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| y  |a rk e t in g  
is one of the 
i m p o r t a n t  
e c o n o m i c  
functions of a 
n a tion  and 
p roper m ar­
ke ting  of 
a g r ic u ltu ra l 
produce is of

great im portance. M arketing is a 
c o m p re h e n s iv e  te rm  co ve r in g  
activities involved at various stages 
in the flow of products from the primary 
producer to the ultimate consumer. 
Agricultural marketing is as important 
as agricultural production. The fruits 
and vegetab les in pa rticu la r  are 
characterised by high perishability, 
seasona lity  and bu lk iness which 
makes them distinctive from other 
agricultural produces like cereals, 
pulses and nuts.

Co-operative marketing is a process 
of marketing through co-operative 
organisations formed to perform one 
or more of the marketing functions in 
respect of the produce of its members. 
In general, where these societies are 
functioning effectively, the member 
producers are benefited by marketing 
their produces through them. As an 
alternative channel of marketing which 
w ill reduce  the n u m b e r of 
in te rm ed ia r ies  and b e n e fit  both 
p roduce rs  and co n su m e rs , the 
promotion and development of co­
operative marketing societies are 
generally advocated.

Fciniln nu mbers

With the prime objective of controlling 
the market conditions by means of 
orderly and regulated supply of fruits 
and vegetables, the Trichur Fruits and 
Vegetables Marketing Co-operative 
Society was registered on 06-02-1957 
and started functioning from 27-02- 
1957. One of the main functions of the 
s o c ie ty  is m a rke tin g  fru its  and 
vegetables through its retail outlets. 
The society also intends to enter the 
wholesale vegetable market in a big 
way by establishing a chain of cold 
storages. Hence an understanding of 
consumer preference will facilitate the 
society to plan and implement its 
b u s in e ss  m ore  e f fe c t iv e ly  and 
efficiently.

Objective of the study

The ob jec tive  of the s tudy is to 
analyse the buying behaviour of 
in d iv id u a l co n su m e rs  and the ir  
preference towards the society.

Methodology

c o lle c te d  from  a • am p le  of 80 
ir id iv idu.il consum ers selected at 
random from four sales outlets run by 
the Trichur Fruits and Vegetable 
Marketing Co-operative Society within 
the Trichur Municipal Corporation area 
The data  w ere  c o lle c te d  by 
administering a pre-tested structured 
interview schedule to the consumers 
and getting their response marked on 
a five-poirit scale. The items on the 
scale were given weights of +2 to -2 
in the descending order.The consumer 
preference index was calculated using 
the summated rating method.

Buying Behaviour

Consumer behaviour and attitude are 
important factors that influence the 
marketing mix of an organisation.The 
buy ing  b e h a v io u r  of vege tab le  
consumers in relation to the socio­
economic profile is analysed in the first 
instance.

Tabel 1 Occupation-wise distribution of
, , ,  . individual and their buying behaviour

The data needed for the study were „  ,J evjden, (rQm Tab|e , ,ha| 73 per
Buying Behavior

m a r k e t i n g  f r u it s  a n d
VEGETABLES THROUGH CO­

OPERATIVES 
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cent ol the co n su m e rs  w ere  
g o ve rn m e n t e m p lo ye e s  and 
p ro fe s s io n a ls ; 15 p e rcen t w ere 
business men and hardly four percent 
were agriculturists. The large number 
ol g o v e rn m e n t e m p lo ye e s  and 
professionals in the sample was due 
to the location bias of the outlets 
s e le c te d  R e g u la r  co n su m e rs  
accounted for 35 percent ol the total 
respondents . Am ong the regular 
buyers the professionals were 36 
percent. It is heartening to observe that 
only four percent of the respondents 
were buying 'rarely' from the society. 
As h igh  as 61 p e rce n t of the 
respondents were 'occasional' buyers. 
Among the 'occasional' buyers, the 
Government employees accounted for 
59 percent. Hence the society must 
take steps to move ‘occasional’ buyers 
into 'regular' buyers. The society must 
seek why the government employees 
are not buying regularly from the 
society?.

Tab le  2 E d u c a tio n  w ise  
c la s s if ic a t io n  of in d iv id u a l  
c o n su m ers  and th e ir  buy ing  
behaviour.

the sample respondents. This implied comparison with private traders. The 
that the soc ie ty  was patronaged consum er preference towards the 
mainly by the educated class of the society and the pnvate traders was 
society. It may also be noted that 73 measured on seven parameters The 
percen t of the consum ers  w ere parameters selected were quality of 
G o ve rn m e n t e m p lo ye e s  and vege tab les , price of vegetab les, 
professionals. availability of all sorts of vegetables,
According to Table 3 only 14 percent 

Table 3 Income wise distribution of individual consumers and their
buying behaviour.

[Monthly Regularly Occasionally Rarely Total
income (Rs.) 
Below2000 5 6 0 11(13.75)

2000-5000 12 32 2 46(57.50)

Above 5000 11 11 1 23(28.75)

Total 28 49 3 80
(35.00) (61.25) (3.75) (100)

Buying behaviour
Education Regularly Occasionally Rarely Total
Primary 1 2 0 3(3.75)

S.S.L.C. 8 5 1 14(17.50)

Pre-Degree 0 7 1 8(10.00)

Graduate 10 18 1 29(36.25)

Post-graduati ! 9 7 0 26(32.50)

Total 28(35.00) 49(61.25) 3(3.75) 80(100.0)

r igures in paranthesis show percentage to total.

Figures in paranthesis show percentage to total

of the consumers belonged to the accuracy of weights and measures, 
lower income group. As high as five absence of malpractices, provision of 
percent were in the middle-income credit facilities and convenience of 
group and the remaining 29 percent working hours 
belonged to the higher income group. The low  co m p o s ite  co n su m e r 
The reason for this may be that pre ference index secured by the 
majority of the respondents were society and pnvate traders suggested

tha t the co n su m e rs  did not 
d ifferentiate much beiween these 
in s t i tu t io n s  w h ile  pu rchas ing  
vegetables. However this is only an 
aggregate picture and hence it does 
not imply that the consumers rate the 
society and private traders equally on 
all parameters influencing choice of 
shop. Therefore, an attempt was made 
to a n a lyse  the  repose  of the 
co n su m e rs  on each se lec ted  
parameter.

It can be seen from Table 2 that there 
existed some correlation between the 
level of education and consumers 
patronage of the society. Graduates 
and P ost-G radua tes  cons titu ted  
almost 70 percent of the customers 
of the society. Customers with primary 
education were hardly four percent of

employees and professionals.

Consumer Preference

Having studied the buying behaviour 
of individual consumers an attempt 
was made to examine the consumer 
preference towards the society in

Quality of vegetables.

The index value for the quality of goods 
supplied by the society was 53.13 as 
against the index value of 1.88 ior 
pnvate traders. It clearly indicated that 
the consumers perceived the quality 
of vegetables supplied by the society 
are superior to that of the private 
traders. However it m js t  be notea that 
the actual quality of the vegetables 
made available in the markei was
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Table 4: Consumer preferennP jndex
il.No Parameters

Quality of vegetables  
Price of vegetables  
Availability of all sorts 
of vegetables 
Accuracy of weights 
and m easures  
Absence of malpractices 
Provision of credit facilities 
Convenience of working hours 
Composite index

much below the quality perceived by 
the consumers.

Price of Vegetables.

The index value for price was 51.88 
for the society and 3.75 for the private 
traders. It implied that the society was 
charging a low price and the private 
traders a h ig h  p r ic e  fro m  the 
consumers. Still the consum ers were 
not satisfied with the the pnce charged 
by the society.

Co-operative
Society 
(Index value)

53.15 
51.88 

-14.38

74.38

75.63 
-77.50  
-30.63  
18.93

Private traders 
or agencies 
(Index value)

1.88 
3.75

53.13

-31.88

-51.25
83.13 
72.50 
18.75

would be hardly any consumer who 
had not complained about inaccurate 
weights and measures.The high index 
of 74 scored by the society on this 
p a ra m e te r  ind ica ted  tha t the 
consumers were quite satisfied with 
the weights and measures of the 
society. On the o the r hand, the 
negative index of 32 scored by the 
private traders expressed the high 
degree of dissatisfaction among the 
consumers.

Availability of all sorts of vegetables Absence of malpractices

Availability of all sorts of vegetables 
at a s ing le  p o in t is an im po rtan t 
consideration in the choice of a shop. 
Consumers in general do not wander 
from shop to shop to procure all their 
requirements.

The index for th is pa ram e te r v/as 
negative (-14.38) for the society and 
positive (53 18) for the private traders 
Private traders stocked a variety of 
vegetables to attract the consumers 
The index also suggested that even 
the private traders had not been able 
to live up to the expectation of the 
consumers. The low percentage of 
reqular c u s to m e rs  in fhe soc ie ty  
shops m ay be a t t r ib u te d  to th is 
weakness This is an area where the 
society has  to im p ro v e  its 
performance to increase the volume 
rtf business and to build up regular

customers

Accuracy of weights and measure.

Vegetable markets are notorious for
'in d a rw e fg h ts  a n d  m a a s u ra s -  ^

Vegetables retailing is prone to a lot 
of malpractices since vegetables are 
perishable in nature. This can go to 
the e x tre m e  leve l of app ly ing  
poisonous chemicals that may extend 
the she lf life  of ve g e ta b le s  by 
preventing decay. The relatively high 
index scored by the society on this 
p a ra m e te r  d e m o n s tra te d  the 
consumers faith in the healthy trade 
practices of the society. The negative 
index value of 51 scored by private 
traders reiterated the general belief 
that p r iva te  trade rs  indu lge  in 
unscrupulous trade practices

Provision of credit facilities

For m any consum ers credit facility is 
one of the factors that determ ined the 
selection of shops. Vegetables, being  
a daily consum ption item, are to be 
p u rc h a s e d  fre q u e n tly  for cash  or 
r r e dit Credit facility is a convenience  
for the salaried class of consumers. 
The society is not extending any credit 
(g r iM y lo ils  consum ers, while privale
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M arketing fruits and vegetables

traders do provide such a facility. This 
has resulted in the society obtaining 
a deplorably low index value of -78 on 
this parameter and the private traders 
scoring a very high index value of 83. 
The implication is that credit facility 
can be selectively used as a strategy 
to win and retain the customers.

Convenience of working hours

It is an accepted principle that the 
marketers should time their working 
hours to suit the convenience of the 
consumers. The score of the society 
on this variable is -31 indicating 
inconvenient working hours in the eyes 
of the consumers. On the other hand 
the private traders keep their shops 
open from early morning to late night 
to facilitate convenient shopping.This 
is well evident from the high index 
value of 73 scored by private traders 
on this parameter.

Conclusion

It can be safely said that neither the 
society nor the private traders had 
succeeded  to cu lt iva te  a strong 
preference towards them.The society 
had succeeded in olfering quality 
vegetables at fair prices in correct 
weights and measures and (ollowmg 
healthy trade practices. However, it 
fa iled  to p rov ide  all sorts  of 
vegetables together with credit facility 
at convenient working hours. The 
private traders, on the other hand, had 
wooed the consumers by stocking all 
sorts of vegetables, extending credit 
fa c il i ty  and o ffe r ing  co n ven ien t 
working hours though they supplied 
inferior quality vegetables at higher 
prices, and adopting unhealthy trade 
practices. The society can make a 
dent in ve g e ta b le  re ta iling  by 
e m b o ld e n in g  its s treng ths  and 
mitigating its weaknesses identified by 
the consumers.
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