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Introduction 
 

Retailing is the final stage of any economic 

activity. It includes every sale to final 

consumers ranging from cars to apparel to 

meals at restaurants to movie tickets. 

 

Unorganized retailing (supply-based) 

 

Unorganized retailing is also known as the 

traditional formats of low-cost retailing, for 

example, the local kirana shops, owner 

managed general stores, convenience stores, 

hand cart and pavement vendors, etc. These 

types of market are characterized by typically 

small retailers who tend to avoid taxes and do 

not follow labor law. These markets are often 

found in developing countries.  

 

Yoo et al., (2006) identified the attributes that 

consumers consider to be most important 

when making format choices, and also the 
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Consumers’ perception is defined as the study of how an individual customer, 

groups of customer select, buy, use, and dispose ideas, goods, and services that 

cater their needs and wants. It refers to the actions of the consumers in the 

marketplace and the underlying motives for those actions. Rathod et al., (2008), 

focused on finding the difference of criteria for selection of retail store among 

customers. Primary data was collected from seven big cities of Gujarat by quota 

sampling. The findings showed that the choice criteria for selecting a particular 

retail outlet, in case of multi brand retail outlets differed. The availability of 

variety was given the highest importance by customers, second priority was given 

to service quality and third most important criteria was availability of variety and 

fourth was shopping convenience. The study intends to examine the consumers’ 

perception for marketing differential agro-commodities in the unorganized 

markets. The study revealed that the maximum percentage of customers purchases 

wet commodities (vegetables and fruits) from traditional markets whereas in case 

of dry (grocery) commodities they prefer organized outlets. 
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demographic characteristics of these 

consumers in grocery retailers that operate 

within the US. The knowledge generated with 

the study would help in decisions related to 

retail formats.  

 

The exploration of the theoretical background 

found store image attributes suggested by 

many previous researchers as important 

determinants of store loyalty and also to 

identify which store image attributes affect 

store loyalty significantly according to retail 

type respectively. 

 

The Indian retail industry has emerged as one 

of the most dynamic and fast-growing 

industries owing to the emergence of several 

new stakeholders. India is the world’s fifth-

largest global destination in the retail space.  

 

Consumer familiarity that runs from 

generation to generation is one big advantage 

for the traditional traders. Consumer 

familiarity that runs from generation to 

generation is one big advantage for the 

traditional traders. (Source: 

https://www.ibef.org/industry/retail-

india.aspx) 

 

In view of the above, it is pertinent to study 

the consumer behavior of Kolkata with regard 

to agricultural commodities which is defined 

as the study of how an individual customer, 

groups or organizations select, buy, use, and 

dispose ideas, goods, and services to satisfy 

their needs and wants. It refers to the actions 

of the consumers in the marketplace and the 

underlying motives for those actions. 

 

To examine consumers’ perception for 

marketing differential agro-commodities in 

the unorganized markets. 

 

Materials and Methods 
 

The study is strictly based on primary 

information collected through canvassing pre-

ordained questionnaire among the selected 

traditional market customers to fulfill the 

objectives set out. Relevant data are collected 

from primary sources. The area of survey 

operation should be carried out within 30 

kilometer radius from central Kolkata. The 

study area is divided into 5 parts (Clusters): 

 

Sealdah  

Gariahat 

South Dumdum 

Gopalpur 

Newtown 

 

Selection of study area 
 

Within the different parts of the study area, 

we have purposively selected 5 clusters where 

all the selected clusters consist of traditional 

retail outlets dealing with both agricultural 

and non-agricultural commodities. 

 

There are altogether 47 traditional markets 

distributed over the 5 selected clusters. Out of 

47 traditional markets we have selected 

proportionately 12 markets (25% the number 

of traditional markets) for the collection of 

information. Thus our selected traditional 

markets are as follows: 

 

Sealdah - Entally market, Baithakhana 

market, Jhanbajar market 

Gariahat -Gariahat market, Panditya market 

South Dumdum- Nagerbajar Market, 

Subhashnagar Market, Kalindi Market 

Gopalpur- Teghoria Market, Baguihati 

Market 

Newtown- Pakpole Market, Newtown Market 

 

Selection of sample 
 

Our unit of observation is customers. The 

selection of customers is made by 

approaching the customers available in our 

particular selected shop to provide us the 

necessary information. This kind of selection 

may be termed as convenience sampling but 

https://www.ibef.org/industry/retail-india.aspx
https://www.ibef.org/industry/retail-india.aspx
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here some random nature is attached here 

with. From each of the markets we have 

randomly selected from 20 customers and 

collected information from them in each of 

the traditional markets. Thus we have 240 

(20*12= 240) customers.  

 

Collection of data 

 

Collection of data shall be made by visiting 

and interrogating each and every sample 

respondents with the help of a set of pre-

tested survey schedules. Both tabular and 

statistical analysis shall be made to analyze 

and interpret the data in order to get desirable 

results from the study. 

 

Results and Discussion 

 

Results of the research study are presented in 

the form of tabular analysis which is as 

follows: 

 

Table 1 shows the age-wise and sex-wise 

frequency distribution of the traditional 

market customers in all the traditional 

markets across all the clusters. It is 

understood from the table that the customer’s 

age group is classified into 4 categories, such 

as, below 20 years age group, 21 to 40 years, 

41 to 60 years and above 60 years age group, 

out of which, the maximum percentage of the 

male customers belong to 21 to 40 whereas 

maximum percentage of female customers 

belong to 20-40 years age groups. 

 

The Table 2 shows the frequency distribution 

of traditional market customers on the basis of 

family size in all the traditional markets 

across all the clusters. From the table it 

appears that the family size is mainly grouped 

into 3 categories i.e up to 3 members, 4 to 6 

members and 7 to 9 and more.  

 

It is observed from the study that all family 

sizes are found but the maximum percentage 

of traditional market customers have family 

size of 4-6 members followed by up to 3 

members and family size of 7 to 9 members. 

 

The Table 3 reveals the frequency distribution 

of traditional market customers on the basis 

on the basis of educational qualification in all 

the traditional markets across all the clusters. 

It is clearly understood from the table that the 

percentage of graduates’ customers in 

traditional market is higher compared to 

percentage of customers who are have passed 

higher secondary examination and below 

higher secondary level. 

 

The Table 4 demonstrates the frequency 

distribution of traditional market consumers 

on the basis of occupation in all the traditional 

markets across all the clusters. From the table 

it appears that the maximum percentages of 

customers are private sectors service holders 

followed by in government service holders. 

 

The Table 5 demonstrates the frequency 

distribution of traditional market consumers 

on the basis of family income in all the 

traditional markets across all the clusters.  

 

It is observed from the table that the 

maximum percentage of family income 

belongs to family income range from rupees 

25001 to 50000 followed by lower percentage 

of income group rupees 15001 to 25000. 

The Table 6 reveals the frequency distribution 

of customers in traditional markets on the 

basis of distance between the residence and 

the respective closest traditional market in all 

the clusters of Kolkata. It can be observed 

from the table that the maximum percentage 

of customer from both the markets resides 

between 2-2.9km followed by 1-1.9km. 

 

The Table 7 demonstrates the frequency 

distribution of the traditional market 

customers on the basis type of commodities 

bought by them in all the traditional markets 
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across all the clusters in Kolkata. It is evident 

from the table that the maximum percentage 

of consumers purchases wet commodities 

(vegetables and fruits) compared to 

percentage of customers who purchases dry 

commodities (grocery) and purchase both 

type of commodities (dry and wet) from the 

traditional markets. 

 

Table.1 Age wise and sex wise distribution of the traditional customers (Cluster-Pooled) 

 

 Below 20 20-40years 41-60years More than 60 Sub Total Total 

 M F M F M F M F M F 

Cluster – 

Sealdah 

0 

(0.00) 

0 

(0.00) 

11 

(18.33) 

19 

(31.66) 

18 

(30) 

11 

(18.33) 

3 

(5) 

0 

(0.00) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

0 

(0.00) 

0 

(0.00) 

8 

(20) 

12 

(30) 

14 

(35) 

6 

(15) 

4 

(10) 

0 

(0.00) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-

South 

Dumdum 

0 

(0.00) 

0 

(0.00) 

16 

(26.66) 

10 

(16.66) 

16 

(26.66) 

8 

(13.33) 

4 

(6.66) 

0 

(0.00) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

0 

(0.00) 

0 

(0.00) 

10 

(25) 

11 

(27.5) 

14 

(35) 

6 

(15) 

3 

(7.5) 

0 

(0.00) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

0 

(0.00) 

0 

(0.00) 

7 

(17.5) 

15 

(37.5) 

14 

(35) 

5 

(12.5) 

0 

(0.00) 

0 

(0.00) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand 

Total 

0 

(0.00) 

0 

(0.00) 

52 

(21.66) 

67 

(27.91) 

76 

(31.66) 

36 

(15) 

14 

(5.83) 

0 

(0.00) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 
Figures in the parentheses indicate the percentages to the total (row wise) 

 

Table.2 Frequency distribution of traditional customers on the basis of family size  

(Cluster-Pooled) 

 

 Up to 3 

Members 

4-6 Members 7-9 Members Sub Total Total 

 M F M F M F M F  

Cluster – 

Sealdah 

11 

(11.33) 

6 

(10) 

13 

(21.66) 

21 

(35) 

5 

(8.33) 

4 

(6.66) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

11 

(27.5) 

3 

(7.5) 

12 

(30) 

11 

(27.5) 

3 

(7.5) 

0 

(0.00) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-

South 

Dumdum 

16 

(26.66) 

15 

(25) 

18 

(30) 

9 

(15) 

2 

(3.33) 

0 

(0.00) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

11 

(27.5) 

4 

(10) 

13 

(32.5) 

9 

(22.5) 

3 

(7.5) 

0 

(0.00) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

10 

(25) 

3 

(7.5) 

8 

(20) 

12 

(30) 

3 

(7.5) 

4 

(10) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand 

Total 

59 

(24.58) 

31 

(12.91) 

64 

(26.66) 

62 

(25.83) 

15 

(6.25) 

8 

(3.33) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 
Figures in the parentheses indicate the percentages to the total (row wise) 
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Table.3 Frequency distribution of traditional customers on the basis of educational qualification 

(Cluster Pooled) 

 

 Graduate Higher 

Secondary 

Below 

Higher 

Secondary 

Illiterate Sub Total Total 

 M F M F M F M F M F 

Cluster – 

Sealdah 

13 

(21.66) 

10 

(16.66) 

12 

(20) 

10 

(16.66) 

6 

(10) 

6 

(10) 

1 

(1.66) 

2 

(3.33) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

20 

(50) 

14 

(35) 

6 

(15) 

2 

(5) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-

South 

Dumdum 

28 

(46.66) 

16 

(26.66) 

8 

(13.33) 

5 

(8.33) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

20 

(50) 

11 

(27.5) 

7 

(17.5) 

2 

(5) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

5 

(12.5) 

15 

(37.5) 

9 

(22.5) 

3 

(7.5) 

5 

(12.5) 

1 

(2.5) 

2 

(5) 

0 

(0.00) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand 

Total 

86 

(35) 

66 

(27.5) 

42 

(17.5) 

22 

(9.16) 

11 

(4.58) 

7 

(2.91) 

3 

(1.25) 

2 

(0.83) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 
Figures in the parentheses indicate the percentages to the total (row wise) 

 

Table.4 Frequency distribution of traditional market consumers on the basis of occupation 

(Cluster Pooled) 

 
 Govt service Private service Businessman Labourer Housewife Dependent Sub Total Total 

 M F M F M F M F M F M F M F  

Cluster – 

Sealdah 

11 

(18.33) 

6 

(10) 

14 

(23.33) 

7 

(11.66) 

4 

(6.66) 

0 

(0.00) 

2 

(3.33) 

1 

(1.66) 

0 

(0.00) 

14 

(23.33) 

0 

(0.00) 

0 

(0.00) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

6 

(15) 

6 

(15) 

11 

(27.5) 

2 

(5) 

9 

(22.5) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

6 

(15) 

0 

(0.00) 

0 

(0.00) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-

South 

Dumdum 

15 

(25) 

2 

(3.33) 

13 

(21.66) 

4 

(6.66) 

8 

(13.33) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

18 

(30) 

0 

(0.00) 

0 

(0.00) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

6 

(15) 

5 

(12.5) 

12 

(30) 

2 

(5) 

9 

(22.5) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

6 

(15) 

0 

(0.00) 

0 

(0.00) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

6 

(15) 

6 

(15) 

11 

(27.5) 

6 

(15) 

2 

(5) 

1 

(2.5) 

2 

(5) 

0 

(0.00) 

0 

(0.00) 

6 

(15) 

0 

(0.00) 

0 

(0.00) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand 

Total 

44 

(18.33) 

25 

(10.41) 

61 

(25.41) 

21 

(8.75) 

32 

(13.33) 

1 

(0.41) 

4 

(1.66) 

1 

(0.41) 

0 

(0.00) 

50 

(20.83) 

0 

(0.00) 

0 

(0.00) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 

Figures in the parentheses indicate the percentages to the total (row wise) 
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Table.5 Frequency distribution on the basis of family income of the traditional market customers 

(Cluster-Pooled) 

 

 Less than 

15000 

15001-25000 25001-50000 More than 

50000 

Sub Total Total 

 M F M F M F M F M F 

Cluster-

Sealdah 

1 

(1.66) 

1 

(1.66) 

4 

(6.66) 

6 

(10) 

25 

(41.66) 

21 

(35) 

2 

(3.33) 

0 

(0.00) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

2 

(5) 

15 

(37.5) 

9 

(22.5) 

10 

(25) 

2 

(5) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-

South 

Dumdum 

0 

(0.00) 

0 

(0.00) 

18 

(30) 

13 

(21.66) 

18 

(30) 

11 

(18.33) 

0 

(0.00) 

0 

(0.00) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

3 

(7.5) 

16 

(40) 

9 

(22.5) 

9 

(22.5) 

2 

(5) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

3 

(7.5) 

2 

(5) 

3 

(7.5) 

3 

(7.5) 

15 

(37.5) 

13 

(32.5) 

0 

(0.00) 

1 

(2.5) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand 

Total 

4 

(1.66) 

3 

(1.25) 

25 

(10.41) 

27 

(11.25) 

89 

(37.08) 

63 

(26.25) 

21 

(8.75) 

3 

(1.25) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 

Figures in the parentheses indicate the percentages to the total (row wise) 
 

Table.6 Frequency distribution of the traditional market customers on the basis of distance 

between the residence and traditional market 

 

 Less than 

0.5km 

0.5-0.9km 1-1.9km 2-2.9km More than 

3km 

Sub Total Total 

 M F M F M F M F M F M F 

Cluster- 

Sealdah 

0 

(0.00) 

 

0 

(0.00) 

 

1 

(1.66) 

1 

(1.66) 

12 

(20) 

12 

(20) 

19 

(31.66) 

15 

(25) 

0 

(0.00) 

 

0 

(0.00) 

 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

0 

(0.00) 

0 

(0.00) 

6 

(15) 

1 

(2.5) 

11 

(27.5) 

9 

(22.5) 

9 

(22.5) 

4 

(10) 

0 

(0.00) 

0 

(0.00) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-

South 

Dumdum 

0 

(0.00) 

0 

(0.00) 

10 

(16.66) 

1 

(1.66) 

9 

(15) 

9 

(15) 

19 

(31.66) 

13 

(21.66) 

0 

(0.00) 

0 

(0.00) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

0 

(0.00) 

0 

(0.00) 

7 

(17.5) 

2 

(5) 

11 

(27.5) 

9 

(22.5) 

9 

(22.5) 

2 

(5) 

0 

(0.00) 

0 

(0.00) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

0 

(0.00) 

0 

(0.00) 

1 

(2.5) 

1 

(2.5) 

11 

(27.5) 

9 

(22.5) 

9 

(22.5) 

9 

(22.5) 

0 

(0.00) 

0 

(0.00) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand 

Total 

0 

(0.00) 

0 

(0.00) 

 25 

(10.41) 

6 

(2.5) 

54 

(22.5) 

48 

(20) 

65 

(27.08) 

42 

(17.5) 

0 

(0.00) 

0 

(0.00) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 

Figures in the parentheses indicate the percentages to the total (row wise) 
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Table.7 Frequency distribution traditional market customers on the basis of type of commodities 

bought by them (Cluster-Pooled) 

 

 Wet Dry Both Sub Total Total 

 M F M F M F M F  

Cluster-

Sealdah 

5 

(8.33) 

17 

(28.33) 

12 

(20) 

5 

(8.33) 

10 

(16.66) 

11 

(18.33) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

4 

(10) 

5 

(12.5) 

8 

(20) 

8 

(20) 

10 

(25) 

5 

(12.5) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-South 

Dumdum 

16 

(26.66) 

14 

(23.33) 

14 

(23.33) 

6 

(10) 

6 

(10) 

4 

(6.66) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

5 

(12.5) 

5 

(12.5) 

8 

(20) 

8 

(20) 

10 

(25) 

4 

(10) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

10 

(25) 

9 

(22.5) 

7 

(17.5) 

7 

(17.5) 

4 

(10) 

3 

(7.5) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand Total 

 

40 

(16.66) 

50 

(20.83) 

49 

(20.41) 

34 

(14.16) 

40 

(16.66) 

27 

(11.25) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 

Figures in the parentheses indicate the percentages to the total (row wise) 
  

Table.8 Frequency distribution of traditional market customers on the basis of the number of 

commodities bought by them (Cluster-Pooled) 

 

 Up to 5 

commodities 

5-10 

commodities 

More than 10 

commodities 

Sub Total Total 

  

 M F M F M F M F 

Cluster-

Sealdah 

3 

(5) 

7 

(11.66) 

16 

(26.66) 

14 

(23.33) 

13 

(21.66) 

7 

(11.66) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

4 

(10) 

6 

(15) 

11 

(27.5) 

8 

(20) 

11 

(27.5) 

0  

(0.00) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-South 

Dumdum 

8 

(13.33) 

8 

(13.33) 

15 

(25) 

10 

(16.66) 

13 

(21.66) 

6 

(10) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

5 

(12.5) 

5 

(12.5) 

11 

(27.5) 

9 

(22.5) 

10 

(25) 

0  

(0.00) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

3 

(7.5) 

6 

(15) 

9 

(22.5) 

13 

(32.5) 

6 

(15) 

3 

(7.5) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand Total 

 

23 

(9.58) 

32 

(13.33) 

62 

(25.83) 

54 

(22.50) 

53 

(22.08) 

16 

(6.66) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 

Figures in the parentheses indicate the percentages to the total (row wise) 
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Table.9 Frequency distribution of the traditional market customers on the basis of expenditure 

made by them (Cluster-Pooled) 

 

 Up to Rs 500 500-1000 More than 1000 Sub Total Total 

   M F M F M F M F 

Cluster-

Sealdah 

4 

(6.66) 

8 

(13.33) 

20 

(33.33) 

9 

(15) 

9 

(15) 

10 

(16.66) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

4 

(10) 

6 

(15) 

16 

(40) 

8 

(20) 

1 

(2.5) 

5 

(12.5) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-

South 

Dumdum 

6 

(10) 

9 

(15) 

20 

(33.33) 

7 

(11.66) 

10 

(16.66) 

8 

(13.33) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

8 

(20) 

6 

(15) 

15 

(37.5) 

2 

(5) 

4 

(10) 

5 

(12.5) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

3 

(7.5) 

6 

(15) 

14 

(35) 

8 

(20) 

2 

(5) 

7 

(17.5) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand Total 

 

25 

(10.41) 

35 

(14.58) 

85 

(35.41) 

34 

(14.16) 

26 

(10.83) 

35 

(14.58) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 

Figures in the parentheses indicate the percentages to the total (row wise) 
 

The Table 8 demonstrates the frequency 

distribution of the traditional market customer 

of all the traditional markets on the basis of 

number of commodities bought by them 

across all the clusters in Kolkata. It is found 

from the table that the maximum percentage 

of customers purchases 5 to 10 number of 

commodities followed by the percentage of 

consumers who purchases more than 10 

commodities from the selected traditional 

markets. 

 

The Table 9 demonstrates the frequency 

distribution of the traditional market 

customers on the basis of type of expenditure 

made by them in all the traditional markets 

across all the clusters in Kolkata. It is evident 

from the table that, the maximum percentage 

of customers’ purchases commodities within 

price range of rupees 500 to 1000 followed 

price range of more than 1000 rupees. 

 

The Table 10 reveals the frequency 

distribution of the traditional market 

customers on the basis of type of accompany 

the customers prefers while visiting the 

selected market across all the clusters of 

Kolkata. From the table it is understood from 

the table that in the traditional markets, the 

customers there prefers to come alone for 

purchasing of commodities. 

 

The Table 11 reveals the frequency 

distribution of the customers of organized 

outlets on the basis of time interval of 

purchasing wet commodities from organized 

outlets across all the clusters in Kolkata. It is 

observed from the table that, the maximum 

percentage of customers’ purchases wet 

commodities (vegetables and fruits) from 

organized retail outlets once in a month 

followed by customers who purchases more 

than once in a month from organized outlets. 
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Table.10 Frequency distribution of the traditional market customers on the basis of type of accompany (Cluster-Pooled) 

 
 Alone Couple Family Friends Neighbors Sub Total Total 

 M F M F M F M F M F M F  

Cluster-

Sealdah 

13 

(21.66) 

15 

(25) 

10 

(16.66) 

15 

(25) 

4 

(6.66) 

3 

(5) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

13 

(32.5) 

7 

(17.5) 

8 

(20) 

6 

(15) 

5 

(12.5) 

1 

(2.5) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-South 

Dumdum 

20 

(33.33) 

16 

(26.66) 

9 

(15) 

8 

(13.33) 

7 

(11.66) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

14 

(35) 

8 

(20) 

8 

(20) 

5 

(12.5) 

5 

(12.5) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

5 

(12.5) 

7 

(17.5) 

8 

(20) 

6 

(15) 

8 

(20) 

6 

(15) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand Total 

 

65 

(27.08) 

53 

(22.08) 

43 

(17.91) 

40 

(16.66) 

29 

(12.08) 

10 

(4.16) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 

Figures in the parentheses indicate the percentages to the total (row wise) 
 

Table.11 Frequency distribution of the traditional market customers on the basis of purchasing wet commodities  

from organized outlets 

 
 Daily Weekend Once in a Month More than Once in a 

Month 

Never Sub Total Total 

 M F M F M F M F M F M F  

Cluster- 

Sealdah 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

5 

(8.33) 

8 

(13.33) 

0 

(0.00) 

0 

(0.00) 

27 

(45) 

20 

(33.33) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

17 

(42.5) 

8 

(20) 

0 

(0.00) 

1 

(2.5) 

9 

(22.5) 

5 

(12.5) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-South 

Dumdum 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

15 

(25) 

11 

(18.33) 

13 

(21.66) 

6 

(10) 

8 

(13.33) 

7 

(11.66) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

18 

(45) 

7 

(17.5) 

0 

(0.00) 

1 

(2.5) 

9 

(22.5) 

5 

(12.5) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

1 

(2.5) 

3 

(7.5) 

0 

(0.00) 

1 

(2.5) 

20 

(50) 

15 

(37.5) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand Total 0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

56 

(23.33) 

37 

(15.41) 

13 

(5.41) 

9 

(3.75) 

73 

(30.41) 

52 

(21.66) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 

Figures in the parentheses indicate the percentages to the total (row wise) 
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Table.12 Frequency distribution of the traditional market customers on the basis of purchasing 

dry commodities from organized outlets 

 

Figures in the parentheses indicate the percentages to the total (row wise) 
 

Table 12 reveals the frequency distribution of 

the traditional market customers of markets 

on the basis of time interval of purchasing dry 

commodities from organized outlets across all 

the clusters. It can be observed from the table 

that the maximum percentage of customers 

prefers purchasing dry commodities (grocery 

items) once in a month followed by frequency 

of more than once in a month. The above 

research study may be concluded that there 

are total 5 clusters (Sealdah, Gariahat, South 

Dumdum, Gopalpur, Newtown) taken into 

consideration in Kolkata for the study.  

 

The age-wise and sex-wise frequency 

distribution of the traditional market 

customers in all the traditional markets 

across all the clusters out of all the age 

groups, the maximum percentage of the 

male and female customers belong to 21 

to 40 years age group.  

The frequency distribution of traditional 

market customers on the basis of family 

size in all the clusters shows that all the 

family sizes are found but the maximum 

percentage of traditional market 

customers have family size of 4-6 

members. 

From the frequency distribution of traditional 

market customers on the basis on the basis 

of educational qualification in all the 

traditional markets across all the clusters, 

it displays that maximum percentage of 

customers in traditional market are 

graduates’. 

The frequency distribution of traditional 

market consumers on the basis of 

occupation in all the traditional markets 

across all the clusters shows that the 

maximum percentages of customers are 

private sectors service holders. 

From the frequency distribution of traditional 

market consumers on the basis of family 

income in all the traditional markets 

across all the clusters it have been 

observed that the maximum percentage of 

family income belongs to family income 

group of Rs25001 to 50000. 

The frequency distribution of the traditional 

market customers on the basis type of 

commodities bought by them in all the 

traditional markets across all the clusters 

in Kolkata shows that the maximum 

percentage of consumers purchases wet 

commodities (vegetables and fruits) from 

the traditional markets.  

 Daily Weekend Once in a Month More than Once 

in a Month 

Never Sub Total Total 

 M F M F M F M F M F M F  

Cluster- 

Sealdah 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

6 

(10) 

10 

(16.66) 

10 

(16.66) 

4 

(6.66) 

15 

(25) 

15 

(25) 

32 

(53.33) 

28 

(46.66) 

60 

(100) 

Cluster-

Gariahat 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

18 

(45) 

12 

(30) 

0 

(0.00) 

1 

(2.5) 

7 

(17.5) 

2 

(5) 

26 

(65) 

14 

(35) 

40 

(100) 

Cluster-

South 

Dumdum 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

16 

(26.66) 

10 

(16.66) 

6 

(10) 

4 

(6.66) 

14 

(23.33) 

10 

(16.66) 

36 

(60) 

24 

(40) 

60 

(100) 

Cluster-

Gopalpur 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

10 

(25) 

3 

(7.5) 

0 

(0.00) 

1 

(2.5) 

15 

(25) 

11 

(27.5) 

27 

(67.5) 

13 

(32.5) 

40 

(100) 

Cluster-

Newtown 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

7 

(17.5) 

2 

(5) 

0 

(0.00) 

1 

(2.5) 

18 

(45) 

12 

(30) 

21 

(52.5) 

19 

(47.5) 

40 

(100) 

Grand 

Total 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

57 

(23.75) 

37 

(15.41) 

16 

(6.66) 

11 

(4.58) 

69 

(28.73) 

50 

(20.83) 

142 

(59.16) 

98 

(40.83) 

240 

(100) 
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From the frequency distribution of the 

traditional market customers of all the 

traditional markets on the basis of number 

of commodities bought by them across all 

the clusters in Kolkata, it is found that the 

maximum percentage of customers 

purchases 5 to 10 number of commodities 

from the selected traditional markets.  

The frequency distribution of the traditional 

market customers on the basis of type of 

expenditure made by them in all the 

traditional markets across all the clusters 

in Kolkata shows that the maximum 

percentage of customers’ purchases 

commodities within price range of rupees 

500 to 1000.  

The frequency distribution of the traditional 

market customers on the basis of type of 

accompany the customers prefers while 

visiting the selected market across all the 

clusters of Kolkata, it is understood that in 

the traditional markets, the customers 

there prefers to come alone for purchasing 

of commodities. 

The frequency distribution of the customers 

of organized outlets on the basis of time 

interval of purchasing wet commodities 

from organized outlets across all the 

clusters in Kolkata shows that the 

maximum percentage of customers’ 

purchases wet commodities (vegetables 

and fruits) from organized retail outlets 

once in a month. 

From the frequency distribution of the 

traditional market customers of markets 

on the basis of time interval of purchasing 

dry commodities from organized outlets 

across all the clusters shows that the 

maximum percentage of customers 

prefers purchasing dry commodities 

(grocery items) once in a month from 

traditional outlets. 
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