1.132 | 7.86 | 0.94L | 7.96 | 0.790 | 7.88 | 0.751 | 7.83 | 0.955 | 0.335 | 0.854
girfl‘i’:fgpare”cy n 765 | 1.854 | 835 | 1522 | 7.82 | 1708 | 800 | 1414 | 828 | 1.170 | 802 | 1.547 | 1.069 | 0.374
f:r'\fiscgerson 739 | 1520 | 723 | 1394 | 759 | 1563 | 7.04 | 1541 | 725 | 1.481 | 7.29 | 1.486 | 0.444 | 0.777
Advertisement 7.81 | 1.740 | 7.88 | 1.395 | 7.59 | 2.039 | 7.80 | 1.354 | 8.19 | 1.030 | 7.87 | 1.513 | 0.560 | 0.692
Ambience 7.26 | 1437 | 7.62 | 1.203 | 7.91 | 1540 | 7.32 | 1.626 | 759 | L.241 | 7.52 | 1.404 | 0.868 | 0.485
Parking Facility 771 | 1.532 | 8.27 | 1.116 | 850 | 1.225 | 8.36 | 1.036 | 8.66 | 0.865 | 8.29 | 1.210 | 2.850 | 0.026
fof%%)?iﬁgmun'ty 723 | 1454 | 765 | 1204 | 777 | 1232 | 760 | 1155 | 7.97 | 0897 | 7.64 | 1.227 | 1.554 | 0.191
Motivating to visit | 7.16 | 1573 | 7.58 | 1474 | 755 | 1.438 | 7.64 | 1.381 | 8.03 | 1150 | 7.60 | 1416 | 1.523 | 0.199

e From the above table, it was observed that, out of total respondents,

according to

per capita income groups, respondents given highest satisfaction mean score to

price (9.28) and sales person service (7.04) in the per capita income group of

more than 30000 and 17801- 30000 respectively for organized retail outlets.

e Accept parking facility remaining in all other features for organized retail outlets

and per capita income group of respondent’s significant difference was found in

Rajkot city.

For Unorganized Retail Outlets,
Table 5.2.90 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Gender And Across In The

Selected Cities Of Gujarat.
Various Features For Gender Of Respondent
- ; Male Female Total =

Organized Retail Outlets Mean Sd Mean sd Mean Sd F- Value Vglue
Price 6.89 1.357 6.76 1.306 6.85 1.343 0.977 0.323
Convenience 6.99 1.101 6.74 1.083 6.92 1.101 5.522 0.019
Assortments 6.31 1.201 6.28 1.303 6.30 1.229 0.071 0.790
Transparency in billing 6.22 1.661 6.23 1.471 6.23 1.609 0.002 0.963
Sales person service 3.29 1.613 3.13 1.759 3.25 1.655 0.999 0.318
Advertisement 3.64 1.473 3.59 1.658 3.62 1.526 0.119 0.730
Ambience 5.65 1.353 5.70 1.371 5.67 1.357 0.164 0.685
Parking Facility 4.60 1.399 4.62 1.442 461 1.410 0.014 0.906
Good Opportunity for buying 6.77 1.294 6.49 1.139 6.69 1.258 5.303 0.022
Motivating to visit 6.89 1.254 6.65 1.203 6.82 1.243 4.133 0.043

e From the above table, it was observed that, out of total respondents, according to

gender, male and female respondents given highest and lowest satisfaction mean
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score to convenience (6.99) and price (6.76) and sales person service (3.29),
(3.13) respectively for unorganized retail outlets.

e Accept convenience, good opportunity for buying and motivation to visit
remaining in other features for unorganized retail outlets and gender of

respondents significant difference was found in selected cities of Gujarat.

Table 5.2.91 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Gender And Across In The
Vadodara City Of Gujarat.

Various Features For Gender Of Respondents
- . Male Female Total o

Organized Retail Outlets Mean Sd Mean S.d Mean S.d =T Veri)lue
Price 7.60 1.402 7.30 1.436 7.50 1.416 1.672 0.198
Convenience 7.36 1.419 7.00 1.197 7.24 1.357 2.626 0.107
Assortments 6.26 1.646 6.15 1.687 6.23 1.655 0.175 0.676
Transparency in billing 7.30 1.623 6.93 1.399 7.18 1.558 2.101 0.149
Sales person service 2.15 2.202 1.93 2.179 2.08 2.190 0.393 0.532
Advertisement 457 1.965 4.48 2.081 4,54 1.998 0.075 0.784
Ambience 5.30 1.162 5.30 0.998 5.37 1.108 0.272 0.603
Parking Facility 4.64 1.674 4.76 1.648 4.68 1.661 0.197 0.658
Good Opportunity for buying 6.62 1.664 6.39 1.352 6.54 1.568 0.774 0.380
Motivating to visit 6.78 1.628 6.56 1.488 6.71 1.582 0.740 0.391

e From the above table, it was observed that, out of total respondents, according to
gender, male and female respondents given highest and lowest satisfaction mean
score to price (7.60), (7.30) and sales person service (2.15), (1.93) respectively for
unorganized retail outlets.

e As per statistical results, it was observed that, there was no significant differences
between respondents given satisfaction mean score for various features of

unorganized retail outlets and gender of respondents in VVadodara city.

Table 5.2.92 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Gender And Across In The
Ahmedabad City Of Gujarat.

Various Features F Gender Of Respondents
Organized Retil Outlts Male Female Totl Fvale | 7

Mean sd Mean S.d Mean S.d Value
Price 6.49 1.183 6.70 1.031 6.54 1.144 0.714 0.400
Convenience 6.36 0.782 6.07 0.829 6.28 0.801 2571 0.112
Assortments 5.89 0.583 5.85 0.718 5.88 0.618 0.089 0.767
Transparency in billing 5.35 1.289 5.74 1.318 5.45 1.302 1.833 0.179
Sales person service 3.99 0.878 3.74 0.813 3.92 0.864 1.619 0.206
Advertisement 341 0.548 341 0.694 341 0.586 0.002 0.964
Ambience 5.19 1.522 5.70 1.540 5.32 1.536 2.278 0.134
Parking Facility 4,77 1.214 4,59 1.047 473 1.170 0.471 0.494
Good Opportunity for buying 6.31 1.078 6.48 1.122 6.35 1.087 0.511 0.476
Motivating to visit 6.75 1.015 6.59 0.971 6.71 1.001 0.468 0.495

e From the above table, it was observed that, out of total respondents, according to
gender, female and male respondents given highest and lowest satisfaction mean
score to price (6.70), motivation to visit (6.75) and advertisement (3.41),(3.41)

respectively for unorganized retail outlets.
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e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and gender of respondents in Ahmedabad city.

Table 5.2.93 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Gender And Across In The

Surat City Of Gujarat.
Various Features For Gender Of Respondents
- . Male Female Total o

Organized Retail Outlets Mean Sd Mean Sd Mean Sd VT Value
Price 5.88 0.783 5.86 0.723 5.88 0.766 0.023 0.881
Convenience 6.71 0.824 6.69 0.889 6.71 0.838 0.008 0.930
Assortments 6.28 1.014 6.44 0.998 6.32 1.009 0.694 0.406
Transparency in billing 5.00 1.155 5.06 1.040 5.01 1.123 0.065 0.799
Sales person service 3.62 0.930 3.61 0.871 3.62 0.912 0.003 0.954
Advertisement 2.98 1.146 2.50 1.108 2.86 1.152 4.770 0.031
Ambience 6.11 0.928 6.19 1.009 6.13 0.947 0.227 0.634
Parking Facility 4.85 0.833 4.72 0.615 4.82 0.783 0.759 0.385
Good Opportunity for buying 6.78 0.671 6.53 0.696 6.71 0.684 3.604 0.060
Motivating to visit 6.70 1.074 6.81 1.009 6.73 1.055 0.271 0.604

e From the above table, it was observed that, out of total respondents, according to

gender, female and male respondents given highest and lowest satisfaction mean

score to motivation to visit (6.81), good opportunity for buying (6.78) and

advertisement (2.50), (2.98) respectively for unorganized retail outlets.

e Accept advertisements remaining in other features for unorganized retail outlets

and gender of respondents’ significant difference was found in Surat city.

Table 5.2.94 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Gender And Across In The

Rajkot City Of Gujarat.
Various Features For Gender Of Respondents
- . Male Female Total 5

Organized Retail Outlets Mean Sd Mean sd Mean Sd F- Value Vglue
Price 7.44 1.148 6.91 1.292 7.31 1.204 5.143 0.025
Convenience 7.33 .848 6.91 1.067 7.23 0.923 5.545 0.020
Assortments 6.69 1.034 6.63 1.165 6.67 1.065 0.076 0.783
Transparency in billing 6.94 1.159 6.74 1.197 6.89 1.167 0.751 0.388
Sales person service 3.67 1.155 4.03 1.175 3.76 1.166 2.537 0.114
Advertisement 3.45 1.087 3.46 1.120 3.45 1.091 0.001 0.977
Ambience 5.91 1.568 5.97 1.790 5.93 1.621 0.035 0.852
Parking Facility 4.19 1572 4.31 1.906 4.22 1.657 0.155 0.695
Good Opportunity for buying 7.26 1.312 6.63 1.190 7.10 1.308 6.412 0.012
Motivating to visit 7.31 1.015 6.69 1.078 7.15 1.063 9.668 0.002

e From the above table, it was observed that, out of total respondents, according to

gender, male and female respondents given highest and lowest satisfaction mean

score to good opportunity for buying (7.44), price (6.91) and advertisement (2.98),

(2.86) respectively for unorganized retail outlets. In another female respondents

given highest satisfaction mean score to convenience (6.91) for unorganized retail

outlets
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e Accept price, convenience, good opportunity for buying and motivation to visit

remaining in other features for unorganized retail outlets and gender of

respondents’ significant difference was found in Rajkot city.

Table 5.2.95 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Age And Across In The Selected Cities Of

Gujarat.

Various Features Age Of Respondents

For Organized <33 33-35 36-40 41-45 >45 Total = p-

Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Value | Value
Price 697 | 1.361 | 692 | 1.278 | 6.85 | 1.478 | 656 | 1.380 | 6.88 | 1.132 | 6.85 | 1.343 | 1.439 | 0.220
Convenience 691 | 1.112 | 7.05 | 0984 | 6.83 | 1.220 | 6.91 | 0.960 | 692 | 1.190 | 6.92 | 1.101 | 0.543 | 0.704
Assortments 6.36 | 1.301 | 6.35 | 1.322 | 6.41 | 1.290 | 6.20 | 1.087 | 6.09 | 1.013 | 6.30 | 1.229 | 1.128 | 0.342
girfl‘i’:fgpare”cy n 625 | 1.518 | 631 | 1.701 | 6.20 | 1720 | 6.02 | 1.577 | 633 | 1.575 | 6.23 | 1.609 | 0507 | 0.731
f:r'siscgerson 332 | 1.661 | 348 | 1507 | 310 | 1.907 | 331 | 1441 | 295 | 1.541 | 325 | 1.655 | 1.502 | 0.200
Advertisement 3.68 | 1.642 | 3.62 | 1.392 | 358 | 1547 | 3.41 | 1.386 | 3.79 | 1573 | 3.62 | 1526 | 0.739 | 0.566
Ambience 579 | 1.349 | 572 | 1.274 | 561 | 1496 | 574 | 1.280 | 5.37 | 1.338 | 567 | 1.357 | 1.485 | 0.205
Parking Facility 485 | 1424 | 470 | 1487 | 4.84 | 1564 | 4.46 | 1274 | 4.44 | 1173 | 461 | 1.410 | 1.520 | 0.195
z‘:%‘t;)iggo”””'ty 6.87 | 1202 | 6.84 | 1279 | 6.65 | 1.373 | 644 | 1.158 | 650 | 1.225 | 6.69 | 1.258 | 2.628 | 0.034
Motivating to visit | 6.99 | 1.273 | 6.93 | 1.243 | 6.77 | 1.348 | 651 | 1.180 | 6.79 | 1.053 | 6.82 | 1.243 | 2.444 | 0.046

e From the above table, it was observed that, out of total respondents, according to

age, respondents given highest and lowest satisfaction mean score to motivation to

visit and sales person service in the age groups of less than or equal to 33 years

(6.99) and more than 45 years (2.95) respectively for unorganized retail outlets.

e Accept good opportunity for buying and motivation to visit remaining in all other

features for unorganized retail outlets and age of respondents’ significant

difference was found in selected cities of Gujarat.

Table 5.2.96 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Age And Across In The
Vadodara City Of Gujarat.

Various Features

Age Of Respondents

For Organized <33 33-35 36-40 41-45 >45 Total = p-

Retail Outlets Mean | S.d Mean | Sd Mean | S.d Mean | Sd Mean | S.d Mean | S.d | Value | Value
Price 747 | 1502 | 7.73 | 1.116 | 7.41 | 1.739 | 7.30 | 1.636 | 7.60 | 0.946 | 750 | 1.416 | 0.368 | 0.831
Convenience 716 | 2.233 | 7.66 | 1.129 | 6.92 | 1.689 | 7.09 | 1,276 | 7.49 | 1.269 | 7.24 | 1.357 | 1.536 | 0.194
Assortments 630 | 1.780 | 612 | 2123 | 643 | 1708 | 6.04 | 1.364 | 611 | 1.231 | 623 | 1.655 | 0.300 | 0.877
mﬂfgamncy n 707 | 1564 | 727 | 1909 | 7.16 | 1708 | 696 | 1.522 | 7.40 | 1117 | 7.18 | 1.558 | 0.363 | 0.835
S:r'siscgem“ 193 | 1.981 | 262 | 2547 | 1.95 | 2666 | 213 | 1.817 | 1.97 | 1.855 | 2.08 | 2.190 | 0.492 | 0.742
Advertisement 472 | 2.218 | 4.85 | 1617 | 4.24 | 2.241 | 4.48 | 1.780 | 4.46 | 1.884 | 454 | 1.998 | 0.459 | 0.766
Ambience 535 | 1.193 | 537 | 0.778 | 519 | 1.391 | 5.36 | 1.096 | 536 | 0.919 | 537 | 1.108 | 0.103 | 0.981
Parking Facility 491 | 2.716 | 458 | 1677 | 508 | 1.833 | 4.22 | 1.731 | 4.40 | 1.265 | 468 | 1.661 | 1.334 | 0.259
%:%‘tgggm“”'ty 667 | 1426 | 681 | 1.674 | 659 | 1.936 | 622 | 1.506 | 634 | 1.259 | 654 | 1.568 | 0.656 | 0.624
Motivating to visit | 6.67 | 1.672 | 6.96 | 1.661 | 6.73 | 1.880 | 6.30 | 1.550 | 6.80 | 1.023 | 6.71 | 1.582 | 0.571 | 0.684

e From the above table, it was observed that, out of total respondents, according to

age, respondents given highest and lowest satisfaction mean score to price and

sales service person in the age groups of 33-35 years (7.73) and less than or equal

to 33 years (1.93) respectively for unorganized retail outlets.
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e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and age of respondents in VVadodara city.

Table 5.2.97 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Age And Across In The
Ahmedabad City Of Gujarat.

Various Age Of Respondents
Features For <33 33-35 36-40 41-45 >45 Total -
Organized Val Vpl_

Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean Sd alue alue
Price 680 | 1.118 | 6.40 | 1.242 | 6.60 | 1.080 | 6.12 | 1.269 | 692 | 0.760 | 654 | 1.144 | 1.642 | 0.170
Convenience 5.40 | 0.816 | 6.20 | 0.862 | 6.20 | 0.816 | 6.46 | 0.588 | 6.00 | 1.000 | 6.28 | 0.80L | 0.932 | 0.449
Assortments 584 | 0.624 | 587 | 0516 | 588 | 0.78L | 588 | 0.448 | 6.00 | 0.707 | 588 | 0.618 | 0.145 | 0.965
mﬂfgafency n 538 | 1.308 | 573 | 1.335 | 536 | 1.350 | 542 | 1.018 | 560 | 1.702 | 545 | 1.302 | 0.421 | 0.793
f:r'\ffcgerson 376 | 0831 | 393 | 0961 | 392 | 0862 | 421 | 0932 | 369 | 0630 | 392 | 0.864 | 1.114 | 0.354
Advertisement 3.36 | 0.700 | 347 | 0516 | 352 | 0510 | 3.08 | 0.504 | 3.85 | 0.376 | 341 | 0.586 | 4514 | 0.002
Ambience 532 | 1.600 | 567 | 1447 | 516 | 1625 | 542 | 1176 | 508 | 2.019 | 532 | 1.536 | 0.355 | 0.840
Parking Facility 444 | 1121 | 493 | 1.100 | 4.88 | 1.333 | 4.96 | 1.233 | 431 | 0.751 | 473 | 1.170 | 1.264 | 0.289
fGO‘r’%‘t)?iESO””””V 636 | 1150 | 6.47 | 0990 | 644 | 1158 | 625 | 0.794 | 623 | 1481 | 635 | 1.087 | 0.171 | 0.953
Motivating to visit | 6.96 | 1.207 | 6.73 | 1.033 | 6.72 | 0.843 | 6.33 | 0.816 | 6.85 | 1.068 | 6.71 | L.00L1 | 1.319 | 0.269

e From the above table, it was observed that, out of total respondents,

according to

age, respondents given highest and lowest satisfaction mean score to motivation to

visit and advertisement in the age groups of less than or equal to 33 years (6.96)

and 41-45 years (3.08) respectively for unorganized retail outlets.

e Accept advertisement remaining in all other features for unorganized retail outlets

and age of respondents’ significant difference was found in Ahmedabad city.

Table 5.2.98 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Age And Across In The Surat City Of

Gujarat.
Various Age Of Respondents

Features For <33 33.35 36-40 41-45 >45 Total = .

Organized p
Retail Outlets Mean Sd Mean Sd Mean Sd Mean S.d Mean S.d Mean Sd Value | Value
Price 593 | 0.846 | 586 | 0.639 | 568 | 0.748 | 596 | 0.878 | 594 | 0.639 | 588 | 0.766 | 0562 | 0.690
Convenience 657 | 0.098 | 6.69 | 0.761 | 6.76 | 0.663 | 6.96 | 0.825 | 6.67 | 0.767 | 6.7 | 0.838 | 0.846 | 0.498
Assortments 618 | 0.947 | 641 | 1.053 | 652 | 1.046 | 6.35 | 1.071 | 622 | 1.003 | 632 | 1.009 | 0554 | 0.697
gﬁ?ﬂfgamncy n 534 | 1.055 | 500 | 1.165 | 4.84 | 1143 | 483 | 1114 | 472 | 1127 | 501 | 1123 | 1.574 | 0.185
f‘:r'\fiscsers"” 382 | 0870 | 372 | 0922 | 336 | 0.860 | 3.39 | 0.941 | 361 | 0.979 | 362 | 0.912 | 1505 | 0.204
Advertisement 2.86 | 1.173 | 2.86 | 1.093 | 3.08 | 1115 | 2.61 | 1.234 | 2.83 | 1.200 | 2.86 | 1.152 | 0.496 | 0.738
Ambience 6.05 | 0.888 | 6.21 | 0.978 | 6.24 | 1052 | 6.3 | L.014 | 6.06 | 0.873 | 6.3 | 0.947 | 0.242 | 0.914
Parking Facility 277 | 0.859 | 490 | 0.724 | 496 | 0.841 | 465 | 0.714 | 4.83 | 0.707 | 482 | 0.783 | 0.568 | 0.686
g‘;"b‘tgggm””'w 684 | 0713 | 672 | 0702 | 664 | 0569 | 661 | 0722 | 661 | 0698 | 671 | 0.684 | 0686 | 0.603
\')’ils"ii'va“”g to 682 | 0971 | 676 | 1.123 | 648 | 1159 | 665 | 1.071 | 6.89 | 1.023 | 6.73 | 1.055 | 0.559 | 0.693

e From the above table, it was observed that, out of total respondents,

according to

age, respondents given highest and lowest satisfaction mean score to motivation to

visit and sales person service in the age groups of more than 45 years (6.89) and

41-45 years (2.61) respectively for unorganized retail outlets.
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e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and age of respondents in Surat city.

Table 5.2.99 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Age And Across In The Rajkot

City Of Gujarat.
Various Age Of Respondents
Features For <33 33-35 36-40 41-45 >45 Total F
Organized - p-

A ean o ean o ean o ean o ean 5 ean 5 alue alue
Retail Outlets | M sd | M sd | M sd | ™ sd | ™ sd | m sd | Value | val
Price 760 | 1.136 | 748 | 1.092 | 7.46 | 1215 | 7.00 | 1173 | 645 | 1.191 | 7.3L | 1.204 | 4.077 | 0.004
Convenience 729 | 1.058 | 7.9 | 0643 | 7.42 | 0.830 | 7.24 | 903 | 6.75 | 1.020 | 7.23 | 0.923 | 1.709 | 0.152
Assortments 6.87 | 0198 | 671 | 0.783 | 6.83 | 1049 | 6.66 | 1222 | 6.00 | 0.795 | 6.67 | 1.065 | 2.638 | 0.037
gmsgarency n 680 | 1.172 | 7.00 | 1.183 | 7.00 | 1103 | 7.24 | 1251 | 630 | 1.031 | 689 | 1.167 | 1.813 | 0.130
f:r'siscgem” 393 | 1514 | 374 | 0999 | 3.75 | 1152 | 353 | 943 | 360 | 598 | 3.76 | 1.166 | 503 | 0.733
Advertisement 3.64 | 1.209 | 3.39 | 1.054 | 3.13 | 0.000 | 3.53 | .874 | 3.45 | 1.234 | 345 | 1.091 | .936 | 0.445
Ambience 522 | 1.536 | 568 | 1.620 | 6.08 | 1613 | 629 | 1.649 | 515 | 1.631 | 593 | 1.621 | 2.04L | 0.092
Parking Facility 411 | 1.613 | 452 | 1.964 | 438 | 1.884 | 3.82 | .883 | 4.15 | 1496 | 422 | 1.657 | 594 | 0.668
%:%igggortumty 738 | 1230 | 7.16 | 1416 | 696 | 1122 | 6.76 | 1.480 | 6.85 | 1.348 | 7.10 | 1.308 | 1.059 | 0.380
Motivating to visit | 7.49 | 0.991 | 7.16 | 1.036 | 7.17 | 0.868 | 6.82 | 1.185 | 6.65 | 1182 | 7.15 | 1.063 | 2.790 | 0.029

e From the above table, it was observed that, out of total respondents, according to

age, respondents given highest and lowest satisfaction mean score to price and

advertisement in the age groups of less than or equal to 33 years (7.60) and 36-40

years (3.13) respectively for unorganized retail outlets.

e Accept price and motivation to visit remaining in all other features for

unorganized retail outlets and age of respondents’ significant difference was found

in Rajkot city.

Table 5.2.100 Comparisons of Satisfaction Mean Score Given by Respondents for Unorganized
Retail Outlets Regarding Various Features Within the Marital status and Across in
the Selected Cities of Gujarat.
i Marital Status Of Respondents

Onganized Reail Outlt ez Sneiiad Totl Fovae | P
Mean Sd Mean Sd Mean S.d Value
Price 6.83 1.344 7.29 1.272 6.85 1.343 3.055 0.081
Convenience 6.92 1.111 7.00 0.903 6.92 1.101 0.153 0.696
Assortments 6.30 1.233 6.29 1.182 6.30 1.229 0.003 0.954
Transparency in billing 6.19 1.616 6.86 1.353 6.23 1.609 4.586 0.033
Sales person service 3.32 1.608 1.96 1.990 3.25 1.655 18.249 0.000
Advertisement 3.54 1.417 5.18 2.420 3.62 1.526 32.529 0.000
Ambience 5.66 1.370 5.75 1.110 5.67 1.357 0.113 0.737
Parking Facility 4.62 1.407 4.39 1474 4.61 1.410 0.681 0.410
Good Opportunity for buying 6.69 1.241 6.71 1.560 6.69 1.258 0.009 0.923
Motivating to visit 6.83 1.230 6.71 1.487 6.82 1.243 0.233 0.630

e From the above table, it was observed that, out of total respondents, according to

marital status, married and unmarried respondents given highest and lowest

satisfaction mean score to convenience (6.92), price (7.29) and sales person

service (3.32), (1.96) respectively for unorganized retail outlets.
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e Accept transparency in billing, sales person service and advertisements remaining

in other features for unorganized retail outlets and marital status of respondents’

significant difference was found in selected cities of Gujarat.

Table 5.2.101 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Marital Status And Across
In The Vadodara City Of Gujarat.

Marital Status Of Respondents

Various Features For

Married

Unmarried Total

Organized Retail Outlets Mean S.d Mean S.d Mean S.d - el Vglue
Price 7.53 1.414 7.25 1.446 7.50 1.416 0.708 0.401
Convenience 7.27 1.400 7.05 0.999 7.24 1.357 0.463 0.497
Assortments 6.20 1.704 6.40 1.273 6.23 1.655 0.252 0.617
Transparency in billing 7.19 1.583 7.05 1.395 7.18 1.558 0.150 0.699
Sales person service 2.19 2.226 1.25 1.743 2.08 2.190 3.311 0.071
Advertisement 4.37 1.865 5.80 2.484 4.54 1.998 9.490 0.002
Ambience 5.30 1.107 5.75 1.020 5.37 1.108 4.393 0.038
Parking Facility 4.67 1.681 4.75 1.552 4.68 1.661 0.044 0.834
bﬁj’;‘ifppmm”'ty for 6.53 1582 | 660 1501 | 654 | 1568 0.030 0.862
Motivating to visit 6.73 1.579 6.55 1.638 6.71 1.582 0.224 0.637

e From the above table, it was observed that, out of total respondents, according to

marital status, married and unmarried respondents given highest and lowest

satisfaction mean score to price (7.53), (7.25) and sales person service (2.19),

(1.25) respectively for unorganized retail outlets.

e Accept advertisements and ambience remaining in other features for unorganized

retail outlets and marital status of respondents’ significant difference was found in

Vadodara city.

Table 5.2. 102 Comparisons Of Satisfaction Mean Score Given By Respondents For

Unorganized Retail Outlets Regarding Various Features Within The Marital Status

And Across In The Ahmedabad of Gujarat.

. . Marital Status Of Respondents
Various FReatu_ll'eé Fcl)r Organized Married Unmarried Total p-
etail Outlets Mean | Sd Mean Sd Mean Sd A Value
Price 6.53 1.141 8.00 - 6.54 1.144 1.646 0.202
Convenience 6.28 | 0.801 7.00 - 6.28 0.801 .805 0.372
Assortments 5.87 | 0.611 7.00 - 5.88 0.618 3.380 0.069
Transparency in billing 5.47 | 1.300 4.00 - 5.45 1.302 1.257 0.265
Sales person service 3.92 | 0.868 4.00 - 3.92 0.864 .008 0.928
Advertisement 3.42 | 0.588 3.00 - 3.41 0.586 496 0.483
Ambience 5.31 1.535 7.00 - 5.32 1.536 1.205 0.275
Parking Facility 4.75 1.144 2.00 - 4,73 1.170 5.735 0.018
Good Opportunity for buying 6.34 | 1.080 8.00 - 6.35 1.087 2.351 0.128
Motivating to visit 6.69 | 0.997 8.00 - 6.71 1.001 1.700 0.195

e From the above table, it was observed that, out of total respondents, according to

marital status, unmarried and married respondents given highest and lowest

satisfaction mean score to price (8.00), motivation to visit (6.69) and

advertisement (3.42), parking facility (2.00) respectively for unorganized retail

outlets.
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¢ In another highest satisfaction mean score was good opportunity for buying (8.00)
and motivation to visit (8.00).

e Accept parking facility remaining in all other features for unorganized retail
outlets and marital status of respondents’ significant difference was found in

Ahmedabad city.

Table 5.2.103 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Marital Status And Across
In The Surat City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of marital status of respondents table has not been included for the analysis

purpose in Surat city.

Table 5.2.104 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Marital Status And Across
In The Rajkot City Of Gujarat.

. Marital Status Of Respondents
Various Featu_lres Fcl>r Married Unmarried Total p-

Organized Retail Outlets Mean Sd Mean Sd Mean Sd F- Value Value
Price 7.31 1.225 7.29 0.756 7.31 1.204 0.002 0.963
Convenience 7.25 0.932 6.86 0.690 7.23 0.923 1.180 0.279
Assortments 6.72 1.058 5.86 0.900 6.67 1.065 4.423 0.037
Transparency in billing 6.90 1.187 6.71 0.756 6.89 1.167 0.167 0.683
Sales person service 3.76 1.153 3.71 1.496 3.76 1.166 0.011 0.917
Advertisement 3.44 1.071 3.71 1.496 3.45 1.091 0.423 0.517
Ambience 5.95 1.634 5.57 1.397 5.93 1.621 0.353 0.553
Parking Facility 4.25 1.694 3.71 0.488 4.22 1.657 0.683 0.410
Good Opportunity for buying 7.12 1.280 6.86 1.864 7.10 1.308 0.258 0.613
Motivating to visit 7.16 1.070 7.00 1.000 7.15 1.063 0.152 0.697

e From the above table, it was observed that, out of total respondents, according to
marital status, married and unmarried respondents given highest and lowest
satisfaction mean score to price (7.31), (7.29) and advertisement (3.44), (3.71)
respectively for unorganized retail outlets.

e Accept assortments remaining in all other features for unorganized retail outlets

and marital status of respondents’ significant difference was found in Rajkot city.

Table 5.2.105 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Type And Across In
The Selected Cities of Gujarat.

. Family Type Of Respondents
O\I'{]ai;r:?;: d 'Iz?e;tt;:lre&icl)gts Nuclear Joint Total E- Value p-

Mean Sd Mean Sd Mean Sd Value
Price 6.98 1.363 6.74 1.316 6.85 1.343 4.559 0.033
Convenience 6.97 1.046 6.88 1.148 6.92 1.101 0.914 0.339
Assortments 6.47 1.273 6.14 1.169 6.30 1.229 9.991 0.002
Transparency in billing 6.44 1.593 6.03 1.601 6.23 1.609 8.974 0.003
Sales person service 3.30 1.704 3.20 1.613 3.25 1.655 0.487 0.486
Advertisement 3.69 1.522 3.56 1.529 3.62 1.526 1.083 0.299
Ambience 5.81 1.373 5.54 1.332 5.67 1.357 5.598 0.018
Parking Facility 4,76 1.499 4.47 1.314 4,61 1.410 5.486 0.020
Good Opportunity for buying 6.79 1.259 6.61 1.252 6.69 1.258 2.837 0.093
Motivating to visit 6.86 1.239 6.79 1.248 6.82 1.243 0.450 0.503
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e From the above table, it was observed that, out of total respondents, according to
family type, respondents were from nuclear and joint family, they given highest
and lowest satisfaction mean score to price (6.98), convenience (6.88) and sales
person service (3.30),(3.20) respectively for unorganized retail outlets.

e Accept price, assortments, transparency in billing, ambience and parking facility
remaining in other features for unorganized retail outlets and family type of
respondents’ significant difference was found in selected cities of Gujarat.

Table 5.2.106 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Type and Across In
The Vadodara City of Gujarat.

. Family Type Of Respondents
O\r/gzjarr:(i);:d 'I:?e;g:{eélft?gts Nuclear Joint Total F- Value P

Mean S.d Mean Sd Mean Sd Value
Price 7.70 1.295 7.32 1.506 7.50 1.416 2.960 0.087
Convenience 7.30 1.136 7.19 1.539 7.24 1.357 0.296 0.587
Assortments 6.38 1.580 6.08 1.720 6.23 1.655 1.324 0.252
Transparency in billing 7.39 1.445 6.98 1.640 7.18 1.558 2.952 0.088
Sales person service 2.01 2.127 2.14 2.258 2.08 2.190 0.140 0.709
Advertisement 4.90 1.851 421 2.082 4.54 1.998 4.958 0.027
Ambience 5.35 1.000 5.19 1.200 5.37 1.108 0.920 0.339
Parking Facility 4.78 1.630 4.58 1.693 4.68 1.661 0.643 0.424
Good Opportunity for buying 6.78 1.550 6.32 1.560 6.54 1.568 3.695 0.056
Motivating to visit 6.90 1.549 6.53 1.601 6.71 1.582 2.249 0.136

e From the above table, it was observed that, out of total respondents, according to
family type, respondents were from nuclear and joint family, they given highest
and lowest satisfaction mean score to price (7.70), (7.32) and sales person service
(2.01), (2.14) respectively for unorganized retail outlets.

e Accept advertisements remaining in all other features for unorganized retail
outlets and family type of respondents’ significant difference was found in

Vadodara city.

Table 5.2.107 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Type And Across In
The Ahmedabad City of Gujarat.

. Family Type Of Respondents

Mean S.d Mean S.d Mean S.d Value
Price 6.41 1172 6.70 1.102 6.54 1.144 1.668 0.199
Convenience 6.27 0.804 6.30 0.805 6.28 0.801 0.025 0.875
Assortments 5.87 0.721 5.89 0.477 5.88 0.618 0.029 0.866
Transparency in billing 5.67 1.248 5.19 1.329 5.45 1.302 3.549 0.062
Sales person service 3.98 0.913 3.85 0.807 3.92 0.864 0.578 0.449
Advertisement 3.36 0.589 3.47 0.584 3.41 0.586 0.803 0.372
Ambience 5.60 1.409 5.00 1.629 5.32 1.536 3.981 0.049
Parking Facility 4.93 1.200 4.49 1.101 4.73 1.170 3.642 0.059
Good Opportunity for buying 6.49 1.120 6.19 1.035 6.35 1.087 1.942 0.167
Motivating to visit 6.60 0.915 6.83 1.090 6.71 1.001 1.340 0.250

e From the above table, it was observed that, out of total respondents, according to

family type, respondents were from joint and nuclear family, they given highest
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and lowest satisfaction mean score to motivation to visit (6.83), (6.60) and

advertisements (3.47), (3.36) respectively for unorganized retail outlets.

e Accept ambience remaining in all other features for unorganized retail outlets and

family type of respondents’ significant difference was found in Ahmedabad city.

Table 5.2.108 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Type And Across In
The Surat City Of Gujarat.

Family Type Of Respondents

Vari(_)us Featqres kol Nuclear Joint Total o

Organized Retail Outlets Mean S.d Mean Sd Mean Sd VT Veri)lue
Price 5.90 742 5.86 787 5.88 0.766 0.060 0.807
Convenience 6.67 .825 6.73 .852 6.71 0.838 0.150 0.699
Assortments 6.48 1.096 6.21 932 6.32 1.009 2.500 0.116
Transparency in billing 5.14 1.115 4.93 1.127 5.01 1.123 1.207 0.274
Sales person service 3.79 .874 3.49 .924 3.62 0.912 3.711 0.056
Advertisement 2.74 1.052 2.94 1.218 2.86 1.152 0.987 0.322
Ambience 6.17 .994 6.10 917 6.13 0.947 0.203 0.653
Parking Facility 5.00 .816 4.69 .736 4.82 0.783 5.427 0.021
Good Opportunity for buying 6.74 .739 6.69 .645 6.71 0.684 0.180 0.672
Motivating to visit 6.67 1.098 6.77 1.028 6.73 1.055 0.261 0.610

e From the above table, it was observed that, out of total respondents, according to

family type, respondents were from joint and nuclear family, they given highest

and lowest satisfaction mean score to motivation to visit (6.77), good opportunity

for buying (6.74) and advertisements (2.94), (2.74) respectively for unorganized

retail outlets.

e Accept parking facility remaining in all other features for unorganized retail

outlets and family type of respondents’ significant difference was found in Surat

city.

Table 5.2.109 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Type And Across In
The Rajkot City Of Gujarat.

Various Features For

Family Type Of Respondents

- - Nuclear Joint Total -

Organized Retail Outlets Mean sd Mean X Mean X F- Value Vglue
Price 7.60 1171 7.05 1.181 7.31 1.204 7.413 0.007
Convenience 7.43 0.893 7.05 0.920 7.23 0.923 5.794 0.017
Assortments 7.11 1.094 6.30 0.887 6.67 1.065 23.105 0.000
Transparency in billing 7.13 1.238 6.69 1.072 6.89 1.167 4.923 0.028
Sales person service 3.86 1.306 3.68 1.035 3.76 1.166 0.822 0.366
Advertisement 3.35 0.970 3.54 1.184 3.45 1.091 1.047 0.308
Ambience 6.24 1.793 5.66 1.417 5.93 1.621 4.404 0.038
Parking Facility 4.35 1.936 411 1.381 4.22 1.657 0.719 0.398
Good Opportunity for buying 7.10 1.304 7.11 1.320 7.10 1.308 0.003 0.954
Motivating to visit 7.22 1.099 7.09 1.036 7.15 1.063 0.488 0.486

e From the above table, it was observed that, out of total respondents, according to

family type, respondents were from nuclear and joint family, they given highest

and lowest satisfaction mean score to price (7.60), good opportunity for buying

(7.11) and advertisements (3.35), (3.54) respectively for unorganized retail outlets.
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e Accept price, convenience, assortments, transparency in billing and ambience

remaining in other features for unorganized retail outlets and family type of

respondents’ significant difference was found in Rajkot city of Gujarat.

Table 5.2.110 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family size And Across In
The Selected Cities Of Gujarat.

Family Size Of Respondents

Various Features For <5 56 >6 Total F -

USROS Mean S.d Mean S.d Mean Sd Mean S.d Value Value
Price 7.02 1.377 6.71 1.242 6.72 1.667 6.85 1.343 3.729 0.025
Convenience 7.00 | 10.70 6.86 1.025 | 6.81 1.687 6.92 1.101 1.364 0.257
Assortments 6.46 1.305 6.15 1.074 | 6.28 1.579 6.30 1.229 4.008 0.019
Transparency in billing 6.50 1.579 5.90 1.556 6.64 1.775 6.23 1.609 10.470 0.000
Sales person service 3.30 | 1.723 3.22 1516 | 3.00 2.098 3.25 1.655 0.576 0.563
Advertisement 3.66 | 1.526 3.56 1440 | 3.78 2.058 3.62 1.526 0.459 0.632
Ambience 5.85 1.321 5.50 1.302 5.56 1.812 5.67 1.357 4.243 0.015
Parking Facility 4.78 1.528 4.45 1.216 | 4.56 1.715 4.61 1.410 3.454 0.032
bGlj’;‘:];)ppOrt“”'ty for 685 | 1277 | 658 | 1114 | 642 | 1857 | 669 | 1258 | 3.877 | 0021
Motivating to visit 6.94 1.234 6.77 1.139 6.36 1.807 6.82 1.243 3.912 0.021

e From the above table, it was observed that, out of total respondents, according to

family size, respondents have less than 5 members and more than 6 members in

family; they given highest and lowest satisfaction mean score to price (7.02) and

sales person service (3.00) for respectively unorganized retail outlets.

e Accept price, assortments, transparency in billing, ambience, parking facility,

good opportunity for buying and motivation to visit remaining in other features for

unorganized retail outlets and family size of respondents’ significant difference

was found in selected cities of Gujarat.

Table 5.2.111 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Size And Across In
The Vadodara City Of Gujarat.

Family Size Of Respondents

Various Features For =5 56 =6 Total . -

Organized Retail Outlets Mean S.d Mean S.d Mean Sd Mean Sd Value Value
Price 7.67 1.325 7.46 1.267 | 6.62 2.293 7.50 1.416 3.241 0.042
Convenience 7.34 | 1.168 7.19 1.287 | 6.92 2.494 7.24 1.357 0.630 0.534
Assortments 6.34 | 1.612 6.10 1564 | 6.15 2.375 6.23 1.655 0.404 0.668
Transparency in billing 7.40 | 1.456 6.94 1.454 | 7.00 2.449 7.18 1.558 1.742 0.178
Sales person service 218 | 2.212 1.99 1996 | 1.92 3.068 2.08 2.190 0.186 0.830
Advertisement 4.71 1.876 4.30 1.904 | 4.77 3.059 4.54 1.998 0.851 0.429
Ambience 5.39 | 0.953 5.36 1.080 | 4.54 1.808 5.37 1.108 3.415 0.035
Parking Facility 4.83 1.713 4.48 1491 | 4.77 2.166 4.68 1.661 0.857 0.426
bGJ’;’iigoF’port“”'ty for 6.80 | 1575 | 635 | 1246 | 592 | 2597 | 654 | 1568 | 2752 | 0.067
Motivating to visit 6.95 1.555 6.64 1.306 | 5.54 2.470 6.71 1.582 4.804 0.009

e From the above table, it was observed that, out of total respondents, according to

family size, respondents have more than 6 members in family; they given highest

and lowest satisfaction mean score to convenience (6.92) and sales person service

(1.92) respectively for unorganized retail outlets.
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e Accept price, ambience and motivation to visit remaining in other features for
unorganized retail outlets and family size of respondents’ significant difference

was found in Vadodara city.

Table 5.2.112 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Size And Across In
The Ahmedabad City Of Gujarat.

- - = Family Size Of Respondents
arious Features For

- . <5 5-6 >6 Total F- .

Organized Retail Outlets P

E Mean S.d Mean S.d Mean Sd Mean S.d Value Value

Price 6.43 | 1.173 6.60 1.116 | 6.89 1.167 6.54 1.144 0.708 0.495
Convenience 6.27 | 0.836 6.23 0.677 | 6.67. 1.118 6.28 0.801 1.155 0.319
Assortments 5.86 | 0.764 5.89 0.387 | 6.00 0.707 5.88 0.618 0.201 0.818
Transparency in billing 5.78 1.246 4.93 1.169 | 6.22 1.394 5.45 1.302 7.439 0.001
Sales person service 3.94 | 0.922 3.98 0.792 | 3.56 0.882 3.92 0.864 0.907 0.407
Advertisement 3.37 | 0.602 3.48 0.505 | 3.33 0.866 3.41 0.586 0.491 0.614
Ambience 5.71 1.369 4.73 1575 | 6.11 1.269 5.32 1.536 6.779 0.002
Parking Facility 494 | 1.197 4,50 1171 | 4.67 0.866 473 1.170 1.664 0.195
bﬁj’;‘ifppmm”'ty for 657 | 1137 | 602 | 0876 | 678 | 1394 | 635 | 1087 | 3924 | 0023
Motivating to visit 6.71 | 0.866 6.57 1.129 | 7.33 0.866 6.71 1.001 2.240 0.112

e From the above table, it was observed that, out of total respondents, according to
family size, respondents have more than 6 members in family; they given highest
and lowest satisfaction mean score to price (6.60) and sales person service (3.33)
for unorganized retail outlets.

e Accept transparency in billing, ambience and good opportunity for buying
remaining in other features for unorganized retail outlets and family size of

respondents’ significant difference was found in Ahmedabad city.

Table 5.2.113 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Size And Across In

The Surat City Of Gujarat.
. Family Size Of Respondents
Varlc_)us Featu_res For 3 56 >6 Total o -
Organized Retail Outlets

Mean | Sd Mean S.d | Mean S.d Mean S.d Value | Value
Price 5.88 | .758 5.89 .768 | 5.67 1.155 5.88 0.766 117 0.890
Convenience 6.67 .831 6.75 .854 6.33 577 6.71 0.838 .450 0.639
Assortments 6.42 | 1.101 6.24 .937 6.67 1.155 6.32 1.009 704 0.496
Transparency in billing 5.19 | 1.109 4.85 1.110 | 6.00 1.000 5.01 1.123 2.816 0.063
Sales person service 3.79 .881 3.48 .918 | 4.00 1.000 3.62 0.912 2.199 0.115
Advertisement 2.70 | 1.085 2.96 1.203 | 3.00 1.000 2.86 1.152 .867 0.422
Ambience 6.18 | 1.002 6.06 .896 7.00 1.000 6.13 0.947 1.541 0.218
Parking Facility 4.96 .801 4.70 757 5.33 577 4.82 0.783 2.675 0.073
Slf’;’i‘r‘]go"’p"”“””y for 675 | 763 | 670 | 627 | 633 | 577 | 671 | oesa | 587 | o557
Motivating to visit 6.70 | 1.085 6.77 1.037 | 6.00 1.000 6.73 1.055 .799 0.452

e From the above table, it was observed that, out of total respondents, according to
family size, respondents have more than 6 members and less than 5 members in
family; they given highest and lowest satisfaction mean score to ambience (7.00)
and advertisements (2.70) respectively for unorganized retail outlets.
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e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and family size of respondents in Surat city.

Table 5.2.114 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Family Size And Across In
The Rajkot City Of Gujarat.
S Family Size Of Respondents
- . <5 5-6 >6 Total F- 5

Organized Retail Outlets Mean | S.d Mean Sd | Mean S.d Mean S.d Value Value
Price 769 [ 1125 | 698 | 1.175 | 7.00 | 1.265 7.31 1.204 | 6.308 | 0.002
Convenience 745 [0881 ] 7.06 [0889 | 691 | 1.136 7.23 0.923 | 3.637 | 0.029
Assortments 711 | 1.088 | 627 | 0877 | 655 | 1.036 6.67 1.065 | 11.622 | 0.000
Transparency in billing 708 | 1245 | 673 | 1.058 | 673 | 1272 6.89 1167 | 1514 | 0.224
Sales person service 3.84 | 1.308 3.72 1.061 | 3.55 0.934 3.76 1.166 0.364 0.696
Advertisement 339 [ 0998 | 356 [ 1.207 | 3.18 | 0.874 3.45 1.091 | 0772 | 0.464
Ambience 6.26 | 1717 | 561 [ 1421 | 591 | 1.921 5.93 1621 | 258 | 0.079
Parking Facility 440 [ 1929 | 408 | 1313 [ 400 | 1844 4.22 1.657 | 0.707 | 0.495
bﬁj’;‘ifppmm”'ty for 721 | 1260 | 7.06 | 1344 | 673 | 1348 | 7.10 | 1308 | 0688 | 0504
Motivating to visit 7.34 11039 | 7.06 | 1.037 | 6.64 | 1.206 7.15 1.063 [ 2531 | 0.083

e From the above table, it was observed that, out of total respondents, according to

family size, respondents have less than 5 members and more than 6 members in

family; they given highest and lowest satisfaction mean score to price (7.69) and

advertisements (3.18) respectively for unorganized retail outlets.

e Accept price, convenience and assortments remaining in other features for

unorganized retail outlets and family size of respondents’ significant difference

was found in Rajkot city.

Table 5.2.115 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Education And Across In The Selected
Cities Of Gujarat.

Various Education Of Respondents

Features For _ Post [F= P

Organized SSC HSC Graduation graduation PG & above Total VelliE Value
Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d
Price 802 | 0.859 | 7.05 | 1.353 | 6.72 | 1.334 | 6.69 | 1.353 | 6.77 | 1.255 | 6.85 | 1.343 | 10.344 | 0.000
Convenience 7.67 | 0837 | 7.13 | 0.963 | 6.75 | 1.116 | 6.83 | 1.067 | 6.99 | 1.167 | 6.92 | 1.101 | 7.461 | 0.000
Assortments 716 | 1.090 | 6.16 | 1.607 | 6.22 | 1210 | 621 | 0.987 | 630 | 1.333 | 6.30 | 1229 | 6.102 | 0.000
gﬁ?ﬁfgarency M 1 693 | 1470 | 638 | 1683 | 6.05 | 1.618 | 6.17 | 1.480 | 629 | 1.767 | 6.23 | 1600 | 2901 | 0.021
S:r'siscgem“ 365 | 1462 | 335 | 1.468 | 3.09 | 1.636 | 3.46 | 1.608 | 294 | 1.916 | 3.25 | 1.655 | 2558 | 0.038
Advertisement 321 | 1.050 | 3.73 | 1.380 | 3.55 | 1.354 | 3.44 | 1.290 | 4.29 | 2.274 | 3.62 | 1526 | 5.689 | 0.000
Ambience 6.30 | 1473 | 555 | 1.303 | 551 | 1.373 | 572 | 1.267 | 568 | 1.390 | 567 | 1.357 | 3.249 | 0.012
Parking Facility | 4.63 | 1.976 | 4.35 | 1.265 | 4.64 | 1.343 | 4.69 | 1429 | 452 | 1.275 | 461 | 1.410 | 0.722 | 0577
Good
Opportunity for 753 | 1162 | 667 | 1.306 | 655 | 1.264 | 6.81 | 1.234 | 6.38 | 1.108 | 6.69 | 1.258 | 7.430 | 0.000
buying
\’)’i';i"’a“”g to 760 | 0929 | 676 | 1217 | 6.81 | 1287 | 6.87 | 1.222 | 6.40 | 1.163 | 6.82 | 1.243 | 7.017 | 0.000

e From the above table, it was observed that, out of total respondents, according to

education, respondents had studied SSC and graduation; they given highest and

lowest satisfaction mean score to price (8.02) and sales person service (3.09)

respectively for unorganized retail outlets.
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e Accept price, convenience, assortments, transparency in billing, sales person

service, advertisements, ambience, good opportunity for buying and motivation to

visit remaining in other features for unorganized retail outlets and education of

respondents’ significant difference was found in selected cities of Gujarat.

Table 5.2.116 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Education And Across In The Vadodara

City Of Gujarat.
Various Education Of Respondents

RIS R ssc HSC Graduation Post PG & above Total E :

Organized graduation Vi Vpl
Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d alue alue
Price 8.67 | 0577 | 7.37 | 1.499 | 7.43 | 1552 | 7.67 | 1.457 | 7.42 | 1.130 | 7.50 | 1.416 | 0.748 | 0.561
Convenience 867 | 0577 | 7.26 | 1.195 | 6.97 | 1436 | 754 | 1211 | 7.27 | 1.396 | 7.24 | 1.357 | 1.986 | 0.099
Assortments 667 | 1528 | 584 | 2478 | 625 | 1.685 | 6.36 | 1.063 | 620 | 1.667 | 6.23 | 1.655 | 0.373 | 0.828
gmsgarency n 767 | 1528 | 679 | 1.437 | 7.08 | 1569 | 7.49 | 1412 | 718 | 1.738 | 7.18 | 1.558 | 0.812 | 0.519
f:r'\fiscgerson 567 | 2517 | 258 | 1.895 | 170 | 1.973 | 226 | 2.425 | 2.00 | 2184 | 2.08 | 2.190 | 2.947 | 0.022
Advertisement 3.33 | 2.082 | 4.26 | 1661 | 4.32 | 1654 | 4.23 | 1.630 | 5.43 | 2.669 | 454 | 1.998 | 2.883 | 0.024
Ambience 700 | 1.000 | 531 | 1.032 | 506 | 1.045 | 5.38 | 0.647 | 548 | 1.450 | 5.37 | 1.108 | 2.856 | 0.025
Parking Facility 433 | 0577 | 447 | 1.349 | 4.78 | 1.689 | 4.79 | 2.028 | 452 | 1.432 | 4.68 | 1.661 | 0.289 | 0.885
z‘:%‘t;)iggo”””'ty 833 | 1.000 | 6.16 | 1.259 | 6.43 | 1.633 | 713 | 1.704 | 623 | 1.310 | 654 | 1.568 | 2.919 | 0.023
Motivating to visit | 7.67 | 1.155 | 6.37 | 1.383 | 6.90 | 1.672 | 7.10 | 1.683 | 6.10 | 1.257 | 6.71 | 1582 | 2.957 | 0.022

e From the above table, it was observed that, out of total respondents,

education, respondents had studied SSC and post graduation and

according to

above; they

given highest and lowest satisfaction mean score to price (8.67) and sales person

service (2.00) respectively for unorganized retail outlets.

e Accept sales person service, advertisements, ambience, good opportunity for

buying and motivation to visit remaining in other features for unorganized retail

outlets and education of respondents’ significant difference was found in

Vadodara city.

Table 5.2.117 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Education And Across In The
Ahmedabad City Of Gujarat.

) Education Of Respondents
Various Features Post
For Organized HSC Graduation gra dS:\tion PG & above Total -
Retail Outlets
Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Ve | el
Price 6.43 | 1397 | 6.65 | 1.102 | 653 | 1.183 | 5.83 | 0983 | 6.85 | 1.343 | 0.945 | 0.422
Convenience 6.43 | 0535 | 634 | 0854 | 6.22 | 0797 | 6.00 | 0632 | 6.92 [ 1.101 | 0.477 | 0.699
Assortments 6.14 | 0378 | 589 | 0.698 | 578 | 0.540 | 6.17 | 0.408 | 6.30 | 1.229 | 1.189 | 0.318
girﬁ‘i”[fgparency in 471 | 0951 | 542 | 1379 | 558 | 1.251 | 583 | 1.169 | 6.23 | 1.609 | 1.059 | 0.370
Sales person service | 4.29 | 0.756 | 3.87 | 0.856 | 3.86 | 0.899 | 4.33 | 0.816 | 3.25 | 1.655 | 0.996 | 0.398
Advertisement 329 | 0488 | 349 | 0576 | 333 | 0632 | 3.33 | 0516 | 3.62 | 1.526 | 0.671 | 0.572
Ambience 500 | 1633 [ 535 | 1604 | 542 [ 1461 | 583 | 1472 | 567 | 1.357 | 0.406 | 0.749
Parking Facility 443 | 1618 | 474 [ 1179 | 472 [ 1085 | 500 | 1.265 | 461 | 1.410 | 0.256 | 0.857
?O?%%Sgrg)ortumty 6.14 | 1069 | 643 | 1.217 | 633 | 0956 | 6.00 | 0.632 | 6.69 | 1.258 | 0.393 | 0.758
Motivating to visit 6.43 [ 1272 ] 687 [ 1110 [ 656 | 0735 | 650 | 1.049 | 6.82 | 1.243 | 0.997 | 0.397

e From the above table, it was observed that, out of total respondents, according to

education, respondents had studied graduation, and HSC; they given highest and
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lowest satisfaction mean score to motivating to visit (6.87) and advertisement
(3.29) respectively for unorganized retail outlets.

As per statistical results, it was observed that, there was no significant differences
between respondents given satisfaction mean score for various features of

unorganized retail outlets and education of respondents in Ahmedabad city.

Table 5.2.118 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Education And Across In
The Surat City Of Gujarat.
Various Education Of Respondents
Fé?;fﬁiszggr ssc HSC Graduation gragl‘i;:ion PG & above Total F. o
Retail Outlets | Mean | Sd | Mean | Sd Mean | Sd | Mean | Sd | Mean | Sd | Mean | sd | Vale | Vale
Price 6.00 - 5.82 751 5.89 .769 5.80 735 6.04 .859 5.88 0.766 433 0.784
Convenience 6.00 - 6.73 .786 6.72 .899 6.67 .801 6.75 .847 6.71 0.838 214 0.930
Assortments 5.00 - 5.82 751 6.33 991 6.41 1.039 6.42 1.060 6.32 1.009 | 1.269 | 0.285
giﬁi’:fgarency M | 300 | - | 500 | 1265 | 504 | 1.098 | 532 | 1104 | 463 | 1.056 | 501 | 1123 | 2019 | 0.095
S:r'\‘jiscge“o“ 200 | - | 355 | 1128 | 357 | 838 | 384 | 898 | 3.38 | 924 | 362 | 0.912 | 2024 | 0.095
Advertisement 2.00 - 3.45 1.293 2.81 1.183 2.71 1.080 3.00 1.142 2.86 1.152 | 1.183 | 0.321
Ambience 5.00 - 6.00 .894 6.15 .940 6.20 1.000 6.04 .908 6.13 0.947 .533 0.712
Parking Facility 5.00 - 4.45 522 4.76 .799 5.02 .829 4.71 0.690 | 4.82 0.783 | 1.651 | 0.165
Good
Opportunity for 6.00 - 6.91 701 6.76 671 6.65 723 6.67 0.637 6.71 0.684 .675 0.610
buying
Motivating to 600 | - | 700 | 894 | 670 | 1.039 | 676 | 1146 | 663 | 1.013 | 673 | 1.055 | .367 | 0832
e From the above table, it was observed that, out of total respondents, according to
education, respondents had studied HSC and SSC; they given highest and lowest
satisfaction mean score to motivating to visit (7.00) and advertisements (2.00)
respectively for unorganized retail outlets.
e In another respondent given lowest satisfaction mean score to sales person service
(2.00).
e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and education of respondents in Surat city of Gujarat.

Table 5.2.119 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Education And Across In The

Rajkot City Of Gujarat.

Various Features Education Of Respondents

For Organized SSC HSC Graduation Post graduation PG & above Total F- -

Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Value | Value
Price 803 | 0811 | 7.72 | 0.826 | 6.86 | 1177 | 6.97 | 1.262 | 657 | 1.342 | 7.3L | 1.204 | 8.588 | 0.000
Convenience 7.64 | 0.778 | 750 | 0.707 | 7.07 | 0.900 | 6.87 | 1.044 | 7.00 | 0.784 | 7.23 | 0.923 | 4.645 | 0.002
Assortments 7.26 | 1.019 | 6.72 | 0.895 | 657 | 0.959 | 6.21 | 1.069 | 6.43 | 0.938 | 6.67 | 1.065 | 5.658 | 0.000
;ﬁﬂfg”ency n 697 | 1.347 | 7.44 | 1.338 | 6.89 | 1.166 | 658 | 0.948 | 679 | 0.699 | 6.89 | 1.167 | 1.810 | 0.131
S:r'siscgerson 354 | 1274 | 367 | 0970 | 379 | 1.067 | 382 | 1182 | 429 | 1.204 | 376 | 1.166 | 1.120 | 0.350
Advertisement 3.23 | 0.986 | 350 | 1.249 | 3.32 | 1.090 | 3.68 | 1.093 | 3.64 | 1.151 | 345 | 1.091 | 1.048 | 0.385
Ambience 6.28 | 1.503 | 583 | 1543 | 579 | 1750 | 5.84 | 1.620 | 557 | 1828 | 593 | 1.621 | 0.725 | 0.577
Parking Facility 464 | 2071 | 411 | 1410 | 3.93 | 1.438 | 413 | L1474 | 400 | 1519 | 4.22 | 1.657 | 0.953 | 0.436
Good
Opportunity for 754 | 1166 | 7.28 | 1.487 | 664 | 1283 | 713 | 1277 | 650 | 1.225 | 7.10 | 1.308 | 2.935 | 0.023
buying
Motivating to 764 | 0903 | 7.17 | 1.008 | 671 | 1.049 | 7.08 | 1075 | 686 | 1.027 | 7.15 | 1.063 | 3.863 | 0.005

visit
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From the above table, it was observed that, out of total respondents, according to
education, respondents had studied SSC, they given highest and lowest
satisfaction mean score to price (8.03) and advertisements (3.23) respectively for
unorganized retail outlets.

Accept price, convenience, assortments, good opportunity for buying and
motivation to visit remaining in other features for unorganized retail outlets and

education of respondents’ significant difference was found in Rajkot city.

Table 5.2.120 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized

Retail Outlets Regarding Various Features Within The Occupation And Across In
The Selected Cities Of Gujarat.

Various Features For

Occupation Of Respondents

Service Professional Business Total E-

- - p-

Organized Retail Outlets Mean S.d Mean Sd Mean Sd Mean Sd Value Value
Price 6.71 [ 1329 | 6.66 | 1.208 | 7.17 | 1.398 6.85 1343 | 7.865 | 0.000
Convenience 6.78 | 1.055 | 693 | 1.104 | 7.09 | 1.137 6.92 1101 | 3.920 | 0.020
Assortments 6.19 | 0963 | 6.29 | 1.220 | 6.43 | 1.499 6.30 1229 | 1.978 | 0139
Transparency in billing 6.30 | 1.366 | 6.08 1.787 6.23 1.759 6.23 1.609 0.780 0.459
Sales person service 3.33 | 1.684 | 3.15 1.697 3.20 1.592 3.25 1.655 0.588 0.556
Advertisement 357 | 1287 | 3.93 | 2029 | 348 | 1.375 3.62 1526 | 3533 | 0.030
Ambience 564 | 1315 | 568 | 1.366 | 569 | 1.409 5.67 1.357 | 0.088 | 0916
Parking Facility 455 | 1382 | 460 | 1.316 | 468 | 1507 4.61 1410 | 0462 | 0630
Eﬁ;ﬂfpport””'ty for 676 | 1.263 | 649 | 1.086 | 674 | 1349 | 669 | 1.258 | 2087 | 0125
Motivating to visit 6.86 | 1.189 | 6.46 | 1.171 | 7.03 | 1.309 6.28 1.243 | 8.282 | 0.000
e From the above table, it was observed that, out of total respondents, according to

occupation, respondents occupied as business, they given highest and lowest
satisfaction mean score to price (7.17) and sales person service (3.20) for
unorganized retail outlets.

Accept price, convenience, advertisements and motivation to visit remaining in
other features for unorganized retail outlets and occupation of respondents’

significant difference was found in selected cities of Gujarat.

Table 5.2.121 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized

Retail Outlets Regarding Various Features Within The Occupation And Across In
The Vadodara City Of Gujarat.

. Occupation Of Respondents
Vanc_)us Featu_res For Service Professional Business Total E- p-
Organized Retail Outlets

Mean Sd Mean S.d Mean Sd Mean Sd Value Value
Price 7.42 1.459 7.52 1.131 | 7.59 1.590 7.50 1.416 0.212 0.809
Convenience 7.16 | 1.232 7.34 1363 | 7.27 1.524 7.24 1.357 0.257 0.774
Assortments 6.10 | 1.002 6.27 1619 | 6.35 2.296 6.23 1.655 0.360 0.698
Transparency in billing 7.10 | 1.374 7.30 1.706 | 7.18 1.682 7.18 1.558 0.206 0.814
Sales person service 197 | 2.196 2.02 2129 | 7.27 2.263 2.08 2.190 0.299 0.772
Advertisement 452 | 1.335 5.34 2.605 | 3.88 1.935 4.54 1.998 6.745 0.002
Ambience 5.19 | 0.713 5.48 1.406 | 5.30 1.249 5.37 1.108 1.071 0.345
Parking Facility 451 1.796 4.59 1515 | 4.98 1.581 4.68 1.661 1.274 0.283
Ef;i?pport””'ty for 687 | 1523 | 641 | 1403 | 622 | 1701 | 654 | 1568 | 2831 | 0.062
Motivating to visit 7.00 1.485 6.20 1391 | 6.75 1.776 6.71 1.582 3.523 0.032

e From the above table, it was observed that, out of total respondents, according to

occupation, respondents occupied as business and service, they given highest and
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lowest satisfaction mean score was price (7.59) and sales person service (1.97)
respectively for unorganized retail outlets.

e Accept advertisements and motivation to visit remaining in other features for
unorganized retail outlets and occupation of respondents’ significant difference

was found in Vadodara city.

Table 5.2.122 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Occupation And Across In
The Ahmedabad City Of Gujarat.

. Occupation Of Respondents
O}fg;rr:(i)zues d I;e;te:: :e(;l::t?;ts Service Professional Business Total E- p-

Mean S.d Mean S.d Mean S.d Mean Sd Value Value
Price 6.58 | 1.117 6.00 1.155 | 6.69 1.157 6.54 1.144 1.795 0.171
Convenience 6.26 | 0.828 6.23 0.599 | 6.34 0.838 6.28 0.801 0.147 0.864
Assortments 5.89 | 0.691 5.92 0.277 | 5.86 0.601 5.88 0.618 0.059 0.943
Transparency in billing 5.61 | 1.323 5.08 1.038 | 5.34 1.349 5.45 1.302 1.067 0.348
Sales person service 3.87 | 0.870 4.38 0.768 | 3.83 0.857 3.92 0.864 2.217 0.114
Advertisement 3.41 | 0.599 3.38 0.506 | 3.43 0.608 3.41 0.586 0.029 0.971
Ambience 5.41 1.524 5.00 1528 | 5.31 1.586 5.32 1.536 0.365 0.695
Parking Facility 4.76 1.196 5.08 1.115 | 4.54 1.146 4.73 1.170 1.036 0.359
bGl?;i‘rj];’pp"”““'ty for 644 | 1110 | 585 | 0689 | 640 | 1.143 | 635 | 1087 | 1659 | 0.19
Motivating to visit 6.63 | 0.875 6.31 1.032 | 6.97 1.124 6.71 1.001 1.659 0.196

e From the above table, it was observed that, out of total respondents, according to
occupation, respondents occupied as business and professional, they given highest
and lowest satisfaction mean score to motivation to visit (6.97) and advertisements
(3.38) respectively for unorganized retail outlets.

e As per statistical results, it was observed that, there was no significant differences
between respondents given satisfaction mean score for various features of

unorganized retail outlets and occupation of respondents in Ahmedabad city.

Table 5.2.123 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Occupation And Across In

The Surat City Of Gujarat.
. QOccupation Of Respondents
O\rgzrr:ci’;es . I;e;gji ;ecs)l::tcl)erts Service Professional Business Total = P

Mean | S.d Mean Sd Mean Sd Mean Sd Value Value
Price 5.80 | 0.779 | 6.00 0.747 5.85 0.770 5.88 0.766 .869 0.422
Convenience 6.64 | 0.868 | 6.73 0.845 6.77 0.800 6.71 0.838 .336 0.715
Assortments 6.49 | 1.052 | 6.36 1.014 6.05 0.904 6.32 1.009 2.305 0.104
Transparency in billing 553 | 0959 | 4.70 1.091 4.65 1.122 5.01 1.123 10.884 0.000
Sales person service 4.04 | 0.769 | 3.43 0.873 3.25 0.927 3.62 0.912 11.471 0.000
Advertisement 255 | 1.033 | 2.98 1.089 3.15 1.292 2.86 1.152 3.683 0.028
Ambience 6.24 | 1.018 | 6.07 0.900 6.05 0.904 6.13 0.947 .580 0.561
Parking Facility 5.04 | 0.838 | 4.75 0.719 4.60 0.709 4.82 0.783 4.029 0.020
bGl?;iifpp”t””'ty for 676 | 0.793 | 6.66 | 0608 | 670 | 0608 | 671 | 0684 | 202 | 0747
Motivating to visit 6.75 | 1.109 | 6.66 1.033 6.77 1.025 6.73 1.055 139 0.870

e From the above table, it was observed that, out of total respondents, according to
occupation, respondents occupied as business and service, they given highest and

lowest satisfaction mean score to convenience (6.77) and advertisements (2.55)
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respectively for unorganized retail outlets. In another, respondents given highest

satisfaction mean score to motivation to visit (6.77) for unorganized retail outlets
e Accept transparency in billing, sales person service, advertisements and parking

facility remaining in other features for unorganized retail outlets and occupation

of respondents’ significant difference was found in Surat city of Gujarat.

Table 5.2.124 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Occupation And Across In
The Rajkot City Of Gujarat.

. Occupation Of Respondents
O}fg;rr:(i)zues d I;e;te:: :e(;lljzt?;ts Service Professional Business Total E- p-

Mean S.d Mean S.d Mean S.d Mean Sd Value Value
Price 6.87 | 1.245 6.64 1.114 | 8.00 .795 731 1.204 22.328 0.000
Convenience 6.98 961 6.92 .954 7.59 .750 7.23 0.923 8.527 0.000
Assortments 6.31 .968 6.40 1.041 | 7.12 1.010 6.67 1.065 10.223 0.000
Transparency in billing 6.76 .930 6.88 1.166 | 7.02 1.357 6.89 1.167 .681 0.508
Sales person service 3.81 | 1.167 4.00 1.080 | 3.60 1.199 3.76 1.166 1.113 0.332
Advertisement 3.56 | 1.093 3.40 1.118 | 3.38 1.089 3.45 1.091 .397 0.673
Ambience 5.83 | 1.668 5.72 1.720 | 6.10 1.541 5.93 1.621 .634 0.532
Parking Facility 3.91 1.154 4.08 1.706 | 4.57 1.966 4.22 1.657 2.384 0.096
bGl?;i‘rj];’pp"”““'ty for 693 | 1399 | 668 | 1180 | 745 | 1202 | 710 | 1308 | 3993 | 0021
Motivating to visit 7.02 | 1.090 6.64 .995 7.50 0.960 7.15 1.063 6.996 0.001

e From the above table, it was observed that, out of total respondents, according to
occupation, respondents occupied as business, they given highest and lowest
satisfaction mean score to price (8.00) and advertisements (3.38) respectively for
unorganized retail outlets.

e Accept price, convenience, assortments, good opportunity for buying and
motivation to visit remaining in other features for unorganized retail outlets and
occupation of respondents’ significant difference was found in Rajkot city of

Guijarat.

Table 5.2.125 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler
And Across In The Selected Cities Of Gujarat.

Various Features For Respondents Own Vehicle Four Wheeler
- . Yes No Total o

Organized Retail Outlets Mean Sd Mean sd Mean Sd F- Value Vglue
Price 6.65 1.204 7.00 1.415 6.85 1.343 8.954 0.003
Convenience 6.82 0.994 6.99 1.66 6.92 4.101 2.890 0.090
Assortments 6.16 1.280 6.39 1.186 6.30 1.229 4.683 0.031
Transparency in billing 6.09 1.611 6.32 1.603 6.23 1.609 2.836 0.093
Sales person service 3.20 1.660 3.28 1.654 3.25 1.655 0.305 0.581
Advertisement 3.77 1.666 3.52 1.414 3.62 4.526 3.579 0.059
Ambience 5.64 1.292 5.68 1.402 5.67 4.357 0.142 0.706
Parking Facility 4.61 1.350 4.61 1.452 4.61 1.410 0.000 0.988
Good Opportunity for buying 6.57 1.122 6.78 1.339 6.69 1.258 3.428 0.065
Motivating to visit 6.73 1.110 6.89 1.325 6.82 1.243 2.414 0.121

e From the above table, it was observed that, out of total respondents, respondents

have four-wheeler, who having four-wheeler, they given highest and lowest
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satisfaction mean score was convenience (6.82) and sales person service (3.20) for
unorganized retail outlets.

e Accept price and assortments remaining in other features for unorganized retail
outlets and respondents own vehicle like four-wheeler significant difference was

found in selected cities of Gujarat.

Table 5.2.126 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler
And Across In The Vadodara City Of Gujarat.

e Respondents Own Vehicle Four Wheeler
- . Yes No Total =

Organized Retail Outlets Mean S.d Mean S.d Mean S.d =T Veri)lue
Price 7.23 1.160 7.66 1.531 7.50 1.416 3.599 0.060
Convenience 6.97 1.278 7.41 1.382 7.24 1.357 4.114 0.044
Assortments 5.84 1.855 6.46 1.487 6.23 1.655 5.528 0.020
Transparency in billing 6.93 1.632 7.32 1.503 7.18 1.558 2.370 0.126
Sales person service 1.75 2.150 2.27 2.202 2.08 2.190 2.156 0.144
Advertisement 5.07 2.144 4.23 1.848 4.54 1.998 6.893 0.009
Ambience 5.35 1.090 5.38 1.124 5.37 1.108 0.039 0.843
Parking Facility 4.61 1.333 4.72 1.833 4.68 1.661 0.173 0.678
Good Opportunity for buying 6.20 1.289 6.75 1.685 6.54 1.568 4.840 0.029
Motivating to visit 6.46 1.246 6.85 1.740 6.71 1.582 2.413 0.122

e From the above table, it was observed that, out of total respondents, respondents
have four-wheeler, who having four-wheeler, they given highest and lowest
satisfaction mean score was price (7.23) and sales person service (1.75)
respectively for unorganized retail outlets.

e Accept price and assortments remaining in other features for unorganized retail
outlets and respondents own vehicle like four-wheeler significant difference was

found in VVadodara city.

Table 5.2.127 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler
And Across In The Ahmedabad City Of Gujarat.

N R Respondents Own Vehicle Four Wheeler
- . Yes No Total =

Organized Retail Outlets Mean Sd Mean Sd Mean Sd Ve Vglue
Price 6.24 1.146 6.69 1.123 6.54 1.144 3.447 0.066
Convenience 6.24 0.792 6.30 0.810 6.28 0.801 0.132 0.717
Assortments 5.79 0.650 5.93 0.602 5.88 0.618 1.141 0.288
Transparency in billing 5.52 1.228 5.42 1.344 5.45 1.302 0.117 0.733
Sales person service 4.06 0.899 3.86 0.845 3.92 0.864 1.267 0.263
Advertisement 3.39 0.556 3.42 0.604 341 0.586 0.045 0.833
Ambience 5.55 1.460 5.32 1.571 5.32 1.536 1.018 0.315
Parking Facility 4.88 1.111 4.65 1.198 473 1.170 0.836 0.363
Good Opportunity for buying 6.33 1.080 6.36 1.098 6.35 1.087 0.016 0.900
Motivating to visit 6.73 1.098 6.70 0.960 6.71 1.001 0.022 0.882

e From the above table, it was observed that, out of total respondents, respondents
have four-wheeler, who having four-wheeler, they given highest and lowest
satisfaction mean score was motivation to visit (6.73) and advertisements (3.39)

for unorganized retail outlets.
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e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and respondents own vehicle like four wheeler in

Ahmedabad city.

Table 5.2.128 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler

And Across In The Surat City Of Gujarat.

e Respondents Own Vehicle Four Wheeler
- . Yes No Total o

Organized Retail Outlets Mean Sd Mean Sd Mean Sd VT Veri)lue
Price 5.87 736 5.89 797 5.88 0.766 0.032 0.859
Convenience 6.70 817 6.71 .863 6.71 0.838 0.002 0.962
Assortments 6.30 .985 6.35 1.037 6.32 1.009 0.080 0.777
Transparency in billing 4.88 1.148 5.14 1.092 5.01 1.123 1.848 0.176
Sales person service 3.48 911 3.75 .900 3.62 0.912 3.144 0.078
Advertisement 3.03 1.180 2.69 1.109 2.86 1.152 2.985 0.086
Ambience 6.12 .946 6.14 .954 6.13 0.947 0.015 0.904
Parking Facility 4.75 .746 4.89 .815 4.82 0.783 1.154 0.285
Good Opportunity for buying 6.69 .633 6.74 731 6.71 0.684 0.181 0.671
Motivating to visit 6.76 1.031 6.69 1.083 6.73 1.055 0.138 0.711

e From the above table, it was observed that, out of total respondents, respondents

have four-wheeler, who having four-wheeler, they given highest and lowest

satisfaction mean score was motivation to visit (6.76) and advertisements (3.03)

for unorganized retail outlets.

e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and respondents own vehicle like four wheeler in Surat

city.

Table 5.2.129 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Four Wheeler

And Across In The Rajkot City Of Gujarat.

Various Features For Respondents Own Vehicle Four Wheeler
- . Yes No Total =

Organized Retail Outlets Mean Sd Mean Sd Mean Sd el Vglue
Price 7.15 1.152 7.43 1.237 7.31 1.204 1.932 0.167
Convenience 7.13 0.785 7.30 1.020 7.23 0.923 1.168 0.282
Assortments 6.54 0.976 6.78 1.127 6.67 1.065 1.661 0.200
Transparency in billing 6.87 1.218 6.91 1.133 6.89 1.167 0.038 0.847
Sales person service 3.87 1.056 3.67 1.248 3.76 1.166 0.973 0.326
Advertisement 3.49 1.206 3.42 0.997 3.45 1.091 0.141 0.708
Ambience 5.56 1.555 6.22 1.622 5.93 1.621 5.926 0.016
Parking Facility 4.31 1.876 4.14 1.467 4.22 1.657 0.341 0.560
Good Opportunity for buying 6.95 1.257 7.22 1.343 7.10 1.308 1.479 0.226
Motivating to visit 6.95 1.023 7.32 1.073 7.15 1.063 4.077 0.045

e From the above table, it was observed that, out of total respondents, respondents

have four-wheeler, who having four-wheeler, they given highest and lowest

satisfaction mean score was price (7.15) and advertisements (3.49) for

unorganized retail outlets.
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e Accept ambience and motivation to visit remaining in all other features for
unorganized retail outlets and respondents own vehicle like four-wheeler

significant difference was found in Rajkot city.

Table 5.2.130 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Two Wheeler
And Across In The Selected Cities Of Gujarat.

e s Respondents Own Vehicle Two Wheeler
- . Yes No Total .

Organized Retail Outlets Mean Sd Mean S.d Mean Sd VD Vslue
Price 6.85 1.344 7.00 1414 6.85 1.344 0.024 0.878
Convenience 6.92 1.102 7.50 0.707 6.92 1.101 0.556 0.456
Assortments 6.30 1.231 6.50 0.707 6.30 1.229 0.054 0.817
Transparency in billing 6.22 1.610 7.00 1414 6.23 1.609 0.465 0.496
Sales person service 3.24 1.658 3.50 0.707 3.25 1.655 0.047 0.828
Advertisement 3.62 1.527 4.50 0.707 3.62 1.526 0.665 0.415
Ambience 5.66 1.358 6.00 1.414 5.67 1.357 0.121 0.728
Parking Facility 4.61 1.412 4.00 0.000 4.61 1.410 0.372 0.542
Good Opportunity for buying 6.59 1.255 8.50 0.707 6.69 1.258 4.174 0.042
Motivating to visit 6.82 1.244 8.00 0.000 6.82 1.243 1.796 0.181

e From the above table, it was observed that, out of total respondents, respondents
having two-wheeler, they given highest and lowest satisfaction mean score was
convenience (6.92) and sales person service (3.24) for unorganized retail outlets.

e Accept good opportunity for buying remaining in all other features for
unorganized retail outlets and respondents own vehicle like two-wheeler

significant difference was found in selected cities of Gujarat.

Table 5.2.131 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Two Wheeler
And Across In The Vadodara City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like two-wheeler table has not been included for the

analysis purpose in VVadodara city.

Table 5.2.132 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Two Wheeler
And Across In The Ahmedabad City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like two-wheeler table has not been included for the

analysis purpose in Ahmedabad city.

Table 5.2.133 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within the Own Vehicle Two Wheeler
And Across In The Surat City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like two-wheeler table has not been included for the

analysis purpose in Surat city.
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Table 5.2.134 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within the Own Vehicle Two Wheeler
And Across In The Rajkot City Of Gujarat.

Various Features For

Respondents Own Vehicle Two Wheeler

Yes

No Total

Organized Retail Outlets Mean Sd Mean S.d Mean Sd VD Verljlue
Price 7.31 1.206 7.00 1414 7.31 1.204 0.131 0.718
Convenience 7.22 0.928 7.50 0.707 7.23 0.923 0.177 0.674
Assortments 6.67 1.071 6.50 0.707 6.67 1.065 0.052 0.819
Transparency in billing 6.89 1.170 7.00 1.414 6.89 1.167 0.018 0.894
Sales person service 3.76 1.173 3.50 0.707 3.76 1.166 0.099 0.753
Advertisement 3.44 1.090 4.50 0.707 3.45 1.091 1.882 0.172
Ambience 5.93 1.628 6.00 1414 5.93 1.621 0.004 0.949
Parking Facility 4.22 1.669 4.00 0.000 4.22 1.657 0.035 0.851
Good Opportunity for buying 7.08 1.305 8.50 0.707 7.10 1.308 2.342 0.128
Motivating to visit 7.14 1.066 8.00 0.000 7.15 1.063 1.290 0.258

e From the above table, it was observed that, out of total respondents, respondents

having two-wheeler, they given highest and lowest satisfaction mean score was

price (7.31) and advertisements (3.44) for unorganized retail outlets.

e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and respondents own vehicle like two-wheeler in Rajkot

city.

Table 5.2.135 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Selected Cities Of Gujarat.

Respondents Own Vehicle Bicycle

Varigus Featu_res For Yes No Total N

Organized Retail Outlets Mean Sd Mean Sd Mean Sd F- Value Vglue
Price 6.63 1.248 7.59 1.378 6.85 1.343 55.744 0.000
Convenience 6.86 1.016 7.11 1.324 6.92 1.101 4.967 0.026
Assortments 6.24 1.139 6.50 1.469 6.30 1.229 4.385 0.037
Transparency in billing 5.91 1.512 7.23 1.497 6.23 1.609 75.517 0.000
Sales person service 3.64 1.332 1.98 1.940 3.25 1.655 119.798 0.000
Advertisement 3.33 1.269 4.55 1.875 3.62 1.526 70.799 0.000
Ambience 5.76 1.404 5.37 1.153 5.67 1.357 8.045 0.005
Parking Facility 4.61 1.331 4.60 1.642 4.61 1.410 0.009 0.926
Good Opportunity for buying 6.67 1.159 6.77 1.534 6.69 1.258 0.611 0.435
Motivating to visit 6.78 1.130 6.95 1.551 6.82 1.243 1.818 0.178

e From the above table, it was observed that, out of total respondents, respondents

having bicycle, they given highest and lowest satisfaction mean score was

convenience (6.86) and advertisement (3.33) for unorganized retail outlets.

e Accept price, convenience, assortments, transparency in billing, sales person

service, advertisements and ambience remaining in other features for unorganized

retail outlets and respondents own vehicle like bicycle significant difference was

found in selected cities of Gujarat.
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Table 5.2.136 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Vadodara City Of Gujarat.

Vari o 5 Respondents Own Vehicle Bicycle
Orga;rrll(i);esd I'\?(?t;lre(s)utcl)erts Yes No lloial F- Value p-

Mean Sd Mean S.d Mean S.d Value
Price 7.41 1.388 745 1.433 7.50 1.416 0.286 0.945
Convenience 7.69 1.241 7.04 1.365 7.24 1.357 8.212 0.005
Assortments 571 1.858 6.46 1.506 6.23 1.655 7.591 0.007
Transparency in billing 6.94 1.605 7.28 1.532 7.18 1.558 1.700 0.196
Sales person service 2.73 2.562 1.17 1.943 2.08 2.190 6.667 0.011
Advertisement 4.25 2.134 4.67 1.929 4.54 1.998 1.541 0.216
Ambience 5.35 1.093 5.37 1.120 5.37 1.108 0.011 0.918
Parking Facility 4,76 1.644 4.64 1.675 4.68 1.661 0.206 0.650
Good Opportunity for buying 6.41 1.675 6.00 1.521 6.54 1.568 0.515 0.474
Motivating to visit 6.45 1.527 6.82 1.599 6.71 1.582 1.955 0.164

e From the above table, it was observed that, out of total respondents, respondents
having bicycle, they given highest and lowest satisfaction mean score was
convenience (7.69) and sales person service (2.73) for unorganized retail outlets.

e Accept convenience and sales person service remaining in other features for
unorganized retail outlets and respondents own vehicle like bicycle significant

difference was found in Vadodara city.

Table 5.2.137 Comparisons of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Ahmedabad City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like bicycle table has not been included for the

analysis purpose in Ahmedabad city.

Table 5.2.138 Comparisons of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Surat City Of Gujarat.

e As if, there is no variation regarding the variable across the background variable
of respondents own vehicle like bicycle table has not been included for the

analysis purpose in Surat city.

Table 5.2.139 Comparisons of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Own Vehicle Bicycle And
Across In The Rajkot City Of Gujarat.

Varic_)us Features For — Re'\jgondents Oown Vehlclioli;?ycle -

Organized Retail Outlets Mean Sd Mean Sd Mean Sd F- Value Value
Price 7.22 1.221 7.94 0.854 7.31 1.204 5.126 0.025
Convenience 7.18 0.922 7.56 0.892 7.23 0.923 2.426 0.122
Assortments 6.66 1.053 6.75 1.183 6.67 1.065 0.098 0.755
Transparency in billing 6.89 1.168 6.87 1.204 6.89 1.167 0.003 0.955
Sales person service 3.81 1.150 3.37 1.258 3.76 1.166 1.979 0.162
Advertisement 3.42 1.086 3.69 1.138 3.45 1.091 0.839 0.361
Ambience 5.91 1.673 6.06 1.181 5.93 1.621 0.126 0.723
Parking Facility 4.21 1.693 4.31 1.401 4.22 1.657 0.057 0.811
Good Opportunity for buying 6.99 1.301 7.94 1.063 7.10 1.308 7.759 0.006
Motivating to visit 7.06 1.075 7.88 0.619 7.15 1.063 8.825 0.004
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e From the above table, it was observed that, out of total respondents, respondents

having bicycle, they given highest and lowest satisfaction mean score was price

(7.22) and advertisements (3.42) for unorganized retail outlets.

e Accept price, good opportunity for buying and motivation to visit remaining in

other features for unorganized retail outlets and respondents own vehicle like

bicycle significant difference was found in Rajkot city.

Table 5.2.140 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Income Groups And Across In
The Selected Cities Of Gujarat.

Various Income Groups Of Respondents

Features For N

OTanized <=40000 40001-60000 | 60001-80000 | 80001-135000 >135000 Total ol vhie
Retail Outlets | Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d VEIT
Price 720 | 1548 | 694 | 1296 | 6.95 | 1.262 | 6.35 | 1.181 | 6.52 | 1.097 | 6.85 | 1.343 | 6.907 | 0.000
Convenience 7.07 | 1248 | 6.95 | 1.0471 | 6.94 | 1.048 | 6.71 | 0.996 | 6.82 | 1.038 | 6.92 | 1.010 | 1.516 | 0.196
Assortments 651 | 1510 | 6.23 | 1188 | 6.43 | 0.906 | 6.24 | 0.889 | 594 | 1.356 | 6.30 | 1.229 | 3.342 | 0.010
giﬁi’:fgarency M ] 660 | 1508 | 607 | 1578 | 651 | 1519 | 594 | 1554 | 575 | 1.666 | 6.23 | 1.609 | 5.708 | 0.000
gjr'\‘jiscsem“ 319 | 1508 | 352 | 1579 | 293 | 2049 | 314 | 1.605 | 341 | 1.406 | 3.25 | 1.655 | 2.296 | 0.058
Advertisement 376 | 1401 | 331 | 1316 | 3.97 | 1718 | 369 | 1572 | 3.39 | L1622 | 3.62 | 1526 | 3.573 | 0.005
Ambience 568 | 1.524 | 549 | 1296 | 589 | 1.363 | 583 | 1.261 | 547 | 1.203 | 567 | 1357 | 2.018 | 0.091
Parking Facility | 4.38 | 1.545 | 494 | 1550 | 457 | 1220 | 466 | 1211 | 443 | 1271 | 461 | 1410 | 3.149 | 0.014
Good
Opportunity for | 676 | 1.483 | 677 | 1.268 | 6.82 | 1218 | 653 | 1.102 | 646 | 0979 | 6.69 | 1258 | 1.562 | 0.183
buying
\')’i';i"’a““g to 6.87 | 1519 | 687 | 1.179 | 6.97 | 1109 | 674 | 1166 | 657 | 1.050 | 6.82 | 1.243 | 1.476 | 0.208

e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to

price(7.20) and sales person service (2.93)in the income groups of less than

equal to 40000 and 60001- 80000 respectively for unorganized retail outlets.

or

e Accept price, assortments, transparency in billing, advertisements and parking

facility remaining in other features for unorganized retail outlets and income

group of respondents significant difference was found in selected cities of Gujarat.

Table 5.2.141 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Income Groups And Across In
The Vadodara City of Gujarat.

Various Income Groups Of Respondents
Fgat“re.s Fgr <=40000 40001-60000 | 60001-80000 | 80001-135000 >135000 Total - )
rganize - -
Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Value | Value
Price 7.43 | 1.845 | 7.66 | 1.335 | 7.68 | 0.884 | 7.24 | 1.261 | 7.38 | 1.244 | 750 | 1.416 | 0.479 | 0.751
Convenience 715 | 1.549 | 7.75 | 1.047 | 741 | 1173 | 671 | 1347 | 7.48 | 1401 | 7.4 | 1.357 | 2.201 | 0.062
Assortments 636 | 2.030 | 6.16 | 1505 | 6.43 | 0728 | 624 | 1.136 | 562 | 2312 | 623 | 1.655 | 0.948 | 0.438
gmi’:fgaremy n 700 | 1776 | 7.34 | 1382 | 762 | 1.010 | 729 | 1586 | 6.48 | 1.806 | 7.18 | 1.558 | 2.163 | 0.076
S:r':iscgers"” 219 | 1507 | 278 | 2.624 | 116 | 2201 | 171 | 2305 | 271 | 294 | 208 | 2.190 | 3.231 | 0.014
Advertisement 4.36 | 1755 | 3.0L | 2.006 | 534 | 1877 | 490 | 2.022 | 4.38 | 2.459 | 454 | 1.998 | 2.343 | 0.057
Ambience 511 | 1.187 | 535 | 0880 | 541 | 1.927 | 548 | 1365 | 534 | 1.261 | 537 | 1.108 | 0586 | 0.673
Parking Facility 4.34 | 1.830 | 538 | 1827 | 489 | L242 | 452 | 1.327 | 4.24 | 1.609 | 468 | 1.661 | 2.625 | 0.037
2?%%3280”“””3’ 643 | 1647 | 681 | 1.857 | 6.84 | 1.424 | 614 | 1.389 | 629 | 1.231 | 654 | 1568 | 1.114 | 0.352
Motivating to visit | 6.43 | 1.876 | 6.97 | 1616 | 7.24 | 1.256 | 6.57 | 1.326 | 6.19 | 1.209 | 6.71 | 1.582 | 2.350 | 0.057
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e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to

price (7.68) and sales person service (1.16) in the income groups of 60001- 80000

respectively for unorganized retail outlets.

e Accept sales person service and parking facility remaining in other features for

unorganized retail outlets and income group of respondent’s significant difference

was found in Vadodara city.

Table 5.2.142 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Income Groups And Across In
The Ahmedabad City Of Gujarat.

Various Income Groups Of Respondents

Features For <=40000 40001-60000 | 60001-80000 | 80001-135000 >135000 Total = ]

Organized p
Retail Outlets | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Value | Value
Price 6.36 | 1.217 | 691 | 1.011 | 652 | 1.167 | 6.21 | 1.188 | 6.18 | 1.168 | 654 | 1.144 | 1.663 | 0.165
Convenience 627 | 708 | 6.29 | 860 | 6.35 | 813 | 6.36 | 929 | 6.09 | 701 | 6.28 | 0.801 | 0.217 | 0.928
Assortments 501 | 426 | 586 | .692 | 595 | .686 | 586 | .770 | 582 | .405 | 588 | 0.618 | 0.116 | 0.977
;ﬁ?ﬂfgpare”‘:y n 500 | 1.109 | 537 | 1437 | 580 | 1.322 | 586 | 1.231 | 537 | 1191 | 545 | 1.302 | 1.215 | 0.310
f:r'\fiscgerson 414 | 834 | 369 | 796 | 390 | 912 | 400 | 961 | 418 | 874 | 392 | 0.864 | 1.288 | 0.280
Advertisement 3.36 | 581 | 351 | 562 | 3.35 | 671 | 3.29 | 611 | 3.45 | 522 | 341 | 0586 | 1.288 | 0.280
Ambience 518 | 1.563 | 500 | 1.645 | 565 | 1424 | 6.00 | 1177 | 518 | 1.601 | 532 | 1.536 | 1.384 | 0.245
Parking Facility 477 | 1.232 | 449 | 1.260 | 485 | 988 | 4.86 | 1167 | 500 | 1.095 | 473 | 1.170 | 0.619 | 0.650
fof%%)?iﬁgmun'ty 605 | 844 | 643 | 1145 | 660 | 1.273 | 657 | 1.158 | 600 | 775 | 635 | 1.087 | 1.181 | 0.324
Motivating to visit | 6.41 | 1221 | 6.80 | .868 | 6.75 | .851 | 6.93 | 1.072 | 6.64 | 1120 | 671 | L.0OL | 0.750 | 0.561

e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to

motivation to visit (6.93) and advertisements (3.29) in the income groups of

80001-135000 respectively for unorganized retail outlets.

e As per statistical results, it was observed that, there was no significant differences

between respondents given satisfaction mean score for various features of

unorganized retail outlets and income group of respondents in Ahmedabad city.

Table 5.2.143 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Income Groups And Across In

The Surat City Of Gujarat.
Various Income Groups Of Respondents

Fg?g”;:fzggr <=40000 40001-60000 | 60001-80000 | 80001-135000 >135000 Total % i

Retail Outlets | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd [ Mean | Sd [ Value [ Value
Price 583 | 718 | 586 | .787 | 589 | 875 | 570 | .750 | 6.06 | .669 | 588 | 0.766 | .882 | 0.477
Convenience 6.33 | 838 | 6.68 | 818 | 6.93 | 858 | 6.80 | .761 | 659 | 875 | 6.71 | 0.838 | 1.351 | 0.255
Assortments 6.08 | 1165 | 6.32 | 1.056 | 6.46 | 1036 | 6.43 | .858 | 6.19 | 1.030 | 6.32 | 1.009 | 533 | 0.711
gﬁ?ﬂfgafency n 575 | 965 | 516 | 1.143 | 504 | 1.036 | 480 | 961 | 475 | 1.270 | 501 | 1.123 | 2.246 | 0.067
S:r'siscgerson 400 | 739 | 386 | 918 | 346 | 922 | 343 | 817 | 350 | 984 | 362 | 0912 | 1.892 | 0.115
Advertisement 292 | 1311 | 254 | 900 | 2.93 | 1.33L | 3.20 | 1.297 | 2.81 | .998 | 2.86 | 1.152 | 1.428 | 0.228
Ambience 6.17 | 1.030 | 6.08 | .954 | 6.36 | 1026 | 6.23 | .898 | 588 | .871 | 6.13 | 0.947 | 1.105 | 0.357
Parking Facility 483 | 577 | 508 | 862 | 446 | 508 | 4.83 | 050 | 481 | 693 | 482 | 0.783 | 2595 | 0.039
gf%‘fj;gg"”“””y 692 | 900 | 678 | 750 | 6.64 | 678 | 663 | 400 | 660 | .693 | 671 | 0.684 | 545 | 0.703
Motivating to visit | 6.83 | .835 | 6.66 | 1184 | 671 | 1.013 | 6.80 | 1157 | 6.72 | 958 | 673 | 1.055 | .116 | 0.977
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e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to

convenience (6.93)and advertisements (2.54) in the income groups of 60001-

80000 and 40001-60000 respectively for unorganized retail outlets.

e Accept parking facility remaining in all other features for unorganized retail

outlets and income group of respondent’s significant difference was found in

Surat city of Gujarat.

Table 5.2.144 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within the Income Groups And Across In

The Rajkot City Of Gujarat.

Various Income Groups Of Respondents
F(e)ature_s Fgr <=40000 40001-60000 | 60001-80000 | 80001-135000 >135000 Total E o
rganize
Retail Outlets Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Mean | Sd | Value | Value
Price 7.65 | 1110 | 753 | 1.196 | 7.42 | 1.283 | 653 | 0.990 | 653 | 0.964 | 7.3L | 1.204 | 5521 | 0.000
Convenience 751 | 0.869 | 7.20 | 0.997 | 7.47 | 1.090 | 6.87 | 0.915 | 6.89 | 0.459 | 7.23 | 0.923 | 2.472 | 0.048
Assortments 7.06 | 1.008 | 6.63 | 1.326 | 6.79 | 1.021 | 6.20 | 0561 | 595 | 0.524 | 6.67 | 1.065 | 5.339 | 0.001
gmi’:fgarency n 706 | 1.180 | 6.67 | 1.241 | 7.13 | 1.035 | 6.40 | 0.986 | 6.89 | 1.243 | 6.89 | 1.167 | 1.461 | 0.218
?:r'\‘jiscgers"“ 365 | 1.267 | 370 | 1.208 | 421 | 1.382 | 373 | 0594 | 358 | 0.769 | 3.76 | 1.166 | 1.130 | 0.345
Advertisement 349 | 960 | 3.37 | 1.033 | 3.75 | 1.260 | 3.33 | 1.113 | 3.21 | 1.273 | 3.45 | 1.091 | .780 | 0.540
Ambience 641 | 1.619 | 560 | 1.329 | 6.29 | 1.899 | 5.33 | 1.589 | 531 | 1.273 | 593 | 1.621 | 3.334 | 0.012
Parking Facility 414 | 1458 | 4.83 | 2.036 | 3.96 | 1.681 | 4.33 | 1.543 | 3.68 | 1.376 | 4.22 | 1.657 | 1.756 | 0.142
gf%%gﬁgmumty 739 | 1412 | 710 | 1.004 | 7.17 | 1.308 | 6.80 | 1.424 | 653 | 1.124 | 7.10 | 1.308 | 1.759 | 0.141
Motivating to visit | 7.55 | 1.042 | 7.13 | .900 | 7.04 | 1.122 | 6.67 | 1.113 | 6.68 | 0.946 | 7.15 | 1.063 | 3.777 | 0.006

e From the above table, it was observed that, out of total respondents, according to

income groups, respondents given highest and lowest satisfaction mean score to

price (7.65) and advertisements (3.21)in the income groups of less than or equal to

40000 and more than 135000 respectively for unorganized retail outlets.

e Accept price, convenience, assortments, ambience and motivation to visit

remaining in other features for unorganized retail outlets and income group of

respondent’s significant difference was found in Rajkot city.

Table 5.2.145 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Per Capita Income Groups
And Across In The Selected Cities Of Gujarat.

Various Per Capita Income Groups Of Respondents
Features For <=9167 9168-13000 13001-17800 | 17801-30000 >30000 Total % i
Organized P
Retail Outlets Mean | S.d Mean | S.d Mean | S.d Mean | S.d Mean | S.d Mean | S.d | Value | Value
Price 721 | 1508 | 6.90 | 1.347 | 6.73 | 1.243 | 6.78 | 1.307 | 6.47 | 1.096 | 6.85 | 1.343 | 4.375 | 0.002
Convenience 7.06 | 1.218 | 6.93 | 1.219 | 6.93 | 0.936 | 6.86 | 1.012 | 6.74 | 1.010 | 6.92 | 1.101 | 1.139 | 0.337
Assortments 6.44 | 1494 | 6.26 | 1.041 | 6.32 | 1.100 | 6.42 | 1.023 | 596 | 1.373 | 6.30 | 1.229 | 2.203 | 0.068
;ﬁﬂfgare”‘zy n 645 | 1.766 | 6.49 | 1.406 | 6.07 | 1595 | 6.22 | 1.488 | 567 | 1.666 | 6.23 | 1.609 | 4.279 | 0.002
S:r'\fiscgers"” 300 | 1537 | 342 | 1709 | 335 | 1.763 | 296 | 1.759 | 3.43 | 1.431 | 325 | 1.655 | 1.699 | 0.149
Advertisement 375 | 1562 | 3.67 | 1401 | 3.48 | 1457 | 3.70 | 1584 | 3.44 | 1673 | 3.62 | 1526 | 0.813 | 0.517
Ambience 5.48 | 1448 | 578 | 1413 | 575 | 1.295 | 572 | 1.335 | 562 | 1.220 | 567 | 1.357 | 0.942 | 0.439
Parking Facility 445 | 1494 | 451 | 1406 | 471 | 1.316 | 4.89 | 1514 | 454 | 1.235 | 461 | 1.410 | 1.695 | 0.150
2?%%3280”“””3’ 672 | 1.463 | 6.84 | 1.358 | 670 | 1.122 | 670 | 1.125 | 6.40 | 1.021 | 6.69 | 1.258 | 1.590 | 0.175
Motivating to visit | 6.85 | 1517 | 6.88 | 1.229 | 6.87 | 1.142 | 6.90 | 1.128 | 6.56 | 1012 | 6.82 | 1.243 | 1.141 | 0.336
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e From the above table, it was observed that, out of total respondents, according to
per capita income groups, respondents given highest and lowest satisfaction mean
score to price (7.21)and advertisements (2.96) in the per capita income groups of
less than or equal to 9167 and 17801-30000 for unorganized retail outlets.

e Accept price and transparency in billing remaining in other features for
unorganized retail outlets and income group of respondent’s significant difference
was found in selected cities of Gujarat.

Table 5.2.146 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Per Capita Income Groups
And Across In The Vadodara City Of Gujarat.
Various Per Capita Income Groups Of Respondents
Features For <=9167 9168-13000 13001-17800 | 17801-30000 >30000 Total .
- - p.
Orgamzed Mean Sd Mean Sd Mean Sd Mean Sd Mean sd Mean Sd Value | Value

Retail Outlets

Price 7.49 1.850 7.50 1.390 7.58 0.945 7.45 1.207 7.50 1.147 7.50 1.416 | 0.028 | 0.998

Convenience 7.29 1.541 7.34 1.361 7.27 1.185 6.87 1.231 7.50 1.277 7.24 1.357 | 0.823 | 0.512

Assortments 6.49 2.032 6.18 1.182 6.23 1.394 6.23 1.146 5.65 2.277 6.23 1.655 | 0.921 | 0.453

gﬁ?&sgarency in 714 | 1791 | 732 | 1378 | 7.31 | 1225 | 7.32 | 1.376 | 660 | 1.903 | 7.8 | 1.558 | 0.877 | 0479

?jr'\‘jiscgem“ 227 | 1.846 | 213 | 2220 | 200 | 2.668 | 1.32 | 2088 | 280 | 2262 | 2.08 | 2190 | 1501 | 0179

Advertisement 4.57 1.958 4.42 1.810 4.42 2.043 4.58 1.996 4.80 2.505 4.54 1.998 | 0.144 | 0.966

Ambience 5.18 1.167 5.31 1.044 5.54 1.029 5.10 1.012 5.50 1.318 5.37 1.108 | 0.885 | 0.474

Parking Facility 4.51 1.769 4.66 1.820 4.85 1.405 5.10 1.557 4.25 1.517 4.68 1.661 | 1.018 | 0.400

%:%igggortumty 657 | 1720 | 668 | 1.678 | 6.69 | 1.408 | 6.45 | 1.480 | 6.15 | 1.348 | 654 | 1.568 | 0.474 | 0.755

Motivating to visit 6.47 1.938 6.92 1.566 6.96 1.341 6.87 1.384 6.30 1.129 6.71 1.582 | 1.034 | 0.392

e From the above table, it was observed that, out of total respondents, according to

per capita income groups, respondents given highest and lowest satisfaction mean
score to price(7.58) and sales person service(1.32) in the per capita income
groups of 13001- 17800 and 17801-30000 respectively for unorganized retail
outlets.

As per statistical results, it was observed that, there was no significant differences
between respondents given satisfaction mean score for various features of

unorganized retail outlets and per capita income group of respondents in VVadodara

city.
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Table 5.2.147 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Per Capita Income Groups

And Across In The Ahmedabad City Of Gujarat.

Various Per Capita Income Groups Of Respondents
Features For <=0167 9168-13000 13001-17800 | 17801-30000 >30000 Total .
Organized . .
J Value | Value
Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d
Price 6.78 | 1.086 | 6.35 | 1.152 | 6.60 | 1.225 | 654 | 1.127 | 6.14 | 1.099 | 654 | 1.144 | 990 | 0.417
Convenience 633 | 784 | 600 | 848 | 652 | 770 | 6.38 | 870 | 600 | 679 | 6.28 | 0.801 | 1.433 | 0.229
Assortments 593 | 474 | 578 | 518 | 604 | 735 | 577 | 725 | 579 | 699 | 588 | 0618 | 777 | 0.543
mﬂfgafency n 507 | 1.328 | 557 | 1.308 | 552 | 1205 | 577 | 1.363 | 557 | 1.222 | 545 | 1.302 | 846 | 0.499
f:r'\ffcgerson 385 | 770 | 400 | 905 | 388 | 927 | 377 | 927 | 414 | 864 | 392 | 0864 | .427 | 0.789
Advertisement 348 | 580 | 352 | 511 | 3.0 | 645 | 3.46 | .660 | 3.43 | 514 | 3.41 | 0586 | 1.146 | 0.339
Ambience 485 | 1.657 | 548 | 1563 | 5.36 | 1.381 | 577 | 1481 | 550 | 1557 | 5.32 | 1.536 | 1.019 | 0.402
Parking Facility 437 | 1115 | 496 | 1.022 | 4.80 | 1414 | 477 | 1013 | 4.86 | 1167 | 473 | 1170 | 917 | 0457
g‘;‘;"tgﬁgm”mty 615 | 1.064 | 6.26 | 964 | 6.60 | 1.155 | 6.62 | 1.261 | 621 | 1.051 | 635 | 1.087 | .845 | 0.500
Motivating to visit | 6.67 | 1177 | 6.43 | .896 | 6.88 | 1013 | 6.92 | 641 | 671 | 1.069 | 6.71 | 1.00L | .768 | 0.549

From the above table, it was observed that, out of total respondents, according to
per capita income groups, respondents given highest and lowest satisfaction mean
score to motivation to visit (6.92) and advertisements (3.20) in the per capita
income groups of 17801-30000 and 13001-17800 respectively for unorganized
retail outlets.

As per statistical results, it was observed that, there was no significant differences
between respondents given satisfaction mean score for various features of
unorganized retail outlets and per capita income group of respondents in
Ahmedabad city.

Table 5.2.148 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized

Retail Outlets Regarding Various Features Within The Per Capita Income Groups
And Across In The Surat City Of Gujarat.

Various Per Capita Income Groups Of Respondents
Features For <=9167 9168-13000 13001-17800 | 17801-30000 >30000 Total .
Organized . .
J Value | Value

Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d
Price 567 | 651 | 604 | 854 | 572 | 659 | 581 | .833 | 6.06 | .747 | 588 | 0.766 | 1.447 | 0.222
Convenience 633 | 651 | 681 | 1001 | 6.72 | .741 | 6.87 | 846 | 658 | .830 | 6.71 | 0.838 | 1.218 | 0.306
Assortments 567 | 985 | 644 | 892 | 628 | 1111 | 661 | 844 | 624 | 1.062 | 632 | 1.009 | 2.148 | 0.078
giﬁir:fgarency n 492 | 1505 | 548 | 893 | 494 | 1.218 | 510 | .746 | 467 | 1242 | 501 | 1.123 | 2.126 | 0.081
S:r'siscsem“ 333 | 1.155 | 407 | 616 | 353 | 1.000 | 361 | 715 | 345 | 1.003 | 362 | 0.912 | 2.430 | 0.051
Advertisement 2.42 | 1.165 | 2.63 | 1043 | 2.92 | 1204 | 3.19 | 1.276 | 2.82 | 1014 | 2.86 | 1152 | 1.413 | 0.233
Ambience 5092 | 1.084 | 6.19 | .834 | 6.7 | 1.056 | 6.42 | .886 | 585 | .870 | 6.13 | 0.947 | 1.675 | 0.160
Parking Facility 500 | .739 | 470 | .724 | 494 | 826 | 461 | .803 | 491 | .765 | 482 | 0.783 | 1.192 | 0.317
fGOOd Opportunity | g 75 | g66 | 681 | 736 | 669 | 710 | 668 | 541 | 667 | 692 | 671 | 0684 | 219 | 0.928
or buying
\')?:ii“’a“”g o 658 | 1.084 | 678 | 974 | 675 | 1180 | 677 | 1.087 | 667 | .990 | 6.73 | 1.055 | .115 | 0.977
e From the above table, it was observed that, out of total respondents, according to

per capita income groups, respondents given highest and lowest satisfaction mean
score to good opportunity for buying(6.81) and advertisements (2.42)in the per
capita income groups of 9168-13000 and less than or equal to 9167 respectively

for unorganized retail outlets.
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e Accept sales person service remaining in all other features for unorganized retail
outlets and per capita income group of respondent’s significant difference was

found in Surat city of Gujarat.

Table 5.2.149 Comparisons Of Satisfaction Mean Score Given By Respondents For Unorganized
Retail Outlets Regarding Various Features Within The Per Capita Income Groups
And Across In The Rajkot City Of Gujarat.

Various Per Capita Income Groups Of Respondents

Features For <=9167 0168-13000 | 13001-17800 | 17801-30000 >30000 Total . )

Organized . .
J Value | Value

Retail Outlets Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d Mean S.d

Price 760 | 1.106 | 7.27 | 1.283 | 7.39 | 1.158 | 7.38 | 1244 | 6.29 | 0.825 | 7.3L | 1.204 | 3.40L | 0.011
Convenience 748 | 0804 | 7.1 | 1173 | 7.30 | 0.822 | 7.14 | 0.910 | 6.79 | 0426 | 7.23 | 0.923 | 1.846 | 0.124
Assortments 693 | 1.091 | 651 | 1.146 | 6.78 | 0.951 | 6.81 | 1.030 | 593 | 0.616 | 6.67 | 1.065 | 2.812 | 0.028
gmsgarency n 698 | 1.239 | 695 | 0998 | 7.04 | 1224 | 652 | 1.289 | 679 | 1.122 | 6.89 | 1167 | 716 | 0.582
f:r'siscgem” 350 | 1.153 | 389 | 1.308 | 400 | 1.348 | 390 | 0.831 | 357 | 0.852 | 3.76 | 1.166 | 1.057 | 0.380
Advertisement 3.33 | 1.028 | 3.76 | 1011 | 3.61 | 1158 | 3.20 | 1189 | 3.00 | 1.109 | 845 | 1.091 | L.722 | 0.149
Ambience 6.12 | 1452 | 6.24 | 1730 | 574 | 1657 | 557 | 1748 | 536 | 1.447 | 593 | 1.621 | 1.272 | 0.284

Parking Facility 4.26 1.515 | 3.95 1.373 | 4.09 1.593 | 5.05 2.334 | 3.79 1.424 | 4.22 1.657 | 1.895 | 0.115

z‘:%‘t;)iggo”””'ty 726 | 1345 | 7.38 | 1401 | 6.83 | 1.302 | 7.14 | 1.014 | 629 | 1.069 | 7.10 | 1.308 | 2.278 | 0.064
\')’i's"ii"’a“”gto 748 | 1.018 | 719 | 1126 | 6.96 | 1.022 | 7.10 | 1.044 | 650 | 0.855 | 7.15 | 1.063 | 2.633 | 0.037

e From the above table, it was observed that, out of total respondents, according to
per capita income groups, respondents given highest and lowest satisfaction mean
score to price (7.60)and advertisements(3.00) in the per capita income groups of
less than or equal to 9167 and more than 30000 in the per capita income groups
of for unorganized retail outlets.

e Accept price, assortments and motivation to visit remaining in other features for
unorganized retail outlets and per capita income group of respondent’s significant

difference was found in Rajkot city.
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H7: Mean comparisons of average monthly amounts spent by respondent for
purchase of different product categories from different retail outlets are alike in

selected cities of Gujarat.

Table 5.2.150 Mean Comparison of Different Product Categories Bought By Respondents From
Different Retail Outlets In The Selected Cities Of Gujarat.

Mean Comparison of different retail outlets

Organized Retail Unorganized

Different Product Categories outlets Retail outlets Both Total ER p-
value value
Mean Sd Mean Sd Mean Sd Mean S.d

Staples (rice/atta/wheat) (etc.) 1200.3 | 5825 9934 508.7 1162.5 763.3 | 1085.1 | 763.3 | 14.150 | 0.000
Other food grains/Flours/items

(maida/rava/suji/dals/spices/ 5268.4 | 23949 | 3770.8 | 2012.3 4723.4 | 2124.7 | 4666.3 | 2277.8 | 29.412 | 0.000
masalas/sugar/salt/eggs/bread/milk(etc)

Cooking oil /Ghee/Vanaspati (etc.) 1271.8 | 6447 1071.3 521.3 1192.4 5445 | 1174.1 | 600.3 | 14.965 | 0.000

Other packaged food. Toiletries soap/s
hampoo/Talkam powder/hair oil/tooth
paste/  shaving products/sanitary
napkins) (etc.)

3168.8 | 1674.8 | 2239.5 | 1595.3 3170.2 1580.4 | 2932.1 | 1686.7 | 24.439 | 0.000

Cosmetics  (creams/lotion/skin  care

products) (etc.) 949.5 7219 660.5 579.8 752.6 572.2 864.3 692.2 14.237 | 0.000

Household cleaning products (washing
soap/Detergents/ toilet cleaners/utensil | 1075.3 786.9 738.18 547.5 801.1 450.4 952.4 713.6 20.099 | 0.000
cleaners) (etc.)

Fruit(etc.) 22495 | 14139 | 1740.8 | 1317.3 1353.6 | 1122.7 | 1873.7 | 1363.0 | 19.456 | 0.000

Vegetable(etc.) 3908.5 | 2012.7 | 3114.4 | 19495 2701.4 | 1907.6 | 3345.3 | 2009.0 | 18.074 | 0.000

e From the above table, it was observed that, average monthly highest and lowest
amount spent by respondents to buy other food grains (4666.3Rs) and cosmetics
(864.3 Rs).

Staples:

e Average monthly amount spent by respondents to buy staples items from
organized retail outlets (Rs 1200.3.), unorganized retail outlets (Rs 993.4) and
both retail outlets (Rs 763.3).

Other Food Grains/Flours/Items:

e Average monthly amount spent by respondents bought other food grains items
from organized retail outlets (Rs 5268.4), unorganized retail outlets (Rs 3770.8
Rs) and both retail outlets (Rs 4723.4).

Cooking Oil /Ghee/Vanaspati:

e Average monthly amount spent by respondents to buy cooking oil from organized
retail outlets (Rs 1271.8), unorganized retail outlets (Rs 1071.8) and both retail
outlets (Rs 1192.4).

Other Packaged Food:

e Average monthly amount spent by respondents to buy other packaged food items
from retail outlets (Rs 3170.3), organized retail outlets (Rs 3168.8) and
unorganized retail outlets (Rs 2239.5).
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Cosmetics:

e Average monthly amount spent by respondents to buy cosmetics items from
organized retail outlets (Rs 949.5), both retail outlets (Rs 752.6) and unorganized
retail outlets (Rs 579.8).

Household Cleaning Products:

e Average monthly amount spent by respondents to buy household cleaning items
from organized retail outlets (Rs 1075.3), both retail outlets (Rs 801.1) and
unorganized retail outlets (Rs 738.18).

Fruit:

e Average monthly amount spent by respondents to buy fruits from organized retail
outlets (Rs 2249.5), unorganized retail outlets (Rs 1740.8) and both retail outlets
(Rs 1353.6).

Vegetable:

e Average monthly amount spent by respondents to buy vegetables from organized
retail outlets (Rs 3908.5), unorganized retail outlets (Rs 3114.4) and both retail
outlets (Rs 2701.4).

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like staples (with F-value=14.150 and p-
value=0.000), other food grains (with F-value=29.412 and p-value=0.000),
cooking oil (with F-value= 14.965 and p-value=0.000), other packaged foods
(with F-value= 24.439 and p-value=0.000), cosmetics (with F-value=14.237 and
p-value=0.000), household cleaning products (with F-value=20.099 and
p-value=0.000), fruits (with F-value=19.456 and p-value=0.000) and vegetables
(with F-value=18.074 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, respondents to buy different products categories
from different retail outlets had different perception about average monthly
amount spent by respondents in selected cities of Gujarat.
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Table 5.2.151 Mean Comparison Of Different Product Categories Bought By Respondents From
Different Retail Outlets In The Vadodara City Of Gujarat.

Mean Comparison of different retail outlets

Organized Retail Unorganized Both Total

outlets Retail outlets F- P-
value value

Different Product Categories

Mean Sd Mean Sd Mean Sd Mean Sd

Staples (rice/atta/wheat) (etc.) 1153.3 | 539.10 | 852.2 | 472.33 | 2000.0 | 500.00 | 982.35 | 532.21 | 14.806 | 0.000

Other food grains/Flours/items
(maida/rava/suji/ dals/spices/ | 3202.1 | 944.89 | 2819.1 | 915.96 | 3397.8 | 944.17 | 3169.5 | 963.93 | 7.128 | 0.001
masalas/sugar/salt/eggs/bread/milk(etc.)

Cooking oil /Ghee/Vanaspati (etc.) 767.95 | 222.44 | 712.87 | 205.02 | 776.19 | 284.44 | 741.00 | 221.85 | 1.663 | 0.192

Other  packaged  food.  Toiletries
soap/shampoo/Talkam powder/hair
oil/tooth paste/ shaving products/sanitary
napkins) (etc.)

22854 | 1114.8 | 16435 | 925.33 | 2197.7 | 737.92 | 2093.2 | 1027.8 | 7.675 | 0.001

Cosmetics  (creams/lotion/skin ~ care

products) (etc.) 951.46 | 648.92 | 570.49 | 438.69 | 766.67 | 585.05 | 802.00 | 601.89 | 8.320 | 0.000

Household cleaning products (washing
soap/Detergents/ toilet cleaners/utensil | 722.22 | 257.88 | 610.0 217.64 | 70455 | 336.16 | 676.25 | 267.31 | 3.855 | 0.023
cleaners) (etc.)

Fruit(etc.) 1063.4 | 743.89 | 698.15 | 506.22 | 927.45 | 786.91 | 8315 | 653.99 | 5.622 | 0.004

Vegetable(etc.) 2037.5 | 725.96 | 1489.3 | 764.22 | 1775.0 | 849.91 | 1667.5 | 804.88 | 7.914 | 0.000

e From the above table, it was observed that, Average monthly highest and lowest
amount spent by respondents to buy other food grains (Rs 3169.5) and house hold
cleaning products (Rs 653.99).

Staples:

e Average monthly amount spent by respondents to buy staples items from both
retail outlets (Rs 2000.0), organized retail outlets (Rs 1153.3) and unorganized
retail outlets (Rs 852.2).

Other Food Grains/Flours/Items:

e Average monthly amount spent by respondents bought other food grains items
from both retail outlets (Rs 3397.8), organized retail outlets (Rs 3202.1) and
unorganized retail outlets (Rs 2819.1 Rs).

Cooking Oil /Ghee/ Vanaspati:

e Average monthly amount spent by respondents to buy cooking oil from organized
retail outlets (Rs 767.5), unorganized retail outlets (Rs 712.87) and both retail
outlets (Rs 776.19).

Other Packaged Food:

e Average monthly amount spent by respondents to buy other packaged food items
from organized retail outlets (Rs 2285.48), both retail outlets (Rs 2197.7), and
unorganized retail outlets (Rs 1643.5).

Cosmetics:

e Average monthly amount spent by respondents to buy cosmetics items from
organized retail outlets (Rs 951.5), both retail outlets (Rs 766.7) and unorganized
retail outlets (Rs 570.5).
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Household Cleaning Products:

e Average monthly amount spent by respondents to buy household cleaning items
from organized retail outlets (Rs 722.2), both retail outlets (Rs 704.5) and
unorganized retail outlets (Rs 610.0).

Fruit:

e Average monthly amount spent by respondents to buy fruits from organized retail
outlets (Rs1063.4), both retail outlets (Rs 927.5) and unorganized retail outlets (Rs
698.1).

Vegetable:

e Average monthly amount spent by respondents to buy vegetables from organized
retail outlets (Rs 2037.5), both retail outlets (Rs 1775.0) and unorganized retail
outlets (Rs 1489.3).

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like staples (with F-value=393.640 and p-
value=0.000), other food grains (with F-value=13.322 and p-value=0.001), other
packaged foods (with F-value= 7.675 and p-value=0.001), cosmetics (with F-
value=8.320 and p-value=0.000), household cleaning products (with F-
value=3.855 and p-value=0.023), fruits (with F-value=5.622 and p-value=0.004)
and vegetables (with F-value=7.9114 and p-value=0.000). Hence, null hypothesis
was rejected. Therefore, it could be said that, respondents to buy different
products categories like staples, other food grains, other packaged foods,
cosmetics, household cleaning products, fruits and vegetables from different retail
outlets had similar perception about average monthly amount spent by
respondents in VVadodara city.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like cooking oil (with F-value=1.663 and p-
value=0.192). Hence, null hypothesis was not rejected. Therefore, it could be said
that, respondents to buy different products categories like cooking oil from
different retail outlets had similar perception about average monthly amount spent
by respondents in Vadodara city.
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Table 5.2.152 Mean Comparison of Different Product Categories Respondents Bought From

Different Retail Outlets In The Ahmedabad City Of Gujarat.

Mean Comparison of different retail outlets

. . Organized Unorganized
Different Product Categories Retail outlets Retail outlets Both Total F- p-

value | value

Mean Sd Mean Sd Mean Sd Mean Sd

Staples (rice/atta/wheat) (etc.) 1087.7 | 560.05 | 900.0 | 415.01 - - 1007.0 | 510.25 | 6.829 | 0.010
Other food grains/Flours/items
(maida/rava/suji/ dals/spices/ 5837.5 | 2571.47 | 5474.1 | 2339.36 | 5204.0 | 2088.56 | 5626.0 | 2430.18 | 1.257 | 0.287
masalas/sugar/salt/eggs/bread/milk(etc.)
Cooking oil /Ghee/Vanaspati (etc.) 1174.8 | 551.55 | 1044.1 | 335.92 | 1094.2 | 43518 | 11385 | 50252 | 1.078 | 0.342
Other packaged food. Toiletries
soap/shampooTalkam powder/hair 3452.7 | 1816.38 | 3224.2 | 1508.73 | 2978.9 | 1183.96 | 3370.0 | 171848 | 0.780 | 0.460
oil/tooth paste/ shaving
products/sanitary napkins) (etc.)
Cosmetics (creams/lotion/skin care 656.6 | 481.87 | 5120 | 292.66 6357 | 46154 | 2.449 | 0.119
products) (etc.)
Household cleaning products (washing
soap/Detergents/ toilet cleaners/utensil 945.6 563.49 738.0 361.50 842.9 389.00 908.9 529.40 1.852 | 0.160
cleaners) (etc.)
Fruit(etc.) 1985.7 | 1161.85 | 1668.6 916.93 1100.0 141.42 1840.5 | 1068.80 | 2.670 0.072
Vegetable(etc.) 3726.8 | 1892.56 | 3019.0 | 1399.52 | 4725.0 | 2067.81 | 3449.5 | 1741.69 | 5.375 0.006

e From the above table, it was observed that, Average monthly highest and lowest
amount spent by respondents to buy other food grains (Rs 5626.0) and cosmetics
products (Rs 653.6).

Staples:

e Average monthly amount spent by respondents to buy staples items from
organized retail outlets (Rs 1087.7) and unorganized retail outlets (Rs 900.0).

Other Food Grains/Flours/Items:

e Average monthly amount spent by respondents bought other food grains items
from organized retail outlets (Rs 5837.5), unorganized retail outlets (Rs 5474.1
Rs) and both retail outlets (Rs 5204.0).

Cooking Oil /Ghee/ Vanaspati:

e Average monthly amount spent by respondents to buy cooking oil from organized
retail outlets (Rs 1174.8), both retail outlets (Rs 1094.2) and unorganized retail
outlets (Rs 1044.1).

Other Packaged Food:

e Average monthly amount spent by respondents to buy other packaged food items
from organized retail outlets (Rs 3452.7), unorganized retail outlets (Rs 3224.2)
and both retail outlets (Rs 2978.9).

Cosmetics:

e Average monthly amount spent by respondents to buy cosmetics items from

organized retail outlets (Rs 656.6) and unorganized retail outlets (Rs 512.0).
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Household Cleaning Products:

e Average monthly amount spent by respondents to buy household cleaning items
from organized retail outlets (Rs 945.6), both retail outlets (Rs 842.9) and
unorganized retail outlets (Rs 738.0).

Fruit:

e Average monthly amount spent by respondents to buy fruits from organized retail
outlets (Rs 1985.7), both retail outlets (Rs 1100.0) and unorganized retail outlets
(Rs 1668.6).

Vegetable:

e Average monthly amount spent by respondents to buy vegetables from both retail
outlets (Rs 4725.0), organized retail outlets (Rs 3726.8) and unorganized retail
outlets (Rs 3019.0).

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like staples (with F-value=6.829 and p-
value=0.010) and vegetables (with F-value=5.375 and p-value=0.006) in
Ahmedabad city of Gujarat. Hence, null hypothesis was rejected. Therefore, it
could be said that, respondents to buy different products categories like staples
and vegetables from different retail outlets had different perception about average
monthly amount spent by respondents in Ahmedabad city of Gujarat.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like other food grains (with F-value=1.257
and p-value=0.287), cooking oil (with F-value=1.078 and p-value=0.342), other
packaged foods (with F-value= 0.780 and p-value=0.460), cosmetics
(with  F-value=2.449 and p-value=0.119), household cleaning products
(with F-value=1.852 and p-value=0.160) and fruits (with F-value=2.670 and
p-value=0.072). Hence, null hypothesis was not rejected. Therefore, it could be
said that, respondents to buy different products categories like other food grains,
cooking oil, other packaged foods, cosmetics, household cleaning products and
fruits from different retail outlets had similar perception about average monthly
amount spent by respondents in Ahmedabad city.
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Table 5.2.153 Mean Comparison of Different Product Categories Respondents Bought From
Different Retail Outlets In The Surat City Of Gujarat.

Mean Comparison of different retail outlets

. . Organized Unorganized
Different Product Categories Retail outlets Retail outlets Both Total E- p-
value value
Mean Sd Mean Sd Mean S.d Mean Sd

Staples (rice/atta/wheat) (etc.) 1456.4 | 667.02 | 1282.0 | 544.35 | 660.00 | 230.21 | 1327.6 598.6 5.313 0.006

Other food grains/Flours/items

(maida/rava/suji/ dals/spices/ 57339 | 2142.0 | 54240 | 1887.0 | 5907.5 | 1952.7 | 57355 | 1994.5 0.949 0.389

masalas/sugar/salt/eggs/bread/milk(etc.)

Cooking oil /Ghee/Vanaspati (etc.) 1525.0 | 784.90 | 1341.2 603.0 1368.1 582.7 1424.0 677.4 1.513 0.223

Other packaged food. Toiletries
soap/shampoo/Talkam powder/hair
oil/tooth paste/ shaving
products/sanitary napkins) (etc.)

3825.0 | 1662.0 | 3573.5 | 17629 | 3826.8 | 1735.3 | 3764.0 | 1707.9 0.401 0.670

Cosmetics (creams/lotion/skin care

12014 | 850.8 1096.1 | 806.9 500.0 - 1171.0 | 8383 0.619 | 0.540
products) (etc.)
Household cleaning products (washing
soap/Detergents/ toilet cleaners/utensil 1284.7 833.9 1195.0 884.3 1015.4 692.6 1244.8 837.8 0.729 0.484
cleaners) (etc.)
Fruit(etc.) 2941.8 | 1397.3 | 2761.8 | 1370.6 | 2227.8 | 1277.8 | 2763.3 | 1376.0 1.841 | 0.161
Vegetable(etc.) 4836.4 | 1931.5 | 4501.5 | 2102.1 | 4607.7 | 18455 | 4600.5 | 2036.8 | 0.522 | 0.594

e From the above table, it was observed that, Average monthly highest and lowest
amount spent by respondents to buy other food grains (Rs 5735.5) and cosmetics
products (Rs 1171.0).

Staples:

e Average monthly amount spent by respondents to buy staples items from
organized retail outlets (Rs 1456.4) unorganized retail outlets (Rs 1282.0) and
both retail outlets (Rs 1282.0).

Other Food Grains/Flours/Items:

e Average monthly amount spent by respondents bought other food grains items
from both retail outlets (Rs 5907.7), organized retail outlets (Rs 5733.9) and
unorganized retail outlets (Rs 5424.0).

Cooking Oil /Ghee/ Vanaspati:

e Average monthly amount spent by respondents to buy cooking oil from organized
retail outlets (Rs 1174.8), both retail outlets (Rs 1094.2) and unorganized retail
outlets (Rs 1044.1).

Other Packaged Food:

e Average monthly amount spent by respondents to buy other packaged food items
from organized retail outlets (Rs 1525.0), both retail outlets (Rs 1368.1) and
unorganized retail outlets (Rs 1341.2).

Cosmetics:

e Average monthly amount spent by respondents to buy cosmetics items from
organized retail outlets (Rs 1201.6), unorganized retail outlets (Rs 1096.0) and
both retail outlets (Rs 500.0).
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Household Cleaning Products:

e Average monthly amount spent by respondents to buy household cleaning items
from organized retail outlets (Rs 1284.6), unorganized retail outlets (Rs 1195.0)
and both retail outlets (Rs 1015.4).

Fruit:

e Average monthly amount spent by respondents to buy fruits from organized retail
outlets (Rs 2941.8), unorganized retail outlets (Rs 2761.8) and both retail outlets
(Rs 2227.8).

Vegetable:

e Average monthly amount spent by respondents to buy vegetables from
unorganized retail outlets (Rs 4501.5), organized retail outlets (Rs 4836.4) and
both retail outlets (Rs 4607.7).

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like staples (with F-value=5.313 and p-
value=0.006). Hence, null hypothesis was rejected. Therefore, it could be said
that, respondents to buy different products categories like staples from different
retail outlets had similar perception about average monthly amount spent by
respondents in Surat city.

e As per statistical results, it was observed that, there was no significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like other food grains (with F-value=0.949
and p-value=0.389), cooking oil (with F-value=1.513 and p-value=0.223), other
packaged foods (with F-value= 0.401 and p-value=0.670), cosmetics (with F-
value=0.619 and p-value=0.540), household cleaning products (with F-
value=0.729 and p-value=0.484), fruits (with F-value=1.841 and p-value=0.161)
and vegetables (with F-value=0.522 and p-value=0.594). Hence, null hypothesis
was not rejected. Therefore, it could be said that, respondents to buy different
products categories like other food grains, cooking oil, other packaged foods,
cosmetics, household cleaning products, fruits and vegetables from different retail
outlets had similar perception about average monthly amount spent by

respondents in Surat city.
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Table 5.2.154 Mean Comparison of Different Product Categories Respondents Bought from
Different Retail Outlets In The Rajkot City Gujarat.

Mean Comparison of different retail outlets
. . Organized Retail Unorganized
Different Product Categories outlets Retail outlets Both Total E- p-
value value
Mean Sd Mean S.d Mean Sd Mean Sd

Staples (rice/atta/wheat) (etc.) 1182.6 520.8 895.9 443.2 - - 1023.5 498.9 17.668 | 0.000
Other food grains/Flours/items
(maida/rava/suji/ dals/spices/ 5286.9 | 22449 | 2764.0 | 1337.7 | 4492.3 | 2569.6 | 4134.2 2325.8 28.945 | 0.000
masalas/sugar/salt/eggs/bread/milk(etc.)
Cooking oil /Ghee/Vanaspati (etc.) 1552.7 594.2 1183.8 605.3 1200.0 513.1 1392.8 620.9 9.343 0.000
Other packaged food. Toiletries
soap/shampooTalkam powder/hair 3141.9 | 1608.2 | 12735 | 840.9 | 2000.0 - 2501.0 | 1647.4 | 40.196 | 0.000
oil/tooth paste/ shaving
products/sanitary napkins) (etc.)
Cosmetics (creams/lotion/skin care 10465 | 7528 | 4804 | 3969 | 500.0 . 8485 | 7031 | 17.115 | 0.000
products) (etc.)
Household cleaning products (washing
soap/Detergents/ toilet cleaners/utensil 1240.8 | 1059.3 549.3 307.5 860.0 569.9 979.8 908.6 14.670 | 0.000
cleaners) (etc.)
Fruit(etc.) 2866.2 | 1529.8 | 1651.6 | 1220.1 | 1853.9 | 1273.8 | 2059.5 1439.8 17.800 | 0.000
Vegetable(etc.) 4609.5 | 2000.2 | 3167.7 | 1715.7 | 4357.1 | 2789.8 | 3663.5 1962.2 13.393 | 0.000

From the above table, it was observed that, average monthly highest and lowest
amount spent by respondents to buy other food grains (Rs 4134.2) and cosmetics
products (Rs 848.5).

Staples:

e Average monthly amount spent by respondents to buy staples items from
organized retail outlets (Rs 1182.6) and unorganized retail outlets (Rs 895.9).

Other Food Grains/Flours/Items:

e Average monthly amount spent by respondents bought other food grains items
from organized retail outlets (Rs 5286.9), both retail outlets (Rs 4492.3) and
unorganized retail outlets (Rs 2764.0 Rs).

Cooking Oil /Ghee/ Vanaspati:

e Average monthly amount spent by respondents to buy cooking oil from organized
retail outlets (Rs 1552.7), both retail outlets (Rs 1200.0) and unorganized retail
outlets (Rs 1183.8).

Other Packaged Food:

e Average monthly amount spent by respondents to buy other packaged food items
from organized retail outlets (Rs 3141.9), unorganized retail outlets (Rs 2000.0)
and both retail outlets (Rs 1273.5).

Cosmetics:

e Average monthly amount spent by respondents to buy cosmetics items from
organized retail outlets (Rs1046.5) both retail outlets (Rs 500.0) and unorganized
retail outlets (Rs 480.4).
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Household Cleaning Products:

e Average monthly amount spent by respondents to buy household cleaning items
from organized retail outlets (Rs 1240.8), both retail outlets (Rs 860.0) and
unorganized retail outlets (Rs 549.3).

Fruit:

e Average monthly amount spent by respondents to buy fruits from organized retail
outlets (Rs 2866.1), both retail outlets (Rs 1853.9) and unorganized retail outlets
(Rs 1651.6).

Vegetable:

e Average monthly amount spent by respondents to buy vegetables from organized
retail outlets (Rs 4609.5), both retail outlets (Rs 4357.1) and unorganized retail
outlets (Rs 3167.7).

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like staples (with F-value=17.668 and p-
value=0.000), other food grains (with F-value=28.945 and p-value=0.000),
cooking oil (with F-value=9.343 and p-value=0.000), other packaged foods (with
F-value= 40.196 and p-value=0.000), cosmetics (with F-value=17.115 and p-
value=0.000), household cleaning products (with F-value=14.670 and p-
value=0.000), fruits (with F-value=17.800 and p-value=0.000) and vegetables
(with F-value=13.393 and p-value=0.000). Hence, null hypothesis was rejected.
Therefore, it could be said that, respondents to buy different products categories
like staples and vegetables from different retail outlets had different perception

about average monthly amount spent by respondents in Rajkot city.
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H8: Expected and observed frequency of purchase preference of product category

from defined outlets are equal in selected cities in Gujarat.

Table 5.2.155 Product Category Wise Purchase Preference From Organized, Unorganized And

Both Retail Outlets Across Respondents Category Using One-Sample Chi-Square
Statistics In Selected Cities Of Gujarat.

Different Product Categories

Expected And Observed Different Retail Outlets

Organized Unorganized .
Retail outlets | Retail outlets Bt Total chi - p-
value value

Ob Exp Ob Exp Ob Exp

Staples (rice/atta/wheat) (etc.) 348 | 266.7 444 266.7 8 266.7 800 393.640 | 0.000
Other food grains/Flours/items
(maida/rava/suji/ dals/spices/ 299 | 266.7 219 266.7 | 282 | 266.7 800 13.322 | 0.001

masalas/sugar/salt/eggs/bread/milk(etc.)

Cooking oil /Ghee/Vanaspati (etc.) 402 | 266.7 266 266.7 | 132 | 266.7 800 136.690 | 0.000

Other packaged food. Toiletries
soap/shampoo/Talkam powder/hair oil/tooth
paste/ shaving products/sanitary napkins)
(etc.)

462 | 266.7 204 266.7 | 134 | 266.7 800 223.810 | 0-000

Cosmetics (creams/lotion/skin care products)
(etc.)

550 | 266.7 210 266.7 | 38 | 266.7 800 | 513.430 | 0.000

Household cleaning products (washing

soap/Detergents/  toilet  cleaners/utensil a9p | 2667 220 266.7 | 88 | 266.7 800 318.280 | 0.000

cleaners) (etc.)

Fruit(etc.) 273 | 266.7 443 266.7 | 84 | 266.7 800 241.878 | 0.000
Vegetable(etc.) 270 266.7 458 266.7 | 72 | 266.7 800 279.430 | 0.000
e From the above table, it was observed that, out of total respondents, proportion of

purchase staples, fruits and vegetables items are more in unorganized retail

outlets.
e Proportion of purchase other food grains items is more in both retail outlets.
e While, proportion of purchase cooking oil, other packaged food, cosmetics,
household cleaning products items are more in organized retail outlets.
Hypotheses:
e As per chi-square results, it was observed that, there was significant relationship

between observed and expected respondent to buy different products categories
from different retail outlets like staples (chi-square value =393.640 and p-
value=0.000), other food grains (chi-square value =13.322 and p-value=0.001),
cooking oil (chi-square value =136.690 and p-value=0.000), other packaged foods
(chi-square value =223.810 and p-value=0.000), cosmetics (chi-square value
=513.430 and p-value=0.000), household cleaning products (chi-square value
=318.280 and p-value=0.000), fruits (chi-square value =241.878 and p-
value=0.000) and vegetables (chi-square value =279.430 and p-value=0.000) in
selected cities of Gujarat. Hence, null hypothesis was rejected.
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Table 5.2.156 Product Category Wise Purchase Preference From Organized, Unorganized And

Both Retail Outlets Across Respondents Category Using One-Sample Chi-Square
Statistics In Vadodara Of Gujarat.

Expected And Observed Different Retail Outlets

Organized :
. . ” Unorganized .
Different Product Categories Retail Retail outlets Both Total chi - p-
outlets value value
Ob. | Exp. | Ob. | Exp. | Ob. | Exp.
Staples (rice/atta/wheat) (etc.) 75 66.7 | 122 | 66.7 3 66.7 | 200 | 107.770 | 0.000
Other food grains/Flours/items (maida/rava/suji/
dals/spices/ 47 66.7 | 63 66.7 90 | 66.7 | 200 14.170 | 0.000
masalas/sugar/salt/eggs/bread/milk(etc.)
Cooking oil /Ghee/Vanaspati (etc.) 78 66.7 | 101 | 66.7 21 | 66.7 | 200 50.890 | 0.000
Other packaged food. Toiletries

soap/shampoo/Talkam powder/hair oil/tooth paste/ | 103 | 66.7 | 54 66.7 43 | 66.7 | 200 30.610 | 0-000

shaving products/sanitary napkins) (etc.)

Cosmetics (creams/lotion/skin care products) (etc.) 103 | 66.7 | 61 66.7 36 | 66.7 | 200 34.390 | 0.000

Household cleaning products (washing

soap/Detergents/ toilet cleaners/utensil cleaners) 81 66.7 | 75 66.7 44 | 66.7 | 200 11.830 | 0.000

(etc.)

Fruit(etc.) 41 66.7 | 108 | 66.7 51 | 66.7 | 200 39.190 | 0.000
Vegetable(etc.) 49 66.7 | 112 | 66.7 48 | 66.7 | 200 46.720 | 0.000
e From the above table, it was observed that, out of total respondents, proportion of

purchase staples, cooking oil, fruits and vegetables items are more in unorganized
retail outlets.

Proportion of purchase other food grains items is more in both retail outlets.
While, proportion of purchase other packaged food, cosmetics, household

cleaning products items are more in organized retail outlets.

Hypotheses:

As per chi-square results, it was observed that, there was significant relationship
between observed and expected respondent to buy different products categories
from different retail outlets like staples (chi-square value =107.770 and p-
value=0.000), other food grains (chi-square value =14.170 and p-value=0.001),
cooking oil (chi-square value =50.890 and p-value=0.000), other packaged foods
(chi-square value =30.610 and p-value=0.022), cosmetics (chi-square value
=34.390 and p-value=0.000), household cleaning products (chi-square value
=11.830 and p-value=0.000), fruits (chi-square value =39.190 and p-value=0.000)
and vegetables (chi-square value =46.720 and p-value=0.000) in Vadodara city.

Hence, null hypothesis was rejected.
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Table 5.2.157 Product Category Wise Purchase Preference From Organized, Unorganized And

Both Retail Outlets Across Respondents Category Using One-Sample Chi-Square
Statistics In Ahmedabad Of Gujarat.

Expected And Observed Different Retail Outlets

Organized Unorganized .
Retail outlets Retail outlets Both Total chi - p-
value value

Ob Exp Ob Exp Ob Exp

Different Product Categories

Staples (rice/atta/wheat) (etc.) 114 100.0 86 100.0 - - 200 3.920 0.048

Other food grains/Flours/items

(maida/rava/suji/ dals/spices/ 120 66.7 31 66.7 49 66.7 200 66.430 | 0.000

masalas/sugar/salt/eggs/bread/milk(etc.)

Cooking oil /Ghee/Vanaspati (etc.) 131 66.7 34 66.7 35 66.7 200 93.130 | 0.000

Other packaged food. Toiletries
soap/shampoo/Talkam powder/hair
oil/tooth paste/ shaving products/sanitary
napkins) (etc.)

148 66.7 33 66.7 19 66.7 200 | 150.310 | 0.000

Cosmetics (creams/lotion/skin care

171 100.0 29 100.0 - - 200 100.820 | 0.000
products) (etc.)
Household cleaning products (washing
soap/Detergents/ toilet cleaners/utensil 154 66.7 25 66.7 21 66.7 200 | 171.730 | 0.000
cleaners) (etc.)
Fruit(etc.) 112 66.7 86 66.7 2 66.7 200 99.160 0.000
Vegetable(etc.) 112 66.7 84 66.7 4 66.7 200 94.240 0.000
e From the above table, it was observed that, out of total respondents, proportion of
purchase staples, other food grains, cooking oil, other packaged food, cosmetics,
household cleaning products fruits and vegetables items are more in organized
retail outlets.
Hypotheses:
e As per chi-square results, it was observed that, there was significant relationship

between observed and expected respondent to buy different products categories
from different retail outlets like staples (chi-square value =3.920 and
p-value=0.048), other food grains (chi-square value =66.430 and p-value=0.000),
cooking oil (chi-square value =93.130 and p-value=0.000), other packaged foods
(chi-square value =150.310 and p-value=0.000), cosmetics (chi-square value
=100.820 and p-value=0.000), household cleaning products (chi-square value
=171.730 and p-value=0.000), fruits (chi-square value =99.160 and
p-value=0.000) and vegetables (chi-square value =94.240 and p-value=0.000) in

Ahmedabad city. Hence, null hypothesis was rejected.
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Table 5.2.158 Product Category Wise Purchase Preference From Organized, Unorganized And Both
Retail Outlets Across Respondents Category Using One-Sample Chi-Square Statistics In
Surat City of Gujarat.

Expected And Observed Different Retail Outlets
. . Organized Retail Unorganized Retail .
Different Product Categories outlets outlets Both Total chi - p-
value | value
Observed | Expected | Observed | Expected | Observed | Expected
Staples (rice/atta/wheat) (etc.) 70 66.7 125 66.7 5 66.7 200 | 108.250 | 0.000
Other food grains/Flours/items
(maida/rava/suji/ dals/spices/ 59 66.7 50 66.7 91 66.7 200 13.930 | 0.001
masalas/sugar/salt/eggs/bread/milk(etc.)
Cooking oil /Ghee/Vanaspati (etc.) 80 66.7 51 66.7 69 66.7 200 6.430 0.040
Other packaged food. Toiletries
soap/shampoo/Talkam powder/hair 80 66.7 49 66.7 71 66.7 200 | 7630 | 0.022
oil/tooth paste/ shaving
products/sanitary napkins) (etc.)
Cosmetics (creams/lotion/skin care 148 66.7 51 66.7 1 66.7 200 | 167.500 | 0.000
products) (etc.)
Household cleaning products (washing
soap/Detergents/ toilet cleaners/utensil 137 66.7 50 66.7 13 66.7 200 | 121.570 | 0.000
cleaners) (etc.)
Fruit(etc.) 55 66.7 127 66.7 18 66.7 200 92.170 0.000
Vegetable(etc.) 55 66.7 132 66.7 13 66.7 200 | 109.270 | 0.000
e From the above table, it was observed that, out of total respondents, proportion of

purchase staples, other food grains, fruits and vegetables items are more in
unorganized retail outlets.
While, proportion of purchase cooking oil, other packaged food, cosmetics,

household cleaning products items are more in organized retail outlets.

Hypotheses:

As per chi-square results, it was observed that, there was significant relationship
between observed and expected respondent to buy different products categories
from different retail outlets like staples (chi-square value =108.250 and p-
value=0.000), other food grains (chi-square value =13.930 and p-value=0.001),
cooking oil (chi-square value =6.430 and p-value=0.040), other packaged foods
(chi-square value =7.630 and p-value=0.022), cosmetics (chi-square value
=167.590 and p-value=0.000), household cleaning products (chi-square value
=121.570 and p-value=0.000), fruits (chi-square value =92.170 and p-
value=0.000) and vegetables (chi-square value =109.270 and p-value=0.000) in
Surat city. Hence, null hypothesis was rejected.
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Table 5.2.159 Product Category Wise Purchase Preference From Organized, Unorganized And Both

Retail Outlets Across Respondents Category Using One-Sample Chi-Square Statistics In

Rajkot City Of Gujarat.
Expected And Observed Different Retail Outlets
5 . Organized Retail Unorganized Retail i
Different Product Categories Al il Both Total chi - . ;)Iu .

value

Observed | Expected | Observed | Expected | Observed | Expected

Staples (rice/atta/wheat) (etc.) 89 100.0 111 100.0 - - 200 2420 | 0.120

Other food grains/Flours/items

(maida/rava/suji/ dals/spices/ 73 66.7 75 66.7 52 66.7 200 4870 | 0.088

masalas/sugar/salt/eggs/bread/milk(etc.)

Cooking oil /Ghee/Vanaspati (etc.) 113 66.7 80 66.7 7 66.7 200 88.270 | 0.000

Other packaged food. Toiletries

soap/shampoo/Talkam powder/hair 131 66.7 68 66.7 1 66.7 | 200 | 126790 | 0.000

oil/tooth paste/ shaving ' ’ ’ ' '

products/sanitary napkins) (etc.)

Cosmetics (creams/lotion/skin care 130 66.7 69 66.7 1 66.7 200 | 124.930 | 0.000

products) (etc.) ) ' ' ) '

Household cleaning products (washing

soap/Detergents/ toilet cleaners/utensil 120 66.7 70 66.7 10 66.7 200 91.000 | 0.000

cleaners) (etc.)

Fruit(etc.) 65 66.7 122 66.7 13 66.7 200 89.170 0.000

Vegetable(etc.) 63 66.7 130 66.7 7 66.7 200 113.770 | 0.000

e From the above table, it was observed that, out of total respondents, proportion of
purchase staples, other food grains, fruits and vegetables items are more in
unorganized retail outlets.

e While, proportion of purchase cooking oil, other packaged food, cosmetics,
household cleaning products items are more in organized retail outlets.

Hypotheses:

e As per chi-square results, it was observed that, there was significant relationship
between observed and expected respondent to buy different products categories
from different retail outlets like cooking oil (chi-square value =88.270 and
p-value=0.000), other packaged foods (chi-square value =126.790 and
p-value=0.000), cosmetics (chi-square value =124.930 and p-value=0.000),
household cleaning products (chi-square value =91.000 and p-value=0.000), fruits
(chi-square value =89.170 and p-value=0.000) and vegetables (chi-square value
=113.770 and p-value=0.000) in Rajkot city of Gujarat. Hence, null hypothesis
was rejected.

e As per chi-square results, it was observed that, there was no significant

relationship between observed and expected respondent to buy different products
categories from different retail outlets like staples (chi-square value =2.420 and
p-value=0.120) and other food grains (chi-square value =4.870 and p-

value=0.088) in Surat city of Gujarat. Hence, null hypothesis was not rejected.
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H9: Average satisfaction score assigned by respondents regarding various
features of organized and unorganized retail outlets across selected cities of

Gujarat.

Table 5.2.160 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
And Unorganized Retail Outlets Regarding Various Features In The Selected Cities
Gujarat.

. . . Mean Comparison Of Various Features For Organized And
Various Features For O_rganlzed And Unorganized Unorganized Retail Outlets
Rl Mean S.d Total t- Value | p-Value
Price Organiz_ed RetaiI_OutIets 366
Unorganized Retail Outlets 1.896 1711 21.206 0.000
Convenience Organized Retail Outlets 1954 a5 366 16,377 0.000
Unorganized Retail Outlets ' ’ ' '
Organized Retail Outlets
Assortments Unorganized Retail Outlets 1678 1650 366 | 19449 | 0.000
Transpafency in Organized Retail Outlets 266
billing Unorganized Retail Outlets 1.902 2.243 16.219 0.000
Sales person Organized Retail Outlets 266
service Unorganized Retail Outlets 4.352 2.446 34.044 0.000
. Organized Retail Outlets
Advertisement Unorganized Retail Outlets 4.145 2992 366 34.597 0.000
. Organized Retail Outlets
Ambience Unorganized Retail Outlets 2.085 1.857 366 21.480 0.000
Parking Facility Organized Retail Outlets 3.607 1.888 366 | 36541 | 0.000
Unorganized Retail Outlets
GOO}? Oppo_rtunity Organized Retail Outlets - Lo 266 . 0.000
or buying Unorganized Retail Outlets : : :
Motivating to visit Organized Retail Outlets 0.700 1.890 366 7125 | 0.000
Unorganized Retail Outlets

e From the above table, it was observed that, out of total respondents, respondents
given highest and lowest satisfaction mean score to sales person service (4.352)
and motivation to visit (0.700) for organized and unorganized retail outlets.

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between respondents given satisfaction mean score for various features and
different retail outlets like price (with t-value=21.206 and p-value=0.000),
convenience (with t-value=16.377 and p-value=0.000), assortments (with t-
value=19.449 and p-value=0.000), transparency in billing (with t-value= 16.219
and p-value=0.000),
value=0.000), advertisements (with t-value=34.597 and p-value=0.000), ambience
(with t-value=21.480 and p-value=0.000) parking facility (with t-value=36.541

sales person service (with t-value=34.044 and p-

and p-value=0.000), good opportunity for buying (with t-value=12.341 and p-
value=0.000) and motivation to visit (with t-value=7.125 and p-value=0.000) in

selected cities of Gujarat. Hence, null hypothesis was rejected.
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Table 5.2.161 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
And Unorganized Retail Outlets Regarding Various Features In The Vadodara
City Of Gujarat.

Various Features For Organized And Unorganized

Retail Outlets

Mean Comparison Of Various Features For Organized And
Unorganized Retail Outlets

Mean Sd Total t- Value | p-Value
Price Organized Retail Outlets 200
Unorganized Retail Outlets 0.803 1.693 5.133 0.000
. Organized Retail Outlets
Convenience 0.821 1.897 200
Unorganized Retail Outlets 4.680 0.000
A Organized Retail Outlets 200
ssortments Unorganized Retail Outlets 1.709 2.321 7.946 0.000
Transparency in Organized Retail Outlets 200
billing Unorganized Retail Outlets 0.479 2.238 2313 0.022
Sales person Organized Retail Outlets 200
service Unorganized Retail Outlets 5.598 3173 19.082 0.000
dverti Organized Retail Outlets
Advertisement Unorganized Retail Outlets 2.838 2.751 200 11.157 0.000
) Organized Retail Outlets 2120 1839
Ambience Unorganized Retail Outlets ' ' 200 12.467 0.000
Parking Facility Organized Retail Outlets 3.932 2303 200 | 18463 | 0.000
Unorganized Retail Outlets
; Organized Retail Outlets
Good Opportunity g 1.974 2.143 200 9964 | 4000
for buying Unorganized Retail Outlets :
Motivating to visit Organized Retail Outlets 1.214 1.795 200 | 7315 | 0000

Unorganized Retail Outlets

e From the above table, it was observed that, out of total respondents, respondents

given highest and lowest satisfaction mean score to sales person service (5.598)

and motivation to visit (1.214) for organized and unorganized retail outlets.

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship

between respondents given satisfaction mean score for various features and

different retail outlets like price (with t-value=5.133 and p-value=0.000),

convenience (with t-value =4.680 and p-value=0.000), assortments (with t-value

=7.946 and p-value=0.000), transparency in billing (with t-value = 2.313 and p-

value=0.022), sales person service (with t-value =19.082 and p-value=0.000),

advertisements (with t-value =11.157 and p-value=0.000), ambience (with t-value
=12.467 and p-value=0.000) parking facility (with t-value =18.463 and p-

value=0.000), good opportunity for buying (with t-value =9.964 and p-

value=0.000) and motivation to visit (with t-value =7.315 and p-value=0.000) in

Vadodara city. Hence, null hypothesis was rejected.

Volume I

312




Chapter 5: Analysis & Interpretation of Data

Table 5.2.162 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized

And Unorganized Retail Outlets Regarding Various Features In The Ahmedabad

of Gujarat.
. . " Mean Comparison Of Various Features For Organized And
Various Features ?ertg:’%ﬂtllzeetg And Unorganized Unorganized Retail Outlets
Mean Sd Total t- Value | p-Value
. Organized Retail Outlets
Price Unorganized Retail Outlets 2.156 1.433 76 13.199 0.000
Convenience Organized Retail Outlets 1.766 985 76 15729 | 0.000
Unorganized Retail Outlets
Assortments Organized Retail Outlets 16.356
Unorganized Retail Outlets .19 995 6 0.000
Transparency in Organized Retail Outlets
billing Unorganized Retail Outlets 2.909 1.444 76 17.684 0.000
Sales person Organized Retail Outlets
service Unorganized Retail Outlets 3.156 1.927 76 14.373 0.000
i Organized Retail Outlets
Advertisement — . 5.013 1.230 76 | 35762 | 0.00
Unorganized Retail Outlets
Ambience Organized Retail Outlets
Unorganized Retail Outlets 2675 1437 6 16.340 0.000
Parking Facility Organlz.ed RetalI_OutIets 2 688 1.462 76 16.132 0.000
Unorganized Retail Outlets
Good Opportunity Organized Retail Outlets
for buying 1.130 1.657 76 5.983 0.000
Unorganized Retail Outlets
A - Organized Retail Outlets
Motivating to visit - - 0.610 1.778 76 3.012 0.004
9 Unorganized Retail Outlets

e From the above table, it was observed that, out of total respondents, respondents
given highest and lowest satisfaction mean score to advertisements (5.013) and
motivation to visit (0.610) for organized and unorganized retail outlets.

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between respondents given satisfaction mean score for various features and
different retail outlets like price (with t-value=13.119 and p-value=0.000),
convenience (with t-value =15.729 and p-value=0.000), assortments (with t-value
=16.356 and p-value=0.000), transparency in billing (with t-value = 17.684 and p-
value=0.000), (with =14.373 and
p-value=0.000), advertisements (with t-value =35.762 and p-value=0.000),

sales  person  service t-value
ambience (with t-value =16.340 and p-value=0.000) parking facility (with t-value
=16.132 and p-value=0.000), good opportunity for buying (with t-value =5.983
=3.012 and

p-value=0.004) in Ahmedabad city. Hence, null hypothesis was rejected.

and p-value=0.000) and motivation to visit (with t-value
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Table 5.2.163 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
And Unorganized Retail Outlets Regarding Various Features In The Surat City Of

Gujarat.
Mean Comparison Of Various Features For Organized And
Various Features For Organized And Unorganized Unorganized Retail Outlets
Relili e Mean Sd Total t- Value | p-Value
. Organized Retail Outlets
Price Unorganized Retail Outlets 2.707 1.163 99 23.164 0.000
Convenience Organized Retail Outlets 1.364 1.054 99 | 12871 | 0.000
Unorganized Retail Outlets
A Organized Retail Outlets 1596 1068 99 14.865 0.000
ssortments Unorganized Retail Outlets ' ' ' '
Transparency in Organized Retail Outlets 3162 1676 99 18.765 0.000
billing Unorganized Retail Outlets ' ' ' '
Sales person Organized Retail Outlets
service Unorganized Retail Outlets 4.101 1522 9 26.811 0.000
) Organized Retail Outlets
Advertisement Unorganized Retail Outlets 4.808 1.569 99 30.484 0.000
Ambi Organized Retail Outlets 1515 1580 g9 9540 0.000
mblence Unorganized Retail Outlets ' ' ' '
Parking Facility Organized Retail Outlets 3.626 1.084 99 33283 | 0.000
Unorganized Retail Outlets
; Organized Retail Outlets
G°°]9 Opporunity : : 0.788 1.280 99 6.125 | 0.000
or buying Unorganized Retail Outlets
A - Organized Retail Outlets
Motivating to visit Unorganized Retail Outlets 0.262 1.720 99 1.546 0.125

From the above table, it was observed that, out of total respondents, respondents
given highest and lowest satisfaction mean score to advertisements (4.808) and

motivation to visit (0.262) for organized and unorganized retail outlets.

Hypotheses:

As per statistical results, it was observed that, there was significant relationship
between respondents given satisfaction mean score for various features and
different retail outlets like price (with t-value=23.164 and p-value=0.000),
convenience (with t-value=12.871 and p-value=0.000), assortments (with t-
value=14.865 and p-value=0.000), transparency in billing (with t-value= 18.765
and p-value=0.000),
value=0.000), advertisements (with t-value=30.484 and p-value=0.000), ambience
(with t-value=9.540 and p-value=0.000) parking facility (with t-value=33.283 and

sales person service (with t-value=26.811 and p-

p-value=0.000), good opportunity for buying (with t-value=6.125 and p-
value=0.000) and motivation to visit (with t-value=1.546 and p-value=0.125) in
Surat city of Gujarat. Hence, null hypothesis was rejected.

As per statistical results, it was observed that, there was no significant relationship

between respondents given satisfaction mean score for various features and
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different retail outlets like motivation to visit (with t-value=1.546 and p-

value=0.125) in Surat city. Hence, null hypothesis was not rejected.

Table 5.2.164 Comparisons Of Satisfaction Mean Score Given By Respondents For Organized
And Unorganized Retail Outlets Regarding Various Features In The Rajkot City

Of Gujarat.
Mean Comparison Of Various Features For Organized And
Various Features For Organized And Unorganized Retail Unorganized Retail Outlets
M S.d
Qe ean Total t- Value | p-Value
. Organized Retail Outlets 2.274 1.774 73 10.954
Price Unorganized Retail Outlets 0.000
Convenience Organlz.ed RetalI.OutIets 1.260 1.395 2s 7720 0.000
Unorganized Retail Outlets
Assortments Organized Retail Outlets 1.630 1.594 8736 | 000
Unorganized Retail Outlets 73 '
Transparency in Organized Retail Outlets
billing Unorganized Retail Outlets 1411 2.146 73 5617 0.000
Sales person service Organized Retail Outlets 1.654 20.455
Unorganized Retail Outlets 3.959 & 0.000
Advertisement Organized Retail Outlets 73
Unorganized Retail Outlets 4425 2.285 16.547 0.000
Ambience Organized Retail Outlets 2371 7.850
Unorganized Retail Outlets 2.178 73 0.000
Parking Facility Organized Retail Outlets 4.027 2.101 16375 | 0.000
Unorganized Retail Outlets 73
Good Opportunity for Organized Retail Outlets 0.767 2.157 73 3.038 0.003
buying Unorganized Retail Outlets
A . Organized Retail Outlets
Motivating to visit - - 0.589 2.204 73 2.284 0.025
9 Unorganized Retail Outlets

e From the above table, it was observed that, out of total respondents, respondents
given highest and lowest satisfaction mean score to advertisements (4.425) and
motivation to visit (0.589) for organized and unorganized retail outlets.

Hypotheses:

e As per statistical results, it was observed that, there was significant relationship
between average monthly amount spent by respondents to buy different products
categories from different retail outlets like price (with t-value=10.954 and p-
value=0.000), convenience (with t-value=7.720 and p-value=0.000), assortments
(with t-value=8.736 and p-value=0.000), transparency in billing (with t-value =
5.617 and p-value=0.000), sales person service (with t-value =20.454 and p-
value=0.000), advertisements (with t-value =16.547 and p-value=0.000),
ambience (with t-value =7.850 and p-value=0.000) parking facility (with t-value
=16.375 and p-value=0.000), good opportunity for buying (with t-value=3.038
and p-value=0.003) and motivation to visit (with t-value=2.284 and p-

value=0.025) in Rajkot city. Hence, null hypothesis was rejected.
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5.3 Test of Hypotheses

H1: There is no association between purchasing power of food and grocery from

both (organized & unorganized) retail outlets and selected cities of Gujarat.

For Organized Retail Outlets,

Table: 5.3.1 Comparisons And Association, Regarding Shopping Starting From Organized Retail

Outlets Their Overall Purchase Of Food & Grocery Items Increase, Decrease And
Remain Same In Selected Cities Of Gujarat.

Organized Retail Outlets
Cities Increase Remain Same Decrease )
N % N % N % Total Chi- Square value p- value
Vadodara 32 21.1 | 116 76.3 4 2.6 152
Ahmedabad 16 9.1 159 90.9 0 0.0 175
Surat 47 29.4 | 113 70.6 0 0.0 1460 36.304 0.000
Rajkot 22 16.2 | 114 83.8 0 0.0 136

From the above table, it was observed that, respondents started shopping from
organized retail outlets of overall purchase of food and grocery remained same in
Ahmedabad city (90.9%) followed by Rajkot, Vadodara and Surat cities was
83.8%, 76.3% and 70.6% respectively.

Similarly respondents started shopping from organized retail outlets of overall
purchase of food and grocery increased in Surat city (29.4%) followed by
Vadodara, Rajkot and Ahmedabad cities was 21.1%, 16.2% and 9.1%
respectively.

While 2.6% respondents started shopping from organized retail outlets of overall
purchase of food and grocery was decreased in Vadodara city. In Ahmedabad,
Surat and Rajkot cities respondents started shopping from organized retail outlets
of overall purchase of food and grocery was not decreased.

Hypotheses:

As per chi square results, chi- square results, it was observed that with chi-square
value 36.304 and p-value 0.000, it was highly significant and so, we have to reject
our null hypothesis and as a result, we can say that, after started shopping from
organized retail outlets and their overall purchase of food and grocery items
increased, decreased and remained same in selected cities of Gujarat.
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For Unorganized Retail Outlets,

Table: 5.3.2 Comparisons And Association, Regarding Shopping Starting From Unorganized
Retail Outlets, Their Overall Purchase Of Food & Grocery Items Increase, Remain
same And Decrease In Selected Cities Of Gujarat.

Unorganized Retail Outlets
Cities Increase Remained Same Decrease Total Chi- Square value o- value
N % N % N %
Vadodara 2 1.2 157 95.7 5 3.0 164
Ahmedabad 0 0.0 103 100.0 0 0.0 103
Surat 0 0.0 139 100.0 0 0.0 139 16.388 0.012
Rajkot 0 0.0 137 100.0 0 0.0 137

e From the above table, it was observed that, there was 100% consistency in
spending amount of respondents for food and grocery items from Ahmedabad,
Surat and Rajkot, while in VVadodara 1.2% respondents showed increment, 3.0%
respondents showed decline in spend amount for food and grocery and 95.7%
respondents believed that there spending over food and grocery was remained
same from unorganized retail outlets.

Hypotheses:

e As per chi square results, it was observed that, with chi-square value 16.388 and
p-value 0.000, it was highly significant and so, we have to reject our null
hypothesis and as a result, we can say that after started shopping from
unorganized retail outlets and their overall purchase of food and grocery items

increased, decreased and remained same in selected cities of Gujarat.
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H2: There is no association between purchasing power of food and grocery from
both (organized & unorganized) retail outlets and demographic characteristics.

For Organized Retail Outlets,

Table: 5.3.3 Comparisons And Association, Regarding Starting Shopping From Organized Retail
Outlets With Respect To Demographic Characteristics Of Respondents Overall
Purchase Of Food And Grocery Items Increased, Decreased And Remained Same
In Selected Cities Of Gujarat.

Organized Retail Outlets
Respondent’s Demographic Remained Chi
Charasteristics and It’;g C‘ftegory . Same DEBrEeEs) Total Square- p-value
N % N % N % Value
Male 86 195 | 352 79.8 3 0.7 441
Gender Female 31 | 170 | 150 | 824 | 1| 05 | 182 0.560 0.760
Less than<= 33 34 23.8 | 107 74.8 2 14 143
33-35 22 20.4 85 78.7 1 0.9 108
Age 36-40 20 16.1 103 83.1 1 0.8 124 7.414 0.493
41-45 17 15.3 94 84.7 0 0.0 111
More than 45 24 17.5 113 82.5 0 0.0 137
. Married 112 | 18.6 | 486 80.9 3 0.5 601
Marital Status Unmarried 5 | 227 | 16 | 727 | 1| 45 | 22 5.776 0.056
. Nuclear 48 | 17.7 | 221 81.5 2 0.7 271
Family Type Joint 69 | 196 | 281 | 798 | 2| 06 | 352 0.416 0812
Less than 5 47 | 175 | 219 81.7 2 0.7 268
Family Size 5-6 63 20.7 | 241 79.0 1 0.3 305 3.558 0.469
More than 6 7 14.0 42 84.0 1 2.0 50
S.S.C 2 12.5 14 87.5 0 0.0 16
H.S.C 13 31.0 29 69.0 0 0.0 42
Education Graduation 52 21.4 188 77.4 3 1.2 243 11.396 0.180
Post Graduation 34 | 165 | 172 83.5 0 0.0 206
PG & Above 16 13.8 99 85.3 1 0.9 116
Business 38 | 228 | 127 76.0 2 1.2 167
Occupation Professional 42 | 205 | 163 79.5 0 0.0 205 7.040 0.134
Service 37 | 147 | 212 84.5 2 0.8 251
Yes 66 20.8 | 251 79.2 0 0.0 317
Four Wheeler No t1 [ 167 | 251 82.0 7 13 306 5.731 0.057
Yes 117 | 18.8 | 501 80.5 4 0.6 622
Two Wheeler No 0 0.0 1 1000 0 0.0 1 0.241 0.886
. Yes 94 18.3 | 419 815 1 0.2 514
Bicycle No 23 | 211 | 83 | 761 | 3| 28 | 109 9.864 0.007
<=40000 18 18.4 77 78.6 3 3.1 98
40001-60000 22 16.1 | 115 83.9 0 0.0 137
Income Groups 60001-80000 28 23.0 93 76.2 1 0.8 122 13.943 0.083
80001-135000 22 17.6 | 103 82.4 0 0.0 125
>135000 27 19.1 114 80.9 0 0.0 141
<=9167 18 16.5 88 80.7 3 2.8 109
Per Capita 9168-13000 20 17.1 97 82.9 0 0.0 117
Income 13001-17800 34 28.1 87 71.9 0 0.0 121 18.865 0016
17801-30000 21 14.7 121 84.6 1 0.7 143
>30000 24 18.0 | 109 82.0 0 0.0 133
Total 117 | 18.8 | 502 80.6 4 0.6 623

From the above table, it was observed that, out of total respondents, 80.6%, 18.8%

and 0.6% respondents respectively started shopping from organized retail outlets,

their overall purchase of food and grocery items was remained same, increase and

decreased.

e According to Gender, out of total respondents, 79.8% and 82.4% male and female
respondents respectively started shopping from organized retail outlets; their

overall purchase of food and grocery items was remained same, while 0.7% and
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0.5% male and female respondents respectively started shopping from organized
retail outlets whose overall purchase of food and grocery items were decreased.

e According to Age, out of total respondents, 84.7% respondents belonged to 41-45
years age groups, they started shopping from organized retail outlets their overall
purchase of food and grocery items were remained same, while 1.4% belonged to
less than or equal to 33 years age groups, they started shopping from organized
retail outlets their overall purchase of food and grocery items were decreased.

e According to Marital Status, out of total respondents, 80.9% and 72.7% married
and unmarried respondents respectively started shopping from organized retail
outlets their overall purchase of food and grocery items were remained same,
while 4.5% and 0.5% unmarried and married respondents respectively started
shopping from organized retail outlets their overall purchase of food and grocery
items were decreased.

e According to Family Type, out of total respondents, 81.5% and 79.8%
respondents were from nuclear and joint family groups respectively, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, while 0.7% and 0.6% respondents were from nuclear
and joint family groups respectively, they started shopping from organized retail
outlets their overall purchase of food and grocery items were decreased.

e According to Family Size, out of total respondents, 84.0% respondents have more
than 6 members in family, they started shopping from organized retail outlets their
overall purchase of food and grocery items were remained same, while 2.0%
respondents have more than 6 members in family, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
decreased.

e According to Education, out of total respondents, 87.5% respondents had studied
SSC, they started shopping from organized retail outlets their overall purchase of
food and grocery items were remained same, while 1.2% respondents had studied
graduation and post graduation and above respectively, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
decreased.

e According to Occupation, out of total respondents, 84.5% respondents belonged

to service class, they started shopping from organized retail outlets their overall
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purchase of food and grocery items were remained same, while 1.2% respondents
belonged to business class, they started shopping from organized retail outlets
their overall purchase of food and grocery items were decreased.

According to Respondents Own Vehicle Four Wheeler, out of 317 respondents
have four- wheeler, who having four -wheeler, 79.2% and 20.8% respondents
started shopping from organized retail outlets their overall purchase of food and
grocery items were remained same and increased.

According to Respondents Own Vehicle Two Wheeler, out of 622 respondents
have two-wheeler, who having two-wheeler, 80.5%, 18.8% and 0.6% respondents
started shopping from organized retail outlets their overall purchase of food and
grocery items were remained same, increased and decreased.

According to Respondents Own Vehicle Bicycle, out of 514 respondents have
bicycle, who having bicycle, 81.5%, 18.3% and 0.2% respondents started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, increased and decreased.

According to Income Groups, out of total respondents, 83.9% respondents
belonged to 40001-60000 income groups, they started shopping from organized
retail outlets their overall purchase of food and grocery items were remained
same, while 3.1% respondents belonged to less than or equal to 40000 income
groups, they started shopping from organized retail outlets their overall purchase
of food and grocery items were decreased.

According to Per Capita Income Groups, out of total respondents, 84.6%
respondents belonged to 17801-30000 per capita income groups, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, while 2.8% respondents belonged to less than or equal
to 9167 per capita income groups, they started shopping from organized retail

outlets their overall purchase of food and grocery items were decreased.

Hypotheses:

As per chi square results, it was observed that, there was significant association
between respondents’ shopping from organized retail outlets and their overall
purchase of food and grocery items with respect to their per capita income groups
(chi- square value=18.865 and p-value=0.016) and respondents own vehicle like

bicycle (chi- square value=9.864 and p-value=0.007). Hence, null hypothesis was

Volume I 320



Chapter 5: Analysis & Interpretation of Data

rejected. Therefore, it could be said that, per capita income groups of respondents,
and respondents own vehicle like two wheeler had different perception about
shopping from organized retail outlets and overall purchase of food and grocery
items in selected cities of Gujarat.

e As per chi square results, it was observed that, there was no significant association
between respondents shopping from organized retail outlets and their overall
purchase of food and grocery items with respect to their gender (chi- square
value=0.560 and p-value=0.760), age (chi- square value=7.414 and
p-value=0.493), marital status (chi- square value=5.776 and p-value=0.056),
family type (chi- square value=0.416 and p-value=0.812), family size (chi- square
value=3.558 and p-value=0.469), education (chi- square value=11.396 and p-
value=0.180), occupation (chi- square value=7.040 and
p-value=0.134), income groups of respondents (chi- square value=13.943 and
p-value=0.083) respondents own vehicle like four wheeler (chi- square
value=5.731 and p-value=0.057) and respondents own vehicle like two wheeler
(chi- square value=0.241 and p-value=0.886). Hence, null hypothesis was not
rejected. Therefore, it could be said that, gender, age, marital status, family type,
family size, education occupation, income groups of respondents, respondents
own vehicle like four wheeler and bicycle had similar perception about shopping
from organized retail outlets and overall purchase of food and grocery items in

selected cities of Gujarat.
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Table: 5.3.4 Comparisons And Association, Regarding Starting Shopping From Organized And
Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents Overall Purchase Of Food & Grocery Items Increased, Decreased
And Remained Same In Vadodara City Of Gujarat.

Organized Retail Outlets
Respondent’s Demographic Remained Chi
Charagteristics and It’;g C;)tegory . Same DEBrEees) Total Square- p-value
N % N % N % Value
Male 19 | 190 ] 78 | 780 | 3 | 30 100
Gender Female 13 | 250 | 38 | 731 | 1| 19 52 0.844 0.656
Lessthan<=33 | 6 | 171 | 27 | 771 | 2 | 57 35
3335 7 | 250 | 20 | 714 | 1 | 36 28
Age 36-40 6 | 182 | 26 | 7188 | 1 | 30 33 4.020 0.855
41-45 5 | 278 | 13 | 722 | 0 | 00 18
More than 45 8 | 211 | 30 | 789 | 0 | 00 38
. Married 28 | 207 | 104 | 770 | 3 | 22 135
Marital Status Unmarried 4 | 235 12 | 706 | 1| 59 17 0.907 0.636
. Nuclear 16 | 235 | 50 | 735 | 2 | 29 68
Family Type Joint 16 | 190 | 66 | 786 | 2 | 24 84 0.529 0.768
Less than 5 17 | 233 | 54 | 740 | 2 | 27 73
Family Size 5-6 14 | 215 | 50 | 769 | 1 | 15 65 3.066 0.547
More than 6 T | 71| 12 |87 | 1| 71 14
SS.C 0 |00 | 1 [1000[ 0] 00 1
H.S.C 3 | 200 | 12 | 800 | 0 | 00 15
Education Graduation 14 | 246 | 40 | 702 | 3 | 53 57 4.490 0.810
Post Graduation 8 17.8 37 82.2 0 0.0 45
PG & Above 7 | 206 | 26 | 765 | 1 | 29 34
Business 7 14.6 39 81.3 2 4.2 48
Occupation Professional 9 | 220 | 32 780 | O 0.0 41 3.480 0.481
Service 16 | 25.4 45 71.4 2 3.2 63
Yes 19 | 238 | 61 | 763 | 0 | 00 80
Four Wheeler No 13 | 18.1 55 76.4 4 5.6 72 5.028 0.081
No 0 ]00] 0 | 00 |0 00 0
. Yes 11 | 216 | 39 | 765 | 1 | 20 51
Bicycle No 21 | 208 | 77 | 762 | 3 | 30 101 0.141 0.932
<=40000 8 | 250 | 21 | 656 | 3 | 94 32
40001-60000 3 | 125 | 21 | 875 | 0 | 00 24
Income Groups | 60001-80000 | 12 | 333 | 23 | 639 | 1 | 28 36 14.802 0.063
80001-135000 | 5 | 17.2 | 24 | 828 | 0 | 00 29
>135000 4 | 120 | 27 | 871 | 0| 00 31
<=9167 6 | 194 | 22 | 710 | 3 | 97 31
_ 9168-13000 7 | 269 | 19 | 731 | 0 | 00 26
Pel';ccomta 1300117800 | 9 | 375 | 15 | 625 | 0 | 00 24 a5 0068
17801-30000 6 | 146 | 34 | 829 | 1 | 24 21 : :
>30000 4 | 133 | 26 | 867 | 0 | 00 30
Total 32 | 211|116 | 763 | 4 | 26 152

From the above table, 76.3%, 21.1% and 2.6% respondents respectively started
shopping from organized retail outlets, their overall purchase of food and grocery
items was remained same, increased and decreased in VVadodara city.

e According to Gender, out of total respondents, 78.0% and 73.1% male and female
respondents respectively started shopping from organized retail outlets. Their
overall purchases of food and grocery items were remained same, while 3.0% and
1.9% male and female respondents respectively started shopping from organized
retail outlets whose overall purchase of food and grocery items were decreased.

e According to Age, out of total respondents, 84.7% respondents belonged to 41-45

years age groups, they started shopping from organized retail outlets their overall
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purchase of food and grocery items were remained same, while 1.4% belonged to less
than or equal to 33 years age groups, they started shopping from organized retail
outlets their overall purchase of food and grocery items were decreased.

According to Marital Status, out of total respondents, 80.9% and 72.7% married and
unmarried respondents respectively started shopping from organized retail outlets
their overall purchase of food and grocery items were remained same, while 4.5% and
0.5% unmarried and married respondents respectively started shopping from
organized retail outlets their overall purchase of food and grocery items were
decreased.

According to Family Type, out of total respondents, 81.5% and 79.8% respondents
were from nuclear and joint family groups respectively, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
remained same, while 0.7% and 0.6% respondents were from nuclear and joint family
groups respectively, they started shopping from organized retail outlets their overall
purchase of food and grocery items were decreased.

According to Family Size, out of total respondents, 85.7% respondents have more
than 6 members in family, they started shopping from organized retail outlets their
overall purchase of food and grocery items were remained same, while 7.1%
respondents have more than 6 members in family, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
decreased.

According to Education, out of total respondents, majority of the respondents had
studied SSC, they started shopping from organized retail outlets their overall purchase
of food and grocery items were remained same, while 5.8% respondents had studied
graduation, they started shopping from organized retail outlets their overall purchase
of food and grocery items were decreased.

According to Occupation, out of total respondents, 81.3% respondents belonged to
business class, they started shopping from organized retail outlets their overall
purchase of food and grocery items were remained same, while 4.2% respondents
belonged to business class, they started shopping from organized retail outlets their
overall purchase of food and grocery items were decreased.

e According to Respondents Own Vehicle Four Wheeler, out of 80 respondents

have four-wheeler, who having four-wheeler, 76.3% and 23.8% respondents
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started shopping from organized retail outlets their overall purchase of food and
grocery items were remained same and increased.

e According to Respondents Own Vehicle Bicycle, out of 514 respondents have
bicycle, who having bicycle, 76.5%, 21.6% and 2.0% respondents started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, increased and decreased.

e According to Income Groups, out of total respondents, 87.5% respondents
belonged to 40001-60000 income groups, they started shopping from organized
retail outlets their overall purchase of food and grocery items were remained
same, while 9.4% respondents belonged to less than or equal to 40000 income
groups, they started shopping from organized retail outlets their overall purchase
of food and grocery items were decreased.

e According to Per Capita Income Groups, out of total respondents, 86.7%
respondents belonged to more than 30000 per capita income groups, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, while 9.7% respondents belonged to less than or equal
to 9167 per capita income groups, they started shopping from organized retail
outlets their overall purchase of food and grocery items were decreased.

Hypotheses:

e As per chi square results, it was observed that, there was no significant association
between respondents’ shopping from organized retail outlets and their overall
purchase of food and grocery items with respect to their gender (chi- square
value=0.844 and p-value=0.656), age (chi- square value=4.020 and p-
value=0.855), marital status (chi- square value=0.907 and p-value=0.636), family
type (chi- square value=0.529 and p-value=0.768), family size (chi- square
value=3.066 and p-value=0.547), education (chi- square value=4.490 and p-
value=0.810), occupation (chi- square value=3.480 and p-value=0.481), income
groups (chi- square value=14.802 and p-value=0.063), per capita income groups
(chi- square value=14.571 and p-value=0.068), respondents own vehicle like four
wheeler (chi- square value=5.028 and p-value=0.081) and respondents own
vehicle like bicycle (chi- square value=0.141 and p-value=0.932). Hence, null
hypothesis was not rejected. Therefore, it could be said that, gender, age, marital

status, family type, family size, education, occupation, income groups, per capita
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income groups, respondents own vehicle like four wheeler and bicycle had similar
perception about shopping from organized retail outlets and overall purchase of

food and grocery items in Vadodara city.

Table: 5.3.5Comparisons And Association, Regarding Starting Shopping From Organized Retail
Outlets With Respect To Demographic Characteristics Of Respondents Overall
Purchase Of Food & Grocery Items Increased And Remained Same In Ahmedabad
City Of Gujarat.

. Organized Retail Outlets
ResPO“flef't’s Dem(,’gmphlc Increased Remained Same Chi Square-
Characteristics and It’s Category N %% N % Total Value p-value
Male 12 9.5 114 90.5 126
Gender Female 7 8.2 45 918 49 0.079 0.779
Less than<= 33 3 10.0 27 90.0 30
33-35 3 115 23 88.5 26
Age 36-40 1 2.3 42 97.7 43 4,704 0.319
41-45 6 15.8 32 84.2 38
More than 45 3 7.9 35 92.1 38
. Married 16 9.2 158 90.8 174
Marital Status Unmarried 0 00 1 1000 1 0.101 0.750
. Nuclear 9 9.7 84 90.3 93
Family Type Toint 7 85 75 915 0 0.068 0.794
Less than 5 8 9.2 79 90.8 87
Family Size 5-6 7 9.7 65 90.3 72 0.191 0.909
More than 6 1 6.2 15 93.8 16
S.S.C 0 0.0 0 0.0 0
H.S.C 1 12.5 7 87.5 8
Education Graduation 7 8.9 72 91.1 79 1.933 0.586
Post Graduation 7 12.1 51 87.9 58
PG & Above 1 3.3 29 96.7 30
Business 5 10.2 44 89.8 49
Occupation Professional 7 11.7 53 88.3 60 1.281 0.527
Service 4 6.1 62 93.9 66
Yes 7 8.0 81 92.0 88
Four Wheeler No 9 10.3 78 89.7 87 0.301 0.583
No 0 0.0 0 0.0 0
<=40000 4 16.7 20 83.3 24
40001-60000 4 8.2 45 91.8 49
Income Groups 60001-80000 2 6.5 29 93.5 31 7.012 0.135
80001-135000 0 0.0 32 100.0 32
>135000 6 15.4 33 84.6 39
<=9167 5 16.1 26 83.9 31
Per Capi 9168-13000 2 5.4 35 94.6 37
o Sapita 13001-17800 2 65 | 29 | 935 31 7202 o1
17801-30000 1 2.5 39 97.5 40 '
>30000 6 16.7 30 83.3 36
Total 16 9.1 159 90.9 17

From the above table, it was observed that, out of total respondents, 90.9% and 9.1%

respondents respectively started shopping from organized retail outlets, their overall

purchase of food and grocery items was remained same and increased in Ahmedabad

city.

e According to Gender, out of total respondents, 91.8% and 90.5% female and male
respondents respectively started shopping from organized retail outlets. Their

overall purchases of food and grocery items were remained same, while 9.5% and
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8.2% male and female respondents respectively started shopping from organized
retail outlets whose overall purchase of food and grocery items were increased.

e According to Age, out of total respondents, 97.7% respondents belonged to 36-40
years age groups, they started shopping from organized retail outlets their overall
purchase of food and grocery items were remained same, while 15.8% belonged to
41-45 years age groups, they started shopping from organized retail outlets their
overall purchase of food and grocery items were increased.

e According to Marital Status, out of total respondents, 80.9% and 72.7% married
and unmarried respondents respectively started shopping from organized retail
outlets their overall purchase of food and grocery items were remained same,
while 22.7% and 18.6% unmarried and married respondents respectively started
shopping from organized retail outlets their overall purchase of food and grocery
items were increased.

e According to Family Type, out of total respondents, majority of the respondents
were from joint family groups, they started shopping from organized retail outlets
their overall purchase of food and grocery items were remained same. Also 90.3%
respondents were from nuclear groups, they started shopping from organized retail
outlets their overall purchase of food and grocery items were remained same,
while 9.2% nuclear family groups, they started shopping from organized retail
outlets their overall purchase of food and grocery items were increased.
Respondents were from joint family groups, they did not give response.

e According to Family Size, out of total respondents, 93.8% respondents have more
than 6 members in family, they started shopping from organized retail outlets their
overall purchase of food and grocery items were remained same, while 9.7%
respondents have between 5-6 members in family, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
increased.

e According to Education, out of total respondents, 96.7% respondents had studied
post graduation and above, they started shopping from organized retail outlets
their overall purchase of food and grocery items were remained same, while
12.5% respondents had studied HSC, they started shopping from organized retail

outlets their overall purchase of food and grocery items were increased.
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e According to Occupation, out of total respondents, 93.9% respondents belonged
to service class, they started shopping from organized retail outlets their overall
purchase of food and grocery items were remained same, while 11.7%
respondents belonged to professional class, they started shopping from organized
retail outlets their overall purchase of food and grocery items were increased.

e According to Respondents Own Vehicle Four Wheeler, out of 88 respondents
have four-wheeler, who having four-wheeler, 92.0% and 8.0% respondents started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same and increased.

e According to Income Groups, out of total respondents, majority of the
respondents belonged to 80001-135000, they started shopping from organized
retail outlets their overall purchase of food and grocery items were remained
same, 93.5% respondents belonged to 60001- 80000 income groups, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, while 16.7% belonged to less than or equal to 40000
income groups, they started shopping from organized retail outlets their overall
purchase of food and grocery items were increased.

e According to Per Capita Income Groups, out of total respondents, 97.5%
respondents belonged to 17801-30000 per capita income groups, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, while 16.7% respondents belonged to more than
30000 per capita income groups, they started shopping from organized retail
outlets their overall purchase of food and grocery items were increased.

Hypotheses:

e As per chi square results, it was observed that, there was no significant association
between respondents’ shopping from organized retail outlets and their overall
purchase of food and grocery items with respect to their gender (chi- square
value=0.079 and p-value=0.779), age (chi- square value=4.704 and p-
value=0.319), marital status (chi- square value=0.101 and p-value=0.750), family
type (chi- square value=0.068 and p-value=0.794), family size (chi- square
value=0.191 and p-value=0.909), education (chi- square value=1.933 and p-
value=0.586), occupation (chi- square value=1.281 and p-value=0.527), income

groups (chi- square value=7.012 and p-value=0.135), per capita income groups
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(chi- square value=7.292 and p-value=0.121) and respondents own vehicle like
four wheeler (chi- square value=0.301 and p-value=0.583). Hence, null hypothesis
was not rejected. Therefore, it could be said that, gender, age, marital status,
family type, family size, education, occupation, income groups, per capita income
groups of respondents and respondents own vehicle like four wheeler had similar
perception about shopping from organized retail outlets and overall purchase of

food and grocery items in Ahmedabad city.

Table: 5.3.6 Comparisons And Association, Regarding Starting Shopping From Organized Retail
Outlets With Respect To Demographic Characteristics Of Respondents Overall
Purchase Of Food & Grocery Items Increased And Remained Same In Surat City

Of Gujarat.
ResPO“fle?t’s Dem(,’gmphic Increased Remained Sil;r?s nied Retal C)Utletscthi Square-
Characteristics and It’s Category N % N % Total value p-value
Male 37 32.2 78 67.8 115
Gender Female 0 | 222 35 778 45 1544 0.214
Less than<= 33 19 39.6 29 60.4 48
33-35 6 20.0 24 80.0 30
Age 36-40 9 32.1 19 67.9 28 5.057 0.282
41-45 6 20.0 24 80.0 30
More than 45 7 29.2 17 70.8 24
. Nuclear 16 26.7 44 73.3 60
Family Type Joint 31 | 310 69 69.0 100 0.339 0.560
Less than 5 14 23.7 45 76.3 59
Family Size 5-6 30 32.3 63 67.7 93 1.534 0.464
More than 6 3 37.5 5 62.5 8
S.S.C 0 .0 1 100.0 1
H.S.C 6 50.0 6 50.0 12
Education Graduation 19 29.7 45 70.3 64 3.296 0.510
Post Graduation 14 255 41 74.5 55
PG & Above 8 28.6 20 71.4 28
Business 19 42.2 26 57.8 45
Occupation Professional 16 32.0 34 68.0 50 7.478 0.024
Service 12 18.5 53 81.5 65
Four Wheeler Yes 25 | 321 | 53 67.9 8 0.525 0.469
No 22 26.8 60 73.2 82
<=40000 2 14.3 12 85.7 14
40001-60000 13 325 27 67.5 40
Income Groups 60001-80000 11 33.3 22 66.7 33 2.021 0.732
80001-135000 11 29.7 26 70.3 37
>135000 10 27.8 26 72.2 36
<=9167 3 18.8 13 81.3 16
Per Capita 9168-13000 9 32.1 19 67.9 28
Income 13001-17800 17 38.6 27 61.4 44 3.474 0.482
17801-30000 9 24.3 28 75.7 37
>30000 9 25.7 26 74.3 35
Total a7 29.4 113 70.6 160

From the Above table, it was observed that, out of total respondents, 70.6% and

29.4% respondents respectively started shopping from organized retail outlets, their

overall purchase of food and grocery items was remained same and increased.

e According to Gender, out of total respondents, 77.8% and 67.8% female and male
respondents respectively started shopping from organized retail outlets their

overall purchase of food and grocery items were remained same, while 32.2% and
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22.2% male and female respondents respectively started shopping from organized
retail outlets their overall purchase of food and grocery items were increased.

e According to Age, out of total respondents, 80.0% respondents belonged to 41-45
years age groups, they started shopping from organized retail outlets their overall
purchase of food and grocery items were remained same. In another 80.0%
respondents belonged to 33-35 years age groups, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
remained same, while 39.6% respondents belonged to less than or equal to 33
years age groups, they started shopping from organized retail outlets their overall
purchase of food and grocery items were increased.

e According to Family Type, out of total respondents, 73.3% and 69.0%
respondents were from nuclear and joint family groups respectively, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, while 31.0% and 26.7% respondents were from joint
and nuclear family groups respectively, they started shopping from organized
retail outlets their overall purchase of food and grocery items were increased.

e According to Family Size, out of total respondents, 76.3% respondents have less
than 6 members in family, they started shopping from organized retail outlets their
overall purchase of food and grocery items were remained same, while 37.5%
respondents have more than 6 members in family, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
increased.

e According to Education, out of total respondents, majority of the respondents had
studied SSC, they started shopping from organized retail outlets their overall
purchase of food and grocery items were remained same, while 50.0%
respondents had studied HSC, they started shopping from organized retail outlets
their overall purchase of food and grocery items were increased.

e According to Occupation, out of total respondents, 81.5% respondents belonged
to service class, they started shopping from organized retail outlets their overall
purchase of food and grocery items were remained same, while 42.2%
respondents belonged to business class respectively, they started shopping from
organized retail outlets their overall purchase of food and grocery items were

increased.
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e According to Respondents Own Vehicle Four Wheeler, out of 78 respondents
have four-wheeler, who having four-wheeler, 67.9% and 32.1% respondents
started shopping from organized retail outlets their overall purchase of food and
grocery items were remained same and increased.

e According to Income Groups, out of total respondents, 85.7% respondents
belonged to less than or equal to 40000 income groups, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
remained same, while 33.3% belonged to 60001- 80000 income groups
respectively, they started shopping from organized retail outlets their overall
purchase of food and grocery items were increased.

e According to Per Capita Income Groups, out of total respondents, 81.3%
respondents belonged to less than or equal to 9167 per capita income groups, they
started shopping from organized retail outlets their overall purchase of food and
grocery items were remained same, while 38.6% respondents belonged to 13001-
17800 per capita income groups, they started shopping from organized retail
outlets their overall purchase of food and grocery items were increased.

Hypotheses:

e As per chi square results, it was observed that, there was significant association
between respondents’ shopping from organized retail outlets and their overall
purchase of food and grocery items with respect to their occupation (chi- square
value=7.478 and p-value=0.024). Hence, null hypothesis was rejected. Therefore,
it could be said that, occupation of respondents had different perception about
shopping from organized retail outlets and overall purchase of food and grocery
items in Surat city of Gujarat.

e As per chi square results, it was observed that, there was no significant association
between respondents’ shopping from organized retail outlets and their overall
purchase of food and grocery items with respect to their gender (chi- square
value=1.544 and p-value=0.214),age (chi- square value=5.057 and p-
value=0.282), family type (chi- square value=0.339 and p-value=0.560), family
size (chi- square value=1.534 and p-value=0.464), education (chi- square
value=0.525 and p-value=0.469), income groups of respondents (chi- square
value=2.021 and p-value=0.732), per capita income groups (chi- square
value=3.474 and p-value=0.482) and respondents own vehicle like four wheeler
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(chi- square value=0.525 and p-value=0.469). Hence, null hypothesis was not
rejected. Therefore, it could be said that, gender, age, marital status, family type,
family size, education, occupation, income groups, per capita income groups of
respondents and respondents own vehicle like four wheeler had similar perception
about shopping from organized retail outlets and overall purchase of food and

grocery items in Surat city of Gujarat.

Table: 5.3.7 Comparisons And Association, Regarding Starting Shopping From Organized Retail
Outlets With Respect To Demographic Characteristics Of Respondents Overall
Purchase Of Food And Grocery Items Increased, Decreased And Remained Same
In Rajkot City Of Gujarat.

Organized Retail Outlets
Respondent’s Demographic Increased Remained Chi
Characteristics and It’s Category Same Total Square- p-value
N % N % Value
Male 18 18.0 82 82.0 100
Gender Female 4 111 32| 889 36 0926 0336
Less than<= 33 6 20.0 24 80.0 30
33-35 6 25.0 18 75.0 24
Age 36-40 4 200 16 | 800 20 6.742 0.150
41-45 0 0.0 25 100.0 25
More than 45 6 16.2 31 83.8 37
. Married 21 15.9 111 84.1 132
Marital Status Unmarried 1 5.0 3 75.0 7 0.237 0.627
. Nuclear 7 14.0 43 86.0 50
Family Type Toint 15 74 7 526 %6 0.276 0.599
Less than 5 8 16.3 41 83.7 49
Family Size 5-6 12 16.0 63 84.0 75 0.005 0.998
More than 6 2 16.7 10 83.3 12
S.S.C 2 14.3 12 85.7 14
H.S.C 3 42.9 4 57.1 7
Education Graduation 7 279 31| 721 43 13.881 0.008
Post Graduation 5 10.4 43 89.6 48
PG & Above 0 0.0 24 100.0 24
Business 7 28.0 18 72.0 25
Occupation Professional 10 18.5 44 81.5 54 5.101 0.078
Service 5 8.8 52 91.2 57
Yes 15 21.1 56 78.9 71
Four Wheeler No 7 108 = 892 65 2.685 0.101
Yes 22 16.3 113 83.7 135
Two Wheeler No 0 0 0 1000 1 0.194 0.659
. Yes 20 15.6 108 84.4 128
Bicycle No > 5.0 6 750 8 0.488 0.485
<=40000 4 14.3 24 85.7 28
40001-60000 2 8.3 22 91.7 24
Income Groups | _60001-80000 3 136 19 | 864 22 2.372 0.668
80001-135000 6 22.2 21 77.8 27
>135000 7 20.0 28 80.0 35
<=9167 4 12.9 27 87.1 31
Per Capita 9168-13000 2 7.7 24 92.3 26
Income 13001-17800 6 27.3 16 72.7 22 3.900 0.420
17801-30000 5 20.0 20 80.0 25
>30000 5 15.6 27 84.4 32
Total 22 16.2 114 83.8 136

From the above table, it was observed that, out of total respondents, 83.8% and 16.2%
respondents respectively started shopping from organized retail outlets, their overall

purchase of food and grocery items was remained same and increased.
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e According to Gender: out of total respondents, 88.9% and 82.0% female and
male respondents respectively started shopping from organized retail outlets their
overall purchase of food and grocery items were remained same, while 18.0% and
11.1% male and female respondents respectively started shopping from organized
retail outlets their overall purchase of food and grocery items were decreased.

e According to Age, out of total respondents, majority of the respondents belonged
to 41-45 years age groups, they started shopping from organized retail outlets their
overall purchase of food and grocery items were remained same, while 25.0%
respondents belonged to 33-35 years age groups, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
increased.

e According to Marital Status, out of total respondents, 84.1% and 75.0% married
and unmarried respondents respectively started shopping from organized retail
outlets their overall purchase of food and grocery items were remained same,
while 25.0% and 15.9% unmarried and married respondents respectively started
shopping from organized retail outlets their overall purchase of food and grocery
items were increased.

e According to Family Type, out of total respondents, 86.0% and 82.6%
respondents were from joint and nuclear family groups respectively, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, while 17.4% and 14.0% respondents were from joint
and nuclear family groups respectively, they started shopping from organized
retail outlets their overall purchase of food and grocery items were increased.

e According to Family Size, out of total respondents, 84.0% respondents have
between 5-6 members in family, they started shopping from organized retail
outlets their overall purchase of food and grocery items were remained same,
while 16.7% respondents have less than 6 members in family, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were increased.

e According to Education, out of total respondents, majority of the respondents had
studied post graduation and above, they started shopping from organized retail

outlets their overall purchase of food and grocery items were remained same,
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while 42.9% respondents had studied HSC, they started shopping from organized
retail outlets their overall purchase of food and grocery items were increased.
According to Occupation, out of total respondents, 91.2% respondents belonged
to service class, they started shopping from organized retail outlets their overall
purchase of food and grocery items were remained same, while 28.0%
respondents belonged to business class, they started shopping from organized
retail outlets their overall purchase of food and grocery items were increased.
According to Respondents Own Vehicle Four Wheeler, out of 71 respondents
have four-wheeler, who having four-wheeler, 78.9% and 21.1% respondents
started shopping from organized retail outlets their overall purchase of food and
grocery items were remained same and increased.

According to Respondents Own Vehicle Two Wheeler, out of 135 respondents
have two-wheeler, who having two-wheeler, 83.7% and 16.3% respondents
started shopping from organized retail outlets their overall purchase of food and
grocery items were remained same.

According to Respondents Own Vehicle Bicycle, out of 128 respondents have
bicycle, who having bicycle, 84.4% and 15.6% respondents started shopping from
organized retail outlets their overall purchase of food and grocery items were
remained same.

According to Income Groups, out of total respondents, 91.7% belonged to
40001-60000 income groups, they started shopping from organized retail outlets
their overall purchase of food and grocery items were remained same, while
22.2% belonged to 80001—135000 income groups, they started shopping from
organized retail outlets their overall purchase of food and grocery items were
increased.

According to Per Capita Income Groups, out of total respondents, 92.3%
respondents belonged to 9168-13000 per capita income groups, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were remained same, while 27.3% respondents belonged to 13001- 17800
per capita income groups, they started shopping from organized retail outlets their

overall purchase of food and grocery items were increased.
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Hypotheses:

e As per chi square results, it was observed that, there was significant association
between respondents’ shopping from organized retail outlets and their overall
purchase of food and grocery items with respect to their education (chi- square
value=13.881 and p-value=0.008). Hence, null hypothesis was rejected.
Therefore, it could be said that, education of respondents had different perception
about shopping from organized retail outlets and overall purchase of food and
grocery items in Rajkot city.

e As per chi square results, it was observed that, there was no significant association
between respondents’ shopping from organized retail outlets and their overall
purchase of food and grocery items with respect to their gender (chi- square
value=0.926 and p-value=0.336),age (chi- square value=6.742 and p-
value=0.150), Marital Status (chi- square value=6.742 and p-value=0.150),family
type (chi- square value=0.237 and p-value=0.627), family size (chi- square
value=0.276 and p-value=0.599), occupation (chi- square value=5.101 and p-
value=0.078), income groups of respondents (chi- square value=2.372 and p-
value=0.068), per capita income groups (chi- square value=3.900 and p-
value=0.420), respondents own vehicle like four wheeler (chi- square value=2.685
and p-value=0.101), respondents own vehicle like two wheeler (chi- square
value=0.194 and p-value=0.659) and respondents own vehicle like bicycle (chi-
square value=0.488 and p-value=0.485). Hence, null hypothesis was not rejected.
Therefore, it could be said that, gender, age, marital status, family type, family
size, occupation, income groups, per capita income groups of respondents and
respondents own vehicle like four wheeler, two wheeler and bicycle had similar
perception about shopping from organized retail outlets and overall purchase of

food and grocery items in Rajkot city.
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For Unorganized Retail Outlets,

Table: 5.3.8 Comparisons And Association, Regarding Starting Shopping From Unorganized
Retail Outlets With Respect To Demographic Characteristics Of Respondents
Overall Purchase Of Food And Grocery Items Remained Same In Selected Cities

Of Gujarat.
Respondent’s Demographic Unorganized Retail Outlets
Characteristics and It’s Increase Remain Same | Decrease Total Chi -Square p-value
Category N % N % N % Value
Male 0 0.0 386 99.2 3 0.8 389
Gender Female 2 | 13 | 150 | 974 | 2 | 13 154 5423 0.066
Less than<= 33 2 1.3 154 97.5 2 1.3 158
33-35 0 0.0 100 98.0 2 2.0 102
Age 36-40 0 0.0 109 100.0 0 0.0 109 8.192 0.415
41-45 0 0.0 87 100.0 0 0.0 87
More than 45 0 0.0 86 98.9 1 1.1 87
Marital Married 0 0.0 510 99.0 5 1.0 515
Status Unmarried 2 7.1 26 92.9 0 0.0 28 37.160 0.000
. Nuclear 0 0.0 252 98.8 3 1.2 255
Family Type Joint 2 | 07 | 284 | 986 | 2] 07 288 2113 0.348
Less than 5 0 0.0 247 98.8 3 1.2 250
Family Size 5-6 2 0.8 254 98.4 2 0.8 258 2.811 0.590
More than 6 0 0.0 35 100.0 0 0.0 35
S.S.C 0 0.0 43 100.0 0 0.0 43
H.S.C 0 0.0 53 96.4 2 3.6 55
Education Graduation 0 0.0 198 100.0 0 0.0 198 19.846 0.011
Post Graduation 0 0.0 162 99.4 1 0.6 163
PG & Above 2 2.4 80 95.2 2 2.4 84
Business 0 0.0 182 99.5 1 0.5 183
Occupation Professional 2 1.6 121 96.0 3 2.4 126 10.553 0.032
Service 0 0.0 233 99.6 1 0.4 234
Yes 1 0.4 220 98.7 2 0.9 223
Four Wheeler No 0 03 316 988 3 09 320 0.068 0.966
Yes 2 0.4 534 98.7 5 0.9 541
Two Wheeler No 0 00 > 1000 0 00 > 0.026 0.987
. Yes 0 0.0 413 99.8 1 0.2 414
Bicycle No 2 | 16 | 123 | 953 | 4 | 34 129 15.344 0.000
<=40000 0 0.0 134 98.5 2 15 136
Income 40001-60000 0 0.0 134 100.0 0 0.0 134
Groups 60001-80000 2 1.8 105 96.3 2 18 109 11.600 0.170
80001-135000 0 0.0 79 98.8 1 1.3 80
>135000 0 0.0 84 100.0 0 0.0 84
<=9167 0 0.0 128 98.5 2 15 130
Per Capita 9168-13000 0 0.0 124 99.2 1 0.8 125
Income 13001-17800 2 1.8 108 98.2 0 0.0 110 11.588 0171
17801-30000 0 0.0 95 97.9 2 2.1 97
>30000 0 0.0 81 100.0 0 0.0 81
Total 2 04 536 98.7 5 0.9 543

From the above table, it was observed that, out of total respondents, 98.7%, 0.9% and
0.4% respondents respectively started shopping from unorganized retail outlets, their
overall purchase of food and grocery items was remained same, decreased and
increased in selected cities of Gujarat.

e According to Gender, out of total respondents, 99.2% and 97.4% male and female
respondents respectively started shopping from unorganized retail outlets their
overall purchase of food and grocery items were remained same, while 0.8% and
1.3% male and female

respondents respectively started shopping from
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unorganized retail outlets their overall purchase of food and grocery items were
decreased.

According to Age, out of total respondents, Majority of the respondents belonged
to 36-40 years, they started shopping from unorganized retail outlets their overall
purchase of food and grocery items were remained same, while 2.0% respondents
belonged to 33-35 years, they started shopping from unorganized retail outlets
their overall purchase of food and grocery items were decreased.

According to Marital Status, out of total respondents, 99.0% and 92.9% married
and unmarried respondents resplectively started shopping from unorganized retail
outlets their overall purchase of food and grocery items were no change, while
7.1% unmarried respondents started shopping from unorganized retail outlets their
overall purchase of food and grocery items were decreased.

According to Family Type, out of total respondents, 98.8% and 98.6%
respondents were from nuclear and joint family groups respectively; they started
shopping from unorganized retail outlets their overall purchase of food and
grocery items were no change, while 1.2% and 0.7% respondents were from
nuclear and joint family groups respectively, they started shopping from
unorganized retail outlets their overall purchase of food and grocery items were
decreased.

According to Family Size, out of total respondents, majority of the respondents
have more than 6 members in family, they started shopping from unorganized
retail outlets their overall purchase of food and grocery items were remained
same, while 0.8% respondents have between 5-6 members in family, they started
shopping from organized retail outlets their overall purchase of food and grocery
items were decreased.

According to Education, out of total respondents, majority of the respondents had
studied SSC, they started shopping from unorganized retail outlets their overall
purchase of food and grocery items were remained same, while 99.4%
respondents had studied post graduation, they started shopping from unorganized
retail outlets their overall purchase of food and grocery items were decreased. In
another, majority of the respondents had studied graduation, they started shopping
from unorganized retail outlets their overall purchase of food and grocery items

were remained same.
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According to Occupation, out of total respondents, 99.6% respondents belonged
to service class; they started shopping from unorganized retail outlets their overall
purchase of food and grocery items were remained same, while 2.4% respondents
belonged to business class, they started shopping from unorganized retail outlets
their overall purchase of food and grocery items were decreased.

According to Respondents Own Vehicle Four Wheeler, out of 223 respondents
have four —wheeler, who having four-wheeler, 98.7%, 0.9% and 0.4% respondents
started shopping from unorganized retail outlets their overall purchase of food and
grocery items were remained same, decreased and increased.

According to Respondents Own Vehicle Two Wheeler, out of 541 respondents
have two-wheeler, who having two-wheeler, 98.7%, 0.9% and 0.4% respondents
started shopping from unorganized retail outlets their overall purchase of food and
grocery items were remained same, decreased and increased.

According to Respondents Own Vehicle Bicycle, out of 414 respondents have
bicycle, who having bicycle, 99.8% and 0.2%respondents started shopping from
unorganized retail outlets their overall purchase of food and grocery items were
remained same.

According to Income Groups, out of total respondents, majority of the
respondents belonged to 40001-60000 and more than 135000 income groups
respectively, they started shopping from unorganized retail outlets their overall
purchase of food and grocery items were remained same, while 1.8% belonged to
60001- 80000 income groups, they started shopping from unorganized retail
outlets their overall purchase of food and grocery items were decreased.
According to Per Capita Income Groups, out of total respondents, majority of
the respondents belonged to more than 30000 per capita income groups, they
started shopping from unorganized retail outlets their overall purchase of food and
grocery items were remained same, while 2.1% respondents belonged to 17801-
30000 per capita income groups, they started shopping from unorganized retail

outlets their overall purchase of food and grocery items were decreased.

Hypotheses:

As per chi square results, it was observed that, there was significant association
between respondents’ shopping from unorganized retail outlets and their overall

purchase of food and grocery items with respect to their marital status (chi-
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square value=37.160 and p-value=0.000), education (chi- square value=19.846
and p-value=0.011), occupation (chi- square value=10.553 and p-value=0.032)
and respondents own vehicle like bicycle (chi- square value=15.344 and p-
value=0.000). Hence, null hypothesis was rejected. Therefore, it could be said
that, marital status, education, occupation of respondents and respondents own
vehicle like bicycle had different perception about shopping from unorganized
retail outlets and overall purchase of food and grocery items in selected cities of
Guijarat.

e As per chi square results, it was observed that, there was no significant
association between respondents’ shopping from unorganized retail outlets and
their overall purchase of food and grocery items with respect to their gender (chi-
square value=5.423 and p-value=0.066),age (chi- square value=8.192 and p-
value=0.415), family type (chi- square value=2.113 and p-value=0.348), family
size (chi- square value=2.811 and p-value=0.590), income groups (chi- square
value=11.600 and p-value=0.170), per capita income groups (chi- square
value=11.588 and p-value=0.171), respondents own vehicle like four wheeler
(chi- square value=0.068 and p-value=0.966) and respondents own vehicle like
two wheeler (chi- square value=0.026 and p-value=0.987) Hence, null hypothesis
was not rejected. Therefore, it could be said that, gender, age, family type, family
size, income groups, per capita income groups of respondents and respondents
own vehicle like four wheeler and two wheeler had similar perception about
shopping from unorganized retail outlets and overall purchase of food and

grocery items in selected cities of Gujarat.
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Table: 5.3.9 Comparisons And Association, Regarding Starting Shopping From Unorganized
Retail Outlets With Respect To Demographic Characteristics Of Respondents
Overall Purchase Of Food & Grocery Items Increased, Decreased And Remained
Same In Vadodara City Of Gujarat.

Unorganized Retail Outlets

Respondent’s Demographic Increase | Remain Same | Decrease Chi -
Characteristics and It’s Category Total Square p-value
N % N % N % Value
Male 0 0 106 97.2 3 2.8 109
Gender Female 2 | 36 | 51 | 927 | 2 | 36 55 4.135 0.126
Less than<= 33 2 4.7 39 90.7 2 4.7 43
33-35 0 0.0 25 92.6 2 7.4 27
Age 36-40 0 0.0 35 100.0 0 0.0 35 9.710 0.286
41-45 0 0.0 23 100.0 0 0.0 23
More than 45 0 0.0 35 97.2 1 2.8 36
. Married 0 0.0 139 96.5 5 35 144
Marital Status = ied 2 | 100 | 18 | 900 | 0 | 00 | 20 15.173 0.001
. Nuclear 0 0.0 75 96.2 3 3.8 78
Family Type Joint 2 | 23 | 82 | 953 | 2 | 23 86 2121 0.345
Less than 5 0 0.0 78 96.3 3 3.7 81
Family Size 5-6 2 2.8 67 94.4 2 2.8 71 3.151 0.533
More than 6 0 0.0 12 100.0 0 0.0 12
S.S.C 0 0.0 3 100.0 0 0.0 3
H.S.C 0 0.0 17 89.5 2 10.5 19
Education Graduation 0 0.0 63 100.0 0 0.0 63 12.579 0.127
Post Graduation 0 0.0 38 97.4 1 2.6 39
PG & Above 2 5.0 36 90.0 2 5.0 40
Business 0 0.0 49 98.0 1 2.0 50
Occupation Professional 2 4.5 39 88.6 3 6.8 44 8.605 0.072
Service 0 0.0 69 98.6 1 1.4 70
Yes 1 1.6 59 95.2 2 3.2 62
Four Wheeler No 1 10 98 961 3 29 102 0.140 0.932
. Yes 0 0.0 50 98.0 1 2.0 51
Bicycle No 2 | 18 | 107 | 947 | 4 | 35 | 113 1231 0.540
<=40000 0 0.0 50 96.2 2 3.8 52
40001-60000 0 0.0 32 100.0 0 0.0 32
g‘fg&g‘; 60001-80000 2 | 54 | 33 | 892 | 2 | 54 37 9.765 0.282
80001-135000 0 0.0 20 95.2 1 4.8 21
>135000 0 0.0 22 100.0 0 0.0 22
<=9167 0 0.0 46 95.8 2 4.2 48
Per Capita 9168-13000 0 0.0 37 97.4 1 2.6 38
Income 13001-17800 2 1.7 24 92.3 0 0.0 26 13.406 0.099
17801-30000 0 0.0 30 93.8 2 6.3 32
>30000 0 0.0 20 100.0 0 0.0 20
Total 2 1.2 157 95.7 5 3.0 164

From the above table, it was observed that, out of total respondents, 95.7%, 3.0% and

1.2% respondents respectively started shopping from unorganized retail outlets, their

overall purchase of food and grocery items was remained same, decreased and

increased in Vadodara city.

e According to Gender, out of total respondents, 97.2% and 92.7% male and female

respondents respectively started shopping from unorganized retail outlets their

overall purchase of food and grocery items were remained same, while 3.6% and

2.8%

female and male

respondents

respectively started shopping from

unorganized retail outlets their overall purchase of food and grocery items were

decreased.

Volume I

339




Chapter 5: Analysis & Interpretation of Data

e According to Age, out of total respondents, majority of the respondents belonged
to 36-40 years, they started shopping from unorganized retail outlets their overall
purchase of food and grocery items were remained same. In another majority of
the respondents belonged to 41-45 years, they started shopping from unorganized
retail outlets their overall purchase of food and grocery items were remained
same, while 4.7% respondents belonged to 33-35 years, they started shopping
from unorganized retail outlets their overall purchase of food and grocery items
were increased.

e According to Marital Status, out of total respondents, 96.5% and 90.0% married
and unmarried respondents respectively started shopping from unorganized retail
outlets their overall purchase of food and grocery items were remained same,
while 3.5% married respondents started shopping from unorganized retail outlets
their overall purchase of food and grocery items were decreased.

e According to Family Type, out of total respondents, 96.2% and 95.3%
respondents were from nuclear and joint family groups respectively; they started
shopping from unorganized retail outlets their overall purchase of food and
grocery items were no change, while 3.8% and 2.3% respondents were from
nuclear and joint family groups respectively, they started shopping from
unorganized retail outlets their overall purchase of food and grocery items were
decreased.

e According to Family Size, out of total respondents, majority of the respondents
have more than 6 members in family, they started shopping from unorganized
retail outlets their overall purchase of food and grocery items were remained
same, while 2.8% respondents have between 5-6 members in family respectively,
they started shopping from organized retail outlets their overall purchase of food
and grocery items were decreased.

e According to Education, out of total respondents, majority of the respondents had
studied SSC, they started shopping from unorganized retail outlets their overall
purchase of food and grocery items were remained same. In another majority of
the respondents had studied graduation, they started shopping from unorganized
retail outlets their overall purchase of food and grocery items were remained

same, while 2.6% respondents had studied post graduation, they started shopping
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from unorganized retail outlets their overall purchase of food and grocery items
were decreased.

According to Occupation, out of total respondents, 98.6% respondents belonged
to service class; they started shopping from unorganized retail outlets their overall
purchase of food and grocery items were remained same, while 2.0% respondents
belonged to professional class, they started shopping from unorganized retail
outlets their overall purchase of food and grocery items were decreased.
According to Respondents Own Vehicle Four Wheeler, out of 62 respondents
have four-wheeler, who having four-wheeler, 95.2%, 3.2% and 1.6% respondents
started shopping from unorganized retail outlets their overall purchase of food and
grocery items were remained same, decreased and increased.

According to Respondents Own Vehicle Two Wheeler, out of 164 respondents
have two -wheeler, who having two-wheeler, 95.7%, 3.0% and 1.2% respondents
started shopping from unorganized retail outlets their overall purchase of food and
grocery items were remained same, decreased and increased.

According to Respondents Own Vehicle Bicycle, out of 51 respondents have
bicycle, who having bicycle, 98.0% and 2.0% respondents started shopping from
unorganized retail outlets their overall purchase of food and grocery items were
remained same and decreased.

According to Income Groups, out of total respondents, majority of the
respondents belonged to 40001-60000 income groups, they started shopping from
unorganized retail outlets their overall purchase of food and grocery items were
remained same. In another majority of the respondents belonged to more than
135000 income groups, they started shopping from unorganized retail outlets their
overall purchase of food and grocery items were remained same, while 3.8%
respondents belonged to less than or equal to 40000 income groups, they started
shopping from unorganized retail outlets their overall purchase of food and
grocery items were decreased.

According to Per Capita Income Groups, out of total respondents, majority of
the respondents belonged to more than 30000 per capita income groups, they
started shopping from unorganized retail outlets their overall purchase of food and
grocery items were remained same, while 2.6% respondents belonged to less than

or equal to 9167 per capita income groups respectively, they started shopping
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from unorganized retail outlets their overall purchase of food and grocery items

were decreased.

Hypotheses:

e As per chi square results, it was observed that, there was significant association
between respondents’ shopping from unorganized retail outlets and their overall
purchase of food and grocery items with respect to their marital status of
respondents (chi- square value=15.173 and p-value=0.001). Hence, null
hypothesis was rejected. Therefore, it could be said that, marital status of
respondents had different perception about shopping from unorganized retail
outlets and overall purchase of food and grocery items in Vadodara city.

e As per chi square results, it was observed that, there was no significant
association between respondents’ shopping from unorganized retail outlets and
their overall purchase of food and grocery items with respect to their gender (chi-
square value=4.135 and p-value=0.126),age (chi- square value=9.710 and p-
value=0.286), family type (chi- square value=2.127 and p-value=0.345), family
size (chi- square value=3.151 and p-value=0.533), education (chi- square
value=12.579 and p-value=0.127), occupation (chi- square value=8.605 and p-
value=0.072), income groups of respondents (chi- square value=9.765 and p-
value=0.282), per capita income groups (chi- square value=13.406 and p-
value=0.099), respondents own vehicle like four wheeler (chi- square value=0.140
and p-value=0.932) and respondents own vehicle like bicycle (chi- square
value=1.231 and p-value=0.540) Hence, null hypothesis was not rejected.
Therefore, it could be said that, gender, age, family type, family size, education,
occupation, income groups, per capita income groups of respondents and
respondents own vehicle like four wheeler and bicycle had similar perception
about shopping from unorganized retail outlets and overall purchase of food and

grocery items in Vadodara city.

Table: 5.3.10 Comparisons And Association, Regarding Starting Shopping From Unorganized
Retail Outlets With Respect To Demographic Characteristics Of Respondents
Overall Purchase Of Food And Grocery Items Remained Same In Ahmedabad

City Of Gujarat.

As if, there was no variation regarding the variable across the demographic variable of
respondents table has not been included for the analysis purpose in Ahmedabad city.
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Table: 5.3.11 Comparisons And Association, Regarding Starting Shopping From Unorganized
Retail Outlets With Respect To Demographic Characteristics Of Respondents
Overall Purchase Of Food & Grocery Items Remained Same In Surat City Of

Gujarat.

As if, there was no variation regarding the variable across the demographic variable of

respondents table has not been included for the analysis purpose in Surat city.

Table: 5.3.12 Comparisons And Association, Regarding Starting Shopping From Unorganized
Retail Outlets With Respect To Demographic Characteristics Of Respondents
Overall Purchase Of Food & Grocery Items Remained same in Rajkot city
Gujarat.

As if, there was no variation regarding the variable across the demographic variable of
respondents table has not been included for the analysis purpose in Rajkot city.
H3: Overall perception regarding preference for both (organized & unorganized)

retail outlets and selected cities of Gujarat are independent.

Table 5.3.13 Comparisons And Association, Regarding The Opinion About The Choice
Preference For The Organized And Unorganized Retail Outlets Using Percentage
Frequency Distribution And Chi-Square Statistics In Selected Cities of Gujarat.

. Opinion about the choice Preference for the Organized and Unorganized Retail Outlets
Cities Organized Retail Outlets | Unorganized Retail Outlets Total Sl Gmevel | s
N % N %
Vadodara 132 66.0 68 34.0 200
Ahmedabad 152 76.0 48 24.0 200
Surat 143 715 57 28.5 200 19.282 0.000
Rajkot 113 56.5 87 43.5 200

e From the above table, it was observed that, 76.0% respondents preferred to go
organized retail outlets in Ahmedabad city followed by Surat, Vadodara and
Rajkot was 71.5%, 66.0% and 56.5% respectively.

e As per chi square results, it was observed that, with chi- square value 19.282, it
was highly significant and so we have to reject our null hypothesis and as a result,
we can say that overall perception regarding preference for organized and

unorganized retail outlets and selected cities of Gujarat are dependent.
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H4: Overall perception regarding preference for organized and unorganized retail
outlets and demographic characteristics of respondents are independent in selected

cities of Gujarat.

Table 5.3.14 Comparisons And Association, Regarding The Opinion About The Choice
Preference For The Organized And Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondent Using Percentage Frequency
Distribution And Chi-Square Statistics In Selected Cities Of Gujarat.

Opinion About The Choice Preference For The Organized And Unorganized Retail
Respondent’s Demographic Outlets
Characteristics And It’s Organized Retail Unorganized Retail Chi Square-
Category Outlets Outlets Total Value P-Value
N % N %
Male 383 66.0 197 34.0 580
Gender Female 157 714 63 286 220 2.065 0.151
Less than<= 33 114 56.2 89 43.8 203
33-35 99 68.3 46 31.7 145
Age 36-40 107 68.2 50 31.8 157 20.181 0.000
41-45 104 71.2 42 28.8 146
More than 45 116 77.9 33 22.1 149
Marital Married 522 68.1 245 31.9 767
Status Unmarried 18 54.5 15 45.5 33 2633 0.105
Famil Nuclear 239 65.1 128 34.9 367
Ty|oey Joint 301 69.5 132 30.5 433 1747 0.186
>5 237 65.1 127 34.9 364
Family Size 5-6 258 68.8 117 31.2 375 2.330 0.312
<6 45 73.8 16 26.2 61
S.S.C 6 14.0 37 86.0 43
H.S.C 39 58.2 28 41.8 67
Education Graguattion 215 71.9 84 28.1 299 65.864 0.000
0S
Graduation 176 69.6 77 30.4 253
PG & Above 104 75.4 34 24.6 138
Business 140 58.1 101 41.9 241
Occupation Professional 186 77.5 54 22.5 240 20.690 0.000
Service 214 67.1 105 32.9 319
Four Yes 282 75.2 93 24.8 375
Wheeler No 258 60.7 167 39.3 425 19.078 0.000
Two Yes 539 67.5 259 32.5 798
Wheeler No 1 50.0 1 50.0 2 0.280 0.597
. Yes 440 68.8 200 31.3 640
Bicycle No 100 525 50 375 160 2571 0.276
<=40000 88 54.3 74 45.7 162
40001-60000 111 61.3 70 38.7 181
g]fgl;‘;‘; 60001-80000 100 64.5 55 355 155 37.653 0.000
80001-135000 113 78.5 31 21.5 144
>135000 128 81.0 30 19.0 158
<=9167 96 58.5 68 415 164
. 9168-13000 96 58.9 67 41.1 163
Pelaccomta 13001-17800 97 63.4 56 36.6 153 30.505 0.000
17801-30000 130 76.9 39 23.1 169
>30000 121 80.1 30 19.9 151

From the above table, it was observed that, out of total respondents, 80.1% and 19.9%
respondents respectively preferred to go to organized and unorganized retail outlets in
selected cities of Gujarat.

e According to Gender, out of total respondents, 71.4% female and 66.0% male

respondents respectively preferred to go to organized retail outlets, while 34.0%
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male and 28.6% female respondents respectively preferred to go to unorganized
retail outlets.

According to Age, out of total respondents, 77.9% respondents belonged to more
than 45 years age groups; they preferred to go to organized retail outlets, while
43.8% respondents belonged to less than or equal to 30 years age groups, they
preferred to go to unorganized retail outlets.

According to Marital Status, out of total respondents, 68.1% and 54.5% married
and unmarried respondents respectively preferred to go to organized retail outlets,
while 45.5% and 31.9% married and unmarried respondents respectively preferred
to go to unorganized retail outlets.

According to Family Types, out of total respondents, 65.1% and 30.5%
respondents were from nuclear and joint family respectively, they preferred to go
to organized retail outlets, while 69.5% and 34.9% respondents were from nuclear
and joint family respectively, they preferred to go to unorganized retail outlets.
According to Family Size, out of total respondents, 73.8% respondents more than
4 members in family, they preferred to go to organized retail outlets, while 34.9%
respondents have less than 5 members in family, they preferred to go to
unorganized retail outlets.

According to Education, out of total respondents, 86.0% respondents had studied
SSC; they preferred to go to unorganized retail outlets, while 75.4% respondents
had studied post graduation & above, they preferred to go to unorganized retail
outlets.

According to Occupation, out of total respondents, 77.5% respondents belonged
to professional class; they preferred to go to organized retail outlets, while 41.9%
respondents belonged to business class, they preferred to go to unorganized retail
outlets.

According to Respondents Own Vehicle Four Wheeler, out of 375 respondents
have four-wheeler, who having four-wheeler, 75.2% and 24.8% respondents
preferred to go to organized and unorganized retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of 798 respondents
have two-wheeler, who having two wheeler, 67.5% and 32.5% respondents

preferred to go to organized and unorganized retail outlets,
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e According to Respondents Own Vehicle Bicycle, out of 640 respondents have
bicycle, who having bicycle, 68.8% and 37.5% respondents preferred to go to
organized and unorganized retail outlets.

e According to Respondents Own Vehicle Income Groups, out of total
respondents, 81.0% respondents belonged to more than 135000 income groups;
they preferred to go to organized retail outlets, while 45.7% respondents belonged
to less than & above 40000 income groups, they preferred to go to unorganized
retail outlets.

e According to Respondents Own Vehicle Per Capita Income Groups, Out of
total respondents, 80.1% respondents belonged to more than 30000 income
groups, who preferred to go to organized retail outlets, while 41.5% respondents
belonged to less than & above 9167 income groups, they preferred to go to
unorganized retail outlets.

Hypotheses

e As per chi square results, it was observed that, overall perception regarding
preference for organized and unorganized retail outlets and demographics
characteristics of respondents like age (chi- square value=20.181 and p-
value=0.000), education (chi- square value=65.864 and p-value=0.000),
occupation (chi- square value=20.690 and p-value=0.000), income groups (chi-
square value=37.653 and p-value=0.000), per capita income groups of
respondents (chi- square value=30.505 and p-value=0.000) and respondents own
vehicle like four wheeler (chi- square value=19.078 and p-value=0.000) are
dependent. Hence, null hypothesis was rejected. Therefore, it could be said that,
age, education, occupation, income groups, per capita income groups and
respondents own vehicle like four wheeler had different perception about overall
perception regarding preference for organized and unorganized retail outlets in
selected cities of Gujarat.

e As per chi square results, it was observed that, overall perception regarding
preference for organized and unorganized retail outlets and demographics
characteristics of respondents like gender (chi- square value=2.065 and p-
value=0.151), marital status (chi- square value=2.633 and p-value=0.105), family
type (chi- square value=1.747 and p-value=0.186), family size of respondents
(chi- square value=2.330 and p-value=0.312) respondents own vehicle like two
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wheeler (chi- square value=0.280 and p-value=0.597) and respondents own
vehicle like bicycle (chi- square value=2.571 and p-value=0.276) are independent.
Hence, null hypothesis was not rejected. Therefore, it could be said that, gender,
marital status, family type, family size of respondents, respondents own vehicle
like two wheeler and bicycle had similar perception about overall perception
regarding preference for organized and unorganized retail outlets in selected cities

of Gujarat.

Table 5.3.15 Comparisons And Association, Regarding The Opinion About The Choice
Preference For The Organized And Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondent Using Percentage Frequency
Distribution And Chi-Square Statistics In Vadodara City Of Gujarat.

Opinion About The Choice Preference For The Organized And Unorganized Retail
Respondent’s Demographics Outlets
Characteristics And It’s Organized Retail Unorganized :
Category Outlets Retail Outlets Total Ch'vsa‘lllljgre' P-Value
N % N %
Male 91 65.9 a7 34.1 138
Gender Female 41 661 | 21 | 339 62 0.001 0.979
Less than<= 33 30 58.8 21 41.2 51
33-35 27 73.0 10 27.0 37
Age 36-40 28 70.0 12 30.0 40 2.699 0.609
41-45 17 60.7 11 39.3 28
More than 45 30 68.2 14 31.8 44
Marital Married 119 67.2 58 32.8 177
Status Unmarried 13 56.5 10 43.5 23 1040 0.308
. Nuclear 66 69.5 29 30.5 95
Family Type Joint 66 629 | 39 | 371 105 0.973 0324
Less than 5 70 69.3 31 30.7 101
Family Size 5-6 51 62.2 31 37.8 82 1.034 0.596
More than 6 11 64.7 6 35.3 17
S.S.C 0 0.0 3 100.0 3
H.S.C 15 71.4 6 28.6 21
Education Graduation 56 78.9 15 21.1 71 14.980 0.005
Post Graduation 34 61.8 21 38.2 55
PG & Above 27 54.0 23 46.0 50
Business 47 77.0 14 23.0 61
Occupation Professional 33 55.0 27 45.0 60 6.555 0.038
Service 52 65.8 27 34.2 79
Four Yes 71 78.9 19 21.1 90
Wheeler No 61 55.5 49 44.5 110 12114 0.001
. Yes 38 65.5 20 34.5 44.5
Bicycle No 94 66.2 | 48 | 338 142 0.008 0.927
<=40000 37 66.1 19 33.9 56
40001-60000 14 42.4 19 57.6 33
g‘fg&‘;‘i 60001-80000 28 66.7 | 14 | 333 42 11.808 0.019
80001-135000 25 75.8 8 24.2 33
>135000 28 77.8 8 22.2 36
<=9167 34 64.2 19 35.8 53
i 9168-13000 17 44,7 21 55.3 38
Pel[lccomta 13001-17800 17 586 | 12 | 414 29 15.437 0.004
17801-30000 37 80.4 9 19.6 46
>30000 27 79.4 7 20.6 34

From the above table, it was observed that, out of total respondents, 79.4% and 20.6%
respondents respectively preferred to go to organized and unorganized retail outlets in

Vadodara city.
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According to Gender, out of total respondents, 66.1% female and 65.9% male
respondents respectively preferred to go to organized retail outlets, while 34.1%
male and 33.9% female respondents respectively preferred to go to unorganized
retail outlets.

According to Age, out of total respondents, 73.0% respondents belonged to 33-35
years age groups; they preferred to go to organized retail outlets, while 49.3%
respondents belonged to 41-45 years age groups, they preferred to go to
unorganized retail outlets.

According to Marital Status, out of total respondents, 68.1% and 54.5% married
and unmarried respondents respectively preferred to go to organized retail outlets,
while 43.5% and 32.8% unmarried and married respondents respectively preferred
to go to unorganized retail outlets.

According to Family Types, out of total respondents, 69.5% and 62.9%
respondents were from nuclear and joint family respectively, they preferred to go
to organized retail outlets, while 37.1% and 30.5% respondents were from joint
and nuclear family respectively, they preferred to go to unorganized retail outlets.
According to Family Size, out of total respondents, 69.3% respondents less than 5
members in family, they preferred to go to organized retail outlets, while 37.8%
respondents have between 5-6 members in family, they preferred to go to
unorganized retail outlets.

According to Education, out of total respondents, 78.9% respondents had studied
graduation; they preferred to go to organized retail outlets, while majority of the
respondents had studied SSC, they preferred to go to unorganized retail outlets.
According to Occupation, out of total respondents, 77.0% respondents belonged
to business class; they preferred to go to organized retail outlets, while 45.0%
respondent’s belonged to professional class, they preferred to go to unorganized
retail outlets.

According to Respondents Own Vehicle Four Wheeler, out of 90 respondents
have four-wheeler, who having four-wheeler, 78.9% and 21.1% respondents
preferred to go to organized and unorganized retail outlets.

According to Respondents Own Vehicle Bicycle, Out of 48 respondents have
bicycle, who having bicycle, 65.5% and 34.5% respondents preferred to go to

organized and unorganized retail outlets.
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According to Income groups, out of total respondents, 77.8% respondents
belonged to more than 135000 income groups; they preferred to go to organized
retail outlets, while 57.6% respondents belonged to 40001-60000 income groups,
they preferred to go to unorganized retail outlets.

According to Per capita Income groups, out of total respondents, 80.4%
respondents belonged to 17801- 30000 per capita income groups; they preferred to
go to organized retail outlets, while 55.3% respondents belonged to 9168-13000

per capita income groups, they preferred to go to unorganized retail outlets.

Hypotheses:

As per chi square results, it was observed that, overall perception regarding
preference for organized and unorganized retail outlets and demographics
characteristics of respondents like education (chi- square value=14.980 and p-
value=0.005), occupation (chi- square value=6.555 and p-value=0.038), income
groups (chi- square value=11.808 and p-value=0.019), per capita income groups
(chi- square value=15.437 and p-value=0.004) and respondents own vehicle like
four wheeler (chi- square value=12.114 and p-value=0.001) are dependent. Hence,
null hypothesis was rejected. Therefore, it could be said that, age, education,
occupation, income groups, per capita income groups and respondents own
vehicle like four wheeler had different perception about overall perception
regarding preference for organized and unorganized retail outlets in Vadodara
city.

As per chi square results, it was observed that, overall perception regarding
preference for organized and unorganized retail outlets and demographics
characteristics of respondents like gender (chi- square value=0.001 and p-
value=0.979), age (chi- square value=2.699 and p-value=0.609),marital status
(chi- square value=1.040 and p-value=0.308), family type (chi- square
value=0.973 and p-value=0.324), family size of respondents (chi- square
value=1.034 and p-value=0.596) and respondents own vehicle like bicycle (chi-
square value=0.008 and p-value=0.927) are independent. Hence, null hypothesis
was not rejected. Therefore, it could be said that, gender, marital status, family
type, family size of respondents and respondents own vehicle like bicycle had
similar perception about overall perception regarding preference for organized and

unorganized retail outlets in VVadodara city.
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Table 5.3.16 Comparisons And Association, Regarding The Opinion About The Choice
Preference For The Organized And Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondent Using Percentage Frequency
Distribution And Chi-Square Statistics In Ahmedabad City Of Gujarat.

Opinion About The Choice Preference For The Organized And Unorganized Retail
Respondent’s Demographics Outlets
Characteristics And It’s Organized Retail Uno_rganized Chi Square-
Category Outlets Retail Outlets Total Value P-Value
N % N %
Male 110 76.4 34 23.6 144
Gender Female 42 75.0 4 | 250 56 0.043 0.836
Less than<= 33 23 59.0 16 41.0 39
33-35 24 85.7 4 14.3 28
Age 36-40 37 82.4 9 19.6 46 8.595 0.072
41-45 35 76.1 11 23.9 46
More than 45 33 80.5 8 19.5 41
Marital Married 151 76.9 48 24.1 199
Status Unmarried 1 100.0 0 0.0 1 0.317 0.573
. Nuclear 82 76.6 25 23.4 107
Family Type Joint 70 753 23 | 247 93 0.051 0.821
Less than 5 77 77.8 22 22.2 99
Family Size 5-6 60 75.0 20 25.0 80 0.456 0.796
More than 6 15 71.4 6 28.6 21
S.S.C 0 0.0 0 0.0 0
H.S.C 8 72.7 3 27.3 11
Education Graduation 66 71.0 27 29.0 93 8.492 0.037
Post Graduation 49 74.2 17 25.8 66
PG & Above 29 96.7 1 3.3 30
Business 42 70.0 18 30.0 60
Occupation Professional 55 717 5 28.3 60 11.563 0.003
Service 55 68.8 25 31.3 80
Yes 77 81.9 17 18.1 94
WFhoe‘;Irer No 75 70.8 31 | 292 106 3.402 0.065
No 0 0.0 0 0.0 0
<=40000 21 72.4 8 27.6 29
40001-60000 43 75.4 14 24.6 57
gf;’;g‘; 60001-80000 27 67.5 13 | 325 40 4.496 0.343
80001-135000 27 77.1 8 22.9 35
>135000 34 87.2 5 12.8 39
<=9167 26 70.3 11 29.7 37
. 9168-13000 34 81.0 8 19.0 42
Pﬁ;gﬁﬁga 13001-17800 23 575 | 17 | 425 40 12,556 0.014
17801-30000 38 86.4 6 13.6 44
>30000 31 83.8 6 16.2 37
Total

From the above table, it was observed that, out of total respondents, 83.8% and 16.2%
respondents respectively preferred to go to organized and unorganized retail outlets in
Ahmedabad city.

e According to Gender, out of total respondents, 76.4% male and 75.0% female
respondents respectively preferred to go to organized retail outlets, while 25.0%
male and 23.6% female respondents respectively preferred to go to unorganized
retail outlets.

e According to Age, out of total respondents, 85.7% respondents belonged to 33-35
years age groups; they preferred to go to organized retail outlets, while 41.0%
respondents belonged to less than or equal to 33 years age groups, they preferred
to go to unorganized retail outlets.
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According to Marital Status, out of total respondents, majority of the unmarried
respondents preferred to go to organized retail outlets, while 24.1% married
respondents preferred to go to unorganized retail outlets.

According to Family Types, out of total respondents, 76.6% and 75.3%
respondents were from nuclear and joint family respectively, they preferred to go
to organized retail outlets, while 24.7% and 23.4% respondents were from joint
and nuclear family respectively, they preferred to go to unorganized retail outlets.
According to Family Size, out of total respondents, 77.8% respondents less than 5
members in family, they preferred to go to organized retail outlets, while 28.6%
respondents have less than 5 members in family, they preferred to go to
unorganized retail outlets.

According to Education, out of total respondents, 96.7% respondents had studied
post graduation & above; they preferred to go to organized retail outlets, while
majority of the respondents had studied SSC, they preferred to go to unorganized
retail outlets.

According to Occupation, out of total respondents, 71.7% respondents belonged
to professional class; they preferred to go to organized retail outlets, while 31.3%
respondents belonged to service class, they preferred to go to unorganized retail
outlets.

According to Respondents Own Vehicle Four Wheeler, out of 94 respondents
have four- wheeler, who having four-wheeler, 81.9% and 18.1% respondents
preferred to go to organized and unorganized retail outlets. .

According to Income groups, out of total respondents, 87.2% respondents
belonged to more than 135000 income groups; they preferred to go to organized
retail outlets, while 22.9% respondents belonged to 80001-135000 income groups,
they preferred to go to unorganized retail outlets.

According to Per capita Income groups, out of total respondents, 86.4%
respondents belonged to 17801- 30000 per capita income groups, who preferred to
go to organized retail outlets, while 19.0% respondents belonged to 9168-13000
per capita income groups, they preferred to go to unorganized retail outlets.

Hypotheses:

As per chi square results, it was observed that, overall perception regarding

preference for organized and unorganized retail outlets and demographics
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characteristics of respondents like education (chi- square value=8.492 and p-
value=0.037), occupation (chi- square value=11.563 and p-value=0.003) and per
capita income groups (chi- square value=12.556 and p-value=0.014) are
dependent. Hence, null hypothesis was rejected. Therefore, it could be said that,
education, occupation and per capita income groups had different perception
about overall perception regarding preference for organized and unorganized retail
outlets in Ahmedabad city of Gujarat.

e As per chi square results, it was observed that, overall perception regarding
preference for organized and unorganized retail outlets and demographics
characteristics of respondents like gender (chi- square value=0.043 and p-
value=0.836), age (chi- square value=8.595 and p-value=0.072),marital status
(chi- square value=0.317 and p-value=0.573), family type (chi- square
value=0.051 and p-value=0.821), family size (chi- square value=0.456 and p-
value=0.796), income groups (chi- square value=4.496 and p-value=0.343) and
respondents own vehicle like four wheeler (chi- square value=3.402 and p-
value=0.065) are independent. Hence, null hypothesis was not rejected. Therefore,
it could be said that, gender, marital status, family type, family size, income
groups of respondents and respondents own vehicle like four wheeler had similar
perception about overall perception regarding preference for organized and

unorganized retail outlets in Ahmedabad city.
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Table 5.3.17 Comparisons And Association, Regarding The Opinion About The Choice
Preference For The Organized And Unorganized Retail Outlets With Respect To
Demographic Characteristics Of Respondent Using Percentage Frequency
Distribution And Chi-Square Statistics In Surat City Of Gujarat.

Opinion About The Choice Preference For The Organized And Unorganized Retail
Respondent’s Demographics Outlets
Characteristics And It’s Organized Retail Uno_rganized Chi Square-
Category Outlets Retail Outlets Total Value P-Value
N % N %
Male 101 68.7 46 31.3 147
Gender Female 42 79.2 11 | 208 53 2123 0-145
Less than<= 33 39 68.4 18 31.6 57
33-35 28 68.3 13 31.7 41
Age 36-40 27 71.1 11 28.9 38 1.284 0.864
41-45 29 76.3 9 23.7 38
More than 45 20 76.9 6 23.1 26
. Nuclear 53 66.3 27 33.8 80
Family Type Joint 90 75.0 30 | 250 120 1803 0.179
Less than 5 52 66.7 26 33.3 78
Family Size 5-6 83 72.8 31 27.2 114 4.179 0.124
More than 6 8 100.0 0 .0 8
S.S.C 1 100.0 0 .0 1
H.S.C 11 68.8 5 31.3 16
Education Graduation 55 66.3 28 33.7 83 4.961 0.291
Post Graduation 50 71.4 20 28.6 70
PG & Above 26 86.7 4 13.3 30
Business 38 63.3 22 36.7 60
Occupation Professional 48 80.0 12 20.0 60 4094 0.129
Service 57 71.3 23 28.8 80
Yes 72 73.5 26 26.5 98
Four No 71 69.6 31 | 304 102 0.366 0545
Wheeler No - - - - -
<=40000 13 72.2 5 27.8 18
40001-60000 33 67.3 16 32.7 49
gfg;g‘; 60001-80000 28 68.3 13 | 317 41 1.233 0.873
80001-135000 35 76.1 11 23.9 46
>135000 34 73.9 12 26.1 46
<=9167 14 77.8 4 22.2 18
Per Capita 9168-13000 25 65.8 13 34.2 38
Income 13001-17800 38 74.5 13 25.5 51 1922 0874
17801-30000 33 717 13 28.3 46
>30000 33 70.2 14 29.8 47
Total 143 71.5 57 28.5 200

From the above table, it was observed that, out of total respondents, 71.5% and 28.5%
respondents respectively preferred to go to organized and unorganized retail outlets in
Surat city.

e According to Gender, out of total respondents, 79.2% female and 68.7% male
respondents respectively preferred to go to organized retail outlets, while 31.3%
male and 20.8% female respondents respectively preferred to go to unorganized
retail outlets.

e According to Age, out of total respondents, 76.9% respondents belonged to more
than 45 years age groups; they preferred to go to organized retail outlets, while
31.6% respondents belonged to less than or equal to 33 years age groups, they

preferred to go to unorganized retail outlets.
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According to Marital Status, out of total respondents, 71.5% married respondents
preferred to go to organized retail outlets, while 28.5% married respondents
preferred to go to unorganized retail outlets.

According to Family Types, out of total respondents, 75.0% and 66.3%
respondents were from joint and nuclear family respectively, they preferred to go
to organized retail outlets, while 33.3% and 25.0% respondents were from nuclear
and joint family respectively, they preferred to go to unorganized retail outlets.
According to Family Size, out of total respondents, majority of the more than 4
members in family, they preferred to go to organized retail outlets, while 33.3%
and 27.2% respondents have less than 5 members and between 5-6 members in
family respectively, they preferred to go to unorganized retail outlets.

According to Education, out of total respondents, majority of the respondents had
studied SSC; they preferred to go to organized retail outlets, while 33.7%
respondents had studied graduation, they preferred to go to unorganized retail
outlets.

According to Occupation, out of total respondents, 80.0% respondents belonged
to professional class; they preferred to go to organized retail outlets, while 36.7%
respondents belonged to business class, they preferred to go to unorganized retail
outlets.

According to Respondents Own Vehicle Four Wheeler, out of 98 respondents
have four-wheeler, who having four-wheeler, 73.5% and 26.5% respondents
preferred to go to organized and unorganized retail outlets.

According to Income groups, out of total respondents, 76.1% respondents
belonged to more than 135000 income groups; they preferred to go to organized
retail outlets, while 32.7% respondents belonged to 40001-60000 income groups,
they preferred to go to unorganized retail outlets.

According to Per capita Income groups, out of total respondents, 77.8%
respondents belonged to less than & above 9167 per capita income groups; they
preferred to go to organized retail outlets, while 34.2% respondents belonged to
9168-13000 per capita income groups, they preferred to go to unorganized retail

outlets.
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Hypotheses:

As per chi square results, it was observed that, overall perception regarding
preference for organized and unorganized retail outlets and demographics
characteristics of respondents like gender (chi- square value=2.123 and p-
value=0.145), age (chi- square value=1.284 and p-value=0.864), family type (chi-
square value=1.803 and p-value=0.179), family size (chi- square value=4.179 and
p-value=0.124), education (chi- square value=4.961 and p-value=0.291),
occupation (chi- square value=4.094 and p-value=0.129), income groups (chi-
square value=1.233 and p-value=0.873), per capita income groups (chi- square
value=1.222 and p-value=0.874) and respondents own vehicle like four wheeler
(chi- square value=0.366 and p-value=0.545) are independent. Hence, null
hypothesis was not rejected. Therefore, it could be said that, gender, marital
status, family type, family size, education, occupation, income groups, per capita
income groups of respondents and respondents own vehicle like four wheeler had
similar perception about overall perception regarding preference for organized and

unorganized retail outlets in Surat city.
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Table 5.3.18 Comparisons And Association, Regarding The Opinion About The Choice

Preference For The Organized And Unorganized Retail Outlets With Respect To

Demographic Characteristics Of Respondent Using Percentage Frequency
Distribution And Chi-Square Statistics In Rajkot City Of Gujarat.

Opinion About The Choice Preference For The Organized And Unorganized Retail
Respondent’s Demographics Outlets
Characteristics And It’s Organized Retail Unorganized Chi Square-
Category Outlets Retail Outlets Total Value P-Value
N % N %
Male 81 53.6 70 46.4 151
Gender Female 2 65.3 7 | 347 49 2048 0.152
Less than<= 33 22 39.3 34 60.7 56
33-35 20 51.3 19 48.7 39
Age 36-40 15 455 | 18 | 545 33 24.775 0.000
41-45 23 67.6 11 324 34
More than 45 33 86.8 5 13.2 38
Marital Married 109 57.1 82 42.9 191
Status Unmarried 4 44.4 5 55.6 9 0.557 0.455
. Nuclear 38 447 47 55.3 85
Family Type Joint 75 65.2 40 | 348 115 8.367 0.004
Less than 5 38 44.2 48 55.8 86
Family Size 5-6 64 64.6 35 35.4 99 9.708 0.008
More than 6 11 73.3 4 26.7 15
S.S.C 5 12.8 34 87.2 39
H.S.C 5 26.3 14 73.7 19
Education Graduation 38 73.1 14 26.9 52 52.851 0.000
Post Graduation 43 69.4 19 30.6 62
PG & Above 22 78.6 6 21.4 28
Business 50 62.5 30 37.5 80
Occupation Professional 50 83.3 10 16.7 60 48.371 0.000
Service 13 21.7 47 78.3 60
Four Yes 62 66.7 31 33.3 93
Wheeler No 51 47.7 56 52.3 107 7311 0.007
Two Yes 112 56.6 86 43.4 198
Wheeler No 1 50.0 1 50.0 2 0.035 0.852
. Yes 107 58.8 75 41.2 182
Bicycle No 6 333 T 6.7 18 4.319 0.038
<=40000 17 28.8 42 71.2 59
40001-60000 21 50.0 21 50.0 42
gf;’l:‘;‘; 60001-80000 17 53.1 15 | 46.9 32 43.916 0.000
80001-135000 26 86.7 4 13.3 30
>135000 32 86.5 5 13.5 37
<=9167 22 39.3 34 60.7 56
Per Capita 9168-13000 20 44.4 25 55.6 45
Income 13001-17800 19 57.6 14 42.4 33 26.714 0.000
17801-30000 22 66.7 11 33.3 33
>30000 30 90.9 3 9.1 33
Total 113 56.5 87 43.5 200

From the above table, it was observed that, out of total respondents, 56.5% and 43.5%
respondents respectively preferred to go to organized and unorganized retail outlets in
Rajkot city.

e According to Gender, out of total respondents, 65.3% female and 53.6% male
respondents respectively preferred to go to organized retail outlets, while 46.4%
male and 34.7% female respondents respectively preferred to go to unorganized
retail outlets.

e According to Age, out of total respondents, 86.8% respondents belonged to more

than 45 years age groups; they preferred to go to organized retail outlets, while
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66.7% respondents belonged to less than or equal to 33 years age groups, they
preferred to go to unorganized retail outlets.

According to Marital Status, out of total respondents, 57.1% and 44.4% married
and unmarried respondents respectively preferred to go to organized retail outlets,
while 55.6% and 42.9% unmarried and married respondents respectively preferred
to go to unorganized retail outlets.

According to Family Types, out of total respondents, 65.2% and 44.7%
respondents were from joint and nuclear family respectively, they preferred to go
to organized retail outlets, while 55.3% and 34.8% respondents were from nuclear
and joint family respectively, they preferred to go to unorganized retail outlets.
According to Family Size, out of total respondents, 73.3% respondents more than
4 members in family, they preferred to go to organized retail outlets, while 55.8%
respondents have less than 5 members in family, they preferred to go to
unorganized retail outlets.

According to Education, out of total respondents, 78.6% respondents had studied
post graduation & above; they preferred to go to organized retail outlets, while
87.2% respondents had studied SSC, they preferred to go to unorganized retail
outlets.

According to Occupation, out of total respondents, 83.3% respondents belonged
to professional class; they preferred to go to organized retail outlets, while 78.3%
respondents belonged to service class, they preferred to go to unorganized retail
outlets.

According to Respondents Own Vehicle Four Wheeler, out of 93 respondents
have four-wheeler, who having four-wheeler, 66.7% and 33.3% respondents
respectively preferred to go to organized and unorganized retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of 198 respondents
have two-wheeler, who having four-wheeler, 56.6% and 43.3% respondents
respectively preferred to go to organized and unorganized retail outlets,

According to Respondents Own Vehicle Bicycle, out of 182 respondents have
bicycle, who having bicycle, 58.8% and 41.2%respondents preferred to go to
organized and unorganized retail outlets.

According to Income Groups, out of total respondents, 86.7% respondents
belonged to 80001-135000 income groups; they preferred to go to organized retail
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outlets, while 71.2% respondents belonged to less than & above 40000 income
groups, they preferred to go to unorganized retail outlets.

e According to Per capita Income Groups, out of total respondents, 90.9%
respondents belonged to more than 30000 per capita income groups, who
preferred to go to organized retail outlets, while 60.7% respondents belonged to
less than & above 9167 per capita income groups, they preferred to go to
unorganized retail outlets.

Hypotheses:

e As per chi square results, it was observed that, overall perception regarding
preference for organized and unorganized retail outlets and demographics
characteristics of respondents like age (chi- square value=24.775 and p-
value=0.000), family type (chi- square value=8.367 and p-value=0.004), family
size (chi- square value=9.708 and p-value=0.008), education (chi- square
value=52.851 and p-value=0.000), occupation (chi- square value=48.371 and p-
value=0.000), income groups(chi- square value=43.916 and p-value=0.000), per
capita income groups (chi- square value=26.714 and p-value=0.000), respondents
own vehicle like four wheeler (chi- square value=7.311 and p-value=0.007) and
bicycle (chi- square value=4.319 and p-value=0.038) are dependent. Hence, null
hypothesis was rejected. Therefore, it could be said that, age, family type, family
size education, occupation, income groups, per capita income groups of
respondents, respondents own vehicle like four wheeler and bicycle had different
perception about overall perception regarding preference for organized and
unorganized retail outlets in Rajkot city of Gujarat.

e As per chi square results, it was observed that, overall perception regarding
preference for organized and unorganized retail outlets and demographics
characteristics of respondents like gender (chi- square value=2.048 and
p-value=0.152), marital status (chi- square value=0.557 and p-value=0.455) and
respondents own vehicle like two wheeler (chi- square value=0.035 and
p-value=0.852) are independent. Hence, null hypothesis was not rejected.
Therefore, it could be said that, gender, marital status of respondents and
respondents own vehicle like two wheeler had similar perception about overall
perception regarding preference for organized and unorganized retail outlets in
Rajkot city of Gujarat.
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H5: Opinion about monthly visit for purchasing food and grocery items from both
(organized & wunorganized) retail outlets and selected cities of Gujarat are

independent.

Table 5.3.19 Comparisons and Association, regarding the Opinion about Monthly Visit by
Respondents for Purchasing Food & Grocery Items from Organized and
Unorganized Retail Outlets using Percentage Frequency distribution and Chi-Square
Statistics in Selected Cities of Gujarat.

Cities
Monthly Visit Times Vadodara Ahmedabad Surat Rajkot Total Chi- p-
N % N % N % N % N % Square value
1-2 47 23.5 88 44.0 56 28.0 0 0.0 191 | 239
2-3 69 345 70 35.0 58 29.0 18 9.0 215 | 26.9
3-4 54 27.0 13 6.5 31 15.5 15 7.5 113 | 141
436.526 | 0.000
4-5 18 9.0 13 6.5 36 18.0 32 16.0 99 124
5-6 7 35 11 55 17 8.5 40 20.0 75 9.4
Can’t say 5 25 5 2.5 2 1.0 95 475 | 107 | 134

e From the above table, it was observed that, out of total respondents, 26.9%,
23.9%, 14.1%, 12.4% and 9.4% respondents visited organized and unorganized
retail outlets 2 or 3, 1 or 2, 3 or 4 and 5or 6 times in a month for purchasing food
& grocery items respectively, While 13.4% respondents could not say the visit
times in a month for purchasing food and grocery items from organized and
unorganized retail outlets.

e Further more, in Ahmedabad, 44.0% respondents visited organized and
unorganized retail outlets 1 or 2 times in a month for purchasing food and grocery
items from organized and unorganized retail outlets.

e In Vadodara city, 34.5% respondent’s visited organized and unorganized retail
outlets 2 or 3 times in a month for purchasing food and grocery items from
organized and unorganized retail outlets.

e In Surat, 29.0% respondent’s visited organized and unorganized retail outlets 2 or
3 times in a month for purchasing food and grocery items from organized and
unorganized retail outlets.

e In Rajkot, 47.5% respondents could not say the visit times in a month for
purchasing food and grocery items from organized and unorganized retail outlets.

Hypotheses:

e As per chi square results, it was observed that, there was significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets and selected
cities of Gujarat (chi- square value=436.526 and p-value=0.000) are dependent.
Hence, null hypothesis was rejected. Therefore, it could be said that, selected
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cities of Gujarat had different perception about overall perception regarding
preference for organized and unorganized retail outlets.
H6: Opinions about monthly visits by respondents for purchasing food and grocery
retail

items from organized and unorganized outlets and demographics

characteristics of respondents are independent in selected cities of Gujarat.

Table 5.3.20 Comparisons And Association, Regarding The Opinion About Monthly Visit By
Respondents For Purchasing Food And Grocery Items From Organized And
Unorganized Retail Outlets With Respect To Demographic Characteristics Of
Respondents Using Percentage Frequency Distribution And Chi-Square Statistics In
Selected Cities of Gujarat.

Monthly Visit By Respondents For Purchasing Food & Grocery Items From Organized And

Respondent’s - .
Demographic Unorganized Retail Outlets
Characteristics and It’s 1-2 2-3 3-4 4-5 5-6 Can’t say Chi— p-
Category N % N % N % N % N % N % Square | Value
Male 144 | 248 | 156 | 26.9 | 85 | 147 | 65 | 112 | 52 | 90 | 78 | 134
Gender Female 27 | 214 | 50 | 268 | 28 | 127 |32 | 155 [ 23 [ 105 | 20 [ 132 °>9% | 0599
Less;ga”c 44 | 217 53 | 261 | 28 | 138 | 27| 133 | 24 | 118 | 27 | 133
33-35 35 | 241 | 34 | 234 | 20 | 138 | 21 | 145 | 10 | 6.9 | 25 | 17.2
Age 36-40 34 | 223 56 [357| 23 [ 146 [ 14| 89 | 13| 83 | 16 | 102 | 27.205 | 0.130
41-45 41 | 281 | 42 | 288 | 15 | 103 | 22 | 151 | 14 | 96 | 12 | 82
Mor:;ha” 36 | 242 30 [ 201 | 27 | 181 |15 101|124 | 94 | 27 | 181
Marital Maried | 187 | 24.4 | 208 | 27.1 | 108 | 134 | 67 [ 126 | 71 [ 93 [a01 [182 -7
Status Unmarried | 4 | 121] 7 | 2t2| 10 | 303 | 2 | 61 | 4 | 121| 6 | 182 : :
Family Nuclear | 07 | 264 | 101 | 275 | 48 | 131 | 46 | 125 [30] 82 | 45 [123] , 7| ‘o
Type Joint 94 | 217 | 114 | 263 | 65 | 150 | 53 | 12.2 | 45 | 104 | 62 | 143 | :
Family <5 92 | 253 [ 108 [ 207 | 47 | 129 [43 [ 118 |26 | 7.1 | 48 | 132
Size 5-6 82 | 219 | 92 | 245 | 54 | 144 | 51 | 136 | 46 | 123 | 50 | 133 | 13.086 | 0.219
>6 17 | 279 | 15 | 246 | 12 [ 197 | 5 | 82 | 3 | 49 | 9 | 148
SS.C 1 | 23| 8 | 186 4 | 93 | 7 | 163 | 4 | 93 | 19 | 442
H.S.C 16 | 239 | 17 | 254 | 12 | 179 | 7 | 104 | 5 | 75 | 10 | 149
Graduation | 95 | 31.8 | 81 | 271 | 36 | 120 | 3L | 104 | 22 | 74 | 34 | 114
Education Post 52 | 206 | 78 | 308 | 30 | 109 |35 | 138 | 27 | 107 | 31 | 123 | TH10% | 0000
Graduation ) ) ) ' ) )
PG & 27 | 196 | 31 | 225 | 31 | 225 | 19| 138 | 17| 123 | 13 | 94
Ao . . . . . .
Business | 80 | 332 | 64 | 266 | 28 | 116 | 18 | 75 | 18 | 75 | 33 | 137
Occupation | Professional | 54 | 225 | 60 | 250 | 41 | 17.1 | 28 | 1.7 | 23 | 96 | 34 | 14.2 | 28.230 | 0.002
Service 57 | 170 | 91 | 285 | 44 | 138 | 53 | 166 | 34 | 107 | 40 | 125
Four Yes 63 [248| 67 232 61 [ 163 |48 | 12832 85 | 54 [144] o0 | o0
Wheeler No 98 | 231 | 128 | 301 | 52 | 122 | 51 | 120 | 43 | 101 | 53 | 125 | :
Two Yes 101 | 13.0 [ 215 [ 260 | 112 [ 140 [ 00 [ 124 [ 74 [ 08 [107 [ 184 | oo™ ] o
Wheeler No 0 |00 | 0 |00 | T |500] 0] 00] 1 ]50] 000 : :
_ Yes 164 | 250 | 157 | 245 | 73 | 114 | 78 | 12.2 | 68 | 10.6 | 100 | 15.6
Bicycle No 27 [ 169 | 58 | 363 | 40 | 250 | 21 | 131 | 7 | 24 | 7 | a4 | 29437 | 0.000
<=40000 | 26 | 160 | 43 | 265 | 27 | 16.7 | 21 | 130 | 17 | 105 | 28 | 17.3
40001-
50000 43 | 238 | 50 [ 276 | 18 | 99 | 29| 160 | 18 | 99 | 23 | 127
Income 60001- | 45 271 | 57 | 368 | 11 | 71 |16 103 | 15| 97 | 14 | 90 | 39725 | 0.005
Groups 80000
80001-
135000 | 44 | 306 | 30 | 208 | 29 | 201 | 14| 97 [10] 69 | 17 | 118
>135000 | 36 | 228 | 35 | 222 | 28 | 17.7 | 19 | 120 | 15| 95 | 25 | 58
<=9167 | 32 | 195| 42 | 256 | 22 | 134 | 25 | 162 [ 20 | 122 | 23 | 140
9168-13000 | 32 | 196 | 48 | 294 | 20 | 123 | 18 | 11.0 | 16 | 98 | 29 | 17.8
Per Capita 113’7%%% 45 | 294 | 42 | 275 19 | 124 | 25| 163 |11 | 72 | 11 | 72
Income 17801 26.330 0.155
30000 43 | 254 | 51 [302| 25 | 148 | 14| 83 | 16| 95 | 20 | 118
>30000 | 39 | 258 | 32 | 212 | 27 | 179 | 17 | 113 | 12| 7.9 | 24 | 159
Total 101 | 239 | 215 | 26.9 | 113 | 141 | 99 | 124 | 75 | 94 | 107 | 134
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From the above table, it was observed that, out of total respondents, 26.9%, 23.9%,

14.1%, 12.4% and 9.4% respondents respectively visited organized and unorganized

retail outlets 2 or 3 times, 1 or 2 times, 3 or 4 times, 4 or 5 times and 5-6 times in a

month for purchasing food and grocery items. 13.4% visited could not say the proper

visit times in a month for purchasing food and grocery items from organized and

unorganized retail outlets in selected cities of Gujarat.

According to Gender, out of total respondents, 24.8% and 21.4% male and female
respondents respectively visited organized and unorganized retail outlets 1 or 2
times in a month for purchasing food and grocery items, while 13.4% and 13.2%
male and female respondents respectively visited could not say the proper visit
times in a month for purchasing food and grocery items from organized and
unorganized retail outlets.

According to Age, out of total respondents, 35.7% respondents belonged to 36-40
years age groups; they preferred to go to organized and unorganized retail outlets
2 or 3 times in a month for purchasing food and grocery items, while 18.1%
respondents belonged to more than 45 years age groups, they could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets.

According to Marital Status, out of total respondents, 30.3% and 13.4%
unmarried and married respondents respectively visited organized and
unorganized retail outlets 3 or 4 times in a month for purchasing food and grocery
items, while 12.1% and 9.3% unmarried and married respondents respectively
visited organized and unorganized retail outlets 5 or 6 times in a month for
purchasing food and grocery items.

According to Family Type, out of total respondents, 27.5% and 26.3%
respondents were from nuclear and joint families respectively, they preferred to
visit to organized and unorganized retail outlets 2 or 3 times in a month for
purchasing food and grocery items, while 10.4% and 8.2% respondents were from
joint and nuclear family respectively, they preferred to visit to organized and
unorganized retail outlets 5 or 6 times in a month for purchasing food and grocery
items.

According to Family Size, out of total respondents, 29.7% respondents have less
than 5 members in family; they preferred to visit to organized and unorganized
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retail outlets 2 or 3 times in a month for purchasing food & grocery items, while
12.3% respondents have between 5-6 members in family, they preferred to visit to
organized and unorganized retail outlets 5 or 6 times in a month for purchasing
food & grocery items.

According to Education, out of total respondents, 44.2% respondents had studied
S.S.C, they could not say the proper visit times in a month for purchasing food
and grocery items from organized and unorganized retail outlets, while, 10.7%
respondents had studied post graduation; they visited organized and unorganized
retail outlets 5 or 6 times in a month for purchasing food and grocery items.
According to Occupation, out of total respondents, 33.2% respondents in the
professional class, they visited organized and unorganized retail outlets 1 or 2
times in a month for purchasing food and grocery items, while 10.7% respondents
in the service class, they visited organized and unorganized retail outlets 5 or 6
times in a month for purchasing food and grocery items.

According to Respondents Own Vehicle Four Wheeler, out of 375 respondents
have four- wheeler, who having four wheeler, 24.8% respondents visited
organized and unorganized retail outlets 1 or 2 times in a month for purchasing
food & grocery items, while 14.4% respondents could not say the proper visit
times in a month for purchasing food and grocery items from organized and
unorganized retail outlets.

According to Respondents Own Vehicle Two Wheeler, out of 798 respondents
have two-wheeler, who having two-wheeler, 26.9% respondents visited organized
and unorganized retail outlets 2 or 3 times in a month for purchasing food &
grocery items, while 13.4% respondents could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

According to Respondents Own Vehicle Bicycle, out of 640 respondents have
bicycle, who having bicycle, 25.0% respondents respectively visited organized
and unorganized retail outlets 1 or 2 times in a month for purchasing food &
grocery items, while 15.6% respondents could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized

retail outlets.
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According to Income Groups, out of total respondents, 36.8% respondents in the
income groups of 60001-80000, they visited organized and unorganized retail
outlets 2 or 3 times in a month for purchasing food and grocery items, while
10.5% respondents in the income groups of less than 40000, they visited
organized and unorganized retail outlets 5 or 6 times in a month for purchasing
food and grocery items.

According to Per Capita Income Groups, out of total respondents, 30.2%
respondents in the per capita income groups of 17801-30000, they visited
organized and unorganized retail outlets 2 or 3 times in a month for purchasing
food and grocery items, while 17.8% respondents in the per capita income groups
of 9168-13000, they could not say the proper visit times in a month for purchasing
food and grocery items from organized and unorganized retail outlets.
Hypotheses:

As per chi square results, it was observed that, there was significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their education (chi- square value=78.561 and p-value=0.000), occupation (chi-
square value=28.230 and p-value=0.002), income groups (chi- square
value=39.725 and p-value=0.005) and respondents own vehicle like bicycle (chi-
square value=49.437 and p-value=0.000) are dependent. Hence, null hypothesis
was rejected. Therefore, it could be said that, education, occupation, income
groups of respondents and respondents own vehicle bicycle had different
perception about monthly purchasing time of food and grocery items in selected
cities of Gujarat.

As per chi square results, it was observed that, there was no significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their gender (chi- square value=3.993 and p-value=0.559),age (chi- square
value=27.205 and p-value=0.130), marital status (chi- square value=10.761 and p-
value=0.560), family type (chi- square value=4.170 and p-value=0.525), family
size (chi- square value=13.086 and p-value=0.219), per capita income groups (chi-
square value=26.330 and p-value=0.155), respondents own vehicle like four

wheeler (chi- square value=7.283 and p-value=0.200) and respondents own
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vehicle like two wheeler (chi- square value=6.890 and p-value=0.229) are

dependent. Hence, null hypothesis was not rejected. Therefore, it could be said

that, age, family type, family size, per capita income groups of respondents,

respondents own vehicle like four-wheeler and two-wheeler had similar

perception about monthly purchasing time of food and grocery items in selected

cities of Gujarat.

Table 5.3.21 Comparisons And Association, Regarding The Opinion About Monthly Visit by
Respondents For Purchasing Food And Grocery Items From Organized And Unorganized
Retail Outlets With Respect To Demographic Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Vadodara City of

Gujarat.

Monthly Visit By Respondents For Purchasing Food & Grocery Items From Organized

Resmndent.’s And Unorganized Retail Outlets
Demographic Can't
Characteristics and It’s 1-2 2-3 3-4 4-5 5-6 say Chi — p-
Category NT % | NJ % | NJ % [ N % | N % | N | 9% | oauare | Value
Male 33 | 239 | 48 | 348 | 40 | 290 | 10| 72 | 3 | 22 | 4 | 2.9
Gender Female | 14 | 226 | 21 | 339 | 14 | 226 | 8 | 120 | 4 | 65 | 1 | 16 | +/33 | 0449
Less;ga”c 10| 1061937314275 4| 78 |3 |59]|1] 20
33-35 14 | 378 | 15| 405 | 7 | 189 | 1 | 27 | 0 | 00| 0 | 00
Age 36-40 7 {175 15[ 375 14350 4 [100[ 0 [ 00| 0] 00 | 26.285 | 0.157
41-45 5 | 179 | 9 | 321 | 8 | 286 | 4 |143| 2 | 721 | 0 | 00
Mor:;ha” 11250 120|250 |12 ]250| 5 |1204] 2 | 45| 4] 92
Marital Married 43 | 243 | 63 | 35.6 | 45| 254 | 16 | 9.0 51|128]5 2.8 5.019 0.414
Status Unmarried | 4 | 174 6 | 261 | 9 [391 ] 2 [ 87 [ 2 87 ] 0] 00 ' '
Family Nuclear 25[263|36|370f2afa2fofos[afat]1] 11| o [,,,
Type Joint 22 | 21.0 | 33 | 314 | 32| 305| 9 | 86 | 5 | 48 | 4 | 3.8 ' '
) <5 25| 248 | 4443623228 7 [ 60 [ 2 [20]12] 10
Family
Size 5-6 18| 2202125624293 9 [ 120 6 | 73| 4 | 49 | 17.126 | 0.000
>6 4 | 235 | 4 [ 235 | 7 412 2 [11.8| 0 |00 | 0 | 00
SS.C 1 333 2667|000 ] 0| 000 00|0] 00
H.S.C 8 | 381 7 |333| 6 |286] 0] 00| 0| 00] 0] 00
Education Grags:ttlon 21296 [30[423[16[225[ 2 [ 28 [ 1 [14 1] 14 | ;0000 | 0000
Graduation | 15| 273 |23 | 41812218 | 1 | 18 [ 4 |73 |0 | 00
PG&Above | 6 | 40 | 7 | 140 | 20 | 400 | 15 | 300 | 2 | 40 | 4 | 80
Business | 21 | 344 |24 [ 393 |14 (230 1 [ 16 [0 [00 [ 1| 16
Occupation | Professional | 4 6.7 | 141233 |21 ]350] 15250 2 |33 ]| 4 | 6.7 | 50.795 | 0.000
Service 22 [ 2783139219241 225 [5 [63] 0] 00
Four Yes 16 | 17.8 | 20 | 222 | 31 | 344 | 16 | 178 | 2 | 22 | 5 | 56
Wheeler No 31 [ 282 | 49 [ 445 | 23 | 200 | 2 | 18 | 5 | 45 [0 | 00 | >>672 | 0.000
i Yes 20 | 345 | 15 | 259 | 16 | 276 | 2 | 34 | 3 | 52 | 2 | 34
Bicycle No 27 [ 19.0 [ 54 [ 380 | 38 | 268 | 16 | 113 | 4 | 28 | 3 | 21| /4 | 0084
<=40000 | 15 | 26.8 | 24 | 429 | 14 | 250 | 1 | 18 | 2 | 36 | 0 | 00
40001-
60000 12364 10|303|6 1822|613 ]91]0] 00
Income 60001-
Groups 80000 12286 | 23|548| 5 129 1|24 |0 ]00]|1]| 24 | 65773 | 0.000
80001-
135000 5 (152 6 | 182 |14 | 424 6 | 182 2 |61 ] 0| 00
>135000 3| 83 | 6 |167|15|41.7] 8 |222| 0 | 00 | 4 | 111
<=9167 16 3022139611208 238 [3[57]0] 00
9168-13000 | O | 237 | 14 | 368 | 11 | 289 | 2 | 53 | 2 | 53] 0 | 00
: 13001-
Per Capita 17800 9 (310144835 |172] 1|34 |0 ]00]0] 00
Income 40.142 | 0.005
17801- 10217 (13| 28314304 | 6 [130] 2 |43|1] 22 ' '
30000 . . . . : .
>30000 3|88 | 7 206133827 [206] 0 |00][4]118
Total 47 | 235 | 69 | 345 |54 | 270 18| 90 | 7 | 35| 5| 25
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From the above table, it was observed that, out of total, 34.5%, 27.0%, 23.5%, 9.0%

and 3.5% respondents respectively visited organized and unorganized retail outlets 2

or 3 times, 3 or 4 times, 1 or 2 times, 4 or 5 times and 5-6 times in a month for

purchasing food and grocery items. 2.5% visited could not say the proper visit times

in a month for purchasing food and grocery items from organized and unorganized

retail outlets.

According to Gender, out of total respondents, 34.8% and 33.9% male and female
respondents respectively visited organized and unorganized retail outlets 2 or 3
times in a month for purchasing food and grocery items, while 2.9% and 1.6%
male and female respondents respectively could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

According to Age, out of total respondents, 40.5% respondents belonged to 41-45
years age groups; they preferred to go to organized and unorganized retail outlets
2 or 3 times in a month for purchasing food and grocery items, while 9.1%
respondents belonged to more than 45 years age groups, they could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets.

According to Marital Status, out of total respondents, 39.1% and 25.4%
unmarried and married respondents respectively visited organized and
unorganized retail outlets 3 or 4 times in a month for purchasing food and grocery
items, while 2.8% married respondents could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

According to Family Type, out of total respondents, 37.9% and 31.4%
respondents were from nuclear and joint family respectively, they preferred to
visit to organized and unorganized retail outlets 2 or 3 times in a month for
purchasing food and grocery items, while 3.8% and 1.1% respondents were from
joint and nuclear family respectively, they could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

According to Family Size, out of total respondents, 43.6% respondents have less
than 5 members in family; they preferred to visit to organized and unorganized
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retail outlets 2 or 3 times in a month for purchasing food & grocery items, while
4.9% respondents have between 5-6 members in family, they could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets.

According to Education, out of total respondents, 66.7% respondents had studied
S.S.C, preferred to visit to organized and unorganized retail outlets 2 or 3 times in
a month for purchasing food and grocery items, while, 7.3% respondents had
studied post graduation, they preferred to visit to organized and unorganized retail
outlets 5 or 6 times in a month for purchasing food and grocery items.

According to Occupation, out of total respondents, 34.4% respondents in the
business class, they visited organized and unorganized retail outlets 1 or 2 times in
a month for purchasing food and grocery items, while 6.3% service class, they
visited organized and unorganized retail outlets 5 or 6 times in a month for
purchasing food and grocery items.

According to Respondents Own Vehicle Four Wheeler, out of 90 respondents
have four wheeler, who having four wheeler, 34.4% respondents visited organized
and unorganized retail outlets 3 or 4 times in a month for purchasing food &
grocery items, while 5.6% respondents could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

According to Respondents Own Vehicle Bicycle, out of 58 respondents have
bicycle, who having bicycle, 34.5% respondents respectively visited organized
and unorganized retail outlets 1 or 2 times in a month for purchasing food &
grocery items, while 2.5% respondents could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

According to Income Groups, out of total respondents, 54.8% respondents in the
income groups of 60001-80000, they visited organized and unorganized retail
outlets 2 or 3 times in a month for purchasing food and grocery items, while
11.1% respondents in the income groups of more than 135000, they could not say
the proper visit times in a month for purchasing food and grocery items from

organized and unorganized retail outlets,
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According to Per Capita Income Groups, out of total respondents, 48.3%
respondents in the per capita income groups of 13000-17800, they visited
organized and unorganized retail outlets 2 or 3 times in a month for purchasing
food and grocery items, while 11.8% respondents in the per capita income groups
of more than 30000, they could not say the proper visit times in a month for

purchasing food and grocery items from organized and unorganized retail outlets.

Hypotheses:

As per chi square results, it was observed that, there was significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their family size (chi- square value=17.126 and p-value=0.000), education (chi-
square value=70.877 and p-value=0.000), occupation (chi- square value=50.795
and p-value=0.000), income groups(chi- square value=65.773 and p-value=0.000),
per capita income groups of respondents (chi- square value=40.142 and p-
value=0.005) and respondents own vehicle like four wheeler (chi- square
value=33.672 and p-value=0.000) are dependent. Hence, null hypothesis was
rejected. Therefore, it could be said that, family size, education, occupation,
income groups, per capita income groups of respondents and respondents own
vehicle bicycle had different perception about monthly purchasing time of food
and grocery items in Vadodara city.

As per chi square results, it was observed that, there was no significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their gender (chi- square value=4.733 and p-value=0.449),age (chi- square
value=26.285 and p-value=0.157), marital status (chi- square value=5.019 and p-
value=0.414), family type (chi- square value=4.771 and p-value=0.444) and
respondents own vehicle like bicycle (chi- square value=9.714 and p-value=0.084)
are independent. Hence, null hypothesis was not rejected. Therefore, it could be
said that, gender, age, marital status, family type of respondents and respondents
own vehicle like bicycle had similar perception about monthly purchasing time of

food and grocery items in Vadodara city.
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Table 5.3.22 Comparisons And Association, Regarding The Opinion About Monthly Visit By
Respondents For Purchasing Food And Grocery Items From Organized And
Unorganized Retail Outlets With Respect To Demographic Characteristics Of

Respondents Using Percentage Frequency Distribution And Chi-Square Statistics In

Ahmedabad City of Gujarat.

Respondent’s Demographic

Monthly Visit By Respondents For Purchasing Food & Grocery Items From Organized
And Unorganized Retail Outlets

Characéerlstlcs and It’s 1-2 2.3 3.4 4.5 5.6 Can’t Chi - p-
ategory say Square | Value
N % | NJ] % | NJ] % | N| % | N| % | N| % | 0
Male 67 | 465 | 49 | 340 | 11| 76 | 7 | 49 | 6 | 42 | 4 | 28
Gender Female | 21 [ 375 | 21 [ 375 2 | 36 | 6 [ 107 | 5 | 890 | 1 | 18| >%%8 | 0320
Less;ga”c 1435914359 2513|775 128]1]026
3335 2429 8 |286| 2| 71| 3|07 1] 36 |2]71
Age 36-40 19(413[19[413| 243|365 ]3| 65 | 0] 00]| 22942 | 0292
41-45 25 | 543 |13 | 283 | 1 | 22 | 3 | 65 | 2 | 43 | 2 | 43
Morj;ha” 1843916 [390]| 6 |146| 1] 24 0] 00 |0]o00
. Married | 88 | 442 | 70 | 352 | 13| 65 | 13| 65 | 10 | 50 | 5 | 25
Marital Status =5 ed 10 [ 00 |0 0 [0 00000 1] 1000[0]00] /288 0004
. Nuclear | 44 | 411 | 39 | 364 | 8 | 75 | 9 | 84 | 5 | 47 | 2 | 19
Family Type Joint 20273 [ 31333 5 | 54 | 4 | 43 | 6 | 65 |3 |32 ] 2o | 072
<5 41 [414 |35 354 8 |81 |9 |91 |4 40 |2 26
Family Size 56 37 463 |27 338 3| 38 | 4| 50| 6| 75 |3 |38 6775 | 0.746
>6 10| 476| 8 |381] 2| 95 | 0| 00| 1| 48 |0 |00
SS.C 0] 00|0|o0o|o|oo|o|oo|o]| 00 |o0]o0o0
H.S.C 3 |273] 7 |636] 0 | 00 | 0] 00 ] 1] 91 |0 00
Graduation | 50 | 53.8 | 26 | 28.0 | 5 5.4 5 5.4 5 5.4 2|22
Education Post 24,962 | 0.050
. 1725828424 6 | 91| 8 |120]| 4| 61 |3]45
Graduation
PG& | 151600 9 [300| 2|67 |0]o00|1]| 33 [0]o00
Above
Business | 38 | 633 | 18 | 30.0 | 0 | 00 | 0 | 00 | 4 | 67 | 0 | 00
Occupation Professional | 29 | 483 [ 20 { 333 | 7 | 117 ] 2 | 33 | 2 3.3 0 | 0.0 | 38.154 | 0.000
Service | 21 | 26.3 | 32 | 400 | 6 | 75 | 11 | 138] 5 | 63 | 5 | 63
Yes 47 | 500 | 31| 330 | 8 | 85 | 3 | 32 | 4 | 43 | 1] 11
Four Wheeler No 2138739368 5 | 47 [10] 94 | 7| 66 |4 38| ' |03
<=40000 | 8 | 276 | 6 | 207 | 4 | 138 | 6 | 207 | 3 | 103 | 2 | 6.9
40001-
soooo | 21|68 |24 |41 118 |5 |88 |5 | 88 [1]18
Income 60001-
Groups 20000 17| 425|20|500| 1|25 0|o00] o] 0o |2]50] 50638 | 0000
80001-
1ae000 | 28| 7148|229 1|29 |0 oo |1]| 29 |0]o00
>135000 | 17 | 436 | 12 | 308 | 6 | 154 | 2 | 52 | 2 | 51 | 0| 00
<=9167 | 15405 8 | 216 2 | 54 | 6 |162| 4 | 108 | 2 | 54
916813000 | 15 | 357 | 18 | 429 | 2 | 48 | 3 | 71 | 3 | 71 | 1 | 24
Per Capita 11?;%%10' 19475 |15 |375| 0| oo | 2| 50| 2| 50 |2]50
Income T 33506 | 0.030
0000 | 20| 455 |21 |477| 3|68 |0 |00 |0]| 00 |0|00
>30000 | 19 | 514 | 8 | 216 6 |162| 2 | 54 | 2 | 54 | 0] 00
Total 88 | 440 | 70 | 350 | 13 | 65 | 13| 65 | 1L | 55 | 5 | 25

From the above table, it was observed that, out of total respondents, 44.0%, 35.0%,

6.5% and 5.5% respondents respectively visited organized and unorganized retail

outlets 1 or 2 times, 2 or 3 times, 3 or 4 times and 5-6 times in a month for purchasing

food and grocery items. In another 2.5% visited could not say the proper visit times in

a month for purchasing food and grocery items from organized and unorganized retail

outlets in Ahmedabad city.
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e According to Gender, out of total respondents, 46.5% and 37.5% male and female
respondents respectively visited organized and unorganized retail outlets 1 or 2
times in a month for purchasing food and grocery items, while 2.8% and 1.8%
male and female respondents respectively could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

e According to Age, out of total respondents, 54.3% respondents belonged to 41-45
years age groups; they preferred to go to organized and unorganized retail outlets
1 or 2 times in a month for purchasing food and grocery items, while 7.1%
respondents belonged to 33-35 years age groups, they could not say the proper
visit times in a month for purchasing food and grocery items from organized and
unorganized retail outlets.

e According to Family Type, out of total respondents, 47.3% and 41.1%
respondents were from joint and nuclear family respectively, they preferred to
visit to organized and unorganized retail outlets 1 or 2 times in a month for
purchasing food and grocery items, while 3.2% and 1.9% respondents were from
joint and nuclear family respectively, they could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

e According to Family Size, out of total respondents, 47.6% respondents have more
than 6 members in family; they preferred to visit to organized and unorganized
retail outlets 1 or 2 times in a month for purchasing food & grocery items, while
3.8% respondents have between 5-6 members in family respectively, they could
not say the proper visit times in a month for purchasing food and grocery items
from organized and unorganized retail outlets.

e According to Education, out of total respondents, 60.0% respondents had studied
post graduation & above; they preferred to visit to organized and unorganized
retail outlets 1 or 2 times in a month for purchasing food and grocery items, while,
4.5% respondents had studied post graduation, they could not say the proper visit
times in a month for purchasing food and grocery items from organized and
unorganized retail outlets.

e According to Occupation, out of total respondents, 63.3% respondents in the

business class, they visited organized and unorganized retail outlets 1 or 2 times in
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a month for purchasing food and grocery items, while 6.3% respondents in the
service class, they could not say the proper visit times in a month for purchasing
food and grocery items from organized and unorganized retail outlets.

e According to Respondents Own Vehicle Four Wheeler, out of 94 respondents
have four wheeler, who having four wheeler, 50.0% respondents visited organized
and unorganized retail outlets 1 or 2 times in a month for purchasing food &
grocery items, while 1.1% respondents could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

e According to Income Groups, out of total respondents, 71.4% respondents in the
income groups of 80001-135000, they visited organized and unorganized retail
outlets 1 or 2 times in a month for purchasing food and grocery items, while 6.9%
respondents in the income groups of less than & above 40000, they could not say
the proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets.

e According to Per Capita Income Groups, out of total respondents, 51.4%
respondents in the per capita income groups of more than 30000, they visited
organized and unorganized retail outlets 1 or 2 times in a month for purchasing
food and grocery items, while 5.4% respondents in the per capita income groups
of less than & above 9167, they could not say the proper visit times in a month for
purchasing food and grocery items from organized and unorganized retail outlets.
Hypotheses:

e As per chi square results, it was observed that, there was significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their marital status (chi- square value=17.268 and p-value=0.044), education
(chi- square value=24.962 and p-value=0.050) occupation (chi- square
value=38.154 and p-value=0.000) income groups (chi- square value=50.638 and
p-value=0.000) and per capita income groups (chi- square value=33.506 and p-
value=0.030) are dependent. Hence, null hypothesis was rejected. Therefore, it
could be said that, age, marital status, education, occupation income groups, per
capita income groups of respondents had different perception about monthly

purchasing time of food and grocery items in Ahmedabad city.
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e As per chi square results, it was observed that, there was no significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their gender (chi- square value=5.858 and p-value=0.320), age (chi- square
value=22.942 and p-value=0.292), family type (chi- square value=2.855 and p-
value=0.722), family size (chi- square value=6.775 and p-value=0.746) and
respondents own vehicle like four wheeler (chi- square value=7.004 and p-
value=0.220) are independent. Hence, null hypothesis was not rejected. Therefore,
it could be said that, gender, age, family type, family size and respondents own
vehicle like four wheeler had similar perception about monthly purchasing time of

food and grocery items in Ahmedabad city.
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Table 5.3.23 Comparisons And Association, Regarding The Opinion About Monthly Visit By
Respondents For Purchasing Food And Grocery Items From Organized And Unorganized Retail

Outlets With Respect To Demographic Characteristics Of Respondents Using Percentage

Frequency Distribution And Chi-Square Statistics In Surat City Of Gujarat.

s Monthly Visit By Respondents For Purchasing Food & Grocery Items From Organized and
ReSponde“t.s Unorganized Retail Outlets
Demographic Can't
Characteristics and It’s 1-2 2-3 3-4 4-5 5-6 say Chi— p-
Cat
ategory N % N % N % N % N % N % Square Value
Male 44 1 299 | 44 1 299 | 23| 156 | 22| 15.0 | 12| 8.2 2 14
Gender Female | 12 | 226 | 14 | 264 | 8 | 151 |14 | 264 | 5 [ 94 [0 ] 00 ] +°® | 0474
Less éga”c 20351 |13 |228]| 4| 70 | 14| 246 6 | 105]| 0| 00
33-35 9 1220)] 9 |]220] 8 195 | 121293 | 3 7.3 0 0.0
Age 36-40 9 | 237|116 |421 | 7 18.4 2 5.3 4 {10510 0.0 47.227 0.001
41-45 11| 289 | 17 | 44.7 4 10.5 6 158 | 0 0.0 0 0.0
Morjstha” 7269|3115 8|38 ]|2|77]|4]|154]|2] 77
Family Nuclear 28 130 |15)188 | 13| 163 |17 ]| 213 | 6 75 1 1.3
. 8.235 0.144
type Joint 28 | 23.3 | 43| 358 | 18 15.0 19| 158 | 11 9.2 1 0.8
Eami <5 26 1333 |17 | 218 | 12 15.4 16 | 20.5 6 1.7 1 1.3
amily
Size 5-6 27| 23738 (33317 149 |20 175 11| 96 | 1| 09 7437 | 0684
>6 3 1375] 3 |375] 2 25.0 0 .0 0 .0 0 .0
S.S.C 0 0.0 0 0.0 1]11000] 0 0.0 0 0.0 0 0.0
H.S.C 5 31.3 3 18.8 2 12.5 3 18.8 1 6.3 2 | 125
_ Graduation 24 | 289 | 23| 27.7 | 12 14.5 15| 18.1 9 108 | O 0.0 37.306 0011
Education Post
. 201286 |21 ]300 8 114 | 16 | 229 | 5 7.1 0 0.0
Graduation
PG & 7 (2383|1137 |8 |27 |2]67]|2|67]0] 00
Above
Business 211350 15| 2501 8 13.3 6 | 100 ] 8 | 133 | 2 3.3
Occupation | Professional | 21 | 35.0 | 22 | 36.7 | 12 | 20.0 3 150 2 133101 00 35.127 0.000
Service 14 | 175|121 ] 263 | 11 13.8 27 | 33.8 7 8.8 0 0.0
Four Yes 30| 306 |33|337]|16| 163 | 13| 133 | 5 5.1 1 1.0 7.004 0.220
Wheeler No 26 | 255 | 25| 245 | 15 14.7 231225112118 | 1 1.0 ' )
<=40000 3 1167)] 5 |278] 2 11.1 6 |333)] 2 |111]0 0.0
40001-
60000 10| 204 | 11 | 224 | 10 | 204 12 | 245 5 102 | 1 2.0
Income 60001-
Groups 80000 13 | 31.7 | 11 | 26.8 2 49 9 22.0 6 146 | O 0.0 24.249 0.232
80001-
135000 14 | 304 | 15| 326 | 11 | 239 4 8.7 2 4.3 0 0.0
>135000 16 | 348 | 16 | 348 | 6 13.0 51109 | 2 4.3 1 2.2
<=9167 1 5.6 7 38.9 3 16.7 4 22.2 3 167 | 0 .0
9168-13000 8 2111 10 | 26.3 5 13.2 11 | 28.9 3 7.9 1 2.6
per Capita | 2390 |17 | 333 | o | 176 |10 | 196 |11 | 216 | 4 | 78 | 0| 0
Income 17801 23.699 0.256
30000 131283 |16 | 348 | 6 13.0 51109)] 6 | 130] 0 .0
>30000 17 | 36.2 | 16 | 34.0 7 14.9 5 10.6 2.1 1 2.1
Total 56 | 28.0 | 58 | 29.0 | 31| 155 | 36 | 180 | 17 | 85 2 1.0

From the above table, it was observed that, out of total respondents, 29.0%, 28.0%,
18.0%, 15.5% and 8.5% respondents respectively visited organized and unorganized
retail outlets 2 or 3 times, 1 or 2 times, 4 or 5 times, 3 or 4 times and 5-6 times in a
month for purchasing food and grocery items. 1.0% visited could not say the proper
visit times in a month for purchasing food and grocery items from organized and
unorganized retail outlets.

e According to Gender, out of total respondents, 29.9% and 26.4% male and female

respondents respectively visited organized and unorganized retail outlets 2 or 3
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times in a month for purchasing food and grocery items, while 1.4% male
respondents could not say the proper visit times in a month for purchasing food
and grocery items from organized and unorganized retail outlets.

e According to Age, out of total respondents, 44.7% respondents belonged to 41-45
years age groups; they preferred to go to organized and unorganized retail outlets
2 or 3 times in a month for purchasing food and grocery items, while 7.7%
respondents belonged to more than 45 years age groups, they could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets.

e According to Family Type, out of total respondents, 35.8% and 18.8%
respondents were from joint and nuclear family respectively, they preferred to
visit to organized and unorganized retail outlets 2 or 3 times in a month for
purchasing food and grocery items, while 1.3% and 0.8% respondents were from
nuclear and joint family respectively, they could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

e According to Family Size, out of total respondents, 37.5% respondents have more
than 6 members in family; they preferred to visit to organized and unorganized
retail outlets 1 or 2 times in a month for purchasing food & grocery items, while
1.3% respondents have less than 5 members in family, they could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets.

e According to Education, Out of total respondents, Majority of the respondents
had studied SSC; they preferred to visit to organized and unorganized retail outlets
3 or 4 times in a month for purchasing food and grocery items, while, 10.8%
respondents had studied graduation, they preferred to visit to organized and
unorganized retail outlets 5 or 6 times in a month for purchasing food and grocery
items.

e According to Occupation, out of total respondents, 36.7% respondents belonged
to professional class; they visited organized and unorganized retail outlets 2 or 3
times in a month for purchasing food and grocery items, while 3.3% respondents
belonged to business class, they could not say the proper visit times in a month for
purchasing food and grocery items from organized and unorganized retail outlets.
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e According to Respondents Own Vehicle Four Wheeler, Out of 98 respondents
have four wheeler, who having four wheeler, 33.7% respondents visited organized
and unorganized retail outlets 1 or 2 times in a month for purchasing food &
grocery items, while 1.0% respondents could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

e According to Income Groups, out of total respondents, 34.8% respondents in the
income groups of more than 135000, they visited organized and unorganized retail
outlets 1 or 2 times in a month for purchasing food and grocery items. In another
34.8% respondents in the income groups of more than 135000, they visited
organized and unorganized retail outlets 2 or 3 times in a month for purchasing
food and grocery items, while 2.2% respondents in the income groups of 40001-
60000, they could not say the proper visit times in a month for purchasing food
and grocery items from organized and unorganized retail outlets.

e According to Per Capita Income Groups, out of total respondents, 38.9%
respondents in the per capita income groups of less than & above 9167, they
visited organized and unorganized retail outlets 2 or 3 times in a month for
purchasing food and grocery items, while 2.6% respondents in the per capita
income groups of 9168-13000, they could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized
retail outlets.

Hypotheses:

e As per chi square results, it was observed that, there was significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their age (chi- square value=47.227 and p-value=0.001), education (chi- square
value=37.306 and p-value=0.011) and occupation (chi- square value=35.127 and
p-value=0.000) are dependent. Hence, null hypothesis was rejected. Therefore, it
could be said that, age, education and occupation of respondents had different
perception about monthly purchasing time of food and grocery items in Surat city.

e As per chi square results, it was observed that, there was no significant association
between respondents opinion about monthly visit by respondents for purchasing

food and grocery items from organized and unorganized retail outlets with respect
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to their gender (chi- square value=4.545 and p-value=0.474), family type (chi-
square value=8.235 and p-value=0.144), family size (chi- square value=7.437 and
p-value=0.684), income groups (chi- square value=24.249 and p-value=0.232),
per capita income groups (chi- square value=23.699 and p-value=0.256) and
respondents own vehicle like four wheeler (chi- square value=7.004 and p-
value=0.220) are independent. Hence, null hypothesis was not rejected. Therefore,
it could be said that, gender, age, family type, family size, income groups, per
capita income groups and respondents own vehicle like four wheeler had similar

perception about monthly purchasing time of food and grocery items in Surat city.
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Table 5.3.24 Comparisons And Association, Regarding The Opinion About Monthly Visit By
Respondents For Purchasing Food And Grocery Items From Organized And Unorganized Retail
Outlets With Respect To Demographic Characteristics Of Respondents Using Percentage
Freqguency Distribution And Chi-Square Statistics In Rajkot City Of Gujarat.

s . Monthly Visit By Respondents For Purchasing Food & Grocery Items From Organized
Respondent’s I,)em"gra[fhlc And Unorganized Retail Outlets
Characteristics and 16s 23 34 25 5-6 Can’tsay | Chi— -
egory N| % | NJ] % | NJ] % | N | % | N % |Square | Value
Male 15| 99 |11 | 73 | 26 | 172 | 31 | 205 | 68 | 45.0
Gender Female 3 61 4 ] 82 | 6 122 o | 184 |27 [551] 2% | 0720
Lessthan<=33 | 7 | 125 | 8 | 143 | 6 | 107 | 10 | 17.9 | 25 | 446
33-35 2 | 51| 3| 77 | 5 | 128 | 6 | 154 | 23 | 59.0
Age 36-40 6 |182] o[ oo [ 5 152 6 | 182 [ 16 | 485| 24053 | 0.088
41-45 3 | 88 | 2 | 59 | 9 | 265 | 10 | 294 | 10 | 294
Morethan45 | 0 | 00 | 2 | 53 | 7 | 184 | 8 | 21.1 | 21 | 553
Marital Married 17 |89 |14 [ 73 |32 7168 | 39 | 204 | 89 [466 | , " | (oo
Status Unmarried 1 11| 1 11.1 0 .0 1 11.1 6 66.7 ' '
Family Nuclear Il | 1295 [ 50 |11 [ 120 |17 | 200 |41 [ 482 ] = [
Type Joint 7 | 61 | 10 | 87 | 21 | 183 | 23 | 200 | 54 | 470 | * :
Family <5 12140 4 | 47 [ 12| 128 | 15 | 174 | 44 | 512
Size 5-6 6 | 61 | 10| 101 [ 18] 182 | 23 | 232 | 42 | 424 | 988 | 0273
>6 0 |00 | 1| 67 | 3|20 2 | 133 9 | 600
S.S.C 6 | 154 | 3 | 77 | 7 | 179 | 4 | 103 | 19 | 487
H.S.C 0 | 00 | 4 | 211 | 4 | 201 | 3 | 158 | 8 | 421
Education Graduation 2 3.8 3 5.8 9 17.3 7 135 | 31 | 59.6 | 27.116 0.040
Post Graduation | 6 | 9.7 | 4 | 65 | 10 | 161 | 14 | 22.6 | 28 | 452
PG&Above | 4 | 143 | 1 | 36 | 2 | 7L | 12 | 429 | 9 | 321
Business 7 | 117 | 6 | 100 | 11 | 183 | 6 | 100 | 30 | 50.0
Occupation Professional 4 6.7 1 1.7 8 13.3 17 28.3 | 30 | 50.0 | 10.746 0.217
Service 7 | 88 | 8 | 100 | 13 | 163 | 17 | 213 | 35 | 43.8
Four Yes 3 32 [ 6 | 65 |16 | 172 | 21 | 226 [ 47 [605 __ [~
Wheeler No 15 | 140 | 9 | 84 | 16 | 150 | 19 | 17.8 | 48 | 449
Two Yes 18| 91 | 14| 71 | 32| 162 | 39 | 19.7 | 95 | 480
Wheeler No 0] 0| 1 ]500] 0] 0 T 1500 0] o | /2% |01
i Yes T4 | 77 | 13| 71 | 27 | 148 | 37 | 203 | 91 | 50.0
Bicycle No 2 22 2 |1 |5 |28 | 3 [ 167 | 4 |22 2672 | 0070
<=40000 8 | 136 | 7 | 119 | 8 | 136 | 10 | 169 | 26 | 441
40001-60000 | 5 | 109 | L | 24 | 10 | 238 | 5 | 119 | 21 | 50.0
g‘fg’&‘; 60001-80000 | 3 | 94 | 3 | 94 | 6 | 188 | 9 | 281 | 11 | 344 | 18544 | 0.293
80001-135000 | 1 | 33 | 3 | 100 | 4 | 133 | 5 | 167 | 17 | 56.7
>135000 T | 27 | L | 27 | 4 | 108 | 11 | 29.7 | 20 | 541
<=9167 6 |07 6 | 107 | 13| 232 | 20 | 179 | 21 | 375
_ 9168-13000 6 | 133 | 2 | 44 | 2 | 44 | 8 | 178 | 27 | 60.0
Per Capita ™00, 1717800 | 4 | 121 | 4 | 121 | 11 | 333 | 5 | 152 | 9 | 273
Income . . . . . 29.786 0.019
17801-30000 | L | 30 | 2 | 61 | 3 | 91 | 8 | 242 | 19 | 576
>30000 T | 30| L | 30 | 3] 91 | 9 | 273 | 19 | 576
Total 18 | 90 | 15 | 75 | 32 | 160 | 40 | 200 | 95 | 475

From the above table, it was observed that, out of total respondents, 20.0%, 16.0%,
9.0% and 7.5% respondents respectively visited organized and unorganized retail
outlets 5 or 6 times, 4 or 5 times, 2 or 3 times and 3 or 4 times in a month for
purchasing food and grocery items. 47.5% respondents could not say the proper visit
times in a month for purchasing food and grocery items from organized and
unorganized retail outlets in Rajkot city.
e According to Gender, out of total respondents, 55.1% and 45.0% female and male
respondents respectively could not say the proper visit times in a month for

purchasing food and grocery items from organized and unorganized retail outlets,
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while 7.3% and 8.2% female and male respondents respectively visited organized
and unorganized retail outlets 3 or 4 times in a month for purchasing food and
grocery items.

e According to Age, out of total respondents, 55.3% respondents belonged to more
than 45 years age groups, they could not say the proper visit times in a month for
purchasing food and grocery items from organized and unorganized retail outlets,
while 14.3% respondents belonged to less than or equal to 33 years age groups;
they visited organized and unorganized retail outlets 3 or 4 times in a month for
purchasing food and grocery items.

e According to Marital Status, out of total respondents, 66.7% unmarried and 46.6
married respondents could not say the proper visit times in a month for purchasing
food and grocery items from organized and unorganized retail outlets. Unmarried
respondents did not give opinion, while 11.1% unmarried and 7.3% married
respondents visited organized and unorganized retail outlets 3 or 4 times in a
month for purchasing food and grocery items.

e According to Family Type, out of total respondents, 48.2% and 47.0%
respondents were from nuclear and joint family respectively, they could not say
the proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets, while 8.7% and 5.9% respondents were
from joint and nuclear family respectively, they visited organized and unorganized
retail outlets 3 or 4 times in a month for purchasing food and grocery items.

e According to Family Size, out of total respondents, 60.0% respondents have more
than 6 members in family, they could not say the proper visit times in a month for
purchasing food and grocery items from organized and unorganized retail outlets,
while 10.1% respondents have between 5-6 members in family; they visited
organized and unorganized retail outlets 3 or 4 times in a month for purchasing
food & grocery items.

e According to Education, out of total respondents, 59.6% respondents had studied
SSC, they could not say the proper visit times in a month for purchasing food and
grocery items from organized and unorganized retail outlets, while 15.4%
respondents had studied post graduation & above; they visited organized and
unorganized retail outlets 2 or 3 times in a month for purchasing food and grocery

items.

Volume I 377



Chapter 5: Analysis & Interpretation of Data

e According to Occupation, out of total respondents, 50.0% respondents belonged
to business class, they could not say the proper visit times in a month for
purchasing food and grocery items from organized and unorganized retail outlets.
In other 50.0% respondents belonged to professional class, they could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets, while 10.0% respondents belonged to
service class; they visited organized and unorganized retail outlets 3 or 4 times in
a month for purchasing food and grocery items. In another 10.0% belonged to
business class, they also visited organized and unorganized retail outlets 3 or 4
times in a month for purchasing food and grocery items.

e According to Respondents Own Vehicle Four Wheeler, out of 93 respondents
have four-wheeler, who having four wheeler, 50.5% respondents could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets, while 22.6% respondents visited
organized and unorganized retail outlets times in a month for purchasing food &
grocery items.

e According to Respondents Own Vehicle Two Wheeler, out of 198 respondents
have two-wheeler, who having two wheeler, 48.0% respondents could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets, while 19.7% respondents visited
organized and unorganized retail outlets 5 or 6 times in a month for purchasing
food & grocery items.

e According to Respondents Own Vehicle Bicycle, out of 182 respondents have
bicycle, who having bicycle and 50.0% respondents could not say the proper visit
times in a month for purchasing food and grocery items from organized and
unorganized retail outlets, while 20.3% respondents visited organized and
unorganized retail outlets 5 or 6 times in a month for purchasing food & grocery
items.

e According to Income Groups, out of total respondents, 56.7% respondents in the
income groups of 80001-135000, they could not say the proper visit times in a
month for purchasing food and grocery items from organized and unorganized

retail outlets, while 11.9% respondents in the income groups of less than & above
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40000, they visited organized and unorganized retail outlets 3 or 4 times in a
month for purchasing food and grocery items.

According to Per Capita Income Groups, out of total respondents, 60.0%
respondents in the per capita income groups of 9168-13000, they could not say the
proper visit times in a month for purchasing food and grocery items from
organized and unorganized retail outlets, while 12.1% respondents in the per
capita income groups of 13001-17800, they visited organized and unorganized

retail outlets 5 or 6 times in a month for purchasing food and grocery items.

Hypotheses:

As per chi square results, it was observed that, there was significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their education (chi- square value=27.116 and p-value=0.040) and per capita
income groups (chi- square value=29.786 and p-value=0.019) are dependent.
Hence, null hypothesis was rejected. Therefore, it could be said that, education
and per capita income group of respondents had different perception about
monthly purchasing time of food and grocery items in Rajkot city.

As per chi square results, it was observed that, there was no significant association
between respondents opinion about monthly visit by respondents for purchasing
food and grocery items from organized and unorganized retail outlets with respect
to their gender (chi- square value=2.083 and p-value=0.720), age (chi- square
value=24.053 and p-value=0.088), marital status(chi- square value=2.820 and p-
value=0.588), family type (chi- square value=3.948 and p-value=0.413), family
size (chi- square value=9.886 and p-value=0.273), occupation (chi- square
value=10.746 and p-value=0.217), income groups (chi- square value=18.544 and
p-value=0.293), respondents own vehicle like four wheeler (chi- square
value=7.769 and p-value=0.100), two wheeler (chi- square value=7.239 and p-
value=0.124) and bicycle (chi- square value=8.672 and p-value=0.070) are
independent. Hence, null hypothesis was not rejected. Therefore, it could be said
that, gender, age, marital status, family type, family size, occupation, income
groups, per capita income groups, respondents own vehicle like four wheeler, two
wheeler and bicycle had similar perception about monthly purchasing time of food

and grocery items in Rajkot city.
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H7: Planned or unplanned visit of both (organized & unorganized) retail outlets
and selected cities of Gujarat are independent.

For Organized Retail Outlets,

Table 5.3.25 Comparisons And Association, Regarding Planned Visit Of Organized Retail
Outlets Using Percentage Frequency Distribution And Chi-Square Statistics In
Selected Cities Of Gujarat.

Cities Planned visit of Organized Retail Outlets
Planned Unplanned .
N % N % Total Chi- Square value p- value
Vadodara 122 80.3 30 19.7 152
Ahmedabad 168 96.0 7 4.0 175
Surat 143 89.4 17 10.6 160 42,023 0.000
Rajkot 136 100.0 0 0.0 136

e From the above table, it was observed that, respondents planned visits to
organized retail outlets in Rajkot city was (100.0 %) followed by Ahmedabad,
Surat and Vadodara cities were 96.0%, 89.4% and 80.3% respectively.

e As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of organized retail outlets and selected cities
of Guijarat (chi-square=42.023 and p-value-0.000) are dependent. Hence, null
hypothesis was rejected. Therefore, it could be said that, selected cities of Gujarat
had different perception about planned and unplanned visit of organized retail
outlets.

For Unorganized Retail Outlets,

Table 5.3.26 Comparisons And Association, Regarding Planned Visit Of Unorganized Retail
Outlets Using Percentage Frequency Distribution And Chi-Square Statistics In
Selected Cities Of Gujarat.

Planned visit of Unorganized Retail Outlets
Cities Planned Unplanned .
N % N % Total Chi- Square value p- value
Vadodara 112 67.9 53 32.1 165
Ahmedabad 77 74.8 26 25.2 103
Surat 66 475 73 525 139 24.484 0.000
Rajkot 95 69.3 42 30.7 137

e From the above table, it was observed that, out of total respondents planned visits
to unorganized retail outlets in Ahmedabad city was (74.8 %) followed by, Rajkot,
Vadodara and Surat cities were 69.3%, 67.9% and 47.5% respectively.

e As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of organized retail outlets and selected cities
of Gujarat (chi-square=24.484 and p-value-0.000) are dependent. Hence, null
hypothesis was rejected. Therefore, it could be said that, selected cities of Gujarat
had different perception about planned and unplanned visit of unorganized retail

outlets.
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H8: There is no association between planned or unplanned visit of both (organized
& unorganized) retail outlets and demographic and background characteristics of
respondents.

For Organized Retail Outlets,

Table 5.3.27 Comparisons And Association, Regarding Planned Visit Of Organized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Selected Cities Of

Gujarat.
R 4 b " Planned Visit Of Organized Retail Outlets
espondent’s Demographics .
charalzteristics and it’g caI:egory FliEnTED Uty BTzt Total Sl Sovlre p-Value
N % N % Value
Male 400 90.7 41 9.3 441
Gender Female 69 | 929 13 71 182 0.755 0.385
Less than<= 33 130 90.9 13 9.1 143
33-35 98 90.7 10 9.3 108
Age 36-40 111 89.5 13 105 124 1.220 0.875
41-45 103 92.8 8 7.2 111
More than 45 127 92.7 10 7.3 137
Marital Married 551 91.7 50 8.3 601
Status Unmarried 18 81.8 4 18.2 22 2.608 0.106
. Nuclear 247 91.1 24 8.9 271
Family Type Joint 322 | 915 30 85 352 0.021 0.883
Less than 5 244 91.0 24 9.0 568
Family Size 5-6 279 91.5 26 8.5 305 0.064 0.968
More than 6 46 92.0 4 8.0 50
S.S.C 16 100.0 0 0.0 16
H.S.C 40 95.2 2 4.8 42
Education Graduation 208 85.6 35 14.4 243 17.274 0.004
Post Graduation 195 94.7 11 5.3 206
PG & Above 110 94.8 6 5.2 116
Business 144 86.2 23 13.8 251
Occupation Professional 194 94.6 11 5.4 205 8.475 0.014
Service 231 92.0 20 8.0 167
Four Yes 295 93.1 22 6.9 317
Wheeler No 274 89.5 32 10.5 306 2433 0.119
Two Yes 568 91.3 54 8.7 622
Wheeler No 1 100.0 0 0.0 1 0.09 0.758
. Yes 480 93.4 34 6.6 214
Bicycle No 89 817 20 83 109 18.219 0.000
<=40000 89 90.8 9 9.2 98
Income 40001-60000 127 92.7 10 7.3 137
Groups 60001-80000 101 82.8 21 17.2 122 15.539 0.004
80001-135000 118 94.4 7 5.6 125
>135000 134 95.0 7 5.0 141
<=9167 98 89.9 11 10.1 109
. 9168-13000 108 92.3 9 7.7 117
Pﬁ;;ﬁﬂ’ga 13001-17800 107 | 884 14 | 116 121 3.687 0.450
17801-30000 130 90.9 13 9.1 143
>30000 126 94.7 7 5.3 133

From the above table, it was observed that, out of total respondents, 94.7%

respondents planned visits to organized retail outlets in selected cities of Gujarat.

e According to Gender, out of total respondents, 90.7% and 92.9 % female and
male respondents respectively planned visits to organized retail outlets, while
9.3% and 7.1% male and female respondents made respectively their visits to

organized retail outlets on impulse.
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According to Age, out of total respondents, 92.8%respondents belonged to 41-45
years age groups; they planned visits to organized retail outlets, while 10.5%
respondents belonged to 36-40 years age groups, they had visited organized retail
outlets without any plan.

According to Marital Status, out of total respondents, 91.7% and 81.8% married
and unmarried respondents respectively planned visits to organized retail outlets,
While 18.2% and 8.3% unmarried and married respondents respectively had
visited organized retail outlets without any plan.

According to Family Types, out of total respondents, 91.5% and 91.1% were
from joint and nuclear family respectively; they planned visits to organized retail
outlets, while 8.9% and 8.5% were from nuclear and joint family respectively;
they had visited retail outlets without any plan.

According to Family Size, out of total respondents, 92.0% respondents have more
than 6 members in family, they visits to organized retail outlets, while 9.0%
respondents have less than 5 members in family, they had visited organized retail
outlets without any plan.

According to Education, out of total respondents, majority of the respondents had
studied SSC, they had visited organized retail outlets with plan, while 14.4%
respondents had studied graduation, they made their visits to organized retail
outlets on impulse.

According to Occupation, out of total respondents, 94.6% respondent’s belonged
to professional class; they had visited organized retail outlets with plan, while
13.8% respondents belonged to business class, they made their visits to organized
retail outlets on impulse.

According to Respondents Own Vehicle Four Wheeler, out of 317 respondents
have four-wheeler, who having four- wheeler, 93.1% respondents planned visits to
organized retail outlets, while 6.9% respondents made their visits to organized
retail outlets on impulse.

According to Respondents Own Vehicle Two Wheeler, out of 622 respondents
have two-wheeler, who having two-wheeler, 91.3% respondents planned visits to
organized retail outlets, while 8.7% respondents made their visits to organized

retail outlets on impulse.
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According to Respondents Own Vehicle Bicycle, out of 514 respondents have
bicycle, who having bicycle, 93.4% respondents planned visits to organized retail
outlets, while 6.6% respondents made their visits to organized retail outlets on
impulse.

According to Income Groups, out of total respondents, 95.0%respondents
belonged to more than 135000 income groups; they planned visits to organized
retail outlets, while 17.2% respondents belonged to 60001-80000 income groups,
they made their visits to organized retail outlets on impulse.

According to Per capita Income groups, out of total respondents,
94.7%respondents belonged to more than 30000 per capita income groups; they
planned visits to organized retail outlets, while 11.6% respondents belonged to
13001-17800 per capita income groups, they had visited organized retail outlets
without any plan.

Hypotheses:

As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of organized retail outlets with respect to their
education (chi-square=17.274 and p-value=0.004), occupation (chi-square=8.475
and p-value=0.014), income groups (chi-square=15.539 and p-value=0.004) and
respondents own vehicle like bicycle (chi-square=42.023 and p-value=0.000) are
dependent. Hence, null hypothesis was rejected. Therefore, it could be said that,
education, occupation, income groups of respondents and respondents own
vehicle like bicycle had different perception about planned and unplanned visit of
organized retail outlets in selected cities of Gujarat.

As per chi-square results, it was observed that, there was no significant
relationship between planned or unplanned visit of organized retail outlets with
respect to their gender (chi-square=0.755 and p-value=0.385), age (chi-
square=1.220 and p-value=0.875), marital status (chi-square=2.608 and p-value-
0.106), family type (chi-square=0.021 and p-value=0.883), family size (chi-
square=0.064 and p-value=0.968), per capita income groups (chi-square=3.687
and p-value=0.450), respondents own vehicle like four wheeler (chi-square=2.433
and p-value-0.119) and respondents own vehicle like two wheeler (chi-
square=0.095 and p-value-0.758) are independent. Hence, null hypothesis was not
rejected. Therefore, it could be said that, gender, age, marital status, family type,
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family size, per capita income group of respondents, respondents own vehicle like
four wheeler and two wheeler had similar perception about planned and

unplanned visit of organized retail outlets in selected cities of Gujarat.

Table 5.3.28 Comparisons And Association, Regarding Planned Visit Of Organized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Vadodara City Of

Gujarat.
. Planned Visit Of Organized Retail Outlets
Responflex}t’s Demo’graphlcs Planned Unplanned Chi Square-
Characteristics And It’s Category N % N % Total Value p-Value
Male 82 82.0 18 18.0 100
Gender Female 40 76.9 P 231 52 0.557 0.456
Less than<= 33 29 82.9 6 17.1 35
33-35 22 78.6 6 21.4 28
Age 36-40 26 78.8 7 21.2 33 0.356 0.986
41-45 14 77.8 4 22.2 18
More than 45 31 81.6 7 18.4 38
Marital Married 109 80.7 26 19.3 135
Status Unmarried 13 76.5 4 23,5 17 0.174 0.677
. Nuclear 52 76.5 16 23.5 68
Family Type Joint 70 833 4 | 167 84 1117 0.291
Less than 5 57 78.1 16 21.9 73
Family Size 5-6 53 81.5 12 18.5 65 0.549 0.760
More than 6 12 85.7 2 14.3 14
S.S.C 1 100.0 0 0.0 1
H.S.C 15 100.0 0 0.0 15
Education Graduation 40 70.2 17 29.8 57 8.248 0.083
Post Graduation 37 82.2 8 17.8 45
PG & Above 29 85.3 5 14.7 34
Business 41 85.4 7 14.6 48
Occupation Professional 37 90.2 4 9.8 41 7.702 0.021
Service 44 85.4 7 14.6 48
Four Yes 69 86.3 11 13.8 80
Wheeler No 53 73.6 19 26.4 72 3821 0.051
. Yes 41 80.4 10 19.6 51
Bicycle No 81 80.2 20 | 198 101 1175 0.556
<=40000 25 78.1 7 21.9 32
40001-60000 20 83.3 4 16.7 24
g‘fg&‘;‘i 60001-80000 20 55.6 16 44.4 36 22.461 0.000
80001-135000 27 93.1 2 6.9 29
>135000 30 96.8 1 3.2 31
<=9167 24 77.4 7 22.6 31
i 9168-13000 20 76.9 6 23.1 26
P‘i;ccoanﬁ’éta 13001-17800 18 75.0 6 25.0 24 6.417 0.170
17801-30000 31 75.6 10 24.4 41
>30000 29 96.7 1 3.3 30

From the above table, it was observed that, out of total respondents, 96.7%

respondents planned visits to organized retail outlets in VVadodara city.

e According to Gender, out of total respondents, 82.0% and 76.9 % male and
female respondents respectively planned visits to organized retail outlets, while
23.1% and 18.0% female and male respondents made respectively their visits to
organized retail outlets on impulse.

e According to Age, out of total respondents, 82.9% respondents belonged to less

than & above 33 years age groups; they planned visits to organized retail outlets,
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while 22.2% respondents belonged to 41-45 years age groups, they had visited
organized retail outlets without any plan.

According to Marital Status, out of total respondents, 80.7% and 76.5% married
and unmarried respondents respectively planned visits to organized retail outlets,
while 23.5% and 19.3% unmarried and married respondents respectively had
visited organized retail outlets without any plan.

According to Family Types, out of total respondents, 83.3% and 76.5% were
from joint and nuclear family respectively; they planned visits to organized retail
outlets, while 23.5% and 16.7% were from nuclear and joint family respectively;
they had visited retail outlets without any plan.

According to Family Size, out of total respondents, 85.7% respondents have more
than 6 members in family, they visits to organized retail outlets, while 21.9%
respondents have less than 5 members; they had visited organized retail outlets
without any plan.

According to Education, out of total respondents, majority of the respondents had
studied SSC and HSC, they had visited organized retail outlets with plan, while
29.8% respondents had studied graduation, they made their visits to organized
retail outlets on impulse.

According to Occupation, out of total respondents, 90.2% respondent’s belonged
to professional class, they had visited organized retail outlets with plan. In another
85.4% respondents belonged to business class, they had visited organized retail
outlets with plan, while 14.6% respondents belonged to service class, they made
their visits to organized retail outlets on impulse. In another 14.6% respondents
belonged to business class, they made their visits to organized retail outlets on
impulse.

According to Respondents Own Vehicle Four Wheeler, out of 80 respondents
have four-wheeler, who having four wheeler, 86.3 % respondents planned visits to
organized retail outlets, while 13.8% respondents made their visits to organized
retail outlets on impulse.

According to Respondents Own Vehicle Bicycle, out of 51 respondents have
bicycle, who having bicycle, 80.4% respondents planned visits to organized retail
outlets, while 19.6% respondents made their visits to organized retail outlets on

impulse.
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According to Income Groups, out of total respondents, 96.8% respondents
belonged to more than 135000 income groups; they planned visits to organized
retail outlets, while 44.4% respondents belonged to 60001-80000 income groups,
they made their visits to organized retail outlets on impulse.

According to Per capita Income groups, out of total respondents,
96.7%respondents belonged to more than 30000 per capita income groups; they
planned visits to organized retail outlets, while 25.0% respondents belonged to
13001-17800 per capita income groups, they had visited organized retail outlets

without any plan.

Hypotheses:

As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of organized retail outlets with respect to their
occupation (chi-square=7.702 and p-value=0.021), income groups (chi-
square=22.461 and p-value=0.021) and respondents own vehicle like four wheeler
(chi-square=3.821 and p-value=0.051) are dependent. Hence, null hypothesis was
rejected. Therefore, it could be said that, occupation, income groups of
respondents and respondents own vehicle like four wheeler had different
perception about planned and unplanned visit of organized retail outlets in
Vadodara city.

As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of organized retail outlets with respect to their
gender (chi-square=0.557 and p-value=0.456), age (chi-square=0.356 and p-
value=0.986), marital status (chi-square=0.174 and p-value-0.677), family type
(chi-square=1.117 and p=value=0.291), family size (chi-square=0.549 and p-
value=0.760), education (chi-square=8.248 and p-value=0.083), per capita income
groups (chi-square=3.687 and p-value=0.450) and respondents own vehicle like
bicycle (chi-square=1.175 and p-value=0.556) are independent. Hence, null
hypothesis was not rejected. Therefore, it could be said that, gender, age, marital
status, family type, family size, education, per capita income group of respondents
and respondents own vehicle like bicycle had similar perception about planned
and unplanned visit of organized retail outlets in VVadodara city.
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Table 5.3.29 Comparisons And Association, Regarding Planned Visit Of Organized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Ahmedabad City

Of Gujarat.
Respondent’s Demographics Planned Visit Of Organized Retail Outlets
Characteristics And It’s Planned Unplanned Chi Square-
Category N % N £ % Total Va?ue p-Value
Male 119 94.4 7 5.6 126
Gender Female 49 100.0 0 0 49 2836 0.092
Less than<= 33 27 90.0 3 10.0 30
33-35 25 96.2 1 3.8 26
Age 36-40 43 100.0 0 .0 43 4.949 0.293
41-45 36 94.7 2 5.3 38
More than 45 37 97.4 1 2.6 38
Marital Married 167 96.0 7 4.0 174
Status Unmarried 1 100.0 0 .0 1 0.042 0.838
. Nuclear 91 97.8 2 2.2 93
Family Type Toint 77 939 = 61 o 1.768 0.184
Less than 5 85 97.7 2 2.3 87
Family Size 5-6 68 94.4 4 5.6 72 1.320 0.517
More than 6 15 93.8 1 6.3 16
S.S.C 0 0.0 0 0.0 0
H.S.C 7 87.5 1 125 8
Education Graduation 73 92.4 6 7.6 79 7.831 0.050
Post Graduation 58 100.0 0 .0 58
PG & Above 30 100.0 0 .0 30
Business 42 85.7 7 14.3 49
Occupation Professional 60 100.0 0 .0 60 18.750 0.000
Service 66 100.0 0 0.0 66
Four Yes 85 96.6 3 3.4 88
Wheeler No 83 954 2 26 87 0.161 0.688
<=40000 23 95.8 1 4.2 24
40001-60000 47 95.9 2 4.1 49
gfg;g‘; 60001-80000 30 96.8 1 32 31 0.244 0.993
80001-135000 31 96.9 1 3.1 32
>135000 37 94.9 2 5.1 39
<=9167 30 96.8 1 3.2 31
Per Capita 9168-13000 36 97.3 1 2.7 37
Income 13001-17800 28 90.3 3 9.7 31 4.706 0319
17801-30000 40 100.0 0 .0 40
>30000 34 94.4 2 5.6 36
Total 168 96.0 7 4.0 175

From the above table, it was observed that, out of total respondents, 96.0%

respondents planned visits to organized retail outlets in Ahmedabad city.

e According to Gender, out of total respondents, majority of the female respondents
and 94.4% male respondents respectively planned visits to organized retail outlets,
while 5.6% male respondents made their visits to organized retail outlets on
impulse.

e According to Age, out of total respondents, majority of the respondents belonged
to 33-34 years age groups; they planned visits to organized retail outlets, while
10.0% respondents belonged to less than & above 33 years age groups, they had
visited organized retail outlets without any plan.

e According to Marital Status, out of total respondents, majority of the unmarried

respondents and 96% married respondents respectively planned visits to organized
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retail outlets; while 4.0% married respondents had visited organized retail outlets
without any plan.

According to Family Types, out of total respondents, 97.8% and 93.9% were
from joint and nuclear family respectively; they planned visits to organized retail
outlets, while 6.1% and 2.2% were from nuclear and joint family respectively;
they had visited retail outlets without any plan.

According to Family Size, Out of total respondents, 97.7% respondents have less
than 5 members in family, they visits to organized retail outlets, while 6.3%, 5.6%
and 2.3% respondents have more than 6 members in family, they had visited
organized retail outlets without any plan.

According to Education, out of total respondents, majority of the respondents had
studied post graduation & above and post graduation, they had visited organized
retail outlets with plan, while 12.5% respondents had studied HSC, they made
their visits to organized retail outlets on impulse.

According to Occupation, out of total respondents, majority of the respondents
belonged to professional and service class; they had visited organized retail outlets
with plan, while 14.3% respondents belonged to business class, they made their
visits to organized retail outlets on impulse.

According to Respondents Own Vehicle Four Wheeler, out of 88 respondents
have four-wheeler, who having four wheeler, 96.6% respondents planned visits to
organized retail outlets, while 3.4% respondents made their visits to organized
retail outlets on impulse.

According to Income Groups, Out of total respondents, 96.9% respondents
belonged to 80001- 135000 income groups; they planned visits to organized retail
outlets, while 5.1% respondents belonged to more than 135000 income groups,
they made their visits to organized retail outlets on impulse.

According to Per capita Income Groups, out of total respondents, majority of the
respondents belonged to 17801-30000 per capita income groups; they planned
visits to organized retail outlets, while 9.7% respondents belonged to 13001-
17800 per capita income groups, they had visited organized retail outlets without

any plan.

Volume I 388



Chapter 5: Analysis & Interpretation of Data

Hypotheses:

As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of organized retail outlets with respect to their
education (chi-square=7.831 and p-value=0.051) and occupation (chi-
square=18.750 and p-value=0.000) are dependent. Hence, null hypothesis was
rejected. Therefore, it could be said that, education and occupation of respondents
had different perception about planned and unplanned visit of organized retail
outlets in Ahmedabad city.

As per chi-square results, it was observed that, there was no significant
relationship between planned or unplanned visit of organized retail outlets with
respect to their gender (chi-square=2.836 and p-value=0.092), age (chi-
square=4.949 and p-value=0.293), marital status (chi-square=0.042 and p-
value=0.838), family type (chi-square=1.768 and p=value=0.184), family size
(chi-square=1.320 and p-value=0.517), income group (chi-square=0.244 and p-
value=0.993), per capita income groups (chi-square=4.706 and p-value=0.319)
and respondents own vehicle like four wheeler (chi-square=0.161 and p-
value=0.688) are independent. Hence, null hypothesis was not rejected. Therefore,
it could be said that, gender, age, marital status, family type, family size, income
group, per capita income group of respondents and respondents own vehicle like
four wheeler had similar perception about planned and unplanned visit of

organized retail outlets in Ahmedabad city.
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Table 5.3.30 Comparisons And Association, Regarding Planned Visit Of Organized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Surat City of

Gujarat.
Respondent’s Demographics Planned Visit Of Organized Retail Outlets
Characge;ztlcs And It’s Planned Unplanned Total Chi Square- p-Value
gory N % N % Value
Male 99 86.1 16 13.9 115
Gender Female 44 97.8 1 2.2 75 4.655 0.031
Less than<= 33 44 91.7 4 8.3 48
33-35 27 90.0 3 10.0 30
Age 36-40 22 78.6 6 21.4 28 4.347 0.361
41-45 28 93.3 2 6.7 30
More than 45 22 91.7 2 8.3 24
Family Nuclear 54 90.0 6 10.0 60
Type Joint 89 89.0 11 11.0 100 0.039 0.842
Less than 5 53 89.8 6 10.2 59
Family Size 5-6 83 89.2 10 10.8 93 0.044 0.978
More than 6 7 87.5 1 125 8
S.S.C 1 100.0 0 .0 1
H.S.C 11 91.7 1 8.3 12
Education Graduation 52 81.3 12 18.8 64 7.650 0.105
Post Graduation 52 94.5 3 5.5 55
PG & Above 27 96.4 1 3.6 28
Business 36 80.0 9 20.0 45
Occupation Professional 43 86.0 7 14.0 50 10.416 0.005
Service 64 98.5 1 1.5 65
Four Yes 70 89.7 8 10.3 78
Wheeler No 73 89.0 9 11.0 82 0.022 0.883
<=40000 13 92.9 1 7.1 14
40001-60000 36 90.0 4 10.0 40
gf;’;g‘; 60001-80000 29 87.9 4 | 121 33 0.283 0.991
80001-135000 33 89.2 4 10.8 37
>135000 32 88.9 4 11.1 36
<=9167 13 81.3 3 18.8 16
Per Capita 9168-13000 26 92.9 2 7.1 28
Income 13001-17800 39 88.6 5 11.4 44 1.766 0779
17801-30000 34 91.9 3 8.1 37
>30000 31 88.6 4 114 35
Total 143 89.4 17 10.6 160

From the above table, it was observed that, out of total respondents, 89.4%

respondents planned visits to organized retail outlets in Surat city.

According to Gender, out of total respondents, 97.8% and 86.1% female and male
respondents respectively planned visits to organized retail outlets, while 13.9%
and 2.2% male and female respondents made their visits to organized retail outlets
on impulse.

According to Age, out of total respondents, 93.3% respondents belonged to 41-45
years age groups; they planned visits to organized retail outlets, while 21.4%
respondents belonged to 36-40 years age groups, they had visited organized retail
outlets without any plan.

According to Marital Status, out of total respondents, 89.4% married respondents
planned visits to organized retail outlets; while 10.6% married respondents had

visited organized retail outlets without any plan.
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According to Family Types, out of total respondents, 90.0% and 89.0% were
from nuclear and joint family respectively; they planned visits to organized retail
outlets, while 11.0% and 10.0% were from joint and nuclear family respectively;
they had visited retail outlets without any plan.

According to Family Size, out of total respondents, 89.8%respondents have less
than 5 members in family, they visits to organized retail outlets, while 12.5%
respondents have more than 6 members in family, they had visited organized retail
outlets without any plan.

According to Education, out of total respondents, majority of the respondents had
studied SSC, they had visited organized retail outlets with plan, while 18.8%
respondents had studied graduation, they made their visits to organized retail
outlets on impulse.

According to Occupation, out of total respondents, 98.5% respondents belonged
to service class; they had visited organized retail outlets with plan, while 20.0%
respondents belonged to business class, they made their visits to organized retail
outlets on impulse.

According to Respondents Own Vehicle Four Wheeler, out of 78 respondents
have four- wheeler, who having four-wheeler, 89.7 % respondents planned visits
to organized retail outlets, while 10.3% respondents made their visits to organized
retail outlets on impulse.

According to Income Groups, out of total respondents, 92.9% respondents
belonged to less than & above 40000 income groups; they planned visits to
organized retail outlets, while 12.1% respondents belonged to 60001- 80000
income groups, they made their visits to organized retail outlets on impulse.
According to Per capita Income groups, out of total respondents, 92.9%
respondents belonged to 9168-13000 per capita income groups; they planned
visits to organized retail outlets, while 18.1% respondents belonged to less than &
above 9167 per capita income groups, they had visited organized retail outlets

without any plan.

Hypotheses:

As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of organized retail outlets with respect to their

gender (chi-square=4.655 and p-value=0.031) and occupation (chi-square=10.416
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and p-value=0.005) are dependent. Hence, null hypothesis was rejected.
Therefore, it could be said that, gender and occupation of respondents had
different perception about planned and unplanned visit of organized retail outlets
in Surat city.

e As per chi-square results, it was observed that, there was no significant
relationship between planned or unplanned visit of organized retail outlets with
respect to their age (chi-square=4.347 and p-value=0.361), family type (chi-
square=0.039 and p=value=0.842), family size (chi-square=0.044 and p-
value=0.978), education (chi-square=7.650 and p-value=0.105) income group
(chi-square=0.283 and p-value=0.991) per capita income groups (chi-
square=1.766 and p-value=0.779) and respondents own vehicle like four wheeler
(chi-square=0.022 and p-value=0.883) are independent. Hence, null hypothesis
was not rejected. Therefore, it could be said that, age, family type, family size,
education, income group, per capita income group of respondents and respondents
own vehicle like four wheeler had similar perception about planned and

unplanned visit of organized retail outlets in Surat city.

Table 5.3.31 Comparisons And Association, Regarding Planned Visit Of Organized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Rajkot City Of
Gujarat.

As if, there was no variation regarding the variable across the demographic variable of

respondents table has not been included for the analysis purpose in Rajkot city.
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For Unorganized Retail Outlets,

Table 5.3.32 Comparisons And Association, Regarding Planned Visit Of Unorganized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Selected Cities of
Gujarat.

Respondent’s Demographics Planned Visit Of Unorganized Retail Outlets
Characteristics And It’s Planned Unplanned Chi Square-
Category N m N m Total Value p-Value
Male 253 64.7 138 35.3 391
Gender Female 97 63.4 56 | 366 153 0.082 0.775
Less than<= 33 104 65.4 55 34.6 159
33-35 62 60.8 40 39.2 102
Age 36-40 78 70.9 32 29.1 110 4522 0.340
41-45 50 575 37 42,5 87
More than 45 56 65.1 30 34.9 86
Marital Married 335 65.0 180 35.0 515
Status Unmarried 15 51.7 14 48.3 29 2124 0.145
. Nuclear 170 66.4 86 33.6 256
Family Type Joint 180 625 | 108 | 375 288 0-901 0.342
Less than 5 166 65.9 86 34.1 252
Family Size 5-6 159 61.9 98 38.1 257 1.709 0.425
More than 6 25 71.4 10 28.6 35
S.S.C 27 62.8 16 37.2 43
H.S.C 39 70.9 16 29.1 55
Education Graduation 111 56.3 86 43.7 197 10.149 0.071
Post Graduation 112 68.3 52 31.7 164
PG & Above 61 71.8 24 28.2 85
Business 111 60.7 72 39.3 183
Occupation Professional 82 64.1 46 35.9 128 2.027 0.363
Service 157 67.4 76 32.6 233
Four Yes 132 58.9 92 41.1 224
Wheeler No 218 68.1 102 31.9 320 4.857 0.280
Two Yes 348 64.2 194 35.8 542
Wheeler No 2 100.0 0 0.0 2 1113 0.292
. Yes 265 63.9 150 36.1 415
Bicycle No o5 5.9 ) 1 129 0.632 0.729
<=40000 102 75.0 34 25.0 136
40001-60000 84 62.7 50 37.3 134
'gﬁgum; 60001-80000 63 57.8 46 | 422 109 9.668 0.046
80001-135000 49 60.5 32 39.5 81
>135000 52 61.9 32 38.1 84
<=9167 94 72.3 36 27.7 130
i 9168-13000 82 65.6 43 34.4 125
P‘i;ccoanﬁ’ga 13001-17800 67 60.9 43 | 391 110 5.873 0.209
17801-30000 58 59.8 39 40.2 97
>30000 49 59.8 33 40.2 82

From the above table, it was observed that, out of total respondents, 59.8%

respondents planned visits to unorganized retail outlets in selected cities of Gujarat.

e According to Gender, out of total respondents, 90.7% and 92.9 % male and
female respondents respectively planned visits to unorganized retail outlets, while
9.3% and 7.1% male and female respondents respectively made their visits to
unorganized retail outlets on impulse.

e According to Age, out of total respondents, 92.8% respondents belonged to 41-45

years age groups; they planned visits to unorganized retail outlets, while 10.5%
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respondents belonged to 36-40 years age groups, they had visited unorganized
retail outlets without any plan.

According to Marital Status, out of total respondents, 91.7% and 81.8% married
and unmarried respondents respectively planned visits to unorganized retail
outlets, while 18.2% unmarried and 8.3% married respondents respectively had
visited unorganized retail outlets without any plan.

According to Family Types, out of total respondents, 91.5% and 91.1% were
from joint and nuclear family respectively; they planned visits to unorganized
retail outlets, while 8.9% and 8.5% were from nuclear and joint family
respectively; they had visited unorganized retail outlets without any plan.
According to Family Size, out of total respondents, 92.0% respondents have more
than 6 members in family; they visit to unorganized retail outlets, while 9.0%
respondents have less than 5 members in family; they had visited unorganized
retail outlets without any plan.

According to Education, out of total respondents, majority of the respondents had
studied SSC, they had visited unorganized retail outlets with plan, while 14.4%
respondents had studied graduation, they made their visits to unorganized retail
outlets on impulse.

According to Occupation, out of total respondents, 94.6% respondents belonged
to professional class; they had visited unorganized retail outlets with plan, while
13.8% respondents belonged to business class, they made their visits to
unorganized retail outlets on impulse.

According to Respondents Own Vehicle Four Wheeler: out of 224 respondents
have four-wheeler, who having four- wheeler, 93.1 % respondents planned visits
to unorganized retail outlets, while 6.9% respondents made their visits to
unorganized retail outlets on impulse.

According to Respondents Own Vehicle Two Wheeler, out of 542 respondents
have two-wheeler, who having two-wheeler, 91.3% respondents planned visits to
unorganized retail outlets, while 8.7% respondents made their visits to
unorganized retail outlets on impulse.

According to Respondents Own Vehicle Bicycle, out of 415 respondents have

bicycle, who having bicycle and 93.4% respondents planned visits to unorganized
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retail outlets, while 6.6% respondents made their visits to unorganized retail
outlets on impulse.

e According to Income Groups, out of total respondents, 95.0% respondents
belonged to more than 135000 income groups; they planned visits to unorganized
retail outlets, while 17.2% respondents belonged to 60001-80000 income groups,
they made their visits to unorganized retail outlets on impulse.

e According to Per capita Income Groups, out of total respondents, 94.7%
respondents belonged to more than 30000 per capita income groups; they planned
visits to unorganized retail outlets, while 11.6% respondents belonged to 13001-
17800 per capita income groups, they had visited unorganized retail outlets
without any plan.

Hypotheses:

e As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of unorganized retail outlets with respect to
their income group (chi-square=9.668 and p-value=0.046) are dependent. Hence,
null hypothesis was rejected. Therefore, it could be said that, income group of
respondents had different perception about planned and unplanned visit of
unorganized retail outlets in selected cities of Gujarat.

e As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of unorganized retail outlets with respect to
their gender (chi-square=0.082 and p-value=0.775), age (chi-square=4.522 and p-
value=0.340), marital status(chi-square=2.124 and p-value=0.145), family type
(chi-square=0.901 and p=value=0.342), family size (chi-square=1.709 and p-
value=0.425), education (chi-square=10.149 and p-value=0.071), occupation (chi-
square=2.027 and p-value=0.363), per capita income groups (chi-square=5.873
and p-value=0.209), respondents own vehicle like four wheeler (chi-square=4.857
and p-value=0.280), respondents own vehicle like two wheeler (chi-square=1.113
and p-value=0.292) and respondents own vehicle like bicycle (chi-square=0.632
and p-value=0.729) are independent. Hence, null hypothesis was not rejected.
Therefore, it could be said that, gender, age, marital status, family type, family
size, education, occupation, per capita income group of respondents and

respondents own vehicle like four wheeler, two wheeler and bicycle had similar
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perception about planned and unplanned visit of unorganized retail outlets in

selected cities of Gujarat.

Table 5.3.33 Comparisons And Association, Regarding Planned Visit Of Unorganized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Vadodara City Of

Gujarat.
Respondent’s Demographic Planned Visit Of Unorganized Retail Outlets
Characteristics And It’s Planned Unplanned Total Chi Square- Value
Category N % N % Value P
Male 82 73.9 29 26.1 111
Gender Female 30 55.6 24 | 444 54 5591 0.018
Less than<= 33 27 61.4 17 38.6 44
33-35 17 63.0 10 37.0 27
Age 36-40 27 75.0 9 25.0 36 3.889 0.441
41-45 14 60.9 9 39.1 23
More than 45 27 77.1 8 22.9 35
Marital Married 103 71.5 41 28.5 144
Status Unmarried 9 42.9 12 57.1 21 6.909 0.009
Family Nuclear 50 63.3 29 36.7 79
Type Joint 62 72.1 24 27.9 86 1463 0.226
Less than 5 54 65.1 29 34.9 83
Family Size 5-6 48 68.6 22 31.4 70 1.632 0.442
More than 6 10 83.3 2 16.7 12
S.S.C 3 100.0 0 0.0 3
H.S.C 15 78.9 4 21.1 19
Education Graduation 39 62.9 23 37.1 62 4.249 0.129
Post Graduation 25 62.5 15 37.5 40
PG & Above 30 73.2 11 26.8 41
Business 38 76.0 12 24.0 50
Occupation Professional 33 71.7 13 28.3 46 4.091 0.129
Service 41 59.4 28 40.6 69
Four Yes 42 66.7 21 33.3 63
Wheeler No 70 68.6 32 31.4 102 0.069 0.793
. Yes 38 73.1 14 26.9 52
Bicycle No 74 655 30 | 345 113 0.941 0.332
<=40000 38 73.1 14 26.9 52
40001-60000 23 71.9 9 28.1 32
Income 60001-80000 17 45.9 20 54.1 37 14575 0.006
Categories
80001-135000 14 63.6 8 36.4 22
>135000 20 90.9 2 9.1 22
<=9167 37 77.1 11 22.9 48
i 9168-13000 25 65.8 13 34.2 38
P‘i;ccoanﬁ’éta 13001-17800 13 50.0 13 | 500 26 9.878 0.043
17801-30000 19 59.4 13 40.6 32
>30000 18 85.7 3 14.3 21
Total

From the above table, it was observed that, out of total respondents, 85.7%

respondents planned visits to unorganized retail outlets in Vadodara city.

e According to Gender, out of total respondents, 73.9% and 55.6% male and female
respondents respectively planned visits to unorganized retail outlets, while 44.4%
and 26.1% female and male respondents respectively made their visits to
unorganized retail outlets on impulse.

e According to Age, out of total respondents, 75.0% respondents belonged to 36-40
years age groups; they planned visits to unorganized retail outlets, while 39.1%
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respondents belonged to 41-45 years age groups, they had visited unorganized
retail outlets without any plan.

According to Marital Status, out of total respondents, 71.5% and 42.9% married
and unmarried respondents respectively planned visits to unorganized retail
outlets, while 57.1% unmarried and 28.5% married respondents respectively had
visited unorganized retail outlets without any plan.

According to Family Types, out of total respondents, 72.1% and 63.3% were
from joint and nuclear family respectively; they planned visits to unorganized
retail outlets, while 36.7% and 27.9% were from nuclear and joint family
respectively; they had visited unorganized retail outlets without any plan.
According to Family Size, out of total respondents, 83.3% respondents have more
than 6 members in family; they visit to unorganized retail outlets, while 34.9%
respondents have less than 5 members in family, they had visited unorganized
retail outlets without any plan.

According to Education, out of total respondents, majority of the respondents had
studied SSC, they had visited unorganized retail outlets with plan, while 37.5%
respondents had studied post graduation, they made their visits to unorganized
retail outlets on impulse.

According to Occupation, Out of total respondents, 76.0% respondents belonged
to business class; they had visited unorganized retail outlets with plan, while
40.6% respondents belonged to service class, they made their visits to
unorganized retail outlets on impulse.

According to Respondents Own Vehicle Four Wheeler, out of 63 respondents
have four-wheeler, who having four-wheeler, 66.7 % respondents planned visits to
unorganized retail outlets, while 33.3% respondents made their visits to
unorganized retail outlets on impulse.

According to Respondents Own Vehicle Bicycle, out of 52 respondents have
bicycle, who having bicycle, 73.1% respondents planned visits to unorganized
retail outlets, while 26.9% respondents made their visits to unorganized retail
outlets on impulse.

According to Income Groups, out of total respondents, 90.9% respondents

belonged to more than 135000 income groups; they planned visits to unorganized
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retail outlets, while 54.1% respondents belonged to 60001-80000 income groups,
they made their visits to unorganized retail outlets on impulse.

e According to Per capita Income Groups, out of total respondents, 77.1%
respondents belonged to more than 30000 per capita income groups; they planned
visits to unorganized retail outlets, while 50.0% respondents belonged to 13001-
17800 per capita income groups, they had visited unorganized retail outlets
without any plan.

Hypotheses:

e As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of unorganized retail outlets with respect to
their gender (chi-square=5.591 and p-value=0.018), marital status (chi-
square=6.909 and p-value=0.009), income group (chi-square=14.575 and p-
value=0.006) and per capita income groups (chi-square=9.878 and p-value=0.043)
are dependent. Hence, null hypothesis was rejected. Therefore, it could be said
that, gender, marital status, income group and per capita income group of
respondents had different perception about planned and unplanned visit of
unorganized retail outlets in Vadodara city of Gujarat.

e As per chi-square results, it was observed that, there was no significant
relationship between planned or unplanned visit of unorganized retail outlets with
respect to their age (chi-square=4.522 and p-value=0.340), family type (chi-
square=1.463 and p=value=0.226), family size (chi-square=1.632 and p-
value=0.442), education (chi-square=4.249 and p-value=0.129), occupation (chi-
square=4.091 and p-value=0.129), respondents own vehicle like four wheeler
(chi-square=0.069 and p-value=0.793) and respondents own vehicle like bicycle
(chi-square=0.941 and p-value=0.332) are independent. Hence, null hypothesis
was not rejected. Therefore, it could be said that, age, family type, family size,
education, occupation of respondents and respondents own vehicle like four
wheeler and bicycle had similar perception about planned and unplanned visit of
unorganized retail outlets in VVadodara city.
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Table 5.3.34 Comparisons And Association, Regarding Planned Visit Of Unorganized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using

Percentage Frequency Distribution And Chi-Square Statistics In Ahmedabad City

Of Gujarat.
. Planned Visit Of Unorganized Retail Outlets
ResPom.leI.]t,s Demo,gmphlcs Planned Unplanned Chi Square-
Characteristics And It’s Category N % N % Total Value p-Value
Male 51 68.0 24 32.0 75
Gender Female 26 92.9 2 71 28 6676 0.010
Less than<= 33 20 76.9 6 23.1 26
33-35 12 80.0 3 20.0 15
Age 36-40 21 84.0 4 16.0 25 7.052 0.133
41-45 18 75.0 6 25.0 24
More than 45 6 46.2 7 53.8 13
Marital Married 76 74.5 26 25.5 102
Status Unmarried 1 100.0 0 .0 1 0.341 0.559
. Nuclear 43 76.8 13 23.2 56
Family Type Joint 34 72.3 13 | 277 47 0.268 0.709
Less than 5 39 78.0 11 22.0 50
Family Size 5-6 32 727 12 27.3 44 0.687 0.605
More than 6 6 66.7 3 33.3 9
S.Ss.C 0 .0 0 .0 0
H.S.C 5 71.4 2 28.6 7
Education Graduation 33 62.3 20 37.7 53 10.415 0.015
Post Graduation 34 91.9 3 8.1 37
PG & Above 5 83.3 1 16.7 6
Business 20 57.1 15 42.9 35
Occupation Professional 51 92.7 4 7.3 55 20.803 0.000
Service 6 46.2 7 53.8 13
Four Yes 22 66.7 11 33.3 33
Wheeler No 55 78.6 15 21.4 70 1684 0.194
<=40000 21 91.3 2 8.7 23
40001-60000 25 71.4 10 28.6 35
Income
Groups 60001-80000 17 85.0 3 15.0 20 10.473 0.033
80001-135000 9 64.3 5 35.7 14
>135000 5 45.5 6 54.5 11
<=9167 23 82.1 5 17.9 28
9168-13000 16 69.6 7 30.4 23
Per Capita 13001-17800 20 80.0 5 20.0 25 6.719 0.152
Income 17801-30000 11 84.6 2 15.4 13
>30000 7 50.0 7 50.0 14
Total 77 74.8 26 25.2 103

From the above table, it was observed that, out of total respondents, 85.7%

respondents planned visits to unorganized retail outlets in Ahmedabad city.

e According to Gender, out of total respondents, 92.9% and 68.0% male and female
respondents respectively planned visits to unorganized retail outlets, while 32.0%
and 7.1% female and male respondents respectively made their visits to
unorganized retail outlets on impulse.

e According to Age, out of total respondents, 84.0% respondents belonged to 36-40
years age groups; they planned visits to unorganized retail outlets, while 53.8%
respondents belonged to more than 45 years age groups, they had visited
unorganized retail outlets without any plan.

e According to Marital Status, out of total respondents, majority of the unmarried

and 74.5% married respondents respectively planned visits to unorganized retail
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outlets, while 25.5% married respondents had visited unorganized retail outlets
without any plan.

e According to Family Types, out of total respondents, 76.8% and 72.3% were
from nuclear and joint family respectively; they planned visits to unorganized
retail outlets, while 27.7% and 23.2% were from joint and nuclear family
respectively; they had visited unorganized retail outlets without any plan.

e According to Family Size, out of total respondents, 78.0% respondents have less
than 5 members in family, they visits to unorganized retail outlets.

e While 33.3% respondents have more than 6 members in family, they had visited
unorganized retail outlets without any plan.

e According to Education, out of total respondents, 91.9% respondents had studied
post graduation, they had visited unorganized retail outlets with plan, while 37.7%
respondents had studied graduation, they made their visits to unorganized retail
outlets on impulse.

e According to Occupation, out of total respondents, 92.7% respondents belonged
to professional class; they had visited unorganized retail outlets with plan, while
53.8% respondents belonged to service class, they made their visits to
unorganized retail outlets on impulse.

e According to Respondents Own Vehicle Four Wheeler, out of 33 respondents
have four-wheeler, who having four-wheeler, 66.7 % respondents planned visits to
unorganized retail outlets, while 33.3% respondents made their visits to
unorganized retail outlets on impulse.

e According to Income Groups, out of total respondents, 91.3% respondents
belonged to less than & above 40000 income groups; they planned visits to
unorganized retail outlets, while 54.5% respondents belonged to 60001-80000
income groups, they made their visits to unorganized retail outlets on impulse.

e According to Per Capita Income Groups, Out of total respondents, 82.1%
respondents belonged to less than & above 9167 per capita income groups; they
planned visits to unorganized retail outlets, while 30.4% respondents belonged to
9168-13000 per capita income groups, they had visited unorganized retail outlets
without any plan.

Hypotheses:
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e As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of unorganized retail outlets with respect to
their gender (chi-square=6.676 and p-value=0.010), education (chi-square=10.415
and p-value=0.015), occupation (chi-square=20.803 and p-value=0.000) and
income group (chi-square=10.473 and p-value=0.033) are dependent. Hence, null
hypothesis was rejected. Therefore, it could be said that, gender, education,
occupation and income group of respondents had different perception about
planned and unplanned visit of unorganized retail outlets in Ahmedabad city.

e As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of unorganized retail outlets with respect to
their age (chi-square=7.052 and p-value=0.133), marital status (chi-square=0.341
and p=value=0.559), family type (chi-square=0.268 and p-value=0.709), family
size (chi-square=0.687 and p-value=0.605), per capita income group (chi-
square=6.719 and p-value=0.152) and respondents own vehicle like four wheeler
(chi-square=1.684 and p-value=0.194) are independent. Hence, null hypothesis
was not rejected. Therefore, it could be said that, age, marital status, family type,
family size, per capita income group of respondents and respondents own vehicle
like four wheeler had similar perception about planned and unplanned visit of
unorganized retail outlets in Ahmedabad city.
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Table 5.3.35 Comparisons And Association, Regarding Planned Visit Of Unorganized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using
Percentage Frequency Distribution And Chi-Square Statistics In Surat City Of

Gujarat.
. Planned Visit Of Unorganized Retail Outlets
ResPonfleI.lt’s Demo’graphlcs Planned Unplanned Chi Square-
Characteristics And It’s Category N % N % Total Value p-Value
Male 49 47.6 54 52.4 103
Gender Female 7 | 472 19 | 528 36 0.001 0971
Less than<= 33 23 52.3 21 47.7 44
33-35 14 48.3 15 51.7 29
Age 36-40 4 | 560 | 11 | 440 25 5407 0.248
41-45 6 26.1 17 73.9 23
More than 45 9 50.0 9 50.0 18
Family Type Nuc}ear 29 50.0 29 50.0 58 0253 0.615
Joint 37 45.7 44 54.3 81
Less than 5 27 47.4 30 52.6 57
Family Size 5-6 37 46.8 42 53.2 79 0.456 0.796
More than 6 2 66.7 1 33.3 3
S.S.C 0 .0 1 100.0 1
H.S.C 6 54.5 5 455 11
Education Graduation 20 37.0 34 63.0 54 5.232 0.264
Post Graduation 26 53.1 23 46.9 49
PG & Above 14 58.3 10 41.7 24
Business 19 47.5 21 52.5 40
Occupation Professional 28 63.6 16 36.4 44 8.296 0.016
Service 19 34.5 36 65.5 55
Yes 35 52.2 32 47.8 67
Four No 31 | 431 41| 569 72 1174 0.279
Wheeler
No - - - - -
<=40000 2 16.7 10 83.3 12
40001-60000 17 45.9 20 54.1 37
Income 60001-80000 4 | 500 | 14 | 500 28 5172 0.217
Categories
80001-135000 17 56.7 13 43.3 30
>135000 16 50.0 16 50.0 32
<=9167 3 25.0 9 75.0 12
Per Capita 9168-13000 9 33.3 18 66.7 27
Income 13001-17800 20 55.6 16 44.4 36 7966 0.093
17801-30000 19 61.3 12 38.7 31
>30000 15 45.5 18 54.5 33
Total 66 47.5 73 52.5 139

From the above table, it was observed that, out of total respondents, 47.5%

respondents planned visits to unorganized retail outlets in Surat city.

e According to Gender, out of total respondents, 47.6% and 47.2% male and female
respondents respectively planned visits to unorganized retail outlets, while 52.8%
and 52.4% female and male respondents respectively made their visits to
unorganized retail outlets on impulse.

e According to Age, out of total respondents, 52.3% respondents belonged to less
than & above 33 years age groups; they planned visits to unorganized retail
outlets, while 73.9% respondents belonged to 41-45 years age groups, they had
visited unorganized retail outlets without any plan.

e According to Family Types, out of total respondents, 50.8% and 45.7% were

from nuclear and joint family respectively; they planned visits to unorganized
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retail outlets, while 54.3% and 50.0% were from joint and nuclear family
respectively; they had visited unorganized retail outlets without any plan.
According to Family Size, out of total respondents, 66.7% respondents have more
than 6 members in family; they visit to unorganized retail outlets, while 53.2%
respondents have between 5-6 members in family, they had visited unorganized
retail outlets without any plan.

According to Education, out of total respondents, 58.3% respondents had studied
post graduation & above, they had visited unorganized retail outlets with plan,
while majority of the respondents had studied SSC, they made their visits to
unorganized retail outlets on impulse.

According to Occupation, out of total respondents, 63.6%respondents belonged
to professional class, they had visited unorganized retail outlets with plan, while
65.5% respondents belonged to service class, they made their visits to
unorganized retail outlets on impulse.

According to Respondents Own Vehicle Four Wheeler, out of 67 respondents
have four-wheeler, who having four-wheeler, 52.2% respondents planned visits to
unorganized retail outlets, while 47.8% respondents made their visits to
unorganized retail outlets on impulse.

According to Income Groups, Out of total respondents, 56.7% respondents
belonged to 80001-135000 income groups; they planned visits to unorganized
retail outlets, while 83.3% respondents belonged to less than & above 40000
income groups, they made their visits to unorganized retail outlets on impulse.
According to Per capita Income Groups, out of total respondents, 61.3%
respondents belonged to 17801-30000 per capita income groups; they planned
visits to unorganized retail outlets, while 75.0% respondents belonged to less than
& above 9167 per capita income groups, they had visited unorganized retail

outlets without any plan.

Hypotheses:

As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of unorganized retail outlets with respect to
their occupation (chi-square=8.296 and p-value=0.016) are dependent. Hence, null

hypothesis was rejected. Therefore, it could be said that, gender, education,
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occupation and income group of respondents had different perception about
planned and unplanned visit of unorganized retail outlets in Surat city.

e As per chi-square results, it was observed that, there was no significant
relationship between planned or unplanned visit of unorganized retail outlets with
respect to their gender (chi-square=0.001 and p=value=0.971), age (chi-
square=5.407 and p-value=0.248), family type (chi-square=0.253 and p-
value=0.615), family size (chi-square=0.456 and p-value=0.796), education (chi-
square=5.232 and p=value=0.264), income group (chi-square=5.772 and
p=value=0.217), per capita income group (chi-square=7.966 and p-value=0.093)
and respondents own vehicle like four wheeler (chi-square=1.174 and p-
value=0.279) are independent. Hence, null hypothesis was not rejected. Therefore,
it could be said that, gender, age, family type, family size, education, income
group, per capita income group of respondents and respondents own vehicle like
four wheeler had similar perception about planned and unplanned visit of

unorganized retail outlets in Surat city.
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Table 5.3.36 Comparisons And Association, Regarding Planned Visit Of Unorganized Retail
Outlets With Respect To Demographics Characteristics Of Respondents Using Percentage
Frequency Distribution And Chi-Square Statistics In Rajkot City Of Gujarat.

Respondent’s Demographics Planned Visit Of Unorganized Retail Outlets
Characteristics And It’s Planned Unplanned Total Chi Square- p-Value
Category N % N % Value
Male 71 69.6 31 30.4 102
Gender Female 24 68.6 11| 314 35 0013 0-909
Less than<= 33 34 75.6 11 24.4 45
33-35 19 61.3 12 38.7 31
Age 36-40 16 66.7 8 33.3 24 1.860 0.762
41-45 12 70.6 5 29.4 17
More than 45 14 70.0 6 30.0 20
Marital Married 90 69.2 40 30.8 130
Status Unmarried 5 71.4 2 28.6 7 0.015 0.902
. Nuclear 48 76.2 15 23.8 63
Family Type Joint 47 635 27 | 365 74 2.572 0.109
Less than 5 46 74.2 16 25.8 62
Family Size 5-6 42 65.6 22 34.4 64 1.271 0.530
More than 6 7 63.6 4 36.4 11
S.Ss.C 24 61.5 15 38.5 39
H.S.C 13 72.2 5 27.8 18
Education Graduation 19 67.9 9 321 28 3.034 0.552
Post Graduation 27 71.1 11 28.9 38
PG & Above 12 85.7 2 14.3 14
Business 34 58.6 24 41.4 58
Occupation Professional 15 60.0 10 40.0 25 10.538 0.005
Service 46 85.2 8 14.8 54
Four Yes 33 54.1 28 45.9 61
Wheeler No 62 81.6 14 18.4 76 12,021 0.001
Two Yes 93 68.9 42 31.1 135
Wheeler No 2 100.0 0 .0 2 0.897 0.344
. Yes 84 69.4 37 30.6 121
Bicycle No 11 68.8 5 313 16 0.003 0-956
<=40000 41 83.7 8 16.3 49
40001-60000 19 63.3 11 36.7 30
Income 60001-80000 15 625 9 | 375 24 7.959 0.109
Categories
80001-135000 9 60.0 6 40.0 15
>135000 11 57.9 8 42.1 19
<=9167 31 73.8 11 26.2 42
Per Capita 9168-13000 32 86.5 5 13.5 37
Income 13001-17800 14 60.9 9 39.1 23 13.384 0.010
17801-30000 9 42.9 12 57.1 21
>30000 9 64.3 5 35.7 14
Total 95 69.3 42 30.7 137

From the above table, it was observed that, out of total respondents, 69.3%

respondents planned visits to unorganized retail outlets in Rajkot city.

e According to Gender, out of total respondents, 69.6% and 68.6% male and female
respondents respectively planned visits to unorganized retail outlets, while 31.4%
and 30.4% female and male respondents respectively made their visits to
unorganized retail outlets on impulse.

e According to Age, out of total respondents, 75.6% respondents belonged to less
than & above 40 years age groups; they planned visits to unorganized retail
outlets, while 38.7% respondents belonged to 33-35 years age groups, they had

visited unorganized retail outlets without any plan.
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According to Marital Status, out of total respondents, 71.4% unmarried and
69.2% married respondents respectively planned visits to unorganized retail
outlets, while 30.8% married and 28.6% unmarried respondents had visited
unorganized retail outlets without any plan.

According to Family Types, out of total respondents, 76.2% and 63.5% were
from nuclear and joint family respectively; they planned visits to unorganized
retail outlets, while 36.5% and 23.8% were from joint and nuclear family
respectively; they had visited unorganized retail outlets without any plan.
According to Family Size, out of total respondents, 74.2% respondents have less
than 5 members in family, they visits to unorganized retail outlets, while 36.4%
respondents have more than 6 members in family, they had visited unorganized
retail outlets without any plan.

According to Education, out of total respondents, 85.7% respondents had studied
post graduation & above, they had visited unorganized retail outlets with plan,
while 38.5% respondents had studied SSC, they made their visits to unorganized
retail outlets on impulse.

According to Occupation, out of total respondents, 85.2% respondents belonged
to service class; they had visited unorganized retail outlets with plan, while 41.4%
respondents belonged to business class, they made their visits to unorganized
retail outlets on impulse.

According to Respondents Own Vehicle Four Wheeler, out of 61 respondents
have four-wheeler, who having four wheeler, 54.1% respondents planned visits to
unorganized retail outlets, while 45.9% respondents made their visits to
unorganized retail outlets on impulse.

According to Respondents Own Vehicle Two Wheeler, out of 135 respondents
have two-wheeler, who having two-wheeler, 68.9% respondents planned visits to
unorganized retail outlets, while 31.1% respondents made their visits to
unorganized retail outlets on impulse.

According to Respondents Own Vehicle Bicycle, out of 121 respondents have
bicycle, who having bicycle, 69.4% respondents planned visits to unorganized
retail outlets, while 30.6% respondents made their visits to unorganized retail

outlets on impulse.
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e According to Income Groups, out of total respondents, 83.7% respondents belonged to
less than & above 40000 income groups; they planned visits to unorganized retail
outlets, while 42.1% respondents belonged to more than 135000 income groups, they
made their visits to unorganized retail outlets on impulse.

e According to Per capita Income Groups, out of total respondents, 86.5%
respondents belonged to 9168-13000 per capita income groups; they planned
visits to unorganized retail outlets, while 57.1% respondents belonged to 17801-
30000 per capita income groups, they had visited unorganized retail outlets
without any plan.

Hypotheses:

e As per chi-square results, it was observed that, there was significant relationship
between planned or unplanned visit of unorganized retail outlets with respect to
their occupation (chi-square=10.538 and p-value=0.005), per capita income group
(chi-square=13.384 and p-value=0.010) and respondents own vehicle like four
wheeler (chi-square=12.081 and p-value=0.001) are dependent. Hence, null
hypothesis was rejected. Therefore, it could be said that, occupation, per income
group of respondents and respondents own vehicle like four wheeler had different
perception about planned and unplanned visit of unorganized retail outlets in
Rajkot city.

e As per chi-square results, it was observed that, there was no significant
relationship between planned or unplanned visit of unorganized retail outlets with
respect to their gender (chi-square=6.676 and p-value=0.010), age (chi-
square=1.860 and p-value=0.762), marital status (chi-square=0.015 and
p=value=0.902), family type (chi-square=2.572 and p-value=0.109), family size
(chi-square=1.271 and p-value=0.530), education (chi-square=3.034 and p-
value=0.552), income group (chi-square=7.559 and p-value=0.109), respondents
own vehicle like two wheeler (chi-square=0.897 and p-value=0.344) and
respondents own vehicle like bicycle (chi-square=0.003 and p-value=0.956) are
independent. Hence, null hypothesis was not rejected. Therefore, it could be said
that, gender age, marital status, family type, family size, education, income group
of respondents, respondents own vehicle like two wheeler and bicycle had similar
perception about planned and unplanned visit of unorganized retail outlets in
Rajkot city.
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