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Abstract 

Here the researcher is trying to find out the Buying behaviour of the working women before and during this pandemic, 

though the researcher belongs to the same category. There is plenty of changes in the buying styles of working women as 

says the women are the manager of the family. They know how to differentiate between the needs and wants in the family. 

The main objective of the paper is to study the changing buying behaviour of working women fraternity, especially 

throughout this pandemic situation. This study focuses on the Working women’s buying behaviour styles during the Covid 

19. 
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Introduction 

 

Majority of the Consumers are reacting towards crisis in a n variety of ways. Some consumers feel very anxious and 

worried where as others feel panic while buying staple and hygienic goods. At the other end, some consumers remain 

stable and confident to the pandemic and are continuing their business as the usual way, though the recommendations 

from government and health professionals’. In this pandemic it is seen that heavy and bulk purchasing are somewhat 

reduced. They are purchasing only the necessary items for their family. In the case of buying behaviour styles of working 

women they are very much conscious about the products that is available in the market. They are very much health 

oriented not only for them but also for their family members. They prefer more local products which are very much known 

to them rather than going for highly branded and expensive product categories. Majority of the targeted consumers 

belongs to Work from home category, and they prefer to use online websites for shopping. Isolation has become one of 

the most important reason why people prefer these sites. Online shopping has created social impact on the society due to 

lack of interaction and connection between the sellers and buyers. These online shopping habits may lead to the closing 

of retail shops in a short span of time. As the impact of this pandemic, consumers have limited their food wastage and 

started practicing to purchase healthy and sustainable products only. There happens a lot of changes in the consumer 

behaviour, attitude and purchasing habits of consumers as the results of the pandemic. 

 

Review Of Literature 

 

 Hoon Ang et al. (in 2001) in his work discussed personality characteristics which influences the buying behaviour of 

the consumers in the society. The buying behaviour of the consumers depends upon the attitude, values and 

perceptions of the consumers. Consumer behaviour in the crisis situation plays a vital role, which specify that they 

will be going for only the needed things in the market. Unwanted and Unnecessary products and services won’t be 

getting any attention during the crisis period. 

 A study conducted by Flatters and Wilmot (in 2009) This study gives the importance for the value of money and 

products especially in the crisis times. Not only in the crisis times but also during and after crisis.   

  (Stephany et Al, in 2020). Many number of techniques  that traders need to apply in this context in the case of 

adaptability whether to check  the need for goods and service sector  or to rethink a resurrection  strategy in other 

sectors (Roggeveen & Sethuraman, 2020).  

 Price-Smith (in 2009) points out that during pandemics, majority of the consumers, have gone through a stressful 

situation. This stressful and distracted mind will be influencing the consumer behaviour very deeply.  

 

Problem Statement 

 

Study of consumer buying behaviour is a major important thing for the marketers though they know the expectations and 

needs of the consumers. In this pandemic situation, it is very much relevant and important to study the consumer behaviour 

of working women fraternity as they are considered as the manager of the family. Women, particularly working women 

are playing a vital part in the buying decisions. It is found that working women are more engaged and they spend more 
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time, energy and money with the purchasing activities. So the researcher state the research problem as a very relevant 

concept. The study clearly and specifically states the change in working women’ behaviour towards the buying behaviour 

towards the different products in the family. 

 

Objectives 

 

• A study on working women’s buying behaviour during the covid 19 times with reference to Thrissur District 

 

Hypothesis 

 

H01= There is no significant difference between the health concerns of the respondents during covid 19 period and their 

choice of shop. 

H02= There is no relationship between Family Income and Spending habits of Working women. 

H03 = There is no relationship between spending habits and frequency of shopping 

H04 = Brand loyalty is not affected by change in monthly Income 

H05= Preferred shop and stocking behaviour of respondents are not related 

H06 = Brand loyalty of the respondents is not affected by change in income, frequency of shopping and preferred way of 

buying the products. 

H07 = There is no significant relationship between the preferred shop and the factor that induce them to select the shop 

during the covid 19 days. 

 

Research Methodology 

 

The study is descriptive in nature which include primary and secondary datas. Primary data Collected through direct 

Interview and well defined questionnaire collected directly from working women in Thrissur District .150 working 

women were chosen from different areas, convenient sampling method is used to choose sample data. 

 

Study’s Limitations 

 

•  The researcher is restricted only to Thrissur District, the results cannot be generalised to a greater degree in terms of 

applicability. 

• The respondent’s opinions are purely personal and in its essence, subject to individual bias 

 

Data Analysis And Interpretation 

 

Table 1: Socio -Demographic Profile of Respondent 

 
 

Table 2: Descriptive statistics on the problems faced by the respondents 
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Table 3: Descriptive statistics on the Brand Loyalty of the respondents 

 
 

Table 4: - Descriptive Statistics on the health concerns of the respondents 

 
 

Table 5:  Descriptive statistics on the spending habits of the respondents 

 
 

The above tables show the descriptive statistics regarding the problems faced by the respondents during the Covid 19 

time. The mean score 3.23 express that the shortage of the goods were the main problems that they faced during the 

period. In the case of brand loyalty, it is clear that majority of the respondents depend on the local products than the 

branded one which is evident from the mean value in the table. Regarding the health concerns, majority of the respondents 

were reluctant to step into a new shop as it becomes the mental challenge for them. When we analyse the spending pattern, 

a comparison buying have been taken place. Why because the respondents given more value for the money matters during 

the particular time. 

 

Testing of Hypothesis 

Hypothesis: 1  

 

H01= There is no significant difference between the health concerns of the respondents during covid 19 period and their 

choice of shop. 

H11= There is significant difference between the health concerns of the respondents during covid 19 period and their 

choice of shop. 

 

ANOVA 

 

Table 6: Preferred Shopping 

 
 

Interpretations: Table 5 shows the result of Anova Statistics. It is shown that the significant difference is .02which is 

lesser than 0.05.It  means that the null hypothesis which is set can be rejected and alternative can be accepted. 

Inference: The table says that health concerns and respondent’s choice of shop is related 
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Hypothesis 2 

 

H02= There is no significant difference between Family Income and Spending habits of Working women. 

H12= There is significant difference between Family Income and Spending habits of Working Women 

 

ANOVA 

 

Table 7: Spending Habits Total 

 
 

Interpretations: Table 6 shows the result of Anova Statistics. It is shown that the significant difference is 0.022 which is 

less than 0.05. This means that there is significant difference between Family Income and Spending habits of working 

women during the covid times. 

Inference:  Family Income and spending pattern of the respondents are related 

 

Hypothesis 3 

 

H03 = There is no significant difference between spending habits and frequency of shopping 

H13 = There is significant difference between spending habits and frequency of shopping 

 

ANOVA 

 

Table 8: Spending Habits Total 

 
 

Interpretations: Table 7 shows the results of Anova Statistics.It is shown that the significant difference is 0.006 which is 

less than 0.05.This means that there is significant difference between Spending habits and Frequency of shopping. 

Inference: This table says that respondent’s spending habits and frequency of shopping are related 

 

Hypothesis 4 

 

H04 = Brand loyalty is not affected by change in monthly Income 

H14= Brand Loyalty is affected by Change in Monthly Income 

 

ANOVA 

 

Table 9: Brand Loyalty 

 
 

Interpretations: Table 8 shows the results of Anova Statistics. It is shown that the significant difference is 0.737 which is 

greater than 0.05.This means that there is no significant difference between brand loyalty and monthly Income. 

Inference: This table says that brand loyalty and monthly income of the respondents are not related 

 

Hypothesis 5 

 

H05= Preferred shop and stocking behaviour of respondents are not related 

H15 =Preferred shop and stocking behaviour of the respondents are related 

 

ANOVA 

 

Table 10: Change in Stocking Behaviour 
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Interpretations: Table 9 shows the results of Anova Statistics. It is shown that the significant difference is 0.605which is 

greater than 0.05.This means that there is no significant difference between preferred shop and stocking behaviour. 

 

Hypothesis 6 

 

H06 = Brand loyalty of the respondents is not affected by change in income, frequency of shopping and preferred way of 

buying the products. 

H16 = Brand Loyalty of the respondents is affected by change in income, frequency of shopping and preferred way of 

buying the products 

 

Table: 11 Model Summary 

 
 

a. Predictors: (Constant), Preferred Shopping, Change in Family Income, Frequency Of Shopping 

The above table shows that 

• Correlation between preferred shopping, changes in family income, frequency of shopping where R Value of .222 

reveals that these variables are weekly related. 

• R Square is .049, showing a 4.9% variation in Brand loyalty by changes in family Income, Preferred Shopping and 

frequency of Shopping. 

 

Table: 12 ANOVAa 

 
a. Dependent Variable: BL 

b. Predictors: (Constant), Preferred Shopping, Change in Family Income, Frequency Of Shopping 

 

Table 11 ANOVA Statistics shows 

• The significant value 0.02 which is less than 0.05resulting that the overall regression model is significant, thus the null 

hypothesis is rejected. 

 

Table: 13 Coefficientsa 

 
a. Dependent Variable: BL 

 

Hypothesis 7 

 

H07 = There is no significant relationship between the preferred shop and the factor that induce them to select the shop 

during the covid 19 days. 

H17= There is significant relationship between the preferred shop and the factor that induce them to select the shop during 

the covid 19 days. 

 

ANOVA 

 

Table : 14 Key factor to select a shop 

 
 

Interpretations: Table 13 shows the results of Anova Statistics. It is shown that the significant difference is 0.173 which 

is greater than 0.05.This means that there is no significant difference between preferred shop and the factor that that 

induce them to select the shop. 
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Inference: This table shows that there is no relationship between respondent’s shop preference and the factor that induce 

them to select the shop. 

 

Findings 

 

• Covid 19 pandemic has influenced the buying behaviour of the working women 

• There is no significant difference between the health concerns of the respondents and the shop preferences 

• There is significant difference between Family income and spending habits of the working women during Covid 19. 

• There is significant difference between spending habits and frequency of shopping there is no significant difference 

between preferred shop and stocking behaviour. 

• There is no significant difference between preferred shop and the factor that that induce them to select the shop. 

• Brand Loyalty of the respondents is affected by change in income, frequency of shopping and preferred way of buying 

the products 

• Based on the age category of the respondents, the buying behaviour that varies very much. The working housewives, 

they are very much conscious about the pricing of the products than that of the singles. They are very much conscious 

about categorising their needs and wants. They give more concerns for their family income and budgets.  

 

Suggestions 

 

• The buying behaviour styles of the working women have changed a lot during the covid 19 times. They have become 

price conscious and alert in purchasing. The major suggestion that the researcher has to put forward is that they have to 

give more preferences for the shop for purchasing. 

 

Conclusion 

 

As per the study it is concluded that Covid 19 has influenced the buying behaviour of the working women very much 

well. They became more conscious about their spending habits and the family income and they are managing very much 

well in order to balance between the income and expenditure. They have become more health conscious in their buying 

behaviour. 
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