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Abstract 

The retail landscape of India 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 urban 
consumer market. The British model of consumer cooperatives was introduced in India during the colonial rule. The 
three tier federal structure of consumer cooperatives viz., primary consumer cooperatives at the village level, and 
district cooperative wholesale stores at the district level and the Federation at the state level tried to solve the 
problems of consumers in the country. Unfortunately, the primary consumer cooperatives and district cooperative 
wholesale stores failed to fulfill the requirement of the consumers in many states. In the state of Kera/a too, only the 
Kera/a State Co-operative Consumers' Federation (Consumerfed) is working good with 216 Triveni retail stores, 9 
mobile Trivenis, 7,f/,oating Trivenis, 9 Triveni Coffee Houses, 94 Neethi Medical Stores and 46 Foreign Liquor shops. 

These innovative retail chains of consumer stores are playing a vital role in Kera/a to stabilize the price of consumer 
goods and ensure the availability of essential commodities to the poor. With this background, an attempt was made to 
study the customer satisfaction towards the.functioning ofTriveniretail stores. The primary data were collectedfro.m 
4 standing stores, 2 mobile stores and one floating store. A pre-tested interview schedul.! was administered among 80 
respondents ensuring minimum.of ten from each store, who have volunteered to respond at the point of purchase. The . 
variables such as age, sex, religion, place of residence, education, primary occupation, income, purchase pattern, 
expenditure pattern, frequency of purchase, items purchased, purpose of vis it to the stores viz., to purchase general or 
subsidized goods, problems faced during purchase, awareness about new projects of the Consumerfed were studied. 
The consumer satisfaction was studied with 15 variables namely convenience, ambience, atmosphere, store hours, 
packaging, promotion, advertisements, varieties, quality of the products, product display, replacement of 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 9 5. 2 5 percent. The least score for 
their promotional act,ivities and the best was for the i<Jwest price in the area. 

The results show that the youths below the age of 20 were not visiting the stores, 48.8 percent of 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 between Rs.10000 and 
20000 and also they spent more for 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 for the people living nearer to the 
backwaters and to the tribes. 
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Introduction 

Retailing is as old as settled agriculture. Human 
civilization started with barter system of trade. This 
earlier barter system can also be considered as retailing 
since there was directdealing between consumers. Over 
a period of time, many channels of distribution from 
producer• to consumer have emerged and many actors 

have started playing their different roles. However, 
retailing stands still and reaches the consumers. Even in 
retailing, many forms have been evolved to ensure 
quality and timely service. Retailing is an important 
sector of the economy and considered to be the 
significant factor influencing inflation particularly food 
inflation. 
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No Opinion (NO) 

D~sagree (D) 

Strongly Disagree (SDA) : 

3 

2 

1 

Composite satisfaction index = Total score of each 
variable/ Maximum score* 100 

=~)(/M*N*S 

I:X = sum of the total-scores of the variables --­M= Maximum score 

N =Number of respondents 

S= Numberof variables 

Profile of Kerala State Co-operative Consumers' 
Federation 

The Kerala State Co-operative Consumers' Federation 
Ltd is the apex body of the consumer Co-operatives in 
the state of Kera la. This apex body was registered on 4th 

September 1965 and started functioning on 7th October 
1965. Consumerfed is a state level apex federation of 
district wholesale consumer co-operative store. The area 
of operation of Consumerfed · is whole of the state of 
Kerala. This federation brought under the regulatory 
framework of Kerala State Co-operative Society Act 
1969. 

The major objective'!?t;Consumerfed is to: _ 

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

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

• To establish and run manufacturing and 
processing units for production of consumer 
goods in collaboration with or directly by itself. 

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

Membership of the federation is confined to the fourteen 
districts Wholesale Cooperative Consumer Stores and 
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the State Government. Eleven Primary Cooperative 
Societies are admitted as associate members. As on 31 st 

March 2012, the sharecapital position stood at Rs.5546 
Iakhs and out which 99% was contributed by the state 
government. 

Management of the Federation is vested with the board 
of directors consisting 18 members constituted by one 
representative from each of the 14 District Wholesale 
Stores and. 3 nominees of the government and the 
Managing Director. The 3 nominees of the State 
Government include the Registrar of Co-operative 
Societies. 

,•. 

The following paragraphs explain the various functions 
pf Consumerfed: 

Triveni Mega Marts, Little Triveni Super Stores 

The Kerala State co-operative Consumers Federation 
was established with main objective of saving the public 
from the exploitation by retail/ middle man. They are 
dealing mainly in the whole sale of food and grocery, 
cosmetics, household and electrical, textiles etc. initially 
but later on have developed to the network of 216 
numbers of Triveni supermarkets, 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 the 
state. Triveni mobile units, floating Triveni super stores, 
Triveni coffee houses and one unit of Triveni noon meal 
scheme are the uniqueness of Consumerfed to reach 
hitherto neglected segments .. 

Neethi Scheme 

The Neethi Scheme started as per directions of 
Government of Kerala in 1997 is being successfully 
implemented through 1000 odd selected Primary 
Agricultural Credit Cooperative Societies in all districts 
of Kerala for the distribution of consumer goods at the 
lowest prices, especially in rural areas. Centralized 
purchase is being made, as far as .possible, from the 
production centers directly and door delivery of stock is 
made to the stores. This scheme has proved to be a boon 
to millions of rural household of the lower income 
group. Subsidy sale activities are mainly done under this 
division. 
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NanmaProject 

The scheme is to distribute 10 items of essential 
commodities at subsidized rates through the network of 
2300 retail outlets. More than 2000 of them are run by 
selected Primary Agricultural Credit Cooperative 
Societies. Here the items are sold at Primary Agricultural 
Credit Cooperative Societies 20% less than of market 
rates. Consumerfed estimated that the consumers are 
getting benefit to the tune of Rs.1000/- crores annually 
under various schemes. In the later part of 2012, 
Consumerfed directly started NANMA stores in the 
panchayaths / municipalities. 

NeethiMedical Scheme 

Federation started the "Neethi Medical Stores" with the 
assistance of Government of Kerala on I st November 
1998. Under this scheme medicines are made available 
to the consumers at a price less than thatof 13 to 40% of 
the Maximum Retail Price. The role ofConsumerfed in 
the scheme mainly is to procure and distribute medicines 
on wholesale basis as per tqe requirement of the Neethi 
Medical stores. 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 Societies could not cater the needs of . 
the consumers at satisfactory levels in all the places, 
especially in urban areas, Consumerfed has decided to 
enter into retail trade also by setting up directly run 
Neethi Medical Stores, which has got very good 
response fr~m the public. As on 31st March 2012, there 
are 93 Neethi Medical Stores directly run by Federation · 
.in addition to the 400 stores run by Primary Co-operative 
Secieties. Consumerfed also have proposals to start 
Neethi Medical store in every Panchayath. 

LPG Distribution 

During the year 1998 when there was acute shortage for 
Cooking Gas, Consumerfed, at the instance of 

. Government of Kerala had decided to venture into the 
field of distribution of LPG by issuing LPG connections 
to consumers through Neethi Stores. Since Consumerfed 
had no gas filling plant and organizational set up for the 
distribution of LPG at that time, they have started the 
distribution by sourcing LPG cylinders from two 
parallel private marketers. Later on they_ have purchased 
a LPG Bottling Plant in Palakkad and supply of LPG 
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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 Liquor Business 

During the year 2001-2002 due to the change in liquor 
policy of Government, Consumerfed has ventured in the 
field of Foreign Liquor business. Due to the high rate of 

,Kisth (License Fee payable to Government) and Turn 
over Tax 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 st March 2006 was to the tune of Rs.24 crores. From 
2006-07 onwards the government has i~troduced 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 31 st March 2012 Consumerfed have 46 
foreign liquor shops. 

Triveni Notebooks' and School Markets 

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

Computer Stationery Business 

In June 2005 Consumerfed has commissioned their 
computer stationery unit at Kunnamkulam along with 
the notebook unit. All types of computer and other 
stationery items required for Co-operatives and 
Government Departments are sold here. 
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'Y.~M.,~<:!J~tt~~~i~~~m, .. 

' 
'Jlr);v.~11,;;~~«i1Jr.JP.~l!J1~~1j~1m~.: 

E11:mJo}'ees. esnecfa1~¥J ladies, in1 ma,ior.r<cit.ies- and• lr@;wn~-........ rrrt" • ... .v.; ...,_;., -~.t;,,--•!l'fvJ ..... e:,._.J ~r ·:-r-.~J.... _ ~.-~ .:1.!I J" v ~r-11- o 

ar.e.. f.indingr it• di.fr.! ,nmlt to, get. hMgaen,i~. n00n1 =ea1] a"· ~l't., 1¥t: ...... h D .11.. ..... P11t1.-~ ...... ...,. 0 -'1. .aUJ '!:),,.,:-tr-.:- .. : ....... .J-'t ... n, --" -H 

li't~_.,q_,qf!QJ~i1i1tt~ts.i111t~ieJi·tRJ th~irr-~QJilyjn!gPrJ!!.c..~s.,.M~oijQ.tf 
thX!~loV.~Jil}fil~tJJttQ,mPJt~;~fi<cQR.ftQi!~ing1~<!.ijHle_l}1fiaJ,jjj~lSJ. 
lfwm1 iffth~J~.: i!>.i c...~tit~.111 th!e Q}!i!H~, ~.§J:~ a_qdJ ~~~~nil-.: 
c__q,qf:ljnR,Qfo C_Q,l!1ij~Jli.J th~~ c_q_n~mn~.JIS.; tR, ~lt~lf> l:!\\¾ijij ffi<i.m1 
thRIJh. ~ ~Q.1Xe..l t!}ji;_;PJR,bJK%, ~Q..Q!>JlJ1W.f{~J!i ~Q.P,,Q.S-~dJ 19J 
SJ.fY1t<!.t QR,Q.,T)i JTI~_aj] ss,_q~J!l~ (QfrQ,m1,_e.! ~Q,e.Jp_; in1 irnqsl®Jltt 
cjtixJ>.,¥.JPJtpw_qfo_fy,'I~_aJ1>.,PJ~Pt'a1ie_dJwJth1l}ifW1qp~aJ;WyllnPJ 
t!}JJ@J im c__qt~J1ingJ UJ!it~., i1>., <LeJi¥.e.s,e_dJ 19J q_fflp_e_s., i!l11:itn~..: 
tbrR.qgp.1 q_eJixew1 v,eNs;Jp_s3_ }j:u_rith~sr th~.! ~tt11~_µ_1n~.nf.e_dJ 
PJr<bP/oS,;eAi tto_, sJt<!.frtt P,JliOJdJt!J<tltiiO.Jfh l!tf!1iitts.; iif!1 
1jqif 14wmm1th~pt'u1;m;. ijrm*µJ~m;, JK<tzj)ikkRd~.i, JKoJhum 
aJ}9J Tvi~§JIJ,. Tri!~~ fjwJt ~.Q~lh M!t<lll l!lnitt Sjtt_[lt~_dj <ltt 
1l:m;ik!-llmn ii$ W.!19.fo>J!iP&_!w,eJ ! l. 
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$yb~idy Sale qfE$Seutial Commodities 

Fmm it~ im~eption during the Festival seasons like 
Ona.m! X~Ma.s.! Ba.krid and Ramzan, Consumerfed 
~yggessfully intervenes. in the inarket and control the 
BQ§§ible P.JtQe hike· by selling some of the essential 
QQffimQditi@s! whiClh are Qf high demand during festival 
§@a.SQU.S SUQh as. rke, chilly,. sugar; coconut oil etc at 
§QbskUsed rates. thrnugh the special festival market~. 
The ~ear lQQ1 witnes.s.e.d an unpr~edented price hike for 
es.s~nHa.l fQQd items_._ TQ co.mhat this situation 
CQll\S.Umerf~d at the direotiQ11 Qf Government conducted 
§1JJ~~Q~1 s.ale qt:· 2,1 items_ Qf, essential1 commodities 
tb.l!Q\J1£h tl/1.e: 1,'\Qt21e: s_c.,hem~.. ''Sahakarana Vipananam 
:K~a.t~e:~a.m'), ha§; he.lp,e.d! t0,, b..l'i:ng; d0iwn the p.riees. Wlaen 
tl\~~ ~a.~ s.oaJic-lW foJi dc.e,; aad p.,rrie.e.s; we.re at. the: peak in 
Qlp@, m~.:Jj~~t (r;c1,2X,i1.sMme.Iifodl ha,s; l!>,ailamcedl the marke~ 
~%i;tj;0Jjl1~½1S.eJ!l1toi~1;i;Qe;alfai'rp;:i:e.e; .. 

li!~~l!i.\>,0.'QijioJilhJ~,S'3Jilple;Res;po.nd:ents; 

1Tb.~ SJi?.eJ;0_,-,. ~©R.Qm~Q e.:b;;i:r:a.e:tenis.tfes; 0f· the: eust0mers; 
c!_:_fj(~Qtt_)).~ J?,JJ.!lie.A<!.S,e.::ft0m11Ttiiy,e»ji st.0nes~. IDe.p.encl'in:gr,up.0ni 
~~i~1;,1~ s.<1!.e.J:~- ~Q©.JJ..¢mji<t fa.e;t.©JiS; like: ag5t,, g;encler;, 
.ljl.J!41Q.:tbJoJ ilQ~0.~.e.,, f~iiiloJ sj~_e.,, Bla~_e; 0f· i:e.sioen~.e,, the: 
~u-Oyi~~ ~:lii~v.,i~ 0.Jf' tl)e; e;1.J,5.t0Jne.11 w;iaJi v,aiw-. "ITne: 
fi~~tvwiilil~w.,~rrl!-ifiaiph:,.,d~s.e.r-ile;tlile;samP,le:resp.@nclents;: 

/,\,!fue.: \3/,li~e..: eJ~s_iifil~aJ;j~_n:, ©.fr° 11es.p.0.ncl~nts; iililclfoates; finat 
~~o/,4, 0.ktheJ11e_s.w.,<md:eJi1~; w.eJie..: leJ~ng,inS\t0) tlie:ag_~, gn@uP,) 
4l@J-SJi>J. l¢. o/,oJefrlil).e..:.lle.S.P.Ji!.nd:eJili45,w.eJle: ih1 tfo~,ag_~; w0.t1P,) 0.tr 
~@J--4i@J,m~2-'3\¾b0Jilbe..:11e.s.,wJilUd:e.nm;w;e)ie,ao.0Me:die:ag~:0.ifF 
ioJ. 0.Jd~ 117,%'J 0Ji--1tbe..: 11e.s.w.0nd~.n~; w.e11e.: iil1 die; agy: gJl0.UP,l 
i.01-.3fll S.~J w;e..: <>Jm1 <>.<~miJJUd:e~ tnatt m~_stt 0.ff tni <..usromens; 
v.J~jJii;Jfg lltJMe.[jljj sJ~_ne..: w.eJie..: 1miijtUe~ ag1.dl P,.e.@.P,Jli:; andl tne: 
lltJM~TJiis..19Jie.s..,ane.:Q~Jtatm.ai..tjng!.)5@:udis;. 

S..<t~wJ~_e..:aJ~s§jlfiiJtatii~ni@frne..s.1?,Qnd~nts;necv.eails,tnatt5511 o/'oi 
w.e.rie.: m~l~.: andJ 49J/01 w.er~! f~ma¾e.!. 1Jlie~ nesuUs; alscG>) 
ih!lli-_aJ~.:th~.:s.mi~J~smms,Qfis~xmatibl). 

ij__~Ji~9Jh a.m-JJ a_asJ~.: w1ilte.: ana1Ms.is_, in die.ates; iliatt 6.0J>loi ofi· 
th~.:rie.S.ij.OJJ.!:lents..,w,eJ"ft.:ffijhdus.;,3JlJo/,o'1<C.linistians;andlcmiw 
9J/,o'J oJl-'the.: r1ttSij,O_nd_eJlra; w,e]le~ M!.I.sJ iins_;;. ©.hlv16Jl,oJ ofrtlie! 
r1e_s.P,.QOPJ~JJ1:$_, w,eJie.: U.eJb.ngjhg~ tP) SJ;}iedide.dl <r.aste! andl 
S..cJ1l3®1ltdJ ]f'J!te_s_._ ioJ/.oJ Qfi-' tlie.: rie.SP.llndents5 w,ere~ 
~J!mgjtlgJ tpJ ©.tlierr BJ1o~ardJ «:_o_mmunities) and! 41:tl 
ijl3JP_eJ1ttw,e.r.e.:~.nl3J~.lJo_ategp.wJC.ustomers.,.H-rj)m1ttie;tatiJe~ 
w,e.:oJUh cp_ncJu_dk tha.ttmo_stto.ftllie~c.ons.umers)oomihgJtO) 
the: 11r~v,eJ1i i stos.e.: wer.ej f!Iihd.uss andl amo.ngJ tliem1 <DB:U:_' 
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were in significant number. It is fiot in tine with the 
demographic status of the state. 

74% of the respondents were from the ruralregkm ami 
only 26% of the respondents were from the urban regkm, 
This is because most of the Triveni stores selected for the 
. study were in rural region. Howe-ver; rund Kemla is 
relatively in a better positidn when c:;<m1pared to otlwf 
parts oflndia. 

Only 29 percent of respcmdents wer~ Hvfng in jBfnt 
family,. where as 71 pe1ce'tli° opted rtudear famify Hie, 
which discloses the changing family pattern iii :Ker~fa., 

Education wise dass:HkatfoJll ::,(jf the- fesjron'dent:s 
indiieates that 3'9% o--;ff the resp~trd1@1s: were graGtuMes: 
andi 3:gWcj, @f tlJ!re respoi:rde--i:rts: fu.-ia-··~,e stllfdlied up tGJ' §~1,C,, 
21!% @,ff t&e, i;-espmrd1en1s: 11l1a"Ve' studiied1 up t@ flligJ!i'eY 
SecBnclary:, On-IY 23/o, oi'· tffe' tr~fsl)'@Nden'ts ~,ere' P'©st, 
<Gnacl'urates,, JF110rr;u tl1re,an'a1f~,.s:fs: ft" c--an11l>'e- c"©n~frtd1eti1 ni\';rttl\'e­
eust0meris: vi'sitfo:g~ 1T11iiven'ii sf@'tit wete eitTu'e1r fftwm:'§ @ff 

edhcatecll .. 1Tn"e'· da1'a1 a:ls@ 1,~'\ie-a:fa tfre faclt ~frat tl1re· s,ta"te f§ 
f.url:l\~r a 111'.eliate, state'.. 

0~'€liliJi>'a1i'fo111 wise, e1~-:siifi'iie1tttii@--n1 @£. 11e7sp'<l>rfd1e111ts, sl\10w§ 
Vfuatt 4!2%i @if' tl!re' Fe'S~1'>nt<il€n.f1§ weJle; h'@lii'S'e wiiv~ .. :2'8~1 ~£' 
tl:re: Fe·sw-m-nxd~ll'~s, wene' f.a1ttrtf€'.FS1 .. 2:41%, 01f t.es1l>1;in'<dfenl's; wer-@ 
la,a;V,iiraig( j~ll>·s; iiil1 t'Th-e; ~Y.i~liiu'e, fi~mis1, :m'dl 4'%1 01£' t'IW 
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respantfents were d@lfig buslfie§§, The fe§poiifleiits who 
were having the gtivemmefitJtib Wefe ooiy i %: ©Edy i % 
tif the respl:Jntiefits wern prnfessioflai§: Fram tirn figUfe it 
sa_n be inferred that the TfiVefii §fofe§ affra~&e Bffiise 
_wives, . 
Mgnthiy ffi61:Jme wise eias§ifi€ati&fl &f fesp&ndeflfs 
Hiustrates that 24% sf tiie fesp6fldents w~fe Having: a 
m0ntiiiy in66ffie &f iess t&an .&s,i6o(t(f;. §1% 0f me 
tesp®tfoflts were Having: a ffi&ntHiy jfls&m€ af · 
R-§,W<JOO=ZOOOO .. i 6% &f ffie fe§p&iderrt§ Wefe une:ief 
tiie ftw&n'e• 0ias§ &f R§,2§aolJ,:j(J(j@(t ~niy J% 0'f ffie 
restsmrdenf§ were &ftvf'fig: tne m&1mi1 fife&me between 
:R§jOQ'@g ood' R§.4(j(J(j(J.. N'~we &f me fes~nlienf§ Were 
havfng: ~&nt&I1r ~c&ffie' ~( a&&ve R§ .. 4q~&@ .. t·&fffl fl~e 
faMeJ , it ~an1 ~e infeffea· ffiai m&si &f ffie €i:ist&mef§ 

' ~€>i'n1frrg; f@ ttiv@lii §t'&-e§ were mfofri1f@ €fa§§ iraving, 
ffi0'n""t11iii!y• i:rr~0RW ljeffl'e>en ~§ .. i (sl@(:J@ mral 2&&&@ .. 
P'uveifas-e ~tte'fw 

A §fu'<t1y· 01¥ tl1i'e memiY11J,· pu'feh'ase paffefn'. &f 11Re 
' • 1~, . ' '+ ' ' \1: ~oo"§timef§ -Wa§ ool'i'ducte-01 <\lurirrg, fn--e survey'.· I1t> h1e'ip'ed l& 

1 11 L'fr t: tiS:- .t:t...."'ltli[~V . arralyze: ~ew· uW 6'0n'slim'e'f§ wef6 sp'efild1n'g, trre, m\:n1c11 y 

iwooffle f6'f puY@ase ff0Yn1 'f rfveni sf&re§ .. ifi1r@f&1i\5\vi:n'g; 
tai61le~re1:ate§tlem10111!1w1y· iin1o&mewiffipt¥fefilrese-p'att!'e'rn1.· 

11a1We 11 :: M1>n1111y· llhu7g:eic un1 Purcfufs-e~ ff'offll 1¥iXreni1 store . 
Sit Mcmt1ity1 ,, M:1mitil1vl ]{urd1ft.tt cfw..irlir£1fa>s'e'~6Bsi:i) 
Nb, Incum-e~otr fo'OW-· totfo1· i:espl)lllle <-Slf01 51f01-f(fO"W 2l)"(f01 3tf~ Rtisl(~~) 
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The above. table depicts that 40% of the respondents 
were spending every month an amount of Rs.500 to 
Rs. I 000 for making purchase in the Triveni stores. 57% 
of the customers visiting Triverii store had monthly 
income between Rs. I 0000-20000. 27.5 % of 
respondents spend more than Rs.3000 per month in the 
Triveni stores. 

Regarding the frequency of purchase ·of goods from 
Triveni store the study results shows that 50% of the 
respondents were purchasing the goods as and when 
required, 16 % weekly, 13 % fortnightly and 13% 
monthly. Only one out of 80 respondents was purchasing 
daily from the store. Hence, it is. relatively difficult 

. process to forecast the demand for the products. 
However, the store should have enough goods to satisfy 
the demand of the customers .. 

The analysis depicts clearly that 58 percent of 
respondents were purchasing only food grains and 
groceries, 16 % were purchasing food grains, groceries 
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. and household items, 15 % were purchasing food grains, 
groceries and stationeries. Customers who purchase 
cosmetics were very limited in number. It leads us to 
conclude that Triveni Retail Stores serves the basic 
requirements of the citizens than the luxury items. 

Moreover 61 % of the consumers visiting Triveni store 
to buy the subsidized product. Only 39% of the 
respondents have gone to: Triveni to buy the general 
products. This indicates that there is a huge demand for 
the subsidized items supplied through Triveni stores. 

Expenditure Pattern 

The monthly expenditure pattern of the respondents for 
different objects like food, education, dress, house hold, 
medicine, insurance, loan, provident fund, etc. were 
observed during the survey. The amount saved per 
month was also included in the study. However, for the 
purpose of this paper, only expenditure on food has been 
taken in to consideration. 

Table 2 : Monthly Income of Respondents and Expenditure for Food 

SI. Monthly Ex »enditure for food (Rs.) 
No. Income of 

500- 1000- 2000-Respondents 
1000 2000 3000 (Rs.) 

1 <10000 0(0) . 2(10.5) 9(47.36 
.(15.38) (25.71) 

2 10000- 0(0) 10(21.7) 20(43.4) 
20000. (28.57) (57.14) 

3 20000- 0(0) 1(7:69) 6(46.15 
30000 (7.69) (17.14) 

4 30000- 0(0) 0(0) 0(0) 40000 

Total 0(0) 13(16.2) 35(43.7) 
(100) (100) 

Note: ·Figures in parenthesis denote percentage to total 
Source: Compiled from primary data 

3000-
4000 

8(42.10 
(33.33) 
12(26.0) 
(50.0) 

3(23.08) 
(33.33) 
1(50.0) 
(4.16) 

24(30.0) 
(100) 

4000-
5000 

>5000 Total 

0(0) 0(0) i9(23.7) 

4(8.69) 0(0) 46(57.5) (50.0) 
3(23.08) · 0(0) 13(16.2) (37.5) 
1(50.0) 0(0) 2(2.5) (12.5) 
8(10.0) 0(0) 80(100) 
(100) (100) 

From the table we can conclude that most of the 
respondents (44%) were spending Rs. 2000-3000 per 
month for food. Only I 0% of the respondents were 
spending Rs. 4000-5000 for food and most of them 
belong to the income class Rs. I 0000-20000. 

Problems Faced During the Purchase of Goods from 
Triveni Stores 

An attempt was also made in this study to understand the 

·problems faced during the purchase of goods from 
Triveni stores. 60% of the respondents indicated 
unavailabiiity of the basic goods as the main problem 
during purchase. The availability of the product is 
among the major factor affecting the selection of retail 
store by the customer. lt will also affect the customer 
perception. Long queues for subsidized items and lack of 
shopping space are other two problems faced by the 
respondents. 
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Awareness about Special Scheme 

Nanma is special scheme to serve the poor mass of the 
state with basic necessities for the families in Kerala. 
But only 24% of the respondents knew about the new 
project of Consumerfed and of which only 4 
respondents were availing the service. It indicates the 
need for sale promotion measures. 

Factors InflueQce the Respondents to Purchase the 
Goods from Triveni Store 

The study also reveals some of the factors influence the 
respondents to purchase the goods from Triveni Stores. 
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The responses are multiple in natures i.e., a respondent 
might have give more than one reason to buy the goods 
from the store. 66% respondents visit due to the fact that 
the stores provide good customer care: Out of 80 
respondents 62(78%) have agreed that their residence is 
nearer to the Triveni store and this drove them to buy the 
goods from Triveni. 25% respondents opinioned that 
their working site is close to the store and hence they are 
selecting Triveni store for purchasing of 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. 

Customer Satisfaction towards the Sample Triveni Retail Chain Stores 

Table 3 : Customers Satisfaction towards Triveni Reatil Stores 

SI. Statement SA A NO D SDA Total Index Rank 
No. Score 

1 Stores are conveniently located 38 27 7 8 - 335 83.75 10 

2 Ambience of the store is good 41 39 - - - 361 90.25 3 

3 Store atmosphere and decor are 35 30 4 11 - 329 82.25 11 
annealing 

4 Store hours are convenient for the 38 40 2 - - 356 89 5 
shoooine needs 

5 The packaging of the products is 30 31 10 9 - 322 80.5 13 
eood 

6 The promotional activities of the 4 23 16 36 1 233 58.25 15 
store is good 

7 Availability of advertised product is 17 30 10 21 2 279 69.75 14 
there in stock 

8 Good product varieties are present 33 44 3 - - 350 87.5 6 

9 Good quality products are available 30 48 2 - - 348 87 7 

10 Product display is attractive 47 25 7 1 - 358 89.5 4 

11 Damaged and defective goods are 35 36 9 - - 346 86.5 8 
reolaced 

12 Spacing of the goods wit_hin the store 27 ·33 13 9 - 324 81 12 
is good 

13 nhe purchase time required within 40 27 7 6 - 3~-1 85.25 9 
the store is less 

14 Store has lowest prices in the area 61 19 - - - 381 95.25 1 

15 The customer service is good 58 18 6 - - 380 95 2 

Total 5043 84.05 

Source: Compiled from primf!ry data 
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1i~~QP..Qtl),t.% ~~~ %itti:efii~<:1! wi:tl)i ll~~'B~~t.: t~ ti).~ ~:t~J~m~0:1t 
·~t.Q}i~ l~.Q,Wi%<Yi~Ce.~r.WtQ,i~Q.t: {cm-tJ;i~ih~~Jj>j;l;ltQ..~~<il.$1' .. lJb~ 
~tmii i[l;l!~ '(Q,~~qj l?}i%Qil!<e~ ~;mi~ti~%' ~Q~ t.b.~ ~t]!t~J;J;l;~Q:t:; 

~~JiiQl <!.lti in.<!~*. <i~%'1/..i'o/,ct,.1IIPc.~ ~;t,~tS:.t~~JJk '(Q.~Q<ru ~1!15:t)y 
lf)i%<J:~'8l.% l!ll~ %~4J:IJ!.Q;I~• {tt.<t~~ @1 W,Q.~"x ~ ~1~>. 1Jlit~ 
lj~s-Pi,Q,i,.<!~~t§. ~ilil.t41 ~Jm!tt~ <m-~<'?i-.io/,~J t.l)~i ~~m@il~i~cru 
<!P.!h <!~4Jt<e.tJjv,~ . ¥,QR.Q.~ ¥1~ Iilt~~~<M-. 1flit~- ~J@t~J}i~JJ~, 
~Ji~lnmte tJm~ r;tqf'ljri<t<!l '¾ittJiiJ»1 th~ ~t~Jle.: i~ ,~~~,. m,Q.~~<ill 
lt1tfiQ,1i(c th!t fix.s~~rul~11P§; ¥,Q.tt @.1 i»~~~ cefr• ~~3/,i .. · lfl)~ 
Iix.~Pi,Q,l}Q~l}~.; tt~JVj~S.fi.~q] thmt lilMb ~tMJ~S_; WI~ ~Q_ijiY,~JJi~JJPJ~ 
IR,~l!~QI \1/.ith1 4111 initt~ ~~0 &,~.JP.,o/,0.,. lfl)~..: ~u_sJi.ii!m~li~ w,eJl~ 
s ... "'PJ~Jii~<!I \1/.ith1 @1 in~~~ <eft'~£Qi o/,oJ 1J~t¥idJn1g th~ 'SJ:5i>Ji~ 
¥mR,SJ?.l!~.e.: @.fM Q.~CJlJ"r l!fle.: l!lfPi,ft.<!l~.!J~\. lfl)~ ~l!~J~J1l~J1S_; 
rie_s11,q,ni~<!J '¾ith1 l!m imte_~ q,tj·&:J1o/,0Jfie~~r1<Un.~\ th~' S.ll!.c_intg 
Q,ffth!!.:~Q,Q,Q§;~Jfujfl11:fl~-:SJQJie.;i~.;~OJt<!l'..lJl)~lf-l!.~lyJ!~!JfgQij" 
th!3.:P.JR<!.u"cJ~.,i~.:;tQ,Q,qjf.Qfrtb~.!c_uJ>_tQ.m~Jis.,<!n~th~..!~4!t!lm.~J!tt 
s.9_Q,UJi~_<!J &,OJ~o/,o.;. ~~htbjJj~., ~ft• a_<tv,e_ritj~_e_dJ ip1o_clu_cJt ii>.; 
th!3Ji'e'fi1SJQ,cJ~G_@,17RJo/;o))a_qpJ1:fl~.;}1f.Q.tn9JJj~n!!lla~cJtiMiJt!:ts.,Qfi' 
th~.:SJ.PJ1e.:,me.;lf,Q..Q.dJ(1?~7.fi%o))S.9_o_rie_dJv,e_1oyI~_&,s.;A'Jw.g~Jh~Jr 
tlme_e.; sJa!~.ff!~Jlt~., tQ.tt v,e_toy tQ.O_dj s_c_O.f~..! ~,O..;JJOvQlYo'.}), @I'.i 

· · ·• sj~J~_11w.nt~,;g__,~tto.st<!J s.9.m-~.:((l~J}.}9,0JY;o))a:n!iJtw,o.JsJM~Jn1tntt 
g..:,qj:tP,5tOJrS.9.9J.fl~-S~.;thflJh8vOJ1/;o)),ljQ~,,!C_Qmp,..~jt~.;in!iJt~(OJ'r 
tb~_>S.ffi!@..,.tp.,e,nifJ'¥1it~.;&,4i9.fiso/:o:ia:n!iJittin\iJ9_aJ~.§J&,O_Q,djs5mvJ9_e~ 
~J i¥,eJpsiJ QYy tb~.: ({,oJ1limn~sf.e_dJ. 'lihi~.,r~_sJJJtt aJ$.9Jr~y,eJl!~ 
th;iJtth~.!<f-oJl~JlJ!'!~Jf.e_dJq!l:~.;tR>t<ba:t IQQ!gWJlYytPJ~ttaih1 th~.: 
v,eJo'y~Q9..s1m.-~i!i{-Uh,fyJ:Rf~-O~°¼eJ;,th~.!Sjµ_Q}y•Q.!~.rJt1dJ~p)9j~3 
th~.! O_ijj1JiPJ11 off CJ.1Jilftm~Jp3 r~gJtrA.!!1~ th~.! litn·itttdJ 
Prf PJTIPJ!PJ!!lJPTI~M!ff~§.,,4.~s<!iCJ>_QprYJftt!V,ejJ1!>.tirnti9-11~.;clOPJ 
rn~JnlY./!:1J19JlSUQYytU~.!gJtv,emm~nttoJf1Y~Jftl~J,ittma)'.v'1~u1,e.; 
it~.i Q}Yi!h Iimitt1.ti9Jl~3 r~g~<U"i:fjngJ ~p..,emUhgJ llWJt.! 0_111 
ij!'PJTIPJ!R,111 P~!yJIJW.lYy aJl$eJ't!$§.!TI!:l.!1tt-s. IiIPJV,ey1eJr, toJ 
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re,tain the QUS.tQmers.~ Consumerfed should take 
'~.pp1;<:2priatti: mea:sures. tQ reach the potential consumers 
parttQ1JJav~ ~ouths.. 

Conclusion 

Ret~.m~ tS; a.S; ~kl! as a.gri:c;ulture .. Human dvil:izatron 
WJ~ .. de.:lietaiUog a.s C.Qre, s.ec.tQ.rofthe, e.e.0n.0my. Am.ong, the 
~i;f;'feJieljlJ: foJ?nl&; oj h):11sin:es.s: Oligam,izatfon,s: engaigedl in, 
1;e,t.:a~~t1:1,g,,, C.OQP,eJJa.ti:v,:e.s: a:re: wta~ing, a w:iiv0ta1ll Ii0l'e m 
~bro..Q&:li.: ~,l!t C,Ql!l,llltJjte:S: •. lrlili ]a.dlia~, C.0JilSU1illleli' eoop.eliati;ves: 
b.a~e.:@Ji21i.: sb.~wo1 sJ'@1iiti:c.ant g_l'Ci>J'\Mtlli.1 in.: the; reeen:ttwast. liriJJ 

· t.:b.e.: stat~ 0.,f .Kelia,b~, too) pJJiwali).;'i leMe:LI ancl!. distrriet le:vell 
C.©J.l:&:lJm.eJi· C.0..QJ?,®ia.ttv,:e..s; faite,cl.l to) w.erl0.mni Th.etten;, JH'en:ee~. 
tle.:aie~f~cl:eliati:<i)n ua:melw<t:~n-sumerlecll t0.0k ini'tiatii've: 
t.~ $,~ lie:ta:i:I! e.laaii1 st0Jie.s, thri0_u:g_h0,utt the, state, amil m;e: 
~eJi\~1iifil~t.lli.~ P.,e.<i!ipJiCii: i;>,e.tteJi;. M:anke,tt io,te:mr.en,tfom1 andl nmiee: 
~t@~jil~~l!cti~J111 ari~ tJn.,e; 1ililajp11· <:i&j)~.eJ1i~e.s; 0if e@.0w.enatiMes; 
im~ iis; ~ejn~m:e.t:miY,;the:<C.~nS.liUilil:eJJffe.01 .. lTThe,<C.0nsumer.1fecll 
is., ijj)M~lv.e.Cill io1 arltm~sJt adU! ae,ni~dme.s; trlilait w.ifflll mailte: 16iffe: 
~~j~_rr fi<i>J1· md~~B:e1 am1l Im;w.e..11· ine_@m~t gn@.ll)l'S, 0.lftJlie; stare.:. 
1Ib~ <.J!~~lilileJis, arie.; ads@; satis.ffiedl w.ilih1 nne: semd~es; 01tr 
<c..~Q~1un~rrfi¢.dJ an:cll g!'li:v.e.; ani iod'.e.¾' 0fi'8W!J~6.i~t. Ilti. e:lbar.l~; 
iilil1q!ii<i:.:a1t.e.!S, ttb1e.: P,Jti{i)Jfi<ts,s;ii0in1a11l m1a1111mgi.e:m1en11t odf 
<l;,Ql}:Sl!me.n:ffe_<K ]he.: l~as.tt s,<..0.ne: w.as, fl<l>n· laeR: @ff 
a;~eJiltiis_e.m.:eJJitt and! P,JiQm10Jii(i)_t1a11l 1rneas;Ullle.8'.. lJne: 
rie_s_e_::rncJteJ"tS., fi<ltundl tJh:a,tt lllie; <t.0.ns.umerJ!edl . stantedl · 
a_dJ1,eJit.isjilgJ ne.g_.1.danlw ib1_ die.\ m~y.,.s.gaP,~liS, J?,antfo.ulanl&,'@m 
the.: Pr,ni!lJt 0jj•ttw,eJl~ Qne.: es.sentlia.U P,m.dbc.t!». ILett ttte: 
SJt!iV,i!l_e.:c_qntiill!e.:a11dJttte.:P,.e.0.P,Je..:0.frK'erialameaP,Jtfie.:ffiuiis; 
0J1<c_Qns_um ~.rif'e.dt. 
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