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i. j m x t m c n m

Fro® tine isaesaarial* the family ha# been the unit 
of production of household necessities, The members 
produced fee satisfy their needs ronlined the®
without depending on outside help. Seif safficeney thus 
prevailed in the ancient laaUy aystea. ’'Nearly ev ry- 
teirag fehefe was produced was produced by felts family* report 
%barn and hiaskoff (I960)1, the hosseuiaker played a vital 
role as a producer and consumer* The need fee purchase 
foods frets the outside market did not exist, because of 
the self sufficiency of the family unit. Consequently 
there were no markets*

The outcosse of the industrial revolution which started 
around the Eighteenth Century changed the production aspe- 
cta in the hose, Uteing It posable for production fee be 
carried on outside the home* Sue to speciali cation in 
large scale prediction both the quantity and quality of 
tee goods produced progressively increased. This great 
upheaval brought about significant changes in tee home, 
a* diabert C1960J2 states "The sodom f amily is no longer 
the economic unit teat it was in tee middle ages, tears 
production, distribution ate consumption developed in tee 
home as a self-sufficient unit in an agricultural ate



Glsbert*s (I960)2 statement is endorsed by Bieaans 
sad bieaans (1959)^ with regard bo small urban families. 
X i n l U  (1961)* points out that the direct production of 
goods sad services by the family has greatly decreased 
se s result of the changes in the social sad economic 
structure*

Ogburn and Mask off (I960)1 further state "The process 
of the transfer of economic functions from the urban fsal­
ly to outside agencies has gone quite far in the past 
century and has left now chiefly cooking, the cars of the 
house, laundering .and some sewing in th* urban family** 
From a position of direct control over the economic fac­
tors that determine the family* s well beihf it has become 
subject to forces largely outside its immediate control*

Industrialisation has helped more people to gain 
employment, therefore the individuals today have more 
money at their command. Technological advancement is 
sucti that the contemporary family consumes more and better 
goods* states Merrill (1961}1** this has also brought in 
its train, s wide variety of goods from which a homemaker 
needs to select her requirements*

Bold (19305 views the process of selecting and pur- 
chasing as a productive activity* this activity la impor­
tant in that it deeidoa 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 silly and influences their attitudes 
towards life* this la aptly expressed by Goodyear and



Klohr (1954) "llakiag ehoieea at the a«rk«6 place i« one 
phase of home making that ha* become increasingly impor- 
ta&l «• tho horn* has changed f i m  primarily a produeUoa 
te a consumption unit.” Making the right type of choices 
ia particularly important in U t  case of food purchases. 
Food is m  of the basic needs of human beings. Proper 
selection and use of feeds results in healthy and intelli­
gent persons who sake life in the hoes harmonious and 
joyful, By choosing the right comhi nations of feeds at 
the right tine free the right place the heeeeaker ean 
nasi ala# the advantages accruing te the family, Hoe eff­
ectively she makes her choice, will he decided by her 
assessing the family needs, Judging the quality of foods, 
and deciding on the type of market from which she will 
purchase the commodities. According te Coles (193d) ̂  it 
is often the retailer from whom the homemaker in a small 
community secures goods. The retailer serves as a purcha­
sing agent for his small community, A retailer who gives 
the homemaker quality goods, and other services, which

e

she needs is an asset te her since he helps her to get 
maximum satisfaction for her expenditure.

Hotelling services-may be provided by either private 
retail stores or consumers* cooperative stores. Consumers 
cooperatives are being promoted through the Five Tear Plane 
Held (1938)® views the consumer cooperative as a democratic 
non profit orgni cation trying te serve the homemaker as 
a consumer-buyer. The importance of the consumer coopers-



-tive is seen from the very fact that it caters solely to 
the needs of the consumer. The extent to which the con­
sumer cooperatives have been helpful in Making the haw* 
aaker a better consumer-buyer needs to be studied in 
order to make thee more effective.

This study aims at asseseing the heme Maker’s choice 
of shops for purchasing groceries; how that choice helps 
her is her household Management and the role of the com* 
•user cooperatives In helping the homemaker towards more 
efficient management of family resources. This would be 
done through the answers given by the selected hem ©makers 
to the interview schedule specially designed for the 
purpose*

The study is aimed at bringing out the problems faced 
by the homemakers while purchasing from consumer-coopera­
tives and finding solutions to them* It is hoped that 
the findings of this study will be of use to the coopera­
tives to bass their future action to the extent feasible*
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M o  literature available m m  rovAowod under tho 2 oil aw 
log headings - 
A* Mnnagwnt of ft— ourcoo

1. Wine oaoageaant ol available resources As M e  bees 
2* Management In tbs varioua stages of purchaalng
2* Factors affecting wioo purchasing 

2* Mom esa,k or* a roXo m i a purchaser •
2« Consuoer* a sovereignity ead
2* Moooaaker - tho MAof purchaser ia th* how*
3. Aida to help the hoaeaaker Imf effectively 
A* Th# haeosakev* Food trarchooen 
FreblcM facesi by the hoaaaaker while purchasing 

8* M o  retail Market 
2* Market
2, Metallic
2* Ketsil service*

8* The essence tf cooperation with fecial reference to
e

eoaeuner cooperatives*
F« A brief history of mmmammt cooperativea in 

2. Tjauf* y
2. Abroad

Q* Scope of scnowor cooperative noveaent ia <tadla 

*• , t§t>urcfig
1. Tift *tirffmm tif ‘TifllBtit Btinrnrtf In Tim fflinr
"The Hose" in Indian philosophy io identified with the
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woman sf tl>« Mouse* ®aya Devadaa (195$). this is eo 
becauae 9 m  ham and faally are used u  synonyaoua teams 
and the woman la pictured mm the on* who could ache or 
mar this iaatitutioa. "Kane la really another m m  for 
i M i  * ah* aether and wife**

ffclruvalluvar points out that **lf the aiatresa of the 
heaee possesses the qualities af « true U f a  partner, 
there Is settling that will be wanting In that house.....*

The need far good management In the hoae la m  eases* 
tial a« It la la the outside industry. *3eod Management, 
ar scientific Management, achieves a facial objective with 
tha beet uee of human and Material energy aad ties, and 
with satisfaction for tha participants and tha public,* 
says Miles (1956)1X. She further states that **a«i#ntific 
management exercises bade* apabaMie technique la die- 
covering and establishing objectives, plan, standards, 
methods, schedules and centrals, all within the laws af 
m b  situation mi la an environment of high aorale and

e
thus exemplifies mm beat nee of tteaaa am Material energy.*'

13Srech (1961) eeaa&dsra aaaageasat as being concerned 
with seeing that the Jab gate done; its task* all centra 
m  planning and guiding the operations that are going aa 
la the enterprise.”

a *doodyear and Xlehr (1954) paint out that Wattage* 
aeat la the proceea of raali dag values m i  goals threap 
the effective aaa ef human and Material resources.* The

9
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resources include toutma resources sueh as energy, aoili- 
ties, attitudes, knowledge and jsntertnl resources N d  as 
U m ,  aestsy and cosiBtunlty faei lities. Mieke11 and Dereey 
119431^ ©pine that aaaagensnt in the hoae is a dynaaic
farce ids living, the aental work and power that nuts tap
iscbiaafY of Kw«pj>«tfltit<ag iitte a<*t4<M» *«d koon# it coina.
1% it planned activity and living directed toward the sati­
sfying of wishes and the attaining of goals within the 
boro* the three purposive, dynamic and fundamental steps 
of aasaageasnt given by lickell and Dorsey are planning, 
which la napping ant of action in ardor to reach 1— odists 
and loag b a m  goals § controlling a plan in action scans 
individual or Joint effort in tbs fl*p work e—
evaluating la looking back over what baa bean dona and 
fudging the results in the light of fsally goal*.

Gross and Graisdall {1954)1* opine nm m m g m m %  occur* 
when there ia m m  preblets to atlft aaoa choice to make”.
fharef»»** to ii— aadw af tad̂ v Mh««a mifiiiresa oimiwb̂p — vv̂pv P̂sâ̂ ŵeeseB—̂sâwp̂p eŵs "Pewîsisae!—w âaôtiaaat̂F v̂p—wwbpv̂p̂p ̂erB̂pPSr cbwp
United the practice of goad aanagensnt la vary essential.

Goodyear and Viohr U954)^ Mata "The inevitable ever*’ 
lapping in demands on tine, energy, and ether resources 
•met be taken into account im planning9 when several goals

be aada or sente way found to Inereaae resources.
fine aanagesant la nacasaary and important because of 

its lliilted native. 4s Kickell and "araay (1963)^ paint

* /
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out everyone 24 b M r t  a day. Money whieh is an lnpor- 
tant resource is often nore limited than tine to the home 
maksrg therefore graat skill Is needed on 41m  part of tbt 
homemaker for toe utilisation of these resource*.

Iv o r when resources ora a a U i l U 4 f one la able to achi­
eve greater satisfaction because of wise winegonsnt or o 
better selection of the required goods and services, thus 
raising M s  standard of living, which according to Andrews

itU9)5) is "Mi* potters of inner values, of subjective 
desires and insistences as to goods and servicss whlcn as 
considers essential, and to achieve which he will asks any 
reasonable sacrifice,....*.

to ieprove one's standard of living, s visa choice of 
goods and services is necessary. In other word* our pur­
chases should bo wall managed and ottr expenditure pattern 
wise,
2- WiMirwfm jar. NreHaflM* ^eiioy
(1953)^ ooyo that baying today recognises three distinct 
Magas prcahopplng, market selection usd follow op. Expe­
rience gained in the previous purchase helps in planning 
and buying the next purchase.

'Freahopplng* says Kelley (1953)i6 takes Into consi­
deration two aspects* (a) valuation or ranking of rolstivo 
is*>ortance of « U  life goals regardless of Immediate pros-o
pacts of their schieveoMnt, The l o g  m g t  goals have 
always to be kept in M a d  to oee that our short tern port. N»
chases help as towards then.

(
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To guide o m  in U d s  tlagt shopping U H t  aed back- 

ground lists are recommended by mihelaa and oft jeer1 
U959)17. This view la endorsed by Kelley U ^ ) 16 ainco 
it taH ltt ttUetltB to b« <aade economising tin* tad effort 
and also ensures accuracy of the selection mads,

Wilbeles and Htiaarl (X959)17 talk of tbs casa where 
"a single purchase needs to ba correlated with a whole 
progress". In such case* the trick is to think in teras 
of two basic features Cl) taking as inventory on where 
you sow stand (il) locking ahead to what you hope to 
achieve.

In the first stage the sain thing "is reflect!** thin­
king, to know what we have and list that wa want according 
to priority, Tko next stage is ts look ahead to the ulti- 
aate gsals. If we think of both the present sad the futoro, 
we coa aeke each purchase carry as a little farther up the 
read wo want to travel,”

Market selection deale with aecuring tha best gssds 
available with a ninlmum of expenditure of tine, effort, 
nosey and disappointment. "It connects preshappiag aad 
budgetary efforts with potentials for utility* says 
(«u«r (1953)16.

Iftsphaaisiag the seed for i d n  choice and ita Importance 
Troelatrup (1957)** eaya "Choice ia a fund— cntal problee

e

for all human beings. It ia also a very cenplex problee
today* because "we are living la an eaharasaaeat of riches

id N-age,” Kelley (iff))4® etatea "market saXeetiea la a vary

_ . * (
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bo developed with practice and aehieveaenta are easy be 
ass.* Market selection involves the making of decisions 
as to "what to bay, including what brand, where and bow 
to buy, when to sake certain purchases, with what fre­
quency and in what asounts, negotiation of tense - whether 
cash or credit, what guarantees and services to utilise 
and similar factors necessary to translate soney into 
real income.*

Once goods have been purchased, they are still useless 
until anticipated benefits have b o m  realised. This is 
viewed is the follow up stage by lelley (1953)^ who mayo
that follow-up is coneemod with all actlvitioa nocessary 
to assure maxi au ra bonofits froe goods purchasod, to wso- 
aure the success of previous buying and to oaks offoctivo 
use of experience for tho future, ho says "Adequate atte­
ntion to follow up enhances tho utility received from 
purchases, provides a system of measuring tho success of 
preahopplag and market selection and furnishes the b o m

ebasis for the improvement of future buying.” At this stage 
m e  recommends the family council to help in hairing good 
market selection.

A careful following of the different stages of buying 
remits in what is known as vwlse purchasing* f because 
here is the balance of interests competing for the home­
maker9 s resources.
3 "How to buy more

/
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housewives*

problem" says Andrews (1915)*^
sost important business 
and how effectively She

purchases are aade depends on many factors.
Hystrom (1929)20 giving an exhaustive list of factors 

affecting choice mentions ten factors. They are* The 
fundamental wants; the consumer's pur chasing power; the 
habits of individuals and customs of groups, Fashion, 
Availability of the goods; non-availability of the goods 
needed; Advertising and Sales promotion methods; Producer's 
monopoly; Goodwill enjoyed by the concern and the knowledge
possessed by the consumer regarding the commodities.

Wyand*« (1937*21 claseification ia more broad-based, 
and he mentions the various factors affecting choice under 
two heads* (a) Immediate determinants and (b) demote deter-

The immediate determinants include the m b m  percepts 
and psychic factors. Ths remote determinants include 
individual and group determinants, physical determinants, 
economid determinants and institutional determinants.

influences, Influence of private agencies, governmental 
influences and consumer cooperation. These ere mentioned 
in addition to all the factors mentioned by Systran (1929)20. 
Illustrating ths influence of habit, Wyamd (1937)21 says,

o
"One of the outstanding characteristics of choice is its 
domination by habit - but no 
reference to Income.*

choice is ever
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Halite end C ady (1919# give the psychological 
Mala of analya and the effect of price upon choice. 
The psychological basis of the analysis includes the 
ous hutaai
somy and all the other points given by Nystrom (1929) 
Waite ana Cassady (1939)22 continue that "Tneson

desire8 such so desire for rest, coafoit, eco-
20

buys some goods at the ruling prices and eliminates other 
goods at the ruling prices. It is quite evident that the 
consumer is influenced in hie purchase by the price of 
those particular goods.* fine, intelligence, energy, 
health, habit and age are the other limitations mentioned.

Kelley (1953)^ mentions three factors that affect 
choice. They are (1) channels of communication much as 
reading periodicals, broadcasting and noviea (2) social 
contacts like trasel, nestings, conversation and club 
affiliations (3) expertsues.

Illustrating the effect of fashion on choice Sapir 
(1957)2** says "for the vast majority of human beings the 
choice lies between unchanging custom and the leg!timeta 
caprice of custom which is fashion."

The effect of family composition on household purchases 
Is indicated by Methany (1962)*^ who says that children 
influence the food selection of families. Bigelow (1953)**
lists the following factors that affect consumer* s choice * 
knowledge, skills, equipment, materials, time and energy 
of family members, government regulations such as credit 
restrictions, import duties, purs food laws, building

(



and finally the market organisation, that is, trada prac- 
ticaa and pries fixing.

Coles (193d) ̂  says that "The value of advertising to 
the consumer depends first upon its offset upon consumers 
as '’Choosera* of goods and second upon consumers as 
’luysrs* *, % s  continues "Advertising has far reaching 
offsets open our problems as choosers of goods sad is 
extremely itqpertant in this respect.

The far roaehiag offsets of advorti semen ts on the home­
maker's purchasing habits was revealed by the study conduc­
ted by Beafanukh (1962)^ who found that aoro than 75 por 
seat of th# homemakers were influencod by advertisements 
in their purchasing of beverages, toilet soaps, face powder, 
washing soaps and dental preparation.

Being United by all these factors in choice asking 
the homemaker should purchase wisely. As Kyrk (1953)27 
points <Hit good buying is the resultant of two factors, 
one the oothods and information availed# to tho buyor, 
th# other the devices and arrangements of the aarkots."
% a  concludes "Neither tho buyer, nor the market agencies 
is completely responsible for mistakes in selection."

13

«



14

8 .  jKMSMAKga»~ gQLS k k FBiiCHASK&s
1. Consumers sovereignity And Choi eat today the conaussr
la said to be sovereign, meaning that no teas the right to 
buy or not to bay* Foot# (195S)2* «ut«« ”Ae freedom of 
choice in expenditure increases in the tangible fora of 
discretionary income and tine, the need lor explicit cri­
teria of Judgment will become more consciously felt by the 
consumer* Better judgment is needed, and the more the con­
sumer develops it, the more likely la he to be autonomous* 
And the sore aubenosetss he is given a chance te becose, 
the better Judgment he is likely to develop, he needs to 
becose able to state shat he likes and what he does Kit 
and why**

2gSounding a cautious note for wise choice Foote (1958) 
says *fne consumer is able nowadays to select fro* a wider 
range of sources than ever before* the glory of the modern 
market is that it gives us the world to choose fros. But 
let there be choice, rather than sere collective whim* 
let a pattern of choice be created self - con scioualy among 
the itese we buy.**

Sxplaining the sovereignity of a consumer Maynard j& al
(1937)^ say ”lt ia tmi consumer who determines what shall

•

be produced and what snail net be produced, when it snail 
be produced, the place of purchase and the manner of its 
purchase.” this rationality will give the proper direc­
tive to the producers to produce goods needed on the right 
lines and thus avoid wests In the outside economy*
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tat have a large voice la determining what ia beu^it.* 
Fran the varioue studies made in the U.S.4. and ia 

India by Cole# (193d)8, Aaburgey and Coles (1934)31, 
proas (1963)32, Samltra Devi (1963)33, Krisknaawrtiiy 
(1963)34 it has h e m  found that the homemakers wore rea-

ipossible for purchasing aost of the faailies requirements 
especially food purchases. Thi# say be so because the 
"Housewives are the beat judge# of quality and variety of 
goods required. In urban arose women are taking inersa-

frea the market* m e  mentioned in the issue of the Govern­
ment ef India an consumer cooperatives (1962)33.

The homemaker*# role as9 purchaser ia today becoming 
more difficult not only because of the variety of goods 
displayed in the market, but also because of the United 
tine available for her household duties, is Hiller (1962)^  
points out, “Today mors women work outside the home, 
expending their interests i i community and world affairs,” 
Inspite of this *the consumer today buys far mors ictelli-

egently than she did a decade or two ego, A number of edu­
cational forces are responsible for this advance. These 
social, economic and educational changes, on the part of 
tin consumer, as well as the struggle of business to win 
the favour of the consumer have resulted in increased cost 
of doing business; and there has been s corresponding 
shrinkage of net profits" eays Sweitaer (1929)38. There­
fore if the homemaker is to utilise her resources to derive



maxiwww satisfaction aha should purchase her requirements 
di scrimin&tingly.
3. & At Iq .ftvte ?&i. *m.MiM£Uy*kx* in ««*«*
to be a good purchaser the homemaker needs to have certain 
information. William (1929) ̂  states "She needs information 
with regard to a great variety of goods and aha cannot 
spend a great deal of tine in each individual purchase,"
She needs to he educated as a consumer-buyer. Andrews ' 
(1935)** says "She must be trained to remember that the 
purchasing decision is hers to make, not the salesman9* 
and that she should vigorously repudiate decisions attem­
pted through pressure salesmanahip to which she ie so com­
monly subjected." Me continues "the home buyer muet know 
qualities and she mist know prices."

Considering the attention needed by the consumer-buyer 
in the act of purchasing «yand (1937)21 says "Mo person 
today can hope to use available income effectively without 
constant and assiduous attention to the varied details of 
what has become the art of buying. It is a fulltime Job 
for any housewife and may well tax the ingenuity of the 
most intelligent.” h# continues "ii the housewife musts 
value for value expended, she must be willing to take her 
baying function as seriously as the commercial purchaser 
take* his,"

Militant buying, scientific facts to back claims, 
demanding specific and reliable lables, making newspapers 
aware of misrepresentations in advertising and exhorting

17
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large retail eatabllabsents to inatal testing units are 
necessary for the homemaker to make her am efficient buyer 
says Wyaad (1937) quoting Margey. Me days "To waste 
any portion of available purchasing power through stupid 
buying is as serious as the reduction of incoae through 
ineffective producing"• 4ie further defines the wise con­
sumer ss one who is primarily concerned with quality and 
with the satisfaction of hia personal aspirations.

Reid (193*)* mentions the following seven factors as 
guides for judging the quality of a product. They are 
experience, inspection, testing, price, brand names, repu­
tation ef the retailer and advice of the sales clerk, 
Besides this the customs and tradition in purchasing also 
may help. The individual homemaker may be guided by such 
sensory factors as smell, taste, feeling and sight to 
judge the quality.

the Money Management Institute (1953)^* given a few 
rules of good buynanship for consumer’s benefit. They are* 
(i) Seal openly and honourably with thoao who eerve (ii) 
Realise that the* costs of store services such as credit 
and return privileges are somewhere included in the coat 
of the goods (Hi) Refrain from buying needlessly, preserve 
whet you have, avoid unnecessary returns, and think before 
buying in order to get precisely what is needed (iv) -hen 
you particularly like or dislike a product or a label on 
a product, take time to tell the manufacturer and distri­
butor what you like or dislike about the merchandise or
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the label (v) Support legislation which governs wb.t is 
used in making a product (si) T«ke an interest in being a 
good conaumer-citi sen. Keep informed about conditions and 
problems, consumer legislation, government regulations, and 
labour conditions.

Th« homesaker as a purchaser should know both the qua­
litative and quantitative standards for the purchases she 
eokes. Kelley (1953)*^ define* standard!2-ation as "That 
which is set ^  ana established by authority as a rule for 
the measurement of quantity, weight, extent, value and 
quality." According to Coles (193d)^ standards provide a 
means by which labels and advertisements any be mad-, to 
serve their purpose as a source of information to cai«a» 
mors by eliminating guess work in buying.

Irishnawrthy (1963)^ points out that with the inereaeo 
in the varieties ef consumer goods, the teak of choosing 
goods Of, right quality has become very difficult and this 
has necessitated standardisation of consumer goods. The 
Indian Standards Institute hoe devoted considerable atten­
tion on consumer'goods standards. Me continues "Indian 
Standards on consumer goods give the buyer as M i l  as manu­
facturer known objective criteria to aeeoso too quality 
of too goods.* Me further toys that the Indian food stan­
dards ensure complete hygiene and cleanliness. It is the 
duty of too homemaker to make the beet use of this guide 
while purchasing. This is aupportod by Singh's (1962)^  
statement "Standard!satlon eaves time otherwise wasted «t
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tho bargaining counter far selecting an article*. It is 
vary essential for tbs homemaker bo know about standardi­
sation as it protects the coneuaer against tbs sale of non 
standard and spurious goods*

tbs BowsXotsor of tbs wonsumurs AssocisU.se of India 
(1962)*° reports test tbs consumer should bs wido awafĉ  

and should bs conscious of bbe quality of tho produce ns 
purchases*

The two basis sysbses of quantity standards in use 
ere tbs British and the Metric* In India M«tric systee 
is in rogue now* "The Government of India brought in this 
systee in order to bring about uniformity throughout the 
country” reports the Directory of fines of Indie (195d)l>i*

role as « purchaser is eery significant and the well bsing 
of the fanily depends m  her she has to m b s  wise purchases* 
"Good buying is the selection of the beet article available 
for the purpose with a minimum expenditure of tine, energy 
end money" reports Kyrk U953)27. health is Wealth* Oehl 
food is very essential for a happ. family* Today* a home­
maker needs to consider more carefully her food purchases 
due to the growth in the types of foods available and the 
increase in nenfs food fads* this is explained by Dewey 
(191$)^2 who says "the food of tho primitive nan was veryo
simple compared with the present day requirements* * * • Men 
has gene on surrounding his daily meals with lncrsasing
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"The quality and quantity ef food purchased for the 

family depend mainly on the purchasing practices of the 
homemaker - her information and skill in choice making, 
her willingness to shop at the store* •here the beat bp's 
ere available and her actual selection of the food" says 
Xroeletrup (195?)13 .

Mentioning the importance of good food luppaswaay (1962)^ 
saya nmore food and proper food la the only way to life tho 
present health standard of the masses." ^ e  continaes that 
the public ehould be taught to ehooae food wisely and dove* 
lop skill in ita purchasing and preparation.

Kerned (1962)** says **Xhe housewife is tha caratakar 
of the family and is the beat Judge of the family9 e conewa* 
ption needs. Xhe responsibility of ensuring high quality 
foods, therefore, rests with the housewife.*



C. PfcQSUKS FAC«D 81 THS HCMFJUISE ISOIS PUaCHASlIKI.

"If one attempts to list the problems which face the 
woman responsible fo r  her m b  o r her family* a purehasirg 
one begins to realise how multifarious they are* ways 
Cook (1929) 43 deecribiog the complexity of purchasing 
problems of the houtm aker.

Zb  ths csss of purchases the problems of where, whsBt 
how such and shot to buy become vsry important and is addi­
tion thoro lo ths problem of how to pay for tho goods.
Each consumer problem hocoMsa store cample* sa the variety 
of products inereaaea and as conflicting claims continue 
to ho soda regarding cosaoditioa and the several channel# 
at distribution say Waite sad Caaaady (1939)22.

Tho U.S. department o f  National Education Association 
(1950)46 has attributed throe reasons for the new problems 
faced hy the consumer, changes in Reality, quantity sad 
variety of goods and services; changes in consumers; 
changes in the aoeio-eeoaeuic environment, the shift from; 
an agrarian economy to a highly industrialised system has 
required an increase o f  the socio economic competence of 
the d tlc o ia r y .

Williams (1929)37 points out that tho homemaker* s 
lack of specialisation makes her problsms as a buyer 
especially acuta. wUlSama (1929)37 oad Cook U929)45 
opine that tho meet important consumer problem is tho 
analysing of needs and wants.

Kelley (1953)16 points out that "Market selection
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lsitlfM decisions as to what to buy, in eluding d u d  brand, 
witcrs and how to bey, when bo make certain purchases, with 
what frequency and in what mounts, negotiation of torn - 
Whether cash or credit, what guarantees and services to 
utilise and similar factors necessary to translate money 
into real income.*

Wait# and Cassady (1939)22 opine "The problem of what 
to bay is at once the most iaportant and the seat difficult 
of the several purchasing problems** "Selection of the beet 
article for each purpose is the major goal of careful baying* 
says Kelley (1953)*** Bhgelow (1953)25 also concurs with 
this idea « N b  he aaya *Ia determining what to buy, the 
consumer buyer la primarily concerned with the selectien 
of the article which will beat satisfy a particular wont 
or a group of wants. This selection can be mede intelli­
gently only if the consumer-buyer has a clear idea of the 
uses to tfeich the purchase is to be putj only if he has 
adequate inf ©motion about what is available on the local 
market or can be secured in larger amrkets, and what generally 
constitutes geed quality and sound values** 1 similar state­
ment ie made by Meld (193d)3 too say* "A knowledge of the 
geeds available in the market, their relative quality emd 
price ie eeeamtlal.*

Waite and Caeeady (1939)22 point out that in recente
years there las beta s tremendous increase is the number 
end variety of stores catering to the needs of the consumer* 
Identical goods ere sold at different prices in the stores



of stores, different varieties they sail, the 
tion of the store ell cenetribute to the cenetMer*® problem 
of where to buy." the stores attract easterners by three 
major appeals * quality, services and price.

Kyrk (1953) considers the primary problem of the
consumer-buyer a# ascertaining which among the goods avai- 
lable have m e  qualities essential for her purpose and 
which have them to m e  highest degree* h«id (1938)® states
•for the majority of families price is an important consi- 
deration.*’ In anting prim comparisons the buyer may find 
it difficult to recognise quality and unlace quality can 
he recognised it ie impossible to say whether me price in 
one store is higher or loner man the other. "If consumer® 
are to get m e  most for their money, a greater knowledge 
of price la important.*

the consumer is often confronted with the problem of 
when to buy* "Certain 14m m  ore acre favourable than others 
far buying,* says »eid .U.f3S)*» Waite and Caeaady (1939)22 
point out •'Another possibility of sawing lie® in purchasing 
articles at the proper ti«e." they say that food is an 
important group among the many products the prices of which 
vary during the year and the purchase of those products 
need careful consideration.



the \larger quantity on hand, on 
investment involved in the purchase. u q i l  fUlHUlllg «iliM  
enable quantity purchasing to save net only the household 
aoney hut the time of the housewife as well.

Finally, consumers face the problem of how to pay for 
tae goois. Consuaers must decide Aether to pay in cash 
or credit according to tfaoir convenience, "cash payment 
and thrift are closely identified in the alnd# of many 
people" says held (193$)*. She suggests a few alternatives 
when the consumer does not have sufficient funds to make 
payments. They are,postponing the purchase until the 
necessary funds are accumulated; buying on the instalment 
plan or the aoney being secured from some other source.

Bigelow (1957)^  points out that the consumer-buyer 
is at a further disadvantage because the present day market*, 
ing systaa has grown up along lima determined aainly by 
producers who have something to sell, The increase in our 
productive capacity is putting on the aarket every year 
not only long lists of new commodities, but also a bewilde- 
ring array of variations in the things families are accus­
tomed to buy. "The comparatively rapid shift froa scarcity 
to less scarcity has created new problems for consumers," 
observe® Gordon (1957)^.

"Food problems exist in almost every fsally regardless 
of ineoae and home production" says Troelstrup (1957)**.
Food aanageaent is therefore one of the aost important Jobs 
in the hone. It is in the hands of the aoeeaaksr that the



problem of purchasing rests and she has to fees It and 
solve it so that it is beneficial to ths family*

3. THE H U  AIL MABKlf
1. Marketi "A market is commonly thought of as a place 
where commodities are bought and sold" says Benhsa (1955)*®* 
"Market can be defined as any area over which buyers and 
sellers are la such close touch with one another, either 
directly or through dealers that the prices obtainable in 
one part of the market affect the pricee paid in other parte** 

The definition given by Tousley jt (1962)** further 
gives a detailed idea about the functions of the market*
They call it "A centre about which, or an area in which, 
the forces leading to exchange* *f title to a particular 
product operate and toward which and from which the actual 
goods tend to travel." Mornarafê  al (1937)29 mention the 
following types of markets! local growers* market, central 
markets, secondary wholesale markets and retail markets.
The function of each type of market varies considerably 
from the other. Geehrane and Bell (1956)^  point out that

e

the scope of any market is limited by the amber of buyers 
and sellera, who ere in close communication with one another 
and who handle a similar commodity. Zt la the sphere within 
which price making forces tend to operate. Among the various 
type* of markets the retail market* are of greatest leper ~ 
tans* to the consumer*

The characteristics of a good market me given by 
Held (193$)® ere:

27
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markets and consumer cooperatives. Ilia function performed 
or services rendered vary with different types*

H t h  regard to the importance of retailing Kelley and 
Brisco Cit57)^ report that "Retailers interpret and stimulate 
demand for known products and do creative merchandising for 
new ones*” fhey say that retailing is the most expensive 
stage of marketing* Retailing stimulates a rising standard 
of living by increasing th*.waatm of the consumers* the 
consumers are tempted to satisfy the wants created by the 
retailers* display and advertising and expand their wants* 
Since credit facilities are offered it help# to maintain a 
proper balance between spending and the ability to pay* 
detailing converts purchasing power into the purchases 
needed for the maintenance of the functioning economy and 
employment in all other industries*
3* IliaU„Sffri&flM» ‘'Retailing includes all forme of 
selling to ultimate consumers as contrasted with whole­
saling which is concerned with sales to business buyers," 
hay foueley jfc ̂  (1962)49. Kelley and Brisco (195?)51

e
point out that the primary functions of retailing, buying 
and selling are services, and retailing is classified as a 
service industry, in contrast to primary production* But 
modsra rstailing goes beyond’ this elementary concept and 
seeks to expand its services to consumers both through 
performing its primary functions more efficiently and by 
rendering additional services, in the interests of she 
consumer hut also at a profit to the store*
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Kelley and Brisco (1957)** mention that the "Service 
render ad to customers is often the wnjar factor datem ining 
success In retailing." They continue tnat * service is an 
intagible benefit in contrast to a coanodity or merchandise 
both of which satiafy human wants. Performing a service 
consists of doing something is the interests of others, and 
in the case of tho retail stores, it is the customer for 
whom the services are rendered.

Kelley and Brisco (1957)** aunt ion three categories of 
retail servicess (a) Basic services (b) Facilitating servless 
(c) Promotional services, the detailed list of services are 
discussed st length by laid (1938)*, Kelley and Brisco . 
(1957)**, Boles (193B)7 and Bystrom (1937)*2. the retail 
services include delivery, wrapping, telephone and mail 
order service, packaging, small sice purchase, handling of 
consumer complaints, returned good service and providing 
a variety of geodu to choose from. Boles (1938)7 says 
"An important service is performed by the retailer when he 
rearranges goods or breaks up the large quantities as

e

received from the wholesaler, manufacturer, or grower into 
the small quantities desired by the consumers." the consul 
•ere want goods in small quantities, and different kinds 
of goods in different varieties from which to choose* 
field (1939)* mentions the provision of a variety of goods 
and services as one of the retailing service.

"Setail store delivery of merchandise to consumers 
is s service that has long been rendered without extra
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charge by most stores. It is a service that seems necessary 
in connection with the sale of heavy, bulk/ goods which 
cannot be readily carried by customers* states hystroai 193$). 
"Helivery Is a service important to consumers for varies 
reason* such a® the sense of the sense of personal dignity; 
the families* attitude toward social contentions; if tho 
article is bulky or heavy and it would be difficult for the 
buyers to transport it if customers order by telephone" 
says field (193d)*. "Although self service and limited 
service stores have grows rapidly in the past few years 
free delivery of purchases Is a service that still must be 
offered by many types of retail stores,* *•? Kelley andet th*.Brisco (1957) . Its importance is in fact that the delivery
service of a store may be a definite builder of goodwill or 
if inefficient, aay drive customers to- coasting stores,
Kelley (1953)^ refers to packaging as the placing of 
products in individual containers for consumer convenience 
end appeal. Me says that packaging has become a highly 
specialised division of Mies promotion, toaslov at al ; 
C1^2) Mention the functions of a parage aei protecting 
tn. merchandise fro» the time it is produced until it is 
consumed; facilitating handling ana storage of the merchant 
dise by middlemen and consumers and assisting in selling 
the product. In addition to these functions, Kelley (1953(*^

e

mentions reduction in transportation costs, increase in 
sanitation, aid to dealers, accuracy and standard weights 
and measures. ChatterJee U 961J^ lists protection,



preservation, convenience, identification, uniformity and 
dint appeal as the basic funct .ions of a Modern package.
Me further nays that protection is the vital function and 
protection is against pilfera.e, contamination, clinatic 
extremes, storage and transportation conditions, bacterial 
action, insect infestation and damage. "Goods b*ght by 
customers to be delivered are in noet retail atorea wrapped 
or packed by the sales people...* eays kyatrsn (1937)
Kelley and Brisco (1957)*1 say that the prlae purpose of 
the wrapping Job is to protect the Merchandise until it is 
in the customers* home, whether it is personally carried or 
delivered by the store. A alailar idee is expressed by 
field (193*)* who says, "The increasing dirt and dust of 
cities »ake it important to protect goods while on display." 
^ie eays that now packages are also dsaignsd to create an 
impression of superior quality. But it interferes with 
inspection and tends to divert attention from the commodity 
itself to the container.

-ailing by nail is harried on by mail order houses.
Colas (193*)^ views mall order houses as organisations which 
solicit customers, receive and deliver goods by sail.

Kelley and Brisco (1957)^ and kyetrom (1937) *2 opine 
that "telephone ordering which is a retail service is an 
affective aid in building up retail trade which is playing 
an ever-increasing role in retail salsa" say Kelley and 
Brians (1937)**..

the return goods sorvico enables the consumer to return

32
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the commodity bought when found unsati sfaetory.

Some stores offer self service. tfystroa (1937)52 
describe* a self service store as one in which the customer 
makes her choices from goods on display end pays far than
through coin slots or at a cashier*s desk*

>vIn sodom retailing credit extension ie a convenience 
to is&ny customer a, a virtual necessity lor seas, ami an 
Important avenue to profits for many stores'* observe Malley 
and hrisco (1937) fhey continue that retailers find 
that many of their potential customers expact credit eervice 
end will go to thoee stores whore it is available* Many 
customers view credit as a service and convenience to then 
in shopping* "Uredit is also a service which costs noney 
and lor which consumers pay” says tolas (1938) . She 
mentions open-account credit and instalment credit as the 
two types el credit secured by consumers at retail stores* 
Meld (1938)® states that instalment credit may be provided 
by the retailor.

Modern retail store policies open the doore widely to 
complaints from customers* the as sumption that * the cast oner 
is always right*, a policy upon which many stores operate, 
invites complaints remarks Systran (1937) Me further 
says that a careful consideration of the causes of complaints 
of customers together with prompt improvement wherever 
weaknesses are discovered is necessary to the maintenance 
of proper trade relations and to holding public goodwill. 
Bringing out the importance of this service Kelley and



and Brisco (1957)5* remark that in every store, there ere 
occasions during each business day when the customer sad 
tee store disagree, misunderstand one another cur the cus­
tomer does not receive tee service tee expects, Customer 
satisfaction is tee basic foundation ©£ a successful 
retail business,

the other consumer services listed by Eolley and 
Brisco (1957)51 are, parking facilities, drinking fountains, 
rate rooms, cafeteria, parcel check roan, notification of 
new merchandise arrival, sale of tickets for travel or 
entertainment and supervised play facilities for children.
In addition to these services Coles (1938)7 Mentions credit 
facilities, first aid, special wrapping service#, peat 
office, telephone ted restaurants.

The services rendered by tee retail atoree differ accor­
ding to tho category to which they belong,

1. T«1 gSSSMCB OF GOGrKMXXdN WITS & B G U L  BStmmOS f 0 
COkSUMIE COdPEiUTIVKS
The various definitions of cooperation given by 

Voorhis U963)54, Waite and Gassady (1%9)22, Watoosn 
(1953)*5, Gordon (1957)47, Bhatnagar (i960)56, Bansrjoo 
(1961)57, Srivaetava (1960)^ and Tousley ji (1962)49 
are based on the following point#; that cooperation is 
a free, voluntary association of human beings* with limited 
means on tee basis of equality in order to improve the 
standard of living. The organisation is owned and controlled 
by the consumers who patronise it. The motive force of the *

34
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cooperatives is sot profit but service to the members, 
there is the elimination of middle man's profit and also 
abandonment of competition in distribution* Gopperation 
assures both moral and material advantages to consumers* 
the basic principle of cooperation is implied In tha saying 
"All for each and each for all." It is organised by the 
people of a particular locality or community with common 
economic interests, the motto of cooperation is self help 
through mutual help.

A very apt definition it given by Cqlvert quoted by 
Hough (1959)59 who says that cooperation is a form of orga­
nisation, wherein persons voluntarily associate together as 
human beings on a basis of equality for the promotion of 
the economic interests of themselves by honest means*

Coop era tiohis a mode of doing business* 'differentia­
ting cooperative society from other modes of doing business,

t otathyunathan and iiyan 419&21 mention four points which 
are based on the Eochdale principle. These principles are 
mentioned by Held (193$)®, Coles ( 1 9 3 $ ) Halt* *£4 Gasaady 
U939)22, 0©agla** (193$)6X, tousloy j& ̂  U9$2)49 and 
*eier U962)62. They are* (1) Those who use the society 
are ite proprietors, or. owners (ii) These who use the 
society (members) control the society* They elect its 
committee of management and supervise its activities. In

• e

doing so, each member exercises only one vets and not as 
many votes as he holds shares.iiil) Hhea tae net profits 
are distributed they are given to each member in proportion ,



to the volume of business done with tbs society in tbs form 
of bonus after providing for reserves, (iv) 'ividend on 
share capital is respected t^ a fair rate; tbs society is 
activated by a spirit of service to its members and not by 
a desire to pile profits on capital, They further say, a 
cooperative society is a voluntary organisation of human 
beings, where the aeabera exercise equal rights in a spirit 
of self-help and mutual-help and share its fruits in pro­
portion to the contribution which each has made towards its 
business. Gordon (1961)^ differentiating tne purposes of 
a private enterprise and cooperative enterprise on the basis 
of the points given by ftschdals pioneers, adds tbs following 
points (i) While the primary purpose of s private purpos# 
of s private enterprise is to make profit for the owners, 
the primary purpose of a cooperative enterprise is to 
perform on economic service at coot for its members Ui)
True cooperatives sell for cash only. {111} Consumer coop- 
ratives sell their merchandise at currant market prices. 

Cooperatives are of different kinds. Today the coop-
e

eratives have become very breadbased covering a variety of
activities. The classification of the different types of
cooperatives as remodelled by Srivaetava (1960)^ is baaed

•

on the Reserve Bank of India's classification. It includes -
1. Credit societies

e

2. Consumer societies 
3* Production societies
4. Marketing societies

36
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5* a©using societies
6. Others
*A consumer cooperative society Is one which is orga­

nised by people as consumers with a view to avoid or 
reduce the middle mi's profit in the retell price" writes 
Bhataagar (I960)56.

AiCanoyer and Veils (1957) report that "Consumers 
cooperation is an attempt on tne part of the consumers to. 
increase their income and to improve their scale of living 
by reducing merchandising coats and by aaking available 
the amount and quality of those things which the consumer 
wants.*

The distinction between consumer leagues or associations 
and consumer cooperative societies is given as follows in 
the Encyclopaedia of "ocial Sciences (1959)65. "Consumer 
cooperatives are to be distinguished from consumer leagues 
or other public or semipubiie organ! zation* which seek to 
protect consumer* a rights in the course of their dealings 
with producers of consumption goods. Consumer cooperatives

o

are actual economic enterprises in the form of stores or
shop set up by associations of consumers to distribute
fundamental conaua^tion* goods usually staple food items

•

but else at times, slothing, furniture and the like.*
Referring to the advantages of consumers cooperatives 

Held (1936)* remarks *in important advantage to consumers 
appears to lie in the fact that cooperatives in principle 
at least have no active for misrepresentation or fraud.*



Mentioning the role of consumer cooperative* in consumer 
protection, Krisftnaaurthy (1963)"^ points out ^Consumer 
protect!cm could only he effected by assessing the quality 
of goods, Consumer* * association or consumer cooperatives 
would play significant part by giving detailed inforaatien
from tine to time about the quality, performances and 
suitability of the consumer goods irrospoetivo of tho 
claims In advertisement,*

The principles and advantages of consumer cooperatives 
mentioned above show that cooperatives render many valuable 
services to the consumers apart from the retailing sarviees 
rendered in general by private retail stores* But the 
advantages are not only economic. Singles (1936) points 
out, that cooperation has something more than an economic 
advantage. It is the cultural and ethical development 
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 
ablo men in the service of their fellows who might otherwise 
be forced to become economic privateers and it provides an 
economic refuge to capable persons who are discriminated 
against by profit making society for their progressive vi 
He concludes that cooperation operates powerfully to 
tho conflicting claims of egoism and altruism,

f. A BMXM mSXOHI m  bOKSUMSH GOOPEuAXIVBS 1M -
Ml. (1963) that tho



Mfipmtliw it not new to tilt Indian aind. Mutual help 
and tt^attiai fatvt been the way of U f a  In Indian villages 
since a n d  eat tints. 8a traaaa the history «T cooperation 
ta Idia days of the Upsaishads.

Cooperation was based on a spiri t of mutual help till eh 
98i]f raraly nanifastad In large acala argani zatianal Itrti* 
Modem cooperation m  tha other hand, ia based on the prin- 
dpi® of collective work and ia practised in an aqptitad. 
form as a large seals* ^separative societies hare a signi­
ficant place as the economic wing in this aoveaent of 
Panchayat haj emphasises Tewarl (1963)^* the StvtnniBl 
of India publications division issue (196l)^7 reports that 
a good panchayat will also have to lean heavily an coopera- 
tlve organisations.

CQHough (1959) referring to the origin of the coopers- 
tive movement says: "The Madras presidency even before the 
launching of the movement officially, had arganiaed coopera­
tive undertakings in the fora of the iadigeneeue nidhis 
or mutual loan associations."

Jain (1954) points out that the eeeperative movement 
ia a 39th  century development* As Mateahaa (1953) writes, 
in 1395 Sir Frederick K-icholson was placed on apodal duty 
to study th e  chances of success o f th e  cooperative aoveaent 
in lade, Nicholson submitted hie report in 1397 in which 
he emphasised th e  need fin* the development ef credit socie­
ties as also to aacourage thrift and econoay among rural 
classes,.* The Government o f India appointed a committee
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muter Sir Edward Law in 1901 to consider tiie question on 
an all India basis* legislative action was taken in 1904 
on the recommsedation® of this committee* the Publication 
Division (1956)^ issue reports that the first Cooperative 
Credit Societies Act was passed in 1904 and its primary 
objective was the organisation of cooperative credit socie­
ties in urban and rural areas to relieve indebtedness and 
pronote thrift*

The Second Cooperative Societies Act was passed in 1912 
reports Mateshan (1953)^* After the passing of the Act in 
1904 in the eight years that followed, the movement node 
considerable progress, but the nain weakness was that a 
large pert of the finances of these societies hod to come 
free Government Knrukshetra (1963) ̂ *  In 1912, there were 
6,197 societies with over four lakh members and fe*336 lakhs 
as working capital. The deficiencies experienced in the 
working of the first legislation were sought to bo remedied 
by the Cooperative Societies Act of 1912, which mode it 
possible for the formation of societies for purposes other

e

than credit*
Government of Indie Act of 1919 mode cooperation, a

provincial subject Kurukahethra (1963)^°* This wee indeed
•

another milestone in the march of the movement. Though a 
provincial subject the Government of India^ continued to 
take interest in the progress of the movement. This decen­
tralisation and the economic boom which followed the first 
world war contributed to the spread of the movement. The

9
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of the thirties gave a rude shook of the aove-
seat* In 1937-36 g 63 per cent of the loans had h e m e  
overdue and half the neater of societies went late liquida­
tion. the situation called for drastic and urgent action.
the provincial government set up eoaalttcea to review the 
position and took action on their r eeofflisoadation to stabilise
the aoveiaent.

Xurukehetra U963J reports that the next laadaark in 
the progress of the cooperative aovenenh was the setting 
ox a cooperative planning cconlttM appointed in 194S* It 
reeoaaended that efforts should he made to M a g  $0 f«r cent 
if the villages and 30 per cent of the rural population 
within the ambit of the reorganised societies within a 
period of ten year*. It waa also urged that the deserve 
lank should provide greater assistance to cooperatives.
Dey points out that cooperation as obtained in the
pre-independence age could not fit in with the new era 
opened for India after independence.

Saai-inMJin (1963)^ opines that in India eonawMr 
cooperation had not made asp progress till 193$ (21 MerM 
*cr> although the cooperative societies Act 1912 had faci­
litated their organisation, he further says that the 11 

«ar hreoght in its wake scarcity of essential
ditie®* hoarding at all levels and consequently rising

e w

level of prices* the distributive phase of cooperative 
activity had before the 11 World War* net with different 
success in India, rood rationing during the war gave the

>
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consumer* branch of tne cooperative generally
a tremendous fillip.

Bhatnagar j| (1960)^ tfi of opinion that only after 
the 1 World War the movement could sake substantial progress* 
Cooperative stores wore organised in eeferal parts of India 
Madras Being the pleneor state* Be ados that the first 
cooperative store on the Rochdale pattern in India was 
opened in one of the suburbs in Madras in 1904* During 
wer cooperative stores bosons important and incroased in 
nu^ors.

Boy (1961)^ pointa out that ths cooperative movement 
has been in India for nore than half a century, fill 1947 
tae cooperative movement had not gathered any momentum with 
the result that progress was slow, ifter independence the 
seed for a reorientation became Imminent.

in issue of the Publications Biviaion (1960)^ reports 
that till 1947, the cooperative movement had not gathered 
any momentum wit a the result that progress was slow, if ter 
Independence the need for s reorientation became imminent

e

when India embarked on the First Five fear Plan in April
1951, special offarte were made to pronote cooperation*
this was accelerated in.the Second Five Year Plan with the

•

result that the movement began to gather strength and make
faster progress* “With the emergence of the era of planning,
trie cooperative movement entered a new phase and more than
tne physical achievements, the ideology of cooperation was

70gives Importance in the successive five Year Plana (19631* -

42
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"The Second Five Tear Flan envisaged the activities 
of cooperatives in a deeper way as to have a greater impact 
on the economic life of the people” reports the social 
education bulletin (1961)^*. this plan encouraged giving 
loans to credit worthy purposes,

uoswami (1962)^^ reports that in view of the importance 
of consumer* $ cooperation a programme for their development 
and revitalisation has been taken up under the Third Five. 
Tear Flan, with the provision of financial assistance fro* 
Government, Be further states that toe Third Plan clearly 
recognised the Importance of price stability, particularly 
in the case of basic essentials so that undue hardship 
sight not be imposed on the low and fixed income groups.

Meferring to the progress aade by the cooperative novo- 
moot in India, hehru (1963)^ says *14 has done good work 
in selected areas of India, rather more in the South than 
in the llorth but limited work nevertheless. Therefore it 
is evident that though cooperative movement in India is 
existing for more than half a contory it has not aade 
sufficient progress.

Hough (1959)^ reports the consumer cooperative soda* 
ties are net conf ined to urban areas though they have made 
their spectacular development there.

It is understood from the publications division of the 
Government of India (1960)^ that the government began to 
gather strength and aade fast progress during toe Second 
Five leer Flan.

>
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Lokanathan (1963) 77 observes that between 1939 asd 
1952, tiie number of consumer stores increased from 396 to
9757.

Many schemes are being formulated by the Government of 
India, It is understood from the report of Government of 
India (1962-63)^  that to hold the price line of consumer 
goods, a scheme is organised consisting of a large net work 
ox consumer stores. It Is proposed to organise 200 coopera- . 
tire wholesale central stores with about 4000 members primary 
cooperative stores branches In these cities.

The phasing of the programme of organisation undor tho 
scheme is as given below!

fear Wholesale Iriaarr
1962-*63 70 700
19*3-«*4 130 3,300

This information was given in the State Cooperation 
Minister's conference (1963)7^. Ihe Government of India 
aeport (1962-63)^  informs that s liberal pattern of asaio* 
tance has been evolved under the scheme, according to whieh

e
a wholesale at ore is eligible for financial assistance up to
a mamifsmm of Rs.4.1 lakhs towards share capital, accomodation,
purchase of trucks, construction of godowns and managerial

•

expenses, Similarly e primary store/branch unit under a 
wholesale store is eligible for financial assistance upto 
&,4,50G towards share capital and managerial expenses, 
forty six wholesale storms and 463 primary stores/branchee 
were organised in 14 States and one Union territory upto 
25-1-63.

)



in England tne idea of such cooperatives brought fruit to
a group of M  weavers forming the first consumers coopera­
tive society. It was established with a very practical 
veiw# that of making meagre earnings provide more goods 
than was possible when the purchasing was done through 
customary retail stores, the number of stores and volume 
of sales steadily increased

According to the information given in the Incyclopaedia 
Britannic* 119£?i^2 In Groat Britain the cooperatives were 
of many kinds, including consumers stores, exchange bazaars 
producers societies set up by trade unions, farms and 
uwenite propagandist societies.

Held (1^38)^ states that "Various types and numbers of 
consumer cooperative organisations were attempted in the 
United States preceding and following the establishment of 
the famous Sochdal# cooperatives,"

*A consumer advisory board was made a part of the 
national recovery administration ana a standard division 
was organised in the board" observes u*3riea (1949)^.

mShe further aays that the consumer movement in the UfS.A.
aimed at improving the consumer*a position in the market,
making it possible for the mrmmmr to find and recognise
on the retail market the articles which meet the family*s
needs and income,

aReid (1938} opines that Swedish cooperatives expanded 
during the war and have since continued moving in that 
directi ob and over one third of all households in "weden



have members in cooperative societies, the local eocisties 
in 1399 united and formed the cooperative union, coopera­
tive societies in Sweden have undertaken manufsecuring; 
developed more efficient merchandising; has helped to develop 
cooperative marketing of farm products and the cooperative 
milk supply and today the cooperative union has became the 
leader in determining prices.

Ames (1956)*^ says “perhaps the most amazing thing
e

about the consumers* movement is its ability, year after 
year, to continue and In same cases increase the rate of 
its progress." the complete centralisation of the movement, 
tus high degree of solidarity existing between the local 
societies and their central organisation and the choice 
of its leaders are the factors which have given the consu­
mers* movement in %eden its commanding position.

“In Finland mere than $0 per cent of the population is 
affected by consumer cooperative enterprises* says 
Coles U933)7.

“In many other European countries consumer cooperatives 
occupy a place of considerable importance. On the whole 
they have been much more important in hordie countries than 
in Latin ones*, remark®. Raid (1933)*.
Q. SLOPS Of CCKSBHE& COOPMAfIVS M0V3BUX II IMBIA

“If there is one subject more than another which requires 
enthusiastic approach, full of faith and & crusading seal, 
it is that of cooperation* - aaya Nehru (I960}7**. * India*,
Wehru (1963)** feels should be humming with cooperation as *

4?

/



it a basic activity in every village and finally sake the 
cooperative approach the common thinking of India.

Bringing oat the importance of the cooperative movement 
Krishnamachari (1964)^ states it is "the soul of community 
development." He adds that the need to develop cooperatives 
has Just begun to reach the weaker sections of the village 
community.

a <7Bey {1963} f states, that she success of the consumer^ 
cooperative at area should be determined by how efficiently 
it satisfies the requirements of the consumers at reasonable 
prices.

The scope for the development of consumer cooperatives
can therefore he understood by appraising the situation as
it is and finding solutions to the problems faced. As

77Lokanathan (1963) remarks, wIf consumer stores to be
established under the emergency are to avoid the same fan
whicrt overtook tnaa at the end of tne last war, one should
analyse turn causes of failure of the previous efforts and
take measures to ensure their abiding success.' Malnotra 

as1̂963} id of the opinion that the history of consumer
cooperatives in India ahowe that they have worked well during
periods of scarcity and*controls and that under normal condi-

•

tions they have not been able to compete with trade. he
lists a few factors which lead to the success or failure of• •

consumer cooperatives, they are* Management, Trained 
personnel, office bearers, financial resource, store admiaft* 
strati cm, member loyalty, ami the role of the Government
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price shops and that all essential and controlled c omaedi* 
U « a  should be channelled duraugh these stores.

Fraohu (1963)^* remarks, "Up bill now Bs.lG croraa have 
been spent on consumer cooperatives. They have not reduced 
market pricaa or even sold below them, On the other hand, 
there ware complaints that there haa bean profiteering.”
He further aays "Consumer cooperative societies, which tddi 
to compete in the opes market for their stocks, have been

m

a general failure. This is because officials aro unequal 
to tho bargaining and also because tho societies cannot 
atand the fluctuations in prices."
t. Mambsr Loyalty: Kaaath Cl962>^2 opine* that members 
should exercise more allegiance to the store. The sere 
starting of the stores is not enough. Cooperators oust 
welcome the decision to roly on consumer stores for protec­
ting the conifer interests.

une of the two basic requirements asntiened by Lokane- 
than <1963) for the success of consumer cooperatives is 
the loyalty of members based on the proper understanding 
of the principles and value of cooperation. To give their 
loyalty to any organisation the members most understand 
and appreciate the basic philosophy for which it stands.
Hence tho Government of India (1963)^ states that the
promoters moot understand the basic principles of cooperation.

• •

It is an advantage if there are a few amongst the members 
who are familiar with the methods of modem retail business 
and know what a consumer expects from a retail store.
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Malbotra (1963)88 states that members' loyally to the 
store declines when prices are not attractive; variety la 
absent; quality is substandard and service is poor. All 
this happens when bonourary work becomes a burden. The 
Managing committee should proaote m m bar loyalty and 
concentrate on consumer education.

5* fhe Itolo of uovsrnaent ana Con ameer - Sducationt the 
government should obtain assistance from experienced comaker-, 
cial bands when formulating policies. Yo have a quick 
appraisal of bo* the centrally sponsored acboao is working, 
a committee of experts drawn from the government and 
commerce night be asked to give their carefully considered 
recoMaendatione and the work revised where necessary.
Until this io done, the pressure to expand consumer coope­
ratives should bo reloaded.

Lokanathan (1963)^ is of the view that if the govora- 
nentvs objective is only to ensure that essential coaaodi- 
ties are sold to the consusor at controllod prices, it 
would bo boot to bo contont to ©pan fair price shops in 
largo nuabors. Mo obsorvoa that the assent scarcity 
disappears and the urge to be^aeaber of a cooperate secioty 
is reaeved, it bacoaos* difficult to provont a rapid docllno 
of aeabershlp. the only way by which this danger can be 
reaoved i# for a programs© of cooperative* education to 
accompany the establi ahnent of prlaary stores and to anauro 
that aeabers do understand and accept the principles of 
a consumer society.

53
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Voorhie (1963)** o b w m s  that the growth of contra- 
tives can he accelerated primarily by education on a 
greatly increased scale direct*! along two lines; the 
popularl satlon of the cooperative idea and the training 
of personnel for manageneut administration and leadership 
generally for cooperative organisations of every type and 
on every level.

*or accelerating the growth of consumer cooperatives
w

on awai line* specially in the context of the national 
eaorgeacy tho government of India had sponsored a nueber 
of schemes (62-63)^. These include organisation of 
coeperativo stores among the general public in urban 
areaa; induetrial workers of public and private sector 
undertakings; government employees, and a echeae fear ensuring 
supply of eaaential good* to the population through eerviee 
and Marketing cooperatives, Mankekar (1963)** comments 
that though the government policy is to encourage conesners* 
movement, it has not eo far publicised thia Movement enough 
saw* educated the consumer in the field*

In the fourth Indian Cooperative Congress* Xehru (1964)^ 
reiterated the need to free the Movement fron government 
control and ensure that it was b o m  out of public initiative 
and was not a Movement organised by the government from tho 
top* Sift the f^vdmmest of India would help in every way 
to enable the Movement to progress and prosper because
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Cooperation Mini star a* tatmz the
programs# oi conauaer cooperatives should net Ini conceived 
only as a teoporary aeasure bat should be built up as a 
peraanant and integral part of the cooperative structure.
As the assess* of the cooperative would depend on efficiency, 
quality of service and proper management, tbsss aspects 
should receive special attention fron the very beginning* 
Every primary store branch should generally aim at enrolling

e

at the end of two yoara 20-2$ par coat of the families 
living in the area of its operation.

Heg&rding the pattern of consumer cooperatives in rural 
arsas the cenfaraace recemaended that it would not be desi­
rable to organise separate consumer stores for the purpose 
and that the village society should porfora this function 
as well** *■«.

Naidu <1963} oplnea wSy properly integrating the 
activities of the village cooperatives with that of marke-

need and urgency for the (organization of consider coopera­
tive in both urban and. rural arose and urged the aovernaeat 
to persuade private manufacturers of consumer goods to 
reserve a percentage of their requirements. In this Congress 
Dey ( 1 9 6 4 ) said, "Cooperation in the face of competing 
priorities in the fourth Plan would only have its due share ^ 
if it was backed by pedlar sanction and was supported by
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the eventfjoining pressure of public opinion."
Hankokar (1963)^^ states that the chief reason for U m  

slow progress of tne consumer's societies is that the people 
ore not aware of the advantages of these organisations which 
are set up by the consumers to safeguard their interest and 
to get their money's worth when buying their everyday sees* 
salties. % e  continues "la our country the atmosphere for 
consumers* cooperation has yet to be created and people

9

have to be nade aware of the noed and benefits of such 
cooperation, "however, the nest Important factor in the 
development of this movement remains the costumer* e parti* 
cipation. the people, if they went to check inflation, 
black marketing, adulteration and profiteering, oust 
organise thoneelves to fight these anti-social trends 
through coenoT**fc* *** -"
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1. t o  interview method wee adopted for the etmdy of
the homemakers. The interview schedule which a# defined
by lorn* (1956)97 la *a pleased U H  of questions bo bo
asked daring lb* interview,'* is beat sotted far eliciting
information fro* the not vary educated and shy homemakers*
Besides this, the advantages as stated by Qood* and iiatt
U9S2)98, and Hood and tote* (1954)" are that it permits .

•

2. the questionnaire mstbod mas selected to elicit 
information from tbs retail store managers sine* they more 
all iitarata and familiar with of fie* correspondence.

deed and Seats* (1954)^ conaidor that the "qusstion- 
naire ia a major inatrument for data gathering in descrip, 
tire surrey studies and ia used to eeeure j U d m t l « B  
from varied sad widely scattered sources."

dshoda at al (1959)100 point out, "The impersonal

instructions for reeerdiag responses, onsuro uniformity 
t o n  erne measurement situation to nether*"

The questionnaire aethod wbieb is defined by Pope 
quoted by Qee (1950)^ is a set of queations bo be answered
by bln informant without the aid of an investigator

B. Selection Of t o  Setsil Stereo la Coimbatore and Bangalore



Two type* of m a l l  
of their popularity, locality sad 
Baasalors and the

selected on tin basis 
• o m i r m  
Th« choice of

these two urban localities was to auks the study mere 
broadbassd and find a m  tits mrvlets rendered in two 
diffsrsnt el tins.

cooperative society was established in tbs year 1906.

inersass in the nuaber of testers is glean in Table I*
TAB)LB i

qhquth or tm  sm m m  cmmmmvm -  bm alobs.

1906-1907 1*3
1911-1912 5 11

1916.1917 *57
1921-1922 m

1926-1927 m

1931-1932 *99
19)6-1937 1009
1961-1962
1966-1967 •1309
1951-1952 1522
1956-1957 1931
1961-1962



Xfcare is only esc type of aeabarchip and the value of 
each share is Rs.25.

ass established ia the year I960* Table XI show* the 
increase in

TA8L8 XX
aimsn m  tm  consumer coGrsiuxxvs -  cmmwam

i«ar Maaber of aeabera

1940-19U 62
m * - i % 6 216
1950-1951 260
19 55-19 56 266
1960-1961 367

There are two types of asaharahips class *1* and *B* . 
The value of class VA9 share is Bs.50/-, and is Hatted 
t@ institutions only. The value of class *S9 share is 
8&*10/- and is assat for individual esnswssrs and sash 
assfesr can have 25 shares only*
2« Private latail stores i On the basis of their polu- 
larity, four private retail.stores has each froa Bangalore 
and Colabatore were selected, these stereo were within 
a radius of one aile froa the consumer cooperative stores 
selected.
£* Selection Of the Staples Of Baseashore la Colabatore
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Two sanplse of honoaakara each fron Ceiabatere and 
Bangalore patronising the private rotail stores and e m r s  
cooperative retail stereo were needed for this study.

Is order to save ties and distance the investigator 
bad to select hoasaakers residing in tbs locality near her 
college in Gelahatere and reeidence in Bangalore.
!• Coimbatore; Tbe liet of h<wea»akera who purchased frea 
the cooperative stores and private retail stares was 
obtained fro® tbe respective stores. The first 50 asses 
of hoaenakors who rosidod in tbo doaired seaoo wero ooloctod 
in each easo.

Tbo criteria for solocting the heaeaskers was their 
residents in an ares within a radine of two alias froa 
the grocery stores* the areas which were ooloctod wore 
a,S. parse and Tatahad.
2. fmmltorr ^  ««*• basis aa in Ceiabatere 50
heaeaakere reaiding in an area within a radios of two
alias froa the investigator* s reoldenee and tbo stars in
the sones of Saaavangudl and Sbankarapuram wars selected.
0* Preparation Of The Interview Schedule For The Heaeaakere

An interview schedule wee prepared as given in Appendix
I to be adaini stored to the heat soakers;

It included details regarding the fondly composition,
age, occupation and laeshe; education of the family aenbere;. •
the heaeasker** purchasing plan; tine spent on purebasee; 
reamts for selsctlng particular grocery store; services 
rendered by the store; <pentity purchased; purchasing .



problams and the homemaker* s suggestions regarding inpro- 
v«i«Qt of retail services of the store.
S* Conducting The Interviews end Collecting T>ata.

The investigator established rapport with the selected 
homemakers through self introduction ami explanation of 
the purpose of the interview. The homemakers were assured 
that the survey was conducted only to find out how far the 
stores where they are asking their purchases art helpful # 
to then. The questions were introduced gradually in the 
course of the conversation to cover all the points included 
in the schedule. The answers were recorded end the data 
consolidated.

f * Preparation of the Questionnaire For The detail 
Store Managers,

After eliciting homemaker's purchasing problems through 
the interview#, the questionnaire as given in Appendix II, 
was drawn up to be administered to the private retail and 
cooperative store managers, to find out the problems they 
faced in catering to the needs of customers. It had two

e

parts, the first part, common to all store managers, and 
the second part applicable only to the cooperative stores 
to elicit Additional information.

Tho first part called for details regarding years of 
service; types of service rendered; the problems which 
arose while catering to consumers and action taken on 
tneir complaints. In ths second part, cooperative stores 
were asked to indicate their membership rules and regulation*

62
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and give their views on the patronage of their aoabere,

§• Administering the questionnaire Xo the -tor# Managers, 
The authorities managing the private retail stores 

and the cooperative stores were initially interviewed 
and the need for the information called for in the ques*» 
tionnalre explained, the questionnaire was then given 
and the replies collected and analysad.
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XV. BSSD2X? A8S niSOJSSlOK.

The results of the study of the retail, services 
n e t h n ^ i  private retail store* as against consumer 
cooperative stores with reference to the homemaker* a 
grocery purchase* are 41eeussed and presented under the 
following headingsi
1. The relationship between the piece of purchase and 

the faaily background 
B. Planning of purchases by the homemaker 
C« Eeasens for purchasing at a particular retail atere 
t5. The retail stores 
B* The pelicy ef the retail eteree

A. The Helationanlp Between The Place ef Purchase and 
The Family Background

The fsally background will Include the following ihsrne • 
1* Humber of f sally womb era,
2. Educational status of the homemakers,
3. Occupation of the fsally members, and
4. I m a m  of 'the family members.

1. Muabar of aeaheret The average faadLly of those
who purchased free cooperative stersa and private retail 
storss was composed of tares* members. Table 111 shows
the distribution of family members and the place ef purchase.

• »

It can bo seen that there is no relationship between the 
number of members and the preference for the store. This



has bean prsud by the chi aQaare tsst (Appendix III)

s m s  x u
ta i Mowni of family Msjsmo «© flics of aaocinx purchase

dumber of family 
nenbers

Place of purchase

Cooperative Priv«t« rciaii stores stores

1-2 2 6
3-4 30 3©
5 4 36 33
7-6 13 15
9-10 6 10
11-12 9 6

total 100 100

status of the henenskers interviewed is gives ia f a b le  IV, 
and represented in figure i. It was found that of the 
total of 200 homenskere 41 par cent were educated t$pe 
elementary achool, 27 per cent upto high school, and 9 
par cent ware collage educated. twenty one par cent ware 
illiterate, applying the chi2 test given {Appendix 1¥) , 
the education of the hoaenaker appeared to have no relation- 
ship to the piaea of purchase.

Since it was proved that the education of the hoaenaker 
had no bearing on too purchase wa nay infer that the
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honenalters know, understand and appreciate east they are 
able te get and demand for, and get stoat they do not bate, 
and tons use any situation to their advantage.

3. Qceanati^ fff* fjfftlv eenberei the various professions 
followed by tbs heads e£ tbe faeily did not bave any 
significant correlation with tne place of grocery purchase, 
this was proved by the eni t^uaro tset.

fsallies surveyed ranged free Bs.100 to %*1»200 per month, 
fable V and figure 1 show the percentage of faniliea 
belonging to two different monthly intone ranges purchasing 
from the cooperative stores and private retail stores.





TABLE V
TOTAL mcUNS AMD IM1 PLACE UP GEOCSBI PURCHASE OT 

ttti families m m n i m

Opto 250 m i 9  7)0 751 and above

Stores* 34 55 56
Private retail Stores. 66 45 41

As can bs assn fran Table Y and figure 1 as tbs 
income range increases, tbs percentage of families 
purchasing from lbs cooperative stores increases and 
tbs percentage ^ purchasing from the private retail 
eterea deereasee. this difference is statistically 
significant in tbs chi square test, given in Appendix V* 
There was a significant correlation between the place at 
grocery purchase, and the income level of the fsatiles 
surveyed# The reaeens for the mailer lacme groups, 
preferring the private retail stereo may be due to the 
fact that the cooperatives insist upon an initial deposit 
ef 100/- to give credit facilities to the customers. 
The private retail stores en the ether bhrni, give easy 
credit which helps the 'families in the lower dneome 
brackets.

If the cooperatives are to be really meaningful and



eerve a wider group or people, the amount toe the Initial 
deposit auet bo Xowared.

B. Planning Of Purchases By The Moaeaaker.
Planning of purchase by the homemaker irill be studied, 

tinder (ha follow! eg headings -
1. The planning of purchase
2. the tine spent on purchasing 
3* The quantity purehaaad

1. t*** fliî Bjna of Farchaaat fha criteria taken as indi­
cative of planning were* Quantity planning, quality planning 
and aoney pluming, table VI shows the place of purchase 
and the node of planning of grocery purchases adopted by 
the families surveyed, table VI shows that the max&mm 
number of fsallies planned their grocery purchases in 
turns of quantity; sene of thus in toms of quality and 
very few in terns of aoney. So far as quantity planning 
is concomod thore is not auch of a difference between

and -ffiase tuba buy ff'om /p̂/̂a/e t~efoUJ <sA?/»<es.
those who buy from the cooperative stores,, the homeaakers 
who planned in tense of quantity aay be sure of gotting 
quality goods at fair price froa the cooperative store and 
therefore aay not be planning in terse of aoney or quality. 
In the case of the IB families which do not plan in tores 
of quantity it was found that tha incoaa lavel was below 
&.300/-. This was just enough to sake boih ends aeet and 
as such they had to purchase in terns of the income 
available to then.

n
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purchase and the tine spent cm purchasing the monthly 
provisions.

Am m m  be seen from Table VII m  the whole the average 
time spent by hememakere m  shopping their Monthly require* 
aents was lass la Celmbatere than la Bangalore and that 
the tlae spent on shopping at the cooperative stores was 
lese than the tine spent on shopping at the private retail 
stores, this is illustrated in figure 2* !&ea these 
differences wire statistically analysed applying the 
students* 9t* test - Appendix VI * the following were 
evident!
a) there was no significant difference in the tlae spent 
on grocery purchases between the homemakers buying in 
private retail stores and cooperative stores in Bangalore, 
this may ba dus to the reasons that the services rendered 
by these two storee were similar.

b) there was a significant difference between the time 
spent cm the purchase of groceries between the homemakers

e

buying in the cooperatives, and private retail Meres in 
boiabatore*

this may he due to the fact that services rendered at 
the cooperatives were better and that the homemakers 
purchasing at tha cooperatives might have, made a more 
planned approach to purchasing.
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Fi g u r e  - 1

T a te  S p e n t  O n  (S r o c e r x P u r c h a s e  B y  H o m em ak er s  

A n d  T h e : P l a c e  Of* P u r c h a s e  .

A -  Cooperatives ; B - Private R e t a il  Stores .

Bangalore
Co im b a to r e

B

Bangalore Coimbatore



c) There was significant difference in the time spent on 
purchase of grocery requirement* between the homemakers 
buying in the cooperative stores in Coimbatore, and Banga­
lore, and the homemaker.* buying in private retail stores 
in Coimbatore and Bangalore.

the services rendered by the private retail stores 
and tae consumer cooperatives in Coimbatore do not differ 
to any great extent. But there are differences in tbs 
services rendered by the retail stores in Bangalore and 
Coimbatore. Ordering by telephone and house delivery are 
available in both type* of stores in Coimbatore but not in 
Bangalore. Hence mere time is spent on purchasing in the 
latter city.
3* purchased* the influence of the quantity
purchased on the place of purchase was studied. It was 
found that in the case of seme commodities the quantity 
purchased decided the place of purchase. Ohal, red chillies 
and tamarind were bought in larger quantities seasonally.
The homemakers who shopped both in the cooperative stores 
and in the private retail stares beugat these commodities 
from retailers ©th«r than those from whom they usually 
purchased, these purchases were made because the particular 
commodities were either not available in* the stores or 
because bulk purchases were cheaper when made in the other
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C. Reasons for Purchasing at a Particular Retail Store. 
The reasons given Of the hoaeaaksrs for patron! air* a 
particular retail store are given la Table Till,

xai lr t i n
asAsu«^ ftm f m m M i m  m  pmsimiMs u s s u l  stores*

1, Msaberahip 17 14 51
2. Fixed fair 

price 14 25 39 4 4 6
1* Ciood quality 7 23 30 29 36 65
4* Reuee delivery e • 16 16 # * 6 6
5. Reliability of 

quality and 
quantity 9 9 m 4 7 11

6* Availability 
of all goods. 11 7 16 4 6 12

the stores 12 4 16 20 20 40
6. Credit 

facility 11 3 14 10 9 If
9. Returned geode 

service 5 5 20 10 10 20
lO.Cuick service 5 1 6 3 3 6
11

• « 2
9
2 9 • 12 21
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The n i a  reasons for the awwMksrt In Bamg&lore and 
wciabatore preferring to purchase^ in particular private 
retail stores as revealed by their replies presented in 
Zable Will wares the good quality of goods offered, the 
nearness of the stores, the foot that the shop keeper was 
known to then, facilities for returning goods, and credit. 
The fact that 65 hcnenakers purchased at tha private retail 
stores because of the higher quality of tha goods sold 
there, shews that the private retail stores laid special 
stress on buying and providing quality goods to their 
customers, the nearness of the stores is another important 
reason for their purchasing froa the private retail stores*

In the case of those shopping at the cooperative stores, 
the seeker ship in tne stores, fixed and fair prices, faci­
lities for house delivery, reliability, availability of 
goods and nearness of the stores sere tha attractive 
features*

On the whole, answers wars received from those 
shopping at the cooperatives over a wider range of reasons* 
fro® the answers, it can be inferred that the service# 
rendered by the cooperative# were appreciated by then*

the
under toe functioning of the retail stores covers, 

1* Retail aarvices rendered,
2. frebless encountered while purchasing,
3* Suggestions for inproving retail service#, 
4* Consumers complaints to the retailers.
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it mis assn that the homemakers wars attars of tils important 
services, rendered by the retail stores, such as bouse 
delivery, credit facility, returned good service and 
telephone ordering.

twenty flee hoesoakers who made their purchases from 
tiie cooperative stores were nob aware that information 
m is  given by sales persons} dividends cm the share value 
invested by then} their right to vote, and their voice in* 
the Mtaagenentj and the action that would bo taken mi 
complaint a, the cooporativos must provide goods to customers 
at a just rate. A comparison of the prices between the 
cooperative stores and private retail stores, in Bangalore 
showed that for commodities such as rice, wheat, almonds, 
cashewnuta, red chillies, groundnuts, aooji, groundnut and 
cocoanut oil; the prices were leas in the cooperatives.
In the ease of Black gram, dhal, maids, green gram mad 
dhal, sago, aethi, tamarind and a few other commodities, 
the prices wore more in the cooperatives.

In Coimbatore but for Pepper, and peppy eeeds all ether 
commodities are cheaper in the cooperative stores - 
Appendix v m #

Twenty one homemakers purchasing frem the retail stores 
were a m  mare of the facilities for returning goods, and 
telephone ordering available there. Sighteen-homemakers 
did not taken advantage of thee# services. On the whole, 
the homemakers were net completely aware of their privileges.
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m iI did m m  makm lull m m  of the available,
1% is here that the rale of consumer eaucation eont la.
the services rendered by the retail stores as mentioned 
by the retail shopkeepers theasalvee both private and 
cooperatives are listed in fable XI*

t  m s  m
tmm* mmxmn ix  m i amcmt mmms

Cooperative Private retail * 
stores stores

Services rendered ™ ™ >
Bangs-

i ! i i i ! 1 lore

1, Hesse delivery He
1* Credit Xacility fee
3. telephone erdare fee
4« Information about

the Arrival @tn w  goods. fee
$. Information regar-

ding quality of
goods supplied* See

6, facility regard­
ing returned
goods yes

7* Coaplainta Book fee
i* Coeds on approval Xes
9. Pair and Just

price fee
10.Bargaining Ho
m —  —  —  — se ■« «■ iw —> a> —  no ■■ ■» mm mm m. — h

Celebs-toTS banga­lore cefjsha*tore

Zee He Yes
fas fee fee
fas fes fee

fee He fes

fee fee fes

fes fea fas
He Oral Oral
He darely fes

fes ’ fes fee
Ho He * fes

Proa the services sectioned in fable 11 it cam be
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seen that the private retail storms and the cooperatives 
In Bangalore do not provide house delivery facility whereas
ell the stores in Coimbatore provide the facility. This 
M y  he the reasons lor the lessee tine spent m  shopping 
by the honsmakers in toimbatore (Vide Table 1X2)* The 
homemakers need house delivery facility, to save both 
time and energy by shortening her shopping fours. A still 
sere advantageous step would be if orders were also taken ■ 
ever the telephone if the heaemaker wanted such facilities, 
In such a .case the time ef the homemaker would be saved 
t@ a very greater extent. There is however a disadvantage 
in house delivery, in that the right commodity way net be 
given, and the heasaaker M y  find the aaed he return the 
eomodity. Te safeguard gainst this, the homemakers most 
be made aware of the standard* and grades of % m  goods 
available. The consumer cooperatives in cooperation with 
local women* s organisations can take up the responsibility 
af educating women on assessing quality and recognising 
standards.

The credit facilities offered by the private retailers 
and the cooperatives differed.. The homemaker must become 
a member of the cooperative if credit facilities are needed, 
this is a difficult requirement fer families who are in 
the lower income group®. If the cooperatives are to serve 
the masses ossler credit facilities should be- afforded to
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Information regarding the arrival of new goods and 

the quality of goods avalist is, aro given by the cooperative 
stores in Coimbatore and Bangalore, whereas such information 
is not available in tne private retail stores at Bangalore* 
Facilities for taking goods m  approval are allowed in both 
the private retail stores in Bangalore apod is Coimbatore* 
these facilities are however not extended by the Coimbatore 
Cooperative Stores* . -

the consumer-buyers in the private retail stores both 
in Coimbatore and Bangalore had facilities to get their 
grievances redressed by lodging their grievances orally 
with the manager of ths concerned store* Such facilities 
were not available to the consumer-buyer in the Coimbatore 
Cooperatives, whereas the Bangalore cooperatives maintains 
a 1 complaint* book*. fhe Coimbatore Cooperatives however 
welcomes suggestions free the customers* It has an advisory 
committee of women to advise customers on the purchase of 
articles* Such committees should have representatives from 
local women's organisations and clubs.

For any grocery store to flourish, there must be a Just 
and fair evaluation of its working* fhe best judges are 
the customers themselves* Consumer cooperatives being

9

democratic organisations, should reflect. the vlewe of the 
customers and cater to their needs, fhe consumers co-opera- 
tives need to organise monthly forums of consumers where 
the really interested members will bring forward their
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views on him too working of (he cooperative could be 
iaproved. Skis would lead to better understanding of the
consumer oy the store authorities and vice versa.

encountered by the 
in fable X

;i The probleos 
while purchasing are given

m i s  x
p a w u m s  m  m m & z L w *

B otal B total

1.

2.

3.

4*

5.

6.

7.

In getting qualitygoods and clean groceries 20 30 39 3 0 11
In getting quick service 0 6 12 0 2 0

nonavailability of variety of goods 1 4 5 3 9 12

back of preopt home delivery 
of goods 1 3 4 4 1 5
T?iscourtious 
troatnent by salesman 1 2 3 1 1 2

In recognising the quality of goods 1 1 2 2 1 3
In listing theg,9QQo 41 o

•
1 1 • *• 1 1

the hooeoakera who frequented cooperative stores 
•outdated getting quality geode and elean groceries a s .



their problems. This is boras out by tbs reason tnsy 
stated for tbsir preferring to purchase from cooperatives 
(Table VIII) . Quality did not rank high for tbsir preference, 
whereas those sbo purchased fro® private retail stores 
mentioned that they preferred their source of purchase 
because of quality goods.

The purchasers from private retail stores said that 
their most pressing problem was tbs non-availability of aa - 
variety of goods in the stores where they purchased, dea* 
availability of clean groceries has been mentioned by s 
few homemakers purchasing from the private retail stores 
also, the hsmeaskers said that lack of clean groceries 
led to other managerial problems which involved the use of 
time and energy, other problems mentioned were: lade of 
quick service, prompt delivery of goods at home, courteous 
trsataent and difficulties in recognising the quality of 
goods and listing tha good* required.

In general, the homemakers who purchased from coopera­
tives listed mors difficulties than those purchasing from 
private retail stores. These responses ware not based on 
the mere complex and deeper issues such as cost, adultera­
tion, and fair prices because the homemakers were either 
not aware of the difficulties or not willing to divulgo
the answers. The same questions were put to a group of• *
thirty graduate women and three managers of hoetela of 
heme Science Institutions. Their answers ware strij&y.y 
different from that of the homemakers.



this again brings out the need for consumer education.
The earlier stadias conducted by Frame (1963)^^ and 3umitra

t°eveo.led that
"Sevi (1963) , , fhe crying need of the day is to asks the
consumers conscious of tbair rights and r*cponsibilities
towards tbair families and the society.

fhe private retail stora keepers in Bangalore and
uoimbatore nazitionad two problems tbay facad while catering
to the eonsuttsra. Consumers higgled whan prices ware fixed v
and recovering of dues from customers.

The problems faced by the cooperative stores ware
recovery of dues to some extant; Customers ordsring for
— ftif quantities over the telephone Mid consumers crowding
in the stores at the beginning of the month.

la the ease of recovery of dues as far as the cooper**
tive at ore is concerned the problem wee not as serious as
in the case of the private retail stereo since the initial
deposit safeguarded the interests of the cooperatives.
Further mere all belated payments after the due date, were
charged an interest of six and a quarter per cent per
annum. « w a  the dues exceeded the deposit as in the case
of a customer who is e chronic debtee, the cooperative
stores stopped giving him credit Mid in extreme eases
terminated the membership. *

Telephone orders for aeall quantities of commodities
• *le a wasteful procedure since it entails increasing costs 

for the stores and ultimately to the consumer-buyer. The %
need to plan in advance and nee wise Judgnsiib is essential,9 ■"

84



if
on tba f« n  of th^faooeaaker |« avoid such wastages* far 

good auMiiMBl of tiaa and energy la the Nat, tba bona- 
aakar should davdlop the habit of noting dow all bar 
requirement* liat, and order far larger unite at on# tiae. 
the « •  of a acri baling pad ar a note book la tba kitchen 
la a good technique. 71m  paid alii indicate all the najar 
and minor Itan, anally9 which m m  way not easily raoeabar 
at the tine of shopping.

Consumers should not all go at the sen* tiae for 
pur abasing their monthly requirement*. U m m akmr* should 
so plan Utatr monthly purchases that they give anough tlam 
far the aaleanan to look to their needs earefuily. It 
would be wise to aak© the purchases towards the m i  of tba 
noath or at least aana la tba requirements list early 
enough, ao that the goods could to peeked and M i  apart.
The eoeperatlvoa could atart toeing tba or^rs during the 
last weak of tba aonth to avoid crowding la the first woefc 
of the succeeding oonth.

the heneaaker was asked to nentlen tba various typas
of foad adulteration sba bad coma across and also what she
did la case tha food etnffa bought war® adulterated. From
tba answers given it would appear that tba hanenakerii ara
aitbar not folly aware of adnlteratien or the retail atoraa
aay ba offering good quality geoda. Although we baar of• •
adnlteratien being rampant tbaaa homemakers ware not aware 
of it* In view of tba fact tbit anmm benemkera did 
•ention adulterated foods tba Investigator faela that the .



■ajority of k«NMk«r« are either net able to judge the 
quality ef the food or they were indifferent to the problem, 
^ew henenakers however nantioned sens eomaoditiea which 
they cane across ae adulterated, they ire, hies, Soil, 
dhal, mustard and ell. 8tfi«, dhal and nuatarci were stated 
to hive been nixed with etones and ?oji adultered gLtii 
another inferior variety. ^irailarly oils of different 
kinds were tixai such as gingelly oil with groan-nut oil. .

to find out whether the acre educated heneaakers knew 
abeut adulteration, the question relating to feed adulte­
ration, was pet to 3© selectad graduate henenakers.

Aaeng the ana were given by the selected Graduate 
honenakers 75 per cent of them mentioned about feed adul­
teration which reveals that education (toes have an influence 
en their knowledge of purchasing and their concern in 
the narket. the adulterated food stuffs Btestieaed by this 
group of hcnmakers wore rics, wheat flour, bengal gran 
flour, naida, oil, tumeric powder, sugar, aoji and mustard, 
the action taken by then was to claan and use if possible 
or roturn it to the stores. Sons of tbo hononakors also 
nentioned that if tho ceosnodity wao found unsatisfactory 
it wna thrown away and wasted.

therefore tho investigator feels that eeaoaaer education
is noooaaary in preparing tho honeaaksr to m o p i t t  standard. •
quality goods and thus bo aware of adulteration, the general 
opinion of tho henenakers with regard to their action when \  
they got adulterated foodstuff was that they returned i$



Coimbiitere appear to bo complacent about, consumers 
menplato&e* this bring# out the need for a complaints 
book, which would be scrutinised by th® chare holders 
themselves at on® of their If the complaints
a n  lust end could be t n l M ,  necessary action should be

so that to© service* rendered are actually beneficial 
to tli® c©*s earners.

1* the Folicy of the Retail ''tores Surveyed • *
the policy of the retail stores ere discussed with 

reference to the credit facilities provided a m  manner 
and source of their purchasing, for the cooperatives 
father details regarding neater ship, rules and regulations 
.and mentorship drive ere discussed.

On the whole it was found that the Bangalore retail 
stores war® established earlier than the retail stores in 
Coiabatorc. The Coimbatore, However, though newer offered 
nor® retail services than the Bangalore retail stores. 
fhe policies of an older shore are more difficult to 
change than in the case oi a newly established store.

the credit facilities are offered by private retail 
stores m  the basis of the customers standing in the 
society and reeemmeadeti on of 4 4  bleats. In one cooperative 
tee rule -tod that the credit limit would be fixed to 
proportion to their monthly emoluments and. approved by the 
employer. I» case of the consumer cooperative however toe 
extension ©f credit facilities depended upon toe value of

*9
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the individuals share In  tit*  cooperative and the llxcd
deposit. Credit facilities are afforded to conaMfb 
buyers wbo pay an initial deposit of &.100 or If there la 
provision made for the deduction of the does for salariod 
parsons Iron their monthly salaries and thoy will ha 
exempted from the payaent of trade advance. The Consumers 
Cooperatives both in Coimbatore and Bangalore make 
purchases from private merchants, wholesale marchants . .
and producer®. The private retail stores on the other 
hand purchase aostly from wholesale merchants and \rivate

The differentiation listm%m members and non-members 
in both hue cooperatives la aada by giving a rebate of 
half a par cant on purchases aada by members. Another 
important, difference is that the non-is embers da net gat 
credit facilities whereas members can get credit facilities.

The rules and regulations of the consonars cooperative 
at Coimbatore are given in Appendix VIII. The rules and 
regulations are comprehensive and enable one consumer-buyer 
to understand and demand'the services that he need*. The 
consumer cooperatives at bangalore did not, have such 
printed rules* The membership application fore for both 
the cooperative stores are given in Appendix H ,

there was no need for starting the membership drive in 
bangalore since they already had more than 2000 members 
and they felt that for a consumer cooperative to be successful 
it should not be very huge and unwieldy. The more important
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profelen m m  to make too present ©amber# purchase regularly 
at the store which they were not doing at present. In 
Coimbatore however the consumers cooperative# were canvassing 
for more members by doing ennui pro^oganda.
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9. S8MHAHX AMS C0liGLI)2K€IIS

From the study of tae services rendered by retail 
scores, both cooperative tad private with reference to the 
homemaker* a grocery par ceases, the following conclusions 
were dr aim:

1, the site of the family, the occupation oi the bead of 
the f*asily and the educational level of the homemakers

e

did net affect their choice of stores for grocery 
purchaser.
2* the income ©f the family had a significant correlation 
with the place ei purchase. More families in the lower 
income brackets purchased at the private retail stores, 
because unlike the cooperative retail stores they extended 
credit on easy terms.
3, Planning in terms ©f quantity sms dons by the majority 
of homemakers, in both the retail stores. Planning in 
terms of quality and money was done by very few homemakers,
4, ihe homemakers who patronised the cooperative retail 
stores, spent less time on purchasing their requirements 
for the month, than those who went to private retail stores 
because of the quicker services they received.
5, the homemakers preferred to buy in the private retail

e

stores, because of the superior quality of the goods, 
nearness of tha stores, facilities for returning goods, 
easy credit, and the fact that the shopkeeper was knows 
to the®. Homemakers preferred to bay in the cooperative



m a l l  stare* because of flxtd end fair prices, fteilittu 
for house delivery, member ship in their stores, and 
reliability.
6* Tit# services rendered by the cooperative retail stores 
were appreciated to a greater extent than those rendered 
by the private retail stores, the services rendered by 
the Coimbatore Cooperative tore w**s appreciated -o a 
greater extent than those rendered by the Bangalore . -
Cooperative Stores, this wee evident from the replies 
received froe the homemakers.
?. Kenevailabilit/ o£ quality goods and clean groceries 
was sn important problem faced by homemakers, who purchased 
free the cooperative retail stores*
6. It is necessary that the homemakers should express 
their views and give suggestions at the store forests so 
that the stores can cater to the needs of patrons and 
consumers* the stores should maintain complaints book 
which would be considered at tne forums every month.
9. From the private retail store managers* view recovery 
of dues from customers was the moat important problem 
and the Homemaker*s ordering for small quantities, crowding 
In the beginning of the -month were the probl«»s faced by 
the cooperate store manager.
10* the educational level of the homemaker influenced• *
her knowledge of food adulteration. The graduate homemakers 
were able to detect the adulterated foods they ease across*
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Bat the next step that they should take; when they cane 
across adulterated foods was not realised ^  then* ihie 
can Bo solved by orienting the eonsuaer towards bob tor 
purchasing habit. which would ask* then bettor rs
in the hone. fbe need for conauaer education is hence 
on argent issue since the hcttenakers were net aware of 
the latent psun's in then as conauaer-buyers •
11. By providing quality goods, courteous service and . #
easier oredi t facilities the conauner cooperatives can 
serve 'the horaeauikar* and tae ceonaiaity to a greater 
extent* Success oi tne consumer cooperative aoveacnl 
rests on hue stores effort to satisfy customers and the 
cusb©»ers loyalty towards the store*
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SRI AVINASHILINGAM HOME SCIENCE COLLEGE
C O IM B A T O R E -1 1 -

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

1. Name.
2. Address

3. Fam ily Gompositon

Number Age Sex Education Occupation

' •

•

Income if  any

•
4. Do you plan your purchases in terms of

(a) Quantity

(b) Q uality

(c) Money value in Rs.



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

R ice

Wheat

R agi

Cholam

Wheat flottr

M aid a

Bengal gram powder 

Red gramdhal 

Bengal „ „

Black ,, „

Green „ „

M asur dhal

Green gram

Horse gram

Cow gram (Karam ani)

Fried Bengal Gram

Dried Peas

Cashew nut

Almonds

Raisins

Cloves

Sago

Poppy seeds 

Methi

Quantity CooperativeStore Retail Store Frequency Reason

W



5
10. D o you have any difficulty while making your purchases ?

1 Treatment

2 Listing the goods required

3 Recognizing the quality goods

4 Bargaining if  necessary

5 Getting quality goods

6  Getting all the commodities you want

7 Credit facilities ....

8 Clean groceries ....
eg. R ice  without stones

9 Adulterated foods

10 Q uick service

1 1  Prompt delivery of goods bought ...

12 Any others

1 1 . W hat are the various types of adullterated foods you-have come across.

W '/'/■



jurarou n

m m

1, Itar of Istablisftssnt.
2. j m  offor tbo following services to /our

fo*
a* House delivery.
b. Qrodit f a d  lit/.

of information regarding 
the arrival of fresh and sow goods.
lnforaation regarding quality goods 
Facility for returning goods if

e.
f.

8*  

b. 
i.
J. 
k.

3. kbot are /star

Maintenance of ooaplalnta doo*. 
Supply of goods on approval, 
fined pries.

Any ether?
■ prob 

tbe woods of th
while catering 

Higgling when prices ars flood.
b.
«.

d«
o.
f.

testing tins 0/ not 
Ust.

Baseless conplaints
Mscovsry of doss f 
Any

do
I

- I

*



4* Ŝhat would yoti suggest is order to w i n  th««« 
problems?

5. D* ftonauasrs coftplain to you at any ties about 
toft rendered by you?

a* Quality of toe goods
b. Ti» weights and measures ussd
c. Price*
4* Lack of varUtf to tha goods so;
a. Information of now products, 

on tbs Market*

g. Packing*
h. Incorrect uaderatndijig of too 

list.
&« ArraA&oawnt of tha goods to to* 

|f Any others?

6. tost action do you take on received

7. Bader what conditions do you give credit facilities? (tick appropriate item)
«• toe aneuiik of purchases mads
b* Xha caatwar* a atandlrfg to tha society

a

«• <hi ra coauandatlon of eld alleats
d. Any etner

B* 0© you aaka seasonal purchases? left /---*/ He /--/

A"/
r



9. from «£m t * <k> yoe *ak# your purchaaaa? (lick appropriate itaa)
a. Frivata earekaxita
b. Cfteparaftiv* ̂faoleaala 8sme*»
t* f w f e w r i

ljy« of

i.
a*

3.

Hft.eC Xe.ef Xe.ef Ifft.ef
eft Iht

<¥//
i



2* How to become seobora? (Attach fora* if any)
3* Solos and regulations (copy to to g l o w  please)

4« So you differentiate between aooNr* and nen-aeabera? 
If a ,  how?

H i

Me / * * 7  

become

S# *bat have you done to increase the aeebership
so far?

5. do wesbtra atop si the cooperate 4 _regularly? los ■̂i",""ni ui"jf

4* Bo you pay dividends regularly
to the MNboro? Yoo

7m B# you eneoorege thee# oho toy eiseohere to M M T S ?  If OOy hOO?



i m a m *  .tie
ommymm or mi mams tm miMim sm so i tm  

m c s  m  Gayan m  rmetiA^s humbs* of m m m s

B * m * u m

K«*b®r &£ families purchasing iroa
M®. Ho. of »*»b©rs

Cooporativ® Private Total
> «*«» «*«**•«*«

storos retail stores,

1, 1-2 <41 d)
6

2. 3-4 IfCM) <it> 32

3* 5-6 16
<15*51 15<15*51 31

4, 7-6 7
«§>

9
m

16
5. 9-10 5<6.5) $

<6*5) 13

total. 50 50 100

Mot® Th® nuabera outsid® th® jackets are f® Ifr®qu«nC!y
ofeoorrodjrfb« numbers la bracket® ar* f® (frequently expected) —  

Obtained by:

f
•V/V



&ML*g«3
1 0.25
1 0.06
0.5 o.ia
1 0.11
1.5 0.15

%  m 1 iL£^=£al

%*w

tk% value of 9~? got $v<m til® data is not algnif leant at 
5p level far 4 degrees of freedom.

i



APPSWDli J V
CALCULATION OP Oil S^&AOM FOR IB?, dELATIOH SEthUSS THE 
PLACE U' G&OCSRJ PUACtfASg A«t) NUMBER OF FAMILY JIBOS&3

COIMBATORE

Mo. N o.of 4 OMIXXXV9
Cooperativestores

Private 
retail stores. Total.

1. 1-2 i
(3.5) (3.5) 7

2. 3-4 14
415)

16
415)

30

3. $-6 177
(19.5)

22
419.5) 39

4. 7-8 9(6.5) (6.5) 13

5. 9-10 ,7(5.5) (5.5)
11

Motes
TbtaZ 5o 5b /oo

Tbo niters outside the brackets are fm (frequency ebeerved)
The nuabers in brackets are fe (frequency expected)

Obtained bps ft U s M

fe-fe i£te£*Lfe
IsarJftt*

.5 .71
1 .06
2.5 .32.
2.5 .96
1.5 .4

A  V'/



l a t J i g
.5 .71

1 .06

2.5 .32
2.5 .96
1.5 *4

X»
<̂ 2'* 4.20

fh« value oi Vs2" got from tii® data is not significant 
at' level lor 4 degrees of freedom. -

X  v i i



AfPIJSDII V
calculatigs or o a  *sqom i **» im  &slatio s u rn m n u

PUCl yi?* FOiiOiASS AM5 IMS SDUOATCCfcAL STATUS gp THE
ngmatAEiMs

'So. Educational statue ____  yiac®^ afj^urchage
Cooperative Private Total stores retail stores

1* Illiterate 24
cai)

3M(21) 42 ’ ‘

2. lieaentsry school 44
(43)

42
(43)

86

3, high School 20
(27)

34
(27) 54

km College 12
m

6
(9)

IS
mm «•»**» «* ’ fot-at * mi m i—i mm <m m mu wfctoo Too*" "K~~3oo"
botes *he ambers outside th® brackets are fo (frequency observed)

the umbers In brackets are fe (frequency expected)
Obtained bys

fo-f® M msM Ife
âgJlis.1

5 0.42
1 0.023
7* 1.*
3 0

•AT v//#



ifoS.J.9^
3 0.42
X 0.023
7 1.8
3 0

* z - A

y.2"« 3.%6
fii* value of got from t&e data is not significant
at 5;» level for four degrees of freads*.

x/’x
V



APPENDIX W
CALCULATION OF I MB CHI SQUARE FO* XaS RELATION BETWEEN m i  

PLACE OF GKUw&il PURCHASE *<ND THE Ilf COME OF 

FAMILI HBNBBkE,

Number oi' families purchasing froa 
No. Ineeam rang* in -— — — — ------ --- ---- --------■—Rupees. Cooperativestores Private retail stores total

1. Opto 250 19127.5) 36(27.5) 55

2. 251 upt© 750 62(56) 50(56)
112

3. 751 and abuse 19(16.5)
It
(16,5)

33

Total <60 1 00 260
liota* %he numbers outside fche brackets ere lo (frequency observed)

The numbers in brackets arc fe Urequency expected)
Obtained byI

fo-f. (r°-f« > 2

h»« »o.l
6*5' 2 ,6

6 0 ,6

2.5* 0.3
JS»g
6.5 2 .6

6 0 .6

2.5 0.3

* x



8 t f W « ) 2  

7.0

fli* value of v**” got from the data Is significant at 
5& level for 2 degrees cf freedom.

x* '



ArrsKDix v//

mmuxsxs m mm sirfEBsxcs m mm cmmmtim rm
styctsEt mm*mm i t  i m msm

Caapari#mm mi *t# level of 
difference c.B. value significance

fa
Ceeperativ* stores. M I 17.49 0*331 f < 0.05

c tyro s 
""^BQueteree fa 

Cooperative stores. 36*6 * 9.7 3.77 F > .0 0 1

' Bangalore. 9 0 .6 4 5.58 16.2 f > .0 0 1

detail stores 2Si^ter«f s 
Bangalore. 61.0 2 19.32 3.20 P > .001

S.t. » Standard Error.

**®* * f  2 '" ""'.' 2 "/ & i *  1  *i2 1 ) * i2 J
f ♦ #a '-2 ) ‘ij 5 ^ 7

11 *
*t* .

standard error at tr.® mean difference 
t&ere « 4  * eeana of two aaaplea.

*&• m e  of squares in the tee eeaplea.
of. Uoaaeaaera in tbe two aaotplea.

Sij2 «nd li2*

XKU



AFfSBDIX V///
ptticE L is t  or comnqdxtxss in  tm  m m z m  u s t a i i  -t o e k s

U) BAHSAJU^S.
f  Cooperative |"Print*  n u l l  ! 

1 ____— “

| Bengal gran dttal 
«{ Black graa dh&l »
! iitd gra» dhal
1 Bengal graa flour 
Green gras dr*al 
Srt«B grsus

fi&lains

foppy *#eda 
vaabow nuts

ii
♦ititti*ttt)»ttt
;ti»iti*ii
*
*ii
*

1 -Q
0.70
0.44
0.56
0.66
1.06

1.12

0.78
0.62
0.74
0.76

10.00

2.00

1.00

2.00

0.5*
1.20
m

0.50

1.24
0.40

!t
*

ti«i«ii*i»
*

1

1*10

0.70
0.41
0.5*
0.72
0.75
1.20

0.90
0 .* 0

0.76
o.*o
20.25
2.90
0.90
2.50
0.76
0.90
0. 50

. 1.20

1. *0

0.45

X X in



^oop«ratl¥* $ Private recall {

j 8aa4e& ric«
Jaggary
Sajaa
Qrmna nut oil 
uingally all 
woeoasmt oil

T*ii
*«
•iii

3*00
2*20

l.io
0,45
1 .2 0

2*20

1.96
2*50

stores

3*25 
1.15
2*20 
0*50 
1.25 
1.20 

2.00 

2.50
, 5 0  J „

* "  I

A X  i V



kffXbWi v«/

fttioE u «  m smmmiMs is. tm mmozm amm, m&ms
m  contsAtots.

*tt#

t .Y

t
i
i

1
~ ~ r

i

i

Cooperative
shores

I
1
t
1

1 rivets re

i

Hice 0*76 (
t
t 63.5

1 M I
»
*
*

i
§

0-53
1tt| 0 -6 0

hheat flour 0 -6 0
i
»
t

62-5
Maids i 0-63 t

1
1

67.5
Bengal gras dual i

?
t
»

0-56
f*
I
1

6 .6 0

Black gram dhal 0-90 t
t
1

1 .0 0

&ad g r a n  daal t
»
t 0 4 2 1

1t 0.67
Bengal grata flour t

\
t

f

0—76
t

1| 0.77
Qreea grata dhal 0-65 »

i
1

1 . 0 0

areas g r a a
*
t 0-70 *

1 0.62
‘ l a o t u e

*
0-35 »

»
t

0 - 3 6

Salaiaa *
•
* 9.60 1t

1
9.60

wopra *♦
t 3.45

It
« 3.50

Sag© *
t
•

. 0.72
9
1
1| 0.90

loppy seeds »
t
i 2.30 »t* 2 .2 0

Cashew sets <
*i

. 6 .0 0
i
i
i 6.7S

M e m
»
t
*

0 .6 0
♦
t
t§ 1 .0 0

w#at» seeds t
*
i 5 .2 0

i

f 5.40
Mustard i

ii
i

1.26 tt
«

.  •

1.35
Coriander seeds i

«
0.42 t

i 1 .6 0

r
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Mmt ehilUes 
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ClronAd nuts. 
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soj**
Ground not oil 
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»tores

Privats retail 
stores.
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3.50 
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0.05 
0.50 
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2.25
2.90
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0.50
3.00

I M

0.70
0.50
1.35
0.53
1.75
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THE COIMBATORE DISTRICT CENTRA! COOPERATIVE SUPPLY & MARKETINGSOCIETY LTD.,COIMBATORE.
REGULATIONS GOVERNING SUPPLY OF PROVISIONS ETC.,BY THERETAIL DEPOTS TO CUSTOMERS.*****

T, The object of running of the Retail Bepots by the above Society is to make available at reasonable rates quality household requisites such as provisions,toilets etc.
2. Those who are desirous of availing of the services of the Retail Depots should enroll themselves as VB’ olass members ©f the Society through the depots near their residence, by remitting a minimum share value of Rs.10/fc and an entrance fee of R.0.25 nP. They should get the receipt for the gmount paid from the Depot Keeper,
3, Supplies of provisions etc., on credit will be made, . 1 if the member deposits a sum not less than Rs.100/~ in NeaL > e t  frf-fiae and approximately equal to the value of monthlyrequisites proposed to be drawn from the depot. Interest will be paid on the above deposit.
4. All the purchases made by the members will be accounted for separately to assess the annual purchases made by them and a rebate on such purchases will be announced as may be decided by the General Body alter the receipt of the Audit Certificate with reference to the profits earned by the Society.
5# House-delivery of articles will be arranged incases 

where articles to the value of # not less than Rs*35/“ are purchased at one time,
6* A member* purchasing on credit should settle the dues of the particular month before derawai of requisites for the next month i%e, , at the commencement of each month, and at* any

29th q£ the month* If the amount is not ^  of the succeeding month, the ^SrDepositwill be gd justed towards dues to the Society,
7. Controlled commodities will be supplied to the members as per instructions of the Government from time to time,

plaoe? Either th by the member or any other person in the house authorised for the purpose if the supplies are required on credit, •



A P P E N D *  *

The Coimbatore District Central 
Co-operative Supply & Marketing Society, Ltd., No. K. 881,

COIMBATORE.

APPLICATION FOR MEMBERSHIP (Individuals)

1 . Nam e of applicant

2. Fath er’s or husband’s name

3. Occupation

4. Address

5. No. of shares applied for

6 . Am ount remitted R s.

7. Nam e and address of nominee

DedaratioQ:—
I  agree to abide by the Rules and B y  - laws of the Society th at are 

now in force and those th at can be framed hereafter.

Station: 
D ate: Signature.

. \ x  Vm

p. t. o.



OFFICE NOTE.

1 . Share application No.

2. D ate of receipt of application

3. Name

4. No. of shares

5. Resolution No. & date of meeting

6 . Admission N o.

7. Rem arks

Secretary.

X A i'x



A P P E N D I X  X »

Application Me......... Mtakmr*s S#rial
Date of desolation....  $*ar® Nos.allotted...
Date................... Enrolled on..........

The Bangalore City Co-operative Society, Limited

AFFLICTION FOfl AOMXSSXtiK AS A MEMBEii

fe
f liS  S S C ilS r m ,

m s  BAWSALOaS GIT I  CO-OPSftAfl-.E SOCISTT, (LJD.)

Sir,
Pleaae admit me as a member of the Society, and allot 

«e„«.»«*, snares or any lass number you think proper, X
shall abide by the hulas of the Society*

1  herewith deposit the sea of kttpees Two wly, being

,x*<



6.  Residential address*!® lu ll

7 . ibether tne applicant owns 
any site, landed or house 
property in Ills or her m m  
right and if so, wnsra and 
its description.

6 • 'tibsetath the applicant is 
already & neater of any 
other Co-operative Insti­tution or Institutions 
( Society or haglc)ln the 
City or elsewhere, end if 
so, of what?
If so, whether the Registrar's 
sanction has seen obtained 
under Sale 6 (c)

9* kaae and address (in foil) and 
age of the NosdLnee with father’s 
naise and how related to the applicant*

Dated....,...... 19 6 f

Signature with designation of the 
two aeabers who support the 
application.

lours faithfully, 

Signature.
U).................

( 2 ) . . . . . . . . . . . . . . . . .

***• advance of *s.two received and credited to General 
Suspense Account o n ............... . .......

Nafl*  notified under Bye-law 7(1) on
letter lo.and date of inti station of result...

Price «*• lodger Clerk e

X x  Jet


