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Abstract - The customers process the information around them and approach the retail space to consume according to their 
prospect level. Consumers approach different store types to explore product views and to shop products according to their 
desires and their favorite estimates. Some customers frequently visit the brand stores to update themselves with the brand 
portfolio and some visit other forms of retail shops with challenging brands to enjoy great price saving offers.The growing 
economy has even brought phenomenal changes in customer’s demand patterns. The psychological framework has changed 
as well as lifestyle of individual is getting affected due to environmental influences like…liberalized economy, information 
flow, technological changes, improving literacy rates, growing incomes and jobs particularly in service sector. 
 
 
I. CONCEPTUAL FRAMEWORK 
 
Birtwistle et al. (1999) state that defining market 
segments through behavioural aspects supply a more 
concrete foundation for a marketing strategy. By 
understanding the characteristics of the sections, 
effective communication can be developed. Du Preez 
(2001) chose demographics, family life cycle, 
lifestyle, cultural consciousness, patronage behaviour, 
shopping orientation, and place of distribution to 
form clusters of female apparel shoppers.  
 
Some variables chosen by other researchers to 
investigate shopping behaviour were information 
sources, situational influences, shopping orientation, 
product-specific variables, media usage, store-
specific variables, socio-psychological attributes, 
clothing involvement, demographics, socio-cultural, 
clothing store dimensions, clothing orientation, 
psychographics, personal characteristics and self-
concept (Gutman& Mills, 1982, Visser et al., 2006, 
Shim &Bickle, 1994; Visser& Du Preez, 
1996).Osman (1993) considered shopping orientation 
groups according to those identified by Stone (1954) 
(economic shoppers, personalising shoppers, the 
ethical shopper and apathetic shoppers), and found 
the differences according to shopping orientation 
crucial to store image preference.  
 
Moye and Giddings (2002) also identified three 
groups according to shopping orientation and 
concluded that shopping orientation not only 
influences preference, but also the importance placed 
on store image attributes. Furthermore, Moye and 
Kincade (2002) confirmed previous studies and 
reported that, according to their study, all the clusters 
placed more importance on lay-out than on aesthetic 
dimensions. Moye and Giddings (2002) found an 
indirect relationship between store image and 
demographics, finding shopping orientation to be the 

mediator. Shim and Kotsiopulos (1992) tested a 
patronage model that included both the variables 
shopping orientation and store image; the results of 
their study once again indicated the crucial role that 
shopping orientation plays in predicting the 
importance of store image attributes. 
 
II. LITERATURE REVIEW 
 
There is a lot of literature drawing attention to the 
fact that the issue of retaining customers‟ is of 
significant importance sometimes even more so than 
attracting new customers‟. Thus, since the late 1980s 
more research has been directed at customer retention 
issues (Berry, 1983). As Alexandris and Palialia 
(1999) mentioned, it is widely accepted among 
practitioners that it is easier to lose a customer than to 
winone. Light (1997) and Pearce (1996a) claimed that 
customer loyalty is the new marketing mantra and 
customer loyalty management is the goal. In addition, 
Miles(1997), argued that customer retention has taken 
over as the „hot management topic ofthe late 
nineties.Deng et al. (2010) additionally concluded 
that customer loyalty was a principal variable 
anticipating repurchase intention. Bansal et al. (2004) 
in a study demonstrated the negative relationship 
between continuation responsibility and switching 
behaviour. Customer plans to purchase persistently 
from the same service supplier as an issue of 
customer responsibility.  
 
A study by Meng et al. (2011) of Taiwanese tourists 
on postbehavioral expectation discovered a positive 
relationship between the aim to repurchase and image 
of the service supplier. The reason expressed behind 
this was that the customers‟ got to be steadfast to the 
service supplier and thus this store reliability prompts 
repurchase intentions. Baker et al. (2002) secured that 
in retail, repurchase aims are typically controlled by 
an eagerness to stay in the store. It is additionally 
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dictated by ability to return in the store and eagerness 
to buy all the more later on. The customers‟ 
additionally prescribe the store to others. 
 
III. OBJECTIVE OF THE STUDY 
 

 To exhibit the socio economic profile of the 
customers. 

 To reveal their store choice ,sales person’s 
choice and behaviour in retail industries. 

 To examine the various service qualities of 
sales persons at retail outlets. 

 To identify the quality gaps among the 
customers in retail industry. 

 To identify the important discriminant 
service quality factors among the rural and 
urban customers in retail industry. 

 
IV. HYPOTHESES OF THE STUDY 
 

 There is no significant difference between 
the male and female customers regarding 
their store sales persons choice behaviour, 
expectation and perception on various 
service qualities of sales persons and the 
consequences of service qualities of sales 
persons. 

 There is no significant impact of various 
service quality of sales person on customers 
satisfaction and customer loyalty.  

 
V. RESEARCH METHODOLOGY 
 
The research methodology articulates the research 
process. It provides a systematic, planned approach to 
the research project and ensures that all aspects of the 
research project are reliable with each other. It is 
especially important that the research design and 
execution be consistent with the research purpose and 
objectives.  
 
Otherwise the research will lose its purpose. Research 
on the relationship between sales person and store 
loyalty has remained limited, both in actual number 
as well as in scope. The study was causal in nature   
method being used for data collection. Population of 
the current study are retailers of the retail stores of 
chennai region. An individual retailer was treated as 
the element of the study.  
 
VI. TOOLS FOR DATA COLLECTION AND 
DATA ANALYSIS 
 
The required data for the present study is mainly 
based on the primary data. Hence, a special care has 
been undertaken to prepare an interview schedule 
with the help of review of previous studies and view 
of experts. The interview schedule is divided into 3 
parts. The first part of the schedule focuses on the 

profile of customers and their store choice behaviour. 
The second part of the schedule includes the various 
service qualities of sales persons. The final part of the 
schedule covers the customers satisfaction and loyalty 
towards the retail outlets.A pilot study will be 
conducted among 50 each customers at ten 
departmental stores in Chennai City. Based their 
feedback, certain modifications, additions, deletions 
and satisfactions were carried out for preparing the 
interview schedule. The final schedule was used to 
collect the required primary data. 
 
Measures of variables should have reliability and 
validity (Cronbach, 1971; Nunally, 1978) so as to 
draw valid inferences from the research. Reliability 
deals with how consistently identical measures 
produce identical results (Rosenthal &Rosnow, 
1984), and it has the two dimensions of repeatability 
and internal consistency (Zigmund, 1995). 
 
Reliability test was applied to evaluate reliability of 
measures used for evaluating satisfaction, loyalty and 
impulsive buying behaviour. Factor analysis was used 
to identify the underlying factors of satisfaction, 
loyalty  and impulsive buying behavior. Multiple 
Regression was applied to evaluate the cause and 
effect relationship between independent variables on 
the dependent variable that is impulsive buying 
behaviour. T test was applied to evaluate the effect of 
gender on impulsive buying behaviour. 
 
VII. RESULTS AND DISCUSSIONS 
 
Reliability Measure: The Cronbach alpha method was 
applied to calculate the reliability coefficients of all 
items in the questionnaire. The reliability of all the 
variables is given below. The reliability value of .7 or 
more is considered good enough. The Cronbach’s 
Alpha value of impulsive buying behavior is .772 
which is higher than the standard value; therefore the 
questionnaire can be treated as reliable for the study. 
The reliability value of .7 or more is considered good 
enough. The Cronbach’s Alpha value of satisfaction 
is .821 which ishigher than the standard value, 
thereforethe questionnaire can be treated asreliable 
for the study.The reliability value of .7 or more 
isconsidered good enough. The Cronbach’sAlpha 
value of loyalty  is .703 which is higher than the 
standard value, therefore the questionnaire can be 
treated as reliable in the study. 
 
KMO and Bartlett’s Test of Impulsive Buying 
Behaviour: A Kaiser Meyer Olkin measure of 
sampling adequacy indicated KMO value of .563 
which indicated that thesample size was good enough 
for thestudy.KMO values above .5 are considered to 
be good enough to consider the data as normally 
distributed and therefore suitable for exploratory 
factor analysis. 
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Bartlett’s test of sphericity which tested the null hypothesis that the item to correlation matrix based on the 
responses from respondents for impulsive buying behavior was an identity matrix. It was evaluated through Chi-
square test having Chi-square value of 463.125 which is significant at 0.000 level of significance, indicating 
data was normally distributed and was suitable for factor analysis. 
 

 
Workplace Effect (3.498): This factor emerged as the most important determinant of service quality of sales 
person with a total variance of23.320. Seven measures (Store Atmosphere, Store Design ,Facilities) converged 
into one factor. 
Marketing cues (2.120): This factor emerged as the second most important determinant of Impulsive buying 
behaviour with a total variance of 14.136. Two measures(environment and discounts)converged into one factor. 
 
Independent T –Test 
Ho 1:There is no significant difference between the male and female customers regarding their store sales 
persons choice behaviour, expectation and perception on various service qualities of sales persons and the 
consequences of service qualities of sales persons. 

 
Levene’s test for equality of variance was evaluated through F Test value of .119 which is significant at 73.2%. 
Therefore, the hypothesis is not rejected which indicating equal variance among two groups is not true that 
indicating there is no difference between male and female customers. Since the variance among the responses of 
the two different groups of customers was found to be homogeneous Therefore T test assuming equal variance 
was applied to evaluate the difference in service quality of salesperson by two different groups. The value of‘t’ 
was found to be .551 which is significant at .584 level of significance. the hypothesis is not rejected which 
indicating there is no equal variances not assumed between two groups. that indicating there is no difference 
between male and female in context of service quality of salesperson. 
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Ho 2: There is no significant impact of various service quality of sales person on customer’s satisfaction and 
customer loyalty.  

 
 
Note: a. Predictors: (Constant), VAR00004, VAR00003, b. Dependent Variable: VAR00002 
Y= a+bx+cx 
Y= 20.811+.706x+.429x 
Where, y= service quality (dependent variable) 
X= customer’s satisfaction and customer loyalty (independent variable) 
Model summary table indicates that satisfaction and loyalty as independent variable have 62.5% effect on 
impulse buying behavior as indicated by adjusted R square value .625. 

 
Note: a. Predictors: (Constant), VAR00004, VAR00003, b. Dependent Variable: VAR00002 
The goodness fit of the model was tested using ANOVA and the F-value was found to be 66.822 which is 
significant at the 0.000% level of significance, indicating that the model is showing good faith. 
 

 
The contribution of individual independent variable 
was evaluated through computation of β value for the 
independent variable Impulsivity was 0.623 with the 
T-Test value of 6.323 which was significant at 0.000, 
indicating that service quality contribute significantly 
to customer satisfaction. The contribution of 
individual independent variable was evaluated 
through computation of β value for the independent 
variable loyalty was 0.221 with the T-test value of 
2.241 which was significant at 0.000, indicating that 
conformity contribute significantly to service quality 
of the salesperson. Therefore, the Null Hypothesis 
was rejected, indicating that there is a strong positive 
cause and effect relationship between service quality 
on satisfaction and loyalty. 
 
CONCLUSION 
 
The results of the study reveal that satisfaction and 
loyalty have a cause and effect relationship with 
service quality of the sales person The T-test results 
also show that there is also a difference between the 
responses of the male and female customers. the 
results of the study conform with the earlier studies 
that higher is the satisfaction greater is the service 
quality of sales person. Rook and Fisher’s(1995) The 

study also indicates that satisfaction and loyalty are 
higher in females than males. The study results 
conform to d’Astous’ (1990) findings that females 
display the tendency of service quality and are more 
likely to be the consumers. The study results on 
loyalty are similar to those of Becker (1986), Eagly 
and Carli’s (1981) findings. In other words, compared 
to men, women tend to change their attitudes easily 
and exhibit higher loyalty traits. 
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