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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.

1 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.

Tl (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

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

HO1= There is no significant difference between the health concerns of the respondents during covid 19 period and their
choice of shop.

HO2= There is no relationship between Family Income and Spending habits of Working women.

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

HO4 = Brand loyalty is not affected by change in monthly Income

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

HOs = Brand loyalty of the respondents is not affected by change in income, frequency of shopping and preferred way of
buying the products.

HO7 = 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

e 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

VARIABLES CATEGORY NO.OF PERCENTAGE
RESPONDENTS

Below 23 17 11
Agel(In Years) Between 26-33 43 793
Between 36-43 49 31.8
Above 46 39 253
Schooling 23 149
Education Graduate 33 337
Post Graduate 12 46.8
Upto 25000/- 67 435
Income 25001-30000/- 74 451
Above 50000/~ g 5.8
Married a3 60.4
Marital Status Unmarriad 57 37.0
Rural 45 202
Location Semi Urban 82 332
Urban 23 1439
Payment Online 69 448
Mode Cash Payment g1 316
Work From Home [ 442
Work Mode Work From Office g2 532

Table 2: Descriptive statistics on the problems faced by the respondents

N Minimum | Maxmmum Mean Std. Deviation
Shortage of goods 150 1.00 5.00 3.2333 1.18388
Higher price 150 1.00 5.00 3.1933 1.21344
Too Much crowd in store 150 1.00 5.00 3.1467 1.18536
Lesger time to buy the products 130 1.00 5.00 2.9933 1.18433
Closure of preferred shops 130 1.00 5.00 25200 121246
Valid N (list wize) 150
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Table 3: Descriptive statistics on the Brand Loyalty of the respondents
N Minimum | Maximum Mean Std. Deviation
localised products have
become more acceptzble than 130 1.00 500 3.0267 1.30337
the branded one
would buy the same product = -
from the different store 150 1.00 500 25667 123927
became more conscious about - -
the health than earlier 150 1.00 500 25487 123204
Comparing the products mere 130 1.00 500 2.8600 1.24798
WVald N (list wise) 150

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

N Minmum | MMaximum Mean Std. Deviation
Stepping into a new shop have
become as an mental challenge 130 1.00 33.00 3.4000 270719
for me
I avoided public tranzportation 150 1.00 5.00 32067 126542
Became more conscious on the = 2
health more than befare 150 1.00 2300 32000 201338
Select the shops which - -
prowided ouline dedivery 130 1.00 .00 3.1000 1.20263
Response towards frech and 150 1.00 5.00 3.0067 118998
new products increased
Valid N (list wize) 130

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

N Minimum | Maxmmum Mean Std. Deviation
Increase in comparizon attitnde 130 1.00 5.00 32600 1.17827
Tncreased tendency to cut 150 1.00 5.00 32467 124748
expenses
I priorifize necessities with low
cost than the high cost 14% 1.00 5.00 31946 1.23397
I have changed myzelf into = . A
comservative Customer 130 1.00 5.00 3.1267 1.20367
I do make purchase within the -
family budzet I set 130 1.00 5.00 2.8600 1.15874
Valid N (listwise) 149

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

HO01= 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
Sum of Squares df Iean Square F Sig.
Between Groups 15.643 19 823 1.023 02
Mithin Groups 104.650 130 805
Total 1202903 149

Interpretations: Table 5 shows the result of Anova Statistics. It is shown that the significant difference is .02which is
lesser than 0.05.1t 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

HO>= There is no significant difference between Family Income and Spending habits of Working women.
H1,= There is significant difference between Family Income and Spending habits of Working Women

ANOVA
Table 7: Spending Habits Total
Sum of Squares df Mean Square F Sig.
Between Groups 5.061 4 1.265 29052 022
Within Groups 62.138 145 429
Total 67.199 149

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

HOs = There is no significant difference between spending habits and frequency of shopping
H1s = There is significant difference between spending habits and frequency of shopping

ANOVA

Table 8: Spending Habits Total

Sum of Squares df Mean Square F Sig.
Between Groups 6288 4 1.572 3.742 008
Within Groups 60.911 145 A20
Total 67.199 149

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

HO, = Brand loyalty is not affected by change in monthly Income
H1,= Brand Loyalty is affected by Change in Monthly Income

ANOVA
Table 9: Brand Loyalty
Sum of Squares df Mean Square F Sig.
Between Groups 260 2 130 303 137
Within Groups 62.519 147 425
Total 2779 149

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

HO0s= Preferred shop and stocking behaviour of respondents are not related
H1s =Preferred shop and stocking behaviour of the respondents are related

ANOVA
Table 10: Change in Stocking Behaviour
Sum of Squares df Mean Square F Sig.
Between Groups 4716 4 1179 683 605
Within Groups 250244 145 1.726
Total 254.960 149
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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

HO0s = Brand loyalty of the respondents is not affected by change in income, frequency of shopping and preferred way of
buying the products.

H1s = 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

Model E B Square Adjusted B Std. Emor of the
Square Estimate
1 2220 049 030 43933

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

The above table shows that

e Correlation between preferred shopping, changes in family income, frequency of shopping where R Value of .222
reveals that these variables are weekly related.

e 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 ANOVA?

Model Sum of Squares df | Mean Square F Sig.
Begression 3103 3 1.034 2.331 02k
1 Residual 59676 146 409
Total 62.77 14%

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 Coefficients?

Medel Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
{Constant) 27 194 14299 000
Change in Family Income 052 038 116 1437 153
! Frequency Of Shopping 082 46 153 1777 078
Preferred Shopping -121 62 - 167 -1.936 0335

a. Dependent Variable: BL
Hypothesis 7

HO- = There is no significant relationship between the preferred shop and the factor that induce them to select the shop
during the covid 19 days.

H1-= 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
Sum of Squares df MMean Square F Sig.
Between Groups 9,098 4 2175 1618 173
Within Groups 203.735 143 1.405
Total 212.833 149

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

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

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

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

e There is significant difference between spending habits and frequency of shopping there is no significant difference
between preferred shop and stocking behaviour.

e 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

e 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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