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~ r  M ™ /  t f ~ e r  coopvrotlvBS viz., prunary consumer coupon,,,vev a, the vtllage level, and
district cooperative wholesale stores at the district level the a , state level trted to fc
nmWem o f consumers in the country. Unfortunately, the primary consumer couperattves anddtstrtc, cooperative 
wholesale stores fa iled , afulfill the requirement o f  the consumers in many states In the state o f Kerala too. only,he 
Kerala Stale Co-operative Consumers'Federation (Consumerfed) is working pood will, 210 Irtveni retail stores. 9 
mobile Trivenis. 7floating Trivenis, 9 Triveni Coffee Sousas. 94 Neetlti Medical Stores and 46 Foreign Liquor shops

These innovative retail chains o f  consumer stores are playing a m le In Kerala stabilize the price ofconsumer
goods and ensure the availability o f  essential commodities to the pour. With this background, an attempt was made to 

study the customer satisfaction towards the functioning o f  Triveni retail stores. The primary data were collectedjrom 
4 standing stores, 2 mobile stores and one floating store. A pre-tested interview schedule was administered among 80 
respondents ensuring minimum o f ten from each store, who have volunteered to respond at the point o f purchase. The 
variables such as age, sex, religion, place o f residence, education, primary occupation, income, purchase pattern, 
expenditure pattern, frequency o f purchase, items purchased, purpose o f  visit to the stores viz., to purchase general or 
subsidized goods, problems faced during purchase, awareness about new projects o f  the Consumerfed were studied. 
The consumer satisfaction was studied with 15 variables namely convenience, ambience, atmosphere, store hours, 
packaging, promotion, advertisements, varieties, quality o f  the products, product display, replacement o f defective 
goods, retail spacing, time taken to purchase, price, customer service by using scaling techniques. The composite 
index was also calculated and it was 84.05 percent. The index ranges from  58.25 to 95.25 percent. The le a s t  score for 
their promotional activities and the best wasfor the lowest price in the area.

The results show that the youths below the age o f  20 were not visiting the stores, 4 8 .8  percent o f  respondents were 
female, 60 percent were Hindus, 73.8 percent were rural customers, no illiterates, 42.5 percent were housewives. 61 
percent visits to purchase subsidized goods, 57 .5  percent respondents monthly income was betw een  Rs. 10000 and 
20000 and also they spent more fo r  food  items, 71. 25 percent respondents were living as nuclear family The retail 
innovation such as Floating and Mobile Triveni stores has made the life easy fo r  the people living nearer to the
backwaters and to the tribes.

Keywords: Consumers, Cooperatives, Retail stores, customer satisfaction, scaling techniques 

Introduction

Retailing is as old as settled agriculture. Human 
civilization started with barter system o f  trade This 
earlier barter system can also be considered as retailing 
smce there was direct dealing between consumers. Over 
a penod o f  tune, many channels o f  distribution from 
producer to consumer have emerged and many actors

have started playing their  different roles. Hovrtet. 
retailing stands still and reaches the consumers. Eteo 
retailing, many forms have been evolved to 
quality and t im ely  service. Retailing is an it®P° ^  
sector o f  the eco n o m y  and considered to be ‘ 
significant factor influencing inflation particular.' 
inflation.

Assoolar. Professor, College o,
anagemem. Kerala agricultural University
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The retail landscape o f ln d ia  is witnessing a sea change 
and Foreign Direct Investment (FDI) in the retail sector 
is a reality now. In India for a quite long time retail sector 
was mainly dominated by the sole proprietors. After 
liberalization, many companies came in to picture and 
trying their level best to play an active role in the 
consumer market.

In this juncture satisfying the consum ers becomes 
paramount importance for retail business ventures. 
Satisfied customers will be loyal to the retail stores and 
may also bring more new consum ers  to the firm. Hence, 
a study on customer satisfaction should be continuous 
activity of any retailer.

The first Consumer Cooperative Society in the name o f  
Rochdale Society o f  Equitable Pioneers was established 
in England in the year  1844 and still works well with 
many transformations. India adopted this model and 
after the enactment o f  Cooperative Societies Act 1912, 
many consumer cooperative  societies were been 
established. During the Second World War. the Indian 
consumer cooperative m ovem ent played a pivotal role in 
the distribution o f  food grains to the people. After 
independence. India considered the cooperatives as an 
institutional intervention for the socio -econom ic
development o f  the peop le .  O f  late, consum er
cooperatives in India failed to perform better due to 
vested interest in the m anagem ent and lack o f  
professionalism. However. Kerala has nurtured the 
Kerala State Co-operative Consum ers ' Federation.

Hence, an attempt has been m ade in this study to 
understand the Custom er Satisfaction towards the 
Innovative Retail Marketing Strategy o f  Kerala State 
Co-operative C o n su m e rs '  F ed e ra t io n .  Merc, the 
innovation is that the strategies to reach consumers
directly than prom oting  their p rim ary  consum er
cooperative stores.

Statement o f  the P ro b lem

Hie three tier federal structure o f  c o n s u m e r  cooperatives 
viz Primary Consum er Cooperatives at the village 
level, and District Cooperative Wholesale Stores a! the 
district level and the Federation at the stale level tried to 
solve the problems o f  consum ers  in the country'. 
Unfortunately, the primary consum er cooperatives and 
district cooperative wholesale stores lailecl to fulfill the 
requirement o f  the consum ers in many stales. Kerala is

also not an exception and that drove the Kerala State Co- 
o p e r a t i v e  C o n s u m e r s ’ F e d e r a t i o n  L im i t e d  
( C O N S U M E R F E D ) ,  h e re  in a f te r  c a l le d  as 
Consumerfed to spread its w'ings throughout the state o f  
Kerala. The Consumerfed has taken initiative to start and 
run retail stores on its own.

The retail market o f  Kerala includes kirana stores, super 
markets, margin free markets, national retail chain stores 
like Reliance and More, and consumers store run by the 
Primary Agricultural Credit Cooperative Societies. 
However, Consumerfed positioned well among the 
consumers o f  Kerala. Government o f ln d ia  is in favour 
o f  liberalizing the retail sector and pemiitted the 
multinationals to operate in single brand at the beginning 
and multiband consecutively. At this juncture the 
competitiveness o f  Consumerfed needs to be studied 
with its stakeholders. The beneficiaries are consumers 
and they are regular customers too. Hence, a study on 
customer satisfaction will help to solve their problems.

O bjective  of the  S tudy

The objective o f  the study is to understand the consumer 
satisfaction towards the functioning o f  Triveni Retail 
Stores

M ethodology

The study was based on both primary' and secondary' 
data. Review o f  literature, theoretical framework and 
organizational profile were sourced from the published 
works. The data were collected from 7 Triveni stores 
which include 4 standing stores and 2 mobile stores o f  
Thissur district and one floating store o f  Emakulam 
d is tr ic t .  A p re - te s ted  in te rv iew  schedu le  w as 
administered among 80 respondents ensuring minimum 
often  from each store, who have volunteered to respond 
tit the point o f  purchase. Secondary data were collected 
from the head office o f  Consumerfed (Kochi) for 
organizational details. I he survey was conducted in the 
month ol August 2 0 12.

The data collected were analysed satisfaction index. 1 lie 
composite index and ranking wns also calculated by 
adopting the formula. 1 lie value for the indicators is as
follows:

Strongly Agree (S A) : 5

Agree (A) : 4

1X7
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No Opinion (NO)

Disagree (D)

Strongly Disagree (S D A )

Composite satisfaction index -  
\ ariable/ Maximum score* 100

3

Total score o f  each

- I X /M * N * S

I X =  sum o f  the total scores o f  the variables

M -  Maximum score 

N= Number o f  respondents 

S= Number o f  variables 

Profile o f K era la  S tate  C o-opera t ive  C o n su m ers '  
Federation

The Kerala State Co-operative Consumers' Federation 
Ltd is the apex body o f  the consumer Co-operatives in 
the state o f  Kerala. This apex body w as registered on 4 tt 
September l% 5  and started functioning on T' October 
1%5. Consumerfed is a state level apex lederation o f  
district vv holesale consumer co-operative store. 1 he area 
o f  operation o f  Consumerfed is whole o f  the slate of 
Kerala. This federation brought under the regulatory 
framework o f  Kerala State Co-operative Society Act 
1969.

The major objective ofConsumerfed is to:

• To make bulk procurement o f  consumer goods 
and supply to affiliated and/ or other C o­
operatives Societies and arrange for proper 
storage, packing, grading, and transport o f  such 
goods.

• To function as agent for the distribution o f  
consumer goods and to import consumer goods 
whenever necessary.

•  To establish  and run m an u fac tu r in g  and 
processing units for production o f  consumer 
goods in collaboration with or directly by itself.

•  To undertake such promotional and technical 
activities which are conducive for promotion o f  
interest o f  consumer movement.

Membership o f  the federation is confined to the fourteen 
districts Wholesale Cooperative Consumer Stores and

the State Government. Eleven  Primary' Cboperaiive 
Societies are admitted as associate members. As on 1|* 
M arch 2U12, the sharecapital position stood at Rs 5545 
lakhs and out which 9 9 %  was contributed by the state 
government. ■}
M anagem ent o f  the Federation  is vested with the board 
o f  directors consis ting  18 m em bers  constituted by (,ne 
representative from each  o f  the 14 District Wholesale 

Stores and 3 nom inees  o f  the government and the 

M anaging Director. T he  3 nominees of the State 
G overnm ent include the Registrar o f  Co-operative 

Societies.

I he follow ing paragraphs  explain  the various functions 
o f  Consum erfed:

T riven i M e g a  M a r t s ,  L it t le  T r iv en i  S u p e rs to re s

The Kerala State co-opera tive  Consumers Federation 
w-as established with m ain  objective  o f  saving the public 
from the exploita tion  by retail middle man. They arc 
dealing m ainly  in the w hole  sale o f  food and grocery, 
cosmetics, household  and electrical, lextiles etc. initially 
but later on have dev eloped to the network of 216 
numbers o f  Triv eni superm arkets ,  nine mobile Triveni 
stores, seven floating Triveni super store, nine Triveni 
coffee houses, noon meal scheme. They have started 
Triveni units in every' assembly constituencies of die 
state. Triveni m obile  units, floating Triveni superstores. 
Triveni colTee houses and one unit o f  Triveni noon meaJ 
schem e arc the un iqueness  o f  Consumerfed to reach 
hitherto neglected segm ents .  .

N eeth i S c h e m e

The Neethi Schem e started as per directions of 
G overnm ent o f  Kerala  in 1997 is being successful!} 
implemented th rough  1000 odd selected Priman 
Agricultural Credit  C oopera tive  Societies in all districts 
of Kerala for the distribution o f  consumer goods at ihc 
lowest prices, especia l ly  in rural areas. Central*2^  
purchase is being m ade , as far as possible, from the 
production centers directly' and door delivery of slDCk 1 
made to the stores. This  schem e has proved to be a bo°n 
to millions o f  rural househo ld  o f  the lower inc°m 
group. Subsidy sale activities are mainly done under 
division.
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Vanma Project

jh e  scheme is to distribute 10 items o f  essential 
commodities at subsidized rates through the network o f  
'SQO retaii outlets. M ore than 2000 o f  them are run by 
selected  Primary A gricultural C redit  Cooperative 
Societies Here the items are sold at Primary Agricultural 
C redit Cooperative Societies 20%  less than o f  market 
rates. Consumerfed estimated that the consumers are 
cctnng benefit to the tune o f  Rs.1000 - crores annually 
under various schemes. In the later part o f  2012, 
Consumerfed directly started N A N M A  stores in the 
panchayaths/ municipalities.

Neethi Medical S chem e

Federation started the "Neethi M edical Stores” with the 
assistance o f  G overnm ent o f  Kerala on 1 N ovem ber 
19y8. Under this cheme m edic ines  are made available 
to the consumer* at a price less than that o f  13 to 40%  o f  
the Maximum Retail Price. The role o f  Consumerfed in 
the scheme mainly is to pn tcure and distribute medicines 
on wholesale basis as per the requirement o f  the Neethi 
Medical store. For this they have set up 5 Neethi 
Medical Warehouses As it was later found that the 
Neethi Medical stores run by Primary Agricultural 
Credit Cooperative S< cieties could not cater the needs o f  
the consumers at atisfactory levels in all the places, 
especially in urban area ,. Consum erfed  has decided to 
enter into retail trade also by setting up directly run 
Neethi Medical Stores, which has got very good 
response from the public \ s  on 31 March 2012, there 
are 93 Neethi Medical Stores directly run by Federation 
in addition to the 400 st. .re* run by Primary ( ‘o-opcrative 
Societies, f onsumerfed .also have proposals to start 
Neellu Medical store in every Panchayalh.

LPG Distribution

During the year 1998 when there was a ute shortage lor 
Cooking Gas. C o n su m erfed .  at I he instance ol 
Government o f  Kerala had decided to venture into the 
Held o f  distribution of LPG by issuing I. PG connections 
loconsumers through Necllii Stores. Since ( onsumerfed 
had no gas filling plant and organizational set up for the 
distribution ol LPG at that lime, they have started the 
distribution by sourcing I PG cylinders from two 
parallel private marketers 1 .nter on they have purchased 
a I.PG Bottling Plant in Palnkkad and supply o f  I PG

began from there in May 2000. LPG of high quality is 
being distributed to more than 60,000 consumers under 
the brand name 'Neethi Gas’. Consumers have shown 
interest in the "Suneethi Gas" launched in 2007. 
Consumerfed has also undertakes the refilling for Bharat 
Petroleum Limited on commission basis.

Foreign L iq u o r  Business

During the year 2001-2002 due to the change in liquor 
policy o f  Government, Consumerfed has ventured in the 
held o f  Foreign Liquor business. Due to the high rate o f  
Kisth (License Fee payable to Government) and Turn 
over lax rate, when compared with the trade margin 
permitted by Government, this business has resulted in 
heavy loss from its inception. The accumulated loss up to 
31 March 2006 was to the tune o f  Rs.24 crores. From 
2006-07 onw ards the government has introduced radical 
changes in purchase policy and matters related to foreign 
liquor business which made the business a turnaround. 
During the last 5 years foreign liquor business is working 
in profit. As on 3 I ’ March 2012 Consumerfed have 46 
foreign liquor shops.

Triveni N otebooks ' and  School M arke ts

Consumerfed have started the manufacture and sale o f  
Notebooks in the brand name o f  Triveni' engaging the 
skilled workers o f  Kunnamkulam, a rural area in Trichur 
District o f  Kerala, under their direct superv ision and 
control. These notebooks are o f  high demand among the 
students community. They have their own godovvn at 
Kunnamkulam, constructed w ith the financial assistance 
o f  National Co-operative Development Corporation for 
the storage and distribution o f  Triveni notebook. The 
quality and price structure o f  these notebooks is far 
heller than the other brands available in ihc market. At 
the lime of school re-opening Consumerfed conducts 
school markets in the educational hubs to cater the needs 
ol the students.

C o m p u te r  S ta t ionery  Business

In June 2H05 Consumerfed lias commissioned their 
computer stationery unit at Kunnamkulam along with 
the notebook unit. All tvpcs o f  computer and other 
stationery items required for Co-operatives and 
Government Departments are sold here.
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unit
Triveni Harry C urry Spices Powdering Uni.

I lurry Curry Masala prepared and packed in die spices 
powdering anil at T h ln ivanan inpura in  is lair pneen,
high quality products liar ing high demand in the mar ket

C opra  and  Paddy P rocu rem en t

Consumerfed was appointed as the Stale nodal agent 
along with keraled and M ark e ted  for the procurement 
o f  Copra, Coconut and Paddy under the Minimum 
Support Price scheme-2010 by the Government. 
Consumerfed has started the procurement operations 
from 2101 2009 and the procurement is continuing.

Triveni Coffee Houses

Triveni Coffee houses are a new v en tu re  o f  
Consumerfed. Taste and quality are the blends of the 
products from Triveni Coffee Houses. Rates are added 
attraction. 8 such units have a lread y  s ta r ted .  
Consumerfed is planned to increase the number o f  
Coffee Houses to 15. The first Triveni Low Budget Hotel 
w as started at Dev ikulam.

Triveni Noon-meal Scheme

Employees especially ladies in major Cities and Towns 
are finding it difficult to get hygienic noon meal at 
reasonable rates nearer to their w orking places. Many o f  
the Government offices are not having canteen facilities. 
E\en if there is canteen the quality, taste and hygienic 
conditions compels the consumers to keep awav from 
them. To solve this problem. Consumerfed proposed to 
start a noon meal scheme for office goers in important 
cities and towns. Meals prepared with high quality and 
taste in catering units is delivered to offices in time 
through delivery vehicles. Further the Consumerfed 
p r o p o s e d  to  s t a r t  p r o d u c t i o n  u n i t s  in  
llriruvanamlrapuran, Emaknlam, Kozhikkode, Kollan, 
and Inssur. The first Noon Meal Unit started at

makulam is functioning well.

Subsidy Sale o f  E ssentia l ( oininudlties

p ro m  its inception d u r in g  the festival seasons \ \  
Onarn, X -M as,  B a k r id  and Ramzan, t o n s U,ntry  
successfully in te rvenes  in the market and control u 
possible price h ike  by selling  some of %  ea&entiM 
com m odities ,  w h ich  arc ol high demand duringfes(lv^  
seasons such as lice, chilly, sugar; coconut oil etc at 
subsidised rates ih rough  the special festival markets 
1 he year  2007  w iu tessed  an unprecedented price hike- i;,r 
e ssen t ia l  food  i te m s ,  f o  co m b a t  this situation
( onsnnierfed  at the d i icc t ion  ol Government conducted
subsidy sale ol 21 i tem s ut essential commodity 
through the noble  schem e. "Sahakarana Vipananam 
Keraleeyani has he lped  t« • bring down the prices. When 
there w as scarcity f< »r rice and prices were at die peak in 
open market ( o n s u m tr f e d  lias balanced die market 
position by selling rice at lair price. ^

Description o f  th e  S a m p le  R e sp o n d e n ts

The socio- e c o n o m ic  characteris t ics  ol the customers 
affect the pu rchase  f rom  I riv erii • totes. Depending upon 
various socio- e co n o m ic  fact rs like age. gender, 
monthly incom e, family s i / e .  place o f  residence, the 
buying b e h a v io r  o f  the custom er will vary. The 
follow ing p a rag rap h s  d e s c i b e  the sample respondents:

Age w ise c lassif ica tion  o f  respondents indicates that 
36° o o f  the resp o n d en ts  w ere belonging to the age group 
40-50. 24 ° 'o o f  the responden ts  w ere in die age group of 
30-40 and 23° o o f  the responden ts  were abov e die age of 
50. O nly  17° o o f  the  responden ts  were in the age group 
20-30. So we can co n c lu d e  lliat most o f  the customers 

v isiting Triv eni store w ere  m iddle  aged people and the 
Triveni stores are not a t t rac tine  vouihs.

Sex w ise c lass if ica tion  o f  respondents rev eals that 51 c 
w ere  m ale  and 4 9 ° o w ere  female. The results als- 

indicate the state 's s ta tus  o f  sex ratio.

Religion and cas te  w ise  analysis  indicates that 60°/» ^ 
the responden ts  w ere  H indus.  3 1 0o Christians and . 
9%  o f  the re sponden ts  w ere  Muslims. Only 6 » 0 
respondents  w ere  be long ing  to Scheduled 
Scheduled  Tribes . 50° o o f  the respondents » 
belonging to O th e r  B ackw ard  Communities 
percent w ere genera l  category cusiomers. From J ^  ^  
w e can conc lude  that m os t  o f  the consumers com ^  
the Triveni store w ere  H indus and among th—
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[n si2nificant number. It is not in line with the 
Snographic status o f  the state.

- j flj 0f the respondents were from the rural region and 
on]y 26% o f  the respondents w ere from the urban region. 
This j3 because most o f  the Triveni stores selected for the 
study were in rural region. However, rural Kerala is 
relatively in a better position w hen  com pared  to other
parts oflndia.

OnK 29 percent o f  respondents  w ere  living in jo int 
family, where as 71 percent opted nuclear family life, 
which discloses the changing  family pattern in Kerala.

Education wise classif ication  o f  the respondents  
indicates that 39% o f  the respondents  were graduates 
and 38% o f  the respondents have studied up to SSLC. 
21% of the respondents have  studied up to H igher 
Secondary. Only 2%  o f  the respondents  were Post 
Graduates. From the analysis it can be concluded that the 
customers visiting Triveni store w ere either literate or 
educated. The data alsu reveals the fact that the state is 
fully a literate state

Occupation wise c las ii t ica tion  o f  respondents  shows 
that 42% o f  the respondents w ere  house wives. 28%  o f  
the respondents were farmers. 2 4 %  o f  respondents  were 
having jobs in the private firms, and 4%  o f  the

respondents were doine business j
were h9vln„  n, Business. The respondents who
were hav mg the government job  were only 1 %. Only 1 • i  
o f  the respondents were professionals. From the Retire it 
can be ,n fetred that the Triveni stores attracts more house

Monthly income wise classification of respondents 
t ustrates that 24% o f  the respondents were having a 
monthly income o f  less than Rs.10000. 57% of the 
respondents were having a monthly income of 
Rs. 10000-20000 . 16% o f  the respondents were under 
the income class o f  Rs.20000-30000. Only 3% of the 
respondents were having the monthly income between 
Rs.jOOOO and Rs.40000. None o f  the respondents were 
having monthly income o f  above Rs.40000. Form the 
table 1, it can be inferred that most o f  the customers 
coming to Triveni stores were middle class having 
monthly income between Rs. 10000 and 20000.

P u rc h a se  P a t te rn

A study on the monthly purchase pattern o f  the 
consumers was conducted during the survey'. It helped to 
analyze how the consumers were spending the monthly 
income for purchase from Triveni stores. The follow ing 
table relates the monthly income w ith purchase pattern.

ISSN 2249-4103 GGGI Management Review
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T ab le  I : M o n th ly  H udget on P u rch ase  from Triveni store

M onthly Budget on Purchase (Rs.)Monthly 
Income of 
rcsponde 
nts l R_s.)

<10000

>4000

10000 
20000

20000-

30000
30000
40000

32(40)

i m

Note: Figures in parenthesis denote  percentage to total 
Source: Compiled from primary data
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Ol' die customers visiting Triveni more nau j.
income between Rs. 10000-20000 . ..
respondent spend more than Rs.3000 per mon.l. >n the

Triveni stores.
Regarding .he frequency o f  purchase o f  goods from 
Triveni store the study results shows that 50 o ol the 
respondents were purchasing the goods as and when 
required, 16 % weekly, 13 %  fortnightly and 13/° 
m o ld y . Only one out o f  80 respondents was purchasing 
daily from the store. Hence, it is relatively difficult 
process to forecast the demand for the pioducts. 
However, the store should have enough goods to satisfy 
the demand o f  the customers.

Vol 2, Issue 2, Jul>-Dec. 2012

and househo ld  items, 15 %  w ere  purchasing |00d 
groceries and s ta tioneries . Custom ers who 
cosm etics  w ere  very  limited in number. It leadt* Uii ^  
conclude that Triven i Retail Stores serves the ^
r e q u i r e m e n ts  o f  the citizens than the luxury items.

M oreover  61 %  o f  the co n su m ers  visiting Triveni store 
to buy the subs id ized  product.  Only 39% 0f ^  
respondents  h av e  gone  to Triveni to buy the general 
products. This  indica tes  that there is a huge demand i,»r 
the subsid ized  i tem s supp lied  through Triveni stores.

Expenditure Pattern

The m onth ly  ex p en d itu re  pattern o f  the respondents lor 
different objects  like food, education, dress, household, 
medicine, in surance ,  loan, provident fund, etc. Were 
observed during  the  survey. The amount saved per 
month w as also inc luded  in the study. However, for live 
purpose o f  this paper, on ly  expenditure  on food has been 
taken in to considera tion .

ISSN 2249-4103 GGGI Management ft

The analysis depicts clearly that 58 percent o f  
respondents were purchasing only food grains and 
groceries, 16 % were purchasing food grains, groceries

Table 2 : M on th ly  Incom e o f  R e sp o n d e n ts  a n d  E x p e n d i t u r e  f o r  Food

SI. Monthly 
Income of 

Respondents 
(Rs.)

1 Exiicnd itu re  for food (Rs.)
No.

500-
1000

1000-
2000

2000-
3000

3000-
4000

4000-
5000

>5000 Total

1 <10000 0(0) 2(10.5)
(15.38)

9(47.36
(25.71)

8(42.10
(33.33)

0 (0 ; 0 (0 ) 19(23.7)

2 10000-
20000 0(0) 10(21.7)

(28.57)
20(43.4)
(57.14)

12(26.0)
(50.0)

4(8.69)
(50.0)

0 (0 ) 46(57.5)

3 20000-
30000 0(0) 1(7.69)

(7.69)
6(46.15 
(17.14)

3(23.08)
(33.33)

3(23.08)
(37.5)

0(0 ) 13(16.2)

4 30000-
40000 0(0) 0(0) 0(0) 1(50.0) 

(4.16]____
1(50.0)
(12.5)

0(0 ) 2(2.5)

\  I r\ I •

Total

P* •

0(0)

..V • •

13(16.2)
( 100)

35(43.7)
( 100)

24(30.0)
( 100)

8( 10.0 )
( 100)

0 (0 )
80(100)
( 100)

Source: Compiled from primary data

From the table we can conclude that most o f  the 
respondents (44%) were spending Rs. 2000-3000 per 
month for food. Only 10% o f the respondents were 
spending Rs. 4000-5000 for food and most o f them 
belong to the income class Rs. 10000-20000.

T rive„T s,oFr d DUrin8 ‘he PUrehaSe ° r G ° ° 0‘

An attempt was also made in this shtdy to understand the

problems faced d u r ing  the  purchase of 
Triveni stores. 6 0 %  o f  the respondents ind‘*j®j
unavailability  o f  the basic  goods as the main ^ 
during purchase . T h e  availability  o f  the Pr0 , ^ 1  
am ong  the m a jo r  fac to r  affecting the selection  o ^  
store by the custom er.  It will also affect the c . 0l' 
perception. L ong  queues  for subsidized iterru>an ^  ^  
shopping  space  are  o the r  tw o  problems fee-'
respondents.
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state

Vo I --

raren ess about Special Schem e

Vanma is sp* ^ 1 scheme to serve the poor mass o f  the 
with basic necessities for the families in Kerala. 

onI\ 24’ o o f the respondents  k n ew  about the new 
•ect o f  C onsum erfed  and  o f  w h ic h  on ly  4 

^penden ts  were availing the serv ice. It indicates the 
need for sale promotion measures.

Factors Influence the Respondents to Purchase the 
Goods from Triveni Store

The studv also reveals som e o f  the factors influence the 
respondents to purchase the goods from Triv eni Stores.

SsssessiK w :ftssrssrrsrS :
respondents 62(78%) have agreed that their residence is 
nearer to the Triveni store and this drov e them to buy the 
goods from Triveni. 25% respondents opinioned that 
their working site is close to the store and hence they are 
selecting 1 riveni store for purchasing o f  goods. Most of 
the respondents have opined that 'crowding within the 
store indicates some special feature of  that store and 
hence they also tempted visit the store.
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Custom er Satisfaction towards the Sample Triveni Retail Chain Stores 

Table 3 : Custom ers Satisfaction towards Triveni Rcatil Stores

SI.
No.
1

5

1 3

14

15

Statement

Stores arc conveniently located

Ambience o f  the store is good

Store atmosphere and decor are 
________ appealing__________

Store hours arc convenient for the 
________ shopping needs________
The packaging of the producLs is 
_____________ good_____________
The promotional activities of the 
_________ store is good_________

V (liability ol advertised product is 
there in stock

Good product varieties are present

Good quality products are available 

Proriur t rii iplay is itiractive

Damaged and defer live goods arc 
rcnlai rd

Sparing of the goods within the llore
I s gooi I

The pun. ha>e time required within 
the store is less

Store has lowest prn cs in the arc.i

The customer service is pood 

Total

SA

38

41
35

38

30

17

33

35

40

01
58

A

27

39

30

40

31

23

30

44

27

19
8

NO

10

16

10

3

D

8

11

36

21

SDA Total
Score

335

361

329

356

322

233

279

350

.V I

381

380

5043

Index

83.75

90.25

82.25

S9

80.5

58.25

69.75

87.5

85 25

95.25

9 S

84 05

Source: Compiled Irom primary data

Rank

10

11

13

15

14

9
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The above (able indicates die satisfaction index ol 
customers towards Irivcni store. Ihe  statement the 
store lias lowest prices in die area' stood first with an 
index o f  95.25 which is considered as very good I Ins 
indicates dial the customers were highly satisfied with 
die pricing ol the products. The other statement which 
got the second rank was 'customer se n  ice is good1 w ill) 
an index o f  95 %. The third important factor was 
'ambience o f  die store is good', and it secured an index ol 
90.25 %. The statement 'product display is attractive 
secured an index ol 89.5 %. With an index ol 8 9  o, the 
respondents were satisfied with respect to the statement 
'Store hours are conveniem for the shopping needs I he 
store has 'Good product varieties' and the statement 
scored an index o f  87.5%. The statement 'Good quality 
products are available' fetched an index ol 87%. Ihe 
respondents opined (index o f  86.5° o) that the Damaged 
and defective goods are replaced. The statement, 
purchase time required within the store is less, posed 
before the respondents got an index o f  85.25°o. The 
respondents expressed that the stores are conv eniently 
located with an index o f  83.75%. The customers were 
satisfied with an index o f  82.25 % regarding the 'store 
atmosphere and decor are appealing'. The customers 
responded with an index o f  81% regarding the 'Spacing 
o f  the goods w ithin the store is good’. The packaging o f  
the products is good for the customers and the statement 
scoured 80.5°o. Availability o f  advertised product is 
there in stock (69.75° o) and the promotional activ ities o f  
the store are good (58.25° o) scored v ery less. Altogether 
three statements got very good score (90-100%), ter. 
statements got good score (80-90%) and two statement 
got poor secret less than 80° o). The composite index for 
the statements vv as 84.05 ° o and it indicates good sen  ice 
deliv ered by the Consumerfed. This result also reveals 
that the Consumerfed has to go a long way to attain the 
very good position. Moreover, the study clearly depicts 
the opinion o f  customers regarding the limited 
promotional measures. As a cooperative institutions and 
mainly funded by the government o f  Kerala, it may have 
its own limitations regarding spending more on 
promotion particularly advertisements. However, to

retain the cus tom ers ,  C o n su m er ied  should iake 
appropriate measures to reach the potential consumers 
particularly youths J f l

( 'onclusion

Retailing is as old as agriculture. Human civilization 
made retailing as core sector ol the economy. Among the 
different forms of business organizations engaged in 
retailing cooperatives are playing a pivotal role in 

almost all countries In India consum er cooperatives 
have iiui shown significant grow th  in the recent past. In 

the state uf Kerala too primary level and district level 
consumer cooperatives tailed to perlorm better. Hence, 

the apex federation namely < onsum crfed look initiative 
to start retail chain stores through ut the stale and are 
serv ing the people better. Market inter, en lf  n and price 

stabilization are the m ajor objectives of cooperatives 
and is being met by the C onsum erfed  T h eC  nsumerfed 
is involved in a lmost all activities that will make life 

easier for middle and low er m u  me gre ups of die state 
The customers are also satisfied with the services o f  

Consumerfed and gave an index i 84 05%. It dearly 

i n d i c a t e s  t h e  p r o f e s s i o n a l  m a n a g e m e n t  o f  
C onsum erfed . T he  least score was for lack o f  

a d v e r t i s e m e n t  and  p ro m o t io n a l  m easures  The 
researchers found that the Consum erfed started 
advertising regularly in the newspapers  particularly on 
the price o f  twenty one essential products Let the 
s e n  ice continue and the p o  pie i t Kerala reap the fruits 

o f  Consumerfed.
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