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ﬁ&&ﬁ. 'k’“ir'hf Indian Retail Industry come forth as one of the most vibrant and fast growing industries
geverl players entering the market. India is on the radar of the retail world and global retailers
nhur wings seeking entry into the Indian retail market. The market i growing at a sound rate of
v 12 percent and accounts for around 10 percent of the country’s GDP. The total concept and idea
mppmx has change in terms of changing in shopping format, changing in Consumption pattern and
em aging in social factors such as the social group, social status and so on. With the result of these all
Ranges, consumer ‘s Consumption pattern also changes about the shopping. They are giving maximum
_ortance 10 organized and modern retailing. Consumer attract with the shopping mall instead of
petail baniyas. Modern retailing has entered into the Retail market in the form of dynamic shopping
ALETS- multi-storied malls and the huge complexes that offer shopping, entertainment and food all
or one roof i India. In Pune city, there are more than thirty plus retail mall established in last 3
h!eal" in total seven zones of city. With the development of malls and changes in above mentioned
r;mtors every mall is full with the crowd of customers every day. These retail malls attract to Pune’s
W‘e for the convince shopping under one roof. People get couple numbers of the awareness about
fferent brands of the different companies. They also go for purchase and consumption of this all
ucts. People attitude and consumption pattern get drastic change in last three years. This paper
ries to examine the changes in consumption pattern of customer after development of mall culture in
P ﬂCCitY'
- onsumers, the industry is getting more popular these days and getting organized as well. It is
imated that more than 90% of retailing in India falls into the unorganized sector, the organized
sector is largely concentrated in big cities. Out of this total Indian retail market, only 6.5 percent is
sanized but it is definitely growing at a CAGR of 27.69 percent. The retail sales in India amount to
§ 700 billion by 2011 and account for 22 percent of India’s GDP by 2011 as per the study
ﬁ_cted by Indian Council for Research on International Economic Relations (ICRIER).

Mall Culture

';Culture could be defined as the set of learned beliefs and values and mall culture is learned
ypping experiences. This culture is different from the typical Indian Shopping Culture (i.e.
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A ) h initially, the retail indugtry mn India was mosth
”m-\,-gmw.crd. however with the ch

: , ange of tastes and preferences of the In many ways, malls reflect the
ctate ol the sociely. A t'nmpm':niwly young population, rising incomes and h’”\,»,,,_ lifastyles are
creating space for malls in the lives of the 1t S ; Yy
mall can do a lot for a busy family —
courts and restaurants save the

children entertained.

urban mass affluent. Leisure time is limited and a visit to the
- domestic chores like grocery shopping are taken care of and food
bother of cooking dinner after hectic shopping. apart from keeping

Combi is wi . . i ) :
” bine this with the consumer’s rising purchasing power and his increasing
focus on value proposition rather than just

’ price, and malls suddenly start becoming more relevant
1.2 Consumption Pattern

“Consumption - : , : .
Consump patfem 1S consisting with the expenses incur by a consumers for different types of
the products and for different types of the se '

1.3 A profile of Pune city

In the beginning of the Rashtrakuta rule we get reference to a

gment from their specific period Income.”

‘Vishaya’ or district with headquarters .
at Poona or Punya and Punak as it wag then called. Hence the word ‘Pune’ might have been originated 1
from the word ‘Punya’ or sacred. This Sacredness might have been attached to the town because; of the ;
confluence ?f two rivers viz. Mula and Muthain its vicinity. Punak with the passage of fime §
degenerated 1nto ‘Pune’.The district has the shape of a triangle with its base in the Sahya Mountains on §

the we‘st and 1ts apex in the extreme southeast corner near the point of confluence of the Bhima and 3
Nira rivers. In 2011 census, the district has 14 tahsils

: , 35 towns and 1877 villages (including 23 3
uninhabited villages) »

| -An official Census 2011 detail of Pune, a district of Maharashtra has been &
released by Directorate of Census Operations in Maharashtra. Enumeration of key persons was also &
done by census officials in Pune District of Maharashtra.In 20] 1, Pune had population of 9,429,408 of ]
which male and female were 4,924,105 and 4,505,303 respectively. In 2001 census, Pune had af":
population of 7,232,555 of which males were 3,769,128 and remaining 3,463,427 were females. Pune
District population constituted 8.39 percent of total Maharashtra population. In 2001 census, this figu
for Pune District was at 7.47 percent of Maharashtra population.

3, METHODOLOGY

Consumers ‘shopping behaviors and mall preferences will empower worldwide retailer:
domestic retailers, and mall operators to market their products and services more effectively. Rescarc
on retail outlay has been conducted in various cultural contexts, but limited empirical studies have
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o g Researcher divided the whole Pune Matket it Seven different 70nes (2 mention ahe
.Inuﬂ : . e TS 2 It s ) ) o ’ Ak . Paian ne A
i  thed gelect TWE nty respondents from each zone who come out from retail mall after shoppini;

i\ Ty f 1 1 il % " ¢ ; ‘}/‘1’./"
byl che geed quantitative data and collegy data with the used of structured questionnaire In thi )

£ ol e ; e g et o (latd
. pehe! attended total 140 samples overal) Seven zones of Pune city. For the data anal ysis. the da
y j Factor

Ej!‘“ ﬂhnlmcd in excel *h“‘.“”d analyzed using SPSS (Statistical Package for Social Science)
bt . and (-test were applied for data analysis

E‘-’“ﬂhs : ACTIVES OF THE STUDY:

| i 1o know the most favored retail attribu(es adopted by mall which play a vital role for change In

Consuml‘[ion pattern of Pune city fina] users.

b . To find out the role of different demographic factors such as of age, income, occupation and

(ender in the changes in consumption of retail consumers,
;o getermine the influence on the consumption pattern of marketing mix variables using by
yall such as products, promotions and packaging, of Pune city retail consumers.

YPOTHESIS OF THE STUDY
p HO = There is no significant difference between Numbers of Consumer who Purchase the group
ots from mall before three years and recent years.
| = There 18 significant difference between Numbers of Consumer who Purchase the group of

cts from mall before three years and recent years.

4T ANALYSIS

[n this research paper researcher select total 140 respondents. From these respondents, 102 are
the female reSP‘md‘fnts and rests of the 38 are male respondents [See table 1.1]. This is shows that in
:. pune, mainly shopping hav.e been done by female. These respondents also divided in age group from
E 1-60. Here, maximum shopping has been done by the age group 21-30 and age group 31-40

arsl which numbers a1je 55 and 43 Te.Spectively[see table 1.2] which indicates customers under other
* gge group fall, not maximum aware w1Fh the shopping and they don’t have more interest in shopping.
] As per the income level \.’Vhf)Se income is 31,000~ 40,000 and 41,000-50,000 are purchasing from mall.
' They 81V¢ maximum priority to mall shopping instead of retail baniyas stores. There are only 10
1 spondeﬂ‘-“ whose income a're more than 50,000 and go for shopping from mall [see table 1.3]. From
i;esc 4l respondents, maximum respondents are the house wife. There are total 102 female
respondents and among them 68 are the house wives and rest of the 34 female connecting with either
.TstUdenls or doing job or self employees [see table 1.4].
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