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A STUDY ON ORGANIZED RETAIL SCENARIO
IN INDIA AND CUSTOMER IMPULSIVENESS
IN THE ORGANIZED RETAIL OUTLETS

Abstract: Organized Retail Sector is growing at full speed across states in India and is the
prime driver of Impulse buying by youngsters and high salaried individuals during weekends
at these stores not seen in the previous periods. The purpose of conducting the research is to
find the Impact of Effective Visual merchandising (VM) on the impulse buying behavior of
customers at various retail stores in Andhra Pradesh. The Objective of this study is to
provide some insight into various segments of Indian organized retail sector, employment
opportunities, education profile of employees across states, skill gaps, work force distribution
and to find the satisfaction attributes of Customers at Organized retail Outlets and how
Visual Merchandizing is affecting impulse decisions of the customer. In this study we used
various questions on life-style attributes and satisfaction with life scale variables for collecting
information and tried to study their effect on customer impulse behavior. A survey of 600
retail customers was done and results interpreted in this paper. SPSS 20 was used to
implement methods like CHI-SQUARE on the data and correlate the various factors needed.
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INTRODUCTION

Government Policies for Retail Sector

The Retail Sector like the remaining Industrial sectors has witnessed a slow
liberalization and witnessed many shifts with passage of time and change in
Governments. The Policy shift of Governments was evident from the Year 1991 when
the P.V.NARASIMHA RAO Government started to allow 51 percent FDI in many
sectors brought economic reforms opening them up which until then are under strict
government supervision and restrictions. In 1997 the Government formulated a policy
to allow 100 percent FDI into Cash and Carry retail which is for Wholesale buyers
through the automatic route and without any need for Government approval.

* Research Scholar, KL University, Vijayawada.
** Associate Professor, KLU Business School, KL University, Vijayawada, E-mail: Dr.prasanna@Kluniversity.in



1708 K. Venkateswara Raju and D. Prasanna Kumar

In the case of Retail Sector the major policy shift was witnessed in 2006 when the
Government opened it up with 51 percent FDI ownership in the Single Brand Retail
store section through a prior approval from the Government. Later in 2012 the
Government approved 51 percent FDI in the Multi Brand Retail sector which needs
approval from the respective Government at the concerned state. In 2012, the FDI
limit was increased from 51 percent to hundred percent in the Single Brand retail
space. The policy for organized retail is not uniform across all the states in our country
and it is a major hurdle for its growth prospects. A uniform policy is the need of the
hour. The various shifts in the Retail Sector can be seen in the Figure Below.

The National Skill Development Corporation report states that Food & Grocery
segment which is employing 19.6 million people will grow to 21.36 in 2017(growth of
1.76 million) and 24.44 in 2022(growth of 3.08 million) while Health & Personal Care
segment which is employing 1.7 million people will grow to 1.86 in 2017(growth of
0.16 million) and 2.28 in 2022(growth of 0.42 million), Home Improvements segment
which is employing 4.4 million people will grow to 5.11 in 2017(growth of 0.71 million)
and 6.63 in 2022(growth of 1.52 million), Leisure segment which is employing 0.8
million people will grow to 0.84 in 2017(growth of 0.04 million) and 0.92 in 2022(growth
of 0.08 million), Lifestyle segment which is employing 4.5 million people will grow to
5.17 in 2017(growth of 0.67 million) and 6.1 in 2022(growth of 0.93 million), Auto Sales
segment which is employing 1.5 million people will grow to 1.68 in 2017(growth of
0.18 million) and 1.95 in 2022(growth of 0.27 million), Jeweler Retail segment which is
employing 1.5 million people will grow to 2.04 in 2017(growth of 0.54 million) and
3.14 in 2022(growth of 1.10 million), Food Services segment which is employing 4.6
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million people will grow to 7.05 in 2017(growth of 2.55 million) and 10.49 in
2022(growth of 3.44 million).This growth potential indicates that future prospects are
very bright for suitable employees across these segments.

Incremental Human Resource and the Growth rates across these segments can be
observed in the two diagrams below.
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KEY RETAIL CLUSTER’s in INDIA are GREATER MUMBAI which has a
Population (2011) of 19,130,565 with a Population growth rate (2001-2011) of 11.6
percent, DELHI NCR which has a Population (2011) of 15,828,138 with a Population
growth rate (2001-2011) of 22.7 percent, BANGALORE which has a Population (2011)
of 8,425,970 with a Population growth rate (2001-2011) of 54.9 percent, HYDERABAD
which has a Population (2011) of 6,809,970 with a Population growth rate (2001-2011)
of 87.2 percent, KOLKATA which has a Population (2011) of 9,209,301 with a Population
growth rate (2001-2011) of 4.9 percent, CHENNAI which has a Population (2011) of
5,751,981 with a Population growth rate (2001-2011) of 12.9 percent, AHMEDABAD –
GANDHINAGAR which has a Population (2011) of 5,778,884 with a Population growth
rate (2001-2011) of 55.5 percent, PUNE – PIMPRI –CHNICHWAD which has a
Population (2011) of 4,844,790 with a Population growth rate (2001-2011) of 36.4 percent,
SURAT which has a Population (2011) of 4,462,002 with a Population growth rate
(2001-2011) of 83.3 percent, JAIPUR which has a Population (2011) of 3,073,350 with a
Population growth rate (2001-2011) of 32.3 percent.

SECTOR WISE EDUCATION PROFILE

In FOOD AND GROCERY segment 83.00% are SECONDARY AND BELOW, 10.00%
are HIGHER SECONDARY, 0.00% are DIPLOMA/CERTIFICATE, 6.00% are
GRADUATE, and 1.00% are POST GRADUATE DEGREE HOLDERS.
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In LIFESTYLE segment 66.00% are SECONDARY AND BELOW, 18.00% are
HIGHER SECONDARY, 1.00% are DIPLOMA/CERTIFICATE, 12.00% are
GRADUATE, and 2.00% are POST GRADUATE DEGREE HOLDERS.

In ENTERTAINMENT & LEISURE segment 55.00% are SECONDARY AND
BELOW, 21.00% are HIGHER SECONDARY, 1.00% are DIPLOMA/CERTIFICATE,
20.00% are GRADUATE, and 3.00% are POST GRADUATE DEGREE HOLDERS.

In HOME IMPROVEMENT segment 57.00% are SECONDARY AND BELOW,
18.00% are HIGHER SECONDARY, 2.00% are DIPLOMA/CERTIFICATE, 18.00% are
GRADUATE, and 4.00% are POST GRADUATE DEGREE HOLDERS.

In HEALTH & PERSONAL CARE segment 50.00% are SECONDARY AND
BELOW, 18.00% are HIGHER SECONDARY, 5.00% are DIPLOMA/CERTIFICATE,
2.00% are GRADUATE, and 5.00% are POST GRADUATE DEGREE HOLDERS.

In TOTAL segment 75.00% are SECONDARY AND BELOW, 13.00% are HIGHER
SECONDARY, 1.00% are DIPLOMA/CERTIFICATE, 10.00% are GRADUATE, and
2.00% are POST GRADUATE DEGREE HOLDERS.
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EMPLOYMENT AND ITS PROPORTION ACROSS VARIOUS STATES

When it comes to employed people and their proportion to total Indian population
UTTAR PRADESH has 35.1 LAKH employed people and 12.40% of employed Indian
people, MAHARASHTRA has 28.2 LAKH employed people and 9.90% of employed
Indian people, ANDHRA PRADESH has 25.3 LAKH employed people and 8.90% of
employed Indian people, WEST BENGAL has 22.4 LAKH employed people and 7.90%
of employed Indian people, TAMILNADU has 20 LAKH employed people and 7.00%
of employed Indian people, BIHAR has 19.1 LAKH employed people and 6.70% of
employed Indian people, MADHYA PRADESH has 15.6 LAKH employed people and
5.50% of employed Indian people, GUJARAT has 15.5 LAKH employed people and
5.50% of employed Indian people, KARNATAKA has 14.6 LAKH employed people
and 5.10%of employed Indian people, RAJASTHAN has 12.1 LAKH employed people
and 4.30% of employed Indian people, ASSAM has 10.8 LAKH employed people and
3.80%of employed Indian people, KERALA has 10.3 LAKH employed people and 3.60%
of employed Indian people, ORISSA has 10 LAKH employed people and 3.50% of
employed Indian people, DELHI has 7.2 LAKH employed people and 2.50% of
employed Indian people, JHARKHAND has 7.2 LAKH employed people and 2.50%
of employed Indian people, PUNJAB has 7.1 LAKH employed people and 2.50% of
employed Indian people, HARYANA has 6.3 LAKH employed people and 2.20% of
employed Indian people, REST OF INDIA has 16.8 LAKH employed people and 5.90%
of TOTAL 283.5 employed Indian people.

POTENTIAL EMPLOYMENT OPPURTUNITIES IN RETAIL SECTOR ACROSS
INDIA

DELHI (NCT) has a POPULATION of 17.2 MILLION, ANNUAL HOUSEHOLD
EXPENDITURE of 2.5 INR TRILLION, CURRENT EMPLOYMENT of 13.1 LAKH in
2013 and has an ESTIMATED EMPLOYMENT of 19.8 LAKH in 2017. MUMBAI
(INCLUDING SUBURBS) has a POPULATION of 12.5 MILLION, ANNUAL
HOUSEHOLD EXPENDITURE of 2.3 INR TRILLION, CURRENT EMPLOYMENT of
12.4 LAKH in 2013 and has an ESTIMATED EMPLOYMENT of 18.7 LAKH in 2017.
BANGALORE has a POPULATION of 9.5 MILLION, ANNUAL HOUSEHOLD
EXPENDITURE of 1.9 INR TRILLION, CURRENT EMPLOYMENT of 10.1 LAKH in
2013 and has an ESTIMATED EMPLOYMENT of 15.2 LAKH in 2017. PUNE has a
POPULATION of 6.1 MILLION, ANNUAL HOUSEHOLD EXPENDITURE of 0.9 INR
TRILLION, CURRENT EMPLOYMENT of 4.6 LAKH in 2013 and has an ESTIMATED
EMPLOYMENT of 7 LAKH in 2017. CHENNAI has a POPULATION of 4.7 MILLION,
ANNUAL HOUSEHOLD EXPENDITURE of 0.8 INR TRILLION, CURRENT
EMPLOYMENT of 4.1 LAKH in 2013 and has an ESTIMATED EMPLOYMENT of 6.2
LAKH in 2017. HYDERABAD has a POPULATION of 4 MILLION, ANNUAL
HOUSEHOLD EXPENDITURE of 0.7 INR TRILLION, CURRENT EMPLOYMENT of
4 LAKH in 2013 and has an ESTIMATED EMPLOYMENT of 6 LAKH in 2017.This
data clearly indicates the potential employment opportunities in the Indian retail sector.
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SKILL GAPS IN ORGANIZED RETAIL IN INDIA AND SHORTAGE
HIGHLIGHTS

According to India Retail Report 2013, KPMG analysis reports there are many
opportunities in the emerging organized retail sector in India and they pointed the
various skill gaps in the various sub-sectors and also highlighted the shortages against
each of them.
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OBJECTIVES OF THE STUDY

1. Study the various factors effecting IMPULSE BUYING BEHAVIOR in Indian
Organized retain outlets.

2. Study the effect of VISUAL MERCHANDIZING on buying decisions of
Customers.

3. Assess the impact of various factors of VISUAL MERCHANDIZING.

SCOPE OF STUDY

The Inferences from the study are based on the responses given by the CUSTOMERS
at some Retail Stores only in specific areas. This study will be helpful in getting an
insight into the effectiveness of VISUAL MERCHANDIZING on buying decisions of
Customers.

RESEARCH METHODOLOGY

CUSTOMER SURVEY AND QUESTIONNAIRES METHOD

Survey method is used for collecting data from customers at retail outlets. We requested
all respondents to fill in the questionnaire, by self after explaining the various aspects
mentioned in it. It contained both open and closed ended questions in a structured
format very easy to understand on the first look.

SAMPLING DESIGN

The process of selection of samples from the total population under study is called
sampling design and it is broadly classified into Probability sampling design and non-
probability sampling design. The former is useful for conclusive research and in it all
elements of the population have a definite chance of selection. In non-probability
sampling all elements of the sample population will not have a chance of getting
selection and it is generally used in exploratory research.

In this study the entire population is divided into strata which are mutually
exclusive and collectively exhaustive. Mutually exclusive means if the element belongs
to particular strata it cannot belong to other group. Collectively exhaustive means if
all strata are put together it will cover all elements of the population.

We distributed the questionnaires according to a pre-planned division of
respondents on criteria like age and gender. The sampling involved here is Stratified
random sampling and it comes under probability sampling.

SAMPLE SIZE

The Size of the sample taken in this study is 600.
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AREA OF THE STUDY

The study is conducted on regular customers and also people buying on occasions at
organized retail outlets in the city. The sampling frame used in this study included
the customers of MORE, BIG BAZAAR, VIJETHA, METRO, DMART, NMART, and
HERITAGE, LIFESTYLE outlets in HYDERABAD, SECUNDERABAD and
VIJAYAWADA. Questionnaires were distributed to randomly customers who visited
the retail outlets.

DATA USAGE

For analysis and interpretation, only primary data is used. However for conclusion
and recommendations both primary and the secondary data along with the verbal
knowledge and information although obtained from respondents, though they are
outside the parameters of questionnaire were also included. The data collected from
these sources were analyzed using various tools like percentage analysis, chi-square
test, cross table analysis method.

RESEARCH INSTRUMENT

A standard questionnaire is formulated for the collection of survey data from
various customers. The Questionnaire is designed in such a way that it would collect
all the needed information for the study and cover all the aspects defined in the
objectives.

TOOLS

SPSS version 20 will be used to tabulate and analyze the valid responses.
Initially, a comprehensive data file was created. Then, variables and their labels
were defined. Statistical tools like Chi-Square and cross tabling were used for the
analysis

RESEARCH METHODS

Research method, a tool devised and used for collecting data in general varies from
Research Strategy. Researchers will be utilizing various methods to collect data at a
point of time.

For fulfilling the research purpose, we chose observation and interview as the
research methods for collecting the primary data for this thesis. The Research methods
Interview and observation are complementary to each other. Interview will be
providing the subjective and insight details about the shopper to us with regards to
impact of various factors on emotions and their behaviors while observation method
will be offering us a clear presentation about these factors.
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ANALYSIS AND INTERPRETATION

GENERAL PROFILE OF THE RESPONDENTS

INTERPRETATION

From the above table, we infer that 241 of the total respondents are male and 359 are
female. On further classification according to age group, we find that of all the
respondents 65 are less than 28 years, 225 are 28-45 Years old, 207 are of the age group
46-60, and 103 are of the age group with more than 60 years. From the responses
collected for Education 249 are Diploma, 242 Are Graduation and 109 are Post
Graduation. On the basis of income 52 are earning less than 10000 Rs, 194 are earning
10000-20000, 268 are earning 20000-35000 and 86 are earning more than 35000.When
it comes to family members 93 have ONE, 69 have TWO, 232 have THREE, 164 have
FOUR and 42 have FIVE AND ABOVE. In terms of AVG MONTHLY PURCHASE 87
of respondents do Below 500, 150 of 501-1500, 162 of 1501-3000, 52 of 3001-5000 and 37
of 5000.
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CHI-SQUARE TESTS

HYPOTHESIS-I

H10: There is no significant relation between the AGE OF THE RESPONDENT and
him EXPERIENCING IMPULSE BUYING BEHAVIOUR

H11: There is a significant relation between the AGE OF THE RESPONDENT and him
EXPERIENCING IMPULSE BUYING BEHAVIOUR

From the CHI-SQUARE test we can see that p-value is more than 0.05 and so
accept the NULL HYPOTHESIS and infer that there is no significant relation between
the AGE OF THE RESPONDENT and him EXPERIENCING IMPULSE BUYING
BEHAVIOUR.

HYPOTHESIS-II

H20: There is no significant relation between the GENDER OF RESPONDENT AND
HIM EXPERIENCING IMPULSE BUYING BEHAVIOUR

H21: There is a significant relation between the GENDER OF RESPONDENT AND
HIM EXPERIENCING IMPULSE BUYING BEHAVIOUR
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From the CHI-SQUARE test we can see that p-value is less than 0.05 and so reject
the NULL HYPOTHESIS and infer that there is a significant relation between the
between the GENDER OF RESPONDENT AND HIM EXPERIENCING IMPULSE
BUYING BEHAVIOUR.

HYPOTHESIS-III

H30: There is no significant relation between the INCOME OF THE RESPONDENT
CUSTOMER and THE TIME HE SPENDS AT THE STORE

H31: There is a significant relation between the INCOME OF THE RESPONDENT
CUSTOMER and THE TIME HE SPENDS AT THE STORE

From the CHI-SQUARE test we can see that p-value is less than 0.05 and so reject
the NULL HYPOTHESIS and infer that there is a significant relation between the
INCOME OF THE RESPONDENT CUSTOMER and THE TIME HE SPENDS AT THE
STORE.

HYPOTHESIS-IV

H40: There is no significant relation between the EDUCATION * WEIGH ALL ASPECTS
BEFORE PURCHASE OF ANY PRODUCT.
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H41: There is a significant relation between the EDUCATION * WEIGH ALL ASPECTS
BEFORE PURCHASE OF ANY PRODUCT.

From the CHI-SQUARE test we can see that p-value is more than 0.05 and so
accept the NULL HYPOTHESIS and infer that there is no significant relation between
the EDUCATION * WEIGH ALL ASPECTS BEFORE PURCHASE OF ANY PRODUCT.

HYPOTHESIS-V

H50: There is no significant relation between the AGE OF THE RESPONDENT and his
FREQUENCY OF VISITS TO RETAIL STORE

H51: There is a significant relation between the AGE OF THE RESPONDENT and his
FREQUENCY OF VISITS TO RETAIL STORE
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From the CHI-SQUARE test we can see that p-value is more than 0.05 and so
accept the NULL HYPOTHESIS and infer that there is no significant relation between
the AGE OF THE RESPONDENT and his FREQUENCY OF VISITS TO RETAIL STORE.

HYPOTHESIS-VI

H60: There is no significant relation between the GENDER OF RESPONDENTS AND
NUMBER OF ACCOMPLICES ACCOMPANYING HIM.

H61: There is a significant relation between the GENDER OF RESPONDENTS AND
NUMBER OF ACCOMPLICES ACCOMPANYING HIM

From the CHI-SQUARE test we can see that p-value is more than 0.05 and so
accept the NULL HYPOTHESIS and infer that there is no significant relation between
the GENDER OF RESPONDENTS AND NUMBER OF ACCOMPLICES
ACCOMPANYING HIM.

HYPOTHESIS-VII

H70: There is no significant relation between the GENDER OF THE RESPONDENT
and FREQUENCY OF HIS VISITS TO THE STORE

H71: There is a significant relation between the GENDER OF THE RESPONDENT and
FREQUENCY OF HIS VISITS TO THE STORE
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From the CHI-SQUARE test we can see that p-value is more than 0.05 and so
accept the NULL HYPOTHESIS and infer that there is no significant relation between
the GENDER OF THE RESPONDENT and FREQUENCY OF HIS VISITS TO THE
STORE.

HYPOTHESIS-VIII

H80: There is no significant relation between the SATISFACTION WITH LIFE-SCALE
and the customer EXPERIENCING IMPULSE BUYING BEHAVIOUR

H81: There is a significant relation between the SATISFACTION WITH LIFE-SCALE
and the customer EXPERIENCING IMPULSE BUYING BEHAVIOUR

From the CHI-SQUARE test we can see that p-value is more than 0.05 and so
accept the NULL HYPOTHESIS and infer that there is no significant relation between
the SATISFACTION WITH LIFE-SCALE and the customer EXPERIENCING IMPULSE
BUYING BEHAVIOUR.

REGRESSION ANALYSIS
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y=a+bx1+cx2 y=2.0324+0.153x1+0.206x2

The above Estimated Regression equation indicates that Average monthly purchase
power is positively related with income level and family member as it is evident that
the positive coefficients are indicating the same (0.206 and 0.153).The results indicate
that if income levels goes up by one unit, the purchase power will be increased by
0.153 units while keeping family members as constant. Similarly if family members go
up by one unit, monthly purchases power will go up by 0.206 units while keeping
income levels as constant.The above table also indicates that both income and family
members are significantly influencing the purchase power of the customer as both p
values are less than 0.05.

DISCRIMINANT ANALYSIS

As the two groups namely (REPEAT STORE CUSTOMER/ NON-REPEAT STORE
CUSTOMER) are to be compared on the basis of eighteen characteristics namely
SATISFACTION WITH THE QUALITY OF PRODUCTS AVAILABLE AT THE
STORE,SATISFIED WITH PROMOTIONAL OFFERS AT STORE, A PLEASANT AND
PLEASURABLE SHOPPING EXPERIENCE AT THE STORE,AMBIENCE AT THE
STORE, SIZE OF THE STORE, AVAILABILITY OF PRODUCTS AT THE
STORE,EASINESS IN LOCATING THE PRODUCTS AT THE STORE,VISIBILITY OF
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DISPLAY OF MRP, DISCOUNTS,OFFERS AT THE STORE,RECEPTION OF STORE
PERSONNEL,QUALITY OF SERVICE AT ORGANIZED RETAIL OUTLETS,
PRODUCT ASSORTMENT, CHECKOUT TIME TAKEN EVEN,SERVICE PROVIDED
THROUGH MEMBERSHIP CARDS,VISIBILITY OF THE BILLING
COUNTER,VARIETY IN PAYMENT OPTIONS PROVIDED, TROLLEY
SERVICE,SATISFACTORY PARKING FACILITY, HOME DELIVERY SERVICE, it will
be useful in computing the mean values for getting an in-depth idea about the
differences in their mean scores. The mean scores along with the standard deviation
of the eighteen characteristics of the perception of repeat/non-repeat customer are
presented in the table above.

We can notice that mean scores for AMBIENCE AT THE STORE, EASINESS IN
LOCATING THE PRODUCTS AT THE STORE, VISIBILITY OF DISPLAY OF MRP,
DISCOUNTS, OFFERS AT THE STORE, PRODUCT ASSORTMENT, CHECKOUT
TIME TAKEN EVEN, SERVICE PROVIDED THROUGH MEMBERSHIP CARDS,
VISIBILITY OF THE BILLING COUNTER, VARIETY IN PAYMENT OPTIONS
PROVIDED, PARKING FACILITY SATISFACTORY ATTRIBUTES are higher in case
of REPEAT STORE CUSTOMER than in case of NON-REPEAT STORE CUSTOMER
and thus we expect these predictor variables to be useful to discriminate between
prospective REPEAT STORE CUSTOMER and NON-REPEAT STORE CUSTOMER.
When it comes to variability the std. deviation of almost all variables is high.
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Tests for differences in group means

For knowing the characteristics in whose case there is a significant difference between
means of the two groups, a one-way ANOVA on them is tested for each of the
characteristics where each of the predictor variable (perception of the Customers) is
taken as a dependent variable and the REPEAT STORE CUSTOMER/ NON-REPEAT
STORE CUSTOMER group as an independent variable. From the table above a
significant difference in the means exists for variables QUALITY OF PRODUCTS
AVAILABLE AT THE STORE, SATISFIED WITH PROMOTIONAL OFFERS AT
STORE, SHOPPING EXPERIENCE AT THE STORE A PLEASANT AND
PLEASURABLE EXPERIENCE, AMBIENCE AT THE STORE, and RECEPTION OF
STORE PERSONNEL as all the p-values in these cases is less than 0.05,which is the
assumed level of significance and it appears that there is a significant difference in the
means of the remaining variables where p-value is more than 0.05.

UNSTANDARDIZED DISCRIMINANT FUNCTION

The basic principle involved in estimation of DISCRIMINANT function is that variance
within group should be at maximum. Ratio of between group variance to within group
variances is illustrated by Eigen values. Eigen values on the higher side are
desired. The results in the table above can be written in the form of DISCRIMINANT
function.
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Y= 2.59+ 0.40X1+0.22 X2 +0.46 X3 -0.26 X4 +0.32 X5 -0.09 X6 -0.13 X7 -0.19 X8 +0.51 X9
+0.02 X10 -0.40 X11 -0.01 X12 +0.04 X13 -0.17 X14 -0.03 X15 -0.04 X16 +0.22 X17 +0.06 X18.

The Eigen value for the above estimated DISCRIMINANT function is 0.084 as
shown in the table below with 100 percent of variance explained. The last column in
the same table indicates the Canonical Correlation, which is the simple correlation
coefficient between the DISCRIMINANT score and their corresponding group
membership (REPEAT STORE CUSTOMER/ NON-REPEAT STORE CUSTOMER
group).

Classification of cases using the DISCRIMINANT FUNCTION

We can compute the mean DISCRIMINANT scores of REPEAT STORE CUSTOMER/
NON-REPEAT STORE CUSTOMER groups separately. This is known as group
CENTROIDS. In our case it is 0.30 for NON-REPEAT STORE CUSTOMER and -0.28
for the REPEAT STORE CUSTOMER. The value of the function at group CENTROIDS
can be used to design decision rule for classifying a customer into REPEAT STORE
CUSTOMER/ NON-REPEAT STORE CUSTOMER category.

STRUCTURAL COEFFICIENTS

One way to find relative contribution of the predicting variables while discriminating
between REPEAT STORE CUSTOMER/ NON-REPEAT STORE CUSTOMER group
is by comparing the structural coefficients of those variables. The structural coefficients
can be obtained by computing correlation between DISCRIMINANT score and each
of the independent variables and they are called DISCRIMINANT loadings. The
structure matrix is presented below.

The correlation coefficient between DISCRIMINANT score and variable QUALITY
OF PRODUCTS AVAILABLE AT THE STORE is 0.51(highest) while the rest can be
seen with lower scores. The variables that are at higher position are having greater
weight while discriminating between REPEAT STORE CUSTOMER/ NON-REPEAT
STORE CUSTOMER group
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FACTOR ANALYSIS

ESTABLISHING THE STRENGTH OF THE FACTOR ANALYSIS SOLUTION

KMO and Bartlett’s Test of SPHERICITY is used for establishing the strength of factor
analysis solution. The results are shown in the below table.

The value of KMO statistics is more than 0.5 which indicates that factor analysis
can be used for the given set of data. Furthermore Bartlett’s Test of SPHERICITY testing
for significance of correlation matrix of variables MUSIC PLAYING IN THE STORE,
FRAGRANCE INSIDE THE STORE ,AMBIENCE AND THE MERCHANDISE
COLORS AND ARRANGEMENT,VISUAL DISPLAY/PRESENTATION OF
PRODUCTS ,DISPLAYS AND LAYOUT ,ALTRUISTIC NATURE , MATERIALISM,
CONSCIOUSNESS OF YOUR SELF IMAGE,TRUSTING BRANDED
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PRODUCTS,DOES BRAND SHOWING UP IN THE NEW ARRIVALS SECTION
indicates that correlation matrix is significant as indicated by the p value corresponding
to the chi-square stated is <0.05.This justifies the use of Factor Analysis for the problem.

The above table shows us that the extraction of actual factors was successful.
Looking at the “Rotation Sums of Squared Loadings,” column we understand that the
ten factors are meeting the cut-off criterion. Here we see the presence of 3 factors
whose Eigen value is more than 1. The column named percentage of variance” will be
telling us about the extent of total variation which can be explained and provide an
account by each one of the component factors. Here the first factor is accounting for
28.6% of the variability of the 10 factors and so on.
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From the SCREE plot we observe that the slope of the curve is leveling out after
three factors.
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The Rotated Component Matrix table will show us factor loadings of each variable.
We had gone across each row and highlighted every factor that was being loaded by
various variables and on the basis of it we concluded that the factors represent:

In the first row the first 5 variables were loading strongly on Factor 1, which we
called VISUAL MERCHANDISING

In the second row the last 2 variables were loading strongly on Factor 2, which we
called BRAND BEHAVIOUR.

In the third row the last 3 variables were loading strongly on Factor 3, which we
called ATTITUDE of the Customer.

FINDINGS

From the Analysis of the results and based on the literature review done keeping the
objectives of the study in the mind the following findings can be ascertained:

1.303 of the 600 respondents EXPERIENCED INSTANT/UNPLANNED IMPULSE
BUYING IN STORE. PRICE SENSITIVITY IMPACTS THE PRODUCT PURCHASE of
364 out of the 600 people. 462 of the 600 told that VISUAL DISPLAY/PRESENTATION
OF PRODUCTS IN THE STORE & INFLUENCE ON their BUYING DECISION. 373
respondents told that MORE TIME THEY SPEND TOUCHING THE MERCHANDISE,
GREATER ARE THEIR CHANCES OF BUYING. 244 customers are influenced in their
decision to buy more than what they tend to buy, the Main reasons being attractive
product display and good deal/offer with the product. 166 respondents came to know
about the new product arrival through the display of the product, 112 through
announcements, 179 by enquiring salesperson and 143 will search by your own. Of
the 600 respondents, 166 preferred to follow the displays and layout to find a product.

2. When customers enter the store, 237 go straight to the products they want, 106
walk through the store as it leads them, 163 do not follow any pattern, they just walk
randomly and pick up products, 94 seek the help of salesperson to navigate in the
store. While shopping for knowing about different offers in the store 215 used sign
boards/drop downs, 84 came to know through promo areas (MELAS,
CELEBRATIONS), 134 through sales people, 91 through pamphlets and 76 through
announcements.

3. Out of the factors that influenced customers more to take instant/unplanned
buying decision 73 responded it as influence of product arrangement, 231 as influence
of promotional signage, 95 as excitement in trying a new product, and 89 as influence
of mannequin display. So it is stating that the visual merchandising of the stores is
good.162 respondents mentioned nearby cash counter while waiting for payment as
the place at which place they tend to do more impulsive buying in the store 202 as
promo area (MELAS, CELEBRATIONS). When asked which of the following factors
influence their buying decisions in a store 137 mentioned it as signs, graphics etc, and
116 as lighting, 191 as music, 112 as fragrance, and 44 as colors.
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