
 

www.tjprc.org                                                                                                                                              editor@tjprc.org 

International Journal of Retail Management  
and Research (IJRMR)  
ISSN(P): 2277-4750; ISSN(E): 2319-4502  
Vol. 4, Issue 1, Jun 2014, 1-22  
© TJPRC Pvt. Ltd.  
  

A 7PS MODEL OF RETAIL PATRONAGE: A META-SYNTHESIS O F CONTEMPORARY 

RESEARCH 

R. K. SRIVASTAVA 1 & ATUL NATU 2 
1Professor and HOD, Government of Maharashtra's Sydenham Institute of Management Studies,  

University of Mumbai, Mumbai, Maharashtra, India 
2AGM, Godrej Retail, PhD Scholar, University of Mumbai, Mumbai, India 

 

ABSTRACT 

Purpose: This paper reviews recent retail patronage literature and integrates the findings from previous studies 

into a comprehensive patronage model. As Indian retail modernizes, there is an emerging need to understand the consumer 

patronage of retail stores. Research on Indian retail is limited because the retail sector is relatively new compared to the 

highly evolved retail sectors of advanced countries that have been studied extensively. Building on insights from studies 

across the world, this paper develops a theoretical framework for studying customer patronage behaviour to help Indian 

retailers study consumer retail patronage and its antecedents. 

Design/Methodology: Using ‘store patronage’ and ‘retail patronage’ as keywords, the authors searched retail and 

marketing peer-reviewed journals published since 2000. This screening yielded a set of 63 papers for further study.                 

They were analysed on 4 main areas: how patronage was conceptualized, types of retail outlets studied, customer based 

independent variables, and store based independent variables affecting patronage. The proposed comprehensive patronage 

model is based upon this classification scheme,  

Findings: Synthesizing the findings of these 53 papers, we propose a model comprised of four theoretical 

constructs: the conceptual definition of retail patronage; customer characteristics affecting patronage; store factors 

affecting retail patronage; and finally, the patronage model.  

Research Limitations: The study has two main limitations. First, only retail patronage studies published in recent 

years were included. Though there are a large number of studies prior to 2000, they were not considered because the goal 

was to keep the study contemporary. Another limitation is that the paper does not apply quantitative techniques.  

Originality/Value: In India, store patronage from the consumer perspective is an emerging area of research 

interest. Studying patronage from the business point of view is also important. The facets of patronage outlined in this 

paper highlight the stages through which customer engagement with retail outlets develops. In most retail situations, there 

are multiple causes that influence customers’ overall impressions of retail stores. The proposed model is designed to help 

managers understand the factors affecting customer perceptions of stores and help them trace the causes and effects of 

various factors (as well as their interactions) as they affect store patronage. 
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