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ABSTRACT OF THE RESEARCH PAPER 

 A customer is a person who continually visits the organisation to purchase the goods and services.  

Customer is the king/queen in today’s world.  There are various factors which affects the decision 

making of a customer while choosing any product.  Retail industry includes providing the final product 

to the final consumer.  Retail industry is an important source of self employment in India since a long 

ago.  As change is the important rule of the environment.  So today, we can also see a drastic change in 

the retail industry too.  Today, retail industry has been segregated into two parts i.e. unorganised retail 

industry and organised retail industry.  Unorganised retail industry includes traditional kirana stores 

which are not registered and have not to follow any bulk of legal formalities.  Organised retailing is the 

retailing in which the retail shop is centrally run by the registered retailer with few employees providing 

comfort and self service facility to the customers which attract the customers towards it.   Besides, all the 

facilities provided by the organised retailers, customers are still attracted towards unorganised retailers 

too.  There are different facilities and services available to the customers in unorganised retailing and 

organised retailing.  In the given research, the researcher has tried to find out the various dimensions 

which affect the customer choice in retail industry. 

KEY WORDS:  Customer, Organised Retail Industry, Unorganised Retail Industry, Dissatisfiers, 

Satisfiers. 

INTRODUCTION 

WHO IS A CUSTOMER? 

 Customer is a person who repeatedly or regularly visits the retail organisation with an objective to 

purchase the product from the retail store.  A Customer can be of three types: 

• Customer who knows what he/she wants. 

• Customer who does not know exactly what he/she wants but has a need. 

• Customer who does not know if he/she wants or needs anything. 
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A retail store should identify the type of customer to enhance its sales. These three types of 

customers need following three different solutions respectively: 

1. Action -- Customer who knows what he/she wants are at the action step of the selling 

process. These customers have given some thought to what they want and can request a 

particular type of merchandise or service. The salesperson's chief task is to get the 

merchandise to the customer or to supply the service along with some information. 

2. Desire -- Customer who knows he/she has a need for merchandise show both an interest and 

a desire. This person is looking for something but is not sure what. It is up to the salesperson 

to help the customer toward the action step by turning the interest in merchandise to an 

actual desire to purchase the item. The salesperson should demonstrate the merchandise and 

explain the benefits and features. This person has many open options. The salesperson must 

discover them and fill the needs. 

3. Attention -- Customer who does not know if he/she wants or needs any merchandise are at 

the attention state of the selling process. This group of "lookers" or "shoppers" presents a 

real challenge to the salesperson. They need to be introduced to the selling process. Talking 

with these customers may trigger a momentarily forgotten need for merchandise. 

 A customer who knows what he/she wants can not be drive to purchase because he/she has already 

been driven by his earlier experience and requirements.  But the customer who doesn’t know what he 

wants to purchase or don’t need anything can be influenced through various factors to across the retail 

store.  To influence the customer, it is important to consider the various the factors influencing the 

customer’s decision making.  There are various factors which influence the customer decision making.  

These factors are: 

1. Demographic includes age, gender, education, family size etc. 

2. Psychological includes motives, attitude and personality etc. 

3. Environmental includes physical environment, social environmental, social class etc. 

4. Lifestyle includes leisure, occupation and interest etc. 

RETAILING INDUSTRY 

 The retail industry is responsible for the distribution of finished products to the public. The retail 

sector comprises of general retailers (managed by individuals/families), departmental stores, specialty 

stores and discount stores.  The retail industry emerged in the US in the eighteenth century, restricted to 

general stores. Specialty stores were developed only in those areas that had a population of above 5,000. 

Supermarkets flourished in the US and Canada with the growth of suburbs after World War II. The 

modern retail industry is booming across the world. 

 



Mrs. Shishma Kushwaha and Dr. Mohender Kumar Gupta 

 

18

 Retail industry  is the largest in India, with an employment of around 8% and contributing to over 

10% of the country's GDP.  The Indian retail industry can be divided in to two parts i.e. organised and 

unorganised sectors.  Organised sector retailing refers to trading activities undertaken by licensed 

retailers i.e. those who are registered for sales tax, income tax etc.  These include the corporate-backed 

hypermarkets and retail chains, and also the privately owned large retail businesses.  Unorganised 

retailing, on the other hand, refers to the traditional formats of low-cost retailing, for example, the local 

kirana shops, owner manned general stores, paan/beedi shops, convenience stores, hand cart and 

pavement vendors etc.   

REVIEW OF LITERATURE 

Davar Dr. Rustom S., Davar Sohrab R., Davar Nusli R. considers the various motives, which actuate 

him in buying one product from another because of following: 

1. Brand 

2. Goodwill of the product 

3. Prices of product  

4. Quality of product 

5. Availability 

6. Usage of product 

7. After sales’ services by manufacturer. 

There are some motives, which actuate him in buying his requirements from one particular shop, 

store or organization rather than from another because of following: 

1. Location 

2. Nature of goods sold 

3. Goodwill of store 

4. Attitude of salesman 

5. Services offered by the store 

6. Store’s approach to customer 

Shishupal Singh Bhadu and Pragya Priyadarshini Harsha , (2011) explained that consumer buying 

behaviour includes internal and external factors influencing the buyer’s decision making and 

consumption pattern.  They have studied the information media for popularizing the electronic consumer 

durable goods, buying motives of consumers, influencer in buying decision.  They find out that the 

companies must take into consideration the consumer behaviour towards their products while framing 

their marketing policies and according to the changing needs and demands of the consumer for a 

sustained development and acquisition of competitive advantage in the dynamic and changing 

competitive environment. 
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Fulbag Singh and Davinder Kaur (2011) explained that an organization can not survive in the long 

run if its customers are not satisfied.  Therefore, it is the utmost duty of an organization to safeguard his 

interest and meet his expectations with the product/service offered.  Customer perception of service 

quality is concerned with the judgment and attitude of the customer towards quality of the service after 

availing the same and in turn this perception decides whether the service has provided more than what he 

expected then he will be satisfied and if he perceives it to be less than his expectation then he will be 

dissatisfied.  Therefore, customer satisfaction is the summation of customer’s all expressions of service 

quality and depends upon his own perception and expectations.  In their research, they tried to analyze 

and compare the customer perception of banking services in rural and urban branches.  They found that 

employees’ behavior and skills, service time, availability of diversified products& skilled personnel, 

tangibles, cost & return and technology & promotion are the various factors which influence the 

customer perception of service quality in banks. 

Pavleen Kaur, Raghbir Singh, (2007) explained that the changing lifestyle of the Indian consumer 

makes it imperative for the retailers to understand the patterns of consumption. The changing 

consumption patterns trigger changes in shopping styles of consumers and also the factors that drive 

people into stores. Hence, the researcher tries to uncover the motives that drive young people to shop in 

departmental stores or malls. The researcher finds that the Indian youth primarily shop from a hedonic 

perspective. They importantly serve as new product information seekers, and the retailing firms can 

directly frame and communicate the requisite product information to them. 

Ankush Nagarwar, Ankit Kaldate and Arpit Mankar (2011) explains that customer satisfaction is the 

key factor inn knowing the success of any departmental stores or business for which the researchers have 

studied the various factors likewise merchandise factors, ambience factors and service factors which 

affects customer satisfaction for the departmental stores in Mumbai.  They have explained that 61% of 

the customers are satisfied in the area of study and they also suggested increasing the checkout workings 

with the proper placement of products.   

Dr. Somnath Chakrabarti (2010) has explained that consumers are becoming more aware and 

conscious.  He studied that how a consumer reacts with the availability of various factors likewise health, 

curiosity, nutrition, taste, environment, unwell people, utility, reputation, and certification regarding 

organic food. 

Swaroop Chandra Sahoo and Prakash Chandra Dash (2010), has explained the various styles which 

are to be considered while deciding about the shopping malls where it has again ignore the various 

factors which affect the consumer decision about the determining the retail store and its services and it 

has also ignored the customer satisfaction in organized retail business in Delhi and NCR.  

Rana Mostaghel (2006) has explained the customer satisfaction gap considering the various factors 

affecting online shopping like wise service speed, accessibility, information availability, and brand image 

etc. in which it has considered the customer satisfaction gap affected by the various factors in the aspect 



Mrs. Shishma Kushwaha and Dr. Mohender Kumar Gupta 

 

20

of Iran but it has not considered the various factors which are also important for the customer satisfaction 

in retail business in India. 

K.C. Mittal, Mahesh Arora and Anupama Prashar (2011) have explained that as retailing is the last 

link that connects the individual consumer so, it has to provide the value added activities including 

providing assortments, breaking bulk, holding inventory and providing services.   They have studied the 

cities of Punjab which faced the high growth of organized retail.  They studied the various factors which 

affect the customer satisfaction and found that availability & variety, service, ambience, discounts & 

price and quality of product are the important factors which affect the customer satisfaction but have 

ignored the customer satisfaction through various factors available to them. 

OBJECTIVE OF THE STUDY 

1. To study the factors affecting customer’s choice. 

2. To study the effect of distance of retail store on frequency of visit. 

3. To study the effect of availability of variety of goods on frequency of visit. 

4. To study the association between quality, price and frequency of visit. 

HYPOTHESIS OF THE STUDY 

1. All factors are significant and affect customer’s choice. 

2. There is significant association between distance of retail store and frequency of visit. 

3. The frequency of visit is affected by availability of variety of goods. 

4. There is a significant association between quality, price and frequency of visit. 

LIMITATION OF THE STUDY AND SCOPE FOR FURTHER STUDY  

 The area of study is limited to Gaziabad and Gautam Budh Nagar district of Uttarpradesh (which 

includes only two cities of Gautam Budh Nagar district i.e. Noida and Greator Noida) only.  The study 

can be extended for consumers across greater geographical area.  In this study, only some factors 

influencing customer choice are included.  The demographic variables also affect the customer choice 

has been excluded from the study.   

RESEARCH METHODOLOGY 

Research Methodology for the present research paper “Factors influencing customer choice in Indian 

retail industry (A case study of Gaziabad and Gautam Budh Nagar District, Uttarpradesh)” is an overall 

framework that indicate which information is collected and from which source.   

The study involves field survey conducted across different departmental stores, shopping malls, 

discount stores, retail stores, houses, telephone booths and offices in Gaziabad and Gautam Budh Nagar 

district.   
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DATA COLLECTION 

This study is basically based on primary data collected through structured questionnaires and 

personal interviews.  Use of secondary data has been made as per availability or requirement. 

1. Primary data:  The primary data has been collected with the help of the self-developed 

questionnaire to know the factors influencing the customer choice in the organized retail sector.  

Information from customers was collected through personal interviews from shopping malls, 

discount stores, retail stores, houses, telephone booths and offices, through convenient sampling 

method.    In convenience sampling, population elements are selected for inclusion in the 

sample based on the ease of access.  In this study 257 customers are taken as a sample.  It 

has been tried that samples are selected to cover all classes of people and of different age groups 

as the sample size. 

Table 1 : No. of Customers under study 

Area of Study No. of Customers 

Ghaziabad 156 

Gautam Budh Nagar District 101 

Total 257 

  Source: Primary Information 

2. Secondary Data: In the study secondary data has been used wherever it was necessary & 

available but the use of secondary data is very much limited.  These are collected from the 

magazines, journals, newspapers and internet.  Some published research papers related to 

different aspects of this study are also considered for framing this study.  Various libraries have 

been visited to collect the various magazines and journals which were of great use for the 

significant source of collection for the knowledge and topics under study. 

DETAILS ABOUT QUESTIONNAIRE FOR CUSTOMERS 

 Various questions on the price, quality, availability of goods, variety of goods etc., income, 

frequency of visit, to the retail stores are considered.  Questions in the schedule were closed-ended and 

open-ended.  The objective of the questionnaire was to evaluate the factors affecting the customer choice 

in the retail industry.   

TOOLS AND TECHNIQUES FOR ANALYSIS 

 Factor Analysis, One-sample t-test, correlation have been used to analyse the data and get results.  

Factor analysis is basically used to condense the larger number of variables in fewer variables and here, 

this technique is used to determine significant factors influencing customer choice regarding retail 

industry. The One-Sample T Test procedure tests whether the mean of a single variable differs from a 

specified constant and here, this technique is used to determine that the individual parameters differs 

from the specified value.   
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DATA FACTS AND FINDINGS 

Table 2 : One Sample t test 

Parameters Mean Std. Deviation Sig. (2tailed) t 

Prices 7.53 2.462 .000 16.493 
Quality 8.24 1.886 .000 27.519 
Services 6.09 2.208 .000 7.940 
Distance from house 5.56 2.632 .001 3.437 
Variety availability 6.08 2.511 .000 6.881 
Cleanliness 4.78 2.215 .116 -1.577 
Safety 3.77 2.471 .000 -7.952 
Behaviour of staff and mgt 3.58 2.354 .000 -9.672 
Goods availability 5.40 2.974 .030 2.182 
Space availability 3.39 2.722 .000 -9.487 

   Source: Primary Information 

From the above table, it can be easily concluded that: 

1. Respondents are considering quality of the product and prices of product as an important factor in 

deciding where to shop. 

2. Parameters which plays less important role in deciding the respondent preference of shopping are 

servicing, distance from their house, variety availability and goods availability. 

3. Respondents are giving least preference to behaviour of staff, space availability, safety and 

cleanliness. 

FACTOR ANALYSIS 

 As the first step, the suitability of the data collected for using factor analysis was thoroughly 

checked. Prior to running the factor analysis, the Kaiser-Meyer-Olkin (KMO) measure of sampling 

adequacy was performed.  The generated score of KMO was .519, reasonably supporting the 

appropriateness of using factor analysis.   

Table 3 : Communalities Table 

 Initial Extraction 
Prices 1.000 .575 

Quality 1.000 .691 

Services 1.000 .381 

Distance from house 1.000 .713 

Variety availability 1.000 .723 

Cleanliness 1.000 .555 

Safety 1.000 .578 

Behaviour of staff and mgt 1.000 .529 

Goods availability 1.000 .831 

Space availability 1.000 .644 
Extraction method: principal component analysis. 
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From the above table, it can be concluded that, 

 The communalities represent the proportion of the variance in the original variables that is accounted 

for by the factor solution.  The factor solution should explain at least half of each original variable’s 

variance, so the communality value for each variable should be 0.50 or higher. It can be seen from the 

table that all the variables used have a communality higher than 0.50.   

Table 4 : Extracted factors 

Total Variance Explained 

Component 

Initial Eigen values 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared 

Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 

1 2.305 23.048 23.048 2.305 23.048 23.048 2.124 21.240 21.240 

2 1.528 15.277 38.325 1.528 15.277 38.325 1.496 14.955 36.195 

3 1.256 12.555 50.880 1.256 12.555 50.880 1.316 13.161 49.356 

4 1.131 11.309 62.189 1.131 11.309 62.189 1.283 12.833 62.189 

5 .980 9.802 71.991       

6 .830 8.300 80.291       

7 .699 6.992 87.283       

8 .533 5.327 92.610       

9 .408 4.084 96.694       

10 .331 3.306 100.000       

Extraction Method: Principal Component Analysis. 

From the above table, it can be concluded that,  

 There are four factors extracted from the given table which explain 62.189% of the total variations.  

These four factors which determine the retail outlet preference are prices, quality, services and distance 

from house. 

Table 5 : Association between distance of retail store and frequency of visit 

 Distance from house Frequency 

Distance from house Pearson correlation 1 -.037 

Sig. (2-tailed)  .553 

N 257 257 

Frequency Pearson correlation -.037 1 

Sig. (2-tailed) .553  

N 257 257 
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From the above table, we can conclude that, 

 There is a negative association between distance of the retail store from the house and frequency of 

visit to the retail store.  It reflects that the customer does not consider the distance of the retail store if 

he/she wants to visit the organised retail store to purchase any product. 

Table 6 : Effect of Availability of Variety of Goods on Frequency of Visit 

 Variety availability Frequency 

Variety availability Pearson correlation 1 .064 

Sig. (2-tailed)  .304 

N 257 257 

Frequency Pearson correlation .064 1 

Sig. (2-tailed) .304  

N 257 257 

 

 The above table reveals that, there is positive effect of availability of variety of goods on the 

frequency of visit of the customer to the organised retail store.  It shows that to attract more customers an 

organised retailer should provide the different variety of a product available with it. 

Table 7 : Association between Quality, Price and Frequency of Visit. 

 Frequency Prices Quality 

Frequency Pearson correlation 1 .110 .032 

Sig. (2-tailed)  .079 .606 

N 257 257 257 

Prices Pearson correlation .110 1 .555**  

Sig. (2-tailed) .079  .000 

N 257 257 257 

Quality Pearson correlation .032 .555**  1 

Sig. (2-tailed) .606 .000  

N 257 257 257 

**. Correlation is significant at the 0.01 level (2-tailed). 

A. Some or all bootstrap sample results are missing, so no bootstrap estimation has been performed 
for this table. 

 

 From the above table, it can be found that there is a positive correlation between price of the 

product, quality of the product and frequency of the customer of visit to the organised retail business.  It 
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reflects that the frequency of customer to visit the store is affected by the price and quality but it is more 

affected by the prices of the product rather than the quality of the product.   

CONCLUSION AND SUGGESTION 

 Customers gave their preference to the various dimensions of the retail store in the study of which 

the sequence of their preference towards various parameters is as follows: 

• Quality 

• Prices 

• Services 

• Variety availability 

• Distance from house 

• Goods availability 

• Cleanliness 

• Safety 

• Space availability 

• Behaviour of staff and mgt 

 

 As customer considered the quality more than the price of the product, it is suggested that organised 

retail stores should provide the best quality product at the lowest possible prices to the customer. 

 Although respondents were giving least preference to behaviour of staff, space availability, safety 

and cleanliness, yet, retailers should not ignore these parameters as they act as the dissatisfiers for the 

customer.  According to Herzberg’s Motivation–Hygiene Theory, there are two factors of motivation i.e. 

dissatisfiers and satisfiers.  Dissatisfiers are the factors of which existence in the environment in high 

quantity and quality, yield no dissatisfaction which means that their existence does not motivate in the 

sense of yielding satisfaction but their lack of existence would, however, result in dissatisfaction.  

Satisfiers are the factors which are actually motivators and their existence yield satisfaction or no 

satisfaction (not dissatisfaction).   
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ANNEXURE 

Questionnaire for customer 

Name________________________________ Ph. No. _________________________ 

Address ________________________________________________________________ 

Age _________ Sex _______________ Qualification __________________ 

 

1. Have you ever purchased through organized retail store?   Yes  No 

2. How many times in a month do you visit these organized retail stores? ___________-

______________ 

3. What would you consider the most while choosing the retail store? 

Location of retail store    Distance of retail store from your place  

4. What would be your first preference while choosing a retail store? 

 1= poor                                                                          10= excellent  

Parameters 
Preference 

(Ratings) 

1. Prices  

2. Quality  

3. Services  

4. Distance from your house  

5. Availability of variety of goods  

6. Cleanliness  

7. Safety  

8. Behaviour of staff & mgt.  

9. Goods availability   

10. Proper availability of space   

 

5. Do you have any suggestion to improve: 

Organized retail store _________________________________________________________________ 

___________________________________________________________________________________ 

Unorganized retail store ________________________________________________________________ 

___________________________________________________________________________________ 


