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Abstract - A Retail Revolution is sweeping through India. With retail ambiences getting upgraded, clearly the grubby zone 
kirana stores have become the past for hypermarket customers, and they find it hard to shop customarily at grubby grocery 
shop. With the growth of malls, multiplexes and hypermarkets, the customer is being exposed to a new kind of shopping 
experience and services that are surely redefining the expectations from shopping. The share of organized retail in total retail 
market in India is growing. Many domestic as well as global players have already entered in this market. Competition is at 
its high pace. Great focus is on the consumer preference over the attributes of retail stores that are most important. In this 
paper, Analysis of the consumer’s preference of the specific attributes of selected 4 retail stores of Visakhapatnam is used. 
Retail stores are Big Bazaar, More, Spencers and Reliance Fresh. Anova test would be used in identifying the main factors. 
The factors include age, occupation, gender, income and education. 
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I. INTRODUCTION 
 
In today’s global market the customer behavior in 
organized retail deals with (1) their buying behavior 
patterns and (2) identification of customers. The aim 
of such research is to determine who buys where, 
what, when and how. In addition, such studies 
endeavor to learn about customer response to sales 
promotion devices. The results of these studies are 
useful in the solution of an array of marketing 
problems. These studies are gaining importance in 
marketing research. It is safe to predict that interest in 
them will increase greatly in the next decade.  
Knowledge of customer behavior must precede any 
consideration of the reasons for the behavior. 
 
II. REVIEW OF LITERATURE 
 
Gupta & et al. (2008) published an article with the 
title “Organized Retailing and its Effect on Consumer 
Buying Behaviour: With Special Reference to Agra 
City, where they studied the impacts of the organized 
retailing on consumer buying behaviour.    The main 
aims of the study were to find out the consumer 
perception about the assortment of product/services 
available at the malls vis-à-vis traditional Kirana 
stores and to find out the impact of the organized 
retailing on the buying behaviour of the consumer. It 
has been found that local kirana stores do not pass all 
the benefits associated with the products to the 
customers. But in the case of shopping malls, all the 
benefits associated with the products are passed on to 
the consumer like enhanced discounts, free products 
etc. It has also suggested that some seating 
arrangement in the shopping area should be provided 
because consumers feel tired due to continuous 
walking. It has been further observed that the more 
time the consumer spends in shopping malls, the 
more will be the sales during that period.”  

 
Rathnayake & et al. (2008) in their study 
“investigated the nature and extent of consumer 
complaining behaviour in retailing. The study 
focused on examining the “Complaining behaviour of 
young retail consumers in Matara District, Sri 
Lanka”. Survey method was used as the main 
research method and a structured questionnaire as 
used to gather data from 80 consumers. Survey 
results revealed that consumers made complaints 
mainly on market’s service. Contrarily, the 
consumers are somewhat altruistic and they preferred 
to make complaints so that there were service 
improvements. However, men tended more towards 
complaining to give vent to their anger. Mainly, it 
was recognized that young consumers tended more 
towards private actions and comparatively, men were 
more aggressive. There, they boycott the 
product/brand and/or spread negative word-of-mouth. 
Finally, it was noted that consumers were somewhat 
reluctant to take public actions when they were 
dejected in transaction. However, they preferred to 
complain to the retailer first. They disliked to 
complain to a third party or to take legal actions 
against the retailer. Further, it is notable that young 
retail consumers viewed complaining as wastage of 
their time and effort.” 
 
III. RESEARCH METHODOLOGY 
 
This is a Descriptive Research. It describes the 
phenomena under study. The data collected here 
relate to the behavioural variables of the respondents 
under study. The research has got very specific 
objective, clear cut data requirements and uses a large 
sample of 600 out of four retail chains and other 
stores. 
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Focus Group: A Focus Group is selected randomly 
and a discussion is carried out to study the number of 
variables that could potentially account for the CRM 
success. The Focus Group will have representation 
from the various strata of Age like < 20 years, 21-35 
years, 36-50 years, 51-65 years and more than 65 
years, both male & female. The objective of the 
research is to gather data on attributes which 
determine the attitudes towards retail mall and their 
effectiveness on Retail practices in Indian context. 
Pilot Survey: A pilot survey of 10% of sample, i.e. 
60 was done initially to know the customers 
preferences, understand ability and importance of 
business practices. It led to minor changes in the 
questionnaire before the final survey was done. 
Final Survey: The final survey is to be conducted for 
customers, asking for their attitudes and preferences 
on business practices and its utilities and benefits to 
smoothen the business processes in the retail market. 
This survey is to be conducted by administering 
questionnaire containing a formal set of questions. 
Questionnaire 
There are two sets of questionnaires. The first one is 
administered to customers for assessing the retail 
business satisfaction on parameters like demographic 
variables, perception, promotional measures, services 
offered, customer relationship management, post 
purchase behaviour. The second questionnaire is 
administered to executives and non-executives of 
retail stores. 
Different organized retails have been taken for the 
analysis through demographic differences on 
purchase from different organized retails like 
Spencer, Big Bazaar, Reliance, More and Any other 
store.76 customers are taken from Spencer mall, 165 
from Big Bazaar, 147 from Reliance, 190 customers 
from More and 8 customers from any other store. The 
demographic variables changes have been recorded 
here from: age, Occupation, gender, income and 
education of the customers. 
 
Hypothesis: To understand various demographic 
variables that influences the purchase behaviour of 
customers. 
 
IV. DEMOGRAPHIC STUDY 
 
1. AGE 
 

  N Mean Std. 
Deviation 

Std. 
Error 

Age 

Spencer 76 2.4074 1.15553 0.07032 

Big Bazaar 165 2.2922 1.0864 0.07341 

Reliance 147 2.2308 0.92681 0.25705 

More 190 2.4146 1.20365 0.18798 
Any other 

store 8 2.0698 0.79867 0.1218 

Total 586 2.3362 1.10691 0.04573 

Sources: compiled data 
Table-1.1 Descriptive analysis of changes on Age 

Here the descriptive Table-1.1 indicates the results of 
satisfaction on shopping at organized retails in 
response to the age of the customers. Five statements 
on this measurement level have been taken as i.e. 
Spencer, Big Bazaar, Reliance, More and Any other 
store. All the factors have been considered here in 
total to get a response from customers at the time of 
purchasing from organized retails of different stores. 
The higher Mean Score indicate a better and positive 
perception on the effective results on business 
practices maintained by retail organized retails. So, it 
is concluded that, organized retails maintain high and 
positive responses from the customers on all the 
factors irrespective of their change in age. 
 

  Sum of 
Squares df Mean 

Square F Sig. 

Age 

Between 
Groups 5.241 4 1.310 1.070 0.031 

Within Groups 711.532 581 1.225   

Total 716.773 585    

Sources: compiled data 
Table-1.2 Anova of changes on Age 

 
The Anova output table-1.2 reported a significant F 
statistic value of 1.070, with the significance value, 
i.e. 0.031. The value has a lower impact on change of 
satisfaction on purchase from organized retails among 
the different age groups of customers. So, absolutely 
no change in the perception level among the age 
groups of customers on present modes and practices 
adopted by retail organized retails. It signifies that a 
less variation could be marked due to the change in 
their business in respective practices maintained.  
 
2. Occupation level           

 

  N Mean Std. 
Deviation 

Std. 
Error 

Occupation 

Spencer 76 3.6741 0.90503 0.09159 

Big Bazaar 165 2.9114 1.51555 0.10241 

Reliance 147 2.6923 1.43670 0.39847 

More 190 2.1463 1.27595 0.19927 

Any other 
store 8 2.6512 1.57183 0.23970 

Total 586 2.5973 1.50836 0.06231 

Sources: compiled data 
Table-1.3 Descriptive of changes on Occupation level        

 
Here the descriptive table- 1.3 indicates the results of 
satisfaction on shopping at organized retails in 
response to the Occupation level of the customers. 
Five statements on this measurement level have been 
taken as i.e. Spencer, Big Bazaar, and Reliance, More 
and Any other store. All the factors have been 
considered here in total to get a response from 
customers at the time of purchasing from organized 
retails of different stores. The higher Mean Score 
indicate a better and positive perception on the 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-5, May-2018 
http://iraj.in 

Customer Buying Patterns in Organized Retails with Reference to Visakhapatnam City 
 

54 

effective results on business practices maintained by 
retail organized retails. So, it is concluded that, 
organized retails maintain high and positive responses 
from the customers on all the factors irrespective of 
their change in Occupation level. 

  Sum of 
Squares df Mean 

Square F Sig. 

Occupation 
level 

Between 
Groups 27.257 4 6.814 3.037 0.017 

Within 
Groups 1303.699 581 2.244   

Total 1330.956 585    

Sources: compiled data 
Table-1.4 Anova of changes on Occupation level        

The Anova output table-1.4 reported a significant F 
statistic value of 3.037, with the significance value, 
i.e. 0.017. The value has a lower impact on change of 
satisfaction on purchase from organized retails among 
the different Occupation level groups of customers. 
So,  absolutely no change in the perception level 
among the Occupation level groups of customers on 
present modes and practices adopted by retail 
organized retails. It signifies that a less variation 
could be marked due to the change in their business 
in respective practices maintained.    
3. Gender 

  N Mean Std. 
Deviation 

Std. 
Error 

Gender 

Spencer 76 2.418 0.494 0.030 

Big Bazaar 165 3.438 0.397 0.013 

Reliance 147 1.846 0.375 0.104 

More 190 1.341 0.480 0.074 

Any other 
store 8 1.534 0.504 0.076 

Total 586 1.438 0.496 0.020 

Sources: compiled data 
Table-1.5 Descriptive of changes on Gender 

Here the descriptive table-1.5 indicates the results of 
satisfaction on shopping at organized retails in 
response to the Gender category of the customers. 
Five types of retails have been taken as i.e. Spencer, 
Big Bazaar, Reliance, More and Any other store. All 
the factors have been considered here in total to get a 
response from customers on feeling of purchasing 
from organized retails. The lower Mean Score 
indicate a better and positive perception on the 
effective results on business practices maintained by 
retail organized retails. So, it is concluded that, 
organized retails like Reliance, other stores and More 
maintain high and positive business strategy  for 
different gender type of customers . 

  Sum of 
Squares df Mean 

Square F Sig. 

Gender 

Between 
Groups 3.054 4 .763 3.141 0.014 

Within 
Groups 141.235 581 .243   

Total 144.288 585    

Sources: compiled data 
Table-1.6 Anova of changes on Gender 

The Anova output table-1.6 reported a significant F 
statistic value of 3.141, with the significance value, 
i.e. 0.014. The value has a lower impact on change of 
satisfaction on purchase from organized retails across 
Gender groups of customers. So, absolutely no 
change in the perception level is ma1rked among the 
Gender groups of customers on present modes and 
practices adopted by retail organized retails. It 
signifies that a less variation could be marked due to 
the change in their business practices maintained.   
 
4.  INCOME 
 

  N Mean Std. 
Deviation 

Std. 
Error 

Income 

Spencer 76 1.6630 0.88003 0.05356 

Big Bazaar 165 2.6027 0.32517 0.02576 

Reliance 147 1.7692 0.59914 0.16617 

More 190 1.5854 0.83593 0.13055 

Any other 
store 8 1.7674 1.06541 0.16247 

Total 586 1.6451 0.86545 0.03575 

Sources: compiled data 
Table-1.7 Descriptive analysis of changes on Income 

 
Here the descriptive table-1.7 indicates the results of 
satisfaction on shopping at organized retails in 
response to the income category of the customers. 
Five types of retails have been taken as i.e. Spencer, 
Big Bazaar, and Reliance, More and Any other store. 
All the factors have been considered here in total to 
get a response from customers on feeling of 
purchasing from organized retails. The lower Mean 
Score indicate a better and positive perception on the 
effective results on business practices maintained by 
retail organized retails. So, it is concluded that, 
organized retails like Reliance, other stores, Spencer 
and More maintain high and positive business 
strategy for different income groups of customers 
except Big bazaar. 

  Sum of 
Squares df Mean 

Square F Sig. 

Income 

Between 
Groups 1.469 4 0.367 0.489 0.244 

Within 
Groups 436.701 581 0.752   

Total 438.171 585    

Sources: compiled data 
Table-1.8 Anova of changes on Income 

The Anova output table-1.8 reported a significant F 
statistic value of 0.489, with the significance value, 
i.e. 0.244. The value has a higher impact on change of 
satisfaction on purchase from organized retailson 
change of Income of customers. So, change in the 
perception level is marked on higher change of 
Income of customers on present modes and practices 
adopted by retail organized retails. It signifies that a 
higher variation could be marked due to the change in 
their business in respective practices maintained.    
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5. EDUCATION 
 

  N Mean Std. 
Deviation 

Std. 
Error 

Education 

Spencer 76 2.7481 1.24488 0.07576 
Big 

Bazaar 165 2.7580 1.15372 0.07796 

Reliance 147 2.2308 .72501 0.20108 
More 190 2.9268 1.27260 0.19875 

Any other 
store 8 2.8140 1.33195 0.20312 

Total 586 2.7577 1.21077 0.05002 
Sources: compiled data 

Table-1.9 Descriptive analysis of changes on Education 
Here the descriptive table-1.9 indicates the results of 
satisfaction on shopping at organized retails in 
response to the education category of the customers. 
Five types of retails have been taken as i.e. Spencer, 
Big Bazaar, Reliance, More and Any other store. All 
the factors have been considered here in total to get a 
response from customers on feeling of purchasing 
from retail organized retails. The lower Mean Score 
indicate a better and positive perception on the 
effective results on business practices maintained by 
retail organized retails. So, it is concluded that, all 
organized retails moderate and positive business 
strategy for different educational groups of 
customers. So, education is the most vital aspect to 
change the sale. 

  Sum of 
Squares df Mean 

Square F Sig. 

Education 

Between 
Groups 4.943 4 1.236 0.842 0.499 

Within 
Groups 852.647 581 1.468   

Total 857.590 585    
Sources: compiled data 

Table-1.10 Anova of changes on Education 
The Anova output table-1.10 reported a significant F 

statistic value of 0.842, with the significance value, 
i.e. 0.499. The value has a higher impact on change of 
satisfaction on purchase from organized retails on 
change of education of customers. So, change in the 
perception level is marked on change of educational 
qualification of customers on present modes and 
practices adopted by retail organized retails. It 
signifies that a higher variation could be marked due 
to the change in their business in respective practices 
maintained for any change in educational 
background. 
 
Testing of Hypothesis: The hypothesis taken here in 
is accepted. This is given below: 

 
Demographic variables influencing purchase 

behaviour : 
 

Demographic  
variables 

Significance 
level(P ≤ 

0.05) ANOVA 
value 

Anova 
Table 

no 

Testing Result 
 

Age 0.031 5.57 Accepted 
Occupation 0.017 5.53 Accepted 

Gender 0.014 5.61 Accepted 
Income 0.244 5.63 Rejected 

Education 0.499 5.65 rejected 
 
CONCLUSION 
 
As we all are familiar that the retail stores these days 
have got cut throat competition. In such a scenario, 
these retailers must learn the buying behaviour as 
well as the preference of the customers. The study 
focused out the major attributes. The retail stores as 
perceived by the consumers in Visakhapatnam. The 
study shows six major factors that the consumers 
prefer to enter the retail stores. The factors are age, 
occupation, gender, income and education. The 
knowledge of these factors is helpful to the retailers 
to formulate new strategies and attract more and more 
consumers. 

 
 
 
 
 
 
 

 


