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Introduction

Operational Definition

Culwre: The integrated patterned human behaviour that includes thought speech, action and artsfacts and
depends upon the human capacity for learning and transmitting knowledge to succeeding generations. Shopping
Culure: The influence that new trends in shopping modes have created on human behaviour (speech, SEHBI
values system etc) which is being handed over to generations. ) ’
Traditional Shopping .

Characterized by a one  member shopping based on a shopping list prepared looking at the need of the house.
The shops provide less brand choices and availability of the producits could alse be limited. The entire shopping
atmosphere may not be conducive for anything else other than meeting the needs of purchase. . -
Modern shoppiug )

It talks about a different scenario altogether. The entire infra structure of the shop is on such a way that the
consumers take access to the shop for a variety of purposes other than meeting the nesds of purchase. There are
-.creased services those attract the consumers. Infra-structure facilities are far different from the traditional
shops. The services provided lo the consurmers arc innuinerable. Promotional elements are so many. The speed
of delivery, varieties of brands and availability of products could be enumerated as features of modern shopping.

Literature Review :
The recent researches in the area of consumer behaviour and retail management bring to hght the changes that -

& azre being explored by the modern shopping behavicur. 1t has been established that given an alternative, citizenry

orefer the modem shopping’ centres especially which., has twmed shopping into an experiential activity and
hecome a community hub where families congregate and also entertain themselves, { Banerjee, Mohua;
Dasgupta, Rajib.2010). -7 3 . :
The studies also support the theoretical claim that the 'the modsm shopping culture through malls has brought
.hout dramatie changes in the lifestyle of the consumers. The consumers are changing their spending hab?ts.'
consumption patterns and leisure time . activities to lay the foundation for the oreanized retail industry %
. gradually gain ground from its present Iess than 5% of the market ( Banerjee, Mohua; Dasgupta, R'ajib.’..?()’l 0.
s 1ne mcrcasing number of ofganized retaii Stores in India has offered new shopping experience to eonsumars.
 (Dalwadi, Riteshkumar; Rathod, Harishchandra Singh & Patel, Atul, 2010) ) $

" There are enormous studies conducted in the area of modern shivpping behaviour of different segments of
& cansumers in various regions. All the studies have contributed a greater amount of literature (o clearly state that -
‘modern shopping has gone far bevond from the traditional shopping. This study is an atiempt o loék it e
impact of modem shopping on the life style and behaviour of consumers especially on the traditional family
encept. The study tries to analyse does this shopping cullure influence the traditional family values an;i
nending culture especially from and Indian Perspective. In this research Paper the author tries to substantiate
iis claims form a sample based on Navi Mumbai. : ]
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To find out the characteristics of traditivnal shopping

To tind the characteristics of modern shapping V)
To study the demographical factors on shopping
To identify the cument life stvie I":.‘li‘?‘!l]t‘lt’:!"\' as influenced by modern shopping
To lind out hew does tamily life been affected by, the modern shapping
To find out the influence of modern shopping culture into an affluent mode of fife .
Hypothesis 5 B
H{: The demographical factors have no mfluence on shopping culture
H1!: The demographical factors have infivence on shopping culture
HO2: The c%mnuea in the shopping culture has not affected the Tife style of people in Navi Mumbai
H12: The changes in the shopping culture has affected the life style of people in Navi Mumbal
HG3: The modern shopping culture does not give better quality towards family coherence
H13: The modem shopping culture gives a better quality towards famly cohercnce
* HO4: The change in the shopping',\,uhum does not give an asniration for an affiuent tife
H14: The change in the shopping culurs gives an aspiration for an affluent life
; .
RESEARCH DESIGN
Research Methodology
esearch Design: The study has a survey design and it is descriptive in nature. The descriptive research was®

underiaken to analyze the Impact of shopping culture on the hfc style and behaviour of consumers, with
reference to Navi Mumbai. The data collected from the respondents were primary in nature. The data used for
the study was from the respondents, collected using survey method through questionnaire.
Primary Data: The primary date for the study was collected from the samples using questionnaires. Information
from the secondary data and cbservations made by ihe 1e‘n,un.f\#: also has been used as a background for the
study. . .
Population: t\ll the customers of various products across various age. income, occupation and education level
belong to the population. )
Sample Size: Sainple size is 120 (55 male and 65 females) were chasen loc the siudy. .
Sample Unit: Any individual who lives in Navi Mumbai, who could respend to 2 questionnaire in English.
Sampling Method: Purposive sampling method includes both a purpose in choosing the sample at the same
time a judgment. The researcher had the purpose of choosmc the samples from those hunﬂ in Navi Mumbai,
who could respond to a questionnaire in English.
Method of Data Collection: The data were collected through survey method using a Questionnaire.

Data Analysis
Demographic Factors:

1.- Gender: There are total 120 respondents. Infom.al-on about gender of respondents is coliected and given in
the following table:

Gender : EZ;QOJ{dents . o Percent
Female 635 542
Male - - {ss : 458
Total _ 120 100.0

Above table indicate that out of total 120, respondents, 65 are female respondents and 55 are male respondents.
2. 'Marital Status: There are total 120 respondents. Information about marital status of respondents is
collected and given in the following table:

Marital Status No. of Respondents Percent
C | Married 70 : 158.3
Unmarried 50 - 41.7
Total 2o " 100.0
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Age Group Moo of Respondenis Perceit
Below 30 yrs 41 50.9

30 to 30 years 46 18.3
Abov ) yTs i3 10.8
Total 120 100.0
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Qualification

No. of Respondents

Percent

Graduate
HSC
Post Graduate

Total

I~ s
o O

W
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33.4
10.2
475
100.0

P
dents afe graduate where
Annual Income: There are

total |

given in‘the following table:

Abovs table indicate that out of total 120 respondents, 23 resp
e as rcmnimng 57 are post graduate.

actices of Retail Manacement

ondents have completed thewr HSC. 40

20 respondents. Information about income of respondents is collected and

Income INo. of Respondents Percent’
1lac to 5 lacs 57 47.5
Above 5 lacs 12 10.0
Below 1 lac 51 42:5
Total 120 100.0

Above table indicate that out of tota

respondents have

income betwezn | Iz

120 réspondents, 51 respondents |
¢ to 5 lacs and remaining 12

ave their annual income below
rupondﬁ'ntg have above 5 lacs.

1 lac. 57

6. Mode of payment: Theré are total 120 respondents. lntormanon about 1110d‘= of payment of l‘c..knOﬂ"-"‘l ts 18 -

collected and given in the following table:

Mode of P:-.ymém No. of Iiespoudcnm Perceunt
Cash 79 165.8
redit 3 125
Credit card 33 27.5
Debit card 5 4.2
Total 120 1100.0-
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Culture of Shopping: . .
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, fesponses 1o above factors are inctuded in trallitional shopping, :
= Modern Shopping:
L pping: :
: Malloutlet b Online shoppi :
Ve IRESponses (o above {aciors are 1 i
dtores of Culture of shopping: i
N IMinimum Maximum Mean Std. Deviatien
{ Shopping 120 23.33 86.67 62 4444 10.85283
120 20.00 100.00 35.0600 - 121.91998
120 ’
ate that out of 120 respondents,
In - o e ;
fluence of Demeographic factors on shopping culture:
Hographi ' Sco “raditional | Score i Maodern
] D““dglaph;c factor ; bcure‘ of  Traditional | Score . of Vodern
T shopping shopping
Gender - | Male 6242 35.15
——— | Female 632.46 54.87 r
-Marital Stanss Married 64.00 3371 "y {
| Unmarmied - 60.26 56.80

" Below 30 yrs 61.14
'8¢ Group 30 yrs - 50 yrs 62.39
——— 1 AboveS0yrs 638.71

g HSC 6145
feation " | Graduate 02.58"
T——— -} Post graduate 67.74
‘ Below 1,00,000. | 60.32
iome 1,00,000 - 5,00,000
— | Above 5,00,000
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Hypothesis 1.

o The demographical factors have no influence on shopping cuiture.
- The demographical factors have influence on shopping culture.

_Results of Chi-square {est % _ , , 7

: Table  Chi- -
Hypothesis - - Degree -of. | Caloulated |~ . - . : ; i
:‘ | “lypothesis o o oieieg | G square  Value | Result of Test 18
: 5 Freedom | Chi-square | o, | : : 5
= e 7 ‘ ] (5% loc)
er hag : —— 2 : . i
Citflure 185 0o influence on shopping | 1 0.019 3841 - { Accept !7
: # 1
Marital  giae . T . I
o ?l S@Wws  has no influence on | 1 1.061 3.841 s Accept [
ShOpning cutere : — : ' i
Ji\ne - "z " . :
S% Broup has no influenc shoppi 2 53 5.9% = ! {
ciflture, ence on shopping | 2 9.532 5.991 Reject |
Qualification hag pg ; ' it ! i . £ |
pERE ol $ -7 78 ; scept i Y
Cultuge. nﬂu;nce on shopping | 3 0.785 7.815 Aecept j !
{tcome frae ; . el
Loome has no influence on shopping | 2 1.375 5.691 Accept
Cualtugs : = 2 L
Mod s ) 5 . N g )
n s Of payment hay no influence on | 3 - 14.884° 7.815 Reject
| A ) g
fn 1{)[)_23[{[2 Cutlture : = - " i : E ; :
M_‘ . ;
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