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ABSTRACT

Retail shopping behavior is one of the major tenets of the retail marketing literature. Retailers today are
restless to track down new promoting systems to draw in and hold clients. In the past they held clients by
offering advantageous area, extraordinary or special varieties of products, and more noteworthy or
preferred administrations over competitors, and store Master cards. And as of today, all these have
changed a lot. In their drive for volume, public brand makers have put their marked merchandise all over.
The outcome is that retail location combinations have become more like as referred to above and will
keep on developing with the advancement of business sectors in the rustic region too. Administration
stores have managed administrations and numerous discounters have expanded administrations.
Henceforth this paper talks about on the effect of purchaser’s insight on retail shopping (concerning

FMCG item in Chennai).
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| INTRODUCTION

Fast Moving Consumer Goods:

FMCG are those items which once devoured don't exist. Beauty care products, Healthcare
things, Garments, Fashion merchandise, Food items and so on fall in this gathering. These are
such products which are devoured by everybody independent of status, level of pay, and spot of
stay. The majority of the things in the FMCG groupings were prior sold as unbranded things

however presently the situation has changed with practically all things being marked. On
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account of medical care things like cleansers, and toothpaste there is serious rivalry among
different players as is the situation with cleansers, hair oils, shampoos where there are old
notable players and there are additionally new participants. In such cases the current players
need to guarantee that their portion of the overall industry isn't just kept up with yet in addition
expanded. There are two purchasing practices which impact the dynamic cycles since purchasing
is made by individual customers and families, just as by different kinds of formal associations.

They are the customer purchasing conduct and the association purchasing conduct.

RETAIL INDUSTRY IN INDIA

India has probably the biggest number of retail outlets on the planet. Of the 12 million retail
outlets present in the country, almost 5 million sell food and related items. However the market
has been overwhelmed by disorderly players, the passage of homegrown and global
coordinated players is set to change the situation. The Indian retail industry has arisen as quite
possibly the most unique and quick moving industry because of the passage of a few new
players. Absolute utilization use is relied upon to reach almost USS$ 3,600 billion by 2020 from
USS 1,824 billion out of 2017. It represents more than 10% of the country’s total national output
(GDP) and around eight% of the work. As per the reports, we could visualize that, India is the

universes fifth-biggest worldwide objective in the retail space.

India positioned 73 in the United Nations Conference on Trade and Development's Business-to-
Consumer (B2C) E-trade Index 2019. India is the universes fifth-biggest worldwide objective in
the retail space and positioned 63 in World Banks Doing Business 2020. And thus, India is the
universes fifth-biggest worldwide objective in the retail industry space. According to the FDI
Confidence Index, it is known that, India has being positioned 16 places worldwide. The Indian
retail trading has gotten Foreign Direct Investment (FDI) esteem inflow amounting to USS 3.47
billion during April 2000-March 2021, according to the report from office for advancement of
industry and inward exchange. With the rising necessity for client items in different regions
including buyer contraptions and home machines, numerous associations have placed assets
into the Indian retail space in the past several months. India’s retail region pulled in USS 6.2
billion from various private worth and speculation resources in 2020. According to the report by

PGA Labs and Knowledge Capital, financial backers had placed in US$ 1.4 billion into D2C
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organizations somewhere in the range of 2014 and 2020. The area recorded a speculation of

USS 417 million of every 2020.

By the end of July 2021, DP Retail, an auxiliary of ‘Darwin Platform Group of Companies’ entered
the retail space with the dispatch of its first megastore in Andheri, Mumbai. The organization
would be opening other self-possessed selective stores at five areas in Mumbai. The dispatch
means the DPGCs aggressive arrangement to use capability of the Indian retail space. DP Retail
intends to contribute Rs. 1,000 crore (USS 134.43 million) in FY21 to extend in different urban
communities and allotted Rs. 100 crore (USS 13 million) towards market infiltration across the
omnichannel retail business (counting an imaginative establishment model). Online business is
growing consistently in the country. Clients have the always expanding selection of items at the
most reduced rates. Online business is presumably making the greatest unrest in retail industry,
and this pattern is probably going to proceed in the years to come. Retailers should use
advanced retail channels (E-business), which would empower them to spend less cash on land

while connecting with more clients in level Il and level lll urban areas.

By the end of 2024, India's online business industry is relied upon to increment by 84% to USS
111 billion, driven by portable shopping, which is projected to develop at 21% yearly over the
course of the following four years. In 2020, the most well-known installment techniques online
were computerized wallets (40%), trailed by Master cards (15%) and charge cards (15%). Online
entrance of retail is relied upon to reach 10.7% by 2024 versus 4.7% in 2019. In any case, long
haul viewpoint for the business looks positive, upheld by rising pay, ideal socioeconomics,

passage of unfamiliar players, and expanding urbanization.

In this research paper, the leading retail shops for the survey are taken. And they are mentioned
below:
e Big bazaar.

e Reliance fresh.

Il RESEARCH OBJECTIVES
1. Review the retail business in India.

2. Find out the brand consciousness of the power source distinguished.
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3. Know about the impact of publicizing and advancement in purchasing conduct.

4. Investigate the consumer loyalty towards items and administrations advertised.

Il METHODOLOGY

Type of research adopted for the purpose of study is descriptive research design which is an
attempt to bring the characteristics of certain groups, to estimate the proportion of people in a
specified population who behave in a certain way, to make specific predictions, to determine
whether certain variables associated. As the respondents have been chosen for study from the
study area according to the convenience, convenience sampling technique is used. Both primary
and secondary data have been used for the purpose of this study. To collect primary data a
guestionnaire was designed in the light of the objectives of the study. Buyers from different
retail shops were asked to fulfill the questionnaire. Secondary data were collected from
available books, publications, research studies, journals, articles and websites. The whole
guestionnaires were developed in the light of objectives. The first part of the questions consists
of demographic factors of the buyers. The second part of the questions consists of 10
statements about the brand awareness of the outlets, influence of advertising and promotion in
buyer behavior and the customer satisfaction towards products and services offered by the
retail outlets. Closed ended questions, ranking method and a 5 point likert scale (highly satisfied
to highly dis-satisfied) method was used for these 10 questions/factors. The sample of the study
covers the buyers from the specified retail outlets. A sample of 100 buyers selected purposively

from different levels. Chi-square test, ranking method and percentage method.

Table: One
The first tool applied was chi-square test. It was used to ascertain the brand awareness of the
outlets.

BRAND AWARENESS OF THE OUTLETS

Sl. No Brand factors No of Respondents Percentage
1 Clothing 20 20%
2 Accessories 26 26%
3 Groceries 14 14%
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4 Electronic goods 36 36%
5 Others 4 1%
Total 100 100
Hypothesis:

HO: The brand awareness of the outlets does not equally impress the buyers.

H1: The brand awareness of the outlets equally impresses the buyers.

Observed Expected Frequency(E) (O-E) (O-E)2/E
Frequency(O)

20 20 0 0

26 20 6 1.8

14 20 -6 1.8

36 20 16 12.8

4 20 -16 12.8
Expected Frequency =100/5=20
Calculated value =e (O-E) 2/E

=29.2

Degree of freedom (d-f) =4
Tabulated Value =9.488

Calculated value > Tabulated value.
So, HO is rejected.

i.e., The brand awareness of the outlets equally impresses the buyers.

Table: Two

The second tool applied was ranking method. It was used to rank the preference factor in retail
shopping by the buyers.

Rank of factors considered for retail shopping:

Weighted Average Table
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Factors | Il 1l v Y Total Weighted Rank
5 4 3 2 1 Average Average
Quality 8 11 24 28 29 359 71.8 1
Proximity 17 18 37 14 14 290 58 4
Store Layout 17 23 12 28 20 311 62.2 2
Brand 20 25 14 19 22 298 59.6 3
Price 38 23 14 10 15 241 48.2 5
Inference:

From the above table, buyers give first preference to quality of service, second preference to
store layout, third preference is given to brand of the product, fourth preference to proximity to

place and fifth preference to price given by the buyers.

Table: Three
The following table compares the influence of advertising and promotion with the occupation in
buying behavior.

Occupation wise preference

Occupation News Maga Sign TV Radio | Pamphlet Disc. total
paper zines boards offers
pt| % | pt| % | pt| % | pt| % | pt| % | pt % pt | %
Business 3 1135 |21 2 8 |10 |42 | 1 4 2 8 1 4 24
Doctor/prof | 4 {20 | 2 |10 | 1 | 5 | 9 |45| 3 |15 1 5 - | 0] 20
Workers 1 (113 |33 |1 11| 2 22| 1|11 1 11 - 0 9
Student 1 (3|4 |13 -]01]20(63| 3|9 3 9 1|3 32
Others -] 0| 3|20 4| 4|49|49| 9|9 9 9 3 | 3 | 100
total 9|19 |17 |17 | 4 | 4 |49|49]| 9| 9 9 9 3 | 3 | 100
Hypothesis:

HO: There is no significance difference between the influence of advertisement and occupation.
H1: There is significance difference between the influence of advertisement and occupation.

Expected Frequency is calculated as:
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E11=9*24/100 =2.16
E21=9*20/100=1.8
E31=9*9/100=0.81
E41=9*32/100=2.88
E51=9*15/100=1.35

Observed frequency Expected (O-E) (O-E)ME
frequency(E)

3 2.16 0.84 0.326
5 4.08 0.92 0.263
2 0.96 1.04 0.622
10 1.8 -1.76 0.011
1 34 -1.16 0.108
2 0.8 0.28 2.688
1 1.8 2.2 0.576
4 9.8 -0.8 0.05
2 1.8 1.2 0.065
1 1.8 -0.8 0.8

9 0.6 1.2 0.065
3 0.81 -0.8 0.6

1 1.53 -0.6 0.044
-- 0.36 0.19 1.412
2 441 1.47 1.317
1 0.81 0.64 0.044
1 0.81 -2.41 0.044
-- 0.27 0.19 0.27
1 2.88 0.19 1.272
4 5.44 -0.27 0.381
-- 1.28 -1.88 1.28
20 15.68 -1.44 1.190
3 2.88 -1.28 0.005
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3 2.88 4.32 0.005
1 0.96 0.12 0.0016
- 1.35 0.12 1.35

3 2.55 0.04 0.079
- 0.6 -1.35 0.6

8 7.35 0.65 0.057
1 1.35 -0.35 0.070
2 1.35 0.65 0.312
1 0.45 0.55 0.672

Chi-square = sigma (O-E) A/E
=19.359

D.F =35-1=34

Tabulated Value =48.951

Calculated value < Tabulated value

Hence, HO is accepted.

(i.e,) There is no significance difference between the influence of advertisement and

occupation.
Table: Four
Stores Highly satisfied neutral Dis-satisfied Highly dis-
satisfied satisfied
pt % pt % pt % pt % pt %
Big 20 20% 15 15% 10 10 3 3 0 0
bazaar
Reliance 19 19% 23 23% 7 7% 2 2% 1 1%
fresh

From the above table it is clear that,

Big bazaar: It is seen that 20% of respondents are highly satisfied, 15% are satisfied, 10% are
neutral, 3% are dis-satisfied and nil to the highly dis-satisfied.

Reliance fresh: It is seen that 19% of respondents are highly satisfied, 23% are satisfied, 7% are

neutral, 2% are dis-satisfied and 1% are highly dis-satisfied.
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IV Results discussion:

Majority of the buyers in the sample were in the 25-30 yrs age group 63%, followed by 20% who
were in the age group of 20-25, 14% and 3% were above 30 yrs and less than 20 yrs respectively.
The educational qualifications of the respondents are matric 12%, undergraduate 46%, post
graduate 15% and others 27%. 19% of the shopping buyers are business people, 8% are doctors
and professionals, 35% are workers, 36% are students and 2% are of other categories. Around
20% of the respondents prefer clothing factor, 26% prefer accessories factor, 14% prefer
electronic goods factor and 4% prefer other brand awareness of the outlets. The buyers give
first importance to the quality of services, second importance to proximity to place, third
importance to store layout of the shop, fourth importance to the brand of the product and fifth
preference to price of the product given by the retail outlet. Around 49% of the buyers are
influenced by TV media of advertising, 17% of them are influenced by magazines, 9% of the
buyers are influenced through newspapers, radio and pamphlet advertising and 3% are
influenced by discount offers offered by the retail outlets. From the satisfaction level, 19% and
20% of the respondents are highly satisfied from big bazaar and reliance fresh. 15% and 23% are
satisfied, 10% and 7% are neutral, 3% and 2% of the respondents are dis-satisfied and 0% and

1% of the respondents are highly dis-satisfied from retail outlets.

VI Conclusion:

The study emphasizes that, it is fundamental for a fruitful retailer to have information on the
purchasers discernment from the review directed on the main retail outlets. It is dissected from
the review that the shopping conduct exceptionally relies on the diverse medias and other
segment factors. The retail market is exceptionally huge and includes an extreme contest.
Henceforth, it is presumed that a retail outlet to be effective ought to have the option to dissect

the conduct of its purchasers.
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