






5. Results
Table 1: Test of Normality

Kolmogorov-Smirnova  Shapiro-Wilk  

Statistic df Sig. Statistic df Sig.

Log_Attitude_Score .191 166 .000 .882 166 .000

a. Lilliefors Significance Correction

In the study the sample size was 260 comprising of 100 
males and 160 females.From the crosstab of gender and 
marital status it is clear that males and females in the 
category married without children were 19 respondents 
each respectively. In the category married with children 
below 10 years there were 37 males and 97 females. 
Finally in the category married with children above 10 
years there were 44 males and 44 females. The K-S test 
(table 1) indicates that the is not normally distributed and 
hence indicating use of non-parametric test for further 

analysis. 

The reliability of the scale used was checked using 
Cronbach's Alpha statistics which was 0.74 on 14 items. 
So our data is reliable for further analysis.

The content validity was done by consulting various experts 
in the field of marketing including senior marketing 
managers from HUL, ITC, Dabur, P&G and academicians 
from HNB Garhwal University, Uttarakhand Technical 
University and Doon University.

Table 2: Reliability of the Instrument

Cronbach's Alpha N of Items

.74 14

Table 2 : Crosstabs Case Processing Summary

Cases  

Valid
 

Missing Total

N Percent N Percent N Percent

Gender of the Respondent * Marital 

Status

260

 
100.0%

 
0

 
0.0%

 
260

 
100.0%

H Attitude of consumers is same across all age categories.01: 

Table 4 : Independent Sample Kruskal-Wallis
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