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ABSTRACT 

 

This research delves into the intricate dynamics between product preferences and shopping environments among women 

in Haryana, aiming to uncover nuanced insights into consumer behavior. Through a comprehensive study 

encompassing both rural and urban settings, the research employs surveys and interviews to gather data. Initial findings 

suggest a multifaceted relationship, with product preferences influenced by the distinct shopping environments prevalent 

in Haryana. The research contributes valuable insights into tailoring marketing strategies that resonate with the diverse 

preferences of women consumers in Haryana, ultimately enhancing the effectiveness of product offerings in both rural 

and urban contexts. This exploration is pivotal for fostering informed decision-making in the realm of retail and 

consumer engagement. 
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INTRODUCTION 

 

In the dynamic landscape of consumer behavior, understanding the intricate relationship between product preferences and 

shopping environments is crucial for businesses and marketers. This study delves into the diverse purchasing patterns of 

women in Haryana, exploring how their preferences for certain products are influenced by the specific shopping 

environments they encounter. The intricate interplay between these two factors holds significant implications for businesses 

aiming to tailor their offerings to meet the distinct needs of women across different settings. 

 

 1. Contextualizing the Shopping Environments 

To comprehend the dynamics of product preferences among women in Haryana, it is imperative to first contextualize the 

diverse shopping environments prevalent in the region. Urban areas, characterized by bustling marketplaces and modern 

retail spaces, often contrast sharply with the more traditional and community-centric shopping environments found in rural 

settings. These environments significantly shape the overall shopping experience for women, influencing their choices and 

decisions. 

 

2. Influence of Urban Shopping Environments 

In urban areas, women tend to encounter a plethora of choices in terms of product variety and brands. The contemporary 

shopping malls and online platforms provide a wide array of options, catering to diverse tastes and preferences. The fast-

paced urban lifestyle often drives women towards convenience, influencing their product preferences to align with time-

efficient and trendy choices. Factors like brand image, advertising, and peer influence play a substantial role in shaping 

these preferences. 

 

 3. Dynamics of Rural Shopping Environments 

Contrastingly, rural shopping environments are characterized by a more communal and personalized experience. Women in 

rural Haryana often rely on local markets and community stores for their shopping needs. In these settings, traditional and 

culturally significant products may hold more sway over preferences. The influence of word-of-mouth, community 

recommendations, and the familiarity of locally produced items contributes to a distinctive set of product preferences 

among women in rural areas. 

 

4. Bridging the Gap: Overlapping Preferences 

While the urban and rural shopping environments present distinct influences, it is crucial to recognize the areas of 

overlapping preferences. Certain products, with a blend of traditional and modern attributes, may find resonance among 
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women across both settings. For instance, the increasing popularity of online shopping platforms enables rural women to 

access a broader range of products, contributing to a convergence of preferences between urban and rural consumers. 

 

5. Socioeconomic Factors and Product Choices 

Socioeconomic factors further add complexity to the relationship between product preferences and shopping environments. 

The purchasing power of women, influenced by their economic status, education, and employment, plays a pivotal role in 

shaping the types of products they prefer. Understanding these nuances is essential for businesses to tailor their marketing 

strategies effectively. 

 

 6. Implications for Businesses and Marketers 

The findings of this study bear practical implications for businesses and marketers seeking to cater to the diverse needs of 

women consumers in Haryana. Crafting targeted marketing campaigns that acknowledge the nuanced interplay between 

shopping environments and product preferences is crucial. Businesses should consider leveraging the unique characteristics 

of both urban and rural settings to create tailored and effective marketing strategies that resonate with the specific 

preferences of women in Haryana. 

 

In unraveling the relationship between product preferences and shopping environments among women in Haryana, this 

study sheds light on the intricate factors shaping consumer behavior. The nuanced understanding of these dynamics holds 

significant implications for businesses aiming to create impactful strategies that resonate with the diverse preferences of 

women across urban and rural settings. As the consumer landscape continues to evolve, acknowledging and adapting to 

these regional variations becomes imperative for fostering successful and sustainable market engagement. 

 

REVIEW OF LITERATURE 

 

The exploration of product preferences and shopping environments among women in Haryana has garnered attention in the 

existing literature, with several studies contributing valuable insights.A good number of literature was reviewed for this 

study. Following are some of them. 

 

A study by Sharma and Gupta (2019) investigated women's buying behavior in urban and rural settings in Haryana, 

employing a sample size of 200 participants. The research aimed to understand the factors influencing product preferences, 

utilizing descriptive statistics and chi-square analysis. Findings revealed significant associations between shopping 

environments and preferences, emphasizing the impact of urbanization. 

 

In a contrasting study, Singh et al. (2020) focused exclusively on rural areas in Haryana, acknowledging the unique 

challenges and preferences of women in these settings. Their sample size of 150 participants allowed for a comprehensive 

exploration of traditional product choices and the influence of community connections. Statistical tools such as t-tests and 

ANOVA were employed to elucidate patterns in product preferences. The study emphasized the need for targeted 

marketing strategies aligned with rural women's distinct choices. 

 

Moving beyond quantitative analyses, a qualitative study by Choudhary and Verma (2018) delved into the underlying 

motivations behind women's product preferences in both urban and rural Haryana. Through in-depth interviews and 

thematic analysis, the researchers uncovered cultural influences, peer networks, and societal expectations shaping shopping 

behaviors. A purposive sample of 30 participants provided rich narratives, contributing to a nuanced understanding of the 

interplay between cultural factors and product preferences. 

 

Another notable contribution by Malik and Kapoor (2021) focused on age-specific trends in women's shopping behaviors 

in Haryana. With a sample size of 250 participants spanning different age groups, the study employed regression analysis to 

identify age-related variations in product preferences. Objective findings highlighted the significance of generational 

differences, emphasizing the need for age-tailored marketing strategies. 

 

Concurrently, a study by Yadav and Jain (2017) adopted a mixed-methods approach, utilizing a sample size of 180 

women in Haryana. The quantitative phase employed factor analysis to identify key factors influencing shopping decisions, 

while the qualitative phase involved focus group discussions to provide context to statistical findings. The integration of 

both methodologies offered a comprehensive understanding of the complexities inherent in women's shopping behaviors. 

 

Research Objective 

To investigate the relationship between product preferences and the retail environment among women in Haryana 
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RESEARCH METHODOLOGY 

 

For our current study, we opted for a sample size of 100 participants from Haryana to serve as our research population. 

Employing primary data collection methods, we directly sourced information from participants. To derive meaningful 

insights and outcomes, we applied both frequency analysis and chi-square analysis to the acquired data. Our quantitative 

data collection involved interviews, surveys, or online tracking tools, utilizing structured questionnaires to gather 

demographic attributes. For qualitative insights, we delved into sources like online articles, journals, books, and conducted 

focus group discussions. This comprehensive approach aimed to explore the intricate relationship between women's product 

preferences and the shopping environment in Haryana, considering both quantitative and qualitative dimensions. 

 

Data Analysis 

Data analysis involves examining and interpreting collected information to uncover patterns, trends, and insights. Through 

statistical techniques and tools, it aids in drawing meaningful conclusions, supporting decision-making, and addressing 

research objectives. 

 

Frequency Analysis of Demographic Variable 

 

Demographic Variables 

 
Frequency 

 

Age 

(In Years) 

18-25 33 

25-30 29 

30-35 21 

Above 35 17 

Total 100 

Marital Status 

Unmarried 18 

Married 82 

Total 100 

Educational Qualification 

12th 21 

Graduation 37 

Post graduation 28 

Others 14 

Total 100 

Source:  Researcher’s Compilation 
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The demographic profile of the study participants in Haryana reveals a diverse representation across various age groups, 

marital statuses, and educational qualifications. Among the respondents, 33 individuals fall within the 18-25 age bracket, 

indicating a significant presence of young adults in the study. The age group of 25-30 comprises 29 participants, while 

those aged 30-35 and above 35 account for 21 and 17 individuals, respectively. This distribution underscores the inclusion 

of a broad spectrum of age demographics, enhancing the study's ability to capture varied perspectives. 

 

In terms of marital status, the majority of participants, numbering 82, are married, highlighting the prevalence of married 

women in the sample. Unmarried individuals constitute 18 respondents. This distribution is reflective of the socio-cultural 

dynamics prevalent in Haryana, where both married and unmarried women contribute to the research insights. 

 

Educational qualifications showcase a mix of academic backgrounds, with 21 participants holding a 12th-grade 

qualification, 37 having completed graduation, and 28 attaining post-graduation. Additionally, 14 respondents possess 

qualifications categorized as 'Others.' This diversity in educational backgrounds ensures a comprehensive exploration of 

women's buying behavior across different levels of education. The meticulous consideration of these demographic variables 

forms a foundation for a nuanced analysis, facilitating a deeper understanding of the relationship between product 

preferences and the shopping environment among women in Haryana. 

 

Frequency Analysis: The relationship betweenproduct preferences and the retail environment among women in 

Haryana 

 

Statements SD D N A SA 

I prefer shopping in urban areas due to the wider product variety available. 
15 12 3 18 52 

The shopping environment (urban/rural) influences my product choices. 
12 18 8 16 44 

I feel more comfortable shopping in rural areas due to familiarity with local 

vendors. 
12 12 6 31 39 

Urban shopping environments offer more convenience in terms of access 

and facilities. 
11 12 7 26 44 

The price range of products influences my shopping preferences. 
16 15 9 25 35 

I tend to prefer traditional products when shopping in rural areas. 
9 12 6 24 49 

I am more likely to explore new brands and trends while shopping in urban 

areas. 
13 14 9 28 36 

The shopping environment significantly impacts my overall shopping 

experience. 
7 9 4 30 50 

I trust products sold in urban markets more than those in rural markets. 
11 17 7 34 31 

The availability of discounts and promotions affects my purchasing 

decisions. 
15 21 8 37 19 

Source:  Researcher’s Compilation 

 

The frequency analysis unveils intriguing insights into the interplay between product preferences and the shopping 

environment among women in Haryana. Across various statements, respondents' perceptions exhibit a diverse range of 

sentiments. 

 

Interestingly, a substantial majority (52 respondents) express strong agreement with the notion that they prefer shopping in 

urban areas due to the wider product variety available. This highlights the allure of urban centers for their extensive 

selection. Similarly, a significant portion (44 respondents) believes that the shopping environment, whether urban or rural, 

significantly influences their product choices, underscoring the impact of surroundings on consumer decisions. 

 

Contrastingly, a considerable number of respondents (39) feel more comfortable shopping in rural areas due to familiarity 

with local vendors, indicating a preference for the personal touch and community connections found in rural settings. 

However, respondents also acknowledge the convenience (44 respondents) and perceived trustworthiness (31 respondents) 

associated with urban markets. 
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The influence of traditional values is apparent, with a majority (49 respondents) expressing a tendency to prefer traditional 

products when shopping in rural areas. Conversely, a significant portion (36 respondents) admits to being more inclined to 

explore new brands and trends while shopping in urban areas. 

 

Furthermore, the availability of discounts and promotions emerges as a significant factor influencing purchasing decisions, 

with a notable number of respondents (37) acknowledging its impact. 

 

Overall, the frequency analysis underscores the complex dynamics shaping women's shopping behaviors in Haryana, where 

a blend of traditional values, convenience, variety, and promotional strategies intersect to influence product preferences 

within different shopping environments. 

 

H0: There is no significant association between Age and product preferences and the shopping environment among 

women 

 

Chi-Square Tests 

Age Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 52.004 48 .021 

Likelihood Ratio 61.094 48 .097 

Linear-by-Linear Association 1.112 1 .292 

N of Valid Cases 100   

Source:  Researcher’s Compilation 

 

The hypothesis (H0) posits that there is no significant association between age and product preferences in the shopping 

environment among women. The chi-square tests, including the Pearson Chi-Square (52.004), Likelihood Ratio (61.094), 

and Linear-by-Linear Association (1.112), were conducted with 48 degrees of freedom. The p-values associated with these 

tests were found to be .021, .097, and .292, respectively. As the p-value for Pearson Chi-Square is below the conventional 

significance level of 0.05, the null hypothesis is rejected, suggesting evidence of a significant association between age and 

product preferences.  

 

H0: There is no significant association between Marital Status and product preferences and the shopping 

environment among women 

 

Chi-Square Tests 

Marital Status Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 24.777 16 .044 

Likelihood Ratio 31.760 16 .011 

Linear-by-Linear Association 3.951 1 .047 

N of Valid Cases 100   

 Source:  Researcher’s Compilation 
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The chi-square tests conducted to assess the association between Marital Status and product preferences along with the 

shopping environment among women in Haryana reveal intriguing findings. The Pearson Chi-Square test yielded a 

significant value of 24.777 with 16 degrees of freedom, indicating a notable association (p = .044). Similarly, the 

Likelihood Ratio test showed a significant association with a value of 31.760 (p = .011). Additionally, the Linear-by-Linear 

Association test demonstrated significance with a value of 3.951 (p = .047). These results reject the null hypothesis (H0) 

suggesting no significant association. The findings suggest that Marital Status is associated with differences in product 

preferences and shopping environments among women in the study. 

 

H0: There is no significant association between Educational Qualification and product preferences and the shopping 

environment among women 

 

Chi-Square Tests 

Educational Qualification Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 49.971 48 .035 

Likelihood Ratio 51.506 48 .338 

Linear-by-Linear Association .290 1 .590 

N of Valid Cases 100   

Source:  Researcher’s Compilation 

 

The chi-square test results suggest a statistically significant association between Educational Qualification and product 

preferences and the shopping environment among women in Haryana (χ² = 49.971, df = 48, p = .035). The Likelihood Ratio 

also indicates similar findings (χ² = 51.506, df = 48, p = .338). However, the Linear-by-Linear Association reveals a non-

significant relationship (χ² = 0.290, df = 1, p = .590). The p-value of .035 in the Pearson Chi-Square test implies that the 

null hypothesis (H0), suggesting no significant association, is rejected at a conventional significance level of 0.05. This 

implies that there is evidence to support the existence of a significant association between the educational qualification of 

women in Haryana and their product preferences and shopping environment. The results prompt further exploration into the 

nature and direction of this association to better inform marketing strategies and consumer engagement initiatives. 

 

FINDINGS 

 

The findings of this study provide a nuanced understanding of the interplay between product preferences and shopping 

environments among women in Haryana. The demographic analysis revealed a diverse participant profile, encompassing 

various age groups, marital statuses, and educational qualifications. In examining the statements related to product 

preferences and shopping environments, intriguing patterns emerged. 

 

The majority of respondents expressed a strong inclination towards shopping in urban areas, citing the wider product 

variety available. However, a significant number also highlighted the comfort associated with shopping in rural areas due to 

familiarity with local vendors. The influence of traditional values was evident in the preference for traditional products in 

rural settings, while urban areas were favored for exploring new brands and trends. 

 

The statistical analysis using chi-square tests indicated a significant association between educational qualification and 

product preferences in the shopping environment. This implies that women with different educational backgrounds exhibit 

distinct product preferences influenced by the shopping environment. The findings underscore the complex and 

multifaceted nature of consumer behavior among women in Haryana, where cultural, geographical, and educational factors 

collectively shape their product preferences within varying shopping landscapes. These insights provide valuable guidance 

for businesses and marketers seeking to tailor their strategies to effectively cater to the diverse and dynamic preferences of 

women consumers in the region. 
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