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I. INTRODUCTIOR

From time immemorial, the fsmily has been the unit
of production of houashold neceasities, The sembers
produced enough to satisfy their needs and conaumed thea
without depending on outside help. Jelf sufficency thus
prevalled in the ancient family system, "Hearly every-
thing that was produced was produced by the family™ report
Ogburn and Nimkoff (1969)3'. The homemaker played : vital
role as a producer and consumer, The need %o purchase
foods from the ocutside market did not exist, because of
the selfl sufficiency of the family wait. Conseguently
there wers no aarkets.

The outcome of the industrial revelution which started
around the Eighteenth Century changed the production :spe-
cts in the home, Wuking it possible for production teo be
carried on outside the home, Due to specialization in
largs scale proddction both the gquantity and quality of
the goods produced progressively increased, 7This grest
upheaval brought amg.si&nifiam changes in the home,
as Gisbert (1960)2 states "The modern family s no longer
the economic unit that it was in the middle ages, where
production, distribution and consumption w;legaﬁi in the
hose as a self.sufficient unit in an agricultural and
handieraft economy.”
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Gisbert's (1960)° statement is endorsed by Biesanz
and Biesanz (1959)7 with regard to small urban families.
Herrill {1963.)" points out that the direct production of
goods and services by the family has greatly decreased
as a result of the changes in the social and economic
structure,

Ogburn and Nimkoff (1960)) further state "The process
of the transfer of economic functions from the urban fazie.
ly %o outslide agencies has gone quite far in the past
century and has left now chiefly cooking, the care of the
house, laundering and some sewing in the urban family.”
From a position of direct centrol over the economic face
tors that determime the family's well beinz it has Decome
subject to forces largely outside its imasdiate control.,

Industrialization has helped more people to gain
employaent, Therefore the individuals today have more
money at their command, "Technological advancement is
such that the conteamporary family consumes more and better
goods”™ states Merrill (1961)®, This has also brought in
its train, a widd variety of zoods from which a homemaker
nseds to sslect her requirements,

Redd (1934)7 views the process of selecting and pur-
chasing as a M*; activity, This activivy is iapore
tant in shat 1t decides the level of living of the family.
The homemaker is the chief purchaser for the family, Her
choice determines the standard of living and welfare of
the members of her f.mily and influences thsir attitudes
towards life. This is aptly expressed by Goedyear and
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Klohr (1958)6 *Haking cheicea at the market place is one
phase of home makin: that has become increasingly impore
tant as the home has changed from primarily a production
to a consuaption unit.” Making the right type of choices
ia particularly impertant in the case of food purchases.
Food 13 one of the basic needs of human beings. Froper
selection and use of foods results in healthy and intelli-
gent persons who make life in the home harmonious and
Joyful, By Mag the right combinations of foods at
the right time frem the right place the homemaker c¢an
saxinlise the advantages accruing to the family, How off.
sctively shs makes her cheice, will be decided by her
assessing the family needs, Jjudging the quality of foods,
and deciding on the tyre of market from which she will
purchase the commodities, According to Coles (1938)7 it
iz often the ratailer from whom the homemaker in a2 small
commnity secures goods, The retaller serves as a purcha-
sing agent for his suall community. 4 retailer who gives
tiae homemaker quality goods, and other ssrvices, which
ahamoﬂshan;aset&emr since he helps her to get
maximus satisfaction for her expenditure.

Retailing services.may be provided by either private
retuil stores or censumers' .mmuvo stores, Consumers
cooperstives are being promoted through the Five Year Plans.
Reid (19%)‘ views the consumer cooperative as a democratic,
non profit org-nisation trying to serve the homemaker as

a consumer-buyer. The importance of the consumer couvpera-
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-tive is seen from the very fact that it caters solely te
the needs of the consumer. The extsnt to which the cone
sumer cocperatives have been helpful in making the hcme-
maker a better consumer-buyer needs to be studied, in
order to make them more effective.

This study alms at assessing the hcome maker's choice
of shops for purehasing groceries; how that choice helps
her in her household management and the role of the con-
sumer cooperatives in helping the homemaker towards more
efficient management of family resources. This would be
done through the answers given by the selected homemakers
to the interview schedule specially designed for the
purposa.

The study is aimed at bringing out the problems faced
by the homemakers while purchasing from eaam-ceapm-
tives and finding solutions to them. It is hoped that
the findings of this study will be of use to the coopera~
tives to base their future action to the extent feasible.



The literatures available was reviewed under tiae follew-
ing headinga -
A. Mansgement of Resources
1. ¥Wise management of available ressurces in ths home
2, Banagement in the variocus stages of purchasing
3. Factors affecting wise purchasing
B, lionemaker's role as a purchaser,
1. Consumer's soversignity and cholce
2. Homemaker - the Chief purchaser in the home
3. Adds to help the homemaker buy effectively
4. The homemaker ani food purchases
Co Froblems faced by the homemaker while purchasing
D, The retall Market
1. Narket
2, Retalling
3. Retail servicea
E. The essencs of coopsration with special reference te
consumsr sooperatives.
F, & briel history of consumer cogperatives in
i1. India
2. Abroad
G. Scope of consumer cooperativec movement in India

Nansrpament of Avallable Heseures

*The Home" in Indian philosephy is identified with the




woman of the House, says Devadas (1958)7. This is so

becauss tne home ani family are used as synonymous termas
and the woman is pictured as the one who could make or
sar this institution., "Home 13 really another name for
womsn - the mother and wife.”

Thiruvalluvar points out that "if the mistress of the
house possesses the qualities of a true life partner,
there §s nothing that will be wanting in that houSS.....”
(o910,

- The need for good management inm the home is a8 sssen-
tial as 1t is in the gutaide industry. “Good sanagement,
or scientific management, achieves a social objective with
with satisfaction for the participants and the publie,”
says Niles (1956)%. Sne further states that "scientific
management exercises basic, systematic technique in dis-
covering and establishing objectives, plans, standards,
methods, schedules and controls, all within the laws of
each situation and in an envirenment of high morale and

Breeh (1961)12 considers management as being concerned
with seeing that the job gets done; its tasks all cemtre
on planning and guiding Yhe opsrations that are geing on
in the enterprise.”

" Goodyesr and Klokr (1954)% peint out that "Manage-
ment is the process of realizing values and goals through
the effective use of human and material resources.” The



7
resourcss include human resources such as energy, abili-
ties, attitudes, knowledge and material resource:z such as
tise, money and community facilities. Nickell and Dorsey
(1963127 opine that mansgement in the home is a dysamic
force in living, the mental work and power that puts the
machinery of homemaking into action and kesps it going.

It is planned activity and living directed toward the sati-
sfying of wishes and the attaining of goals within the
home. The three purposive, dynamic and fundamental steps
of management given by Hickell and Dorsey are planning,
which is mapping out of action in erder to reach imsediate
and lomg term goals; controlling a plam in action means
individual or join$ effort in making the plam werk and
evaluating 1is looking back over what has been done and
judging the results in the light of family goals.

Greoss and Crandall (195&11‘ opine "management occurs
when there is some problem to solve some choice to make",
Therefore to the homemaker of today whose resources ars
linited the practice of good manasement is very essential,

Goodyear and Xlehr {19ﬁ3é state “"The inevitable over-
lapping in demands on time, enerzy, and other rsscurces
aust be taken into account in planning™ when several goals
are sought simultaneocusly. Since resources are seldem
adequate for the achievement of all goals, choiceshave to
be made or some way found to inerease rescurces.

Time sanagement is neceasary and important because of
its limited nature., As Nickell and Dorsey (1963)1% petnt
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out everyens has 24 hours a day. Money which is an impor.
tant reseurcs is sften more limited than time to the home-
mnaker; tharefore great akill is nesded on the part of the
homemaker for the utilization of thess resources.

Even when resources are unlimited, one i3 able to achi-
eve greater satisfaction because of wise managemsnt or a
better seiection of the required goods and services, thus
raising his standard of living, which accerding to Andrews
(1935}15 is "Hias pattern of inner values, of subjective
desires and insistences as to goods and services which he
conalders essential, and to achieve which he will make any
reasenable sagrifice.....".

To iaprove eme's standard of living, & wise choice of
gooda and services is necsssary. In other werds our pur-
chases should be well managed and our expenditure pattern
wise,

ment _An She varigus Stages of Pyrek

; B , asing: Kelley
(1953)16 says that buying today recogaises three distinst
stages preshopping, market selection and folleow wp., 3xpe-
rience gained in the previocus purchase helps in planaing
and buying the next purchase.

*Preshopping' says Kelley (1953)2° takes inte consi-
deration Swo aspects: (a) valuation or ranking of relative
importance of all 1life goals regardless of immediate pros-
pecta of their achievement. The leng range ;;nlt have
always to be kept in mind to see that our short tera pur-
chases help us towards them.
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To guide one in this stage shopping lists and backe-
ground lists are recoumended by ¥ilhelms and it imerl
(1959)37, This view 1s endarsed by Kelley (1953)38 aince
it enables selection to be made economising time and efforg
and alsc ensures accuracy of the selasction mads.

¥Wilkelms and Hriserl (1959)27 talk of the case where
*a single purchase aeeds to be correlated with a whele
programme”, In such cases the trick is te think in terms
of two basic features (i) taking an inventory on whers
you now stand (ii) looking ahead tc what you hepe te
achieve.

In tae first stage the main thing "is reflective thin-
king, to know what we have and list what ws want according
to priority, The next stage is vo look ahead %o tae ultie
aats goals, If we think of both the present and the future,
we cun make each purchase earry us a listle farther up the
road we want to travel.”

.~ Market selection deals with securing the best goeds
available with s minimum of expenditure of time, effert,
- money and diowéamt. "It cennects preshepping and
budgetary eiforts with potentials for wtility” says
Kelley (1953)%6,

Smphasising the need for wiss choice and its importance
Troelstrup (1957)%% says "Cheice is a fundamental problea
for all human beings, It is also a very ceq.loxpmhn
today” becauss "we are living in an eabarasssent of riches
age.” Kelley (1953)1® states "market selection is a very
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practical phase of consumer-econoaics in which skill ecan
be developed with practice and Achiathn.;arc easy to
see." Market selection involves the waking of declaions
as to "what to buy, including what brand, whers and how
to b:ny. when to make certain purchases, with what fre-
quancy and in what amounts, negotiation of tora; = whether
cash or credit, what guarantees and services to utilize
and similar factors neceasary to translate money into
real income.,”

Unce goods have been purchased, they are still useless
until anticipated benefits have been realised. This ia
viewed a: the follow up atage by Kelley (1953)16 who wmays
that follow-up 13 concerned with all activities necessary
to secure maximuz benefits from goods purchased, to mes~
sure the success of previous buﬁng and to maks effective
use of expsrisnce for the future., He says “Adequate atte-
ntion to follow up enhances the utility received froem
purchases, provides a Isysta of mezsuring the success of
preshopping and market sslection and furnishes the best
basis for the @ovuwt of future buying.” At this stage
she recommends the family council to help in aaking good
market seslsction,

A careful following of the different stages of buying
results in what is known as ‘wise purchazing', because
here is the balance of 1n§ornts compating r;r the home-

maker's reasources.

*How to buy more
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\‘\\_hwwns’ most important business
problea” says Andrews (1915)17 and now effectively the
purchases are made depends on many factors,

Hystrom (1929)33 giving an exhaustive list of factors
affecting echoice mentions ten factors. They aret The
funiamental wants; tue consumer's purchasing power; the
habits of individuals and customs of groups, Fashioen,
Availability of the goods; non-availability of the goods
needed; Advertising and Sales promoiicn methods; Preducer's
monopoly; Goodwill enjoyesd by the concern and the knowledge
possessed by tie consuser regarding the commodities.

Wyand's (1937)%! claseification is more broad-tased,
and he mentions the various facters affecting cheice under
two heads: (a) Immediate determimants and (b} Remote deter-
minants.

The immediats determinants include the sense percepts
and payehie¢ factors, The remote determinants include
individual and group determinants, physical determinants,
econoni¢ determinants and institutional determinantas,

These determinants consist of the factors such as climatie
influences, influence of private agencies, gevernmsental
influences and consumer cooperation. These are mentioned

in addision to all the factérs mentioned by Nystrom (1929)°,
Illustrating the influence of habit, Wyand (1937!21 says, |
"Une of the outstanding characteristics of ch.oia is iss
domination by habit - but mo choice 13 ever made without
reierence to incoms,.”
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Waite and C ady (1939}22 give the pasychological
basis of analys _ and the =ffect of price uponm choice.
T:e psychological basis of the analysis includes the varis
ous desires such a: desire for rest, comfort, eco- j
nenjr and |all the other points given by Nystrom (1929)20
Waite and Cassady (1939)22 continue that "Tae-gonsumer
buys some goods at the ruling prices a:xi eliminates other
goods at the ruling prices, It is gquite evident that the

consumer is influenced im his purchass by the price of
these particular zoeds.” Time, intelligence, encrgy,
haalth, habit andi age are tie other limitations mentiocned,

Kelley {1953}16 mentions three factors that affect
choice. They are (1) channels of communication such as
reading periodicals, broadcasting and movies (2) secial
contacts like trawel, meetings, conversation and clud
affiliations (3] experience.

Illustrating the effect of fashion on choice Sapir
(1957)23 says "Por the vaet majority of husan beings the
cholce lies between unchaniing custom and the legitimate
caprice of custos which is fashion,”

The effect of family composition on housshold purchases
1s tnifcated by Metheny (1962)%* who says that children
influence the food ultet.ian of families. Bigelow (1953i”
lists the following factors that affect consumer®s choice - -
knowledge, skills, sguipament, materials, t.itn. and energy
of family members, governsent regulations such aa credit
restriecvions, iamport duties, rure foeod laws, bullding codes .
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and finally the market erganisation, that is, trade prac-
tices and price fixing,

Coles (1938)7 says that "The value of advertising %o
the consumer depends first upon its effect upon censumers
as "Choosers' of goods and second upen consumers as
‘Buyers' ". She continues "Advertising has far reaching
effects upon our problems as choosers of goods and is
extremely impertant in this respect.

The far reaching effects of advertisements on the home-
maker's purchasing habits was revealed by the study corduc-
ted by Deshmukh (1962)26 who found that more than 75 per
cent of the hoaemskers were influenced by advertisements
in their purchasing of beverages, toilet soaps, face powder,
wanhing soaps and dental preparation.
 Being limited by all thess factors im choice making
the homemaker should purchase wisely. As Kyrk (1953)27
points out izood buying is the resultant of two facters,
one the methods and information availavle to ths buyer,
the other the devices and arrangements of the markets.,"

‘he concludes "Neither the buyer, nor the market agencies
is completely responsible for mistakes in selection,”



1. Consumer's Soyersignisy And Choice: Today the consumer
is sald to Le sovereign, meaning thal ne has the right to
buy or not Lo buy. Foete (1?53}28 states "Aa freedom of
choice in expenditure incresses in the tangi%la form of
discretiocnary income and time, the need {or expliecit crie
teria of juigment will become more consciously felt by the
c.nsumer, Setter Jjudgment is needed, and the more the cone
suiser develops i, the more likely is he to be autonomous.
And the more autonomous he 13 given a chance to becoms,
tne better judgment he is likely to develop. He needs to
becoms able to state what he likes and what he does mot
and why."”

Sounding a caucious note for wise cholce Feote (19’58}%
says "Ine consumer is able Rowad:ys to sclect from a wider
range of sources than sver uefore, The glery of the modern
makket is that 1t gives us the world to cheose froa. But
let there bz ceholce, rathsr than mere collective whiam,

Lat a pattemn d. choice be c¢reated self-conscicusly among
the fitems we buy,."

Bxplaining the sovereiznity of a consuner Haynard st al
(1937)§9 say "It ias tow consuser who determices what shall
be produced and what ahall aat be produced, wien it saall
be produced, the place of purchase and the manner of its
purchase.” This rationaiity will give the preoper direc-
tive to the producers to produce goods nesded on the right
lines and thus aveid waste im the cutside SCOnGRY .
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but have a large voice in determining what is bought."

From the various studies made in the U,S5.A, and in
India by Coles (1938)3, Amburzey and ﬁahi(l?%)n.

Prema (1963)72, sumitra Devi (1963)%%, Krishnamurtny
(1963)3* 1t has been found that the homemakers were res-
ponsible for purchasing most of the taﬂi«’ requirengnts
especially food purchases. This may be so becauss the
"Housewives are the best judges of gquality and variety of
goods required. In urban arsas women are taking inersa-
sinz responsibility for purchasing househeld requirements
from the market™ are mentioned in the issus of the Govern-
ment of India on consumer cgoperatives (1962)%%,

The homemaker®s rols as, purchaser is today becoming
aors difficult not only because of the variety of goods
ét@lﬁw@d in the market, but alse because of the limited
tims &'ﬁilablt for her housshold duties, As Miller sxm)”
peints cut, "Today more women work outaide the home,
expanding their interests i) comaunity and world affairs.”
Inspite of this "the consumer today buys far more intelli-
gently than she did a decade or two ago. A number of edu-
cational forces are respemsible for this advance. These
social, economic and educationral chunges, on the part of
the comsumer, as well as the struggle of business te win
the favour of the consumer have resulted in increased cost
of deoing business; and Mousuaaemw
shrinkage of net profita” says Sweitser €1929)36 « There-
fore if the homemaker is to utilise her rescurces to derive
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maximum satisfaction she sho.ld purchase her requirements
discriminatingly.

to be a good purchaser the homemaker needs to have certain
information. wWilliam (1929) 37 states "She needs information
with regard to a great variety of goods ani she cannot
spend a great deal of time in each individual purchase.”
She needs to e educated as a consumer-buyer, Andrews -’
(1935)1 says "She must be trained to remember that the
purchasing decision is hers to make,not the salesman'’s

and that she sheould vigorously repudiate decisions attem-
pted through pressure salesmanship to wmhich sh:. is 30 come-
monly subjected.” He continues "the home buyer must know
qualities and she must know prices.”

Considering the attention needed by the consumer-buyer
in the act of purchasing wyand (1937) 21 says “"No person
today can hope to use available income effectively without
constant and assiducus attention tu the varied details of
what has bescome the art of buying, It is a fulltime job
for any housewife ani may well tax the ingenuity of the
aost intellizent,.” He continues "ii the housswife wants
value for valus expended, she must be willing to tske her
buying function as seriously as the commercial purchaser
takes his.”

Hilisant buying, scientific facts to b;e; claims,
demanding specific and reliable lables, making newspapers
aware of misrepresentations im advertising and exherting
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large m-n establishments to instal testing umits are
naeana;y for the homemaker to Make her an e{ficient buyer
says Wyand (1937)‘21 quoting Hargey. He says "To waste
any portion of availatle purchaaln: power through stupid
BSuying iz as serious as the reduction of income threugh
ineffectime producing®. #e further defines the wise cone
sumer as one who is primarily concerned with guality and
with the satisfaction of his personal aspirations,

keid (1938)% zentions the following seven factors as
guides for judging the quality of a preduct. They are
experisnce, inspectién, testing, price, brand names, repu~
tation of the retailer and advice of the sales clerk.
Beaides this the custoss and tradition in purchasing alse
may help. The imdividual homemaker may be guided by such
sensory factors as smell, taste, feeling ami sight Seo
judge the quality.

The Money Management Institute (1958)°% sives a few
rules of good buymanahip for consumer's benefit, They are:
(i) Deal openly and hongurably witi those who serve (ii)
Healise that the costs of atore services such as credit
and return privileges ar¢ somewh.re included in the cosi
of the goods (11i) Reirain from buying needlessly, preserve
what you have, avoid unnecessary returns, and think before
vuying in order to get precisely what is needed (iv) *hen
you particularly like or dislike a preduct o; & label on
a product, take time to tell the manufacturer and distri-
buter what you like or dislike about the merchandise or
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the label (v) Support legislation which governs whit is
used in making a preduct (vi) Take an interest in being a
good consumer-citisen. Keep informed about conditions and
problems, consumer legislation, governaent regulations, and
labour conditions, |

The homemaker as a purchaser should know doth the qua-
litative and quantitative standards for the w@usm
mokes, Kelley (1953!16 defines standardization as "That
winich is set up ani established by anthorui as a rule feor
the measurement of quancity, weight, extent, value and
quality.® According to Coles (1938}7 standards prwida a
means by which M and advertisements may be mad- to
serve their pnrpéa as a source of infeormation to consu-
mors by eliminating guess work in buying.

Krishnamurthy (1963)3% points out tnat with the increase
in the varieties of consumer goods, the task o. choesing
gooda 4Ff right quality has become very dxi‘ﬁealc. and shis
has necesaitated standariisation of consumer geods. The
indian Standards Institute has devoted considerable atben.
tion on consumer goods standards, He continues "Indian
Standards on consuasr gooia give the buyer as well as manu-
facturer kuown objective criteria to asssss the quality
of the geods,”™ He further Says that the Indian foeod stane-
dards ensure cumplete hygiene and cleanliness., It is the
duty of the homemaker to make the beast use of this guide
while purchasing. This {3 supported by Singh's (1962)39
statsment "Standardisation mn' time otherwise wasted g
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the bargaining coulter for selecting sn article”. It is
very essential for (t.ha homemaksr to know about standardi-
zation as it protects the consuxer against the sale of nom
standard and spurious goods.

The lewsletter of the vonsum:rs Asso:istien of India
(1962)*0 reports that tne consumer should be wide awak:
and should Le conscious of m quality of the preduce ne
purchases,

The two basic syszstems of quantity standards ia use
are the British and the Metric. Im India ¥etric system
is in vogue now. "The Govermrmant of India breught in this
systea in order to uring about uniforzity taroughout the
eountry” reports the Uirectory of Times of India {1958)‘1.
i Since tiae homemaker's
rols as a purchaser is vary significant and thw well being
of the family depends on her she has to make wise purchases.
PGood buying is the sslection of the best article available
for the purposs with a minimum expenditure of time, energy
and money” reports Kyrk (1953)%7, Health is veslth, Geod
food is very essential for a happ: family. Today's home-
maker nesds to conalder more carefully her foed purchasss
due to tae growth in the types of foods available and the
increase in man's food fads, This is explzined by Dewey
(1915)"2 who says "the food of the pﬁdt&vc.m was very
simple compared with the present day requirements.,.. Man
has gone on surrounding his dally meals with increasing
complexities”,

*
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"The quality and quantity of food purchased for the
f.mily depend mainly on the purchasing practices of the
homemaker - her information and skill in choice making,
her willingness to shop at Lhe stores wiere the best byys
are availadble and her aciual selection of the food" séys
Iroelstrup (1?5?)3'8.

Mentioning the importance of good food Kuppaswamy (1962)%
says "more food and proper food is tie only way to lifé the
present health standard of the masses.” ‘he continues that
the public should be taught to ehoose food wisely and deve-
lop skill in its purchasirng and preparation.

Karnad (1%2)“ says "ihe housewife is the caretaker
of the family and 15 the best judge of the family's consume
ption needs. [he responsibility of emsuring high qualisy
foods, therefors, rests with tne housewife.”



C. PROBLENS FACED BY THE HMOMEMAXER wiILE PURCHASING,

*If one attempts to list the prodlems which face the
woman responsible for her own or her family's purchasirg
one begine tc realise how multifariocus they are" says
Cook (1929)% deseribing the complexity of purehasing
problems of the homemaker,

In the case of purchasss the problems of whers, when,
how much and what to buy become very important and in addi-
tion there is the prodbles of how to pay for the goeods,
Each consumer preblea becomes more complex as the variety
of preducts increases and as conflicting claims continue
to be made regarding commodities and the several channels
of diatribution say Waite and Cassady (1939)2%,

The U.S5.Department of Kational Education Association
{$9SOI"’6 has attributed three reasons for the new problems
faced by the consumer, changes in gquality, guantity and
variety of goods arnd services; changes in conaumers;
changes in the sosio-economic environment. The shift from
an agrarian umgny to a highly industrialised system has
required an increase of the socio econocmic competence of
the citisenry.

willtems (1929)37 points out that the homemaker's
lack of specialisation mo; her probless as a buyer
especially acute. ¥illiams (1929)37 and Ceox (1929)4°
opine that the most important consuzmer problem is the
analysing of needs and wanta.

Kelley (1953)36 peints out that "Market selection
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involves decisions as to what to buy, including what brand,
where and how to buy, when to make certain purchasss, with
what fregquency ani in what ameunts, negotiation of terss -
¥hether cash or credit, what guariuntees and services to
utilize and similar factors necessary to translate money
inte real income."

¥Waite and Caseady (1939) 22 opine "The problea of what
to buy is at once the most important and the most difficule
of the several purchasing probleas.” “Selsction of the best
articls for each purpose is thz major geal of careful buying®
says Xelley (1953)25. Bagelow (1953)% also concurs wita
this f{dea when he aays "In determining what to buy, the
consumer buyer is primarily concerned with the sslection
of the article which will best satisafy a particular want
or & group of wants. This sslection can be made intelli-
gently emly if the conaumer-buyer has a clear idea of the
uses to which the purchase is t¢ be put; only if he has
adequats information asbout what is available on the lecal
market or can be secured in larger markets, ani what generally
constitutes good quality and sound values.” A similar state-
ment is made by Heid (1933? who says “A knowledge of the
goods available in the market, their relative quality and
price is esssential.”

Waite and Cassady (1939)%2 point out that in recent
yoars tiere has besn a tremendeus increase in. ths number
and variety of storea catering to the needs of the consumer,
Identical geoods are sold at different prices iz the stores



of the same community.
tantial in many instances.*

tion of the store all censtribute to the consumer's problem
of where to buy.” The stores attract customers by threse
major appeals - quality, services and price.

Kyrk (1953)27 considers the primary probles of the
consumer-buysr as ascertaining which among the goods avaie
lable have the gualities essential for her purpose and
which have thes to the highest degree. Heid (1938)% states
*For the majority of families price is an imporcant consi~
deration,” In makin; price comparisons the buyer may find
it difficult to recegnise quality and unless quality can
be recognised it is impossible to say whether the price in
one store i3 higher or lower than the other. "1 conaumers
are to zet the most for their monsy, & zreater knowledgze
of price is important.”

' The consumer is often confronted with the problea of
when to buy. "Certain times are more favourable tharn others
for buying,” says Reid (1938)%. Waite and Cassady (1939)%2
point out "Another possibility of saving lies im purchasing
articles at the proper time.® They say that food is an
important zroup among the many products the p;*iesa of whieh
vary during the yesr and the purchase of those products
need carsful consideration,



larger quantity on hand, on the -

investment involved in the yarah;-¢w

ehable guantity purchasing to save not only the household
money but the time of the housewifie as well.

Finally, consumers face the problem of how to pay for
tie goo.is., Lonsumers must decide whetner to pay in cash
or crodit aceording to their convenience. “cash payment
and thrift are closely identified in the minde of amany
people™ says E.id.(393318. he suggests a few alternatives
when the consumer Jdoes not have suificient funds to make
payments, They are;postponing the purchase until the
necessary funds are accumulated; buying on the instalment
plan or the money being secured from some other source,

Bigelow (1957)%3 points out that ihe consumer-buyer
is at a further disadvantage because the present day market-
ing system has grown up along lines determined mainly by
producers who have sometaing to sell. fShne increase im our
productive capacity is putting on the market every year
not only long lists of new commodities, but also a bewilde~
ring array of variatiens in the things femilies are accuse
tomed to buy. "The comparatively rapid shift from secarecity
to leas scarcity has crpated new problems for consusers,"
observes Gorden (1957)%7,

"Food problems exist in almost every tanil! regardleas
of income and home production” says Troelstrup (1957)1‘.
Food management is tnerefore one of the most important jobs
in the home, It is in the hands of tie homemaker that the



27

problem of purchasing rest: and she has to face it and
solve 1t 30 that it is bwﬁ.ci&l to the family,
D. THE RRTAIL MARKET
i, Harket: "A market is commonly thought of as a place
where commodities are bought and sold" says Benham (1‘?55)"8'
“Market m be defined as any area over which buyers and
sellers are in such close touch with one anotier, either
directly or through dealers tnat the prices obtainable in
ons part of the market affect the prices paid in other parts.”

The definition given by Tousley gt al (1962)%9 further
gives a detailed idea sbout the functions of the market.
They eall it "A centre about which, or an area in which,
the forces leading to sxchanges of title to a particular
freduct operate ani toward which and from which the actual
goods tend to travel.” Haynardst al (1937)2 mentica the
following types of aarkets: local growers' market, esatral
markets, sscondary wholesale markets and retail markets.
The function of each typs of market varies conaiderably
froa the other. Cocirame and Bell (1956)%0 point out that
the scope of any market is limited by the number of buyers
and sellers, who are in close ecommunication with one another
ard who handle a similar commodity. It is the sphere within
which price making forces t.t;xd o eperate. Among the variocus
types of markets the retail markets are of grpatest impor -
tances to the conasumer,

The characteristics of a good market as siven by
Redd {193858 are: .
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markets and consumer cooperatives, The function performed
or services rendered vary with different types.

¥ith regard Lo the importance of retaiiing Kelley and
Brisco (1957)°% report that "Retailers interprst and stimulate
demand for known products and do creative merchandising for
new ones,® They say that retailing is the most expensive
Sﬁ&ﬁ% qf marketing. Retailin: stimulates a risin: standard
of living by increasing the wants of the consusers. [lhe
consuners are tempted to satisfy thes wants created by the
retailers' display and advertising and expand tneir wants.
Since credit facilities are offered it helps to maintain a
preoper balance between spending and the ability to pay.
setalling eonverts purchasing power inte the purchases
needed for the maintenance of the functioning economy and
employmsnt in all other industries,
3. Ratail Servicegs: "Retalling includes all forms of
selling to ultimate consumers as counstrasted with whole-
saling which is concerned with sales Lo business buyers,”
8ay Tousley g% al (1962)49, Kelley and Brisco (1957)°%
point ouu that the primary functions of retailing, buying
and selliny are services, and retailing is clasaified as a
service industry, in contrast te primary production, But
modern retailing goes beyond this elementary concept and
seeks Lo expand its services to consumers both through
periorming its primary functions more .ffiei;;tly and by
rendering additional services, in the interests of the
consumer but also at a profit to the store,
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Kelley and Brisco (1957)°1 mention that the "Service
rendered to custosers is often the major fact.cf determining
success in retailing.® They continue tiat a service is an
intagible benefit in centrast to a ccmmodity or merchandise
both of which satialy human wants, Performing a service
consists of deing something in the interests of others, and
in the case of the retail stores, it is the customer for
whom Che services are rendered.

Xelley and Brisco (195‘”5 1 mention three cate ories of
retail services: (a) Basic services (b) Facilitating services
(¢} Promotional services. ihe detailed list of services are
discussed at length by Aeid {1938)%, Felley and Brisco i
(295751, coles (1938)7 and Nystrom (1937)52. The retatl
services include delivery, wrapping, telephone and mail
order service, packaging, small size purchase, haniling of
consumer complaints, returned good aervice and providing
a variety of goods to choose {rom, (oles (1938)7 says
"An impoertant service is performed by the retailer when he
rearranges goods or breaks up the lar-e quantities as
received from m whelgsaler, manufacturer, or grower into
the small quantities desired by the conaumers,” The consa~
mers want z00ds {n small guantities, and dif{ferent kinds
of goods in different varict:ica from which to chooss.

Resd (1939)%

and services as one ol the retailing service,

mentions the provision of a varievy of goods

"Hetail . store delivery of amerchandiss to conswsers
is a service that has long been rendered without sxtra .
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charge by most stores. It is a service that seems necesaary
in connection with the sale of heavy, bulky goeds which
cannot be readily carried by customers" states ﬁynrenu?}ﬂ”.
"Delivery is a service important to consumers for various
reasons such as the sense of the sense of personal dignity;
the families® attitude toward social econventions; if the
article is bulky or heavy and it would be difficult for the
buyers to transport it if customers order by telephone”
says field (1938)%. "Although self service and limited
service stores have grown rapidly in the past few years
free delivery of purchases is a service that still must be
of fered by many types of retail stores,” say Kelley and
Brisco (1957)° 1 Ies imporiance is iathfaﬁ that the delivery
service of a store may be a definite builder of goodwill or
if inefficient, may drive customers %o competing st-eris*
Kellay (.1?53315 refers to packaging as the placing of
products in individual containers for consumer convenisnce
and appeal, He says that packaging has become & highly
specialized division of sales promotion. Tousley gt &1/ °
ii%ﬁlkﬁ} mention the functions of a package as: protecting
th: merchandise from the time it is produced until it £s
consumed; facliliteting handling and storage of the merchane
dise by middlemen and consumers snd assisting in selling
the product. In addition to these functicnas, Kelley (1?553{%
mentions reduction in transportation costs, inerease in
sanitation, aid to dealers, aceuracy and standard weights
and measures. Ghatterjee (1961) 53 j1ate protection,
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pressrvation, convenience, identification, uniformity and
dye apreal as the basic funct .ions of a modern package.

#ie further says that proteciion is the vital function and
protection is againat pilfera e, contamination, climatic
extremes, storage and transportation conditions, bacterial
action, insect infestation and damage. "Goods bé:ght by
customers to be delivered are in most retail stores wrapped
or packed by the sales people..." says lystrea (1937)%2,
Eelley and Brisco (1957) 51 say that tie prime purposse of
the wrapping job 1s to protect the merchandiss until it is
in the customers' hose, whether it is personally carried or
delivered by the store, A similar idea is expressel by
feid &938)3 who says, "The increasin: dirt and dust of
cities make it important to protect goods while on display.”
She says that now packages are alsc designed to create an
iapreasicn of superior gquality, But it interferes with
inspection and tends to divert attention from the commodity
itself to the container,

Zelling by mail is 8arried on by mail order houses,
Coles (1938)7 views mail order houses as organisations whieh
solicit customers, receive and deliver goods by mail,

Kelley and Briseo (1957)°) and Nystrom (1937)32 epine
that “mwa ordering ahi& i3 a retail service is an
effective aid 4in building up retail trade wiaich is playing
an sver-increasing role in retail sales™ say Xelley and
Brisee—{195739% .

The return goods service snables the consumer %o return
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the commodity bought when found unsatisfactory.

Some stores offer self service., Lkystrom (1937)52
describaes a self service store as one in which the customer
makes her choices from goods on display and pays for them
through coin slots or at a cashier's desk,

“En modern retailing credit extension is a conveniencs
to many customers, a virtual necessity for some, and an
important avenus to prafits for many atores™ observe Kelley
and Brisce (1957) 51. They continue that retailers find
that many of their potential customers expect c¢redit service
and will go to those atores whers it is available. Hany
customers view credit as a service amdi convenience to them
in suopping. "Credit is also a service wnich costs money
and for which consuaers pay" says Coles (1933)7. She
mentions epen-account credit and instalaent credit as the
two types of credit secured by consumers at retail stores,
kedd (1938)8 states tuat instalment credit may be provided
by the retailer.

Modern retail store policies open the doors widely te
com;laints from customers. Jhe assumption that 'the customer
is always right’, a poliey upon which many stores operate,
invites complaints remarke Nystrem (1937)°2, He further
says that a careful consideratien of the causes of complaints
of customers togetiasr with prempt improvement wherever
weaknesses are discovered is necessary teo 'ﬁa.mw«
of proper trade relations and to holiing public goodwill.
Bringing ocut the importance of this service Kelley and
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and Brisco (1957)51 remark that in every stors, there ars
occasions during each business day when the customer and
tie store disagree, misunderstand one another or the cus-
tomer does not receive tue service she expects. Customer
satisfaction is the basic foundation of a succesaiul
retail business,

The other consumer services listed by Kelley and
Briseo (1957)51 are, parking facilities, drinking fountains,
rest rooms, cafeteria, parcel check room, notification of
new merchandise arrival, sale ol tickets for travel or
entertainsent and supervised play facilities for childrea.
In addition to thess ssrvices Coles (1938)7 mentions credit
facilities, first aid, special wrapping services, post
office, telephone and restaurants,

The sarvices rendered by the retail atoreas differ accor-
ding to the category %o which they belong.

E. TAE ESSERCE OF COOFERATICHE wITH SPECIAL REFERENCE TO
CONSUMER COOPERATIVES
The various definitions of cooperation given by
Voorhis (1963)°%, Waite and Cassady (1949)%, Natesan
(1953)°%, Gorden (1957)%7, Bhatnagar (1960)%°, Banerjee
(1961)%7, srivastava (1960)%® and Tousley gy al (1962)%7
are based on the following peints: that cooperation is
a free, voluntary association of human beings.with limited
means on the basis of equality in order to improve the
standard of living. The organisation is owned and contrelled
by the consumers who patronise it. The motive force of the °
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cooperatives is not profit but aservice to the members,
There is the elimination of middle man's prefit and alse
abandonment of competition in distrisution. CJepperation
assures both moral and material advantages to consumers,
The basic principle of coopsration is implied in ihe saying
*£11l for each and each for all." It is erganized by the
people of a particular lecality or community with common
economic interests. The motto of cooperation 1s self help
through mutual help.

£ very apt definition ic given by Cglvert quoted by
Hough iI?S?)sg who says that cooperation is a form of orga-
nization, wherein persons volunturily associate together as
human beings oh & basis of equality for the promotion of
tihe economic interests of themselves by honest means,

Guéporatié&@is a mode of doing business, TMifferentia-
ting cooperative socievy from other modegs of doing busineas,
fathyanathan and Hyan 11962)66 mention four points which
are based on the Heochdale principle. TIThese principles ars
mentioned by Reid (1938)%, Coles (1938)7, watte acd Cassady
(1939)%2, Douglas (1936152, Tousley gt al (1962)*7 and
Feier €1962}62. They are: (1) Those who use the society
are its proprieters, or owners (1i) These who use the
society (members) control the soeiety. They elect its
comnittee of management and superviss its &ct{vitios. In
doing so, sach member exercises only cne ¥;$t and net as
aany votes as he holds shares.{iii) ¥When tie net profits
are distributed they are given to each member in preoportien
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to the volume of business done with the society in the form
of bonus after providing for reserves. (iv) “ividend on
share capital is respected tv a fair rate; the society is
motivated by a spirit of service to its meabers and not by
& desire to plle profits on capital. They further say, a
cooperative socliety is a voluntary organization of human
beings, whers ths members exercise equal rights in a spirit
of self-help and mutual-help and share its fruits in pro-
portian to the contribution which each has made towards its
business. Gordon (1961)63 differentiating the purposes of
& private enterprise and cooperative enterpriss on the basis
of the points given by Rochdale pioneers, adds the following
points (i) While the primary purpose of a private purpese
of a private enterprise is to make profit for the owners,
the primary purpose of a cooperative anterprise is to
perform an economic service at cost for its mssbers (ii)
True cooperatives sell for cash only. (4ii) Consumer coop~
ratives sell thelir merchandisze at current market prices.

Cooperatives are of different kinds., Today the coop~
eratives have become very broadbased covering a variety of
activities. The clasaification of the different types of
cooperatives as remodellad by Srivastava (1960}58 is based
on the Reserve Bank of Iadh"a classification., It includes -

i, Ureditv societies

2. Lonsumer soclieties

3. Froduction socisties

he Marketing societies .
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5. ligusing societies

6. Others

"A consumer cooperative society 1s one which is orga-
nized by people as consumers with a view to aveid or
reduce tie middle msn's profit in the retail prics" writes
Bhatnagar (1960)°6.

Caneyer and Vaile (1957)6" report that "Consuaers
cooperation is an attempt on the part of the consasers to.
increase their income and to improve their scale of living
by reducing merchandising costs and by making available
tne amount and guality of those things which the consumser
wanis,"

The distinetion between consumer leagues or associations
and consumneYy cooperative societies is given as follows in
the Encyclopaedia of Zocial Sciences (1959)65. "Consumer
cooperatives are to be distinguished from consumer lesgues
or other public or semipubliec urganizations which seek to
protect consumer's rights in the courss of their dealings
with producers of consumption goods, Consumer cooperatives
are actual tconom&c enterprises in the form of stores or
shop sst up by associations of consumers Lo distribute
fundamental consumption goods usually staple food items
but alzo at times, ehthiag..tummc and the like."

Referring to the advantages of consusers gooperatives
Reld (19}3)3 remarks "in important advantage to consumers
appears 1o lie in the fact that cooperatives in principle
at least have no motive for misrepresentstion or fraud.,*
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Mentioning the role of consuzer cooperativas in consumer
protection, Krishnamurthy (1963)7* points out "Consumer
protection could only be effected by assessing the quality
of goods., Consumer's association or consumer cooperatives
would play significant part by giving detailed information
from time to time about the quality, perforsances and
suitability of the consumer goods irrespective of the
c¢laims in advertisement.”

The principles and advantages of consumer cooperatives
montioned above ahow that cooperatives render many valuable
services to the consumers apart from the retailing services
rendersd in general by private retall stores. But the
advantages are not only economiec., Dduglas (1-936)61 points
out, that coeperation has something more than an economic
advantags. It is the cultural and ethical developaent
which it brings. He says cooperation promotes a much
greater degree of interest in an understanding of real
facts about distribution and production, it helps to hold
able men in the service of their fellows who might otherwise
be forced to heco:le economic privateers and it providea an
econosic refuze to capable persons who are diseriminated
against by profit making seciety for their progressive views,
He concludes that caowat.im:: operates powerfully to reconcile
the conflicting claims of egoism and altrujsa,

F, A BRIEBF HISTORY OF CORSUMBRK CUOPERATIVES IN »
1. Indis: Tewart {1%3)66 points out that the concept of
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cooperation is not new to the Indian mind. Mutwal help
and cooperation have been the way af 1life in Indian villages
since anéient times. He traces the histery of cosperation
to the days of the Upanishads,

Couvperation was based on a spirit of mutusl help whiech
only rarely manifested in large scale erganizatienal forms.,
Hodern cooperation on the other hand, is based on the prin.
¢iple of collective work and is practised in an orgamised,
form on a large scals. Coeperative secieties have a signi.
ficant place a3 the economic wing in this movement of
Panchayat 4aj emphasziszes Tewari (1963)66. The Governaeat
of India publicatiens diviazion ifiassus (1961)67 reports that
a good panchayat will elso have to lean heavily on coepera-
tive organisations,

Hough (1959)°% referring to the origin of the cooperae
tive movement says: "The Nadras presidency even before the
launching of the movement officially, had erganised coopers-
tive undertakings in the form of the indigeneous nidhis
or mutual loan associations.”

Jain (195&)68. points out that the cooperative movement
is a 20th century development. As Kateshan (1953)°° writes,
in 1895 Sir Frederick Richolson was placed on special duty
to study the chances of nce;ac of the cosperative movement
in India. Nicholson submitted his report in 1897 in which
he emphasised the need for tae development of credit socie-
ties as also to encourage thrift and econemy ameng rural
classes... The Government of India appointed a comauities -
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under Sir Bdward Law in 1901 to consider the question en
an all India bazis. BRegislative action was taken in 1904
on the recommendations of this committee., The Publication
Divisien (1958}69 issue reports that the first Coeperative
Credit Societies Act was passed in 1904 and its primary
objective was the organiszation of cooperative credit socie-
ties in urban and rural areas to relieve indebtedness and
promote thrifs, ]

The Second Ceopcrat&it Societies Act was passed in 1912
reports Nateshan (1953)°%, After tne paseing of the Act in
1904 in the eight years that followed, the movement made
considerable progress, bt the main weakness was that a
large part of the {inances of these socisties had to come
from Government Kurukshetra (1963) . In 1912, there wers
8,177 societies with over four lakh members and R.336 lakhs
as working capital. The deficiencies experienced in the
working of the first legislation were sought to be resedied
by the Cooperative Societies Act of 1912, which made it
possible for m formation of socisties for purposes other
than credit.

Government of India Act of 1919 made cooperation, a
provineial subject Kurukshethra (1963) 7. This was indeed
ancther milestone in the march of the movemest. Theugh a
provincial subject the Government of India sontinued te
take interest in the progress of the movement, This decen-
tralization and the economic boom which followed the first
world war contributed to the spread of the movement, Ihe
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depression of the thirties gave a rude shoek of the move-
ment., In 1937-38, 63 per cent of the loans had becoume |
overdue and half the number of societies went inte ligquida.
tion, 7The situation called for drastic and urgent action.
The provincial government set up committess to review the
position and tock actien on their recommendation to stabilise .
the movement, |

Xurukshetra (1963) 70 reports that the next landmark in
the progress of the cooperative movement was the setting up
of a cooperative planningy committee appointed in 1945. Is
recommended that efforts should be made to bring 50 per cent
of the villages and 30 per cent of the rural population
within the ambit of the reorganized societies within a
period of ten years, It was also urged that the Heserve
Bank should provide grester assistance to cooperatives,

Dey (1961) 71 points cut that ccoperation as cbtained inm the
pre-independence age could not fit in with the new era
opened for India after independence. ,

Samf-ud-Din (1963)7% opines that in India consumer
cooperation had not made any progress till 1939 (1I world
War) although the cooperative societies Zet 1912 had faci-
1itsted their organization, He further says that ths 11
World War brought in its wake scarcity of essential commo-
dities, hoarding at all levels and consaguently rising
level of prices. The distributive phase ﬁﬁ‘ ;nﬁg;t&t«ivt
activity had befors the Il ¥World ¥ar, aset with different
success in India., Foeod rationing during the war gave the
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consumers branch of tne coopsrative movement generally
a tremendous fillip,

Bhatnagar st al (1960)%% are of opinion that only after
the I World War the movement could make substantial progress.
Cooperative stores were organised in seyeral parts of India
Madras being the pionemr state. He adus that the first
cooperative store on the Hochdale pattern in India was
opened in one of the suburbs in Madras in 1904. During
war cooperative stores becamse important and increassd in
numbers,

Dey (1961) 1 points out that the cooperative movement
has been in India for more than half a century, T$ll 1947
taa cooperative msovement had not gathered any momentum with
the result that progress was slow. After independence the
need for a reorientation becazme imminent.

An fasue of the Publications Mviaien (1960)73 reports
that till 1947, the cooperative movement had not gathered
any momentum wita the result that progress was slow, After
independence the need for a reorientation becams imminent
when India embarked on the First Five Year Plan in April
1951, spaecial efforts were made to promote cooperation.

This was accelerated in.the 3econd Five Year Plan with the
result that ths movement begau to gather strength and make

| faster prozreas. "With the emergence of the era of planning,
tiie cooperative movement entered a new phase and more than
tne physical achisvements, the ideology of cooperation was
given importance in the successive Five Year ?lanlail%ﬁm .
Kurukshetra.
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"The Jecond Five Year Plan envisaged the activities
of cooperatives in a deeper way as to have a gresater impact
on the economic life of the people” reports the social
education bulletin (1961) 7. This plan encouraged giving
loans to credit worthy purposes,

Goswami (1962}75 reports that in view of the importancs
of consumer's cooperation a programme for their development
and revitaliszation has been taken up under the Third Five,
Year Plan, with the provision of financial assistance from
Govermment., He further states that tue Third Plan clearly
recognized the importance of price stability, particularly
in the case of basic essentials so that undue hardship
might act be impoased on the low and fixed income groups.

Heferring to the progress made by the cooperative move-
ment in India, Hehru {1963)76 say®s "It has done good work
in selected arsas of India, rather more in the South than
in the North but limited work nevartheless, Therefore it
is evident that though cooperitive movement in India is
existing for more than hall a century it has not made
sufficient grwa

Hough (1959)°7 reports the consuner cooperative socie~
ties are not confined to urban areas though they have made
their spectacular malmm;; there.,

It is understood from the publications diyision of the
Government of India (1960} 73 that the governaent began to
gather strength and made fast progress during the Second
Five Iear Plan, .
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Lokanathan (196337? observea that betwaen 1939 and
1952, the number of consumer atores increased froa 396 to
9257.

flany schemes are being formulated by the Governxzent of
India. It is understood from the report of Government of
India (1962-63)78 that %o hold the price line of consumer
goods, a acheme is organised consisting of a lar:e net work
ol consuaer atores. It is proposed to organise 200 coopera- .
tive wholesale central stores with about 4000 members primary
codperative stores branches in these cities,

The phasing of the program=ze of organisation under the

scheme 1s as given below:

1962-163 7 200
196364, 130 3,300

This information was given in the State Cooperation
Minister's Conference (1963)7%. The Government of India
Report (1962-63) ™ informs that a liberal pattern of assise
tance has been evolved under the scheme, according to whieh
a wholesale atore is eligibie for financial assiastance upte
a smaxirum of Rs.k.l lakhs towards share capital, aeeaagéaucn,
purchase of trucks, construction of godowns and managerial
expenzes. Similarly a priaa;*g store/branch unit under a
wholesale store is eligible for financial assistance upte
isede 4500 towards shars capital and managzerial expenses.

Forty six wholesale stores and 465 primary steres/branches
were organised in 1 States and one Union territory upto .
25-1-63.
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in Bngland tae idea of such cooparatives brought fruit to
a group of 28 weavers forming toe first consumers cogperas
tive society. It was established wilh a very practical
veliw, that of making mesagre earnings provide more goods
than was possible whea the purchasing was done through
customary retail stores, The number of stores and volume
0i sales steadily increased.”

According to the infermaiion given in the Zncyclopasdia
Eritannica (195?382 in Great Britain the cooperatives w&r;
of many kinds, including consumers stores, exeiangs bazaars,
producers socletlies set up by trade unions, faras and
uwenite propogandist societies,

Heid {1938)3 states tiat "Various types and numbers of
consumer cooperative organisations were attempted in the
United States preceding snd {ollowing the establishment of
the famous Hochdals cooperatives.”

"A consumer advisery board was made a part of the

national recovery adainistration and a standard division
was organised in the board®™ observes U'Srien (19&9)83.
“he further says that the consumer mcvement in the Uis.A,
aimed at iaproving tie consumer's position in the market,
making it possible for the consumer to find and recognize
on the retail market the articles which meet the family's
needs and income, .

Reid (1938)8 opines that Swedish caep;raﬁiv‘s expanded
during the war and have since continued moving im that
direction and over one third of all houssholds in Sweden

-
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have members in cooperative societies, The local spcieties
in 1899 urnited and formed the cooperative union, UCooperi-
tive soclieties in Sweden have undertzken manufacturing;
developed more efficient merchandising; has helped to develop
cooperastive marketing of farm products and the cooperative
milk sepply and today the cooperative union has become the
leader in determining prices,

Ames (1956)8‘ says "perhaps the most amazing thing .
about the consumers' movement is its abilisy, year after
year, to continue and in some cases increase the rate of
its progress.” The complete centralisation of the movement,
tie high degree of solidarity existing between the local
societies and their central organizaticn and the choice
of its leaders ars the factors which have given the consu
mers' movement in Sweden its commanding position.

"In Finland more than 50 per cent of the population is
affected by consumer cuoperative enterprises” says
Coles (1938)7.

®In many other Suropean countries consumer cooperatives
occu#y a place of considerable importance, Un the whele
they have been much mores important in Nordic countries tham
in Latin ones”, remarke Reid (1938)%,

Ge SOUPE UF CONSUMER COOPBAATIVE MOWTH=AT IH INDIA

"1f there is one subject more than anqther which requires
euthusiastic approach, full of faith and a crusading zeal,
it is thet of cocperation™ - says KNehru £19§G}73. 'India®,
Hehru il%B}” feels should be humming with cooperation as -
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ita basic activity inaevery village and finally make the
cooperative approach the common thinking of India.

sringing out the lmportance of the cooperative movement
Kri shnamachari (1966J36 states it 1s Ythe soul of community
devalopment.” He adds that the necd to develop cooperatives
has just vegun to reacih the weczker sections of the villaze
comzunity.

Dey (1963)87 states, that vhe success of the consumer .
cooper.tive stores whould be determined by how efficlently
i satisfigs tha regquireaments of tie consumers at reasonable
jrices,

The scope for the devalopment of consumer cooperatives
can thereiore be underatcod by appraisinz the situation as
iv is and {inding solutions to the problems faced., As
Lokanathan (1963)?7§emarka, *1f consumer stores to be
established under the cmergency are to avoid the same fall
whign overiook tnem at the end of tae last war, one should
analyse Lue causes of fallure of the previous efforts and
take measures to ensure their abiding success. Malhotra
‘1963)88 is of th; oplinion thatl the histary of consumer
cuoperatives in India shows that they have worked well during
periods of scarcity and.conirols and that under normal condi-
tions taey have not been ablé to compéte with trade. He
lists a few factors which lead to the success or failure of
consumer coopsratives, They are! Management, Trained
personnel, office bearers, firancial rasource, store aiminie

stration, member loyalty, and ths role of the Govarnment -
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price shops and taat all essential and eentrﬁl.d comnedie
ties should be channelled through thess stores,

Prabhe (1963) % resarks, "Up till now Bs,10 crores have
been spent on consumer coopsratives, They have not reduced
sarket prices or sven sold below them, un the other hand,
therse wers complaints that there has Leen prerit-iring."

He further says "“Consumer cooperative societies, which wish
to compete 1m the open market for their stocks, have been .
a genaral failure, This is bacause officials are unequal

to the bargaining and also because the secieties cannot
stand the fluctustions in prices.”

h. Mgmber Lovalty: Xamath (1962)°2 opines that meabers
should exercise more allsgiance to the store, The mers
starting of the astores is not encugh, <Cooperators must
welcome the decizion to rely on consumer stores for protec-
ting the consumer intsrests, |

une of the two basic requiremcnts mentioned by Lokana-
than {1963)77 for the success of consuner cooperatives is
the loyalsy of members based on the proper understandiing
of the principles and valus of coopsration, To give their
loyalty to any orgzanisation the members must understand
and appreciate the basic philosophy for wnich it stands.
Hence the Government of India (1963)7° states that the
promoters must understand the basic p!‘iaeiplt_‘ of coeperation,
It 15 an advantage if there are a few &a.:gst the members
who are familiar with the methods of modern retail busineas -
and know what a consumer expects from a retail store. .
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Malbotra (1963)38 states that members' loyalty to the
store declines when prices are not attractive; variety is
absent; quality is substandard and service is poor., All
this happens when honourary work becomes a burden. The
managing comuittes should promote member loyalty and
concentrate on consusmer education.

The
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government should obtalin asaistance from experienced comser-.
cial hands when formulating policies. 7o have a quick
appraisal of how ‘gfae centrally sponsored scheme is werking,
s comsittee of experts drawn {rom the governament and
comxerce aight be asked to give their carefully considered
recomasndations and the work revised where necessary,
Until this is done, the pressure to expand consuuer Coope-
ratives should be released, |

Lokanathan (1963)77 is of tue view that if the govern-
ment's objective ia only to ensure that essential commodie
ties are sold to the consumer at controlled prices, it
would be best L0 be content to open fair price shepe in
large numbers, ﬁ' observes that the moment scarcity
disappeara and the urge to htfaaber of a cooperate soclety
is removed, it becomes difficult to prevent a rapid decline
of membership. Lhe only u§ by which this danger can be
removed 1s for a programme of cooperative education te
accompany the establishment of prisary stores and to ensure
that members do understand and accept the principles eof
a consumer soclety. : -
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Veorhis (1963)°* observes that the growth of coepera-
tives can be accelerated primarily by education on a
greatly increased acale directei! along two lines; the
popularisation of the cooperative idea and the training
of personnel for management administration and leadership
generally for ceooperative organisations of every type and
on every level.

For accelerating the growth of consuner cooperatives
on sound lines specially in the context of the national
wgmymgwmwaﬁim:m%mdum
of schemes (62-63)7®, These include organisation of
cooperative stores among the general public in urban
areas; industrial werkers of public and private sector
undertakings; government employees, and a scheme for ensuring
supply of esaential goods to the population through service
and marketing cooparatives, Hankekar (1963}95 comnents
that though the government policy is to encourage consumers’
movement, it has not 30 far publicised this movenent enough
nor educated the consumer in the field.

In the fourth Indian Cooperative Congress, Nebru (1965)“
reiterated the need to free the movement {rom government
control and ensure tiat it was born out of public initiative
and was not a movement orgafiised by the governaent from the
top. 3ﬂme§emam;wﬂdw1aﬂmw
to enable the movement to pregrea2s and preapﬂ' bacause
government was keen and conscious that it sheuld be spread,

~
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Cooperation Miniastera' Conference (1963) 7 are: the
programae of consumer coopsratives should not be conceived
only as a temporary measure but should be built up as a
permanent and integral part of the cooperative structure.
As the success of the cooperative would depend on efficiency,
quality of service and proper sanageaent, thesse aspects
should receive special attention from the very beginning.
Bvery primary stors branch should generally aiam at enrolling
at the end of two years 20-25 per cent of the familiea ’
living in the area of its operation,

Regarding the pattarn of ¢onsuser cooperatives ia rural
areas tiis conference recosmended that it would not be desi-
rable to organise separate consuaer stares for tae purpose
and taat the village society should perform this funection
as well.,..

Naidu €1§3)96 opines "By properly integrating the
activities of the village cooperatives with that of marke-
ting cooperatives it is possible to increase the marketadle
surplus of agricultural produce for urban consumptioen.®

The Fourth Ihdian Cooperative Ceongress endorsed the
need and urgency for the organisation of consumer coopera=
tive in both urban and rural areas and urged the Government
to persuade private manufacturers of consumer goods to
reserve a percentage of their requirements, In tuis Congress
Dey Ilﬂ&}“ gakd, "Cooperation in the ta;ﬂ at competing
priorities in tne Fourth Plan would only have its due share
1f it was backed by populsr sanction and was supported by _
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the overwhelming pressurs of public opinion,”
" Hankekar (1963)7% states that the chief reason for the
slow progress of the consumer's societies is that the people
are not awars of the advantages of these organisations which
ars set up by the consumers to safeguard their interest and
to get their money's worth when buying their everyday nece-
ssities., She continues “"ln our country the atmosphere for
consumera' cooperatiwn has yet to be cresated and people .
have %o be made aware of the need and benefits of such
cooperation, “However, the aost important factor in the
development of this moveament remains the consumer's parti-
cipation. The people, if they want to check inflation,
black marketing, adulteration and profiteering, must
orgaaiee themselves to fight these anti.social trends
through cooperation.”
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III PROCEDURE

The study was intended to compare the sarvices rendered
to the homemakers by the privately swmed retail stores,
and the cocperatively owned steres, with reference to
their grocery purchases ian two selected urban localities
in Coimbatore and Bangalore. The choice of these two Wrbin
areas was to mske the study more broad-based and find out
the services rendered by consumer cooperatives in twe
different cities.

The precedure included:

A, Selection of the survey msthods for the study.

B, 3slection of the retail stores in Colmbatore and

Bangalore.
C. Selestion of the samples of homemakers in
Coimbatore and Bangalore.

D. Preparation of the interview schedule for the

hossaakers.

E. Conducting the interviews and collecting the data.

F. Preparation of the questiomnaire for the retail

ators managers,

G. mmmth.ammumm

managers, .
A, Selection Of The Survey Methods For The Study.

Sines this study involved twe groups hamsly hememskers
and retail stere ownsrs, two different methods of survey
wore necessitated. The interview method and the question-
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oaire method ware adopted.

1. The interview method was adopted for the study of
the homemakers., The interview aschedule which as defined
by Young (1956)77 1s "a planned 1ist of questious te be
asked during the interview, is best suited for eliciting
information freom the not very educated and shy homsaskers,
Besides this, the advantages as stated by Goode and Hatt
(1952)%, 2nd Good and Seates (1954)% are thst it permits
She interviewsr to express and interpret the guestion in
Mat%taatmnqmt can understand it easily
and respond adequately.

2. The questionnaire method was selected o elicit
information from the retail store managers since they were
all literate and familiar with office carrespondence.

Good and Scaves (1954)77 consider that the "question-
naire is a major instrument for data gathering in deserip-
tive survey studies and is used to sscure infermstien
from varied and widely scattered spurces.®

Jaheda gt a1 (2950)1%° point out, "The imperseaal
naturs of a questionnaire, its standardised wording, and
instructions for recerding responses, snsure unifovmity
fron ens messuremsnt situation te another."

The gquestionmaire method which is defined by Pope
quoted by Gee (1950)3‘“ is a set of guestions to be answered
by the informant without the perseonal -:ld'nf .m investigater
or snumerator, -

B. Selection Of The Hetail Stores In Coimbatere ind Bangalore
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Two types of retail storss wers sslected on the basis
of their pepularity, loeality and standiing, one frem
Bangalore and the other from Ceimbatere. The choice of
thess two urban lecalities was to make the study mere
Wroad-based and find out the sérvices rendered in twe
differsnt cities,
l.a. Cogperative Stores - Bapgalere: The Dangalere city
sooperative socisty was sstablished in the year 1906,
The progress of the society which is indieated by the
increase in the nusber of members 1s given in Table I,

| TABLE I

GROWEN OF THR CORSUMER COOFRRITIVE . BANGALORE,

Igar Nusber of members

1906-1907 183
1912-1912 511
1916-1917 857
19211922 7.
1926-1927 809
1931-1932 899
193621937 1009
19411942 1211
1961947 -1309
1951-1952 1522
1956-1957 9 '

1961-1962 as

]
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There is only one type of membarship and the valus of
each share is k.25,

District Central Cooperative Supply and Harketing Society
was established in the year 1940. Table I1 shows the
increass in awmbership.
TABLE I1
GROWTH OF THE CONSUMER COOPEBRATIVE - COIMBATORE

Tgar Hguber of members
1940-1961 67
19451946 26
1950-1951 260
1955-1956 286

367

1960-1961

There are two types of memberships class *A' and '3°,
The value of clase "A' ghare is K.50/-, and is limited
S0 institutions enly. The valus of class '"B' share is
.10/~ and is meant for individusl consumers and each
meaber can have 25 shares only.
¢ 1) On the basis of their polu-
larity, four privats retail.stores two each from Bangalore
and Coimbatore were selected. These steres were within
a radius of one aile from the consuner cobpefative steres
selected,

C. Selection Of The Samples Of Homesakers In Coiambatore
and Bangalore. )

2' f'f&
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Two samples of homemakers sach from Coimbatere and
Bangalore patrenixing the private retail atorss and consuners
cooperative retail stores were neseded for this study,

In order to save tims and distance the investigatar
had te select homeasksrs residing in the locality near her
¢ollage in Coimbatore and residence in Bangalere,

Cofmbstore: The list of homemakers who purchased frea
the cooperative stores and private retall steres was _.
obtained from the respective stores. The first 50 names
of homemakars whe resided in the desired sones were selested
in each casse.

The criteria for sslecting the homemakers was their
residents in an area within a radius of two ziles from
the grocary stores. IThs areas which were selacted were
R.S, Puram and Tatabad,

2. Bapgalore: ©On the same basis as in Ceimbatere 50
homemakers residing in an area within a radius of two
miles from the investigator's residence and tha store in
the zones of Basavangudi and Shankarapuraa were selected.
D. Preparation Of The Imterview Schedule For The Homemakers

An interview acihedule was prepared as given im ippendix
I to be adainistered to the hememakers;

It included details regarding the family composition,
age, occupation and incele; education of m.fnny aeabers;
the hememaker's purchasing plan; time sm;t on purchasass;
reasons for selecting particular grocery store; servicass
rendered by the store; quantity purchased; purchasing . -

S—
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problems and the homemaker's suggestions regarding impro-
veaent of retail services of the store,

E, Conducting !ho Interviews and Collecting Data.

The investigator established rapport with the selected
homenzkers through self introduction and explanation of
the purpose of the interview. The homeuakers wers assured
that the survey was conducted only to find out how far the
stores where they are making their purchases are helpful A .
to them. The questions were introduced gradually in the
course of the conversation to cover :an the points included
in the schedule., The answers were recorded and the data
consolidated.
¥, Preparation of the Guestionnaire For The Retail
Store Managers.

After eliciting homemaker's purchasing problems through
the interviews, the guestionnaire as given in Appendix 1I,
was drawm up 40 Le administered to the private retail and
cooperative store managers, to find out the problems they
fam.&uﬂritgtémmﬁsef customers, It had two
parts, tie first part, common to all store managers, and
the second part applicable enly to the cooperative stores

to elicit Additional information.

The first part called for details tegaréiag yoars of
service; types of service rendered; the problems which
arose while catering te consumers and acticn taken on
toeir complaints. In the second part, socoperative stores
were asked to indicate their membership rules and regulaticns
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and give their views on the patronage of their members.

G. Administering The Guestionnaire To The Itors Hanagers.

- The suthorities managing the private retall stores
and the cosperative storas wers initially interviewed
and the need for the inforzation called for in the ques-
tionnaire explained. The questiocnnaire was then given
and the replies collected and analysed,



IV. RESULTZ AND DISCUSSION.

The results of the study of the rstail services
rendeniby private retail stores as againat censumer
cooperative steres with reference to the homemaker's
grocery purehises are discussed and presented under the
following headings:

3. The relationship between the place of purchase and
the family background .

B. Planning of purchases by the homemaker

» Reasens for purchasing at a particular retail stere

« The retail stores

« The pelicy of the retail stores

B B ¢

A; The Relationanip Between The Place of Purchase and
The Family Background
| The family background will include the {ollowing items -
1. Nusber of family members,
2, Educational status of the homemskers,
3. Occupation of the family members, and
4. Income of ‘the family members. |
1, Nusbg | The average family of thoass
who purchased from coepsrative stores and private retail
stores was composed of three members. Table 1II shows
the distribution of family members and the place of purchase.
It can be seen that there is no rahuwﬁ;i;; ;nw the
nusber of members and the preference for the store. This

t*3
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has been proved by the chi aguare test (Appendix I1I)

TABLE IIJ
THE RUMBER OF FAMILY MEMBBAS AND PLACE OF GROCBHY PURCHASE

Number of family Place of purchase
senbers o
Cooperative Private retail
stores stores

1-2 2 6 o
3-4 30 30
5-6 36 33
7-8 15 15
Q=10 8 10
1l.12 9 6
Total 100 100

status of the homemakers interviewed is given im Table IV,
and represented in Figure 1. It was found that of the
total of 200 homemskers 43 per cent were educated uppo
slementary school, 27 per cent upto high school, and 9

per cent were collegs cd‘twam. Twenty one per cent ware
illiterate. ‘pplying the chi? test givem (Appendix V),
The education of the homemaker appeared to have ne relation
ship to the place of purchase. "

Since it was proved Lhat the education of the homemaker

~

had no bearing on tne purchass we may infer that the
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bomemaker:s know, understand and appreclate what they are
able to get and deuand for, and get what they do not have,
and thus use any situation o their advantage.

3. Qccupasion of family sembers: The various professions
followed by the heads of the family did not have any
significant correlation with the place of grecery purchase.
This was proved by the chi sgquare test.

h. pgsns of Fanily Mamberas: The total inceme of the
families surveyed ranged from R, 100 to §.1,200 per monsh,
Table V and figure 1 show: the percentage of families
belonging to two differen. menthly income ranges purchasing
from tae coopsrative stores and private retail stores.
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TABLE V¥

TOTAL INCOMB AND THE PLACE OF GROCERY PURCHAZE OF
THE FAHMILIRS SURVEYED

- o o . - W v
Families Monthly income ranges in Rupees
g;rchntiag Upto 250 251 %o 750 7351 and above

Cooperative :

Stores. 3k 55 58

Frivate retail
Stores., 66 b5 42

4s can be seen from Table V and figurs 1 as the
income range increases, the percentage of families
purchasing from the cooperative stores increasss and
the percentage -: purchasing from the private retail
storss decreasss., This difference is statistically
significant in the chi square test, given in Appendix ¥V,
There was a significant cerrelation between the place of
grocery purchase, and the income level of the families
surveyed. The reasens for the smaller incame groups,
proferring the private retail stores may be due to the
fact that the cooperatives insiat upon an initial depoait
of 2,100/~ to give credit facilities to the customers,
The private retall stores on the other hand, give easy
credii which helps the Tamilies in the lower 4ncome
brackets,

I1f the cooperatives are to be really meaningful and
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serve a wider group or people, Ihe amount for the initial
deposit must be lowered.

B. Planning Of Purchases By The Homeamaker.

Planning of purchase by tie homemakesr will be studied,
under the following headings -

1. The planning ol purchase

2, The time spent on puwrchaaing

3. The guantity purchased .

1. Ihe Plagnning Of P i The criteria taken as indi-
cative of planning were: Luantity planning, quality plamning
and money planning. Table VI shows the place of purchass
and tie mode of planning of grocery purchases adopted by
the families surveyed. Table V1 shows that the saximum
number of families planned their grocery purchases in
terms of quantity; some of them in terms of quality and
very few in terms of money. So far as quantiiy planning
is concerned there is not much of a difference between

and thase wha buy from privali refail stores.

thoss who buy from the cooperative stares, The homemakers
who planned in terms of quantity may be sure of getting

LT £i8

P S308 AL

quality gouds at fair price from the cooperative store and
therefore may not be planning in terms of money or quality,
In the case of the 18 f:ﬂiliﬁﬁ which do not plan in termms
of gquantity it was found that the mem.lﬁd was below
Bs.300/-. This was just enocugh to make both ends meet and
as such they had to purchase in terms of the income
available to them,
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Table VII shows the place of
purchase and the time spent on purchasing the monthly

provisions.

As can be seen from Table VII on the whole the average
tine spent by homemakers on shopping their morthly requirs-
ments was less in Colmbaters than in Bangalore and thas
the time spent on shopping at the cooperative stores was
less than the time spent on shopping at the private retail .
stores, This is 1llustrated in figure 2. %hen these
differences were statistically analysed applying ths
students' 't' test - Appendix V1 - the following were
evident:

a) Thers was no significant difference in the time spent
on grocery purchases Letwsen tae homemakers buying ia
private retail stores and cooperative stores in Bangalore.
This may be due So the reasons that the services rendered
by these two stores were similar,

b) There was a significant difference between the time
spent on the purchase of groceries betwesn tis homemakers
buying in the M&ivaa, and private retail storss in
Loimbators.

ﬁni:ny ce dus to tmi:wt that ssrvices rendered at
the cosperatives were better and that the homsmakers
purchasing at the cooperatives might have made a more
plannad approach £» purehasing,
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¢} There was significant difference inm the tise spent on
purchase of grocery requirements between the homemakers
buying in the cooperative stores in Coimbatore, and Banga-
lore, and the homemakers buying inm private retall stores
in Coimbatore and Bangalore.

The services rendered by the private retail astores
and tae consumer cooperatives in Coimbatore do nov differ

to any great extent. Hut there are differences in the , -
services rendered by the ret:il stores in BDangalore and
Coimbators. Orderin; by telephons and house delivery are
available in beth types of stores in Coimbators but not in
Bangalore. Hence more time is spent on purchasing in the
latter city.

The influence of the quantity
purchassd on the place of purchaze was studied, It was
found that in the case of some comsgdities the gquantity
purchased decidsd the place of purchase., Thnal, red chillies
and tamarind were bougiht in larger quantities seasonally.
The homemakars wio siopped both in the ccoperative atores

and in the ;rivate retail stores beougant these commodities
{rom retailers othser than those from whem tiaey usually
purghased. These purchases were made because the particular
comnodities were sither not available in’ the stores eor
because bulk purchases were cheaper whan made in the other
shops. |



C. Esasons for Furchasing at a Farticular Hetail Storse.
The reasons given by the homesakers for patronizing
particular retall store are given in Table VI1I,

TABLE YVIII
REASONS FOR PURCHASING IN PARTICULERRE #BTAIL STORES,

Ka::ru;a for - Erkvate retall
& B % Total B [ Total

1. Membership 37 W 5 s .o .

2. Fixed fair

price W 25 39  § b 8
3. Good gualisy 7 23 3 29 3 65
Le House d‘li'w P 18 18 Y 6 6
5. Reliabilivy of

quality and

quantity 9 9 2 & 7 11
6. Availauvility

of all gooda., 11 7 18 'S 8 12
7. lisarmess of

the stores 12 6 18 2 X 40
8. Credis

facilicy 1l 3 14 10 9 19

service 5 5 10 100 10 20
10.Cuick service 5 6 3 3 6
1]l Management

known .o 2 2 g . 12 21

Hote: B - Bangalore
C = Coimbatore
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The main reasona for the howemakers in Bangalore and
“oimbatore prefsrring to purchase: in particular private
retail stores as revealed by their replies pressnted in
Table VIII were: the good guality of goods cfiered, the
nearness of the stores, the fact that the shep keeper was
known to them, facilities for returning goods, and credit,
The fact that 65 homemakers purchased at the private retail
stores because of the hisher quality of the goodas sold = .
there, shows that the private retall stores laii speeial
stress on buying and providing quality goods to their
customers, The nearness of the stores is anocther important
reason for their purchasing from the private retall stores,

in the case of those shopping at the cooperative stores,
the membersnip in the stores, fixed and fair pricea, faci-
lities for house delivery, reliability, availability of
goods and nearness of the stores were the atiraitive
features.

On the whole, roee aNswers were received froa those
shopping at the cooperatives over a wider range of reasons,
From the answers, it can be inferred that the services
rendered by the cooperatives wers appreciated by them,

The discusaion
under tue functioning of tue retail stores covers,

l. Retail services rendered, . -

2, Froblems encountered while purchasing,

3. Suggestions for impreving retail services,

4. Consumers complaints to the retatlers, . '
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l. Retall Servises Zenderegdt Frok the anawers resceived
it waz seen that tihe homemakeras were aware of the impertant
services rendered by the retail stores, such as house
deiivery, credit faeility, returned good service and
telephone ardering.

Twenty five homemikers who made their purchases from
tiie cooperative stores were not aware that information
wes given by sales persons; dividends on the share value
1&:«&.& by them; their right to vote, and their veice in’
the management; and the actien that would be taken en
cﬁpmm. The cooperatives must provide goods to customers
at a just rate. 4 comparison of the prices betwssn the
cooperative stores &nd private retail stores, in Bangalore
showsd that for comacdities such &3 rice, wheat, almonds,
cashewnuts, red chillies, groundnuts, sooji, groundnut and

cocoanut oll; the prices wers leas in the coeperatives,
In the case of Black graa, dhal, maida, green gram and
dnal, szgo, methl, tamarind and a few other commodities,
the prices were¢ more in the cooperatives.

In Ceiambatore but for Pepper, and poppy seeds all other
commodities are cheaper in the cooperative stores -
Appendix vin

Twenty one hememakers purchasing from the retail stores
wer's not aware of the facilities for retirning geods, and
talephons oriering available there. ZEightesn-homemakers
did not take. advantage of these services. Un the whole, .
the homemiake:rs were not completely aware of their privileges, ~



and did not make fuil use of the facilities avallable.
It is here that the role of consumer education comes in.
The services rendered by the retail stores as mentioned
by the retail shopkespers chemselves both private and
~atives are listed in Table IX,

TABLE IX

L0008

Cooperative Privats retail °

stores stores
Services rendered —— ,
lore tore lore tore
1, House delivery Ho Yes o Yes
2. Credit facilisy Ies Tes Tes Tes
3. Telephone orders Tes Tes Yes Tee
k. Information about
the arrival of
new goods, Ten Yeos Ko Tes
5. Information ar-
ding qualitvy
goods supplied. Yes les Yeos Xes
- ing nmefﬁw' ,
gocds yes Yes Yas Tas
7. Complaints Book Tes Ho dral ral
g, Goods on approval Yes Ho Harely Yes
9. Fair and Just ) ,
price les Ye2 © Xem Tes

10.Bargsining fio tio do fas

From the services mentioned in Table Ii it can be
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seen that the private retall stores and the cooperatives
ir. Bangalore do not provide nouse delivery facility whereas
all the stores in Colmbatore provide tne facilisy., This
may be the reasons for the lesser time spent on shopping
by the homemakers in Ceimbatore (Vide Table VII), The
homemakers need house delivery facility, to save both
time and energy by shortening her shopping fours. A still
more advantageous step would be i orders were alse taken
over the tedephone if{ the homemaker wanted such facilities.
In such a case the time of the homemaker would be saved
0 a very greatsr extent. Thers is howejer a disadvantagse
in house delivery, in that the right commodity may not be
Ziven, and the homemaker may find the neaed to return the
comcodity., To safeguard against this, the homemakers must
be made aware ol the standards and grades of the goods
available., The consumer cooperatives in cooperation with
local women's organisations can take up the responsibilisvy
oi sducating women on assessing quality and recognizing
standards,

The credit facilities offered by the private retailers
and the cocperatives differed. The homemaker must become
& member of the cooperative if credit facilities are needed.
This iz a difficulr rmzms for families who are in

the lower income groups. ﬁmmagﬁgwaww
the masses easier c¢redit facilities should be afforded %o




3 |
Infernation regarding the arrival of new goods and

the gquality of goods available, are given by the coeoperative
stores in Coimbatore and Bangalore, whereas such information
is not available in tne private retail stores at Bangalore.
Facilities for taking goods on approval are allowsd in both
the private retall stores in Bangalore and in watm.
These facilities are however not extended by the Coiambatore
Cagperative Stores, . -

The consuser-buyers in the private retail stores Loth
in Colmbatore and Bangalore had facilities to get thelir
grievances redressed by lodging their grievances orally
with the manager of the concernsd store., Such facilities
were not available %0 the consumer-buysr in the Loimbatorse
Looperatives, whereas the Bangalore cooperatives maintains
& 'wlﬁmbﬁaﬁ‘ « The (oimbatore Cooperatives however
wslcomes auggestions from the customers, 1t has an advisery
committes of women to advise customers on the purchase of
articles. Such comaittees should hava repressstatives from
local women's organisations and clubas.

For any grocery stors to flourish, there must be a juss
and fair evaluatien of its werking. The best judges are
tihe customers themselves, Consumer cooperatives being
democratic organisatiens, si;w.ld reflect. the views of the
customers and cater to their needs. The consumers co-opera-
tives nesd to organise monthly forums of consumers where
the really intsrested members will btring forward their
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views on how the working of the cooperative could be
improved. This would lead to better understanding of the
gconsumer by the store authorities and vice versa,

rehaging: The problems
encountered by the homemakers while purchasing are givenm
3.!3 T&hl. E .

TABLE X
PROGLEM® IR PURCHATING .

a
B % saal B i rml*

i. In dtting qualit-y
goods and ¢l

groceries 20 3 52 s 6 11

2, In getting qaiek
service é 6 12 é 2 8

J. ﬁmvdhbiuty of
variety of goods 1 & 5 3 9 ¥

he Lack of g } 4

home a.ﬁ&'?}

of goods ' 1 3 b h 1 5
5. Discourttous

treacment by
salesman 1 2 3 1 1 2

6. In recognising the
quality of goods 1 1 2 2 1 3

&M‘ m se i 1 - ew 1 1

il - - -

Note: B and ¢ steand for Bangalore and W{ert.

The homemakers whe frequented cooperative stores
aentioned getting quality goods and clean groceries as.
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their problems. This 13 borne out by the reascn taey
stated for their preferring to purchase from coeperatives
(Table VIII). «uality did not rank high for their prefersnce,
whereas those who purchased fraa private retail stores
mentioned thst they preferred their source of purchase
because of quality goods.

The purchasers from private retail stores said that
their most pressing problem was the non-availability of a .
variety of goods in the stores where they purchased. HNon~
availablility of clean groceries has been mentioned by a
fow homemakers purchasing from the private retail stores
also. The homemakers said that lack ol e¢lean groceries
led to other mansgerial problems which involved the use of
time and energy, other problems mentioned were: lack of
quick service, prompt delivery of goods at home, courtecus
treataent and difficulties in recognising the quality of
goods and listing the goods required.

in general, the homemskers who purchased {rom coopera-
tives listed more difficulties than those purchasing frem
private retail storss. These responses were not nsed on
the more complex and desper iscuss such as cost, adulterae
tion, and fair priml because the homemakers were sither
not sware of the difficulties or not willing te divulge
the answers. The same questiona were put to a group of
thirty graduate women and three managers ex‘ h;asch of
Home Selence Institutions, Their answers were mﬁi’ly *
different from that of the homemskers.
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This again brings out the need for consuner education.
The sarlier stuiies corducted by Prema (1963) 32 4nd Sumitra
Devi (1963)3 3:?‘,‘?3;:1 :;;mg need of th: day is to maks the
consuiers conacious of thelr rights and responsibilicies
towards their families and the society.

The private retail atore keapers in Sangalore and
Colmbatore mentioned two problems they faced while catering
to the consumers. Consumers higgled when prices were fixed
and recovering of dues from customears. )

The problems faced by the cooperative stores weras
recovery of dus® to some extent; Customers ordering for
small quantities over the telephone and consumers crowding
in the stores at the begimning of the month,

In the case of recovery of dues as far as the coopera~
tive store is concerned the problem was not as seriocus as
in the case of the private restail stores since the initial
deposit safeguarded ths interests of the cooperatives,
Further more all belated payments after the due date, were
charged an interest of aix and a quarter per cent per
annus. Vhen the dues exceeded the deposit as in the case
of a customer who is a chronie debtsw, the cooperative
stores stopped giving him credit and in extrese cases
terminated the membership, ° ]

Telsphone orders for mmall quantities of cemmodities
s a wasteflul procedure since it entails inax:usias costs
for the stores and ultimately to the consumer-buyer. The .
thpimﬁMetmdmﬁuMiaw,_ )
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on the part of tighomenmpker to avoeid such wastages., For
good management of time and energy in the home, the home-
maker ashould devélop the habit of noting down all her
requirements list, and order for larger units at one time.
The use of a scribbling pad or a note book in the kitehen
is a good technique. The paid will indicate all the major
and minor items, sasily, which one may not easily remember
at the time of shepping. L.

Consumers should not all go at the ssme time for
purchasing their monthly requirements. Homemskers should
s0 plan their monthly purchases that they give enough time
for the saleaman to look to their needs carefuily., It
would be wise to make the purchises towards the end of the
month or at least send in the requirements list early
enough, so that the goods could be patked and set apars.
The cooperatives c¢ould start taking the orders during the
last week of tne month to avold crowding in the first week
of the succeeding month.

The homemaker was asked to mention the various Sypes
of food adulteration she had come across and also what she
did in case the food stuffs bought were adulterated. Frem
the answers given it would appear that the homemakers are
either mot fully awars of adulteration or the retail stores
may be offering good quality goods. Although we hear of
mmumm@rwmuanwwa&umm
of it, In view of the fact that mbme homemakers did
mention adulterated foods the investigator fesls that the .
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majority of homsmakers are either not able to judge the
quality of the food or they were indifferent to mm.
Few homemakers however mentioned some commodities which
they came across &s adulterated. They are, Rice, Soji, .
dhal, mustard and oil. Rice, dhal and mustard were stated
to have been mixed with stones and Zoji adultered with
another inferier variety. Similarly oils of different
ﬁnﬁamm aaeaugiagtuy oil with groun-nut oil. .

To find cut whether the more educated homemskers knew
about sdulseraticn, the guestion relating to food adiklte-~
ration, was put to )0 sslected graduate homemakers,

Among the answers given Ly the selected ﬂm&u@t
homezakers 75 per cent of thea mentioned abeut food adule
teration which reveals that sducation doss have an infllusnce
on their knowledge of purchasing and their concern in
the market, The adulterated food stuffs mentioned by tﬁiu
group of homemakers were rice, wheat flour, bengal gram
flour, maida, oil, Surmeric powder, sugar, soji and mustard.
The action taken Ly them was to ¢lean and use if pessible
or return it to the storés. Some of the homenakers alse
sentioned that if the commodity was found unsatisfactory
it was thrown away and wasted,

Therefore the investigator feels that econsuser educaticn
is pecsssary in preparing the homemaker to ragmia standard
quality goods and thus be aware of mzumm The general
opinien of the homemakers: with regard to their action when °
they got adulterated foodstuff was that they returned it .

<
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Coimbatore appear to be complacent aboutl consumers
complaints. This brings out the need for a complaints
book, which would be serutinised by the share holders
themselves at one of their meetings, If the complaints
are just and could be aveided, necessary action should be
taken so that the services rendered are actually beneficial

o the Cconsuasers.

E. The Poliey of the Retail Stares Surveyed .-
The policy of the retail stores cre discussed with
reference to the credit facilities provided and sanner
and source of their purchasing. ¥For the cooperatives
frther details regarding membership, rules and regulations
and membership drive are discussed. |
Un the whole it was found that the Bangalors retail
stores were established earlier than the retail stores in
Coimbatore, The Coimbatores, HRowever, though newer offered
more retail services than the Bangalore retsil stores,
The policies of an older sbore ars more diffiealt to
change than in the case of & newly established store,
The credit facilities are offered by private retail
stores on ihe basis of the gustomers standing in the
society and recommendation of aie‘elieﬁts, in one cooperative
toe rule daid that the c?aﬁié«liait would be fixed in
proportion to their monthly emoluments and approved by the
essplojer. In case of the consumer cooperative however the
extension of credit facilities depended upon the value of .

'Y
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the igdividuals share in the cooperative and the fixed
deposit, Credit faeilitiea are afforded to consumer-
buyers who pay an initial depesit of R,100 or if there is
provision made for tne deduction of the dues for salaried
personsz from their monthly salsries and they will be
exeupted from the paysent of trade advances, The Consumers
Cooperatives both in Coimbatore and Bangalore make

purchascs from private merchants, wholesale merchants . -
and producers. The privats retasil stores on the other
hand purchase mostly froa wholesale merchants and private
merchanta,
The differentiation Letwoen zamberz and non-meabers
in voth tne cooperatives is made by giving a rebate of
half a per cent on purchsses made by members. Anotaer
important differencs is that the nonemembars deo not get
credit facilities whersas msmbuors can get credit facilities,
The rules and raguia&ieﬁa of the consumers cooperative
at Codmbatore are given in Appendix VIII, The rules and
regulations sre¢ comprehencive and enable the consumer-buyer
to understand and demend the services that he needs. The
consumer cooperatives at Bangalere did not, have such
printed rules. The membership application form for bosh
the cooperative storea ar¢~givea in ‘ppepdix IX,

There was no need for starting the aaehtgphip drive in
bangalore since they already had more than 2000 mambers
and they felt that for a consumer cooperative to be successful
it should net be very huge and unwieldy. The more impartant
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problem was Lo make the present members purchase regularly
at the stors which they were not doing at present. In
Coimbatore however the consumers cooperatives were canvassing
for more mambers by doing some propoganda.
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V. SUM:AKY ANDT CORCLUZIQNS

From the study of tis services rendered by retail
stores, both cooper:tive and private with reference to the
homemaker's grocery purcnases, the {ollowing conclusions

were drawn:

1, The size of the family, the sccupation of tas head of
the fimily and the educational level of the homemakers
did not affect their choice of stores for grocery
purchases,

2. The i&ﬁnﬂa of the family had a sizniiicant correlatien
with the place of purchase, More fumilies in the lower
income brackets purchased at thes private retail stores,
because unlike the csoparative retail stores they axtended
credit on easy terams,

3. Planning in terms of quantity was done by the majority
of homemakers, in both the retall stores. Flanning in
teras of quality and money was done :y very {ew hoasmakaers,
h. The homemakers who patronized tne cooperative retall
stores, spent less time on purchasing their reg.irsments
for the menth, than those who went to private retail stores
because of the quicker services they rsceived.

5. The homemakers preferred to buy in the private recail
stores, bscause of the superior gquality ;f the goods,
nearness of the stores, facilities for rséuréing goods,
easy cradit, and the fact that the shopkeeper was known

to thez, Homemakers preferred to buy in the cooperative
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retal. steres because of fixed and falr prices, facilities
for houss delivery, sembership in their stores, and
reliabiliivy,

&, The servicss rendered by the cooperative retai: stires
wers appreciated to & greatsr cxteamt than those rendered
by the private retail stores. The services rendered by
the Coimbatore looperative "tLors w:s appreciated Lo a

greater extent then those raendered by the Bangalore .

Ccooperative “tores. This was evident from the replies
received from the homemakers.

7. Eonavailavilit, of quality goods and clean groceries
was an impertant problem faced by homemakers, who purchased
from the cooperative retail stores.

8. It i: recessary that the homemakers should express
their views ani give sug;estiors at the store forums so
that the stores can cater to the needs of patrons and
consumsrs, ihe stores should maintain complaints book
which wouid be zonsidered at il:s forums overy month,

9. From the private retall store aanagers' view reccvery

of dues froam customers was the muat important probles

and the Homemaker's ordering for small quantities, crowding
in the beginnin: of the month were the problems faced by
the cogperate stere lanagor.. .
10. The educational level of the homemaker influenced

her knowledge of {ood adulteration. The graduate homemakers
were able to detect the adulierated foods they came across.
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But the next step that they should take when they come
across adulterated foods was not realised b, them., 7This
can be solved by erienting the consumer Stowards belter
purchasing babit: which would make tasm belter managers
in the home., 7The need for consumer education is hence
an urgent issue since tae homemakers were not aware of
Loe latenu powers i thes as cousuasr-buyers.
11, By providing qualivy goods, courteous service and .
easier credit facilities the consumer cooperatives can
serve Gile homemakaers and the community to a xreater
extent, -uccess of Lne cohsumer cooperative movemant
resls on Lac stores eifory to satialy customers and the

cusbomers ioyally Lowards the stors,
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APPENDIX - T.
SRI AVINASHILINGAM HOME SCIENCE COLLEGE
COIMBATORE-11.

Interview Schedule to elicit information regarding the grocery purchases
made by selected families.

ADDRESS ........covtinconaecunietiannessesesse et s b e a e R e S ha e ar st st b
3. Family Compositon
Number | Age Sex 'Education Occupation Income if any
4. Do you plan your purchases in terms of . ®

(a) Quantity
(b) Quality

(c) Money value in Rs.

iv



3.

9. Where would you like to buy the following grocery items.

» Items
Rice
Wheat
Ragi
Cholam
Wheat flotjr
Maida
Bengal gram powder
Red gramdhal
Bengal ,, ,,
Black ,, ,,
Green ,, ,,
Masur dhal
Green gram
Horse gram
Cow gram (Karamani)
Fried Bengal Gram
Dried Peas |
Cashew nut
Almonds |
Raisins
Cloves
Sago

Poppy seeds
Methi

Quantity

Cooperative .
tore

Retail Store

Frequency

Reason




10. Do you have any difficulty while making your purchases ?

10

11

- 11

" J

Treatment

Listing the goods required
Recognizing the quality goods
Bargaining if necessary
Getting gualixfy go9fls )
Getting all the commoditics you want

Credit facilities ...

Clean groceries ...
eg. Rice without stones

Adulterated foods
Quick service

Prompt delivery of goods bought

Any others

What are the various types of adullterated foods you-have come across.

(VR

wr)'




AFPERDIA 1

1. Year of Establisnment,
2. Do you offer the following services to your customers.

)
5

a. House Delivery,
b. Gredit rﬁant’-
€. Urders taken over telepiione.

d. Supp iafermatior regarding
the gﬁval of fresh and new goads,

J

ol
B
o
iz
&
N
i}

S

£. Facility for nmng goods if
found unsatisfactery.

g2. #aintenance of complainta cook,
h. Supply of goods on approval,
1. Pixed pricse.

J+ Bargaining,
k. Any other?

3. ¥hat are your ebim while catering
to the needs the cussuners?

a, Adggling when prices are {ixed,
b. Aeturning goeds unnecessarily,

8. ¥astin: time by not having a
shepping list,

d. Baseless eomplatints,

U S R - AU P A AU e A O A OO AN A . 0 W O A AT NS A W e SO A S I A U T TR e W S B I A W O S e W wmmwmwﬂu

e. Recovery of dues from customers.
£. Any ethers.
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b. ¥hat would you suggest in order to sclve these

problens?

5. Do sonsumers complain %o you &t any time about

the services rendered by you?

fos

2. Guality of the goods

b. The weights and measures used

¢. Prices

d, Lack of variety in the goods sold

s, Inforaation of new products
~on the market.

L. mt service.

" Pm.

h. Incorrect understanding of the
- liet,

i. Arrvangement of the goods in the

Jo Any others?

6. %hat action do you take on complaints received

from custoaers?

7. Under what conditions do you give credit facilitiea?

{Tick apprepriate item)

a. The amount of purchases made
b, The customer's standidg in the society
¢. Un recommendation of old alients .
d. Aay ether

8. Do you make seasonal purchases? Yes /™7 fe /™7



9. From whers do you make your purchases?
(Tiek apprepriate item)

a, Private marchants
b. Cooperative Wholesale Stores

Hivaber

1.
2.
3.

Ko.of Ho.of No.of Ne.of

¢t the Ma; withe 8t the end

, a ot né _
Tear  eginning iﬁfm draving of the

of the She ysar during the yzar

yoaxr

X/



2. How to become members? {Attach forms if any)
3. Rules and regulations {copy to be given pleass)

b Eo’ you differentiate betwosn members and nob-members?
If so, how?

5. Do members shop at the cocperate ‘
regularly? o Yea [ He ™7 .

6. Do you pay dividends regularly

_ %o the membera? Yes /7] Ne /™7
7. Do you encouwrage those who buy elsswhere to becoms
enbers? 1L so, how? "

8. “bat have you done to increass the membership
so far?

X' . .



CALCULATION OF CHI SQUARE Fud THY RELATION BRTWREN THE
PLACE OF GHUCERY FURCHASE 2N NUMBR: OF FAMILY MEMSTRS
BANGALOR®

APFENDIA

ar

o, Ho.,of members

-

Number of families purchasing from

Cooperative Frivate

Total

[ ]

atores retall storea,
1& 1-2 3 3
(&) ()
24 by 1 15 32
&13) (16)
3. 5-6 16 15 31
(15.5) (15.5)
L 7-8 7 9 16
{8) (8)
5. 910 5 8 13
(6.5} {6.5)
Total. 50 50 100
Note: The numbers outside the bBackets are fo [fregu

Obtained by:

2.5

X7y

25
~06
.18
0.11
0.35

observed)
The numbers in brackets are fe (frequemiCy expected)



Bey No,2

1 0.25
1 0.06
0.5 0.18
1 0.11
1.5 0.35
%' B 31‘# a)?
e .
5w 1,90

The value of 57 got from the data is not significant at
57 level for L degrees of {reedom.

Xy . e



APPENDIX IV
CALCULATION OF CHI SUARE FUR THS 4RLATIOH 3ETWREN THZ
FLACE o GRUCERY PURCHA®E AN NUMBRI OF FAMILY BMBERS
COIMBATORE

No. No.of members Number of faniliosﬂgurehaaing_gggg_

Cooperative Frivate :
atores retail stores. Total.
1. 1-2 3 b 7 .
(3.5) (3.5)
2. 3-4 1k 16 3
{15) {15)
3. 5«6 177 22 3
{19.5) (19.5)
heo 7-8 9 & 13
{6.5) {(6.5)
5. 9-10 7 b 11
(5.5) (5.5)
T ‘-;:Eﬂ.l 50 - [ Ye) - IL;JO -

Note: Th~ numbers outside the brackets are
fo: (frequency obasrved)
The numbers in brackets are fe (freguency expected)

Obtained by:
fo-fe
Row Ho,)

5 .71

b 4 .06

2.5 «32.

2.5 96

1.5 o



5 W7
1 06
2.5 .32
2.5 .96
1.5 ol
2 2

% . § gt% e)
%" - k.20 |

The value of % got from the data is not significant
at 5% level for L degrees of freedom,

X \vir -



APPENDIL V
CALCULATION OF CHI SQUAAE run THE KRELATIOR BETWEEN THR
FLACE U PUSCHALZE AND THE EDUCATIONAL ZIATUS OF THB

HOMBMAKERS
Yo, ZSducational status. §;a¢e of purchase
Looperative Frivate Total
stores retail stores
1. 1Illiterate W 18 42 y
{21} {21)
2. Elementary school bl L2 86
{43} (63)
3. High Cchool 20 3 54
(27) (27)
h. Colilege 12 6 18
(9} (9}
T Total oo TTTTTTISRTTTT T T qee

Kote: 4he numbers outside the brackets are
fo {freguency chserved)
The numbers in brackets are fe (Irequency expected)

Obtained by:

Lo-Le _(g%,ﬁ
Bow No,1
3 0.42
1 0.023
7 . 1.8
3 4] :

Xvii -



3 0.42
1 0.023
7 1.8

3 0

%L‘ 3-%6
The value of %~ got from the data is not significant
at 5. level for four degrees of Iireedom.
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APPRNDIX V7
CALGULYTIUN OF [HE GHI SWUARE FOn id® ASLATION BYIWERN THR
FLACE OF GHuGBRY PURGHASE "ND i INUOME OF
FAMILY MBMBEHS,

- - - o - - T W G S e S S P A e DA

Number o fauilies purchasing froa

HO. Inggme range in e i e e o e e e e e —
Hupees. Looperative Frivate Total
stores retall stores
-~ -

1. Upto 250 19 36 55
(27.5) (27.5)
(56) {56}
3. 751 and above 19 1A 33
{16.5) (16.5)
T T T T etel T “leo oo

liote: dhe numbers outside the brackets are
fo (frequency observed)
The nwaber: in crackets ar:c fe {irequency expucted)

vbtained by: Hg
fo-fe

How Ho.]
8.5 2.6
6 0.6
2.5° . 0.3

Roy Bg,2 .
8.5 2.6 . .
6 0.6
2.5 0.3



%2_‘ (r 2
ie
%z' 7.0

The value of &~ got {rom the data 1: significant at
5~ lavel for 2 degrees of Ilreedom.
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APFERTLIX VI
ARALY 21 OF HMEAN JIFFEHENCE IN TISE CORNCUHPTIUE FOR
GROCRRY PURLHACE BY HUMEMAXER"

B W;iw of o Hoan _ ‘ol ievel of
stores differsnce S.B, value significauce

PN A A S VB WS-t TP . N O S N - O S QU SO e

Cooperative stores, 5.8 I 17.49 0.331 P<0.05

ﬁ%ﬁ:
istail stores Vs

Cooparativs stores.  36.6

t»

9‘7 3077 P > .001 * .

30.6 < 5.58 4.2 P > .00l

= 19.32 3.20 P > .00}

g

»

S
L ]

- T T S W W= P x p—y

3.E, » Standard EZrror,

5.B. w» [/
4?1 &2 2 (4, + B,
‘”1 . xg «2) i"x xa)
B -
et o ﬁz

standard error of the mean difference
ihere M, and ﬁz = megans .of two samplea,

&ilz and 5;{22 » the sums of squares in the two samplea,
N, and B, « pumber of.homemakers in the two samples.
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AFPRRDIX v/

PRICR LIST OF COMMODITIES IR THE SELRCTER RETAIL

STORRS

-

S o O A S A A U A A S A S AR o S e SN SRS S A P A Y Y < " T N - D 08 ST - A O o D A

vate retail !
atores, ?

]

i-10
0.70

3

0.58
Q.72
0.7

T
1
']
L
&

(a) BAMGALORE,

WM%M&W%”%NM&@MM
[ ] * [ B | «® & &
OQOOEZQLQeQLXﬁ
-t .

ky

- —— T “il'i'!'3“"'i*‘*i"“t‘i‘*f“‘i““‘ffi‘i‘tﬁil{if;"ff%”iﬁ‘!
®

32

m;éﬁuﬁ%%m &ﬁ%%ﬁ%mﬁ ma
) ¢« & ¢ & e » " e e 0y e o ¢ 8 r .
2 . . _

b 2 S e A Y P . D S O S0 AT G I s R S T U A A S . T Bl e U S e T D W o S it S O i B 3'!}*“‘5"“"’2+

%haat Llour
Bengal zraa dhal
Blaek gram dhal
Bengal gran fleur

Gresn gras dnal

M
BEERRES

Haisins
Copra

Sage

F

r.nl‘-.ll'-.l"t.a-‘i""'.ﬁ!-“i-l[i 1 - P S 0 O D A 0 A o . SO N O S T B A

)
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-t

Frivate rctall
stores
2+25
1,15
1.20
0.50
1.25
1.2
2,00
2.50
3.7

1 S A A W S " D W A A 0 O SN WSO A

-

-~
ﬁn;ﬁu‘u}‘ S e <5 A s A NSV

rmti\‘:

atorss.,
3.00
1.0
1.10
Q.45
20
0
96
50
50

'

T v . . v A A o S T - - l“i‘l.;i.i:’f‘ii‘*fL

A o o v

-omodity

o0

Ground nuts
dinzelly oil
Cocoanut oil

y 3

A S O A I SO A o A SO S O A TSR i A Y A O AUID DO A D W Y S it
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APPRRDIR Vi

FHIGE LIST OF CORWUGDIIIES I8 THE SBLECIED KETAIL STUdBS

{b) COIMS TORE,

Cooperative ! Frivate retail

";“’!g’ AP B A BN A A G D A A A W S e GO S e S - W T A S e D SO WU VO . S A AN A S S SR A T .J

*
[ ]
1§929835583888888832a3
-~ M? o O ~ o O MmO N WD M W
0 MY
- o B . 0 e W A . S W e S B o S o W O O YOO W I SO 7 D o N S SO O S S A o . .

stores

2.30
6.00
0.80
5.20
1.20
0.h2

e R R e R SRR A N
fi331%538783%

if"t*"“"*“’ o W i WS W o A i A T T U TS o OO D S S U BN A W e A N T U e D S O T W e e - - - - . o

76
53

A W SRR

#2

Comamodity
fiour
engal gras dnal
Bengal graa fliour

34473 .,‘ ;
Ly bl iy
‘t‘.ﬂ § @ . ol
EEEEEENERERNSNEEEEE

#‘*"r“f"! e B A U U O A OO 0 s O O A SO0 T A Y S G s 1 S S W T A O S S A W N O A W A O N Y s e e Sl i
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" i - - - & -

Commodity % ﬁ.ﬁgg:::ivc % Pri.::::‘ ?ms.g
— I B
 Pepper I om0 i 0.5 '
| Red ehillies P 3.0 1 3.80 §
Tamrind 1.10 % 1.85 f
, Ground nuts. 0.65 | 0. §
; Beaten rice. 0.50 § 0.50 §
| Jargery i 1.16 § 1.35 :
Sojee i 0.50 § 0.53
Ground nut oil % 1.7 § 1.75 ‘g
Gingelley oil i 2.25 § 2.50 ‘
f Gocoanut oil % 2.5 § 3.00 !
H . B 1 1
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 THE COTMBATORE DISTRICT CENTRAL COOPERATIVE SUPPLY & MARKETING
o SOCIETZVIJD.,COIHBATORE

REGULATIQNS GOVERNIHG SUPEA! OF PROVISIONS ETC. ,BY TI'IE
- ° RETAIL DWTS TO CUSTOMERS.

*® % %k K Kk

: ‘?. The object of running of the Retail Bepots by the above
: :;%Saciety is to make available at reggonable rates quality
“household requisites such as provisions toilets etc,

L 2. Those whq are desimas of gvailing of the services of
the Reteil Depots should enroll themselves as 'B' class members
- of the Sabeiety‘ throygh the depots near their residence, by
remitting a minimum share value of Rs.10/R& and an entrance fee
- ©of R«0.25 nP. They should gel the recelipt for the gmount
‘ gﬁd from the Depot Keeper, -

3, S@pnas of provisions etc., on. credit will be made
e member deposits a sum not less than Rs.100/~ in Heaiqml
£23e0 and apgmimately equal to the value of monthly
: raquj.sites proposed to be drawn from the depot. Interest
, will ¢ ?;‘gﬁ.té on the above deposit.

tt An the. pwehases made by the members wnl be accounted
- for separately to B&sgsess the annual purchases made by
them and & rebate on such purchases will be announced as may
~be decided by the General Body after the receipt of the Audit
ger:iiieate with refarsnce to the proﬁts earned by the
- Society. ‘

- 5, House delivery of articies will be arranged in aases
where articles to the value of yt not less than Rs.35/-
aaed at one me. i :

6 : A mbert purchasins on mdit should settle the dues
of the particular month before derawal of requisites for the
next month i.e., at the commencement of each month, and at'any
rate not later than 10th of the month, If the amount is not
#gaga befoz-e :;eth ©Of the guccoeding month, the T¥ede ,—nepesn
. “be gdit towards dues to the Society, ‘

sommody will be t
as per instructiona of tha Gav&%*mentaggéiggmeotothiiﬁg?mﬂ

" ‘8. Imw&! a&ould be placed Silther 4k by the member or éf:y
Hmseegggggmsed for the purpose 1f the
4 .

'..7




APPENDIX X

The Coimbatore District Central

Co:operative Supply & Marketing Society, Ltd., No. K. 881, -
| | COIMBATORE. |

APPLICATION FOR MEMBERSHIP (Individuals)

1. Name of applicant

2. Father’s or husband’s name
3. Occupation

4. Address

5. No. of shares applied for

6. Amount remitted Rs.

7. Name and address of nominee

Declaration : —

I agree to abide by the Rules and By - laws of the Society that are
now in force and those that can be framed hereafter.

Station :

e S » )
Date : ignature

P. T. O.
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-OFFICE NOTE.

Share applicati&n No’.

Date of receipt of application
Name

No. of shares

Resolution No. & date of meeting
Admission No.

Remarks

Secretary.,

XXxix



APPENDIX X!

&ppueatim NOGevoevaseeo W‘B Serial | 1 P
Nate of nesolution..... Share Eﬂﬁgﬂlﬂzmo-ttnooq
}}&“‘c.e.--cc-co.ot.'-t Barolled Ofcccececcccssesne

The Bangalore City Co-operative Society, Limitved

APPLICATION FOR ADMISCIGH A° A MEMBER

To .

THE SECRETARY,

IHE BANGALOAR CITY CO-OPBRATIVE SOCIETY, (LID,)
sir,

Please aduit me as a member of the Society, and allot
me....... Shares or any less number you think proper, 1
shall abide by the Hules of the “ociely.

1 herewith deposit the sum of Kupees Two only, being
sntrance fes.,

l.(a) %ame of applicant, in full | (a)
(b) Applicant's father's name {b)

(e) 1f the applicant is a mar:i
lady, ner busband's name alsp(c)

2. Age | 3. Beligion and Gaste
h. Gecupation(full designation

be given) )

a) Permanent of Temporary a, °

b} Period of service b,

""””"".'ﬂ‘“--ﬁ-‘“-*‘-'---"‘ - o

5. Average monthly incowme and
sources of income

a) Pay .

b) Allowances b,

¢) Uther sources,if any,with
d‘&&.‘llﬁ. L €.
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6. fesidential address,in full

7. hether the applicant owns
any site, landed or house
property in his or her own
n:gs and if =0, whers and
its description.

6. Whether the applicant is
already & mcmber of any
other ¢ eracive Insti- .
tution or Institutions
{Society or Bagk)in the
City or elsewhers, and if
so, of what?

if so, whether tne Registrar's
sanction has been obtained °
under Rule 6(¢)

- -

Y, Kame and address (in fuil)and ,
age of the Komince with father's
naxce ard how related to the
applicant,

l.‘iﬂ‘..l...‘..‘.‘.... xowa zaﬁi:m’,
g“‘éih"tl"ﬂicl 1%

Signature,
S%igaatut*e witi: dexignatiw of the {l)occsontnoc‘ﬁt-'ttl.
Swo meabers wioc support tae ’
application,

LA A B X 2N TR E YW R aray

‘2)0...0!.’0'.3.10”.0

.Qﬂ“‘.l‘..'.’.".‘
L4

The advance of #s.two redeived and credited to General
%m Amt oa .."..‘0...‘.'.‘-".""‘“"......“"

Name notified under Bye-law 7(1) on

sdessacerasssnnane

Letter No.and date of intimnation of result.eveccccans

Price each, Ledger vlerk, Cashier, °

XXxi¢



