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Abstract

Retailing is the ong of the oldest business that humon civilization hos
known. It octs as on interfoce between producers and consumers
improve the flow of goods ond services ond roise the efficiency of
distribution in on economy. Therefore customer regorded os king of
retoiling sector ond there is aneged to identify the customer perception
towards orgonized retoil store. The current study onalyzed the vorious
factors thot offect the customer perception towards orgemized retail
stores. The datawos collected with the help of structured questionnoaire
the sample constituted of 100 respondents from Jalondhor, Amritsor
ond Ludhiono. The foctor onalysis hos been opplied.. The result
indicated thot there are six foctors i.€. Eosily Accessible, Quality stock,
Comfort Zone, Infrastructure, Quality time, Add on services or
focilities, Voriety which affects the customer perception towords
orgonized retail store.

Keywords: Consumer, Perception, Orgonized Retoil Store.

Introduction

Retoil is currently the flourishing sector of the Indion economy. The
word 'retoil' is derived from French word 'retailer’ which means to cut o
piece or to breok bulk. In simple terms, it implies o firsthand
tronsoction with the customer. Retoiling consist oll activities involved
in marketing of goods ond services to consumers for their personal,
fomily, or household use. Retoiling octs os on interfoce between the
producer ond consumer, improves the flow of goods ond services ond
raises the efficiency of distribution in on economy (kumor, vikromon,
2012).

Retailing is the set of business octivities thot add volue to the products
& services sold to consumers for their personol or fomily use (Levy &
Weitz 2008). Retoiling refers to all functions ond activities involved in
the selling of commodities directly to consumers.

Retailing is the ong of the oldest business that humon civilization hos
known. It octs os on interface between producers ond consumers
improve the flow of goods ond services ond roise the efficiency of
distribution in on gconomy. For o strong, stoble ond consistency
growing economy, o well orgonized on efficient retoil is require
(kumor, Vikkromon, 2012)

Retailing con be defined as buying and selling of goods and services. It
is sole of goods to end users for use ond consumption by purchoser, but
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not for resale. It con also be defined os timely delivery of
goods ond services to the consumers demonded by them ot o
competitive ond affordoble price

Challenges to organized retail development in India

Orgonized retail is lorgely on urbon phenomenon ond the
poce of growth is still slow. Some of the reasons for this slow
growth ore:

1. The Kiranas continue: The orgonized retoil industry in
Indiais focing competition from the unorgenized sector.
Troditionolly retoiling hos o low cost structure, mostly
owner operated, hos negligible real estote ond lobor
costs ond little or no toxes to pay. Customer fomiliority
that runs from generation to generotion is oneg big
advontoge for the unorgomized sector. On the other
hand, orgonized sector have to meet mony expenses ond
even have to chorge low price enough to compete with
the traditionol sector.

2. Retail not being recognized as an industry in India:
Lack of recognition of retailing os on industry hompers
the availobility of finonce to the existing ond new
players. This affects growth ond exponsion of orgonized
retoiling.

3. The High Costs of Real Estate: Prices of real estote in
some cities in India ore relatively high. The lgose or rent
of property is ong of the major areas of expenditure. A
high leose or rent reduces the profitobility of aproject. It
become difficult to find suitoble properties in centrol
locations for retail, primarily due to frogmented privote
holdings, infrequent ouctioning of lorge government
owned vacont londs ond litigotion disputes between
OWNETS.

4. High Stamp Duties: In addition to the high cost of real
estote the sector olso foces very high stomp duties on
tromsfer of property, which varies from stote to stote.

5. Lack of Adequate Infrastructure: Poor roads ond the
lock of infrostructure homper the development of food
ond grocery retoil in Indio.

6. Price War: There is aprice wor between different retail
orgonizations. Every ong is saying to provide goods ot
low cost and offers various promotional schemes. In
such o case it is difficult to keep one's customers with
ongself. (Dr. Shohid Akhter gt al).

7. Shortage of Skilled Manpower: Store operotions
accounts for 75-80% of the total monpower employed in
the orgonized retoil sector. Unfortunotely, there are very
few courses specific to the retail sector ond
groduotes/post groduotes from other streoms ore
recruited.

8. Policy Induced Barriers: Orgonized retail in India is
monoged by both the Ministries of Commerce &
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Consumer Affairs. While the Ministry of Commerce
tokes core of the retoil policy, the Ministry of Consumer
Affoirs regulotes retoiling in terms of licenses ond
legislation. There is aneed to set up a single apex body
that governs the retail operations becouse o single
ogency con toke core of retoil operations more
effectively.

9. Channel Conflicts: Globally, retoilers mointoin adirect
relationship with their suppliers. Due to the complex
toxation structure ond geogrophicol spread, most
FMCG componies have developed regional distribution
ond redistribution network which affect the operating
structure of distributors.

10. Unique Indian Customer: Buying habits of the Indion
consumers have still not change, where people prefer to
buy most of the fruits ond vegetables on a doily basis.
The Indion consumers prefer freshly cooked food thon
packoged. Dug to non-availobility of personal transport
focilities the consumers prefer to buy smoller quontities
from stores conveniently located neor their homes
which have impact on the bosket size (Rajon Divekor et
al).

Literature Review

Goswami and Mishra (2009) aimed to understond whether
Indion consumers move to orgonized retoilers instead of
kiroma store for purchosing groceries. They took 4 citigs for
their study in which two major ond two small cities. It took
somple of 100 respondents from gach city. They used the
stratified systematic sompling design with somple size of
400 ond used multivariote stotistical techniques to onolyze
the doto collected through structured questionnoire. They
found thot customer are positively related to location,
helpful, trustworthy, solesperson, home shopping,
cleanlingss, quality ond negatively related to trovel
convenience. They found thaot kironos do well on location
but poor on cleonlingss, offer, quality, helpful, trustworthy
salesperson.

Dineshkumar and Vikkraman (2012) purpose of
investigation wos to identify the determinonts of customer
satisfoction in on orgomized retail outlets in erode city. The
other objective of study wos to identify the oftitude ond
behavior of customers towords orgomized retoil outlets.
They adopted descriptive research design. They took the
somple of 200 respondents. Doto. was collected through
structured questionnoires contoins open ended—closed ended
questions. The collected data wos onalyzed through various
tools like percentoge onalysis, chi-square test, ond
correlation ond cross toble onalysis. They found that 64% of
respondents were purchosing from convenience store before
moving from orgonized retoil stores. They also found thot
consumers were highly satisfied with quality of services
provided in orgomized retoil stores ond highly dissatisfied
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with variety of mode of payment ond parking focility. They
also found that there ore no significont relationship between
quality of services offered ond education qualification of
respondents but there is significont relotionship between
monthly income of respondents ond monthly purchases.

Pandy and Bariya (2012) purpose to study various
ottributes of orgonized ond unorgomized retail store thot
consumer prefer in vodadaro city. The objective of study to
know the consumer's preference towords orgemized ond
unorgonized retoil store in vodadora city ond reasons for
their preference. They took sample of 200respondents ond
opplied stratified sompling techniques. They found thot
most of consumers ore sotisfied with vorious ottributes of
orgonized ond unorgonized retoil store like price,
convenience, assortment, tronsporency in billing gtc. They
also found thot most of the respondents preferred the
unorgonized retoil store for stople items, fruits, vegetobles
ond most of respondents preferred orgonized retail for other
pockaged food, cosmetics ond households cleaning
products.

Priya Vij (2013) tried to find the consumer behavior toword
orgonized ond unorgonized retail store ond their satisfaction
level from orgonized ond unorgonized retoil stores. They
used the primory doto collected by survey of retailers. They
used the simple rondom sampling method. They found thot
38.5% customers prefer unorgonized retail shopping ond
26% customers prefer orgonized retoil shopping but 36%
customers are not sure. They olso found thot 44% customers
visit fortnightly to malls, 32% customers visit weekly, 18%
customers visit monthly ond 6% visit daily to the malls. She
also found thot the purposes for which customers visit molls.
They found 32% customers visit molls for shopping, 36%
customers visit for entertoinment, 32% visit for window
shopping. They also found thot 64% customers are sotisfied
with the pricing strotegy of molls while 36% customers ore
not satisfied. They found that consumers prefer orgonized
outlets due to the availobility of better quolity products,
lower prices, ond one stop shopping, choice of additional
bronds ond products, fomily shopping, and fresh stocks.

Zia and Mohammad Azam (2013) aimed to develop scale
that measure shopping experience in unorgonized retoil
environment ond to find vorious foctors thot offect the
shopping experience in unorgonized retail environment.
They took the somples of 355 retail shoppers. They
exploratory factor omnolysis, confirmatory foctor onalysis.
They applied multiple regression techniques for accessing
the impoct of factors on shopping experience. They found
that foctors like helpfulness, acknowledgement, place to
enjoy, shopping convenience, store services quality, return
& exchonges, reliobility, tromsoction , merchondise, product
varigty, store oppearonce have positive impact on shopping
experience but factors like shopping time, comploin
hondling, physical ospects, loyolty progroms leods to
negotive impoct on shopping experience.
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Talerja and Jain (2013) purposg to investigated the foctor
that offects the consumers for buying from orgonized ond
unorgonized retoil store. The other objective was to study the
consumer's perception towords orgonized ond unorgenized
retail stores. They took the somples of 100 customers. They
used the purposive sompling methods. They followed chi
squore test, weighted average. They found thot the choice of
retailer's format doesn't depend upon various shopping
items, fomily income level ond oge but depend upon various
shopping foctors. They identified vorious foctors thot
influence the consumer's preference from troditionol
retailers to orgomized retoilers. These foctors were
comfortoble, convenient, volue added services, quality &
quontity up to expectation, proximity, better services, ond
entertoinment.

Nair Harish and Nair Girish (2013) tried to find out the
factors that ottroct the customers towords orgonized retoil
sector. This study also tried to find interrelotionship between
various retail services ond quolity dimension which helps t
identify the steps needed to improve the overall quality of
services. Primory doto were collected from vorious sources
like mogozings, journals, web portals. They took the somple
£ 100 respondents rondomly. They used the chi squore test.
They found thot there is significont relationship between
modern looking equipment ond fixture ond visuolly
appealing voriables of physical aspects of orgonized retoil
outlets. They also found thot there is a positive relationship
between gosy occessibility ond eosy internal mobility
variobles of physical aspect dimension. They also found that
there is o positive relotionship between employee
knowledge ond employee behavior voriables of personal
aspect dimension.

Kusuma, Prasad and Rao (2013) focused on growth of
retoiling in Indio and chollenges faced by orgonized retoil
sector in Indio. It olso provided some suggestions to
overcome the chollenges. They found thot emergence of
orgomized retoil, spending copocity of youth, raising income
ond purchosing power, chonging mindset of customers, sy
customer credit, high brond consciousness, increosing
disposoble income, increosing number of duol income
nucleor fomilies, chonging lifestyle, consumer behavior,
experience with formots ond store design ore reasons for
growth of retail industry in Indio. They found that high
stomp duty, high cost of real estote, lack of adequate
infrastructure, price wor, non recognition of retoil os
industry, shortoge of skilled monpower are the chollenges in
orgenized retail development in India. They suggested that
by providing incentives for investments, comprehensive
legislation, eliminoting orochic lows, proper tox structure,
ond estoblishment of notional commission on retoil will
overcomes the chollenges for orgonized retoil development.

K Narayana, Samal and Rao (2013) tried to find out the
consumer behavior towords orgonized ond unorgenized
retail stores ond consumers satisfoction level from orgonized
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retail store os well os unorgonized retoil store. They
collected the doto from 200 respondents by using rondom
sompling techniques. Questionnaire ond personal interview
wos used for collecting the primory doto. They found that
36% customers prefer orgonized retail store, while 38%
customers prefer unorgonized retail store but 26% ore still
not sure about their preference in shopping. They found that
38% customer's purchases daily groceries from local
Grocery stores while 24%customer purchoses from
Supermarkets, 22% customers from Convenience Stores
ond16%customers prefer Hypermorket. 48% consumers
declored thot it lead to on increose in spending, 28%
indicoted adecreose and rest 24%no chonge.

Sushmana (2014) purpose for conducting reseorch wos to
find out the consumer perception towards orgonized ond
unorgonized retoil stores ond to find out the consumer
satisfoction level from orgomized retoil stores os well os
unorgonized retail stores. They took the somple of 100
customers. They used the questionnaire foe collecting the
dotousing the rondom sompling techniques. They found thot
40% customers prefer unorgonized retail shopping while
34% customers prefer orgonized retoil stores ond 26%
customers prefer both. They olso found that 40% customers
purchase groceries from kirona store, 30%customers from
supermorkets, 16% customers from convenience store ond
14% customers from hypermorkets. They also found thot
45% customers visit fortnightly to mall, 35% customers visit
weekly, 15% monthly ond 5% doily. They found that 50%
customers visit mall for shopping, 32% visit for
entertoinment, 18% visit for window shopping. They also
found that 58% customers are satisfied with pricing strategy,
42% customers ore not sotisfied. They also found that
consumers ore oftrocted to unorgonized retoilers due to
proximity, goodwill, credit soles, bargaining, loose items,
convenient timing ond home delivery ond to orgomized
retailers due to avoilobility of better quolity products, lower
prices, ong stop shopping, choice of additional bronds ond
products, fomily shopping ond fresh stocks. They also found
that lower income consumer hove soved more while
purchosing ot orgemized outlets.

Hameed (2015) objective of this study wos to identify the
determinaonts of customer sotisfoction in the orgonized retoil
stores. The other objective wos to occess the attitude, loyalty,
satisfoction ond behavior of consumers towords retail stores
ond future prospects of orgonized retail stores. They took the
somple of 52 consumers ond convenience sompling
techniques wos used. A close ended structured questionnoire
wos used to collect primory dota. They used statistical meon
ond z-test. They framed the hypothesis. They found thot
store layout must be favoroble for high level of satisfaction,
for high level of loyalty brond must focus on customer
relationships. They olso found thot less queue ond
welcoming staff positively offect services quality ond
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accuracy of bills, price ond price ond discount positively
affects the customer's reliobility. They olso found thot if
odditional focilities ore provided to customers they ore
attrocted towards stores.

R Shashikalar and J Gangatkar (2015) tried to compore
and contrast the consumer perceptions towords
supermarkets ond provisional stores. They studied provision
stores os well as supermoarkets in Indio porticulorly in
Bongolore. They fromed the hypothesis. They took the
somple of 100 respondents. Convenience sompling
techniques wos odopted. They found thot while purchosing
grocery quolity, price, proximity, hygiene ore the most
importont foctors thon services, ombience, store imoge,
variety ond availobility.

Kumar Ravi and Devi Anita (2015) the purpose of this
study wos to evoluate the consumer perception towords
orgomized ond conventionol retail store ond to study the
effectivengss of point of purchase odvertissment ond
displays in orgemized ond conventional retail stores. They
set the hypothesis. They took the somple of 200 respondents
which were selected by stratified rondom sompling method
.They opplied descriptive onolysis to study consumers
perception towords orgonized ond conventional stores ond z
test to study the effectiveness of point of purchose
odvertisement ond disploys in orgonized ond conventional
retail store. They found that there is no much difference
between consumer's perception towords orgonized retail
stores ond conventional retail store. They olso concluded
that point of sale odvertissment ond disploys ore more
effective in orgonized retail stores than conventional retoil
stores.

Shenbagasuriyan and Balachandar (2016) tried to find
out the type of retail sectors ond ploce where customers buy
the product and to anolyze kind of products thot customers
purchases in a porticular retail sector. They took the somple
of 160 consumers. Questionnaire was used for collecting the
doto. They applied the chi squore test to find the association
between type of retail sector ond customer buying the
products ond association between customers buying the
products ond kind of products they purchose in the store.
They found thot there is association between type of retail
sector ond customers buying the products. They also found
that there is on ossociotion between customer buying the
products ond kind of products they purchose in the store.
They found thot 28.8% customers moke purchose twice per
month, 26.2% customers purchoses weekly, 18.1%
customers moke purchoses ot leost 3times o week, 14.4%
customers moke purchoses monthly, 12.5%customers moke
purchases occosionally. They olso found thoat 13.8%
customers visit the store below on month, 23.8% customers
visit ong to three month, 20% customers visit threg to six
months, 12.5% customers visit 6 to 1 year, 30% customers
visit the store above 1 yeor. They found thot consumers ore
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not awore obout the orgonized retail stores. They prefer to
buy from street stall neorby their house. They suggested that
retail stores should be promoted ond there must be control of
stote government over these retoilers.

Research Methodology
Need and scope of the study:

A lorge number of previous reseorch studies have been
conducted on orgonized retail store. However, not much
work hos been dong to find the foctors thot influence the
consumers to buy from orgomized retoil store ond problem
which the consumers ore facing while purchosing from the
orgonized retoil stores. This study hos been done to fill the
gop in the existing literature. The study is limited to
orgonized stores in the Amritsor city only.

Objectives of the study:

1) To examing the factors which influence the customer to
purchose from on orgonized retoil stores.

2) To examing the problems thot consumer foces while
buying from orgonized retoil stores.

Research Methodology

This chapter describe the research methodology of the study.
It include research fromework, Population ond somple
selection, Collection of data, method of onalysis of data
along with limitation of the study. It hos following sections:

»  Research fromework

»  Population ond sample selection

*  Collection of dota.

e Method of analysis of data.

e Limitation of study

Research Framework:

The present study is bosed on the objectives of determining
the foctors thot influencing the consumers to buy from
orgonized retoil stores ond identifying the problems thot
consumers foces while purchosing from orgomized retoil
stores and customers preference towards the orgonized retoil
stores.

Population and Sample selection:

For the study Somple ore token from Jolondhor ,Amritsor
ond ludhiona city. The somple size token for the study wos
100 respondents.

Collection of data:

The questionnoire method hos been used for doto collection

from 100 respondents os aprimory doto.ond orticles from the
secondory doto.

Method of analysis of data:
Anoalysis of the collected dotawos done by;

1) Factor onalysis
2) Meon ond stondord deviation
Factor Analysis:

In order to determing the foctors that influence the consumer
to buy from orgomized retail stores, foctor onalysis have been
opplied. Foctor onolysis identifies oo common foctor from
avoiloble voriobles ond provides informotion thot links
together the unrelated voriobles ond then provides
information obout structure of the dotacollected.

Communalities :

It is the amount of varionce the voriobles have with goch
other. It is olso the proportion of vorionce explained by the
common foctor.

Eigen Value :
Itrepresents the total varionce exploined by each factor.
Factor Loading :

These are the simple correlotion between voriobles ond
foctors.

Bartlett's Test Of Spherecity :

Whether the correlotion motrix is on identity motrix, which
would indicate thot foctor model is inoppropriate. It is used
to interpret the hypothesis thot whether the voriobles
considered in study ore correloted or uncorrelated in the
populotion.

Kmo Measure:

This meosure of sampling adequocy is used to exoaming the
correctness of the factor onalysis. high volue lying between
.050 ond 1.00 indicates thot foctor onalysis is oppropriote.

Mean and Standard deviation :

Meon ond stondard deviation is used to identify the problems
that the consumers are focing while purchosing from
orgonized retoil store. This method is used for ronking the
problems.

Factor Analysis:

In order to find the factors thot influences the consumers to
buy from orgomized retoil store foctor onalysis hos been run.
The results ore given below:

KMO and Bartlett's Test

Koiser-Meyer-Olkin
Adequocy
Approx. Chi-Squore
Df
Sig.

Bortlett's Test of
Sphericity

Measure of Sampling

.652

732.094
300
.000
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Here value of KMO is .652 which is higher thon .5 which  ond level of significance is .000 it meoms it is adequate for
meons sample size is odequote. Chi square valug is 732.094  running foctor onolysis.

Total Variance Explained

Component Initial Eigen values Extraction Sums of Squared Loadings Rotation Sums of Squared
Loadings
Total % of Cumulative Total % of Cumulative | Total % of Cumulative
Variance % Variance % Variance %
1 3.782 15.127 15.127 3.782 15.127 15.127| 2.793 11.172 11.172
2 3.295 13.182 28.309 3.295 13.182 28.309 | 2.467 9.867 21.040
3 2.029 8.114 36.423 2.029 8.114 36.423 | 2.447 9.789 30.828
4 1.979 7.915 44.338 1.979 7.915 44.338| 2.134 8.538 39.366
5 1.534 6.137 50.475 1.534 6.137 50.475( 2.029 8.114 47.481
6 1.419 5.677 56.152 1.419 5.677 56.152( 1.796 7.186 54.666
7 1.315 5.258 61.411 1.315 5.258 61.411| 1.686 6.744 61.411
8 .990 3.959 65.370
9 .897 3.589 68.959
10 .831 3.323 72.281
1 787 3.147 75.429
12 .748 2.993 78.422
13 .660 2.640 81.062
14 .608 2432 83.494
15 .550 2.198 85.692
16 517 2.069 87.761
17 461 1.844 89.605
18 447 1.786 91.391
19 427 1.709 93.101
20 376 1.504 94.605
21 .366 1.465 96.070
22 .325 1.300 97.370
23 .251 1.005 98.375
24 214 .855 99.230
25 192 770 100.000

Extraction Method: Principal Component Analysis.

Interpretation: We will consider the components whose  54.666 ond of seventh is 61.411. it meons there ore seven
eigen volue is more thon 1. The vorionce of the first  foctors whose eigen volue is more thon ong, therefore
components is 11.172, of second ore 21.040, of third acre  number of foctors should be seven.

30.828, of fourth is 39.366, of fifth is 47.481, of sixth is

Rotated Component Matrix®

Component
1 2 3 4 5 6 7
price bargaining .783
proximity to workplace 736
proximity to residence .655 402
provision of parking facilities -.546
provision of products at affordable prices .502 443
stock of different varieties of goods are .660
available
provision of trendy products .650
recognition of regular customers .585
quality of product is better .583
extremely pleasing ambience 781
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offer various discounts 724
Well trained staff 655
window shopping .836
easy accessible layout 622 415
cleanliness .550
provision of proper advice to customers 417 441
home delivery .690
enhance value for money .631
beautiful interior with entertainment 617
huge game zone for kids 51
time saving .502
offer much more than just shopping 727
provision of credit facilities to customer -.705
variety of mode of payment 715
variety of brands are available .697
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.?
a. Rotation converged in 14 iterations.
Component Transformation Matrix
Component 1 2 3 4 5 6 7
1 537 522 422 .334 .307 212 .102
2 -.560 -.094 .502 487 .088 -.354 234
3 -.429 470 -.450 -.093 409 173 431
4 17 -.668 -.035 .084 671 276 .079
5 -.007 181 -.290 220 413 -.480 -.658
6 -.199 118 524 725 311 -.036 -217
7 .400 -.071 -.080 -.249 114 -.702 512
Extroction Megthod: Principal Component Analysis.
Rotation Method: Vorimox with Koiser Normalization .
Interpretation:
Factors Variables Loading
1) Easily Accessible Price borgoining 783
Proximity to workplace 736
Proximity to residence .655
Provision of porking focilities | =546
Provision of products at 502
affordoble prices
2) Quality stock Stock of different varicties of | .660
goods are avoilable
Provision of trendy products .650
Recognition of regulor .585
customer
Quality of product is better .583
3) Comfort Zone Extremely pleosing ombignce | .781
Offer various discounts 124
Well trained staff .655
4) Infrastructure Window shopping .836
Easy occessible layout .622
Cleonlingss .550
Provision of proper advice to | .441
customers

Www.pbr.co.in



Pacific Business Review International

5) Quality time Home delivery .690
Enhonce volue for mongy .631
Beoutiful interior with 617
entertoinment
Huge game zone for kids Sl
Time saving .502
6) Add on services or Ofter much more thon just 127
facilities shopping
Provision of credit focilities to | =705
customer
7) Variety Voriety of mode of payment 715
Variety of bronds are avoilable | .697

Factor 1: Easily Accessible

I Price bargaining

I Proximity to workplace

I Proximity toresidence

I Provision of porking focilities

I Provision of product ot affordoble prices
There are 5 variables in foctor 1.

Factor 2: Quality Stock

I Stock of different varieties of products are availoble

I Provision of trendy products

I Recognition of regulor customers

I Quoality of product is better

There are 4 variables in foctor 2.

Factor 3: Comfort Zone

I Extremely pleasing ombience

I Offervarious discounts

I Welltroined stoff

There are 3 variables in foctor 3.

Factor 4: Infrastructure

I Window shopping

I Easy accessible layout

I Cleonliness

I Provision of proper advice

There are 4 variables in foctor 4.

Factor 5: Quality time

I Home delivery

I Enhonce valug for monegy

I Beontiful interior with entertoinment
I Huge gome zone for kids

I Timesaving

There ore 5 variobles in foctor 5.

Factor 6: Add on services or facilities

I Offer much more thon just shopping

I Provision of credit focilities to customer
There are 2 variobles in foctor 6.

Factor 7: Variety

I Variety of mode of poyment

I Vorigty of bronds ore avoiloble

There ore 2 varioble in foctor 7.

Rank of problems that consumers are facing while purchasing from organized retail store:
The meon ond stondord deviation wos calculoted for ronking the problems that are foced by consumers
while purchosing from orgonized retoil stores.

Problems Mean Standard Rank
deviation
Poor quality of products 2.8200 1.12259 15
Over price 3.7100 .85629 3
Waostoge of monegy 3.0900 95447 10
Non availobility of goods ot all time 3.1100 1.04345 9
Poor after sole services 3.0400 .87525 11
Price discrimination 3.2300 1.10878 8
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Poor reply on enquiry 2.9900 .99995 12
Difficult to return the purchosed products 3.8100 97125 2
Rush in counters 3.4100 .99590 4
Adultered products 3.2700 1.01359 6
Poor cooperation from employee 2.9200 1.03162 14
Improper orrongement of goods 2.6600 .90140 18
Waostoge of money due to unnecessary purchose 3.3700 92829 5
Poor ventilotion 2.7200 .98555 16
Lack of knowledge 2.9600 97359 13
Selling expired goods 2.5700 95616 19
Inconvenient parking focility 2.7100 1.03763 17
No proper cleoning 2.4200 91210 20
No door delivery 3.2400 .96525

No price bargaining 3.8600 1.01524 1

Interpretation: No borgaining focility hos first ronk, difficult
to return the purchased good hos second ronk, overprice hos
third ronk, rush in counters hos fourth ronk, wostoge of
money due to unnecessory purchoses hos fifth ronk,
odultered products hos seven ronk. Thus main problems
foced by customers ore fixed price, difficulty in returning the
purchosed products, overprice charged by retoilers, rush in
counters ond wostage of money due to unnecessory
purchoses.

Summary and Finding of Study
The mojor findings of the study ore os under:

e From study, it is onolyzed thot mojority of respondents
go to orgonized retail store occosionclly & the
percentoge of these shoppers in this cotegory is os high
0s 73%.

e Maujority percentoge of the populotion prefer orgonized
retail store for purchosing ond enjoyment purposes.

*  Mojority of the respondents prefer to buy clothes from
the orgonized retail store ond percentoge of these
shoppers in this cotegory is as high as 50%

* By opplying foctor onolysis, the seven most importont
factors are deducted thot offect the buying behavior of
the customers. These foctors are:

1) Eosily accessible
i1) Quoality control
iii) Comfort Zong
iv) Infrostructure
v) Quality timg
vi) Addonservices or focilities
vii) Voriety
e By opplying meon ond stondord deviotion majors
problems that consumers foces while purchosing from
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orgomized retail store ore identified. Mostly the
consumers foce the problem of fixed price whose meon
volue is 3.

Suggestions

*  Loarge ond cost efficient assortment should be stored os
most of the customer sighted main reoson for visiting
retail outlets os “one stop shop”.

+ Increosing the aworeness among of retail stores among
rural oreos

*  Coreful selection of store Location os most of the
customers prefer convenient store locotion from their
home

*  There should be well troined stoff as they have to
directly interoct with the customers.

*  Volue of money should b provided to the customers by
providing good quality products ot reosonable prices,
price satisfaction.

* Provide compensation to customer if required
sometimes sometime product doesn’t perform its
appropriote function.

* Convenient ond timely mode of payment which will
save customers time os adequate number of counter ond
multiple woy of billing will save the customer’s time.

*  Choice of correct retail strotegy is very necessoary, store
should know their strong ond weok points ond keeping
both these points in the mind it should decide its retoil
strategy which should enhonce stores goch ond every
ospects.

Conclusion

The research study aims to find the relationship between the
consumer buying behavior ond orgomized retail stores. The
study wos conducted to know the foctors that influence the
customers to buy from the orgomized retoil stores ond
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problems that the consumers ore foces while purchosing
from the orgomized retoil store. The objective of the study
ore:— to exoming the consumer’s preference towords
orgonized retail stores, to examine the factors that influence
the customers to purchase from the orgomized retail store, to
exomine the problems that consumers foces while buying
from the orgonized retail stores. The study hos given o
positive result that the consumers ore highly influenced by
the foctors which are considered in the study. The result of
the factor enalysis achieved this objective. 100 respondents
had token to porticipote in the study. We include 32 variobles
that influence the customers to buy from orgomized retail
store ond foctor anolysis cotegorized these variobles into 7
factors. These factors ore eosily accessible, quality stock,
comfort zong, infrostructure, quality time, add on services or
focilities, variety. Foctor 1 hos 11.172% influence on the
customers, foactor 2 has 9.867% influence, foctor 3 hos
9.789% influence, foctor 4 has 8.538% influence, foactor 5
hos 8.114% influence, foctor 6 hos 7.186% influence ond
foactor 7 hos 6.744% influence on the customers to buy from
orgonized retoil stores. The other objective of the study ids to
identified the problems thot the customer foces while
purchasing from orgomized retoil stores. This objective has
been achigved by applying the meon ond stondord deviotion.
The problems thot the most of consumers foces while
purchasing from the orgonized retail stores are fixed price,
difficult to return the purchosed product, overprice, rush in
the counters, wostoge of money due to unnecessory
purchose, Adultered products, no door delivery, price
discrimination gtc.

References
Books and journals

Tolrgjoond Join (2013), “Potential of Orgonized Retail Store
In Indio’Internationol Journal of morketing,
finoncial sevices ond monogement research,
Vol.3(4)2013,pp 456460

Pondyoa Amrit R., Boriyo Komoeshvori J(2012), “A Study
On Consumer Behaviour Of Orgonized And
Unorgonized Retail Outlets In VadpDora City”
LJLEMM.S., Vol .3(4) 2012:pp 466474, ISSN 2229~
600X

B.Kusuma, N. Durgo Prasod, M. Sriniveso Roo(2013) , “A
Study On Orgonized Retailing and Its Challenges
And Retoil Customer services” Innovative Journal
of Business ond monogement 2:5 September—
October (2013) pp 97-102, ISSN No. 2277-4947

U.DingshKumar , P. Vikkromon(2012), “Customers’
Satisfaction towords Orgonized Retoil Outlets in
Erode City” IOSR Journal Of Business ond
Monogement, ISSN: 2278-487X  Volume 3, Issue
4(Sep,Oct2012),PP34-40

Www.pbr.co.in

Pacific Business Review International

Dr. Girish K Noir ond Horish K , Noir(2013), “An Analysis
On Customer Perception Towords Services Quality
Voriobles In Selected Orgomized Retail Outlets”
Internationol Journol Of monagement ond Sciences
Research, Volume 2, No.l, Joanuory 2013,
ISSN:2319-4421

Paromita GosWomi ond Mridula Mishra(2009), “Would
Indion Consumers Move from Kirano Stores To
Orgonized Retailers when Shopping for Groceries”
Asia Pocific Journal of Marketing ond Logistics,
Vol.21,1SS:1,pp.127-143

Shoheemo Homeed(2015), “A study ON Consumer
Satisfoction IN Orgonised Retail With Respect To
Apporels” Research poper, Vol.4, Tssue:10,
Oct.2015,ISSN-2250-1991

Shoshikolo R. & Ashwini Gongotkor J(2015), “A Study On
Compoarative onalysis Of Consumer Perception
Towards SuperMarkets And Provision Stores In
Bongalore” 1.j.e.m.,Vol 6(3) 2015;pp149-154,
ISSN 2229-600X

U Raovi Kumar, Dr. S. Anitha Devi(2016), “A Study On
Consumer Behaviour With Emphasis on
Perception With Reference to Orgomized ond
Conventional Retail Store” Internationol Journal
OfApplied Reseorch 2016;2(1)pp 406410

Lokshmi Norayono K, Ajoto Shathru Somal ond P Nogorajo.
Roo(2013), “A Study On Consumer Buying
Behavior Towords Orgonized ond Unorgonized
Retail Stores In Bangolore Internotional Journal of
Monogement Reseorch ond Busingss Strategy
City”,Vol.2,No.3 July 2013,ISSN 2319-345X

Shenbagosuriyon, Dr.G.Bolchondor(2016), “A
Comparotive Study On Consumer Perception
Towards Orgonized Retail Sector With
Unorganized Retoil Sectors” Internationol
conference on Innovotive Mongement Practices
organize by SVCET,Virudhunagor, VOL- Issue-1
2016 ,ISSN(0)-2395-4396,pp 257-262

Sushmona(2014), “Consumer Perception Towards
Orgonized And Unorgonized retailing”
Internationol Journal Of Advence Reseorch in
Education,Technology ond Monogement,
Vol.1,No.3,ISSN: 2349-0012, pp84-89

Websites
http://www.noukrihub.com/indio/retoil/retoilformots.html

http://en.wikipedio.org/wiki/consumer_behaviour

Er. R.

study.com/academy/..../whot-is—consumer-buying
—behavior—definition-types—<quiz.html

theconsumerfoctor.com/en/4—foactors-influencing—
consumer-behavior

23



