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Lifestyle And Retail Marketing/Psychographics: |t is how-we tp; K
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social interaction as one involves through the lifestyles. It is inflienced
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culture, values, demographics, subculture, social class, re factors ke
personality “Life style is the people’s pattern of living in the world as ex d
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interests and opinion. It portrays the ‘WHOLE_ PERSON’

environment. Also called as ‘AIO_ANALYSIS PYSHCOG
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measuring and categorizing consumer lifestyle. The most important thing i
front of them.: the concept of market says that it is a

customers are moving, and to lie in
collection of buyers and sellers and going in depth it studies the attitude opinion and behavy; £
. vior o

consumers that is their lifestyle.

OBJECTIVES OF THE STUDY
e To make aware the customers regarding the concept of retailing outlets, how the attitudes

are different for all types consumer lifestyles, and customer opinion regarding their

perception and preferences in considering the place of shopping.

brand holding in the minds of customers.

arch Scholar Osmania

1 A i '
Asssociate Professor Amjad Ali Khan College oF Business Administration & Rese
University.Hyderabad.

2 P - :
Asssociate Professor Amjad Ali Khan College oF Business Administration

To understand the culture, the customs, traditions and norms and how the opinion of

individual will change if these factors are involved and to analyze the image of each

448
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