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CHAPTER I

INTRODUCTION



The Indian economy is booming and it has triggesechew array of
opportunities attracting people from all walks dé&.l India has become a hub for
foreign direct investments after the economic mefr The Infrastructure
Technology, Telecommunication and many other sedtave seen unprecedented
growth during the last few years. But the one itgughat has gained considerable
attention of common man is the booming retail indusUnlike the previous period
we witness the emergence of new forms of retaidia@ response to the demand of
increasing sophisticated consumers. The marke¢éeming more segmented with
retail formats focusing on the needs of partic@ansumer groups. The result of
this is the development of a more complex retariremment (David Gilbert, 2012).

Whatever revolution the retailing sector has ugdee, retailing basically
involves all activities concerned with the disttiom of goods and services or
creating possession utility to goods and servicéserefore, marketing is the core
area for any retail operation as the success turéaof the retailer is based upon
how well they understand and serve the needs af thestomers. Thus the
knowledge about consumer behaviour is importantterexistence of the business
sector. The success of marketing, in these inicrglgscompetitive and global
markets of today depends on the understandingeofléitcision making processes of
the consumers. It is very essential for every mi@kto have a clear idea as to how
consumers perceive and respond to various markefiiogts the company might

use.

As opined by Philip Kotler, marketers can studysiamer purchase to find

answers to questions like what they buy, whereteow much. But learning about



the 'whys' of consumer buying behaviour is not ea$e answers are often locked
up deep within the consumer's head. Understandimg donsumers interpret their
product or service needs or desires in relatiahéo perceived life circumstances is
a pressing strategic issue in the current markeiaté.

Retail business has direct interaction with thesconers in the value chain.
They act as intermediaries between the end useustla® suppliers such as
wholesalers or manufacturers. Therefore, they area iposition to effectively
communicate the response and changing preferenicdbeoconsumers to the
suppliers or the sales persons of the company. Aéligs the manufacturers and
marketers to redefine their product and changectimaponents of its marketing
strategy accordingly (Rani 2012). In the past, wisemppliers were dominant,
retailers supplied the merchandise that was orr affiel consumers selected from
this. However, as retailers have become signiflganbre powerful they are able to
exert their power over the suppliers and stock dhly brands they wish to sell,
depending on their overall retail strategy and fiesppelationships (David Gilbert,
2012). With the advent of emerging retail formdts products to be offered to the
consumers are determined by the retailer. Moreoketgil shelf space is now
precious. So the retailer can highly influence pineduct and service needs of the

consumers.

Retailers’ existence is much depended upon théowwes. The key for
developing a successful retail strategy is consuomaterstanding. It includes
identifying the target segment, the demographicshef segment, their needs and
buying behaviour.The changing demographic featawfesonsumers such as the
increase in per capita spending by consumers, ggowumber of double income
households, rising workforce with global travel.etdll obviously influence the
development of innovative formats. This includingofping malls, Hypermarkets
and Supermarkets which began in India only after 1990’s. This drastically
changed the consumer behaviour in India. Therdf@elynamic retail industry and

evolving consumer demographics calls for the attendf marketing researchers to



throw light on the consumption pattern of Indiamsoemers in the retail industry

and their perception level regarding the moderméds.

The three key players that have a prominent molthé retail evolution are
distribution channels, governments, and consunhetsus check in detail the role of
each player.

A. Role of distribution channels in marketing

The channel through which the merchandise flowmfthe producer to the
consumer is called channel of distribution. For thanufacturers, to reach the
customers within a limited period of time, retasleare the emerging class of
intermediaries. Their role in the society is inabie. Through the customers’ view
point, goods in the required assortment, at theired place and time are provided
by the retailers. The retailers bought goods frommdpcers or wholesalers, and
deliver the same to the customers. They are diging the merchandise through
stores located at convenient places, and they ehaond display the merchandise

based on the customer requirements.
Four patterns of distribution of consumer gooasdescribed below.
. From Producer to Consumer (Zero line channel systejn

In this type of channel of distribution, the maaxttirer or grower sells his
products directly to the consumers. Direct sellamgl manufacturers’ retail stores

are examples of this type of distribution.

. From Producer to retailer to consumer (One line chanel system)

Under this system, the producer sells his proddicestly to retailer who in
turn sells to the consumers. Much of the merchandiered for sale in the
department stores is produced through these chanbDepartment stores directly
buy goods from the manufacturer, and then theytBeie goods to the consumers.
This type of distribution is used by the small ipdedent stores, the chain store, and

the mail order houses.



. From producer to wholesaler to retailer to consumer(Two line channel

system)

Generally, most of the products the retailer bfrgen the wholesaler, who
procures those products from the producer. For smategjories of merchandise such
as hardware, groceries, drugs and drug products,oimer lines of convenience

goods, distribution through the wholesaler is thesteconomical form.

. From producer to agent to wholesaler or to retailerto consumer

(Multiline channel system)

When the markets are widely scattered and themwelis small, this type of
distribution is most economical. An agent middlensaimportant in the distribution
of canned goods, fruits and vegetable, flour, kextherchandise, lumber and

automotive equipment.
Role of retailer in distribution channel

From an economic point of view, the retailer pd®s real added value or
utility to the customer. Retailer performs certhinctions like, anticipates customer
wants, developing assortments of products, acquinmarket information, and

financing.
The value creating functions performed by retaikme as follows:
1. Providing an Assortment of Products and Service

Retail formats like supermarkets carry more th&0Q@0 different items
made by over 500 companies. Offering huge varidtyproducts will provide
customers a wide selection of brands, designs, smeur and price at one location.

2. Breaking Bulk

Typically manufacturers and wholesalers ship memdise in bulk quantity
to the retailers. Retailers then offer productssmaller quantities as per the
requirement of consumers or consumption patterins iBhcalled as bulk breaking.

Breaking bulk is important to both the manufactuaed consumers. While it is cost



effective for manufacturers to pack and transpatamandise in large quantities the

customer get to purchase merchandise in smallemamd manageable quantities.
3. Holding Inventory

A major function of retailers is to keep merchaedin smaller sizes, so that
the products will be available as per the custosneguirements. By maintaining
the inventory, retailers provide a benefit to custos as they reduce customers cost

of storing products.
4, Providing Services

Retailers provide services which make it easytiier customers to purchase
products of their own choice. They display the picid, which will help the
customers to view and test them before buying. Sweteglers also provide home
delivery service for the purchase above a particafaount. Salespeople in retail
store also provide guidance to the customer reg@rgdroduct and also provides

some additional information too.

From a traditional marketing viewpoint, the retails one of the numbers of
possible organisation through which goods produmechanufacturers flow on their
way to consumer destiny. Over a period of time, ritailers have become more
dominant in the distribution channel. Their passdistribution status has been
transformed into a more aggressive one, using @sca competitive weapon. They
introduce ranges of own branded goods and deveaghiopping environment that
engender loyalty to an outlet rather than loyattyatproduct (Sajal Gupta, 2010).
The retail revolution that has occurred both at ghabal and national level are

described below.
Global retalil

In the 1920s, one could not even dream of retpiéis it exists today. One
could never imagine that from their humble begigsinsupermarkets in the West
would evolve into their present form. Initially, maitems used to come in bulk and

were sold as it is at the retail outlets. Potaiwere sold from barrels and later from



100 pound sacks, while sugar was sold from 100-p@acks and butter in tubs. The
average grocery store was originally very small expanded only with the passage
of time. The retailers were keen to acquire thenwkhow to upgrade their quality

and service for the consumers and to develop thestberes possible.

In the Initial period of twentieth century, thensmmers bought different
products at different shops and at different pladesias back then, Chain stores
such as the Great Atlantic and Pacific Tea Comgdaoy known as the ‘A & P’
chain of stores) started introducing new method®aod selling. They began to sell
different products under one roof (one-stop shagpim order to compete with the
chain store, the small merchants were compelledpen self-service stores. The
supermarket revolution was first sparked off itarsjn the 1920s and by the 1930s;
the self- service supermarket concept had beconte gapular. It was influenced
by the success of Michael Cullen, an independertatpr who opened the King

Kullen supermarket in Jamaica, New York.

In the 1950s, it had won acclaim almost through®uerica. It was in the
mid-1930s, that A & P too opened its first supekeain the mid-West. Very soon
other chains followed, and large supermarketsacpl small stores were opened
everywhere. As supermarkets grew, they extendeddHleservice concept to other

foods besides groceries.

However, the competition among the retail storesewso fierce that it had
not only precipitated dramatic changes in the mdgonal retailing industry,
especially in the latter half of the twentieth aggt but also promised to unleash
more excitement in the new millennium. Many of die and informal store formats

completely transformed into the scientifically dgsd new form.

Over the last few decades retail industry has ested a sea change. The
world’s largest retail giant of the present Wal-M& operating worldwide by
establishing hypermarkets in various countries ding the help of sophisticated
means of communication as well as information sgstdechnology. A careful

analysis of the trends reveals that in the Fortb@@ list of organizations, 50 are



from retail industry and the top rank is occupisdthe world’s number one retail

giant Wal-Mart. Let us go through some global idtats.

Table 1.1 Top 10 organizations in fortune 500 list

Top ten Name of company Cour)tr'y of FY 2017 Retail
rank Origin revenue(US$M)
1 Walmart us 500.345
2 Costco wholesale Corporation us 129.025
3 The Kroger Co us 118.982
4 Amazone.com.Inc U 118.575
5 Schwarz Group Germany 111.766
6 The Home Depot,Inc. us 100.904
7 Walgreen Boots Alliance,Inc. us 99.115
8 Aldi Einkauf GmbH & Co Germany 98.287
9 CVS Health group usS 79.398

10 Tesco PLC UK 73.912

Source: Global retail report 2017, Deloitte & Ewnonitor

Global retail is experiencing an explosive modeation as investment
rushes into developing markets. As the wealthiesmtkats mature, more retailers are
pursuing new growth opportunities. They are eyetogintries new to modern
retailing, smaller cities (as larger cities becosagurated) and customer segments
hungry for specialty products.lt is difficult to t@emine which new market is the
most promising one. With this in mind, for helpinige retailers A.T Kerney

developed the Global Retail Development Index (GRDI



Figure 1.2 GRDI Window of opportunity

Indi (20088 oo (2000

China {2003)
India (2003]

Egypt {2016)

Mayios {2003)
Chil= (1pra8)
Migena {2014)
Rusxia [1395)

Pery (2o002)
¥ Hungary (a5}
3 Paland (13E0)

The middle class is
growing, Consumers
ara willing to explore
organized formats,
and the governmeant
i ralaxing restrictions

Vietham [2015) Indonesia (2096)

. China (2018)
-, Brail {2o1g) el
a Pl Irdia {z045)

Russia (2003)

Brazil {z005)

Consumers seak organ-
ized formats and exposure
to global brands, ratall
shopping districts are
being developed, and
real estate is affordable
and available

Turkey (2018]

United Arab Emirates {2018)

Consumer spending
has expanded,
desirable real astate
is more difficult to
secure, and local
competition has
become more

Hj'-'n-uurv {2011}

.“-.. Russis (2016}

South Africa (2015)
Mexico (2015)

:\Chilz [zo0Ej

Paland {20:05) R,

Consumers are
accustomed to
modern ratail,
discretionary
spending is high,
competition from
local and foreign

retailers is fierce,
and real estate is
expansive and not
readily avaitable

sophisticated

Typically organic,
but focused on tier
2 and 3 cities

Minority investment
in local retailer

Organic, such as through
directly oparated stores

Acquisitions

Source: AT Kerney analysis

The GRDI identifies the windows of opportunity help retailers make
strategic investments in exciting new markets. €becept is based on the notion
that markets pass through four stages of retaieldgwment (Opening, Peaking,
Declining and Closing) as they mature, a proceastiipically takes 10 to 15 years.
Generally companies can use the window of oppdstuss a time frame to plan

their market entry strategies.
Evolution of Retailing in India

Early retailing in India can be traced to the wegdiaats or gathering at the
market place where vendors used to put their oifleon sale. This market place also
saw the emergence of local 'Mom and Pop stores;,the common kirana stores
selling multiple goods with convenient availabilitgirana stores have traditionally
dominated the Indian retail market for a long tirBelk of the retail stores in India



are small family-run businesses utilizing predomtha household labour. The
inherent advantages of the unorganized retail sdomude low-cost structure,
negligible real estate cost, economical labours;detv tax liabilities and familiarity

with shop-loyal customers.

Organized retail began to make its presenceridhdia in the 1970’s when
shops like Raymond’s, Nallis and Bata entered tlaeket through their exclusive
stores or franchisees. The early 1980’s withessedeinergence of organized retail
stores such as “Akbarallys” in Mumbai and “Spengerm Chennai. These stores
later evolved into multi-chain outlets and were fingt to establish the concept of

organized retailing in India. But they lacked tkeguired infrastructure.

During the 1990’'s, the wave of Liberalization, VRtization and
globalization ushered in new retailing formats, emdtechniques and exclusive
retail outlets like Shopper's Stop(1991), Panta&§d@97) and others. Further
transformation was seen during the early yeard®f2tLst century with the opening
of numerous Supermarkets and Department stores. aftheent and the upper
middle class enjoyed the shopping ambience, frielagiout and the single point-of-
purchase for a wide variety of goods (Rani, 2018)spite of being a growing
industry, organized retail sector accounts for di96 (2018, Techno-Park Report)

of the retailing industry in India.

Figure 1.2 Introduction to organised retalil
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The Indian retail sector withessed sharp growtkrahe last few years.
However it is largely dominated by the unorganizsttor. There has been a
tremendous growth in the organized segment as mafall players in the country
like Tata, Reliance Industries and many othersvarg much interested to investing
in the Indian Retail market. Many other progressilayers stepped into the territory
with long term goals to expand their business ackasticals, cities, formats and
segments. Food & grocery, clothing & footwear segimare the main revenue

drivers in the Indian retailing sector.

Figurel.30rganized retail formats in India
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Source: IBEF
Benefits of organized Retailing

India’s Planning Commission, in its Approach Pafmerthe Eleventh Five
Year Plan, (2006, pp. 27-8) has noted: “Organizadiling brings many benefits to
producers as well as to urban consumers. It wib gdrovide employment of a
higher quality. Organized retailing in agriculturptoduce will enhance supply

chains and give better prices to farmers as welh @nsumers.”

10



1. Link with Agriculture

Organized retail will drastically change the agtigral supply chain in the
country. CRISIL'’s study has reported that, in 2@06tal annual loss of about 1,000
billion in the agricultural supply chain. 57 pesnt of which is due to avoidable
wastage and costs of storage and commissiddRISIL Research, June
2007).0rganized retailers have already started procentraf fruits and vegetables
directly from the farmers, which leads to disintediation. They are investing huge
amounts in logistics. This includes centralizedefausing and distribution centers,
transport and cold storage. Large numbers of uaskiorkers for sorting, grading,
packaging and labeling are employed by them. Adiséhinitiatives will improve

quality of products and reduce the ultimate consymmee.
2. Benefits for consumers

Organized retail can offer consumers several lisngich as wider product

choice, lower prices, better shopping experienodsemhanced quality levels.
3. Greater job creation

Organized retail will create more employment opyaities. The most
significant increase will be in front-end jobs fiatail staff. Organized retail can

provide skilled as well as unskilled jobs.
4. Efficient supply chain

The robust sourcing and distribution network kéb be set in place by
modern trade would result in a more efficient sypgiain management, reduced

lead times, fewer stock outs, reduced wastagecansistent product quality.

Presently, most of the organized retailers opamatiare done through
multiple channel intermediaries. As they are widlegir operations and set up their
own distribution centers with improved technologythey can adopt
disintermediation. Elimination of intermediaries wld bring reduction in

transaction costs, packaging, credit, commissietts,

11



Below charts illustrate the traditional (currespply chain and the new

supply chain that could emerge in the FMCG and eghgategories.

Figure 1.4 lllustrative supply chains for an FMCG product

A, Current Supply Chain with more Intermediaries B. Emerging Supply Chain

--—- 0.5-2%

_-\Commlssm for .
‘(ompm\ '—> C&F the CF, —
‘ D tribut
\. _ / o uo,l/‘ ,/l[ﬂnnfafml'el'\\ < E&l’
_ ‘ . / gent
3-4 % Margin \---_____--" —
for th
Back-end D.sf.fb..fo,s
5-T % Margin 052%
for th c
“'holggﬂ] Dlscl'r’ih;or Back-end mfl::\ﬁ:on

C&F agent

2-3 % Margin
for the wholesaler

Front-end (onsum&DnW( Reta]]u 15-20% v
e Margin = "‘\

Margin — \\ FortheRelaller/

For the Retailer Front-end Go"shmel 5/]‘7\-1}“"1[?'

5. Survival of traditional retail

In India both organized and unorganized retaieits continue to co-exist.
Currently, major share of retail belongs to unorgath sector and it will remain a
significant force in the future also. As growingnsamption warrant the growth of
both organized and unorganized retail, the latereh@ innovate, upgrade their
stores and enhance value-added services to ratdirsteengthen the relationships

with their customers.
Indian Retalil Industry — Present Position

By 2020, food and grocery segment is expectea¢ount for 66 per cent of
the total revenues in the retail sector followedthy apparel segment. Demand for
Western outfits and readymade garments; have bemming at 40-45 per cent
annually. After 2017 being a favourable year forblakayurvedic brands, new
Indian organic labels in hair care, cosmetics, faod apparel are gearing up to

establish an organic niche in the growing herbgiremt.

12



Figure 1.5 Retail sectors
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India is the 3rd largest economy in the worldemis of Purchasing Power
Parity (PPP) only behind China and US, As per Wd®klelopment Indicators
database published by World Bank in February 2017.

The Annual A T KerneyGlobal Retail Developmentdrdanks 30 emerging
countries on a 100 point scale. The higher theirgnthe more urgency there is to
enter a country. Countries were selected fromtaofid85 countries based on three
criteria, country risk, size of the population andalth. In 2018, India and China
switch places, with India overtaking China for i@ffirank.

The conditions for retailers in India are favouealand will continue to
provide strong fundamentals. The GDP in 2018-19.8% and it is expected to
expand 7.6% in 2019-20(IMF report), which is hegpto boost the middle class and
increase consumer spending beyond essentials. Tress#s are expected to help
organized retail double its size by 2020. The gonent is taking steps to eliminate
the federal and state rules that curtail retaileflgment and new regulations are
being developed to attract investment and increas@sumption. India’s
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rapidly expanding economy, relaxation of FDI ruéesl the consumption boom are
said to be the key drivers for the country's tagknag in the GRDI.

According to the Department for Promotion of Inalysand Internal Trade
(DPIIT), the Indian retail trading has received &ign Direct Investment (FDI)
equity inflows totalling US$ 1.59 billion during ¢hperiod of April 2000 —
December 2018.

Online retail is projected to grow 30 percent ailyuand reach $ 48 billion
by 2020, driven by high promotional activity andypeent solutions such as cash on
delivery. Electronics, Accessories and Lifestyledarcts are the most popular online
categories. Lifestyle retailers such as Shoppesp 8te investing in Omni channel
offerings to meet this demand for online shoppiktpwever, maintaining a
profitable online operation is a challenge and ledsto some consolidation. One of
the largest online retailers ‘Amazon’ acquires “Tdwok depository’ an U.K based
online retailer in 2011During 2018, Global retail giant Walmart has p&itbbn
(£11.8bn) for a majority stake in Flipkart-Indiéiggest online retailer, making this
the world's largest ever e-commerce acquisition.

After a detailed discussion of the role of digttibn channels, especially the last
channel member retailer, the study goes to andhsseole of government in retail

revolution.
B. Role of Government in Retail Revolution
Foreign Direct Investment in Retailing in India

In many emerging markets, the way in which goveanminfluences the
retail sector lies in its ability to set policiesgarding foreign direct investment.
Foreign Direct Investment (FDI) is one of the magources of investments for a
developing country like India wherein it expectvaatments from Multinational
companies to improve the countries growth rateatergobs, share their expertise
and research and development in the host coumitiart government denied foreign
direct investment (FDI) in multi-brand retailing India until 2011. This restricts
foreign retailers in investing from sale of mulapbroducts under different brands
directly to Indian consumers.
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FDI in single brand retail was permitted to théeex of 51% in 2006 while
FDI in multi-brand retail In India remained prohaal till recently. In July 2010, the
Department of Industrial Policy and Promotion (DYPRd put up a discussion paper
proposing FDI in multi-brand retail in the countin. July 2011, a Committee of
Secretaries (CoS) had cleared the proposal to d&bwup to 51% in multi-brand
retail which has been approved by the Union Cabmdlovember 2011, albeit with
a few riders. The Union Cabinet has also appromerkasing the FDI limit in single
brand retail to 100% with government approval. Wb parliamentary approval is
required for the decision, State Governments hheeright to prohibit the same in
their respective states.

Table 1.2 shows the Indian FDI policy in retaitt®e since 1991 and table
1.3 shows the regulations relating to implementatibFDI.

Table 1.2

Indian FDI Policies

July 1991 51% FDI allowed in certain stores

January 1997 100% FDI allowed in “cash and caloythat

February 10, 2006 | 51% FDI in single brand allowth government approval

November 24, 2011 51% FDI in multi- brand retail approved

December 7, 2011 | 51% FDI in multi- brand retail pa hold

January 10, 2012 100% FDI in single brand rethixged

September 14, 201251% FDI in multi brand retail again approved

September 20, 2012Retail sourcing norms amended for FDI in Lokhsabha

December 07, 2012 FDI in multi-brand retail bill passed in Rajya Sabh

June 06, 2013 June 06, 2013 Queries of prospeaantrestors on FDI Policy
for multi- brand retail clarified by the Government

August 01, 2013 August 01, 2013 Amendments in IF@licy for multi-brand
retailing approved by Union Cabinet

May 27, 2014 FDI in Multi-Brand retail policy pot hold by the newly
elected BJP Government and

will be evaluated in a calibrated manner

Source: USDA GAIN report, 2014
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Table 1.3

FDI Regulations in India

Parameters

Multi-brand Retalil

Single Brand Retail

Ownership
requirement

Minimum investment of US$
100 million by the foreign
investor

The foreign investor should
be an owner of the brand

Investment
towards back-
end
infrastructure

At least 50% of the investment
by the foreign company to be i
back-end infrastructurel

-

Location of
stores

Stores to be restricted to cities
with a population of one million
or more (53 cities as per 2011
Census); given constraints

around real estate, retailers are

allowed to set up stores within
10 km of such cities

Sourcing

At least 30% of manufactured
items procured should be
through domestic small and
medium enterprises (SMES)

In respect of proposals
involving FDI beyond 51%,
30% sourcing would
mandatorily have to be dong
from domestic SMEs and
cottage industries artisans a
craftsmen

D

Sales

Products to be sold should K
of a ‘single brand’ (only thos
brands which are branded
during manufacturing) only;
sold under the same brand
name internationally

e

117

Approval of State Governments required

While the proposals on FDI
will be sanctioned by the
Centre, approvals from eac
State Government would be

-

required

Source: Press Information Bureau, ICRA

In the developing countries, changes in the deaplges and increase in the

purchasing power of consumers attract the attendioforeign retailers to make

investments there. So, the reason behind the emmrgef Foreign Direct
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Investment in retail is the consumer. They playital vole for the introduction of

innovative retail formats in developing countries.

C. Role of consumers in retail revolution

Through global visit and advancemeamt telecommunication Media,
consumers are exposed to worldwide products. Dpiuelomarket consumers are
hungry for specialty products. Growing double ineolmouseholds and percapita
income add fuel to this. At this juncture, undemsiag consumer’s psychological
makeup is inevitable to crack the potential marfioetretailers. Many researchers
make an attempt to unveil the black box of the oamer. They developed their own
consumer behaviour models also. But it is veryidiff to predict their behaviour in
a particular purchase decision. The present stigty taes to develop a consumer
behaviour model based on the concept of percepti@magement. Consumer
perception is a highly influencing aspect on Pusehdecision, which is formed on
the basis of stimuli offered by the retailer. Knedde about the influence of
perception on consumers and how it affects the \betwal intentions is highly
essential to the retailers for redesigning the wiinto shape the consumer

perception.
Perception Management

In marketing context “PM is the ability to undenstl the consumer’s actual
perception and use those as a path for shapingedegerceptions, reinforcement
and for changing negative consumer perception. @Gwel above, it also wield
distinct informative signals and strategies touafice the consumers perception as

desired by the marketer”.

Although perception management operations arealygicarried out within
the international arena between governments amgeleet governments and citizens,
use of perception management technique have becpane of mainstream
information management systems in many ways thatndb concern military
campaign or government relations with citizenry. daarly evident in advertising

and marketing campaigns, perceptions can be mar{geer Callamari, 2003)
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Perception management is more methodical, leagingdversary to more
slowly implements changes favourable to the originaEven though it is widely
used in international politics and military, redgnts application in business found
to be worthwhile especially in crisis managemend avinning consumers. PM
demands strategic oriented planning as it is comckmwith long-term complex
manipulative process of influencing the opiniorotfers which takes into account a

proactive rather than a reactive methodology.

The main emphasis of the present study is theicgtigin of a Perception
Management Model in Organised retail context. his thodel the emphasis is given
to the perceptional influence of the marketing ngprovided by the retailer.
Information is the primary raw material that therkeder works with in influencing
the consumers. Therefore an understanding ofeéheeption process is an essential
to guide to the marketing strategy. Informatioagassing is a series of activities by
which stimulus is perceived, transformed into infation and stored. Exposure,

attention, interpretation and memory constituteeption.

Consumer’s perception with regard to selectedgmual variable before and
after their visit to the organized outlet were gsad in the study. The perceptional
influence on their purchase behavioural intentisnalso included. It helps to know
the effectiveness of stimuli’s provided by the ongad retailer, so as to help them

to make necessary changes to shape the consurnepti@n process.

As the essence of the model lies in the infornmagwocessing aspect,
marketing managers can enhance their operationambking their outlet as
information environment. Also they should be carefbout misinterpretation of
information. The model ends with behavioural iti@m of the consumer which is

influenced by the perception.

Conceptual frame work of Perception Management

The study makes an attempt to devise PerceptionalyEment through
combining the two streams of research i.e., S-O-Rd@&ll and Perception
Management Model.
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The present study gives a brief review of theisgidone so far on Stimulus
Organism Response Model, on the one hand and Riercddanagement on the
other. In doing so, the study will show that altbbuboth research streams
traditionally have different foci, the underlyingdtures of both streams are more
similar than what the scholars explicitly acknogge. That is, the S-O-R model and
Perception Management literature have both poittélde same information that are
argued to be important for measuring the responsethe one hand and the
management of consumers perceptions on the otbetheSstudy argues that both
research streams can be combined in order to erathe role of modern retail
signals in managing consumer’s perceptions of atwioral reactions towards the
organized retailing.

Scholars in the field of environmental psycholdmve conducted a number
of studies by using Mehrabian-Russel model to stwreironment studies [e.g.,
Anderson P., (1986); Dawson, Bloch, & Ridgway, (@P9Golden & Zimmer,
(1986); Sherman & Smith, (1986); (Azeem 2013); @&ak1990) and (Binter 1992).
This leading environmental psychology approach @&sed on the Stimulus-
Organism-Response paradigm (S-O-R). This study &les to validate this
paradigm.

Perception Management scholars have particulashykdd at different
informative signals and strategies that affect pleeceptions of external audience
and how these perceptions affect stakeholders’ etz reactions toward the
company (Brown &Dacin, 1997; Elsbach & Glynnn, 19%&0, 1994; Rindova,
Williamson, & Petkova, 2005). Scholars tend to eagire that informative signals
can intensify stakeholders’ emotional attractiomaads a firm, eventually leading to
stronger identification with the organization antherently positive behaviours
toward the firm (Bhattacharya & Sen, 2003; Fombrvi&n Riel, 2004). Haldener
(2008) studied the Perception Management as adeKsetween organizational
identity expressions (signals), stakeholder's paroea and behavioural intention
towards the organization.

The study show that, despite their different foticoncern, both types of
research streams focus on similar types of link&gaformation. The study argues
that it is at these similarities of relationshitboth research streams cross roads
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and where we combine insights to study the roleomfanized retail marketing
related signals in managing consumer’s perceptmiasbehavioral reactions toward
the organised retailing.

However at this margin, we do not have specifisight into how the
organized retailers in fact manage their marketielgated signals, and how this
affects consumer’s perceptions and subsequent lmehév an effort to gain more
insight into this question, the present study apteta bridge the insights of S-O-R
Model and Perception Management literature and workards a model that
illuminates how the modern retail signals affee perceptions of the consumers.

Figure 1.6: Conceptual Model

Stimulus- - Organi SM-----=-==-===mmmmmmmmmome e Response

Merchandise
Continuance

’ Commitment

Remittance . Normative

Commitment

Behavioural
Loyalty

Affective
Commitment

Store
Atmosphere

Attitudinal
Loyalty

I nformation signals------------- Per ception & emotion------- Behavioural intention
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Store atmosphere cues (signals)

Retailers face an increasingly competitive magtate and they find it more
difficult to differentiate their stores solely omet basis of merchandise, price,
promotion or location. The store itself however adfer a unique atmosphere or
environment that may influence the consumer’s paige decision (Kotler, 1973).
Consumers interact with retail environment durinlgh@usehold purchases they
make and many consumers make decisions at the @opurchase. Thus, in store
elements such as colour, lighting, style or musay fmave more immediate effect on
decision making than the other marketing input$ #na not present at the point of
purchase(eg;Advertising)(Baker,2000). Atmospherigesc can exert a strong
influence on the consumer attitude and behaviomnsGmer evaluations can be

influenced not only by single cues but also by mlomation of related cues.

The store atmosphere stimuli can also exert emaltiinfluence on the
consumer. Many researchers classified the storeocemeental cues depending on
their common characteristics differently. Donnov&rRossitor (1982) initiated a
stream of empirical research, documenting thetgtoli the environment to change
consumer emotions and thereby affect behaviour thite retail and service
provider performance. For example, positive affentourages shopper to stay
longer and interact with other employees more,dbailpositive store image and
improve merchandise and service quality percept{@aker 1994). Further Binter
(1992) found that retail products are evaluatedenpmsitively in an environment
eliciting pleasant emotions when compared to urgaleaemotional reactions. Also
negative emotions generally create a desire todmatlh from an environment. It
may encourage consumers to be less patient whileng/dor the service and can

lead to lower involvement.

Russel (1974) found that Music will have an influe on the individual
emotional reaction which in turn affects an induadls behavioural responses.
Majority of the studies on music as an independeamiable has focused on the
emotional influence of music. R.Michon (2005) cocidal an experiment in a

community shopping mall in Canada and found thatgbsitive effect of ambient
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scent on shopper’'s perception of the mall atmospherobserved only at the
medium retail density levels. One of the biggestceons for every store retailer is
the store layout. According to Lewison (1994) stiaut influences both shopping
atmosphere and shopping behaviour of consumersngisihe store. The tactile

factors such as temperature and smoothness dbtirecfeate aesthetically sensitive
environment that potentially increase customersievalue to personal comfort and
aesthetic values. A study by Chan (1966) found tinratavailability of resting seats
improves store patronage. Other examples of suchititss include refreshment

kiosks, child care corners, clean washrooms etesé&lpublic area facilities increase
the consumer’s pleasure of being in the store aduldctly prolong the duration of

their visit.
Perception and emotion as organism

The organism refers to the intervening internalcpss between the stimuli
and the reaction of the consumers. It is a prooesgich the consumers converts
the stimuli into meaningful information and utilizdhem to comprehend the
environment before making any judgment or conclusiessentially it consists of
the perceptual, psychological and thinking acé&(Bagozzi 1986). Consumers may
use the environmental cues as a basis for devejamninference about the price,
product, or service quality in that store (Kirk Lakéfeild, 1998)For example, the
use of carpet floor and elegant décor in a stoseggdemay make consumers infer
that the store might charge high price and provwidg quality of merchandise and
service. Marketing signals serve as a surrogateatat for consumers, as they form
beliefs about the services or product quality. Phgsical environment is rich in

such cues, and as such may be very influential$toeners (Rapopart, 1982).

The present study examines the influence of tbeesatmosphere on the
marketing stimulisuch as merchandising, furtheraseevice, locale and remittance.
A chief attraction of an organized retail storeors its merchandising Stores that
are perceived as having superior merchandisindileely to be preferred by the
consumers (Doreen et al., 2002). Furtherance &tecklto promotional aspectsof

marketing. Promotions help to create public awassrabout the activities of the
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store and increase the likelyhood of patronage ¢Baget al., 1988). To a certain
extent consumer’s visit to the retail stores oftakes the form of a recreational
activity whose worthiness is reinforced by the leveservice provision within the
store, which includes providing information on nfendise, responding to
consumer query, guidance to merchandise locatibendance by sales personnel
and so on (Doorenet al., 2002). Accessibility arale is another factor that attracts
the shoppers to the store. Better accessibilityli@apfewer impediments and
consequently less displeasure to consumers making @ the store. Speedy check
outs and multiple payment options will facilitatasg buying and the price display

also acts as a reference for comparison and sawuérie used for shopping.

Insights derived from three interrelated theoriemference theory, schema
theory and theory of affordance---constitute theerall foundation of our
proposition about the inference of store atmospheference theory suggests that
people make judgments about the unknown on thes lEsthe information they
receive from the cues that are available to thenmub@d&McCannl1982,
Nisbett&Ross 1980). Schemas are cognitive strustucé organized prior
knowledge, abstracted from experience that guidiesences and predictions (Fiske
1982). They help to shape people’'s expectations new or ambiguous
contexts(Fiske&Linville 1980), Similarly the theoryf affordance suggest that
people perceive the store atmosphere as a meahiagfily and that such a
perception conveys the information directly to tii@&mlbson 1979). These theories
together imply that consumers attend to store gihmer® cues when evaluating
stores because they believe that these cues effable information about product
related attributes such as quality, price andravehopping experience (Binter
1992). For example, a customer entering a storeith tde floor, the smell of
popcorn and fluorescent lighting may access frommorg "a discount store”
schema and infer that the stores merchandise ispltosed and of average quality
and that the store has minimal services. Empimeadence supports the idea that
information from environmental cues influence cansu perception of service
providers (Baumgarten&Hensel 1987) and helps coessirto categories service

firms.
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Commitment & loyalty as the Response - Behaviourahtention

The response is the final outcome or final actiowards the reaction of
consumers including psychological reactions sucattiside or behavioral reactions
(Bagozzi, 1986). Depending on the organism prodbgsresultant emotional state
can influence consumer’s inclination to continugt&il or cease his retail behaviour

in the store (Donovan and Rossitor 1982).

For the store loyalty to occur store commitmerd isecessary condition and
its absence may lead to spurious loyalty. A consubeeEomes committed to the
store and thereby becomes store loyal based oaxhiecit and extensive decision
making as well as evaluative processes done towhedsonsidered store (Bloemer
& Ruyter, 1998). The essence of affective commitnethat the customers come to
acquire an emotional attachment to their partnemisonsumption relationship.
When consumers come to like (or, in some cases) lorands or service providers,
they experience the psychological state of affecttommitment andfriendship
(Fullerton 2009). Researchers who have examineddtr& side of marketing
relationships have implicitly recognized that cormeént can have an effect on
consumer behavior via both feelings of positiveeetffand feelings of continuance.
Normative commitment represents a force that baudsomers to the company from
a sense of moral obligation (Allen and Meyer 19d@yer and Herscovitch 2001).

For empirical analysis of the conceptual model gresent study used

Structural Equation Modelling.
Significance of the Study

Indian retail industry is one of the rapidly grogiindustries in the country.
It comprises of organised and unorganised sectowadays, with changes in the
taste and preferences of the consumers, the iydisststecome more popular and
organised as well. Entry of large diversified bess houses into retail business has

created a plethora of new and modern retail offgrito the consumers.

There are varying arguments regarding the growtbrganized retailing in

India. Some scholars list out the likely benefifslarge-scale organised retail.
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Kumar (2006) argued that FDI in retail improveswito prospects. Liberalization of
retail raises overall economic welfare and doesrastilt in loss of employment.
Some restructuring will take place but local masketill not close down. Both
can coexist as they fulfill different needs andveetifferent clientele. Mehta (2007)
opine that organized retail would bring significénefits to Indian consumers and
give them value for money. "The standard of livofgthe people will increase and
they will have a better lifestyle which will resuttt the development of the economy

as a whole.”

A study conducted by the Indian Council for Reskaon International
Economic Relations (ICRIER) argues that the groeftlorganised retail in India is
of benefit for low-income consumers and farmershdis claimed that “Profit
realisation for farmers selling directly to orgaedsretailers is about 60 per cent
higher than that received from selling in the manitie study further says: “While
all income groups saved through the entry of thgawised retail purchases, lower

income consumers saved more.”

But there are opposing arguments also in conmectiah organized
retailing. First of all, organised retail bringsoalb monopoly. There will be just four-
five retail giants who would be having a greateldhover the market. The result
may not be that the consumers get the best prahecthe best price. What we get
as a result of organized retail sector is comprethipuality and compromised price.
It doesn't necessarily lead to the general econoda@egelopment or income
generation in the nation as most of the profit takkem the end costumer is divided
mostly between the producer and the retailer. Togker or the service-man gets a
smaller part. Organized retail also leads to a mpohoin buying prices whereby the
retailer buys the goods at a price that he thislsuitable for him. There is a reduced
role of market forces or in other words the marketes are controlled by the big
retailers, which mean that it no longer remaing fimearket economy at all. Further,

the producer of the good is also not paid the pest or the reasonable price.

Amidst the contradictory arguments the presergaeh intends to find out

how the consumers perceive and respond to the Istoravided by the organized
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retail outlets.It is observed that there are not many comprehenaid detailed

studies about consumer behaviour available in ountty especially in organized
retail context. In Kerala, very few studies haveerbeconducted on consumer
behaviour. No study is seen to have been conduetsnlt the perception

management of consumers in the organized retdibisec
Statement of the Problem

Organized retailing can be seen in the sprawlifgpping malls,
Hypermarkets & huge complexes which offer shopging entertainment under one
roof. The last few decades have witnessed the eftrg number of organized
retailers. They are opening new retail formats gtnos and other important cities.

This segment has begun to conquer the enormousetrtarkwith a meager share.

The important specialty of the organized retaethe attractive atmosphere
it employs as a marketing tool. In addition thepyte organised merchandising,
promotional offers and better product displays. idian consumers organised
retailing is a new experience, mostly the upper amddle income groups are
influenced by the organised retail offerings. The lincome group also enjoys the
shopping trips to these outlets as leisure. Rekearin this area revealed that, even
though the consumers are making visits to the azgdnoutlets theconversion
rates are very low. The customer conversion rate isutated by dividing sales
transactions (number of people who made a purchlgegross traffic counts
(number of people who entered your store). Henbe; ¢onsumer patronage

behaviour in the organised outlets is an area texipéored.

Consumer perception is a key factor influencingrgreage behaviour.
Marketer tries to create a positive perception bipgi various marketing stimuli as
communication tools. Organised retailers are tryiogattract consumers through
varied stimuli. It is claimed that, the advent obdern retailing benefited the
consumers in many ways. Cheaper prices, bettertyjymbducts on account of its
enhanced procurement practices, increased choicthetoconsumers are worth
mentioning. Moreover, developments in the areasteshnology transfer and
employment opportunities are some other benefi®nBhough modern retailers
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have invested in the supply chain in varying degjréleere is mixed evidence that
consumers ultimately fetch low prices in the modéonmats. The literature,

however, does not provide concrete empirical exddargarding such effects. As a
result of this it has been critical for the modeetailer to understand the local

consumption pattern to offer the right mix in tlapidly changing Indian market.

This study is undertaken mainly with a view to dstuthe consumer’s
perception about the stimuli provided by the orgadiretail outlets and the impact
of such perceptions on their commitment and loyakhaviour, especially among

the organised retail consumers in Kerala.
Scope of the Study

This research proposes to make a detailed stutheafonsumer’s perception
about organised retail marketing stimuli and storgalty among the consumers.
Unorganised retailing is beyond the scope of thalyst The Marketing stimuli
include the main marketing mix elements provided thg organized retailers.
Needless to say, the service quality dimensiomefrétail mix is not covered in the
present study. The elements have been selectedl lmase pretest. The study
considers only commitment and loyalty factors akaeoral intention elements.

Consumer trust and satisfaction is beyond the sobfiee study.

Coverage of this study is also limited to orgadisetlets only. Even though
there are different kinds of organised formats,dinerage of this study is limited to
Shopping Malls, Hyper Markets and Super Market® ptoduct categories covered
include only the basics (food grocery), ready-maates electronic items. It intends
to study the consumers belonging to all income soabove the age of 18 years.

Geographically, the study is limited to the stdt&erala.
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Objectives of the Study
The objectives of the present study are:

1. To analyze the perceptional change of the consumetis regard to

marketing stimuli provided by the organized retadéter their visit to the

outlet.
2. To analyse the influence of store atmosphere oswaer emotions.
3. To develop a framework describing the nature ofestioyalty behavior

based on the influence of store atmosphere, mackstimuli perception and

store commitment.

4, To examine the effects of store evaluation (mankestimuli perception) and

shopper characteristics on store loyalty and
5. To make necessary recommendation based on thedmadi the study.
Hypotheses of the Study

On the basis of the above objectives the followirggor hypothesis has been

formulated.

1. There is no significant difference in the consunp@rception about

marketing stimuli of the organized retail storedsefand after their visit.

2. Consumer’s loyalty is independent of the consumags, gender, education,

occupation and income.

3. Consumer’s loyalty is independent of the type daddorcts they purchase,
locational distance, amount of purchase, frequefeysit, year of starting to

visit and sources of information to visit.

In addition to the above the research model tdwsfollowing hypothesis

also.
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Table 1.4

Hypotheses (Research model)

Hypotheses
(Aggregate & Formats wise)

Supporting studies

H1l: Store atmosphere does ndKotler 1973) and (Crowly 1993)
significantly influence merchandising

perception

H2: Store atmosphere does n@&imoks (1985)

significantly  influence  furtherance

perception

H3: Store atmosphere does n@Wicker, 1973), (Gardner&Siomoko

significantly influence service perceptid

11980)

H4: Store atmosphere does 71
significantly influence locale perceptior

1¢Canter, 1983) and (Tites&Everet, 199

)

H5: Store atmosphere does nd@Hui, Dube&Chebat 1997)
significantly influence remittance

perception

H6: Store atmosphere does n@Morgan Hunt, 1994)

significantly influence Affective

commitment

H7: Store atmosphere does n@gBurnham, Frels, and Mahajan (20C
significantly  influence  continuanceand (Becker 1960)

commitment

3)

H8: Merchandising perception does |
significantly influence Affective
commitment

noMorgan & Hunt,1994)

H9: Furtherance perception does

ngBurnham, Frels, and Mahajan (2003)
e

significantly  influence  Continuang
commitment
H10: Remittance perception does
significantly  influence  Continuang
commitment

néBurnham, Frels, and Mahajan (2003)
e

H 11: Locale perception does n

diAilawadi & Keller, 2004; Hunt, Geiger

significantly  influence  ContinuanceOneto, & Varca, 2012)

commitment

H12: Locale perception does nafAilawadi & Keller, 2004; Hunt, Geiger
significantly influence affective Oneto, & Varca, 2012)

commitment

2
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Hypotheses

(Aggregate & Formats wise) Supporting studies

H13: Merchandising perception does ngMeyer & Allen 1997) and (Foxall,
significantly influence normative Goldsmith, and Brown 1998)
commitment

H14: Furtherance perception does np@vleyer & Allen 1997)
significantly influence normative
commitment

H15: Service perception does ndGordon Fullerton,2011)
significantly influence normative
commitment

H16: Affective commitment does nop{Fullerton, 2003) and (Harriso
significantly  influences behaviouraMWalker,2001)
loyalty.

—

H17: Affective commitment does no{Dick&Basul994;Fullerton 2003)
significantly influence attitudinal loyalty

H18: Normative commitment does naBansal, Irving, and Taylor (2004)
significantly influence behavioral loyalty

H19: Normative commitment does nofyasar Fahmi Al Abdi 2010)
significantly influence attitudinal loyalty

H20: Continuance commitment does n@bowling& Uncle 1997).
significantly  influence  behavioural
loyalty

H21: Continuance commitment does n@Dowling& Uncle 1997).
significantly influence attitudinal loyalty

Contribution of this Research to Theory and Practie

This research aimed to validate existing theoinegerception management
with emphasis on S-O-R model in Indian context @ameral and Kerala context in
particular. Even though several studies of thitumahave been conducted in
different parts of the world no such studies haeerbconducted in Kerala. The
findings of the study will also be useful for orgeed retailers, Government and

various consumer organizations in taking policyisieas about this sector in future.
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RESEARCH METHODOLOGY

Research methodology is the scientific guidelifi@s solving a research
problem with emphasis on research philosophy, rekeapproach, research

methods, research strategy, time horizon and relselasign (Ishak&Alian, 2005).

It describes the general strategy used for thearek and among other things
identifies the methods to be used (Howell, 2013)e Twhole methodology is

represented in a research onion.

Figure 1.7 Research Onion
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Research Philosophy

It refers to the beliefs and assumptions abouath@ncement of knowledge.
In the words of Bryman (2012), it is a set of bislieoncerning the nature of reality
being investigated. The assumptions created bys@areh philosophy provide the
justification for how the research will be undedak(Flick, 2011). In short a
research philosophy is the question related to whabhe nature of truth. Broadly
there are four research philosophies used, narmglpdsitivism (2) Critical realism
(3) Interpretivism and (4) Pragmatism. These sifesitions are based on the

ontological, epistemological and axiological asstions.

Ontology refers to the assumptions as to how agmeanalyse the world of

business and hence the researchers choice ictedtrd objective or subjective or a
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combination of two (Thomas & Hady, 2011). In thesearch, the researcher used

objective approach in developing new knowledge.

Epistemology refers to the method of finding dwe teality and the theories
relating to it. It also explains what creates atakle values and genuine knowledge
and how we convey the knowledge to others. Theeefibrmay be quantitative or
gualitative or a combination of both (Clegg, 198®).this research the researcher

employed quantitative criteria for interpreting kvledge in the field.

Axiology refers to the performance of values attdos within the research
method. This incorporates questions on how theareber deals with his own
values, and the values of those who are part ofebearch (Thomas & Hady, 2011).
In this research, the researcher assumes valueHsree, the researcher has used

positivism as a research philosophy for the study.
Research approach
Broadly there are three approaches to generatiknawledge, namely.

1. Deductive approach This approach develops the hypothesis or hypethes
upon a preexisting theory and then formulates ¢isearch approach to test it
(Silverman, 2013).

2. Inductive approach: This approach is characterized as a move from the
specific to the general (Bryman & Bell, 2011). histapproach, there is no
framework that initially forms the data collectiand the research focus can
thus be formed after the data has been collectesk (2011).

3. Abductive approach: This is a form of logical inference which stavgh
an observation or set of observations then seeksddhe simplest and most

likely explanations for the observations.

In this research, since the researcher is tryongatidate the existing theories

of perception management, we have employed deduapproach.
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Research Strategy

It refers to how the research intends to carrytbeitresearch work (Saunders
et al, 2017).This includes a variety of things likase study research, action
research, experience research and survey resdardn éhis study this scholar has
used survey strategy for finding out answer torésearch objectives.

Methodological choices

It refers to the method employed by the researdmegxposing various
aspects of the research questions and objectivesady there are several

methodological choices available namely

Mono quantitative
Mono qualitative
Multi quantitative
Multi qualitative

a kr 0N e

Mixed methodology etc

In this study the researcher has used mono qaawtitmethod(Saunders et
al, 2017).

Time horizon

Time horizon is the time framework within whictetproject is intended for
completion (Saunders et al, 2007). Two types oethmorizons are specified within
the research onion; the cross sectional and lodigiali (Bryman, 2012).The cross
sectional time horizon is one already establishedere by the data must be
collected. A longitudinal time horizon for data leation refers to the collection of
data repeatedly over an extended period, and i where an important factor for
the research is examining change overtime (Godd&aidelville, 2004). In this

research, the researcher has used cross sectroadidrizon.
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Research Design

The study is designed as a descriptive one basedoth secondary and

primary data.
Source of Secondary Data

The secondary data necessary for the study hame bellected from the

following sources.

" Journal of Marketing Research
. Journal of Advertising Research
. Journal of Consumer Research

" Advertising and Marketing Journal (A & M)

" Journal of Marketing and
" Data published by Marketing Research Organisatlikes IBEF, ICRIER,
etc.

Primary Data

Since most of the information necessary to futhik objectives of the study
are not available from secondary sources, the meseamainly based the study on
relevant primary data collected by conducting fislehvey from selected sample

respondents in Kerala.
Sample Design

A multi stage sampling technique is used for g@&lgc the sample
respondents. As a first stage the whole state ées divided into three regions viz;
Southern Region covering four southern districtsriMananthapurarn, Kollam,
Pathanamthitta and Alappuzha, Central Region cogeErnakulum, Kottayam,
Idukky, Thrissur and Palakkad districts and NomhBegion covering Kozhikode,
Wayanad, Kannur and Kasaragode and Malappuram. Eemm region one district
each has been selected at random by using lottetlyanl as the first stage sample.
Thus from Southern Region Trivandrum is selectednt@l Region Thrissur is

selected and from Northern Region Kozhikode isctete
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As the second stage, the researcher has prepasenh@ete list of all the
organized retail formats in the selected distritse official database regarding the
number of organized retail formats was not avadablhe prepared list has
appended in the theses.

The organized retail formats consist of Superntarkéypermarket and
Shopping Mall. From each format one organized tusleselected at random from
each selected district. Thus for Trivandrum, Thrisand Kozhikode three organised
retail stores one each from each format has bdeated at the second stage sample.
Then, 50 customers have been chosen at randomeaaim of the selected stores.
The data is collected systematically by intervieyavery 18' consumers visited in
a shop, in five consecutive days including holidaysus 150 customers have been
selected from each region. All together there haeen450 respondents who
represent the customers of the above mentioned tormats.

Sample Design

KERALA STATE
Southern Region Central Region Northern Region
Trivandrum District Trichur District Kozhikode District

Hyper ~ Shopping  Super  Hyper  Shopping  Super  Hyper  Shopping  Super
Market Mall Market  Market Mall Market  Market Mall Market

150 Consumers 150 Consumers 150 Consumers

450 Consumers
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Tools of Data Collection

Keeping in mind the objectives of the study, amenview schedule covering
all aspects of the study has been developed takitay account the valuable
suggestions of the experts in the field. It hasnbe®-tested on a small trial group
(consisting of 50 samples from the Northern Regtongheck the variability in the
perception of the consumers and the validity aidbiity of the questions in the
schedule. On the basis of the response from toeé gtildy, necessary modifications
have been made in the schedule and the modifiedviatv schedule has been used
for the collection of primary data. A copy of thtarview schedule is appended.

The interview schedule is divided into six secsiofrirst section includes
guestions related to the demographic details oféepondent. Second section deals
with general purchase behaviour of the consumensirdT section of the
guestionnaire consists of the scales measuringdeitive factors of the study. The
cognitive components are measured using five miadkettimuli constructs i.e.,
merchandising perception, remittance perceptiosaléo perception, furtherance
perception and service perception. The fourth seatieasures emotional influence
of the store atmosphere on the consumers andskdttion deals with responses to

the stimuli provided by the retailers and meastinedugh commitment and loyalty.
Method of Data Collection

Undisguised direct personal interview method ha&enb used for the
collection of primary data. The researcher hersatiducted the interview during the
period from 1" March 2017 to 1" August 2017.

Variables Used for the Study

Following are the variables used by the researh@irlfill the objectives of
the study.
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Table 1.5
List of Variables Analysed

Purpose No. of variables Name of Variable
1. Age
2. Education
1. To prepare the profile 5 3. Sex
of respondents 4. Residence
5. Income
6. Occupation
1. Purpose of visit.
2. Tomeasure the 2. Starting to visit the
general purchase retail store
behav_iour of . 6 3. Frequency of visit
organized retail
customers 4. Type of products
5. Amount of purchase
6. Distance of residence
Product related
1. Superior Product
quality
2. Wide brand selection
(Assortment breadth)
3. Variety in each brand
(Depth of assortment)
Pricerelated
4. Price display
3. To measure .the . 5. Easy billing
Marketl_ng Stimuli's 6. Multi payment options
perception of 16

consumers

Placerelated

7. Good Parking facility

8. One stops shopping
(All'in one place)

9. Convenient location

Promotion related

10. Reasonable price

11. Availability of
Products on offers

12. In store promotional
Offers
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Purpose No. of variables Name of Variable

Peoplereated
13. Helpful employees

14. More product
knowledge

15. Individual attention

Store layout

Public areas

Air condition
Attractive smell
Music and Cleanlines

4. To examine the
emotional influence
of store atmosphere
on consumer’s store
commitment and
loyalty.

Uy

Affective commitment

5. Todevelop a Continuance
framework describing commitment.
the store loyalty
behaviour based on
perception, emotion
and commitment.

NPl R DR

5 3. Normative
commitment.

4. Attitudinal loyalty.
5. Behavioural loyalty.

Scaling Technique Used

Since most of the information collected from thatomers is qualitative in
nature, it becomes necessary for the researchesetscaling techniques to quantify
the qualitative information. For this purpose, ladks five point scaling technique is
followed by keeping neutrality in the middle foramtifying the various qualitative
aspects of the study such as consumer perceptmisumer commitment, loyalty,

etc.

38



Tools Used for Data Analysis

For the purpose of analysis and interpretationhef dlata, the following

statistical techniques were applied:

Table 1.6

Data Analysis Tools

Purpose Parametric/Non- Name of the test
parametric

1. To test the significance of
differences of perception before

and after the visit to the Parametric Paired sample t test
organised outlet.

2. To determine systematic
association between : Chi-square test(Cross

. X Parametric :

demographic variables and tabulation)
loyalty variables.

3. To test the statistical .

Parametric One way anova

significance in various cases

4. To assess the causal Structural Equation

relationship between the Parametric Modelling(Warp pls)
constructs
5. To describe the specific Parametric Discriminant analysis

characteristics of a group

Measurement of perceptual change

To measure the perceptual change of consumers atganized retailing an
informal experimental design (Before and after withcontrol design) is followed.

Important Informal experimental designs include:
(1) Before-and-after with control design.
(i) After-only with control design.

(i)  Before-and-after without control design.

39



Before-andafter with control design: In this design two areas are selec
and the dependent variable is measured in botlarkes for a tir-period
before the treatment. The treatment is then intteduntothe test area onl
and the dependent variable is measured in botla fame-period after the
treatment. The treatment effect is determined kytraating the change

the dependent variable in the control area fromcti@nge in the depende
variable n test area(C R Kothari, 2007). This design carstmmvn in this

way:

Table 1.7

Before-andafter with control desig

Before After
Level of Level of
Testarea | phenomenon befor | Treatment introduced phenomenon afte
treatment(3,) treatment(3,)
Control Level of Level of
area phenomenon withot phenomenon withot
treatment(;) treatment(,)
Treatment _
offect = (X2-X1) (Y>-Y1)
2. After-only with control design:Under this design two areas, such as

area and control area are selected. the treatment is introduced only
the test area. Dependent variable is measuredptm dreas at a time. Tl
value of the dependent variable in the control aseaubtracted from it
value in the test area; the treatment impact camdsessed. Thisan be

exhibited in the following forn
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Table 1.8

After-only with control design

Test area Treatment introduced Level of phenomeno
after treatment(y)
Control area Level of phenomeno
without treatment(,)
Treatment effect = (X2) = (Xy)
3. Before-and-after without control design: In this design a single test gro

is selected and the dependent variable is measoeéate the introduction ¢
the treatment. After introducing the treatment ttependent variable
measured again. The treatrt effect can be measured through subtrac
the level of the phenomenon after the treatmentumithe level of th
phenomenon before the treatment. The design cagpbesented tht

Table 1.9

Before-and-after without control design

Level of Treatment Level of
Test area phenomenon befol , phenomenon afte
. introduced \
treatment(’,) treatment(’y)
—_—>
Treatment effect = (X2) — (X1)

The present study follows this design. Consumeceggion about organize
retailing before the store visit has becollected with regards to selected variab
After the visit of organized retail store, theirrpeption with regard to the sar

variables is also collected. The difference is atered as perceptual char
Symbolically
Perceptual change = PC = »-X;
Where X, is post visit perception

Where »; is pre visit perception
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Structural equation modeling

Structural Equation Modeling can be used to eggnaanetwork of causal
relationships defined according to a theoreticalehoThe term structural equation
model refers to both the structural and measuremeodel together. Structural
equation modeling (SEM) includes both the inner etddtructural model) which
describes the relationships between the latenabias in the model and outer model
(measurement model) which describes the relatipsdietween the latent variables
and their indicators. Therefore the path coeffitseare inner model parameter
estimates; whereas weights and loading are measatenodel parameter estimates
(Neetha Eppan, 2013).

The proposed model is tested by usiMgrp PLS 6.0 version. Partial Least
Squares (PLS) approach, has been adopted in thdy.sThe PLS approach,
introduced by H.Wold in 1975, focuses on maximizittge variance of the
dependent variables explained by the independestead of reproducing the
empirical covariance matrix (Haenlein & Kaplan, 2D0

The choice for Warp PLS is justified from two asfse The first aspect is
that the present study is the first to make anngitein using marketing stimuli
perception as antecedent of store commitment, \akelie past studies the
antecedent of store commitment has been studiettuas satisfaction, service
quality etc. Hence, the researcher used the PL&IBEM as it is more exploratory
in nature and is applied when new models are dpedloThe other aspect is that,
SEM is a combination of factor analysis and muitiggressions. Another important
feature of Warp PLS is the inclusion of model fitlices. It estimates several model
fit indices for checking whether data is adequatefyresented by the model. Warp
PLS enables evaluation of measurement model as allstructural model
simultaneously. The following table shows the iglity and validity criteria use in
Warp PLS.
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Table 1.10

Reliability and validity measures

What to What to look for? Is it ok?
check?
Croanch alpha 0.700r higher
Internal coefficient
consistenc . N :
reliability y Composite Reliability 0.700r higher
Validity AVE numbers >0.05
P values associated with loadings be
Convergent validity | o lower than 0.05 and the loadings be
Loadings” and greater than 0.5
Values
“AVE” numbers| Fornell& Larcker(1981)suggest that
Discriminant validit and latent the”sqare root” of AVE of each latent
y variable variable should be greater than the
correlations correlation among the latent variable
VIF 3.3 or below(Kock,2012)

Source: Kock 2012
Reliability

Reliability refers to the extent to which a scpteduces consistent result if
repeated measurements are made. An unreliablergonsainnot be valid. So first

we should assess the reliability of the constnu¢hé measurement model.

The first criterion to be evaluated is typicalijarnal consistency reliability.
The traditional criterion for internal consistensyCronbach's alpha, which provides
an estimate of the reliability based on the intarelations of the observed indicator
variables. Cronbach's alpha assumes that all itoitgc@re equally reliable (i.e., all
the indicators have equal outer loadings on thestcoct). Cronbach's alpha is
sensitive to the number of items in the scale arerally tends to underestimate the
internal consistency reliability. As such, it mag lised as a conservative measure of
internal consistency reliability. Due to Cronbaclkpha's limitations in the
population, it is more appropriate to apply a diéfe measure of internal

consistency reliability which is referred to as toenposite reliability.
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Discriminant Validity

In order to establish discriminant validity, we shghow that the construct is
distinct from other constructs and thus makes aguenicontribution. Thus,
establishing discriminant validity implies that anstruct is unique and captures
phenomena not represented by other constructseinmbdel. Two measures of
discriminant validity have been proposed (HairleR@13).

Discriminant validity tests verify, whether resges from the respondents to
the questions are either correlated or not, wikieotatent variables. A measurement
model has acceptable discriminant validity if th@are root of the average variance
extracted (AVE) for each latent variable is highkan any of the correlations
between the latent variable under considerationaarydof the other latent variables

in the measurement model (Fornell & Larcker, 1981).
Convergent Validity

Convergent validity is the extent to which a meascorrelates positively
with alternative measures of the same construatv@gent validity tests establish
whether responses to the questions are sufficiertiyelated with the respective
latent variables. Convergent validity is usuallgessed based on the comparison of
loadings calculated through a non-confirmatory gsialwith a fixed value (Ketkar,
Kock, Parente & Verville, 2012).

Model fit

Warp PLS estimates several model fit indices fogoking whether data is
well represented by the moddlo assess the model fit, Kock (2012) recommended
that the p-values for the average path coeffic{&fmC) and the average r-squared
(ARS) be both lower than 0.05 and that the avevag@nce inflation factor (AVIF)

be lower than 5. These criteria were also checkedl ithe cases.
Common terms used in structural equation modeling

Latent variables: These are the underlying variables that cannotolbserved

directly. They are also known as constructs orofiact
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Formative vs. Reflective Measurement

There are two types of measurement scale in stalatquation modeling; it

can be formative or reflective.

Formative Measurement Scalelf the indicators cause the latent variable ared a
not interchangeable among themselves, they are atoren In general, these

formative indicators can have positive, negativeg\en no correlations among each
other (Haenlein & Kaplan, 2004; Petter et al., 2007

Reflective Measurement Scate If the indicators are highly correlated and
interchangeable, they are reflective and theirabdlity and validity should be

thoroughly examined (Haenlein & Kaplan, 2004; Heiral., 2013; Petter et al.,
2007).

Discriminant analysis

Discriminant analysis (also known as discrimin&niction analysis) is a
powerful descriptive and classificatory techniqeyeloped by R A Fisher in 1936
to (a) describe characteristics that are speatficistinct groups and (b) classify
cases into preexisting groups based on similarlietween that case and the other
cases belonging to the groups. Specific descripgjivestions that can be answered
through discriminant analysis include the followir{@) in what ways do various
groups in a study differ? (b)What differences ekistween and among the number
of groups on a specific set of variables? (c)Whantinuous variables best
characterize each group, or, which continuous lbesaare not characteristic of the
individual groups? (Michael, 2000).

Discriminant function analysis is one of the mustsatile and most often
used multivariate procedures in marketing resedrcimarketing research we often
face a situation in which we have two or more geugnd we want to develop a
better understanding of how these groups or iteifierdn terms of some set of
explanatory metric variables, such as a set obates or performance ratings that
we assume to be of equal intervals. Discriminamdyens can be used to determine

which predictor variables are related to the depahdariable. It is also widely used

45



to create perceptual mapping by marketers. Thisheip the retailer to get an idea
of customer’s perceptions in different segments @rd targets them better in their

marketing campaigns.
Statistics associated with discriminant analysis

The important Statistics associated with discraminanalysis includes the

following
Canonical correlation

Canonical correlation measures the extent of #ssmc between the
discriminant scores and the groups. It is a measuassociation between the single
discriminant function and the set of dummy varigblihat define the group

membership.
Centroid

The centroid is the mean value for the discriminggores of a particular
group. There are as many centroids as there aupg/fzecause there is one for each

group. The mean for a group on all the functiomsthe group centroids.
Discriminant Function Coefficient

The discriminant function coefficients (unstandaed) are the multipliers of

variables when the variables are in the originatisusf measurement.
F value and their significance

These are calculated from a one way Anova with gheuping variable
serving as the categorical independent variableh aedictor in turn serves as the

metric dependent variable in the Anova.
Group means and group standardized deviation

These are computed for each predictor for eachpgro
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Structural correlation

Also referred to as discriminant loadings, thedtire correlations represent

the simple correlations between the predictorsthadliscriminant function.
Wilks lambda

Sometimes also called the ‘U’ statistics, wilketada for each predictor is
the ratio of the within group sum of squares to tital sum of squares. Its value
varies between 1 and 0. Large values of lambdar (heandicate that the group
mean does not seem to be different. Small valuéandbda (near 0) indicate that the

group mean seems to be different.
Operational definitions of the terms used
Organized retailing

The retail sector is presently undergoing a ttamsiin India. Previously,
customers used to go to kirana Stores to purchdmss necessities. This later
changed to bigger shops run by one man with a fepi@yees. Here all the work
was done manually. Gradually more sophisticatioaped into this sector and
department stores came into being. Beginning imtlte 1990s, however, there was
an explosion of shopping malls and plazas wheredomeys interacted with
professional and not with just one single persahe-owner. Many Indian players
like Shoppers Stop, Pantaloons Retail India Ltd IlRSpencer Retail ventured
into the organized retail sector and have growrmany folds since then. These

were the pioneers of the organized Indian retaihfds (Tina, 2017).

Organised retail is characterized by high invesitmequirements, large
premises, trained staff (Madan sabnavis, 2017)y Hrne licensed and registered to
pay taxes to the government (Arun, 2012).They arelly chain stores, all owned
by a central entity or a single store that is lartfean some cut-off point (Sajal
Gupta, 2008). The relative uniformity and standeation of retailing is the key
attribute of organised retailing. Based on the ghts obtained from various

literatures we operationalize organized retail as;
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“Formats that emerged or become popular in the X)%@aving professional
management and efficiency of integration with thleie chain. They provide
all products under one roof with self-selectioniligcand better ambience,
which includes Supermarkets, hypermarkets and shgppalls”

Supermarket

Unlike in the West supermarkets are not very pnami in India.
Supermarkets are departmentalized with self-sefieing. It concentrates largely
on selling food -related products, limited non-fatems such as health and beauty
related items and general merchandise (Sajal G@@@8) and are considerably
smaller in size usually more than 3,000 sq ft. enwde than 30,000 SKUs compared
to hypermarkets (Rappaport, 2004). The supermarfioeiss on specific product
categories and offer relatively good assortmerdasldy, 2012). They do not play the
game on price but depend on convenience and setwvi@tract the consumers
(Piyush Kumar Sinha S. G., 2012).

In reference to the above researchers, the stefityedl supermarket as;

“The formats designed to meet the needs for foadf $ind everyday
commodity. The selling area ranges in between 460$g 2500sqg.m.They
are low cost, low margin, high volume, and provsed-service operations”.

Hypermarket

Hypermarkets have emerged in India as the biggestd pullers. They are
very large in size; carry grocery, hardware, apgées and other general
merchandise, with self-service facilities. They aseally located in warehouse type
structures with large parking facilities (Sajal @p2008).They offer the most
Extensive merchandise mix, product and brand cBoigaler one roof (Azeem,
2012), create superior Value (Mathew joseph, 20@8)awer prices.

In conformity with various literatures, we havenswlered the following type
of format as hypermarkets.

“A retail store which combines supermarket, disdowmd warehouse
retailing principles, and offer food and non-foodogucts like clothes,
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jewellery, hardware, books etc. With at least 35%edling space devoted to
non-grocery products.”

Shopping mall

According to(Sajal Gupta, 2008hopping mall is an arrangement of retail
stores wherein the retail space is shared by ttehanstore and other retailers and
providing the right mix of shopping, food court agatertainment”.For the present
study the researcher has adopted this definition.

Perception

Leon G Schiffman L.L., (2012) defined Percepti@s the process by which
an individual selects, organizes, and interpretmiui into a meaningful and
coherent picture of the world. It can be describedhow we see the world around
us.” (Del L Hawkins D. L., 2014)defines perceptias that which consists of those
activities by which an individual acquires and gasimeaning to stimuli.

In the study context, the researcher operatioasiliz

“Perception is a process by which individuals seleanize and interprets
information inputs (stimuli) into a meaningful wayhe information
processing will vary from person to person as ithighly influenced by
situational, individual and stimulus factors”.

Customer and Consumer

Customer is the purchaser and consumer is the afséite product. The
present study used both these terms interchangeably

Perception management

Halderen (2008) states that perception managemeals with different
informative signals and strategies that affectgrception of stakeholders and how
these perceptions affect their behavioural reastiénom this core idea and review
of many other literature (Dearth, 2002 ), (Elsba20803), (Jones, 1999) etc., the
study operationalize perception management as;
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“Management of perception through planning, impletireg and controlling
of various informative signals and strategies sot@snfluence the target

market perception as desired by the marketer.”

Commitment

Marketing scholars and practitioners recognizé thiatomer commitment is
a complex, multidimensional construct in the se¥gicmarketing literature.
Commitment is narrowly conceptualized as an idmatiion- and attachment-
oriented force that links the customer to the oizmtion (Morgan and Hunt 1994).
The three components of the models formulated dgnAind Meyer (1990) are
continuance, normative, and affective. The contiweacomponent of commitment
refers to the employees’ perception of the costleafving the organization as
opposed to the benefits of remaining. The affectteenponent operates when
employees are loyal because they want to be. Thsopewho has a strong
normative commitment feels that one should contitneerelationship as a part of
moral or duty-related reasons.

In marketing relationships, the researcher opmmatize continuance
commitment as’a consumer is likely to be committed to a relatiopsif he or she
faces concrete switching costs or if the benefitg he or she receives from the
retailer are not easily replaceable from other riéta”

“Affective commitment arises from feelings of dttaent and identification
with the retailer’

The normative commitment is defined &Bhe consumer obliged to a
retailer due to some personal or retail serviceatel matters”.

Loyalty
Customer loyalty ha two dimensions and the researndefines these as;

Behavioural loyalty is “loyalty of the customer abserved from the
customers purchase behavior expressed through psechfrequency
(Cunningham, 1968), repeat purchase behaviour (Br&@58) etc.
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“Attitudinal loyalty is the higher order, long termommitment of customer
that cannot be inferred by mere observation of pase behaviour
(Shankar, Smith& Ramaswamy 2000) , but the custenpeychological
tendency to evaluate and express with regard teratity as favourable or
unfavourablgDel L Hawkins D. L., 2014)

Limitations of the Study

Social science research is always subject to sohegent limitations. This

study is also not completely free from it. The daling limitations of the present

study are worth mentioning:

1.

Respondents had to recall their memory while ansgesome of the
guestions in the schedule relating to their betus# perception of organized
outlets. So there is a chance of recall error desthie efforts of the
researcher to collect the data in the most accwaye

Organised retail consumers visit the store for eddht purposes, so
collecting required data from this varied groups tiresome. They have to
spend more time with researcher for sharing inféiona some respondents
are reluctant to answer.

The study was on different categories of produnts the researcher did not
undertake a microanalysis on specific productsapiants.

There may be personality variables or situatioaeldrs that are not included
in the study that may have a significant influenoeconsumption.

The respondents of the study include only consunvarsvisited the store at
the time of survey. Other organized consumers vexauded from the
study.

All the limitations of multi stage sampling techngand random sampling
technique will be there.

However, efforts have been taken by the reseatoh@inimize the effect of

the limitation affecting the findings.
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Chapterisation
The whole study is structured in seven chapters.
Chapter 1-Introduction

The introductory chapter highlights the importangk retail evolution,
retailing and marketing and retailing and consubmmnaviour. It also outlines the
scope, objectives, hypotheses, sampling designceduse of data collection,
variables used for the study, tools of data anslgsd limitations of the study.

Chapter 2-Review of literature

Chapter 2 contains a review of the literature tmedp to the factors
responsible for organized retail growth, and stiumsurganism response model. This
chapter also reviews other related theories ofrosgal retailing.

Chapter 3—An overview of Indian Retail Sector

This chapter provides the theoretical backgrouhdglobal retail scene,
Indian retail, and drivers of Indian retail.

Chapter 4 —Perception Management

This chapter deals with the theoretical backgroohgerception process,
management process, models of perception management

Chapter 5- Data Analysis and Interpretation

Chapter five deals with a brief account of thefipgoof the sample units
followed by analysis and interpretation, and valmaof the model.

Chapter 6- Data analysis and interpretation

Chapter six deals with analysis relating to shopplearacteristics and
evaluations on loyalty and

Chapter 7-Summary, Findings and Conclusion

The last chapter, summarizes the whole stud st findings and offers a
few suggestions.
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CHAPTER II

LITERATURE REVIEW



INTRODUCTION

The purpose of this chapter is to review and clicest® theoretical and
empirical research works in literature in the aommnected with retailing and
consumer behaviour. The research works already oioties area is compiled and

segregated on the basis of its importance.

A considerable number of studies have been coaduat retailing. Some
researchers studied the impact of organized retailnorganized retail sector,while
some others attributed their study to consumergpian and the attitude towards
the organized retailers. Organized retailing igtsmascent stage and the trends are
just setting in. The Indian consumers are in tleegss of grooming. They are yet to
witness the full size operations of the organizect@ as being practiced in many
developed countries. At this juncture, the perspeadf the current research is to
analyze whether the perceptions of the consumersra&nted towards these market
dynamics and adore the organized retail culture Jtady also analyse the reason
for the same. The consumers are in the transfoomatage, so the role of organised
retails in shaping the perception of the consunf@rsurably towards them by the

process of perception management also is anotihgpgeive deals with.

The review of literature in related fields of rasgh help us to acquaint with
the available works in this area, which in turnlvéliminate the duplication of
research and provide valuable information of thealdes to be studied and various
research techniques used. In this chapter a dettaieew of available literature on
the topic is made. The chapter is structuredtimtee sections such as
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1. Factors responsible for retail growth.
2) SOR (Stimulus-Organism-Response) mechanism ietailing
() Stimuli provided by the organised retailers
(I Organism process in the mind of consumers
@ Perception and its management
(b) Emotions
(I  Response
@ Behavioural intentions
Those studies which are not related to the abewtosis categorize as
3) Other related studies.
Factors Responsible for Retail growth

Mukherjee (2010)carried out a study to explore the determinanksnaethe
retail growth in West Bengal and demography wisefgyence of consumers
towards both organized and unorganized retailing aole of promotion in
motivating customers in retail scenario. The figdinof the study mention that
garments and luxurious items like entertainmentmé&alécor and electronic items
are the determinant objects in the growth of orggahi retail market. The
demographic variables like age group and incomemuad customers contribute to
the retail market development. The customer satisia level varies with different

value added services provided by the organizedf@dnorganized retailers.

Shah (2015has identified problems faced by the organizedilest in India
and he tries to develop a framework for analyzimgproblems of organized retail in
India. The in-depth investigation of the consumesigference and behavioural
dimensions revealed that consumer’s preferencertsn@tail format is dependent

on shopping oriented temporal aspects, store atésband situational variables. The
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research output recommends localization as a magketeality instead of

globalization.

Mouha Banerjee (2015)examines the possibility of the integration of
Business Intelligence with Supply Chain Managementenhance competitive
advantage. The study conducted on an Indian retlerating in specific zones of
the country reveals the strong and significantti@iabetween SCM and competitive
advantage and the sharing of information with thepdiers is perceived as an
important dimension of SCM by the retail executivBlse researcher’s opine that at
present the Indian retailers lack necessary ITastfucture platform with the
channel partners for seamless flow of informatidmoreover the fragmented

information environment is not conducive to the lempentation of BI.

Suresh (2012)found that the mall developers have not yet uridedsthe
need of segmentation, targeting and positioninghefmalls. The study examined
satisfaction concerned with five dimensions of malbsitioning such as
convenience, ambience, shopping experience, psopenanagement and
entertainment and the results show that the consymeeeption regarding the
positioning of some of the malls is clear but thee confused to make a clear
distinction between many other malls. There is ek laf clarity among mall
developers regarding positioning and image. Theydamn image building which is
a combination of functional and psychological atites like providing aesthetic
design, range of retail outlets, good ambiencedg®urity and so on. Apart from
this, there is a lack of effort in developing a ifosing strategy. The study states
that, the lack of differentiation is the reasonibhdhncreasing retailer vacancy levels

and reduced shopper footfall.

Arpita Mukherjee (2011) as part of ICRIER project analyzed the impact of
the retail FDI policy on Indian consumers and basedhe study made some policy
recommendations to the Indian government. This papeamines consumers
shopping behaviour across different product caiegpoknowledge of foreign brands
and attitude towards liberalizing FDI in retailhélfactors determining the choice of

modern retail outlets were also examined. The tesubws that the purchase of

76



brands varies across different product categonestlaey opine that both traditional
and modern retailers can coexist in India. Consiari@owledge and the use of
foreign brands are also explored. Majority of tlespondents are in favour of
allowing FDI in multi brand retail. The study recomands that the government
should allow FDI in multi brand retail which willneance brand knowledge and

choices.

Bart Minton (2009) found that almost 10000 farmers in the highlands of
Madagascar produce vegetables for supermarketsuiopgE; small farmers who
participate in these contracts have high welfareremncome stability and shorter
lean periods. He also found a significant effectilproved technology adoption,
better resource management and spillover on thauptivity of the staple crop rice.
The contributions of this study challenge the vighat global supply chains are a
threat rather than an opportunity for the poorasners and countries.

Vedamani (2009)while exploring the commonalities and differenaas
strategies adopted by the organized apparel netaildndia and abroad found a few
common trends and patterns in the evolution of mmga retailers. While the
average store size, numbers of stores per firmvahdnes are already much larger
in the firms abroad, the firms in India do not shawrowth trend to achieve similar
proportions. Customer acquisition, customer origortaand customer relationship
trends are found to be common among both the falonead and those in India. The
factors influencing the growth of apparel retaiinfs abroad and strategies vary
largely from what we see in the firms in India. T8tady shows that the majority of
the companies abroad adopt an “Expand by acquisdéid mergers” strategy for

expansion while in India the evolution of appaeghil firms is by organic growth.

Werner reinarts (2011) tries to explore the retailing innovations in the
context of a globalizing retail environment agaitbe back drop of various
challenges faced by the globalizing retailers istidctive national markets and
broader aggregations of markets such as Mature rdgimgeand Less developed
markets. The study categorize the challenges asuower based, industry based and

legal based and also suggest how these challengesbe transformed into
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opportunities with retailing innovations. The stunlyine that the emerging markets
like India characterized by high consumer pricesgefity, wide income disparity,
retailing innovations like tiered pricing structutkat caters to various income

segments will be successful in this market.

Lina M.Fernadas (2012)in a study on FDI in multibrand retail emphasized
the significant improvement in India’s GDP and @aleeconomic development. The
policy of multi-brand retail by the Indian governmbievould bring improvements in
rural infrastructure, technology, price for agricwdl produce and employment
opportunities. Further it will create more employmeppurtunities for skilled

employees.

Piyushkumar sinha S.G (2012)n a study on the development and growth
of modern retailing states that the functionalcéincies in the supply chain results
in the low prices of products given to consumersthWhe advent of modern
retailing, the emerging markets have witnessedftinetional efficiencies in the
supply chain developments in the areas of techyotoansfer, enhanced quality
levels of produce, products at competitive pridestfer procurement practices and

enhanced employment opportunities.

Babanlal (2015)in his study has basically tried to find out théisfaction
level of customers towards Big bazaar and the emfting factor that drives people
to shop at Big bazaar. He found out that most efcilistomers are influenced by the
offers and product variety in Big bazaar. In addithe found out that the customers

shop more in the Food bazaar and Men’s wear depattim the Big bazaar.

Sunita mall(2010)in a study opines that even though organized|retai
sector developing at a rapid pace it has to focusenon certain issues like
reasonable price, frequent discount etc. The stadgals that most of the people
prefer organized retail outlet due to its producildgy and quality of service
provided and better ambience. The look and locatiothe store do not affect the

consumer but the income level of the consumerahasfect on their preferences.
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Ravi kiran(2011) in another study tries to explore consumers alitu
towards emerging retail formats and propose a framrlke for consumer’s
preferences towards emerging retail formats byntaknto account demography,
product type and product and store attributes tailneg. The result shows that food
and groceries, health and beauty, apparel and |gweind consumer durables are
the fastest growing categories in organized reigiliThe factors that contribute to
retail growth in India are dynamics of demograpdyyble income, urbanization and
internet revolution. Conveince and variety are otagributes for preferring the
organized retailing. Youth in the age group of TBy&ars are interested to visit
organised retail outlets and prefer to visit hypankets and malls for hedonic

perspectives.

Vlachos(2014)in a study opine that through implementation of RFI
retailers and their supplier have access to momurate and more detailed
knowledge of inventory, demand and supply histdnyplementing RFID at the

supplier warehouse and pallet level increases mrgprformance.

Alina (2011) conceptualize retailing business model innovatiera a&hange
in current practices of one or more elements ofahmponents namely, retailing
format, activities and governance with a particidanphasis on interdependence
among these components, thereby modifying thaileet organizing logic for
value creation and appropriation. The study asgbétsboth internal and external
drivers can lead a retailer to innovate on its fess models. One potential internal
driver is customer centric orientation and potdngigternal drivers are changing

customer value and technological development.

Mathew joseph (2008 carried out a study to assess the impact of agen
retail on different sectors of the economy suchassumers, farmers, manufacturers
and its effect on price and overall economic growithe findings show that the
overall decline rate in unorganized employmentiisand the adverse impact on
sales and profit takes place only in initial pesad organized retail entry and then it
weakens overtime. All income groups of consumeveagdhrough organized retail

purchase and its benefit is more to the peopleowfihcome group. Its effect on
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intermediaries is slight decline in turnover anafir Large manufacturers feel a
competitive impact and they respond through bugdamd reinforcing their brand
strength.

SOR (Stimulus-Organism-Response) mechanism in retaig

A study byMehrabian & Russell (1974)was one of the first of its kind to
be based on the stimulus-organic body-response Y 8t@Rry to construct the M-R
environmental psychology model and explore theugrice of the “buying
environment” on customer purchases. The M-R enum@mtal psychology model
suggests that, when individuals face the externalrenment, there emerge two
opposing behaviors: approach and avoidance. Treaspke emotion” and “arousal
emotion” induced by the environment can cause tiséomer to remain longer in the

store and experience a greater buying impulse.

Viera (2013) result supports the generalizability of the resotb S-O-R
stages. In the retail field, research relies on $h®—-R paradigm to explain and
present evidence pertaining to numerous environsmhenes and their related effects
on consumers' responses. The study provides aitgliet summary of the bivariate
findings regarding the antecedents and the consegaeof organism trait (i.e.,
emotions). The study here corroborates the gemahility of the results into S-O
and O-R stages. The authors also confirm the engtilependency in the organism
factor. The results show that the relationship leetwarousal and pleasure was
significant and positive. Both emotions are resgmasfor much variation on
hedonic and utilitarian motivation for shopping. ofisal-hedonic and pleasure-
hedonic relationships have stronger effects froen28 relationships, indicating that
consumer emotions and recreational motivationiopping are strongly associated.

Azeem(2012)through the traditional Stimulus-Organism-Responsadel
tries to explore the consumer behaviour towardothjanized retailer by employing
Structural Equation Modeling. The SEM result confed to the traditional SOR
paradigm; that is the stimuli (store atmospherengnts) have an effect on the

organism (direct effect on both cognitive and d&ffex evaluation towards store),
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which in turn influenced the response behaviouoréstsatisfaction and store

loyalty).

Jacoby (2012) portrays the stimulus-organism-response model as
overlapping circles forming a veinn diagram. Ipresented as seven sectors; sector
1 consists of the environment as encountered byntheidual at a particular point
of time. This includes all external stimuli namegdyoducts, brands, packages and
store environment. Sector 2 has been describedeam where we subconsciously
process incoming stimuli’s, internally activatednsili or both. Sector 3 is
essentially the store house of the individual's gBweoand cognitive systems,
including all retained prior experiences, and inagally referred to as the long term
memory. Sector 4 has been described as a realmewinerconsciously process
stimuli incoming from both sources. Sector 5 camathose stimuli response
connections that fail to register at a psycholdglesel. Sector 6 contains those
outcomes from sector 4 that are not directly vesifal an outsider; Sector 7 consists

of all those responses that are externally detkxtab
Stimuli provided by organised retailers

Larson (2011)tries to explore the extent to which different stglelements
can be used within a retail store and how sensouied can affect customer’s buying
behaviour by creating a multi-sensory brand expegein order to provide sound
recommendations for marketers ’'regarding sensoryketiag in general and
foremost the multi-sensory brand experience ini@adr. The result of the study
shows that it is beneficial for marketers to usdireg elements and sensorial cues as
a means to connect with customers and enhance ¢neational response. In
addition the study found that a combination of $kasorial cues of sight and sound
together contributes to an experience that is pesiand memorable for the

customers.

Dhruv Grewal (1994) studied about how specific elements in the store
environment influence consumer inference about hardise and service quality
and discuss the extent to which these factors reedize influence of store

environment on store image. He tries to evaluate tansumers perceive different
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store environment as prestige or discount dependjpayn the presence of various

environmental factors.

Eric R Spangenberg (1996jinds that subjects in the scented environment
perceived that they spent less time in the stoam tiney spent in the non-scent
condition. Subjects in the non-scent condition @exceived to be spending
significantly more time in the store than they atljudid. They also opine that
ambient scent may lead to an enhanced subjectperiexice for retail shoppers; the
time consumers spend examining merchandise, walitiiges or waiting for help

may be made to seem shorter.

Juping Ho (2010)focused his study on Swedish market by selectingeth
popular multi-brand stores that are normally lodatethe same area near by each
other or in the same shopping Centre. The scatheobtore, the number of brands
and the quantities of the products are pretty sinahd the difference is only in the
store environment. The study tries to evaluate holhrand fashion retail stores
base their marketing strategy to determine theysigal environment merchandising
display and space layout as well as how consumensejve the store image and
generate their attitude and knowledge that evelgtuall dictate and influence their
behavior. MQ, JC and CARLINGS are the typical andstmpopular multi brand
fashion retail stores in Sweden. The observationthese three stores along with
customer interviews, the results have demorstrdahat the marketing oriented
physical store environment by means of interior artkrior visual merchandising

will affect the consumer’s attitude both positivelyd negatively.

Janjaapan semeijin (2004)investigates the effects of store image factors
and perceived risk associated with product attebutn consumer evaluations of
store branded products. The study states that)aj@rg, nourishing and sustaining
a store image can create opportunities to achiéferehtiation. This will help to
sell store brands profitably. The study suggedtedl tetailers should focus on store
image aspects related to store environment, medebamuality and value and

customer services.
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Riteshkumar Dalwadi (2010)found that consumers perceive store layout,
product pricing and store ambience as good at modetiets. The study suggests
that the main factors that retailers need to foates courteous staff, customer
attention, offers and discount, comfort and elegancorder to serve the customers
better.

Souk (2009)dentified three factors related to atmosphere.n\@mience” as
one factor and takes as indicators convenient shgppours, easy to find,
convenience of store location, pleasant dressingso “Physical atmosphere” the
second factor having items loaded are nice windmplaly, attractiveness of store
layout, nice product display in the store and myayed at the stores. Customer
services, Salesperson’s assistance, Store reputatice image and Flexible return

policies are named as the “Customer service” factor

Barry J Babin (2003) suggests that the store color is an important eiéme
in understanding patronage behaviour. However ¢fsionship between color and
purchase intention is not simple but depend considg on other moderating and
mediating factors. The study shows that blue isegaly a ‘safe’ colour scheme
producing few negative reactions. It also suggdéistéd the colours that appear
detrimental to retail performance like orange maydpce positive results if other
atmospheric elements are altered in combinatioh thiém. This view suggests that

consumers do process atmospheric characteristiissi¢eldly more than piecemeal.

Das (2014)examines the factors that influence Indian consisretitude
towards retailers. Results of the study reveals skH-congruity, retail awareness,
retail association and retail perceived quality agmositive influence on the attitude
towards the retailers. In addition attitude towards$ailers positively influence

purchase intentions.

The study classifies the store environmental efémeito three groups by
placing music and lighting as ambient factors, wglodisplay, layout and
organization of merchandise as design factors amdber of sales person, greeting
by sales person and sales persons dress as saa#ddles. The result shows that the

ambient factors affect merchandise and serviceitguialferences and the design
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factors do not influence either merchandise qualitgervice quality inferences and
the prestige social environment enhances subjedésence of merchandise quality.
The study found out that merchandise and serviaditgunferences mediate the
effect of two store environmental factors (ambiéntsocial) on subject’s store

image.

Edward J Fox (2001)defined three sets of variables retailer marketing
policies, pricing, promotion and product assortmenpredict expenditure across
stores. The analysis addresses how factors withihoaitside the retailer’s control
affect store level shopping behaviour decisionse $tudy found that shopping and
spending vary much more across than within formats] that the retailer’s
marketing mix explains more variation in shoppirghaviour than travel time. Of
the marketing mix variables considered the studndbthat expenditures respond
more to varying levels of assortment and promati@m price.

Deepika Jhamp (2012)makes an attempt to understand the relationship
between the choice of retail formats based on modtiributes, store attributes,
consumer demography and retail marketing strategies outcome of the study is
that consumer’s choice for modern retail formatsyvas their income levels
increases. Improved quality, variety of brandspessent of merchandise and store
attributes will attract the consumers towards tmganized store. The retention
strategies, promotional strategies, growth and avgment strategies, pricing and
competitive strategies are the major contributars the growth of organized

retailing.

Arun Singh Lather (2006) observed that majority of the customers do not
look at pricing alone. They are looking for a sengéelonging, a brand of quality
and innovation that they can trust. Further amdwgdifferent indicators, sales staff
is the most preferred criteria for customers toodgoamong different stores. The
study also examined alternatives to discounts wiegyative quality inferences were
likely to occur and it was formed that free giftene effective in increasing sales and
market share. The result also suggests that netaite able to attract more shoppers

through window display and other proper methodgresentation.
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Deep(2013) examines the factors influencing store choiceisi@t and
explore the influence of demographics, occasiorbtgring and product class at the
store on store choice decision variables. The rekea found that demographics
play an important role while choosing a store amel $hopper is very passionate
about the facilities, convenience and store appeardut at the same time is very
price sensitive and looks for a good bargain. Beydinis, consumers behave
differently while making store choice decision teth to different product

categories.

Ronald E Goldsmith (2010) investigates consumer’'s attitude towards
private label brands with the goal of understandiver appeal in order to enhance
efforts to convince more consumers to buy them. §ithdy was conducted among
three product categories like orange juice, ceaadlbottled water. The result shows
that, although a few demographic characteristissrgjuished private brand buyers,
these were not consistent across product categdrieaddition, national brand
buyers saw some of the national brands to be nmedexant to their lifestyles and
needs but the private label buyers saw the prikadtels the same way. Private label
users are more price sensitive and see privatéslaisehigh quality products. This
information can be used for consumer advocatestsupde consumers for using

private label products.

According to Shokathalavi (2010) major features of supermarket that
influence the customers and make it a place oh@ttn are price advantage,
quality, pop display, ambience, variety of prodant also the layout of the store
that determines the bond between the customerhencktailer. He opines that there
is a continuous and significant change in the aggroof the consumers towards
organized retail, from curiosity to attraction a@noim attraction to action. The study
suggest to managers of supermarkets to adopt satmomotional programs and
suitable loyalty programs in order to sustain avaes of competition and enhance

performance.

Thomas reardone (2010)in a detailed case study examined pricing

practices by modern retailers in developing coestand to identify the shopper
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profile especially in its initial stages of diffasi. The important findings of the
study are modern retail in Delhi is growing vergtfaoffering more labeled and
branded food products and more choices than toaditimarkets. The study further
reveals that modern retail at its mere incipiemcéndia sells basic foods mostly at
the same or lower prices than the traditional redaid might thus become an
important contributor to improved food security. whkver, they needed more
improved technologies to deliver quality productsl ahere might be significant
benefits from more exposure to such technologiessiply through increased FDI

in this area.

R Chithra(2013)in a study tries to understand the conceptual freonie of
the retail store attributes, Staff attributes andtemer’'s shopping behaviour among
the customers of retail store in Coimbatore. Tiseaecher observed that among the
store attributes the influence of retail staff e thighest. Accordingly, the study
suggests the marketers to develop a better unddistp of the dimensions of
consumer’s heterogeneity in the realm of salespegsigntation so they can better

manage the customer-salesperson interaction.
Perception and its Management

The phrase ‘"perception management" has often itmedt as
aeuphemisnfor "an aspect oihformation warfaré' A scholar in the field notes a
distinction between "perception management” @udlic diplomacy,which "does
not, as a rule, involvialsehood and deceptionvhereas these are important
ingredients of perception management; the purpose get the other side to believe
what one wishes it to beliewehateverthe truth may be." The phrase "perception
management" is filtering into common use as a synmofor "persuasiori Public
relations firms now offer "perception managemens$' @ne of their services.
Similarly, public officials who are being accusefl shading the truth are now
frequently charged with engaging in "perception aggment” when disseminating

information b media or to the general public.

Although perception management operations arealygicarried out within

the international arena between governments, artdvebe governments and
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citizens, use of perception management technigaes become part of mainstream
information management systems in many ways thatndb concern military
campaigns or government relations with citizenrysiBesses may even contract
with other businesses to conduct perception manageror them, or they may
conduct it in-house with their public relationsfétdhe best medium for businesses
to affect the perceptions of the public is thromgdrketing. To get people to buy
products, marketers must identiffnaedand manage the perception of the public so

that they feel the product will fulfill that need.

Rao (2009)conducted a study aimed at knowing the perceptidriadian
consumers. The crux of the study revolves arourel \thriables that have an
influence in the mind of the consumers and whay feel about the organized retail
activities and their views in general about retgli The findings indicate that
younger generations do accept the shopping mallte m@d major patrons of malls
are high income group consumers, professionalshbarsthessman. The specialty
mall consumers are highly brand conscious than rgéneategory malls and
consumers perceive common meeting points and hargoes as one of the main
attraction to visit a mall and they have negatieecpption with regard to clarity of
information concerning new product entry and distoschemes. The study
recommends to organized retailers that to be catiygeand more attractive in the
market place they should introduce new productsaocontinual basis, making
discount schemes on selected niche products aadinffovative and rare products.

Halderen (2008)studied how the organizations can effectively egprtheir
organizational identity in order to manage positperceptions and subsequent
behavioural intention among the stake holders. Tétigly takes an inductive
research approach and extensively studies the iaegaomal expressions of six large
oil companies in order to identify specific prinigp along which these companies
express their organizational identity. Based onrtsgyhts of this qualitative study, a
model was developed describing four principles @lomhich organizational
expressions can be orchestrated in order to mafeageable perceptions and

behavioral reactions among stakeholders. Then tiy sdeductively tested the
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developed model by conducting an experiment touatalthe degree to which and
how the four identified principles influence staké&ters’ perceptions of and

responses toward companies.

The study has been undertaken among the potantesdtors, applicants and
customers in the oil industry. It shows that, wimlanagers seem to orchestrate their
organizational identity along four expressivenessdiples such as distinctiveness,
consistency, sincerity and transparency, stakeholdeem to perceive them as
mainly three separate aspects of a firm’s orgaiozat expressions. The findings
from study suggest that managers make a managdestction between transparent
and sincere expressions, while the stakeholders trignsparency and sincerity as
one characteristic of a firm’s expressions. In thkissertation, the combined
construct is labeled as ‘sincerity’. Stakeholdgpsrceptions of and subsequent
intentions to buy from, invest in or work for anfirare most profoundly impacted by
how sincere they perceive the organizational idigrékpressions of a company,
although their perceptions of consistency also regtrong influence. Perceptions
of distinctiveness seem to play the least importal& in forming their perceptions
of and behavioral reactions toward a company.

Stupak (2001) suggests that, to properly sequence perceptionshen
academic, small liberal arts college arena, parants students must immediately
recognize that they can and are receiving qualittigammes at reasonable cost in a
caring environment. This can only be accomplishath va well thought out,
systematic, gripping, real team oriented approacperception management. The
college must develop, design and drive a percepti@magement approach that
compliments its culture, size, mission, vision audhority structure as well as its

educational goals, academic objectives and inteligclreams.

Timothy B Kellison (2012) in their study, organizational perception
management is proposed to obtain favourable rederemtcomes for professional
sport organizations. The desired voting outcomesméwork is presented;
illustrating that effective organizational percepti management can interrupt

anticipated no-voters decision making processex]iig to a reconsideration of
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voter’s judgments. The desired voting outcome fraor& is elucidated using four
components of organizational perception managemnié perceptions, symbolic
actions, spokespersons and audiences as a guidepten includes perceptions of
organizational images, reputations and identitiesir primary forms of symbolic
actions —verbal accounts, categorization or lagelgymbolic business behaviours
and the use of physical markers- are employed lgarozations to manage
perceptions. The third component organizationalkepperson conveys symbolic
actions to organizational audiences. The fourthpamment, external audience groups

include the general public, customers, competiaois activists.

Brockelman (2003)explores how positive self-perception and negatrati
strategies are adopted by disabled persons to eedlegative perception of others
about their disabilities. Findings reveal thatf-pelrception as well as perception of
others does not appear to be linear or sequemtia. distinct themes emerged from
the data. The first describes how participants egwhemselves and their own
disability and the second relates to how studerdasaged other’'s perceptions of
them and their disability. The participants in tlsidy expressed a number of
concerns about the perceptions of others. Analysigeals that perception
management is a sophisticated strategy used tonmzminegative consequences

while assessing appropriate accommodations.

Ondercin (1974)designed a study to assess the effects of difféypes of
stimuli on the visually evoked response and itatr@hship with intelligence. Four
stimulus conditions such as flash, check board,dvwanrd nonsense syllable were
used. It was found out that the highest and thgekdrsignificant correlation with
intelligence occurred under the flash condition #mel fewest under the word. The
result suggests that the ongoing cognitive processewell as underlying neural
organizations are reflected in the VER. The retatiop of attention and arousal to
the correlations between the VER measures andigetiete was discussed in terms

of different stimuli condition and intelligence tes

Elsbach’s (2003) organizational perception management is desigmed t

influence the perception of the organization asatity. Such perceptions include
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organizational images, current perceptions of iegity or trustworthiness,
reputations and identities. This research compihesse three perceptions along four
dimensions of organizations like primary perceiyelsfining categorization, their
typical endurance and specificity. This paper idiest both internal and external
audience of organizational perception managememt famdings suggest that
organizational perception management involves a&ideration of unique strategic
issues. The key to successful organizational p@oepnanagement starts with
recognizing how different types of triggering ewgribcus audience attention on
specific forms of organizational perceptions anelcfr strategic issues (i.e., coping

with audience conflicts,co-ordinating multiple spskersons).

According to Dearth (2002)the broadest sense perception management is
about “shaping the information environment”. Psyobaal operations and
deception might aid in shaping the concept of imation environment. It is not
always easy to accomplish, but the concept is wedkerstood by allied commanders
and staff. In shaping the information space onetrhase convincing or at least
sufficient political, economic and military poweo &s to command attention. The
softer elements of power like psychological operai public affairs, political
persuasion through public diplomacy, deception eowkrt operations will play a
paramount role. Perception management mechanisordar to be effective, need
to be applied synergistically and as appropriatéth véach other and with more
tangible political, economic and military elemenfspower in order to magnify the
effects of each and to satisfy strategic, operaticand tactical objectives and

purpose.

Taylor (2002) tells about propaganda. It is a process of persnagesigned
to benefit its originator. It is any informationdeia, doctrines or special appeals
disseminated to influence the opinion, emotiongituaie or behaviour of any
specified group in order to benefit the sponsohegitdirectly or indirectly. It
therefore remains a value neutral process; whéthern fact a good or bad thing
would more profitably be examined by reference hbe tintentions of those

originating the messages.
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Garfield (2002) opines that perception management has only recbetn
adopted as a post-cold war term variously usederribe a range of activities
including military deception, psychological warfaf@SYOPS) propaganda, media
generation and public information. It is generaligwed as one of the key elements
of the relatively new concept of information wadgaoperations, along with other

activities such as computer network attack andrmédion insurance.

E Ronnie M Johansson (2003yiew perception management activities
include reasoning about information request forautyihg mission and situation,
ranking the importance of them, realtime distribatiand adoption of perception
tasks through co-operation or negotiation amongsaet agents. Further it also
includes management of other data acquisition ressuproactive deployment and

planning of resources according to predicted sinaendency.

Eric C Anderson (2009)addresses the main issues highlighting china’s
cultural inclination to deception based on examfdem history and the structural
process the Chinese used to target the percepfiotmeo foreign observers in
peacetime and of the enemy commanders in wartiméd Chinese perspectives,
strategic deception, stratagem and perception neamaigt target the human
intellect, seeking to exploit psychological predispions and influence foreign
analysis and decision making, whether these &esvioccur on the high tech
battlefield, intelligence agencies or at the highegels of government. Shaping or
manipulating these elite perceptions can provideacla competitive advantage in
the struggle among global powers to further thdiectives. The study opines,
deception techniques used to gain victory initiadigplay some weakness to the
enemy and only afterwards do battle and stratageninaovative schemes or
manipulative strategies often employ deception éadl the target to do as the

originator of the stratagem desires.

Pounds (1988)suggest that perception management approach casdae
along with traditional operational management téml provide consistent high
guality services to their customers. As part oesegning the ATM lobby, the study

is concerned with how customers would perceiverie service delivery system
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and offer some methods to improve these perceptisitisin the operational
constraints of the system and suggest some pesoeptanagement solutions in
order to improve consumer’s experience with newbyoblr'he most compelling of
this are: installing televisions above the ATM’s distract customers in line,
installing mirrors to allow the customers enteritogy view and compare all the
gueues at a glance, designing customer flows tonihenum interaction by placing
cash machine closer to the entry. These recommendaall could improve the
perceived and actual functioning of the new lobby.

Martemuni (2007) paper attempts to probe the use of informatiorezheht
of power at the time of conflict in the U.S govermmh It is possible to have inter-
agency coordination, clear strategic direction emegrated and effective perception
management operations in support of a larger, edhifoerception management

campaign.

Dermer (1972)tries to determine the role of an individual’'solerance of
ambiguity in the amount and type of information perceives to be important in
performing his job. Ambiguity is defined as an uriamty in meaning and situations
which are completely new give rise to many new gcues which causes
contradictory cues that are categorized as ambgysduations. The study found
that individuals intolerant of ambiguity indicatepeeference for more information
and information for which more certainty can beaelted than their ambiguity

tolerant colleagues.

Palmer (2004) seeks to evaluate the dynamic process of inteeactiv
organizational stakeholder relationships and thections and magnitude of the gap.
This model focuses on the relationship audit tmavigdes a relationship between an
organization and all of its customers/stakeholdenéch involves the concept of
expectations and perceptions in relation to théopmance. A positive performance
gap indicates that the organization may lead tleke$iolders by raising the
importance of the issue to them; a negative gajganes that either more resources
should be allocated to help to meet the stakehaapectations or stakeholder’s

expectations should be lowered. Stakeholder relship index is used to indicate all
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information as an aggregate assessment of théoredhtp between an organization
and its stakeholders and is derived from a comignabf importance and

performance ratings.

Peter L Block and Marsha (1983)defined browsing as the examination of
the stores merchandise for recreational or infailemat purpose without a current
intention to buy. The result indicated that thevahce of browsing category reflect
through word of mouth advertising and impulse pasihg. The researchers suggest
that consumer’s propensity to browse is subjeciproduct category and store

influences.

Kristina 2 Backstorm (2006)investigates the substance of arguments about
an experience-oriented economy and experiencergg&kinsumption in retailing.
The study employs a case study research approdctiten Critical Incident
Technique. The researchers show how retailers #isaweonsumers relate to in-
store experiences. The results point out that leesaiuse ever more advanced
techniques in order to create compelling in-stotigeeiences to their consumers. In
contrast, the depiction given by consumers revibalstheir in-store experiences to a
large extent are constituted by traditional valsesh as the behavior of the
personnel, a satisfactory selection of products amalyout that facilitates the store

Visit.

Wilson’s (2012)study is based on some important service gap pescfs
identified in various past researches namely, emtieas of the customers, right
services design and standards, and matching pefa@nto promise, etc. It is
identified that there exist the difference betwées service expected by customers
and the service they actually receive. Further thentified that some retail outlets

do not have proper service design.
Emotions

Backley (1987) stateghat both affective and cognitive components eelat
with store atmosphere. The affective components @easure, arousal and
dominance. Cognitive component is the informatiate r(novelty, variety, density
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and size).The result reveals that concrete stimilcolour, music and crowding
influence the affective dimensions and displayssigave an influence on cognitive

dimensions.

Soocheong Jang (2009g¢xamines the way in which emotions mediate
between perceived quality and consumer behaviatettion. The mediating effect
demonstrates how consumer perception of atmosgmel¢he service affects his or
her behavioural intention via the creation of peseitemotions. The result also
empirically supports that emotions have a strongitpe indirect effect than the
direct effect from atmospherics or services on behmal intentions.

According to Nina Michael duo (2011)store environmental cues and
marketing stimulidifferentially affects emotionss avell as the two customer
outcomes (satisfaction and loyalty). The study dirttiat while pleasure affects
satisfaction, arousal does not and clarifies theliatimg role of both arousal and
pleasure in increasing customer satisfaction apdltip Pleasure assumes a central
role in mediating the relationship between fouth#f five store choice cognitions (in
store music, in store aroma, merchandise qualgyice quality and marketing
outcomes).Arousal, on the other hand, pays a mediatle only between two store

related cognitions (in store music and price andketang outcomes).

Bellman’s (2007)study supports the validity of the existence o&vels of
emotions which need to be measured in two diffevesnys. Type 1 emotions (el)
are instinctive reactions that vary continuouslg @an be measured on continuous
scales. There are basically two dimensions of typeemotions, pleasure
(pleasantness-unpleasantness) and arousal. Inasgntype 2 emotions (e2) are
extreme states of type 1 emotions that individieege learned to associate with

different cognitive appraisals and can apply birgsgroach of measurement.

Fransesco Massara (201@valuates the effects of matching or mismatching
appraisals on the judgment of emotional dimensa@nsonsumers in a virtual store
environment. The study reinterprets arousal andi@mse, the two dimensions of
pad model as appraisal dimensions (affective egpeal). Appraisals were
manipulated by combining two goal conditions (gspécifity Vs goal ambiguity)
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with two levels of store arousal (high Vs low) tm@uce four separate hypothetical
states: hedonic fittambiguous goal and high argusktarian fit(specific goal and
high arousal),rational control (ambiguous goal dod@ arousal) and emotional
submissiveness(specific goal and high arousal)rékalts unveil when perceptual
and cognitive appraisal matched (i.e., hedonictiitawian fit) participants judged
pleasure to be significantly greater than when etgtions mismatched(i.e., rational
control or emotional submissiveness). The studyeypids the role of affective
expectations concerning arousal and dominancestisrag determinant of consumer

predisposition towards the environment.

Morris B Holbrook (1993) examined the connection between emotional
responses and listening receptivity to music. Thalys used the affect grid of
Russell, Weiss and Mendelsohn to judge a set ofaalustimuli as varying widely
in pleasure and arousal. The result shows thatdogio)strongly affect arousal, that
is listening time follows a non-monotonic relatishich peaks at intermediate levels

of arousal and that these peaks shift from lefigbt as pleasure increases.

Richard michon (2008)investigate the moderating effects of ambient odors
on shopper’'s emotions, perceptions about retailrenment and perception about
product quality under various levels of retail dgnsr'he context for the experiment
is a real life field location in a community shopgimall. The pleasing ambient
scents are hypothesized to positively moderate g perception of their
environment. The result shows that the relationbleigveen ambient odors and mall
perception adopted an inverted U shape. Ambientrsogmsitively influence
shopper’s perceptions only under a medium densdation.

Astrid Kusumo Widagdo (2011) found that positive emotional states
affected the shopping response of customers adatiegomfortable in the store and
spend more time by viewing the variety of produEtsither the study also revealed
that internal emotional states of employees wefiextdd by the stimuli, which mean
that a store atmosphere that was conducive to wonlkributed to the employee’s

ability to provide their maximum service.
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Nancy M Ridgway’s (1990)study reveals that arousal appears to play a
somewhat more significant role than pleasure ierd@ning the approach avoidance
response. In addition, consumers experiencing pigasure or high arousal do not
differ significantly in their market patronage belwas (dollars spent and chances of

returning to the market).

Ruth Belk Smith (1993) suggests that the retailer can seek methods to
enhance consumer moods in order to induce apptzeltdvior, such as enjoying the
shopping experience and the desire to return. diitiad the store atmospherics such
as design of building, aisle lay out, colours, $s@md sounds can be manipulated to

influence consumer mood.

Attway (2000) studied the impact of environmental influence loa $hare of
customer a retailer acquires. The result suggbatsthe retail atmosphere can be a
useful tool in building the relationship with custers and also indicate the
important role of perceived shopping value in medgathe relationship. Overall,
the positive impact of store atmosphere on purchakaviour supports the retailers
for investing valuable resources in the physicagbiteh in the hope of altering

consumer feelings.
Behavioural Intentions

Gounaris (2006) investigates the role of trust and commitment ba t
behavioural intentions of the corporate clientpifessional service providers. The
role of service quality and of an integrated bogdstrategy was also examined as
trust antecedents. The findings would seem to sidhgat trust and commitment are
indeed two important notions that cause corporaémts to uphold a relationship
with their providers. Furthermore, trust precedss development of commitment
and continuance commitment has significantly ddfereffects on the behavioural
intentions than affective commitment, which createsfavourable behavioural

intention while continuance commitment has an oppasfect.

Amber(1999) extend the original work of Moorzman, Zaltman and

Deshpandes by supporting the general hypothesefotigaterm relationships have
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negative impact on service use, which dampens riadt of trust. The result
reveals that neither opportunism/loss of objectivior rising expectations is a

mediator between trust and relationship constructs.

Robert W Palmatier(2000) hypothesizes and tests the role of gratitude
(both affective and behavioural aspects) as a ngssiediator for the effects of
relationship marketing on performance outcomesligata trust and commitment.
They propose and empirically demonstrate that taitbctive and behavioural
aspects of gratitude are important mechanisms fmlerstanding how and why
relationship marketing influences seller’s perfonoa

Robert N Stone (1999)inds out that it is strategically sound to vieW a
interactions with customers as relationships imtévas. It is the intensity of the
effort put into the relationship that should detgrenwhere the relationship falls on

the relationship continuum.

Heiner evanschitzky (2006) explores the impacts of affective and
continuance commitment on attitudinal and behawablayalty in a service context.
Since affective commitment is more positive and eyaed by free choices and
continuance commitment is more the result of pesmki economic and
psychological benefits of being in a relationstiig result of this study suggests that
emotional bonds with customers provide a more endusource of loyalty as

compared to economic incentives and switching costs

Fullerton (2003) demonstrates that committed customers are lesly like
switch than consumers who lack commitment to thgamization. Affective
commitment would seem to be more powerful deterntired customer retention
than continuance commitment. The result of theysgitbws the positive impact of
affective commitment on customer citizenship bebaguch as advocacy and also
indicates that commitment has a positive effectcostomer willingness to accept
the increase in prices. The study recommends masage adopt relationship
management programs that build identification ardhred values based on
commitment and support is likely to be more effextihan programs emphasizing
bondage and switching cost.
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Hunt (1994) explores ten forms of relationship marketing. Ttiegorize that
successful relationship marketing requires relatgm commitment and trust as key
mediating variables using data from automobile tetailers. The result indicates
that both commitment and trust are important fohie@dng co-operation. The

parameter values suggest that trust has stronfjest. e

Rocereto (2007)found that within the context of each store typelf-
concept/brand image congruity has a greater immpathe mediating variables, trust
and brand commitment. The results of the Gap miedelal that trust is a favourable
outcome of self-concept/brand image congruity angstt mediates the self-
concept/brand image and retail store loyalty refeghips. It is highly probable that
the consumer- brand linkage is more valued tharcdingumer- store image linkage.
Further, the strength of the effects of each cahgrwariables was greatly
diminished in a multi brand retail setting as coneplato a brand-specific retail store

settings.

Mark S Johnson (1997)using the structural equation analysis, analyse th
relationship of satisfaction, trust and commitmdnt component satisfaction
attitudes and future intentions of the customersadlew York off broadway
repertory theater company. For the low relationstemers (individual ticket buyers
and occasional subscribers), overall satisfactsothe primary mediating construct
between the component attitudes and future intestid-or the high relational
customers (consistent subscribers), trust and ctment, rather than satisfaction,

are the mediators between component attitudes amtigse intentions.

John P Meyer (2002)conducted meta-analysis to assess the relatiooagm
affective, continuance and normative commitmenth® organization. They find
that the three forms of commitment are relateddysinguishable from one another.
Further, all three forms of commitment related niegdy to withdrawal cognition.
Affective commitment had the strongest and mostofable correlations with

organization relevant and employee relevant outsome

Fullerton (2005) found that affective commitment and continuance

commitment are mainly partial mediators of the menquality-loyalty relationship.
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In addition, affective commitment to the retailexrsha positive impact on customer
loyalty while continuance commitment in marketinglationship has a deterious

effect on customer loyalty.

Harvir S Bansal (2004) studied the role of commitment in customers’
intention to switch service provider. The findingsveil that the commitment to
one’s service provider can be desire based, cesgtidbar obligation based. All three
bases of commitment are negatively related to swwite intentions. The relations
between affective commitment and switching intemi@are mediated by normative
commitment (feelings that one ought to stay). Careng may feel an obligation to
stay with a service provider because of the pasiixperiences they have with that

service provider.

J M Labeage (2007)examined the existence of store brand loyalty of
Spanish consumers in the purchase of laundry dmierghe study suggests that
store brands will help to obtain loyalty towardsarer. By leveraging this they can
launch strategy of market segmentation and cawdote premium quality, high
value added store brands targeting less pricetsansustomers. Through this they
can retain margin and increase loyalty and alsengthen retailers negotiating

position vis-a-vis manufacturers.

According to Jill Sweeny (2008) indicates that the two experiential
constructs brand credibility (representing trustivimess and expertise) and
satisfaction (Summarizing customer consumption egpee overtime) influence
loyalty and commitment (psychological attachment aitesire to continue the

relationship in the future).

Cinely lombart (2008) examines the impact of retailer personality on
consumer’s satisfaction and loyalty to the retailehe study showed that four
personality traits directly and positively influensatisfaction and attitude and also
have an indirect positive influence via satisfactan attitude and future behaviour

intentions.
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Mittel (2013) classifies the customers of organized retail osithest loyal and
non-loyal shoppers, based on demographic profite slmopper behaviour. He uses
six predicator variables such as Price, Service,@Ganvenience, One stop shopping,
Ambience and Sales personnel to predict store tppydlhe study found that
housewives (homemakers) and retired individuals likely to be store loyal.
Shoppers with lesser incomes and lesser educati@tsl are also likely to be store
loyals. On the other hand, store non-loyals aretiady to be males across all age
groups. They are generally self-employed or iniserer students. Store non-loyals
are also comparatively better educated and havieehigicome (more than Rs

20,000). They also spend less on groceries and fealar trips to the market-place.

Kirk L Wakefield (1998) studies the relationship between three factors
(tenant variety, mall environment and shopping Imement) on shopper’s
excitement and desire to stay at a mall. Resultsvstinat the three factors have

differential influence on excitement and desirstey.

F Robert Dwyer (1998)proposes a five phase model by which relationships
are formed in buyer-seller exchange and also stgyghsee facets of managing
buyer- seller relationships. Five general phasestified in the study are awareness,
exploration, expansion, commitment and dissolutieach phase represents a major
transition in how parties regard one another. Awass relates with feasible
exchange relationships, exploration refers to $ean trail phase, expansion phase
enunciate continual increase in benefit obtained dxchange partners and
commitment is an implicit or explicit pledge of agbnal continuity and the last
phase indicates the possibility of withdrawal osetiegagement. Disengagement is
not a reversal of the process, it may be complekcarstly and also a poor strategic

marketing process.

Robert W Palmatier’s (2000) hypothesized that the feelings of gratitude
seems to be an important mediating mechanism talgs hto drive relationship
marketing outcomes, in addition to trust and commaitt. The study reveals that the
increased levels of gratitude boost judgment o$tirwhich implies an additional

indirect effect of gratitude on purchase intentitmeugh commitment.
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Frank (2000) investigates consumer cognitions, affect and report
behaviour towards pioneer brands which is explaibgdconsumer’s favourable
perceptions about pioneer brands. In addition alairty is found between pioneer
brand image and individual ideal self-image whiciggests that an association or
desire for consistency between the two may be anakplanation for favourable

attitude and positive purchase intentions towardsger brands.

Amine (1998)opines that brand commitment should be viewed ag fon
and persuades to achieve long run competitive adgan The task of managing
loyalty could be performed by turning communicatiefforts into cognitive or
affective sources of brand commitment. Promotiaitdrts are likely to be used as
a strategic tool to improve customer’s commitmemtthhe brand and therefore
enhance their retention overtime for specialty bopping goods which need
extended decision processes.

Bloemer (2002)assess some disregarded antecedents of storadatisin
terms of store image, positive affect and consuml@tionship proness. Further the
study focus on trust and commitment as mediatorsatéfaction and loyalty. The
research reveals that store image, positive affiedtconsumer relationship process
proness do have a clear yet different impact onessatisfaction. They find that
consumer’s conception of pleasurable fulfillmentsbiopping experience is a pre
requisite for trust and consumer’s confident belrefretailer's honesty leads to
commitment. Then the customer feels that he isragidamily. Being a respected
stakeholder, consequently store loyalty will be resged by word of mouth and
price insensitivity. The result implies that commént should be the ultimate goal.

Tim Botger (2017) introduces the concept of customer inspiration as a
customer’s temporary motivational state that ftatdis the transition from the
reception of a marketing-induced idea to the istdnpursuit of a consumption-
related goal. The authors develop and validatatéen-customer inspiration scale
that consists of two states (inspired-by and imgpto states). Empirical results
reveal sound psychometric properties of the sclmonstrate its unique position in

relation to established marketing constructs, amgert experimental and predictive
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validity. Applying the scale in marketing practioffers a new way for firms to
increase demand, motivate customers’ exploratidmayier, and build customer

loyalty.

Subir Bandopadyay (2007unveils the fact that non-users may have strong
positive attitudes towards the brands. They maybogt a given brand for several
reasons such as non-availability of the brand @&ir timarket or lack of awareness of
the brand. The researcher segments the custontersirigle user, multiple user and
non-user categories. It also helps brand managerdevise segment specific

marketing strategies.

Barghavi (2011) considered five SERVQUAL dimensions for the study
influencing customer satisfaction and repurchasmiions. Further, the influence of
dimensions of service quality on customer’s loyakltyalso assessed. The result
reveals the influence of perceived quality of taieg and perceived reliability
dimensions of SERVQUAL on overall customer satisfac and repurchases
intentions of customers. Perceived responsiverasssirance and empathy at retail

outlet also shows positive influence on customers.
Other Related Studies

Braun, Hadwich and Bruhn (2017) empirically examines variations of
Customer Engagement (CE) types and their effectsingportant relationship
outcomes, namely, product/service quality and eustaetention. The study results
indicate that the consequences of CE differ betwten categories: CE object
(product supplier and service provider); CE reafom driven, customer driven
and third-party driven CE); and CE focus (valueatimn firm-focused, and
interaction customer-focused CE). The findings mak®ubstantive contribution to
CE research, since ideas are provided about howg foan utilise different CE types

to enhance product/service quality and customentiein.

According to Ramachander (1988)the aspects of consumer behaviour
most relevant to marketing decision making may beadly devided into three

categories, such as the process of brand choideasion making behaviour and so
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on, the responses to marketing stimuli or effe€tsuwltiple forces of input such as
advertising exposure, pricing, packaging and therjay of variety of intervening

variables such as perception, learning, memorit alwell as cultural conditions.

Vanessa Jackson (201lgxamines attitude towards mall attributes and
shopping value across gender and generational tdhoe result shows that there is
no difference in hedonic and utilitarian shoppirgues by generational cohort.
However, there is a generational difference irtiaté towards mall hygiene factors,
locational convenience and entertainment featuid® result also shows that
females derive greater levels of hedonic shoppelge/from a trip to the mall and
more positive attitude towards mall hygiene factangl entertainment options in
comparison to males. No difference in utilitariahogping value and attitude

towards locational convenience are found betwednasrand females.

Shelja Jose Kuruvila (2010)ontributes to literature by evolving a typology
of shoppers. The cluster analysis indicates theemee of mall enthusiast who is
pro-mall in every way. The price conscious conswwdno like the mall but not the
prices.The traditionalist who are moderate malitets.The disinterested shoppers
who are well off but not interested in malls anoghing. The aspirational shoppers
who will tend to grow into mall enthusiasts if thggin higher disposable income.
The student shoppers who are at present mostly omindhoppers, and the
experience shoppers who love the mall experiendeabel not very productive
customers. The study suggests that using cleatiguaeg strategies, malls can
differentiate themselves.

According toSinha (2003) onthe basis of shopping orientation, consumers
can be segregated as those who take it as antpetind would like to avoid it and
those who find it as entertaining and are highlolaed. The two segments of the
Indian shoppers are found to be different in teofnthe SEC, gender, and the value
of the product bought. They found that the fun flewp tended to visit the new
format stores.

Weitz (2006)states that task oriented consumers view shoppintagly as
a means for obtaining a needed outcome (Produwicseeor information) and wish
to complete their shopping as efficiently as pdssitiherefore task oriented
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consumers find high arousal retail environmentsb& unpleasant. Conversely,
recreational consumers derive inherent satisfadtiom the shopping activity itself

and therefore like high arousal retail environménat creates rich shopping
experiences. He also suggest to the retailergftbastomers are predominantly task
oriented, they should use store designs with lésmsdard colours and the stores
should have a simple layout and merchandise prasemt He further adds that

when customer’s dominant motivational orientati@mies in time, only the variable

elements of store environment such as backgroursicnoan be changed.

Marion Garus (2015) develops and empirically tests a conceptual
framework comprising the relationship among thees&nvironment, cognitive fit,
retail shopper confusion and shopping values. fdgsarch provides a holistic view
of how consumers perceive and process store emwents, by advancing the
classification of the store environment throughiemmental properties. The four
environmental properties such as variety, compfeaitd conflict of ambient design
and social factors constitute the confusion po&twmti store environment. The study
found that cognitive fit directly influences hedorshopping values. Retail shopper
confusion mediates the relationship between cognifit and utilitarian shopping

value.

Editorial (2009) understanding the complexities and dynamics of
consumer’s responses and behaviours is vital. Edpyebow consumers process
information and how such processing affects seangilgduct evaluations,
behavioural intentions and choice. They opine cuyeof search (time v/s money)
moderates the relationship between search costeardh benefit and willingness to

search.

Singh (2014 )states that assortment planning in a retail craaimely depends
on the estimation of demand of various productseuednsideration. Knowledge of
the true demand rates and substitution rates isrpt for the retailer for a variety
of management decisions such as ideal assortment, rhuch items are to be
stocked, and how often the stock should be regiedisThe study checked the
validity of the demand models viz., space elasémand and multi nominal logit

models. The result obtained from the work indicaled both the models are valid in
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Indian context. However, the space elastic demaadeinis forecasting better than

MNL model for both the product categories.

Paul (2011)tries to apply an explorative approach, investigatiifferent
dimensions of supply chain affecting the overalif@enance of retail organization
from both retailer's and supplier's perspectivee®tudy strongly put forward the
findings to retail operation managers to relookirtleipplier-retailer integration

process through effective implementation of infotiovatechnology.

Richard Parker (1997) concludes that marketer who wishes to establish a
relationship with consumer must first determine witcast a given consumer
segment is most willing to incur and which functabractivities he is desired to
achieve. If consumers become more conscious ofbeostfit trade off, marketers
must respond with innovative cost minimizing as Iwat benefit maximizing

options.

Harey’'s (2007) study offers a relational framework to conceptyall
organizethe multitude of variables and empiricalpport it to demonstrate how
customer commitment can be both built and mainthinethe requisite convergence
of economic and social resource drivers. The resufjgests that, investing in
resource drivers especially to building strongerpocate brand reputation and

confidence benefits contribute more to customerragment.

Arnold (2000) observes that customer loyalty to the sales penssrstrong
and positive effects on the salesperson and stoed butcomes of word of mouth,
competitive resistance and share of purchaseso@ysing on such relationships as
well as ensuring qualified and satisfied salespeomdtail firms can benefit and

better differentiate their offering in a highly cpstitive retail market place.

K Douglas Hoffman (2002)proposed and discovered that atmospherics
increase the number of search attributes, fa@lissrvice quality perceptions and
decrease perceived risk prior to purchase. Durimgsemption atmospherics can
provide informational cues that assist consumers silecting appropriate

behavioural scripts facilitate the flow of servidelivery process and play a critical
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role in forming customer satisfaction evaluationy managing consumer

expectations and perceptions.

Levey (1973)argues that buyer-seller relationship in markendsation is
based on mutual benefit rather than conflictualleBeshould attempt to minimize
company policies and practices that create buyestrition and limited supply
situation and also preferred clientele situatiomusth be avoided. Further they
should learn to handle more effectively the growisgphistication and
aggressiveness of buyers in pressing their claBysthe same way token buyers
should learn to handle the growing sophisticatibsedlers effectively.

Chech peng hin (2009)ndicates that satisfaction is determined by servic
expectation directly and indirectly via the medati of service confirmation.
Management should learn customer’s customer dadhakling. Management can
identify customer’s expectation and perceived servperformance ultimately

constructing loyalty.
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CHAPTER Il

AN OVERVIEW OF
INDIAN RETAIL SECTOR



After analyzing the academic work already don#hanfield, it is appropriate
to provide a theoretical background about the stlithis chapter is devoted for this.
The present chapter provides an overview of Distitim management, unorganized
and organized retailing, global retail, and retail India, evolution of Indian
organised retail, drivers of retail growth and FDtetail.

We bought almost all things for household use sagHood, clothes etc.,
from the retail stores. Goods manufactured at dagepwill be available globally,
through these retail stores. In the distributioaroiel, they occupy a middle position
that is why they are known as middlemen or interiamyd They receive goods from
producers or wholesalers and pass it on to cussn$ar, before discussing about
the retailing let us have a look at the flow of ofemdise through these channels of

distribution and the management of this distributio
Distribution Management

Distribution is a vital element of the marketintam It affects every other
element of the marketing mix. The channel of disttion is very important to the
producers and consumers. It brings maximum proféllt the institutions concerned.
P. Drucker (1970) has rightly observed:

Both the market and distribution channel are ofteore crucial than the
product. They are Primary, the product is secondarghannel of distribution for a
product is the route taken by the title of goodsh&ey move from producer to the

ultimate consumer or industrial user.

The American Marketing Association defines disitibn channel as:
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“The structure of intra-company organization uamitel extra company agents
and dealers, wholesale and retail through whichoengodity or service is

marketed.”

The role of distribution channel management hasegha wide-spread
attention in both manufacturing and service orgations over the past twenty years.
Faced with falling profit margins in an increasygtompetitive environment,
organizations looked at the distribution channeicfion as a principal source for
reducing costs and raising return on their investm€&€oday distribution channels
are still looked upon as a major source of potérmist reduction. However as
organizations have realized that their ability tompete is highly dependent upon
providing quality customer service, distributionadnels have reached a new level
of significance. Distribution channel managemera @ime contributor to customer
service through its impact upon corporate imagedpct availability, and price

competitiveness (Rosenbloom, B 1999).
Distribution process

The four stages of distribution process are degiat the figure:

Figure 3.1Distribution Process
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Goals of various parties are considered as inputs tovddee chain and value

delivery chain.
Value chain and value delivery chairare parallel processes.

Total delivered product is the actual result of the value chain and valekvery

chain.

Level of satisfactionis based on the perceived value received fronvahge chain

and value delivery chain.
Importance of Physical Distribution

The importance of physical distributionto a compacan vary and is
typically associated with the type of product ame trole it has in customer
satisfaction. Strategically staging products inakimns, to support order shipments
and coming up with a rapid and consistent mannerdee the product. This enables
companies to be successful in dynamic markets (&e@erman, 2007). They

perform some important functions to the producer.
Functions of Physical Distribution
The key functions within the physical distributisystem are:

Figure 3.2Functions of Physical Distribution

Information

Distribution
Channel
Functions
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Some of the important functions of a good marketinghannel are as follows:

Marketing channels serve many functions includirtdity creation and

facilitating exchange efficiencies.

Although some of these functions may be perforrogda single channel
member, most functions are accomplished througtn otdependent and joint
efforts of channel members. When managed effegtiible relationships among
channel members can also form supply chains thaeflieall members of the

channel including the ultimate consumer.
1) Information Provider:

Middlemen have a role in providing information abdhe market to the
manufacturer. Developments like changes in custateerography, psychography,
media habits and the entry of a new competitor ereev brand and changes in
customer preferences are some of the informatiah @b manufacturers look for.
Since these middlemen are present in the markee jglad are close to the customer

they can provide this information at no additiooast.
2) Price Stability:

Maintaining price stability in the market is anethfunction a middleman
performs. Many a time the middlemen absorb an as&en the price of the products
and continue to charge the customer the same we. grhis is because of the intra-
middlemen competition. The middlemen also contaliotprice stability by keeping

his overheads low.
3) Promotion:

Promoting the product/s in his territory is anothfenction that the
middlemen perform. Many of them design their owthesancentive programs,

aimed at building customers traffic at the othetteis.

120



4) Financing:

Middlemen finance manufacturers’ operation by ptmg the necessary
working capital in the form of advance payments ¢mods and services. The
payment is in advance even though the manufactoagr extend credit as it has to
be made even before the products are bought, catsand paid for by the ultimate

consumer.
5) Title:

Most middlemen take the title to the goods, sewiand trade in their own
name. This helps in diffusing the risks between thanufacturer and the
middlemen. This also enables middlemen to be irsighYy possession of the goods

which in turn enables them to meet customer demaatite very moment it arises.
6) Help in Production Function:

The producer can concentrate on the productiorctiim leaving the
marketing problem to the middlemen who specialinethe profession. Their
services can be best utilized for selling the podbdu

7) Matching Demand and Supply:

The chief function of intermediaries is to assemmtile goods from many
producers in such a manner that a customer can pakbases with ease. The goal

of marketing is the match of segments of supply@emand.
8) Pricing:

In pricing a product, the producer should invite tsuggestions from the
middlemen who are very close to the ultimate userd enquire what they can pay
for the product. Pricing may be different for difa@t markets or products depending
upon the channel of distribution.
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9) Standardizing Transactions:

Standardizing transactions is one another functibmarketing channels.
Taking the example of the milk delivery system, thistribution is standardized
throughout the marketing channel so that consumiersot need to negotiate with
the sellers on any aspect whether it is the pacntity, method of payment or
location of the product. By standardizing transati marketing channels automate
most of the stages in the flow of the products frtme manufacturer to the

customers.
10) Matching Buyers and Sellers:

The most crucial activity of the marketing chanmeimbers is to match the
needs of the buyers and the sellers. Normally, reel¢rs do not know where they
can find potential buyers and similarly buyers da know where they can meet
potential sellers. From this perspective, the afl¢he marketing channel to match
the buyers’ and sellers’ needs become very vital.xample, a painter of modern
art may not know where he can reach his potentistioeners but an art dealer would

surely know.
In addition, they perform the following functions.

. Marketing research: Distribution channels can play a vital role ireth
marketing research. Due to their closeness to theket they generally

have good insight into the characteristics anchdeds of the customers.

. Customer service Customer service includes delivery, credit, ificaf and
in home purchases, training, warranties and refuivileges. Again this

service can be offered by one channel member omdination of them.

. Product planning: Distribution intermediaries can contribute to prod
planning in many ways. They often provide advicermw and existing
product.
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Types of Channels of Distribution

The structure of a marketing channel describesatrengement and linkage
of its members. Two distribution systems are usettdansfer the goods from the

place of production to final consumers. These are:
(2) Direct Distribution System
(2) Indirect Distribution System

A direct channel of distribution involves the mawent of goods and services
from the producer to consumers without the usendépendent intermediaries. An
indirect channel of distribution involves the mowerh of goods and services from

producer to independent intermediaries to consumers

Figure 3.3 Types of Distribution Channels

Direct Distribution

Producer Customer

Indirect Distribution

Producer Intermediaries Customer

Direct Distribution system

The producer can sell directly to the customerthaut the help of the
intermediaries. Some of the important examplesi@ctl distribution channels are
through opening retail shops, through mail ordesitess, through traveling
salesmen etc. Manufacturer itself works as the laiddn to transfer the goods to
the consumer like own shops, Depo, Branches, Remi@s/es Etc. Mainly these
are divided into five parts:
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(@) Mail Order House

The seller contacts the buyer through some forradsfertising. The seller
advertises his goods through the press and by rsghekflets, cards and catalogues
giving all necessary particulars about the goodslef3 are received from the
customers by post and the goods are dispatchedlyubyaV.P.P. (Value Payable
Post) or Registered Post. Delivery is made by thstgh peon on payment of the
amount due which is sent by the post office todbker. Usually chemicals, patent
medicines, footwear, jewellery, leather goods, Wwes$¢ ready-made clothes,
fountain pens, toilet goods, books etc. are solanlayl. Thus leading general malil
order houses like Sears Roebuck and Co. Montgoivamd & Co. and others (in
the U.S.A.) were started after 1870.

(b) Automatic Vending Machine Selling

Automatic vending makes use of machines. Coinaipdr self-service
machines make a wide assortment of products al@ilabch as cigarettes, hosiery,
insurance policies, hot food and beverages. Suchhimes as supply candy,
chewing gun, soft drinks, and coffee are purchaseateas of heavy traffic, where
such machines are installed near offices, sentateoss, hotels and shopping areas.
Now in India such machines are being installedngtartant railway stations for
issuing tickets. They eliminate the use of salas@®el and only a small space is
needed for their installation. But they need fredquservicing and repair to keep

vending machines functioning (Sherlekare, 1984).
(c) Door-to-Door Selling:

It means that either the producers or retailelisdeectly to the consumers
by visiting their homes. Such selling requires é&laand personal contacts and
substantial costs are involved in recruiting, maimng and managing sales staff
large enough to transact profitable business. Rudgaperies, milk and dairy
products, cosmetics, bakery products, householdnilg materials, housewares

etc., are sold through these retailers.
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(d) By Telephone System:

Direct system sells through telephone. This systenused specially in
America. Under this method customers give the obyetelephone to the producer
who arranges for a home delivery and the custorpaysthe transport expenses.
Under this method the consumers get the produab time and have to pay an extra

charge for transport.
(e) Sale by Opening Retail Shops:

Sometimes manufacturers establish their own retmles to sell their
products directly to the consumers. Manufacturéngenishable goods such as ice-
cream and bakery products sell their products tjindhbeir own retail shops because
such goods must reach the consumers quickly. Maturexs may sell directly to
the consumers by establishing their own retail shapen they want to keep in

touch with consumer’s demands and fashion trends.
Indirect Distribution System

Indirect distribution system means distributiongobbds through middlemen

or intermediaries. The whole process of indireetretel of distribution:

1) Producer ---Retailer----- Consumer

2) Producer ---Wholesaler ----Consumer

3) Producer ----Wholesaler--- Retailer---- Consume

4) Producer ---Agent ----Middlemen--- WholesaleRetailer--- Consumer

Marketing intermediaries or middlemen in the dmttion network are
indispensible because they perform specialized etiauwg functions such as buying,
selling, transporting, warehousing, grading, sortifinancing, risk taking and
dissemination of marketing intelligence. They semgeexpert purchasing agents for

their customers and expert sales specialists &r thanufacturers.
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Wholesalers and their services

Wholesalers are individuals or business firms whbt products to be used
primarily for resale or for industrial use. Theyasftypical services as middlemen
between producers and retailers such as (1) maintenof salesforce (2) storage
(3) deliveryto retailers (4) Financial help to bothanufacturers and retailers
(5) merchandising i.e., preparation for sale(pagkrading,branding etc)

(6) sales,promotional work (7) branding etc.

Figure 3.4 Distribution Channel Members

‘ TYPES OF WHOLESALE/RETAIL CHANNELS (MARKETING OUTLETS) |

WHOLESALE RETAIL |

WHOLESALER AGENT MIDDLEMAN INDPENDENT CONSUMER LARGE RETAILERS
(MERCHANT- 1. MANUFACTURERS RETAILERS CO-OPERATIVE DEPARTMENT STORE

1
MIDDLEMAN) AGENTS, STOCKISTS MOBILE RETAILERS STORES 2. CHAIN STORE
2. SELLING AGENTS FIXED SHOPS 3. SELF-SERVICE STORE
3. BROKERS 4. SUPERMARKET
4. AUCTIONEERS 5. DISCOUNT HOUSES
5. SOLE AGENTS OR 6. MAIL ORDER HOUSES
DISTRIBUTORS 7. ONE PRICE SHOPS
8. VENDING-MACHINES

Retailer

A retailer is the last middleman in the machinefydistribution and he is

responsible to satisfy recurrent wants of consumers

Figure 3.5Retailer roles in Distribution

Retailer

Buying for Consumers Selling for Producers
1. Anticipating Wants 1. Expert Seller
2. Breaking of bulk 2. Advertiser of Goods
3. Transport and Warehousing 3. Bulk Breaking
4. Financing 4. Financing
5. Product Guarantees 5. Storage
6. Repairs and Installation 6. Feedback Source of Consumer needs and Reactions
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According to Philip Kotler, “Retailing includesldhe activities involved in
selling goods or services to the final consumerspiersonal, non-business use”.
Goods sold through any mode or at any place tditla consumer are retailing,
irrespective of the fact that the goods or servaressold by person, mail, or internet

or it is sold in a store, on the street or in thasumer’'s home.

Retailing is the final stage in the distributioogess in which the retailer as
an intermediary collects an assortment of goodssamdices from various sources
and offers them to the customers. It occupies agménant position in the
economics of all modern societies as it is oftextest that the only thing which is
constant in retailing is change and it is certaitnye that the pace of development
within retailing appears to be accelerating (Matin1958). The traditional form of
independently owned small business and cooperaktiges lost significant market

share.

Retailing accounts for 15 percent of India’'s Gr@xsmestic Product, and
one of the important pillars of economy. The Indi@tail is positioned as fifth
largest in the world. Indian retailing consists bbth organized sector and
unorganized retail sector. The unorganized seatostdute over 12 million retail
outlets, which consists of local Kirana stores,e8trstores, counter stores and
Kiosks. These shops are generally with less tlénsg. ft. space and not registered

for tax and no professionalism in management.

The organized retailers are also operating inelarghop space like 500
sq.ft.or more. This consists of normally organizsddepartmental stores, specialty
shops, shopping malls etc. These stores providett@rbshopping ambience and
offer a large variety of products in terms of gtyalvariety, discounted prices and
offer all products under one roof.

Unorganized Retailing

It refers to the traditional formats of low-costailing, for example, the local

Kirana shops, owner manned general stores, paali/beeps, convenience stores,
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hand cart and pavement vendors, etc. This sectwtitates about 88% of the total
retail trade (Deloitt report 2018).

Unorganized retailers in Indian retalil

Barter is considered to be the oldest form ofirétade. Haats, Mandis and
Melas have always been a part of the Indian lanmsc@hey are still an essential
part of life and trade in various areas and comtittube present in most parts of the

country.

The first single largest retail chain existingtine country is the PDS or the
Public Distribution System. Its origin is in thationing’ system introduced by the
British during the World War Il. The system wasrtd in 1939 in Bombay, and
gradually extended to other cities and towns. By year 1946, as many as 771
cities/towns were covered. In post war period, gistem was abolished. In 1950
India was forced to reintroduce it, due to renewuthtionary pressures in the

economy.

The Indian retail evolution story would be incoetel, without a mention of
the canteen Stores Department and the Post Offickslia. The Khadi & Village
Industries (KVIC) was also set up post-independeNosv, More than 7,050 KVIC
stores are there across the country. The co-operatiovement leads to the
establishment of Kendriya Bhandars in 1963(Swapadhan, 2010).

India encompasses a wealthy ancient history dilrétade. An outsized
range of the business models are living since bomdjthey still make their presence
felt across the country. That may be the ratiomdlg they are taken into thought at
this stage of analysis. However, most of those isodencentrate on food grains,

cereals and alternative connected food stuff (Sadmadhan 2010).
. The vegetables and the Grain Mandi

Mandisare agricultural markets set up by the state gament to procure the
agricultural produce directly from farmers. Thesarkets can be categorised as

grain mandis,cotton mandis, soya mandis, vegetalaledis, etc. There are 7,161
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regulated markets, enandis,in India which are mostly primary wholesale markets
and are usually governed by the Agricultural Predudarketing Committee
(APMC) Act (Debroy,2005).

. Haats

Unlike the regulated markets, there are also wiatgd markets known as
haats, peta, angadi, hatwari, shandies, chindbegainths. A haatis a periodic
market which exists typically at a village level.haat can be said to be a public
gathering of buyers and sellers of commoditiesidrwegetables, household goods,
clothes, accessories like bangles, etc. Most oh#as(75%) are held once a week
while others (20%) are held twice a week and tiseare held daily.

. The Melas

The rural life has another distinct feature witlamd that is the melas which
are quite popular in our country and around 2500them are held each year. The
classification of the melas can be done accordintheir nature as the commodity
fairs and religious fairs; on the basis of the tipeeiod as one day, less than a week

or weekly fairs. Normally the melas have around 800ets.
. The local Baniya or the Kirana store

The localBaniyaor theKirana store as it is popularly referred to in India is
the nearby shop to one’s home that stores goodmsit daily needs like staples,
FMCG products and many a times certain snacks wdmelready to eat. A typical
store stocks close to 1000 units ranging from FMgZ&lucts like soaps, shampoos,
toothpaste, hair oils, etc. to staples like da&le ripulses, etc. Most stores also stock
daily provisions and grocery products like cookiaois, juices, dairy products,
chocolates, masalas, dry fruits, etc. Some ofélalers also stock unbranded goods
like idli mix, etc (Swapna Pradhan 2010).

. Hawkers

Hawker sells the goods at streets and attractattbation of the people by

using placards, signs or disclosing merchandisepublic place.
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. Peddlers

Peddler is a retailer who do have fixed placecfamducting his business but

still he regularly carries the goods for sale viitmself from place to place.
. Street vendors

Street Vendors is a person who offers goods miceey for sale to the public
without having a permanently built structure buthwa temporary structure or

mobile stall.
The Reasons for Unorganized Retail Sector Dominatiin India

In small towns and urban areas, there are manyliégsmwho use the
traditional kirana shops/ 'mom and pop' storesrivifea wide range of merchandise
mix. Generally these are the family owned storescivlare transferred through
generations. These shops have their own efficiartagement system and with this
they can satisfy the needs of the customer. Henag@rity of customers don’t think

about shifting to an organized outlet.

In India, a large number of people are workingaaaily wage basis. When
they get their wage, they would like to purchasemfrthe small stores at smaller
amounts. No big retail store would entertain th&mother consumer class, seasonal
workers, would like to purchase on credit from ha&astores during their
unemployment period and they will clear the duethattime of getting salary. Now
this type of credit facility is not available incarporate retail store. So these kirana

stores are the only place for them to fulfill thegeds.

The proximity of the store might be another reaskirtana stores are
operating in every hook & corner of the street,aatvalkable distance from the
customer's house. Customers prefer to shop fromeheby kirana shop, instead of

driving to a long distance organized retail stores.

These unorganized stores have a number of optionat their costs. They
generally operate from their residences, henceiti@y little to no real-estate costs.

Their labour cost is also low because the familynminers work in the store. Also
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they use cheap child labour at very low rates. &y toperate from their home they

can pay for their utilities at residential rates.

Opportunities and Challenges of Unorganized Retail Sector in India:

Opportunities

India’s booming economy is a major source of opputy. In terms of
purchasing power, it is the third largest and sdctastest in terms of growing
economy in the world. With the Indian economy nowpexted to grow at over 7%
and with average salary hikes of about 15%, matwfacs and retailers of
consumer goods and services can expect a majot lmosnsumption. Increasing
number of youth population is also favourable taiters. Enhanced level of double
income families would increase the spending powercreased automobile
penetration is another advantage as the customertreael miles to reach a

particular shop.

Change in demographic and consumption patterospaises some threats to

the unorganized sector.

Challenges Which Are Faced By the Indian Unorganiz Retail Sector

. Lack of best practice in inventory management amgply chain
management.

. Lack of standardization.

. Stiff competition from organized retail sector.

. Lack of knowledge, skills and training.

. Consumers shifting towards organized retail markets

. Lack of government policies discouraging the unoiged retailers.

. Lack of capital.
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Global Retail Scene

Retail is one of the largest sectors in many malieeconomies. Countries
differ in how they define the industry, but accoglto the ILO, “retail is universally
understood as the final step in the distributiomcpss, in which retailers are
organized to sell merchandise in small quantiteeshe public.” This differs from

wholesale trade where firms sell to other firms.

The retall industry is on growth trajectory allemwthe world. Retail industry
has shown a good hope for many countries to a@teléneir business growth and
also to utilize the opportunity to progress welltheir economies. So many factors
have contributed towards the success of retail @ndnention a few, endless
customer choices, surplus disposable income, igergapurchasing power, healthy
competition, and impact of IT. Hence retail is ddesed to be a single largest
private industry in the world today. This sectos Hinitless growth opportunities
especially for organised Retailing (Manoj Prabhakad 1).

In developing economies the unorganized sector inktes the retail
business, whereas in developed economies it is rdded by organized sector.
Hypermarkets, supermarkets, discount and conveaistmres are widely present
there, whereas such retail outlets are just begusptead in developing countries
recently.

Worldwide Retail Business

Retail business is the largest private industryadheven of finance and
engineering, contributing over 8% to the GDP in West. Indian retail contributes
12% to the GDP. The figure below gives more det&iger 50 of the Fortune 500
and about 25 of the Asian Top 200 companies aeleet (Lamba, 2008).United
States, European Union & Japan constitute 80% oldwetail sales. Retail trade in
Europe employs 15% of the European workforce (Jionilfirms and 13 million

workers).
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Figure 3.6 Retail industry v/s GDP

Contribution Of Retail Industry to GDP
of Various Economies

Contribution Respective
to GDP

12%

Source: IBEF

Retail in developing countries has seen exceliggatvth. The developing
world population has grown; retail sales in thosarkats have increased and now
represent more than half of the total global resales (A T Kearney 2016). As a
result international retailers have relied on depilg markets to fuel the growth. To
limit the downsides, retailers have become moraexgic and cautious in how they
expand. The GRDI index is unique in that way, it owly identifies the markets that
are most attractive today, but also those offeurtutpotential. The global retail
development index ranks the top 30 developing e@sifor retail investment based
on all relevant macroeconomic and retail specificiables. Snapshots of top 5
countries are given below.

Table 3.1
Global retail development indexes

r2:n1k6 Country | GRDI GDP,I;(IaDrPCapita National r:qeitltl?ci)lns)ales(US $
1 China 72.5 14,190 3,046
2 India 71.0 6,209 1009
3 Malaysia 59.6 26,141 93
4 Kazakhstan 56.5 24,346 48
5 Indonesia | 55.6 11,112 329

Source: A T Kearney analysis
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Over the recent period, retailing has been transfd to globally. With
increasing opportunities in emerging markets, dlobtilers are now shifting their
focus to these countries. Globalisation is graguatherging as an integral part of
the retail strategy of many retailers. Listed belare some of the key challenges

being faced by the organized retailer's worldwiS8&épna pradhan, 2012).
1. The emergence of new markets

Asia, especially China and India are the emerginagket places. In the past,
the sheer size of China and India did not necdgdadd to their having an impact
as a Market. The technological, transportation iaddstrial revolutions of the past
two decades have changed much of that. Increasbapization in both the market
has fast emerged as an important factor in the aiséhese nations as important

emerging markets.
2. The Empowered Consumer

Retaining the consumer is far more difficult todhgn it was a decade ago.
Consumer lifestyles and demographics are changapidly. Spending power is
increasing and technology is aiding consumers ikimgasound shopping decisions.
Given the increased amount of choice in terms oflpcts and formats, consumers

now demand more for less from the shopping expegien

3. Technology Enabled Efficiencies
Technology has enabled businesses and consumeirsldoefficiencies on
the basis of ability to receive and transmit ddta tast speed. This information has
today become critical for achieving efficienciesalhaspects of retailing. In the near
future retailer-supplier relationship will dependn aechnology, substituting
information for inventory in the pipeline to reduamosts while improving

productivity.

4. The rise of the e-age
The emergence of internet retailing or e-tailirggiapopularly known has
been a key driver of change in retail. The increaagke number of internet users not

only in the developed markets but also globally Ipdeced new demands on
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retailers. Internet savvy consumers understancptiveer to shop and buy on their

own terms.

5. Regulatory changes
Changes in Foreign Direct Investment will affeleé tglobal retail. During
2011 it was a major story in India. The cabinet bpproved 51% FDI in multi
brand retail and 100% in single brand retail inidnd&ingle brand retailers like Zara
for example sell all their products under only daleel across stores. Multibrands
mean different brands under one roof. India’s cirend-DI climate provides an

interesting dynamic to several international retailentry and expansion plans
Global retall

The global retail universe is diverse coveringaegé number of segments,
different business models and a wide range of ftsmEhe following are some of

the global players in retail:
Wal-Mart

Wal-Mart is an American multinational retailer poration that runs chains
of largediscount department stores and warehousesstlt is also the biggest
private employer in the world with over two millimmployees and is the largest
retailer in the world. Wal-Mart remains a family-oad business as the company is
controlled by the Walton family who own a 48% stakéWal-Mart. Wal-Mart’s
investments outside North America have had mixeullte its operations in the

United Kingdom, South America and China are highlgcessful.
Carrefour

It is an international hypermarket chain headeuad in Boulogne
Billancourt, France, in Greater Paris. It is oneldd largest hypermarket chains in
the world (withl, 395hypermarkets at the end of 0he second largest retall
group in the world in terms of revenue and thingyésst in profit after Wal-Mart and
Tesco). Carrefour operates mainly in Europe, AngentBrazil, China, Colombia,

Dominican Republic, United Arab Emirates and Sa\rdibia, but also has shops in
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North Africa and other parts of Asia, with mostrs® being of smaller size than

hypermarket or even supermarket.

Tesco

It is a British multinational grocery and genenalerchandise retailer
headquartered in Cheshunt, United Kingdom. It &s tiird-largest retailer in the
world measured by revenues (after Wal-Mart and €awr) and the second-largest
measured by profits (after Wal-Mart). It has stonesl4 countries across Asia,
Europe and North America and is the grocery madaader in the UK (where it has

a market share of around 30%), Malaysia, the Répaoblreland and Thailand.
IKEA

IKEA is a privately held, international home pratiicompany that designs
and sells ready-to-assemble furniture such as heasrs, desks, appliances and
home accessories. The company is the world's tafgesture retailer. Founded in
Sweden in 1943 by 17-year-old Ingvar Kamprad, it IKEA store was opened in
Almhult, Sméland in 1953, while the first storestside Sweden were opened in
Norway (1963) and Denmark (1969). The stores spteaxther parts of Europe in
the 1970s, with the first store outside Scandinaganing in Switzerland (1973),
followed by Germany (1974). At the end of 2009 fio@l year, the IKEA group

had 267 stores in 25 countries.

In developed economies, the retail sector is nbaracterized by large scale
multiple chains run by powerful and sophisticategamizations like Bazaars and
Kendriya Bhandar in New Delhi, Sarkari Bhandar imrivbai, Spencer Plaza, and
Nilgiries in Chennai etc. As progress moved ac/seerica in the late 1800's and
early 1900's, millions of men and women opened retiget stores. The first half of
the twentieth century saw the arrival and the ghoeitlarge retail giants. This new
group of discounts stores redefined value and #retes with low price and wide
inventories. Though the arrival of super marketéia-was a bit late but they are

fast becoming a range among the retail enthusidsts. tremendous growth of
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organized retail formats is mainly due to the cleangthe consumer's behaviour
(Darden, 1983).

Organised Retailing

Organized Retail refers to the set-up of any retzin supported by a well-
defined Supply Chain which usually has a small neimbf middlemen when
compared to the unorganized sector. Due to a nupfldactors like cutting down of
middlemen, removing of bottlenecks along the supgiain, efficiency in the
processes, etc., the end user is rewarded withter lpgoduct at a cheaper price as
against the unorganized retail sector. As the aoeswase is growing each minute,
the organized retail sector is believed to havagelgrowth potential (Jamph 2011).

In India, retail is the buzzword. While it has rast yet been accorded to the
status of an industry, it is witness to a large hamof formats emerging in the
market at a very fast pace. (Swapna pradhan, Z0i®)first Indian organized
retailing was started in the textiles sector. Thengers in this field were
Raymond’s. The Raymond’s distribution network toéapanded to 21,000 retailers
and over 430 showrooms across the country. Reliafioeal showrooms and
Garden Vareli are the other textile manufacturens wet up their own retail chains.
The next wave of organized retail in India sawltkes of Madura garments, Arvind
Mills etc set up showrooms for branded men’s weéth the success of the branded
men’s wear store, the new age departmental storeedrin India in the early

nineties. This time is considered as the beginnimgew era in retail in India.

During this time the post liberalization effect the economy has reflected.
A new large middle class with spending power hasrged. This would have help
to shape this sector. The vast middle class matketanded value for money
products. Along with this the increasing numberwairking woman and double
income households fueled the growth of departmesttaes, supermarkets and other
specialty stores. The concept of retail as entartant came to India with the advent
of malls. The development of malls is now visibte pnly in the major metros but

also in other parts of the country (Swapna prad@am0).
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We all witness the changes happening in the rtdhe country. The loc:
bania has transformed itself into a small superetarKhe person driving th
change is the Indn consumer. The steady economic growth in the
liberalization brought about an associated ristaéincome of the consumer, whi

in many ways fuelled the consumer revolution inidinvalid source specifie.
Drivers of Retail Growth

India’s economic growth and demographic profile etpart from othe
nations, and attract the attention of global retaito enter into the emerging mart
Retailing in India has witnessed tremendous growtthe last few ears. Drivers
fuelling the growth of the retail sector are bel

Figure 3.7:Drivers of retail growt
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. Rising income level

In the last decade, there is a rapid progressdimaimmeconomy. Apparentl
India’s per capita GDP growth along with hiking GR (Compounded Annu
Growth Rate) fuelling a consumption boom in thedop The per capita GD
growth in turn has increasehe disposable income of the people leads to drithe:

country’s consumption.
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Figure 3.8:Per capita indicators (Rs at current prices)
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Source: Central Statistical office
. Rising growth in number of nuclear families

Population growth, increased urbanization hastéethe growth of nuclear
families in the country. Reduction in the averagenber of person per household,
results in increased number of households. Thiseaudamily system has fuelled
the demand for necessities and luxury/semi-luxupdpcts. This also facilitate the

emergence of modern retail formats such as spgceathil, luxury retail etc.

Figure 3.9 Trends in family size & Growth in population adensity
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Growing female working population

Recent decades, the contribution of female woddoto the country’s
economic development has increased considerably.pfbportion of the working
woman has increased rapidly both in organized andrganized sector. The
‘working-women classes’ spend more, compared tséwaives as their purchasing
power is high. They felt ‘time constraint’; it cdre capitalized to the organized
retailers through providing ‘one-stop shop’ dedimma facility. Therefore, they can
purchase all the household requirements ranging fimod & grocery to apparel

from a single store.

Figure 3.10 Share in total working population (%) and Projortof females

working inOrganised industrial activities (%)
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Source: Census of India
. Changing profile of Indian consumers

Occupational changes and expansion of media haused a significant

change in the way the consumer lives and spenchbiney.
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Table 3.2

Changing profile of Indian consumers

OLD GENERATION CONSUMERS NEW GENERATION CONSUMERS
Insecure Confident

Idealistic Pragmatic

Risk Averse Risk taking

Savings oriented Investment oriented

Considered decision Impulsive decision

Defined role of men & women Diffusion of role

Source: Compiled by the author from several sources

Changing face of Indian consumerism — from necesss to luxury (Brand

consciousness)

Rise in income and increase in plastic money péne way for more
spending. In the year 2016, Food & grocery and ot & footwear spending was
recorded at 62% of the country’s total spendinglevtiiat of discretionary category

was steady at 38%.

Figure 3.11 Changing consumption patterns
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. The Rural Market: Waking Up

Now, the rural market has become one of the ingpbitonsumption areas as
it accounts for more than one third of the totainded for most key consumer
durable and non-durable products. The manufactafecensumer goods have also
started developing products and marketing strasdggeping the ruradonsumerin

mind.
. Increased urbanization

It has been says that majority of India, stillebvin the ‘villages’, but the
figures shows that there has been a paradigmadhifte Indian population in terms
of rural-urban divide. As more and more people atgpt from villages to towns
and cities, inspired by higher income and high daad of living led to an increase
in the demand for goods (owing to higher income awer-expanding needs). The
organized retailers are therefore targeting theltha class’ population by ensuring
the availability of varied products at various pri@nges, to match the needs of a
‘common man’. There is growing urbanization in Bdin 1951, the urbanization
was only 17% of the total population. In 2011, th&s increased to over 30%. The
growth of urban population provides a good scopecdi@anized retail sector in
India(Yadav, 2012).

Figure 3.12 Increased Urbanisation
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. Growing spread of plastic money & easy availabilityof credit

The acceptance of ‘plastic money by almost aljamized retailers has
resulted in an increased spending amongst the pwrsu The incentives such as
cash-back offer or discounts on selected salesdiri& the plastic money have lured
the Indian consumer to experience the pleasurecashiess shopping’(Madan
sabnavis, 2017).

Figure 3.13 Debits and Credit Card Usage Trend
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. New entrants

The organized retail revolution in India started the early 1990s with
FoodWorld as a supermarket and Shoppers’ Stopdepartment store. Both used
shopping experience as the key differentiator. mbe formats targeted the upper
ends of the market. This trend continued until al2001 when hypermarkets hit the
road and used price to reach the masses. Thischtsrged the rules of the game.
Until then, the traditional format retailers weretnaffected by the changing
scenario. The rush to capture major markets hasrpaide as one of the most
important variables. Retailers using different fatemhave also been affected and
have started using price to build up and retainr thestomer base. Hence, while
retailers in India are trying to position themsshan several dimensions, they tend

to be classified more on the basis of price.

143



. Expansion of existing players

Retailers must understand the values shoppen®akiag for and how they
can deliver that desired value to the customer. él@w currently most retailers in
India are focusing on what they are offering andavghoppers can fit into the
retailer's scheme of things. In the long-run, swstfategies may not be viable.
Retailers like Pantaloons operate different rdtaiinats to cater to consumer needs
in addition to online store. All the formats areijiiable and each format is tailored

to fulfill customer needs.

Infrastructure augmentation

Technology is going to play a major role in retddvelopments in India.
Currently, most of the retailers are operating ateverything manually. Most of
the organized retailers use available and affoed&dathnology to capture consumer
information. Modern retailers use scanner data dapt to customer buying
behavior. Technology helps to take better decisiansome critical areas such as
new product introduction, suitable product offesngquicker ordering and
assortment planning. Retailers use shopper’s lpyditta to design customized
promotional offerings for different set of customeBome retailers like Shopper’s
Stop have used technology to great advantage. ddwid be viewed as one of the

best users of technology.

The driving factors from both demand and suppte dboost the foray of
innovative retail formats into the market. The Hetaarket reached its present

position through some evolution. Let us discusshibw it evolved.
Evolution of Indian Organized Retail

Retail market also passed through a life cycle distinct phases of growth.

This is depicted in the figure.
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Figure 3.14 Evolution of Indian organized retail
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Initiation era (Pre 1990s)

For centuries now, India has been operating willeanown unique concept
of retailing. Retailing in its initial period wasitwwessed at the weekly haats or
gatherings in a market place. Then the market bavemergence of the local baniya
and its neighbourhood “Kirana shop”. Multipurposmds were provided by them
and were located near the residential areas. Bwaugh retail evolved only now,
major part of the retail industry is dominated bgr.
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Table 3.3

Pre 1980s Phase of traditional formats

Pre 1980s Phase of traditional formats

e

Maandis Physically located at different regiongmnhance convenieng
shopping
Village Buyers and sellers gather once in a week/monthcatranon

haats/melaas

place to meet their purchase needs

Pushcart vendors

Roaming from door to door in werimcalities selling fruit$

and vegetables and other eatables.

Kirana shops

Food and non-food neighborhood cowstbees.

Government
supported shops:-

PDS

Public distribution system originated from ratiogisystem
introduced by the British during world waf%2and started if
1939.

N

KVICS Khaadi and village Industries had beeat sip post
independence.
CDS Canteen stores department and post offices.
Transitional phase | Transition from organized to un-organized retailing
(1980-85)
Exclusive Raymond and reliance set up exclusive showrooms as
showrooms beginners.

Retail chains

Titan successfully introduced seaéshowrooms for thei

I

premium watches

Initial steps towards liberalization weag&en in 1985. During this phase many

restrictions on private companies were lifted ahé indian economy slowly

progressed from being state led to becoming mdrieetdly. Liberalization of the

Indian economy led to the dilution of stringenttriesions. Due to changing profile

of Indian consumers and increasing wages of thelames that led to high

purchasing power, Indian retail industry becameaetive. Entry of domestic

retailers like Cotton World (Mumbai), Nirula's (D&l and Viveks and Nilgiris in

the South into the retail chain happened during piiase. The mid 80s saw a fresh

wave of entrants with a shift from ManufacturesPiore Retailers. For e.g. Food
World, Subhiksha and Nilgiris in food and FMCG; m#aM and Music World in
music; Crossword and Fountain head in books.
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2. Conceptualization (1990-2005)

The year1995 saw an emergence of shopping cembaig)y in the urban
areas with facilities like car parking targeted gmvide a complete destination
experience. It was the phase of emergence of hgpérsuper markets trying to
provide consumer with 3 V’s - Value, Variety andlme. During this time the
retail sector was a sellers’ market with a limitadnmber of brands and little choice
available to customers. Lack of trained manpoweax lkws and government
regulations all discouraged the growth of organiretdiling in India during that
period. Lack of consumer awareness and restrictowes entry of foreign players
into the sector also contributed to the delay ie ¢gmowth of organized retailing.
Foundation for organized retail in India was laid Kishore Biyani of Pantaloons
Retails India Limited (PRIL). Following Pantaloonsuiccessful venture, a host of
Indian business giants such as Reliance, Bhantia Bnd others are now entering
into retail sectorlt is interesting to note that most new retaileke Ipantaloons,
shoppers stop and life style of this era focusethij@n apparel and other related
categories. With the opening of Indian economy rythis phase, first generation
international brands like Nike, Reebok and Adidasiame a few made the Indian

entry.
3. Expansion (2005-2010)

As the name suggests, this is perhaps the mase guhase in the Indian
retail industry in terms of growth, entry of newapérs and development of new
entrants. A growing middle class, increasing digptesincomes as well as large and
young consumer markets led to rapid growth of tidian retail industry. Having
realized the vast potential of the relatively umg domestic market, large
industrial conglomerates like Mahindra and MahindRaliance, Tata, Aditya Birla
and Essar entered the pan-India retail arena dtinisgperiod and large numbers of

malls were proposed/developed across major metisi@acoming tier-1l cities.
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4. Consolidation

Considering the challenges faced by the indudtpyresent, retail chains are
likely to focus on consolidations to cut costs advive in the market. In the
present scenario, companies are increasingly ctratg on strengthening existing
operations while assessing growth options throughsalidation. The pace of
consolidation in the domestic retail sector isteeincrease with the moves.One of
the biggest consolidation moves in the retail sedtee Future group has linked a

partnership with bharathi group to merge theirirétasinesses.

Whether the changes taking place in the Indiaailré&indscape represent
evolution or revolution is a matter for conjecturowever, nobody can doubt that
the dramatic transformation is underway. The Indiatail market has over 15
million outlets and has the largest retail outlehsity in the worldinvalid source
specified.. However most of these outlets are basim and pop stores with very
basic offerings and fixed prices and lack good amde. The liberalization that had
taken place during 1985-90 changed the economyatiealy, a new large middle
class with spending power emerged and they demavalad for money products.
Along with this the emergence of modern Indian lesuges who managed her
home and work led to demand for more products tehbghopping ambience, more
convenience and one stop shopping. This has fuétledgrowth of departmental

stores, supermarkets and other specialty stores.
Types of Organized Retail Formats

Hyper Marts/ Super Markets: large self — servicing outlets offering produfctsm

a variety of categories. Examples like Spencerig,BB&azaar.

Departmental Stores are general retail merchandisers offering qualyducts and
services. Examples like Ebony, Shopper’s Stop, ¥t

Convenience Storesare located in residential areas with a sliglghhprice of
goods due to the convenience offered. ExamplesdikeOut, Safe, 6ten.

148



Shopping Malls: The biggest form of retail in India, malls offemstomers a mix of
all types of products and services including eatenhent and food under a single

roof.
E-tailers. Are retailers providing online buying and sellimigoroducts and services.

Discount Stores. these are factory outlets that give discount ber MRP.
Subhiksha, Koutons, Nike, and Levis are to namewa Vending: it is a relatively
new entry in the retail sector. Here beveragesskenand other small items can be

bought via vending machines.

Category Killers: small specialty stores that offer a variety ofegaries. They are
known as category killers as they focus on specifitegories such as electronics

and sporting goods.

Specialty Stores. are retail chains dealing in specific categoaesl provide deep
assortment. Mumbai's Crossword Book Store and RRMGisic World is a couple
of examples. (Sunita Sikri, Ms. Dipu Wadhwa 2012).
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Figure 3.15 Expansion of organized retail by formats
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Major Organised Retailer in Indian Market
. Pantaloon Retall

The flagship company of Future Group, Pantalooe&iRoperates over 16
million square feet of retail space, has over 18@des across 73 cities in India and
employs over 30,000 people. It can boast of launghihe first hypermarket Big
Bazaar in India in 2001. The companies also opgrat®ther retail segments such
as - Food & grocery (Big bazaar, Food bazaar), él@ulutions (Hometown,
furniture bazaar, collection-i), consumer electesnfe-zone), shoes (shoe factory),
Books: music & gifts (Depot), Health & Beauty caexvices (Star, Sitara andHealth

village in the pipeline), e-tailing (Futurbazaantge entertainment (Bowling co.).
K Raheja Group

They forayed into retail with Shopper’s Stop, Bidifirst departmental store
in 2001. It is the only retailer from India to be@we a member of the prestigious
Intercontinental Group of Departmental Stores (IgGDBhey have signed a 50:50
joint venture with the Nuance Group for Airport Riéhg. Shoppers Stop has a
national presence, with over 2.05 million squaret farea across 39 stores in 17
cities. It has also introduced new formats in tharkaet viz Home Shop - the
exclusive home furnishings, décor as well as fureitstore and Hyper City— a
premium shopping destination for Foods, Home wéateme Entertainment, Hi-
Tech Appliances, Furniture, Sports, Toys & Fashiother format of the company
includes -- Crossword Book Store, Mother Care &lfaearning Centre (ELC),
Estee Lauder group, Airport Retailing, Time Zonddfiainment.

Tata Group

Established in 1998, Trent - one of the subsidsaaf Tata Group - operates
Westside, a lifestyle retail chain and Star Indez&ar - a hypermarket with a large
assortment of products at the lowest prices. In62@0acquired Landmark, India's
largest book and music retailer. Tata has also édrm subsidiary named Infiniti
retail which consists of Croma, a consumer eleatsonhain. Another subsidiary,
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Titan Industries, owns brands like “Titan”, the wahatof India and Tanishq, the

jewellery brand.
RPG group

One of the first entrants into organised food &agry retail with food world
stores in 1996 and then formed an alliance withnD&rm International and
launched health & glow (pharmacy & beauty care)eatsit Now the alliance has
dissolved and RPG has Spencer's Hyper, Super, Raty Express formats and

Music World stores across the country.
. Landmark group

Landmark Group was launched in 1998 in India; enity owning 100 stores
across various retail formats. The retail ventuvéd.andmark Group includes -
Home Centre, Centrepoint, Babyshop, Splash, Shat, Méestyle, Max, Lifestyle
Department Stores, SPAR hypermarkets, Foodmark, €Eug, Fithess First,

Citymax India etc.
. Bharti-Walmart

Bharti have signed a 50:50 percent joint ventgre@ment with Walmart’ in
which Wal-Mart will be taking care of cash & camapd Bharti will do the front-end.
Further they plan to invest US$ 7 bn in creatintpitenetwork in the country

including 100 hypermarkets and several hundredistaks.
. Reliance

The company owns more than 560 Reliance Freshsstord recently it has
also launched Reliance Mart Hypermart. The comdartper plans to launch its
hypermart in Delhi / NCR, Hyderabad, Vijaywada, Eamd Ludhiana region.

. AV Birla Group's

AV Birla Group's brand portfolio includes brandsck as Louis Phillipe,
Van Heusen, Allen Solly, Peter England, Trouserntowhe recently acquired food

and grocery chain of south, Trineth, has furthereased their number of store to
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400 stores in the country. The company also ownsr& supermarkets and
hypermarkets. Currently it runs 600 supermarketd ame hypermarkets across

India.
. Metro

Metro Cash & Carry, the first company to introdwesh and carry business,
started its operations in India in 2003 with twostDibution Centres in Bangalore.
Metro offers assortment of over 18,000 article®ssifood and non-food at the best
wholesale prices. Currently Metro operates six cash carry centres in Banglaore,

Hyderabad, Kolkata and Mumbai.
. Viveks Ltd

Viveks Limited is the largest consumer electronscal home appliances
retail chain in India, with 44 stores in south, eorg a retail space area of over 1,
75, 000 sq. ft and a turnover of over Rs. 400 créirebrand, Viveks, is now a

household name. The company plans to set up 50 shokgrooms in South India.
SIGNIFICANCE OF ORGANIZED RETAIL
. Employment Generation

Modern selling has the potential for generatingplmyment to an oversized
range of individuals in varied retail operationsattis very needed in a country like

India.
. Increasing Efficiency In Agriculture

The concept of middlemen in the food supply chaino longer in use. Now
the systems have become more and more technologgndiThe farmers of today
are cultivating crops as per the demand of thelleeta Also, the customers are
getting benefits of reduced pricing and vice-veltsa farmers are receiving higher
returns for their produce. This has been made plesby organized retail which

provides mass marketing of processed and packagis.fo
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. Entertainment Along with Shopping

Today shopping time is fun time as everyone ibssy and people usually
have only weekends to shop and they use this tineajpy also. An organized retail
offers this dual purpose of one stop shopping witiny product baskets at a single
location and also excellent ambience and enteremm

. Creating Positive Social Change

Organized retailing is leading to an improvementhe local infrastructure
by providing various facilities like adequate pai ATM along with a safe and
secure environment which has encouraged the saifingf 24 hours convenient

stores. This has enabled a positive social changeiindustry.
. Economies Of Scale

Organized retailing eventually leads to econoroiescale as they are going

for vertical integration from outlets to establisfpithe malls.
. Rapid Economic Growth

The Indian economy is growing at a fast and fusipace which has become
a driving force for Indian consumerism. Now the i&md consumers are confident
about their earnings and they spend a large poofidheir high disposable incomes.
The analysts project that India has the potentidid labeled as the fastest growing

economy and outpace the developed economies by 2050

Potential Untapped Market

In India, the penetration of the organised ratabn the rise and it offers an
attractive proposition for both i.e. the entry @wnplayers as well as expansion for
the already existing players. Also, the rise infikecentage of the rich and the super
rich population with the impressive disposable mes has opened new avenues
providing a spectrum of opportunities in varioubees. Also, the impressive retail
space availability and the growing trend of consusne everywhere has added to

the market attractiveness.
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Low Cost Of Operations

Organized retail has lead to economies in the absperations as now the

target areas for retail establishments and manpewncing are Tier 1l and Tier Il

cities which offer a cost advantage by providing lmost skilled human resources.

CHALLENGES TO ORGANIZED RETAIL

To achieve a position in an existing market, aspeative retail institution

should overcome the subsequent hurdles

Regulatory barriersincluding:

= Restrictions on land purchases particularly as gabdry by native

governments and against "big-box" chain retailers;

= Restrictions on foreign investment in retailersfarms of each absolute
guantity of finance provided and proportionate shaf stock (e.g.,

common stock) purchased;

Unfavorable taxation structures, particularly those designed to punish or

exclude "big box" retailers ;
Absence of developed supply chain and integrated I T management

Challenges with Infrastructure and supplying:The lack of correct
infrastructure and distribution channels within theuntry ends up in
inefficient processes. This can be a serious hiwdrdor retailers as non-
efficient marketing is extremely tough to handle amay lead to vast losses.
Infrastructure doesn't have a robust base in Indigbanization and
globalisation compels firms to develop infrastruetu facilities.

Transportation, together with railway systems, $théwe economical.

Present Position

The emergence of the 24/7 culture has had vespgtimpact on the changes

occurring in many industries. Each passing yeamieas and far reaching effects on
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the retail industrylnvalid source specified.. Tle¢ail sector in India is emerging as
one of the largest sectors in the economy. By 20#0fotal market size is expected
to be around USD 1.3 trillion, thereby registeriagCAGR(Compound annual
growth rate) of 23.09% since 2000. India had tighést number of retail outlets in
the world at over 13 million retail outlets in 20lt4lso has the highest number of
outlets(11,903)per million inhabitants. India is @rg the highest in the world in
terms of per capita retail store availability, #8ong growth fundamentals along
with increased urbanization and consumerism offaménse scope for retail

expansion for foreign players.

India has occupied a remarkable position in glotshil rankings; the
country has high market potential, low economi& asd moderate political risk.
The Indian retail sector is experiencing exponémgtiawth, with retail development
taking place not just in major cities and metrag, dso in tier 2 and tier 3 cities. In
market potential India ranks eleventh (after US,in@h Canada, UK, Brazil,
Germany, Austria and Mexico). India’s net retailesaare quiet significant among
emerging and developed nations, the country ise@dunkird (after China and Brazil)
for net retail salesA T Kearney 2015).

India’s grocery retail segment is the most ativacin the world (IGD
2010).We have seen robust growth in retail andxgeeted to continue, however
organized retailing is still in its infancy stage ferms of maturity. Within the

country, even today a large part of retail storesfiimm the unorganized sector.
Contribution of Various Segments in Indian Retail industry

The Figure  shows the contribution of varioust@ecin Indian retail
industry. By 2020, food and grocery segment jgeeted to account for 66 per cent
of the total revenues in the retail sector, folldw®y apparel segment. Demand for
Western outfits and a readymade garment has bemwirgy at 40-45 per cent
annually. After 2017 being a favourable year forblakayurvedic brands, new
Indian organic labels in hair care, cosmetics, faod apparel are gearing up to

establish an organic niche in the growing herbgiremt.
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Figure 3.16 Share of different sectors
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Food and Grocery

The food and Grocery sector accounted for 70.6qmerof the total retail
value in India in the year 2009.The sector incrdastea compound annual growth
rate of 11.6 percent between the year 2004 andi¢he 2009 and is expected to
reach at US $ 425 billion by the year 2016. Tho&gld and Grocery segment is
highly unorganized and most of the food is solddmgor, roadside pushcart seller
or tiny kirana stores. According to the McKinseyo#d, the share of an Indian
household’s spending on food is one of the highrete world, with 48 percent of
income being spent on food and beverages. Chafitgrgjyle and tastes increase in
the disposable income, increasing number of workimgmen, changing
consumption pattern andimpacts of western lifestyiesome of the positive factors
for organized food retail segment. Some of the mimga players in the food and

grocery segment include food bazaar from futuraugrdoodworld etc. This sector
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requires combination of right merchandise, welined staff; value added services

and efficient supply chain continuously deliveriegery Day Low Price.
2. Apparel

The Indian domestic apparel market size was US $illion in the year
2010 and is expected to grow at 11 percent CAGRach at US $ 140 billion by
the year 2020. The readymade and western outi#ggeowing at 40 -45 percent
annually. Rising fashion awareness and the desibe perceived as fashionable has
led to the rapid growth of the apparel categoryouigh in the early days people
were not brand conscious and believed in ,buy andh$ approach later on with
rapid urbanization the trend has been shifted aodymade wear and liking towards
branded apparel also increase. With the 2006 FDicyallowing 51 percent
investment in single brand retailing, exclusiverigrautlets have witnesses a rapid
growth. Players in organized retail apparel forinatude Shoppers stop, Lifestyle,
Provogue, Spykar, Le\s, The Loot etc. In order to achieve success tigept must
focus on delivery of affordable and accessible itastand provide value added

service to keep customers coming back for more.
3. Consumer Durable

The consumer durable market can be stratified atiesumer electronics
including T.V sets, audio system, VCD players artders; and appliances like
washing machine, microwave ovens, air-condition 8lit air conditioners,frost-
free refrigerators, fully automatic washing mackineanicrowave ovens, air-
condition etc. Split air conditioners, frost- fredrigerators, fully automatic washing
machines, microwave ovens and high-end flat pakel are likely to have a healthy
growth. The Indian middle class, defined by Natiddauncil of Applied Economic
Research (NCAER) as households with annual incoiietwveen Rs.2.5 lakh and
Rs.5 lakh, has been driving consumption of good$ sas cars, refrigerators and

colour TV sets.

The consumer electronics retail business in Insligharacterized by low

margins but is expected to improve with increadimgus on private labeling and
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better after sales service. Today consumer alsterparganized retail stores in
durables and electronics as retailers offer emtirege of products under one roof,
convenience, good in-store service and so on. R&jadigital Croma are some of
the organized retailers who offer huge range oflpcts under one roof.

4, Furniture and furnishing

The entry of international brands and changingsoarer preference has led
to the emergence of furniture retailing in IndideTsize of Indian furniture retail is
increasing though furniture sector in India makes/@ marginal contribution to
GDP, representing about 0.5 percent of the totaPGDhe home furnishing and
furniture market in India is estimated at US $ lidn inthe year 2011 and expected
to grow to US $ 17 billion by the year 2016. Majayers in this segment are

Godrej Lifespace, Home Stop and Home Town
5. Beauty, wellness and phar macy

Beauty and wellness category has been showind gapwth over past few
years. This category in India is primarily targetedhe female audience, leaving a
huge untapped potential for mMemroducts and services. Major beauty and wellness

retailers are Reliance Wellness, Himalaya Drugg)llagPharmacy and MedPlus.
6. M obile handsets, Accessories & Services

The increasing penetration of mobile phones hdfereml opportunities in
handsets and accessories as well as rechargearaddgpair service retailing. The
mobile handset market expects the revenue to mse S $ 255 billion to US $
350 billion by the year 2016. The smartphone maikeixpected to grow ten times
to 30 million units by the year 2016 from above éhBlion units in the year 2011.
According to Telecom Regulatory Authority of Indidia crosses 800 million
telecom subscribers at the end of January 201lalaodadded 18.99 Million new
mobile subscribers in January to take total molildscriber count to 771.18

million.
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7. Catering Services

This segment constitutes about 7 percent of thgaized Retail Market.
The key to success factor for Organized Retailees quality, ambiance and
differentiated product offerings. Due to changedifanstyle, the life of people has
become very fast. This has led to an increaseamtimber of restaurants and fast
food points to a large extent. Indian people prefehange in taste from the routine
Indian traditional taste and as such prefer intgwnal cuisines such as Chinese,
Italian, Thai and Mexican. So majority of multir@tal foodservice chains such as
Pizza Hut, Mainland China have adopted franchismde to set-up their operation
in India. Few catering service retailers are YumsRurants, McDonald’s and Café

Coffee Day.
8. Books, Music and Gifts

This segment constituted 3 percent of the Organiketail market with most
of the penetration being limited to urban areasy flayers in this segment include
Planet M, Music World, landmark, Archies and so Bmated books and music have
always been a source of problem for this sectorvaiidcontinue to be so in near

future.
9. Footwear

The changes in consumer behavior and attitudesregftected in the
increasing demand for new styles and different sypé footwear. The market
currently offers many brands that cater to evergadisegment. The Indian footwear
market is moving at a brisk pace presently to caétethe domestic demand.
Moreover, the international brands are inducing phiee-conscious customers to

spend more money for their favorite brands. Footwetailers are Reebok and Bata.

10. Jewdlery

India possesses wotkimost competitive jewellery market. Major jewejler

players are Gitanjali, Tanishg and Reliance Jewels
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11. Entertainment

The contribution of this segment in organized iteiradustry is around
3percent. This segment has been driven by theadsitrg base of young population
in India, whose entertainment needs has been guwgith the influx of malls and
multiplexes that provide leisure retail, gamingd aanema. Players in the segment
are likely to gain greater market share as thewnes's spending on entertainment
is increasing. PVR cinemas, Fun Cinemas,Inox aee rfajor players in the

entertainment retailing space.
Organized Retail Penetration in India

Organised Retail Penetration (ORP) in India is |6 per cent)when
compared with that in other countries such as tBe(8b per cent). This indicates
strong growth potential for organised retail inind

Table 3.4

Country wise organized retail penetration

Organized Betail Penetration level { In Percentage )

2. France 80
3. Japan 66
4. Malaysia 55
5. Brazil 36
6. Fussia 33
7. China 20
8. India 7

Source: IBEF Retail November 2016

161



The organized retail is at an emerging stage thighcurrent penetration of 5
percent when compared to the 85 percentage of UBdugh the figure of 5 percent
IS not impressive, on the other side it represtrasindian Organized retail industry
has huge potential to grow in the near future.

Contribution of Organized Retail in Indian Retail Industry

The Indian retail market is in its nascent stagganised players accounted
for 7 per cent of the market during FY 2016-17. rEhare over 15 million mom-
and-pop stores. The organised retail in India @ving at a CAGR of 20-25 per cent

per year.

Figure3.17: Scope for organized expansion
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In 2020, it is estimated that organised retailgbeation share would reach 10
per cent and unorganised retail penetration woald b major share of 90 per cent.
The unorganised retail sector in India has hugepped potential for adopting
digital mode of payments, as 63 per cent of thailegs are interested in using
digital payments like mobile and card payments.
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The arrival of organised retail in developing cwi@s occurred in three
successive waves Invalid source specifiethe first wave took place in the early to
mid-1990s in South America, East Asia outside Chiarth-Central Europe and
South Africa. The second wave happened duringritgeto late 1990s in Mexico,
Central America, Southeast Asian countries, Sontl@ntral Europe. The third
wave has just begun in the late 1990s and earl@2200 parts of Africa, some

countries in Central and South America, Southeas&, AChina, India, and Russia.

Thus, the third wave countries are late comerthéndiffusion of modern
retail. The main reason why these countries laggelind might be the severe

restrictions on foreign direct investment (FDIyetailing in these countries.
FDI in Retailing in India

Foreign Direct Investment, or FDI, is a type ofestment that involves the
injection of foreign funds into an enterprise tlogerates in a different country of
origin from the investor.Between April 2000 to Mar2010, Indian retail sector
witnessed FDI inflows of nearly US $ 1.8 billionN® 7,799 crore) which
comprised 1.54 percent of the total FDI inflowseiged during the period. In the
year 1997, FDI in cash and carry wholesale tradgiag first permitted, to the extent
of 100 percent, under the Government approval r@approval/license required). It
was brought under the automatic route (no permmssquired) in the year 2006. As
per the cash and carry structure commonly emplogedidia, the wholesale and
retail entities are maintained as separate entm#isout any cross-shareholdings.
The retail entity is owned and controlled by thdiém partner while the wholesale
entity can be owned by the foreign partner up t6 fér cent. According to new
comprehensive guidelines, whether a transactiorhidesale or retail would depend
on the type of customers to whom the sale is madenat the size and volume of

sales.
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Figure 3.18 Benefits of FDI in retail sector

Benefits of FDI
in Indian retail

Sector Entry route FDI limit
Wholesale cash .
Automatic 100%

and camy trading

Single brand Sutomatic 100%
product retaifing

Multi-brand, Foreign Investment and iy
front-end retail Promotion Board

Source: IBEF

Prior to January 2006, Direct Investment (FDI) netail trading was
prohibited. On January 24, 2006, the Union Cabimgproved a major
rationalization of the policy on FDI. Amongst var® measures of rationalization
and simplification was the partial opening up of fRDI route in the retail sector.
The Cabinet approved FDI up to 51 per cent witlorpgovernment approval for
retail trade in 'single brand' products. An FDllamf of nearly US $ 194 million
(INR 900 crores) was received between April 2008 &warch 2010, comprising
0.21 percent of the totalFDI inflows under the gaty of single brand retailing.

On 24th November 2011, the government announcedHid policy which
stated that FDI in multi-brand retailer will be alled up to 51 percent foreign
equity through government approval route and 100que in single brand retailing.
The policy rollout will cover only cities with a palation of more than 1 million
(As per 2011 census, there are only 53 such ciflés policy mandates a minimum
investment of US $ 100 million with at least halftee amount invested in back end
infrastructure, including cold chains, refrigerattnransportation, packing, sorting
and processing to considerably reduce the postebting losses and bring
remunerative prices to farmers. Both multi-brand aimgle brand stores in India
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will have to source nearly 30 percent of their gopfm small and medium sized
Indian suppliers. Now, state governments have igii@ to take decisions relating

the same in their respective states.
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CHAPTER IV

PERCEPTION MANAGEMENT



After getting an insight about the organized tetgj it is necessary to
understand the consumer behaviour in this retaitimggtext. This chapter describes
in detail the process of consumer behaviour, theétion of perception-one of the
important element of consumer behaviour, situatiomadividual and stimulus
factors affecting perception, elements of perceptinanagement ,models and

theories of perception management.
Consumer Behaviour

In the words of Peter Drucker, Business existsatisfy consumers. The
existence of the customer is integral to the ertsteof the retailer. The ability to
understand customer is the key to developing aesstal retail strategy. An integral
part of understanding customer is identifying thestomers for the product or
service i.e., the target segment and the demogmiithis segment, their needs

and buying behaviour.

While understanding the buying behaviour compjetetay not really be
possible it is in the best interest of the retaiteknow his customers. The earliest
attempt to study consumer behaviour centered onvaimn research, which relies
heavily on Fruedian techniques. Consumers can Umtiest in a variety of ways,
including through observation, electronic surveitla, interviews, surveys,
experimentation and sales analysis or consumpgsearch. Firms must examine
the demographics of the customers as well as thee abgroup influences and

personal factors like attitude, belief, motivatiete. (Swapna pradhan, 2012).
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It is also important to know how, when and whdre tustomers use the
product or service that the retailer sells.Pacoddidl in his famous book, “why we
buy, the science of shopping”, brings out some flagys about how consumers buy
and the various influences on them. The book brimgisthe key fact that most
purchasing decisions are influenced and made oshbp floor itself. He highlights
the fact that various aspects like signage, shwdftion, display space and fixtures.

All these influence the shopper with his buyingide.

The science of shopping is a hybrid disciplinet paysical science and part
social science and in fact, it is only part sciebeeause it is also an art. It is a
practical field, concerned with providing informati that can improve the retailers’
edge and the odds of making a wrong decision. Midiche value of this science lies
in its ability to go beyond collecting data and nmgkeducated guesses about what it

means and how best to respond.
Factors influencing the retail consumer

The behaviour of retail shoppers is a subjecttoflys across the world. In
India, retailers and retail formats are still ewoty Ten years ago if a consumer
wanted to buy soap his only option was the locaidar the Sahakari bhandhar or
the fair price shop run by the government. Tod&ycén still buy the bar soap from
the same places but he also has an option of goirfgpood world, Big bazaar,
Foodland. Where will he buy? What are the reason&it choosing one store over

the other?

Understanding the reasons behind consumers clgposipatronizing a store
is important for the retailer. An insight into whattovokes a customer to visit and
patronize a store helps the retailer in strategyédation. Following are some of the

factors which influence the customer’s decision mglorocess.

. Range of merchandise

The range of merchandise is perhaps the most tanorreason for
customers to patronize a particular outlet. If therchandise is similar to that of

another store or what is commonly available theéaruer may not see any reason
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why he should not switch stores. The range of nardise plays an important role
in the case of categories like durables, booksmausic, apparel and other lifestyle

products.
. Convenience of shopping

The element of convenience is fast gaining promgeein the world of
organized retail. This is especially true in casdtems like grocery, fruits and
chemist. For example while buying medicines mostepgs would prefer to buy
from the chemist near the doctor’s clinic or ndw hospital.

. Time to travel

The time required to reach a particular locatisnagain fast becoming

critical. This is especially true in the case oftros.
. Socio economic background and culture

The socio economic background of the consumerelargetermines his
lifestyle. This influence the kind of store that mmay be comfortable for shopping
.Consumer buying behaviour varies from market toketaand is largely influenced
by the culture of the region. For example Asiartwel is very different from Indian

culture.
. The stage of family life cycle

The stage of the family life cycle that the consurbelongs to alo largely
influences his needs. For example the needs otiagey bachelor will be different
from the needs of a family with children in thezehs which will again be different

from the requirements of an elderly retired couple.

After understanding the factors that affect thstemers buying process it is
necessary for the retailer to understand the mamnearmhich a customer makes a

decision. This requires an understanding of consio@leaviour.

Steps involved in the consumer decision makinggsse are
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Stage 1:ldentification of a need for the product orservice

This arises when the consumer becomes aware ofeleids for a particular
product or service. Typically, a consumer may geathat he needs a product when
the current product that he is using does not mise¢xpectations or he is about to
exhaust the stock that he has of a particular ptoduwhen he sees a product or

advertisement for the same and feels the needrthase it.
Stage2: Search for information

The second step involves the gathering of informnabn how to solve the
problem. This search may be internal (from memanykexternal (friends, family
etc). The extent to which consumer needs to sdarcimnformation depends on his
current information levels and the perceived vabtlighe additional information.
Based on the information gathered, the consumeévesrrat an evoked set or a

consideration set of product or services that hg chaose from.
Stage 3: Evaluating alternatives

These evaluative criteria are used by consumezsrisider different options.
These would vary from person to person and mayfdeenced by the situation. It
also depends on the product to be purchased, tb&sion for purchase and the

buying environment.
Stage 4: The purchase decision

At this stage, the decision that is made firstvigether to buy or not. It is
possible to get close to a purchase but abort dugsion to buy for a number of
reasons such as being declined for financing, rgettcold feet”, a stock out, or
other reasons. The next factor has to do witharesinfluences. Numerous displays
in a store may cause a person to change his minié whthe store or perhaps a
sales clerk may convince him to change brands en &ve amount he has planned to
spend. Typically, consumers are influenced by warifactors while determining the

products or service that they finally select.
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We have already seen that there are many factbishwinfluence the
decision-making of consumers. There are variouswmer models which help in
the understanding of consumer behaviour. Theséisteel below. We shall discuss
these briefly.

1. Economic Model

2. Psychological Model

3. Pavlovian Model
4. Input, Process Output Model—Gandhi: Philip i€otl
5. Sociological Model

6. Howarth Sheth Model

7. Engel-Blackwell-Kollat Model

8. Model of Family Decision-making

9. Nicosia Model

10. A Model of Industrial Buying Behaviour.
1. Economic Model

In this model, consumers follow the principle ofximum utility based on
the law of diminishing marginal utility. The consamwants to spend the minimum

amount for maximising his gains.Economic man maslbased on:
Price effect: Lesser the price of the product more will be thargity purchased.

Substitution effect: Lesser the price of the substitute product, les@#rbe the
utility of the original product bought.

Income effect: When more income is earned or more money is availaore will

be the quantity purchased.
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This model, according to behavioural scientistsascomplete as it assumes
the homogeneity of the market, similarity of bupehaviour and concentrates only
on the product or price. It ignores all the othapects such as perception,
motivation, learning, attitudes personality andisauiltural factors. It is important
to have a multi-disciplinary approach as human d¢eeisre complex entities and are
influenced by external and internal factors. Thpsce is not the only factor
influencing decision-making and the economic modetording to scientists have
shortcomings.

2. Psychological Model

Psychologists have been investigating the causeshwead to purchases
and decision-making.This has been answered by Ma&tlow in his hierarchy of
needs. The behaviour of an individual at a pardicuime is determined by his
strongest need at that time. This also shows teati$ 1 have a priority. First they
satisfy the basic needs and then go on for secpnmasds.The purchasing process
and behaviour is governed by motivational forcestiation stimulates people into
action. Motivation starts with the need. It is avohg force and also a mental
phenomenon. Need arises when one is deprived otbamy. A tension is created in
the mind of the individual which leads him to a gdaected behaviour which
satisfies the need. Once a need is satisfied, anmemsd arises and the process is

continuous.

Figure 4.1 Psychological Model

5. Self-actualisation: Self-fulfilment

4. Ego Needs: Prestige, Status, Success, Sekaesp

3. Social Needs: Affection, Friendship, Belongiats.
2. Safety and Security Needs: Protection, Ordabify, etc.

1. Physiological Needs: Food, Water, Air, ShelBsy, etc.
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3. Pavlovian Learning Model

This model is named after the Russian Physiologisih Paviov. He
experimented on a dogand observed, how it respoowlélde call of a bell and when
presented with a piece of meat. The responses messured by the amount of
saliva secreted by the dog. Learning is definethaschanges in behaviour which
occur by practice and based on previous experiertas.is important to marketers

as well.
The learning process consists of the followingdes:
Drive

This is a strong internal stimulus which impeli@c Because of the drive a

person is stimulated to action to fulfill his desir
Cues

This can be innate (in-born) which stems from phiggical needs such as
hunger, thirst, pain, cold, sex, etc. Cues are watmhuli that determine when the

buyer will respond. We have:
@ Triggering Cues: These activate the decision process for any puechas

(b) Non-triggering Cues. These influence the decision process but do not

activate it.
These are of two kinds:

1. Product cuesare external stimuli received from the product clisg e.g,

colour of package, weight, style, price, etc.

2. Informational cuesre external stimuli which provide information abthe
product, like advertisement, sales promotion, tegkito other people,

suggestions of sales personnel, etc.

Responses what the buyer doese., buy or does not buy.
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Reinforcement

When a person has a need to buy, say clothingpasses by a showroom
and is attracted by the display of clothing, thaatour and style, which acts as a
stimulus and he makes a purchase. He uses it dr@likes it, reinforcement takes
place and he is happy and satisfied with the pwehile recommends it to his
friends as well, and visits the same shop agaiarrieg part thus is an important
part of buyer behaviour and the marketer triesr¢@te a good image of the product

in the mind of the consumer for repeat purchasesith learning.
4. Input, Process and Output Model

This is a simple model of consumer behaviour incwhhe input for the
customer is the firm’s marketing effort (the progyrice, promotion and place) and
the social environment. The social environment stsf the family, reference
groups, culture, social class, etc. which influetie decision-making process. Both

these factors together constitute the input imtired of the consumer.
Need recognition

When one is aware of a want, tension is creatddae chooses a product to

satisfy his needs.

There is also a possibility that a person mayweara of a product before its

need is recognised.

This is indicated by the arrows going both waysrfrthe need to the product

and vice-versa.
Product awareness

Product awareness can be had from advertisemeexpmsure to different
types of media or by the social circle. The awassnand the need lead to the
building of an interest. In some cases, the intenesy also breakdown and the

decision process also stops or may be postpondtddimme being.

174



Evaluation

Evaluation may consist of getting more informatalmout the product and
comparing and contrasting it with other productsisican be done theoretically or
by taking a trial. Once the evaluation is completd® consumer’s interest may
either build up and he has intentions tobuy or lag fose interest and the decision
process may again stop or be postponed.

Intention

Once there is intention to purchase the prodhetcbnsumer goes ahead and
acts or purchasesthe product. Once the produatrchased, it is used to fulfill the
need and, the more the product is used, the mereaimssumer becomes aware of the
positive and negative points of the product.

Post-purchase behaviour

If, after the purchase and use of the productctigomer is satisfied, he is
happy and goes in for repeat purchases or reconsrteedsame to his friends and
acquaintances. If, however, the customer is d&#di he discontinues further
purchase of the product and builds a negativeudtittowards it which may be
harmful to the company. The post-purchase behavidwery important for the
marketer and the company because it leads to pfepdback for improvement and
maintaining the quality and features desired bygtazluct. If the customer is very
happy with the purchase he forms a good impresalwut the product and the
company.

Figure 4.2 Stimulus-Organism-Response Models

Buyers Black Box \

Buryers Buyers \ | Buyers Response

Markefing Other Characteristics  Decision Procass | | T
Stimuli Stimuli T e \ : !
Product Economical Social Recognition \| 2- Brand choice
Price Cultural Personal Information 3 Dealer choice
Promotion Technological Psychological ~ Search i
Place Political Evaluation .f'l 4. Purchase timing

LecEn || 5. Purchase amount

Postpurchase |/

Behaviour /
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The above figure shows three stages in termsimiuBf buyer’s black box
and buyer’s response. The consumer gets the input the marketing effort of the
firm (4 Ps) and the other stimuli. This input i©pessed in the mind (Black Box),
which constitutes the characteristics of the bused the process of decision-
making. Once the buyer has decided to buy, he reispm terms of his choice of
product, brand, dealer, timing and amount. The-pasthase behaviour of being
satisfied or dissatisfied is also important andsi®wn in the decision-making

process.
5. Sociological Model

This is concerned with the society. A consumex fgrt of the society and he
may be a member of many groups in a society. Hysnigubehaviour is influenced
by these groups. Primary groups of family, frieadsl close associates exert a lot of
influence on his buying. A consumer may be a merobarpolitical party where his
dress norms are different. As a member of an eatganisation, his dress
requirements may be different, thus he has to Iirggs that conform to his

lifestyles in different groups.
6. Howarth Sheth Model

This model is slightly complicated and shows tt@isumer behaviour is a
complex process and concepts of learning, peraepdind attitudes influence
consumer behaviour. This model ofdecision-makinggplicable to individuals. It
has four sets of variables which are:

) Input

(i) Perceptual and learning constructs
(i)  Outputs

(iv)  Exogenous or external variables.
Input

Some inputs are necessary for the customer fommalecisions:
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These inputs are provided by three types of stiamishown in Fig.

€)] Significative stimuli: These are physical tangible characteristics of the
product. These are price, quality, distinctivenesstvices rendered and

availability of the product. These are essentiahfi@king decisions.

(b) Symbolic stimuliThese are the same as significative characteristicthey
include the perception of the individuak., price is high or low. Quality is
up to the mark or below average. How is it différieam the other products,
what services can the product render and, whdteigposition of after sales
service and how quickly or easily is the produdible and from where?

(© Social stimuli: This is the stimulus provided by family, friendsycil
groups, and social class. This is important aslioes in society and for the

approval and appreciation of the society, buyinigitsehave to be governed.
Perceptual and learning constructs

These constructs are psychological variableg., motives, attitudes,
perception which influencethe consumer decisiorcgss. The consumer receives
the stimuli and interprets it. Two factors thatlueihce his interpretation are
stimulus-ambiguity and perpetual bias. Stimulus igonby occurs when the
consumer cannot interpret or fully understand threammng of the stimuli he has
received, and does not know how to respond. Perakfias occurs when an
individual distorts the information according t meeds and experiences.
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Figure 4.3 Howard Sheth Model
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These two factors influence the individual for twenprehensions and rating
of the brand. If the brand is rated high, he dey®loonfidence in it and finally

purchases it.
Output

By output we mean the purchase decision. Aftercipagse there is
satisfaction or dissatisfaction. Satisfaction leémlgositive attitude and increases
brand comprehension. With dissatisfaction, a negaéttitude is developed. The
feedback shown by the dotted line and the solieklishows the flow of information.

Exogenous or external variables

These are not shown in the model and do not tiredtuence the decision
process. They influence the consumer indirectly way from one consumer to
another. These are the individual’s own personéiis, social class, importance of
purchase and financial status.All the four factisussed above are dependent on
each other and influence the decision-making pceshe model though
complicated deals with the purchase behaviour iexdraustive manner.

178



7. Engel-Blackwell-Kollat Model
It consists of four components:

() Information processing

(i) Central control unit

(i)  Decision process

(iv)  Environmental influences.

Information processing

A shown in the diagram the information processuogsists of exposure,
attention, comprehension and retention of the niemx@nd non-marketing stimuli.
For successful sales, the consumer must be propedyepeatedly exposed to the
message. His attention should be drawn such thainkerstands what is to be

conveyed and retains it in his mind.
Central control unit

The stimuli processes and interprets the inforomatreceived by an

individual. This is done by the help of four psytdgcal factors.

@ Stores information and past experience abouptbduct which serves as a
standard for comparing other products and brands.

(b) Evaluative criteria which could be different fdifferent individuals.

(© Attitudes or the state of mind which changesrfriiime to time, and helps in
choosing the product.

(d) The personality of the consumer which guides tormake a choice suiting

his personality.
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Decision process

The decision outcome or the satisfaction and tsfaation are also an

important factor which influences further decisions

Figure 4.4Angel Blackward Kollat Model
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The decision process may involve extensive problemiving, limited
problem solving or routinized response behaviodnis Tdepends on the type and

value of the product to be purchased.
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Environmental influences

The environmental influences are also shown ieparate box and consist of
income, social class, family influences, socialssland physical influences and
other considerations. All these factors may favaur disfavour the purchase

decisions.
8. Model of Family Decision-making

In a family decision-making model, it is importaiat understand how the
family members interact with each other in the eghbf their consumer decision-
making. There are different consumption roles pllalpg various members of the

family. These roles are as follows:
0] Influencers

The members who influence the purchase of the ystothy providing
information to the family members, the son in aifgmay inform the members of
a new fast food joint. He can influence the fammilgmbers to visit the joint for food

and entertainment.
(i) Gate keepers

These members control the flow of information #oproduct or brand that
they favour and influence the family to buy thedurct of their choice. They provide
the information favourable to themselves and wittihimformation about other
product which they do not favour.

(i)  Deciders

These are the people who have the power or monéyaathority to buy.

They play a major role in deciding which producbtgy.
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(iv)  Buyers

Buyers are the people who actually buy. For exam@ mother buying

ration for the house.

Preparers

Those who prepare the product in the form it im@ty consumed. Mother
preparing food by adding ingredients to the raweteble, Frying an egg for

consumption, sewing clothes for the family, etc.
User

The person who actually use or consume the prodin product can be
consumed individually or jointly by all the memberfsthe family. Use of car by the
family, use of refrigerator TV, etc. The role thtae family members play varies
from product to product. Some products do not imgolhe influence of family

members—vegetables bought by the housewife.

She can play many roles like that of a decidezparer as well as the user. In
limited problem solving or extensive problem sotyithere is usually a joint
decision by family members. The diagram shows thedipposition of various
family members, which when influenced by other dastieads to joint or individual
decisions. These factors are shown in the diagrath @nsist of social class,
lifestyle, role orientation, family life-cycle stagperceived risk, product importance

and time pressure.
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Figure 4.5 Model of Family Decision Making
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9. Nicosia Model

This model explains the consumer behaviour onlhgis of four fields

shown in the diagram.
The output of field one becomes the input of figd, and so on.

Figure 4.8 Nicosia Model
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Field one consists of subfields one and two. ®ldbfone is the firm’s
attributes and the attributes of the product. Titgfisld two is the predisposition of
the consumer and his own characteristics and atésh which are affected by his
exposure to various information andmessage, anelsigonsible for the building of
attitude of the consumer. Field two is the reacfield, where the consumer goes on
for research and evaluation and gets motivateduyotive product. It highlights the
means and end relationship. Field three is thefgotirchase or the decision-making
to buy the product. The customer buys the prodndtwses it. Field four highlights
the post-purchase behaviour and the use of thauptoitk storage and consumption.
The feedback from field four is fed into the firmatributes or field ones and the
feedback from the experience is responsible fongimg the pre-disposition of the
consumer and later his attitude towards the prodditosia Model is a
comprehensive model of dealing with all aspectbuwliding attitudes, purchase and

use of product including the post-purchase behawbthe consumer.

After a detailed analysis of the various consutbehaviour models, the
present study analyse one of the basic elemerdsrnsumer behaviour —perception.
A thorough understanding about management of peoces inevitable in the study

context, as it is related to perception managemieotganized retail consumers.
Perception management — An introduction

Before managing the perception, it is good to ta&e of how perceptions

are formed.
PERCEPTION
The world surrounding us
“One lives the idea, not the reality”
ELEUTERIO MANERO

Each one of us perceives the world around usffierdnt ways. We act or
react on the basis of our perception rather thgactee reality(Leon G Schiffman

L. L., 2012). For example, if one person on a ti#gperceives that it is cold, he will
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wear his sweater, On the other hand, if the pestanding next to him perceives
that it is warm, he will remove his sweater. Thesatrasting behaviours can be
witnessed happening at the same time, regardlegee aictual ambient temperature
as measured by a thermometer (Arun, 20E8) each individual, reality is totally a
personal phenomenon, based on that person’s neeats, values and personal
experiences (Schiffman 2012). Therefore, it is rcléhat to understand an
individual's behaviour, we need to know somethirfgtlte elements in their

perceptual world and the pattern of information alder cultural influences that

have shaped that world.
Perceptual process

From the very second we wake up, external redbiyds our mind through
five senses. We receive millions of stimuli throaghthe day(Martinez, 2012)our
sensory apparatus is bombarded with vast amountayfmation; we are not passive
recorders of this sensory data, rather than cotigtsinifting and sorting this stream
of information, making sense of it and interpretihgTherefore it can be said that
perception is information processing activity (Ayi@9012). Information processing
is a series of activities by which stimuli are maved, transformed into information
and stored. Figure 1 illustrate a useful informatfrocessing model having four
major steps or stages; Exposure, Attention, Inetghion and Memory. The first

three of these constitute percept{btawkins & Coney).
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Figure 3.7 Perceptual Process
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EXPOSURE TO STIMULI (SENSATION)

Exposure occurs when a stimulus comes within Hrge of our sensory
receptor nerves; of course people are also expmskaige number of stimuli on a
more or less random basis during their daily ai#igi(Del L Hawkins D. L., 2014)
Sometimes an individual can be exposed to only austule fraction of the
available stimuli. At Other times people delibehateeek out exposure to certain
stimuli and avoid others (Selective exposure). Bigitg to stimuli varies among
individuals and depends on the quality of sensepeptors and differentiation of

input.
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Absolute Threshold

The lowest level at which an individual can expede a sensation is
absolute threshold. At this level an individual cdetect a difference between
“something” and “nothing” and this point would bkat individual's absolute
threshold for that stimulus. For instance, oneviatlial may sense the sound pitch at
20 cycles per second and the second individual sesmge the sound pitch at 30
cycles per second. Absolute threshold for soundaise of these two individuals

would be different.
Differential Threshold

Differential threshold is the smallest noticealldference between two
values of the same stimulus. Consumers are expmseadimber of stimuli of a
product category; the ability of an individual tsciminate between these similar
stimuli (sensory discrimination)is based on th@ust noticeable difference (J.n.d)
(minimum amount that one brand can differ from aapthith the difference still
being noticed) Marketers seeking to find a promotable differenedween their
brand and a competitor's must surpass the j.natder for the change to be noticed
by consumers (Del L Hawkins, 2014).

ATTENTION
“Mental power is achieved like physical power, tlylowonstant exercise
CHARLES FRANCIS HANEL

Attention occurs when the stimulus activates onenore sensory receptor
nerves and the resulting sensation go to the Waaiprocessing (Del L Hawkins,
2007).The same individual may devote different levef attention to the same

stimulus in different situations.
Incidental Exposure and Nonfocused Attention

Incidental exposure implies that a stimulus attaimimal attention while

processing more relevant information (S Shapir®@7)l%venthogh the stimuli are
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attended without conscious focusing, still it hasesnhanced probability of being
considered for purchase. Some messages are psmtast or so softly or so
masked by other messages that one is not awareeofgsor hearingsubliminal
stimuli). Anyhow it is strong enough to be perceived by @nemore receptor
nerves. Here people perceive stimuli without baesngsciously aware that they are
doing so. Attention is like a spotlight highlighginthe stimulus. It is like torch
lighting up the visual field. Paying attention msapicking out the specific
information and discarding the rest.

Psychophysiological basis for attention

Attention is fairly complicated mental functiorvlving various areas of the
brain. Hemisphere lateralization” is a term appliedactivities that take place on
each part of the brain. The right side of the bdgals with images and impressions.
It is the right brain’s picture taking ability thaermits the rapid screening of the
environment- to select what it is the left braimgld focus on(i.e., the left part of the
brain controls rational thoughts)(Del L Hawkins,ZD0

In general there are three main systems taking\partinez, 2012)
1. The arousal or alert system.

2. Posterior or perceptive attention-this meam®sing information according
to priority; it involves the right parietal lobe.

3. Anterior or supervisory attention which takésige of regulating the

direction and object of attention.

We did not discuss what happens between attetdicome stimuli and the
subsequent formation of perception. This is the @lanef comprehension in which
interpretation of stimulus happens. It is the paintvhich meaning is attached to the
stimulus. This meaning depends on what occurs guwtimulus processing(Roger D
Blackwell, 2002).
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INTERPRETATION

Interpretation is related to how we comprehend rma#le sense of incoming
information based on characteristics of the stimulbe individual and the situation.
It is a relative proceg®erceptual relativity). It is often difficult for people to make
interpretation in the absence of some referencet{iel L Hawkins,2014).In line
with the notion of relativity, consumers interg@tthe print price as lower when it
is followed by the higher priced items(Stafford 0R)

It also tends to be subjective and open to a bbgisychological biases.
There may be a discrepancy betweenstmantic meaningssigned to a word and
the psychological meaningssigned by the individuals. Owing to the factt tha
individual assigned meaning to a word based oeXxp&rience, expectations and the
context in which the term is used. A firm may imoce a high quality new brand at
a lower price than competitors for the reason thatfirm is more efficient. In spite
that, if consumers interpret the lower price to mkaver quality, the new brand will
not be successful regardless of the objectivetygéBliGrewal, 1998)

Interpretation can beognitive or affective Cognitive interpretation is a
process whereby stimuli are placed into existingegaries of meaning
(M. Viswanathan, 1999).The addition of new inforioatto existing categories also
alters those categories and their relationship wither categories. When mobile
phone was first introduced, mostof the consumeobalsly grouped them in the
general category of telephone. With further expexge and information, many
consumers have gained detailed knowledge abouptbeéuct and have formed
several categories for classifying such as smames, 3G phones etc.

How does one categorize the robot when it is bexgosed for the first
time? It does not easily fit into computers or amart device category. Instead
consumers may be required to develop a new catdgorgwed from several others
such as some product attributes of computer sofsyaemote control, sensors etc.
Unless provided explicit help by marketers, thisynslowdown the understanding
and acceptance of the prod@iotGrewal 2001).

Affective interpretations the emotional or feeling response triggeredhay
stimulus. It can range from positive (exciting, warto neutral (disinterested) to
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negative (Anger, fear).There is also individual i#@ons to these responses.
Consumers confronting new products or servicemndssign those into emotional
as well as cognitive categories ((J Z Sojka, 1997)

Interpretation is a function ajestalt or pattern formation. A pattern of
association around a particular concept is terngestl@ema (our schema contains
product attributes, usage situation etc.). Pedgral to organize the numerous
stimuli received from the environment into groupsl goerceive them as unified
wholes(Perceptual organization).

Thus the perceived characteristics of even thelssh stimuli are viewed as
a function of the whole to which the stimulus appéa belong (Leon G Schiffman,
2012) This pattern formation may be from personal expees or may be from
situational or stimulus factors.

Factors affecting Perception

Different individuals may be exposed to the sarmawdi under the same
conditions but how each individual recognize thmsli, select them, organize and
interprets is unique in case of each person andrikpon his needs, wants, values,
beleifs, personal experiences, moods and expeasatiRerception is also influenced
by the characteristics of the stimuli such as st#our and intensity etc.and the
context in which it is seen or heard (Satish K BaR008).The table below show the
factors affecting perception.

Table 4.1

Factors Affecting Perception

Stimulus Individual Situational
Size Intensity Interestingness Motivation Clutter
Position Informa_t|on Contrast_and Ability _Program
quantity expectations involvement
Isolation Colour and Attractive visuals
movement

Source: Hawkins
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Individual factors
Why different people respond differently in same suations?

“The most derangement of the spirit is to belienimds because we want

them to be so”.
- JACQUES BENIGNE BOSSUET

There are great variation between individualh@irtsensitivity to stimuli as
they differ in their needs, learning, traits angb@stations. Our mind has a goal, an
intention, a desire according to which we choosecifig elements from the
environment(Martinez, 2012)Generally, consumer motivation and ability are the

major individual aspects affecting attention.

Motivation drives the interest and needs which induce proshwcivement
that can be temporary or enduring. Either way, pebdnvolvement motivates
attention (Del L Hawkins R. J., 2007).For intergaihotivated consumers external
influences are able to play barely a minor rdbility is related to the knowledge
and familiarity with the product, brand or prometiorhose with high familiarity
need less attention. When the mind is too accustotoea stimulus, it stops
responding, a psychological mechanism known astumgtion. This is why very
dynamic brands have to continue reinventing, intingaand surprising consumers

in a positive way (Martinez, 2012).

Individuals assign meaning to stimuli based onirtheeeds, desires,
experience and expectatiohgarning andexpectation play a dominant role among
these.Learning in this context refers to accumulation of life expaces. Rather
than recovering faithful copies of these experisnage recreate and reconstruct
them, in the process adding feelings, beliefs, ekeowledge gained after the
experience to the reconstruction. Consumers base itlierpretation of marketing

messages on their own experiences and needs.

People’sexpectations are the result of learning, once established itveiid

enormous influence and are hard to change. Manguwoers expect, for example,
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that well-known brands are of higher quality. Asesult they usually compare
performance of unknown brands with these well-kndwands(Del L Hawkins R.
J., 2007)

Stimulus Factors
Why same people respond differently in different $uations?

The stimulus traits can seize the attention inddpet of individual and
situational factors. The attention garnered by shus factors tend to be automatic
(Hawkins2014). So even if you think you are not interested in adpct, an
attractive and colourful display may be hard tooign Larger stimuli (Size) are
more noticed than smaller ones(Bouffard, 2004)al agetheintensity (loudness,
brightness, length etc.) also increase attentidR Rossiter, 2001). Individuals tend
to be attracted by pleasant stimuli and repelledubgleasant stimul{Attractive
visuals) Both colour and movementserve to attract attention, brightly coloured
and moving items are more noticeable. Objects plaear the center of the visual
field are more likely to be noticed than those niar edge of the field(C Gracia,
2000)and isolation of stimulus object is anotherchamism(Olsen, 1995). The
message presentation style and unexpected infmmatintent also receives more
attention(Lee, 2000)likewiselnterestingness of the stimuli and the optimum

information quantity in the stimulus field will estenfluence on consumers.

The stimulus set provided by the marketers willehan effect on desired
interpretation. The product, package, advertisenmensales presentation have a
major impact on the nature of mental processesdateanctivated and on the final
meaning assigned to the message(D E Sprott, 1868}wo decades marketers in a
variety of industries have been building expertiseeaching consumers through the
five senses-learning to deploy cues, such as thg fsom a swig of mouthwash and
scritch-scratch sound of a sharpie pen, that camensify perceptions of
brands(Krishna, 2013).

All aspects of the message itself influence imegdion. This can include

the reaction to the overall style, visual and aurgitbackground, and other verbal
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and non-verbal aspects of the message as wels & plicit content. Without our

conscious awareness, our bodily sensation helpdetermine the decisions we
make.(Krishna, 2013)Fascinated by certain questieswhy does the wine taste
better in a wine glass than in a water glass, thboa realized that senses amplify
one another when they are congruent in some wagh Biluences are subtle-and

that’s exactly the reason why they are so powerful.
Situational Factors
Why different people respond similarly in same sitations?

Situational factors consist of peripheral stimul{eg.packaging,
advertisement) and temporary attributes of theviddal that are induced by the
environment such as time pressures or a crowdeae. Stdutter and program
involvement are the two major situational factors.Instore aesie suggest that
cluttering the environment with too many point afrghase displays decrease the

attention of consumers(Del H Hawkins,2014).

Interpretation of the stimuli is influenced by tkiuational constituents both
internal as well as external. Temporary characdtesisof the individual such as
hunger or loneliness influence the interpretatibm stimulus as do moods(Meloy,
2000). Likewise, physical characteristics of théuation such as temperature,
perceived crowding, and external distractions affexv the message is interpreted.
People conceived wrong interpretations to stimule do contextual influence.
Contextual priming effects have an effect on marketing stimuli. The marlseter

should be cautious about it.
Perceptual Selection

Human beings, sub consciously, is quite seleativiheir perception. In a
market place, a consumer is exposed to numerouketireg stimuli, even though
they make desired purchase without any disorientaffhe reason is that we all

unconsciously exercise selectivity in perceptioatich K Batra, 2008).
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Adaptation

Adaptation refers to gradual adjustments to stirlwhich consumers are
exposed for longer periods. Because of adaptationsumers do not notice the
stimuli to which they have become adjusted. Fotaimse an air-conditioned picture
theatre feels quite cool in the beginning but adtesrt time we adapt to temperature

and become less aware of it.
Perceptual Vigilance and Defense

Unpleasant, damaging or threatening stimuli haa®s lof chance to be
perceived compared to neutral stimuli at the sawellof exposure. Consumers are
also likely to modify or distort any informationatis not consistent with their

needs, wants, values or belief.
Perceptual Blocking

Typically consumers screen out enormous amount\6fadvertising by
‘turning out’. The reason behind is that they pcotthemselves from being

overburdened by blocking such numerous stimuli ftbeir conscious awareness.
Perceptual Organization

All the selected stimuli from the environment act experienced as separate
and discrete sensations. Individuals tend to omgatiiese sensations into a coherent
pattern and perceive them as unified wholes. Thremst basic principles of
perceptual organization focus on ‘figure and grduethtionships, ‘grouping’ and

‘closure’.
a. Figure and round

This is one of the most basic and automatic omgitinal process that
perceivers use. People have a tendency to orgtreeperceptions into figure and
ground relationship. In order to be noticed stimolust contrast with their

environment. We notice black against white and atonetice white in white.
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b. Grouping

Individuals have an inherent tendency to groumnghunking a variety of
information or items close to each other in timespace and form a unified picture.
This tendency to group stimuli may result as a eqaence of proximity, similarity

or continuity.
C. Closure

Individuals have a need for closure and fulfill by organizing their
perceptions in a manner that leads to the formadioa complete picture. In the
event that they are exposed to a pattern of stimliich in their view is incomplete,

they tend to perceive it as complete by fillinghe missing pieces.
Learning

Learning is any change in the content or orgamnabf long term memory
or behaviour as a result of information procesdgiiell, 1983). Our past
experience leads to the development of perceptyagtatations or perceptual sets
which give us predispositions to perceive and tpaitention to some stimuli and to
ignore other information. Memory is the totalcamulation of prior learning
experiences. It consists of two interrelated coneptsr short term (working
memory) and long term memory (permanent informatistorage)(Maltor,
1996).Information goes directly into short term noeynfor processing where two
basic activities occurmaintenance rehearsal(hold current information) and

elaborative activities (interpretation of current information).

People learn in various ways-which maytgh versus low involvement
learning. High involvement learning occurs when iadividual is motivated to
acquire the information whereas low involvementusscwhen an individual is
paying only limited or indirect attention to a mags. Learning can also be
classified agonditioned or cognitive There are two forms of conditioned learning-
classical and operant Classical conditioning attempts to create an @sson
between a stimulus (brand name) and some respbekayijour or feeling) and is

generally of a low involvement in nature. Operamditioning attempts to create an
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association between a response (Buying a brandsam® outcome (satisfaction)
that serves to reinforce the response and is ggnefaa high involvement in
nature(Del L Hawkins,2014).The cognitive approashearning encompasses the
mental activities of humans as they work to solkabfems.

Perception and learning are highly interrelatechil&/we shop we may
notice a favourite brand of soap due to the puehgsal stored in long term
memory. The soap’s current price is brought ineghort term memory through the
perceptual system for processing. But a referemice pnay also be retrieved from
long term memory as a comparison point. Finallycgperceptions associated with
their favourite brand may be updated and storedomg term memory as a

consequence of the comparison process.

Figure 4.8 Learning Process
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The above figure shows the two general situatiand the five specific
learning theories. Level of involvement is the pamn determinant of how material
is learned. The solid lines in the figure indicatat operant conditioning and
analytical reasoning are common learning proceisskglh involvement situations.
Classical conditioning and iconic rote learningddn occur in low involvement
situations. Involvement is motivational state caused by consumer perceptions that

a product, brand or advertisement is relevant erésting.Needsplay a strong role
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in determining what is relevant or interesting tmsumers(Zumda, 2016). We are

more likely to perceive the stimuli that are moting.

Each Individual has different internal traits tehto action tendencies that
are reflected in thgersonality of an individual which guides their behaviour in
different situations. Our personality traits alsegispose us to perceive the world in
particular ways, to pay attention to some issuéesearents and human characteristics

and not others.

Emotions are closely linked to needs, motivation and persgndJnmet
needs create motivation, which is related to arocsaponent of emotion. Unmet
needs generally yield negative emotions while mestds yield positive emaotions.
Brands and their corresponding communications odrwéh consumers’ positive
emotions because they know that it is the besttwayake an impact on them and
enter into their minds. The emotional system iselyp related to attention, memory
and perception. The major dimensions of emotion pleasure, arousal and

dominance. Each of them has specific feelings @ssatwith it.

Thus the internal factors - our past experienckvelmat we have learned, our
personalities, our motivations - contribute to tlevelopment of our expectations of
the world around us, what we want from it, whatl \wappen in it and what should
happen. We tend to select information that fits ewpectations and pay less

attention to information that does not.
How Attitudes are formed

An attitude is an enduring organization of motieaal, emotional,
perceptual and cognitive processes with respesbnee aspects of our environment.
It is a learned predisposition to respond in a bestly favourable or unfaourable
nature with respect to a given object. Thus, aitud# is the way one thinks feels
and acts toward some aspect of his or her envirahnseich as a retail store,

television program or product (R E Petty, 1997).
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Figure 4.9 Attitude Formation
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As figure illustrates, it is useful to considertitatles as having three
components: cognitive (beliefs), affective (feeihgand behavioural (response
tendencies).A person may hold subjective judgmbelig€f) about various attribute
of an object(cognitive) and he may react to an object emotionédiffective). The
tendency of an individual to respond in a certaanner towards the attitude object
constitute theconative component of attitude. The attitude of an indiabtowards
himself constitutes theself-conceptand how a person enacts his self-concept

represents hikfestyle.
Perception Management

“Perception without conception is blind, conceptiaithout perception is

empty”.
- Weik 2007

Perception Management has recently been adoptagast-Cold War term
variously used to describe a range of activitiesluiding Military Deception,
Psychological Warfare (PSYOPS), Propaganda, Medmer&ions, and Public
Information. It is generally viewed as one of &y elements of the relatively new
concept of Information Warfare/Operations, alonghwother activities such as
Computer Network Attack and Information Assuran@g(or, 2002)
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Perception Management targets the human dimemsipalitics and conflict
in a way that kinetic weapons cannot do. The afiéimerican military definitions
for Perception Management and its constituent corepts are perfectly

serviceable. Perception Management is understoowolve:

“Actions to convey and/or deny selected informatiand indicators to
foreign audiences to influence their emotions, westiand objective reasoning; and
to intelligence systems and leaders at all levelanfluence official estimates,
ultimately resulting in foreign behaviours and ofii actions favourable to the

originator’s objectives (Jones, 1999)

Clearly, there is both an active and a passiveneh to Perception
Management; and there are also truth-telling anth{corrupting aspects to it. The
US Joint Staff's definition goes on to say thatn ‘Various ways perception
management combines truth projection, operatioealirsty, cover and deception
and psychological operations(Driscoll, 2000).Thdengents of Perception
Management, conceptually, can be employed in treerade of the overt use of

conventional weaponry (Dearth, 2002 )

“A good psychological warfare executive is no dadfg from a market
research executive, except that the Psyops oféitssr likes to jump out of

planes”.
- Col. Layton Dunbar

Business is war. It is a metaphor attributecheoapanese in the 1980’s and
happily adopted by the American corporate leadensnd the 1990’s. Business
battles are not fought in mountains or caves, iseds or the jungles. They are
fought in boardrooms, on retail store aisles, onll\8&eet, and in the hearts and
minds of consumers. By embracing the military leadip ethos and strategic

doctrines many businesses have thrived.

Today public relations is both a strategic andicat weapon for companies
and is used to drive sales, boost stock price, keegale high among employees,

and drive business relationships and partnershipss. a key part of the marketing,
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sales and advertising equation and companies speifitbns on aggressive,
outbound PR. Why the change?

Because business leaders recognized that the neediapable of doing
things for you or doing things to you. Modern PRatggies, tactics and techniques,
are now critical to the business marketing mix. BRd its media relations
component have proven to be a tremendous forcepteitfor business compared
to advertising or even direct sales. Marketingudels advertising, sales, direct mail,
telemarketing (those annoying phone calls), cortipetiintelligence, consumer
research, investor relations, community relatiétf®,and other functions designed to
shape a company or product message and then diggeniti to various audiences.
These marketing functions are all designed to caugwovoke a desired consumer
or audience reactiofRied2002). The ability to maintain that publicpport has
been accomplished with various forms of marketirfgcv the military refers to
under the umbrella of Information Operations. Pgtiom Management is a key
component of Information Operations (Dearth, 200Pyblic relation firms now

offer perception management as one of their sesvice

Although perception management operations arealyicarried out within
the international arena between governments amwgeleetgovernments and citizens,
use of perception management technique have becpane of mainstream
information management systems in many ways thatndb concern military
campaign or government relations with citizenry. daarly evident in advertising

and marketing campaigns, perceptions can be mar{egeer Callamari, 2003)
How Perceptions are managed?

One of the most important human activities is ngamg Ever since people
began forming groups to accomplish aims they caudt achieve as individuals,
managing has been essential to ensure the coaothraft individual efforts. The
perception of others about us can also be mandfgtieely. Before that we need

to understand how management can be done withssicce
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Management is the process of designing and maingian environment in
which individuals working together in groups e#icily accomplish selected

aims.
-Harold Koonts &Heinz Weihrich.

Many scholars and managers have found that tHgssmaf management is
facilitated by a useful and clear organization ofowledge. In studying
management; therefore, it is helpful to break dawnto five managerial functions-
planning, organizing, staffing, leading and coringlaround which can be
organized the knowledge that underlies those fansti Managers design the
internal environment for performance within the amization, at the same time he

must operate in the external environment as well.

An organized enterprise does not, of course, existacuum. Rather, it is
dependent on its external environment; it is a pértarger system such as the
industry to which it belongs, the economic systend dhe society. Thus the
enterprise receives inputs, transforms them, anpdoréx the output to the
environment. Clearly any business or other orgaéinsamust be described by an
open system model that includes interactions betvlee enterprise and its external

environment.

The Seven Elements

Man, Machine ProductfServices, Profits, Custom
Material, Method, er 8 Societal satisfaction, Other

Measurement Long-term Goals
=

EXTERNAL ENVIRONMENT({Opportunities, Constraints)
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Inputs and claimants

The inputs from external environment include pepmlapital, managerial
skills, as well as technical knowledge and skilis.addition, various groups of
people will make demands on the enterprise. Consithemand safe and reliable
products at reasonable price, suppliers want asser¢hat their product will be
bought, financial institutions and even competitmi@y have claims. Many of these
claims are incongruent; it is the manager’s jolintegrate the legitimate objectives

of the claimants.
The Managerial Transformation Process

It is the task of managers to transform the injpuin effective and efficient
manner into outputs. The transformation proces®lu®s planning, organizing,

staffing, directing and controlling.

a) Planning: Planning involves selecting missions and objectieesl the
actions to achieve them; it requires decision n@kimat chooses future

course of action from among alternatives.

b) Organizing: Involves establishing an intentional structure rofes for
people, all tasks necessary to accomplish goassigned to people who can

make them best.

C) Staffing: Staffing involves filling and keeping filled theogitions in the

organization structure.

d) Leading: Leading is the influencing of people so that tiely contribute to
organization and group goals; it has to do predantig with interpersonal

aspect of managing.

e) Controlling: Controlling is the measuring and correcting ofivaités of

subordinates to ensure that events conform to plans
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The communication system:Communication is essential to all phases of the
managerial process for two reasons. First, it mdeg the managerial functions and

secondly it links the enterprise with its extereaVironment.

External Variables: Effective managers will regularly scan the extérna

environment in order to respond to it.

Outputs: It is the task of the managers to secure and @titiputs to the enterprise,
to transform them through the managerial functiongh due consideration for

external variables-to outputs.
Reenergizing the System

It is important to notice that in the system moadlebperational management
some of the outputs become inputs again. Thus,s#isfaction of employees
becomes an important human input. Similarly, psofand the surplus of income
over cost are reinvested in cash and capital gesods as machinery, equipment and

inventory.

As opposed to strategic military deception, petioepmanagement is more
methodical, leading an adversary to more slowlylemgnts changes favorable to
the originator. Even though it is widely used itemmational politics and military,
recently its application in business found to berttwohile especially in crisis
management and winning consumers. PM demandsgtrateented planning as it
is concerned with long-term complex manipulativeogess of influencing the
opinion of others which takes into account a priwactrather than a reactive

methodology.

Strategic planning in retailing is the overallplar framework of action that
guides a retailer (Barry Berman & Joel R Evans 20pally, it will be at least one
year in duration and outline the mission, goalspscmner market, overall and
specific activities, and control mechanism of tle¢ailer. The elements of retail

strategy are given below:
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Figure 4.10 Elements of Retail Strategy
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Scholars from different research disciplines sasmeputation, legitimacy or
corporate branding have been concerned with hawflieence the perceptions of an
organization’s external stakeholders (Brown & DacitP97; Elsbach, 1994;
conterat ffositive company

Fombrun & Shanley, 1990). These scholars

perceptions of stakeholders are an important psecuwf their behavior toward a
company such as buying the company’s products &inganvestment decisions
regarding the firm. Reputation management studaese Hor example particularly

focused on stakeholders’ perceptions of a compamgtformance in relation to its
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competitors, such as offering high quality produ(®abhu & Stewart, 2001;
Weigelt & Camerer, 1988) and having a good findnpexformance (Fombrun &
Shanley, 1990). These studies have shown that gepodtations have favorable
consequences for companies such as enhanced &haeciormance (Fombrun &
Shanley, 1990), increasing sales (Shapiro, 1982)aigther attractiveness of
applicants (Rynes, 1991). Corporate branding schdlave been concerned with
how to create strong and favorable associationsnarca company’s corporate
brand. Studies in this field have shown that strang positive corporate brand
associations have a positive influence on consuntengng intentions toward a
company (Berens, Van Riel, & Van Bruggen, 2005;v8ro& Dacin, 1997). The
company activities that these studies refer to Haaen labeled by Elsbach (2003;
2006) as ‘perception management’. The present saddypts this term to refer to

research on managing organized retail consumertepgons.

Perception management scholars have particulavbkeld at different
informative signals and strategies that affect gheceptions of external audiences
and how these perceptions affect stakeholders’ viefs reactions toward the
company (Brown &Dacin, 1997; Elsbach & Glynnn, 1998ao, 1994;). For
example, reputation management scholars have arthud stakeholders form
perceptions of an organization based on signalsitiiarm them about a firm’s
organizational characteristics such as its produmtsl service or financial
performance (Fombrun, Gardberg, & Sever, 2000;FamBrVan Riel, 2004).

Perception management process

Perception management can be implemented in ahgrepof life. Its
application is not limited to marketing area. Itapplied in various sectors like
hospitals, educational institutions, military e®elow are some of the real life

examples of perception management.
Colonel Craig S. Jones 1999

Based on personal observations of Task Force (EBple’'s IO cell in
Bosnia during December 1997(Jones, 1999)has dmeela 12-step method that
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forms a template for planning, implementing and leang 10s perception
management piece to accomplish their mission totept lives and property in case
of riots in the multiethnic city of Tajmil- in corection with Municipal elections
and it seems likely that the losing political pantyl instigate riots after the election

results are announced.
1. Analyse the mission

The 10 cell analyse the mission to determine thétary and political

objectives and the commander’s intent.
2. Determine 10 objectives

An 10 objective is a specific, operational statemef desired 10 program
accomplishments. For each 10 objective the plarsteves to use strong verbs;
states only one purpose specifies a single end atat specifies the expected time
for achievement (Freeman, 1982).For example: i@ G(Information Operation
Working Group) objective is “Within 90 days, disdeahe populace of Tajmil from

rioting’Dissuade is the strong verb.
3. Determine objectives for each element

The 10 staff officer needs to know what the C2Woif@nand and Control
Warfare), PA (Public affairs) and CA (Civil Affairobjectives are and how they
will aid in achieving the overarching IO objectiveBrainstorming is important as it
ensures that the 10 objectives and each elemehjective are clear, distinct and

focused.
4, Identify 10 targets

The 10 cell identifies 10 targets, consistent witle commander’s intent, and
presents this list to the IOWG for review. Targeil be quite diversified and could
include key communicators, a certain populationnmsag or a set of radio towers

that are being used to encourage people to riot.
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5. Obtain detailed information about the target aulience
As a minimum, RIl about the target audience shgolukist of the following:

Political agendas, Biographic information on keglifical and military
figures, Decision-making process, Demographic mfaiion: age, sex, race,
religion, economic income, cultural likes and disk. PSYOP (Psychological
Operations) personnel are trained in target audianalysis-—the process by which
potential target audiences are identified and amalyfor effectiveness, accessibility
and susceptibility. This type of analysis prepaties IOWG for the next step
developing themes.

6. Develop friendly information themes

Theme means a subject, topic or line of persuasieed to achieve a
psychological objective. Providing the right pieoé information to the right
audience to reinforce or create perceptions oratse ambiguity is the goal. In our
scenario, possible theme is; “Peaceful protestasappropriate way to communicate

your desire for political change.”
7. Identify pressure points

A pressure point is an important, essential ompry factor that can be
influenced to control behavior. In our scenartwe people of Tajmil desperately

need economic aid. Therefore, aid is a pressurd.poi
8. Develop Measures of Effectiveness

IOWG must build MOE into the 10 plan to ensuretttiaee critical factors
are measured: Effectiveness, Efficiency, and Adaliya MOE can be classified as
either quantitative or qualitative.

10. Write the 10 plan

With the information obtained so far, the IO dslhow ready to write the 10
plan (operations plan). In addition, the 10 cekksis series of worksheets, matrices
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and Gantt charts to record and display objectipesssure points, tasks, milestones

and timelines.
11. Implement and monitor 1O campaign plan

During this step the plan is actually executeche Pplan is monitored and
feedback begins while RII collection continues.eTOWG members continuously
use RIl, MOE and other feedback to evaluate tmelividual activity’s effectiveness
and fine-tune the plan and adjust to unexpectedtsveFocus is on coordinating,

adapting and achieving synergy.
12. Evaluate the 10 program

As stated earlier, MOE are built into the plamptovide the IOWG with an
indepth check, enabling 10 planners to adapt thlains as necessary. MOE are also
used to evaluate the overall 10 program’s effectaéss. Knowing the effectiveness,
the IOWG can decide whether to continue, modifermal it.

2. Ronald J. Stupak 1997

In connection with small liberal arts college aerthe researcher found that
numerous liberal arts colleges (Southern Pennsiyaontinue to spend too much
time looking inward, planning too much from memeoagher than from imagination
and do not demonstrate the market sophisticatiedet: to be viable and visible in
the changed economic world. Therefore, in orderatcentuate the contextual
anchors to move beyond mere survival(Stupak, 2@¥Eldp, and delineate,
"perception management” as a strategic design etrmhaagenda for turning passive
reactions into proactive realities at liberal antdleges in particular and the public

sector in general.
The 9 steps are as follows:

1. Determine the stakeholders who critically impactyour academic efforts in

achieving desired market results - faculty, empésyalumni, etc.
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Clearly identify the two or three (the fewdrgtbetter) educational themes,
cultural anchors, or location factors that différate you college from all the

others the uniqueness factor.

Based on these differentiated themes, relat weeds to be accomplished
on both the business and educational level andlajevargeted, focused
messages that will have an emotional appeal to gdelmal and external

stakeholder; that isophistically blend mission with margin.

Use basic communication technigque$o get into the heads and hearts of
your stakeholders - identify current perceptiormsgét key groups, refocus
reality, and bring about desired behaviors and oraate results.

Always consider theational content of a message and the perceived
meaning What will the listener actually hear, given wihey are, what they
care about, and how they feel about the institalicontext and the message

sender?

Consider howarious trends in communication impact messageand the

ability to manage perceptions effectively.

Actively listen to your stakeholders (parents, students and professional
colleagues): dialogue is essential for increasiamraunication efficiency
and understanding.

Reach out to senior faculty, deans and managard other internal
audiences to crystallize and anchor the fundameiijaktives of the college
and todetermine how marketing activities can supportand help to bring
about mutual account ability, real-team experiefi@ge achieving those
objectives.

Perceptions and style can never be a substitutelack of academic
substance or faculty quality. There must alwaya b@nforcing interaction

between perception management and educational perfbance.
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(1)
(2)
3)

(4)

Peter Callamari & Derek Reveron 2003

As per his view, at a minimum, perception managerreludes four steps:
Getting the target’s attention.

Presenting relevant information to hold thgéd's attention.

Portraying the information in a way consistenth the target's memory or
experiences.

Repeatedly communicating the information imlesrto remain congruent,

additionally, the information should be timely.
Kimberly D. Elsbach- 2003

The researcher propound that Organizational p&orepmanagement

involves a set of components that are distinct frdrose used in individual

perception management.
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Triggering event

-Organisational crisis

-Organisational

performance review

-Organisational

change

Figure 4.11 Salient Perception Form
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As shown in Figure, the key to successful orgdminal perception
management starts with recognizing how differepesyof triggering events focus
audiences’ attention on: (1) specific forms of orgatonal perceptions and (2)
specific strategic issues. Interestingly, this frammk suggests that the major
mistakes that spokespersons can make in carryihgoi@anizational perception
management are incorrectly identifying the formoofanizational perception that
needs managing (e.g. using identity managementomesg when reputation
management is called for) and the strategic isthas need consideration (e.g.
disregarding how perception management tacticsifit the organization’s overall

performance strategy).
5. L. Ronnie M. Johansson and Ning Xiong 2003

Perception was also incorporated into the dataoriugnodel, treating

situation awareness as percepts of the environrREwognizing the essential need
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of intelligent agents to perceive the environmentake appropriate actions, this

article proposes the concept of perception managenrterefers to controlling the

process of data acquisition from the external wdoldenhance percepts obtained.

Information-oriented observation (data gatherind)ileits strong relevance to active

perception in artificial intelligent systems. It ¢obutes to the improvement of

perception in that it restricts the focus to thestneritical or interesting events or

aspects, facilitates better situation awarenessedisas helps avoid overwhelming

storage and computational burden in a data richr@mwment. According to the

study, activities for perception management catude but are not limited to the

following:

Reasoning about information requests with respetiié underlying mission

and situation;

Ranking the importance of various information resjseand resolving the
conflicts between them;

Real-time distribution and adaptation of perceptiasks through, e.g.,

cooperation or negotiation among decision agents;

Management of other data acquisition resourcesaddition to sensor
devices, that can also support the perception pso@g., in a command and
control system, additional resources may includemdmu observers or news

agencies);

Planning of sensor external actions (e.g., comuglithe motion of a mobile
platform carrying sensors) to support the purpo$eperception with
increased scope and utility of gained information;

Pro-active deployment and planning of resourcesradaty to predicted
situation tendency to get first-time informationaof event which is likely to
happen in the upcoming period.
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Millicent Mentor Academy 1997
Figure 4.12 Perception Management Model of Millicent Menkarademy
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Budget &
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Communication
objective

Timeline

Target audeince

Core program
elements
Positioning key
messages

The Public Relation agency uses a strategic anentdsec tool called
perception wheel, which helps companies to manhge teputation by taking an
outside orientation i.e., listening to stakeholdés one of the wheel component is
perception audit- a one to one qualitative audiictvhconstitute measuring the

effectiveness of the perceptional effort of theamigation.
Perception management model of the study
Stimulus —organism-response model and perception magement

There is no denying the fact that perceptionslamanaged. The beauty of
a Perception Management effort is that it is a wwft. Perception Management need
not cost large sums of scarce fiscal resources do effective. Perception
management is the practice of ensuring the mesgage&vish to send is understood
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by the specific individuals or groups you wantéach. It is concerned with shaping

the opinion of audiences and in projecting theétstory.”

On the basis of perception management templasesisied above, the study
also developed a model of Perception managemetdil& description is given in
the first chapter.

How perceptions can be managed in modern retail eimonment

Consumers make decisions based on what they perteibe reality, it is
important that marketers understand the notioreogption and its related concepts
to determine more readily what factors influeno@msumers to buy (Schiffman
2012). The perception process begins with expoauntk attention to stimuli and
ends with interpretation. Consumers process offitgcion of available information
and interpretation can be a highly subjective pssecddence the reality and the

perception of the reality may be quite different.

Exposure provides consumers with the opportunitypaly attention to
available information but in no way guaranteesThe highly selective nature of
consumer exposure is a major concern for markstace failure to gain exposure
result in lost communication and sales opportusitigljenwal (2004) found that
only 21 percent of U.S shoppers visited each aistee store, the reminder avoided
the products in aisles they didn’'t shop. Consunrefsrance, Belgium and Holland
are also highly selective shoppers, while consumer8razil and the United
Kingdom are more likely to shop all the aisles.

As you enter in a retail outlet, you receive humgmnbers of stimuli, your
senses come into assault and fresh produce (fugitgtables) is the first thing you
see. The vibrant colours put you in a good moodjrysense of smell is also
targeted. Freshly baked bread or roasting chickeingorce how fresh the produce
is and makes you feel hungry. There are host &reifit products trying to tempt us
to buy them. These products all vie for our atmmthrough their packaging (shape,
size, material etc.), the labeling (message, celoumages etc.) or because they

conjure up a TV ad campaign. The fact is there tace many stimuli, we are
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saturated. In front of us are a myriad of optionsl &ve can only look at a few.
Thank goodness our brain and mind are equipped avitamazing and complex
piece of software: attention. Paying attention nsgainking out specific information
and discarding the rest. Attention is a dynamiaess in which stimuli compete to
be chosen (Martinez, 2012). Attention requires oaress to allocate limited mental
resources towards the processing of incoming stisuagh as packages seen on store
shelves or on product displayed at offer (Hawki@$4). Our body senses do magic
by transforming these senses (colours, sizes, shapell, etc) into energy that can

be processed (electric impulses, bits and bytasafmation (Pepe Martin 2014).

Marketers apprehend the leverage they attain tiyeviof stimulus factors;
organized retailers effectively employ this sciehedind the human attention. Let

us discuss how they deliberately utilize the stuswdomponents.

When you see items on a supermarket shelf, yoacteally looking at the
planogram (a diagram indicates the placement afynts to maximize sales).Within
these planograms, one phrase commonly used isléggéis buy level” indicating
that products placed at eyelevel are likely to $atter (Kendell, 2014). More
expensive products are at eye level or just belohile store’s own brands are

placed higher or lower on the shelves.

The “number of facings”, that is how many itemsagproduct you can see
also has an effect on sale (size of stimuli),coresymnoduct manufactures often pays
slotting allowances to retailers to secure shetcsfRappaport, 200F4he more
visible a product the higher the sales are likelybe. The lighting in the store
enhances the look and appeal of merchandise ahdsitan effect on retail area

appearance.

Increased choice however also presents a parddmx.much choice can
actually overwhelm us and cause us not to buy amytht all. Here comes another
advantage of presenting products in isolation atehd of the aisle as opposed to

down the aisle where the full selection of alteivest is available(Ryder, 2011)
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We are biologically tuned to see things which @@ in sharper focus. So
organized retailers generally use red colour imtional labels and sale signs. The
use of novel shapes combined with conspicuous t®Iplay a pivotal role in the
design of the product packaging. These factors npaducts stand out among all

others and attract our attention.

When we are in a supermarket 80% of the time vemdps not associated
with buying products, rather moving through thersttsom one shopping event to
the next, we go with the flow. So to make a sale tetailer and product
manufacturer first need to capture our attentiod l@h us to slow down, stop and
look at the products on sale. Once they have oceghtour attention we become
shoppers, rather than just passing the traffic @Ry@011)For example, we are
shopping in a shopping mall; sometimes before va@dehome we made a list of
items that we intend to buy. It will force our att®n to concentrate on specific
retail areas, on certain shelves and on specifidymts. The products will be chosen
in accordance with our needs. Beyond, some produatscatch our attention for a
variety of reasons: they are new, having attragisekages, they are on special offer
or displayed in a prime position.

Obviously, individuals in a hurry are less likeétyattend to available stimuli
than are those with extra time. Likewise, if theg & an unpleasant environment
such as an overcrowded store or a store that iad®y, too warm or too cold, will
not attend too many of the available stimuli agy thiéempt to minimize their time in

such an environment.

REFERENCES

Alexander, A. (2000). Managing the shopping cehistitute of real estate

management. Chicago.

Anubhav Mishra, S. M. (2016). eWOM: Extant reseambiew and future research

avenues. Vikalpa, The Journal of Decision maker§21-

216



Arpita Mukherjee, D. S. (2011).Impact of the Ret&DIl Policy on Indian
Consumers and the Way Forward. New Delhi: Indianr@d for Research

on International Economic Relations.
Arun.(2012). www.Arunk.Retrieved January 2017, framyw.Arunk.

Arun Sharma, T. F. (2000). The Effect of Retail Agpherics on Customers’
Perceptions of Salespeople and Customer Persuagon:Empirical

Investigation. Journal of business research, 183-91

Azeem, A. (2012). Customer Shopping Behaviour imgadised Retail Scenario.

Ananthpur: Jawaharlal Nehru Technological Universit

Bagozzi, R. (1986). Principles of Marketing managamChicago: Sceince research

Associate Inc .

Barry Berman, J. R. (2005). Retail management ategjic approach. New Delhi:

Pearson education.
Berg, B. R. (2012). Walmart. New Delhi: Kogan Page.

Bouffard, K. (2004). Analyst says grocers cut irlslspace for orange juice hurts

citrus sales. Knight ridden tribune business nédws,

Brody, R. P. (1968). Personality variables and aares decision process. Journal of

marketing research.
Brown, G. s. (1952).Brand loyalty-fact or fictiord@ertising Age, 53-62.
C Gracia, V. P. (2000).Scanning ads. Advances msamer research, 104-9.
Cooper, L. a. (1990).Getting Started in Quality.k#ing services.

Cunningham. (1968). Personality variables and cmesuwlecision process.Journal

of Marketing Research.

D E Sprott, D. H. (1998).Disclosure of odds infotima. Journal of Public Policy
and Marketing, 11-23.

217



D Grewal, K. B. (1998).The effects of price compan advertising. Journal of
Marketing, 46-59.

D Grewal, K. B. (2001). What is it? categorisatiiaxibility and consumers
responses to really new products. Journal of Coesidesearch, 489-498.

Dearth, D. (2002 ). Shaping the information spamedal of information warfare, 1-
15.

Del L Hawkins, D. L. (2014).Consumer Behaviour. N&erk: Mc Graw Hill
Education.

Del L Hawkins, R. J. (2007).Consumer Behaviour. Neéark: TATA McGRAW
HILL.

Doreen Chze Lin Thang, B. L. (2003). Linking ConsurPerception to Preference
of retail stores:an empirical assessment of thdi+atitibute of store image.

Journal of retailing and consumer services, 193-200

Driscoll, S. C. (2000). Mediation,interpretation &eaning:The psychology of
perception management. Ibid, 166.

DUNHAM, R. B. (1994). Organizational commitmeniiet utility of an integrative
de®nition'. . Journal of Applied Psychology, 370-80

Elsbach, K. D. (2003). Organisational perception nagement.Research in
organisational behaviour, 297-332.

Freeman, P. H. (1982). Evaluation. Beverly Hillag8 Publications .

Fullerton, G. (2011). Creating advocates:The réleust and satisfaction. Journal of

retailing and consumer services.

G.P Moreau, D. L. (2001). Entrenched knowledge cstines and consumer

responses to new products. Journal of Marketing&ek, 14-29.

218



HACKETT, R. D. (1994). "Further assessments of Mey&l Allen's (1991) three-
component model of organizational commitment. Jalurof Applied

Psychology, 15-23.

Halderen, M. D. (2008). Organisational identity esgsions and perception

management. Roterdam: Erasmus University.

Heiner evanschitzky, J. N. (2006).The relativergjth of affective committment in

securing loyalty in service relationship.Journabaginess research.

Hrischman, E. C. (1979). Differences in consumecipase behaviour by credit card

payment system. Journal of consumer research, 58-66

J R Rossiter, R. B. (2001).Brain imaging directadrvisual seen encoding in long-

term memory for TV commercials.Journal of adventjsiesearch, 13-21.
J Z Sojka, J. L. (1997). Thinking or feeling. Adeas in consumer research, 438-42.
Jones, L. C. (1999). Perception management prddiisary reveiw, 38-43.
Kearney, A. T. (2016). GLobal expansion at crosglso A T kearney.

Kendell, G. (2014, March). http:/phys.org. Retrigv8anuary 17, 2017, from
Google: http:/phys.org

Kirk L Wakefeild, J. b. (1998). Excitement at thalindeterminants and affects on
shopping behaviour. Journal of Retailing, 515-536.

Krishna. (2013). Customer sense:How Does Five Sersfluence Customer

Behaviour. Michigan: Route ledge.

L.Shanthi. (2011). A Study on Customer PerceptiBatisfaction and Retailer
Services in Traditional and Modern Retail. Coimbato Bharathiar

university.

Lee, Y. H. (2000). Manipulating ad message.Joushadvertising, 29-43.

219



Leon G Schiffman, L. L. (2004). Consumer Behaviotlew Delhi: Pearson

Education.

Leon G Schiffman, L. L. (2012). Consumer Behaviotlew Delhi: Pearson

Education.

Lindquist,& J.D. (1974). Meaning of image survey esfipirical and hypothetical
evidence. Journal of Retailing, 29-38.

Logue, S. (1986).Marketing shopping centres.Egjaizet, 529-531.
Luce, S. (2013). Global retail report. UNI Globaiam

M viswanathan, T. L. (1999). Understanding how picidattributes influence
product categoristion. Journal of Marketing, 75-94.

Madan sabnavis, D. k. (2017, june). Indian retadlustry:Structure and prospectus.
Retrieved june 20-07-2017, 2017, from ibef.

Maltor, A. J. (1996).An introduction to embodeidgodtion.A dvances in consumer
research, 272-76.

Martemucci, M. G. (n.d.). Regaining the high grouite challenges of perception

management in national strategy and military opamat
Martinez, P. (2012). The Consumer Mind. New DélhiliwardBrown.

Mathew joseph, N. s. (2008). Impact of organiseidilieg on the Unorganised
sector. New Delhi: Indian Council for Research oteinational Economic

Relations.

MCGEE, G. W. (1987). . Two (or more?) dimensions ofganizational
commitment: reexamination of the a€ective and coEince commitment

scales. Journal of Applied Psychology, 638-42.

Meloy, M. G. (2000). Mood driven distortion of pnact information.Journal of

consumer research, 345-58.

220



MEYER, J. P. ( 1991). "A three-component conceatbn of organizational

commitment'. . Human Resource Management Reviev®861

Mgi, A. W. (2003). Share of wallet in retailing:theffect of consumer
satisfaction,loyalty cards and shopper charactesistlournal of marketing
research, 97-106.

Michell, A. (1983). Cognitive processes initiatey lexposure to advertising.

Information processing research in advertising423-

Ms. Vidhushi hand, M. N. (2012 ). Retail Sectorindia: Issues & Challenges.

Zenith:International Journal of Multidisciplinary Research24-230.

Natalie J Allen, J. P. (1996). Affective,continuangnd normative commitment to
the organization:An examination of construct vajiddournal of Vocational
Behaviour 252-276.

Neil, R. O. (n.d.). Towards a methodology for pgtan management.

Nevin J.R, H. M. (1980). Image as a componentéeiion to intra urban shopping
areaslournal of Retailing56-77.

Olsen, G. D. (1995). Creating the contrdstirnal of advertising29-44.

Ownbey, K. K. (1994). The effect of location valied on the gross rent of the
neighborhood shopping centrdsurnal of Real Estate Reseaydi1-121.

Peter Callamari, R. D. (2003). Chinas use of pdgroepnanagemerinternational
Journal of Intelligence and Counter Intelligende?.

Piyush Kumar Sinha, S. G. (2012). Development ofdeno retail in India,lt's
impact on distribution and procurement networks emahging consumption

patterns. Working Paper, 04-12.
Pradhan, S. (2007).Retailing management. New YdkGraw Hill Companeis.

R E Petty, D. T. (1997). Attitudes and attitude rapa Annual Review of
Psychology609-38.

221



Rajkumar, K. (2011). A Study on the Emerging TremdsRetail Marketing in
Chennai City.

Rappaport, M. (2004). Food product makers secuperstarket shelf space by
paying slotting feeKnight Ridder Tribune Business News

Ritesh kumar dalwadi, H. s. (2010). Key retail stattributes determining consumer

perceptionsJournal of Retail Managemer20-34.

Roger D Blackwell, P. W. (2002). Consumer Behavi&@ingapore: Thomson South
Western.

Russell, A. M. (1974). The Basic Emotional Impadt Environments .Perceptual
and motor skill, 283-301.

Ryder, C. (2011, November 14). The psychology & supermarket:Influencing

buyer behaviour.

S Shapiro, D. J. (1997). The effect of incidentdlexposure on the formation of

considerations selournal of Consumer Researc-104.
Sajal Gupta, G. (2008). Retail Management. New Déltkantic publishers.

Sanjay Kumar Kar, P. K. (2008). Category Managenkattices and Performance

in India. Bhubaneswar: Utkal University.
Satish K Batra, S. H. (2008).Consumer Behaviouw Belhi: Excel books.

Sawyer, D. P. (1985).Point of Purchase Behavior #&wite Perceptions of
Supermarket Shoppers.Marketing Science Institutekig Paper Series.

shah, P. (2015). Comparative analysis of buyingabielur and prferences towards

organised and unorganised retail formats. Guj&atdar Patel University.

Siegel, P. C. (2006). Perception management:|@pchtld. Law Intensity Conflict
and Law enforcement, 117-134.

Stafford, T. F. (2000). Alert or Oblivious.Psychgjoand Marketing, 745-60.

222



Stupak, R. J. (2001, may). Perception managemenéchive strategy for marketing
and delivering academic excellance at liberal acwlege. Public
Administration Quarterly229-244.

Taylor, P. (2002). Perception management and threagainst terrorisrdournal Of
Information Warfare 16-29.

Trivedi, M. H. (2012). A Comparative analysis onstamer satisfaction with

retailers under south gujarath. Surat: Veer NarBauth Gujarat University.

Vandell, K. C. (1993). Retail store location andrked analysis;a review of the

researchlournal of Real Estate Literaturé3-5.

Walters, C. D. (1988). Perception management:Sowlteptions and its

implications for national security. Naval Post Grate School.

Williams, A. J. (1985). What Buyers Like from sglesson. Industrial marketing

management, 75-88.

yadav, U. (2012). Retail Scenario in Indiactful Management Research Joutnal
172-180.

Zumda. (2016). Rebranding Reuse Situation. Advagiage, 16.

223



CHAPTER V

INFLUENCE OF STORE
ATMOSPHERE ON MARKETING
STIMULI, COMMITMENT AND LOYALTY



Retailing is one of the largest industries in éndind is one of the biggest
sources of employment in the country. Retailing et of business activities, which
adds value to products and services sold to thesurnar. From a marketer's
perspective, retailing is the set of marketing \aitfis designed to provide
satisfaction to the end consumer and profitablynta@&m the customer base by
continuous quality improvements across all areac@med with selling of goods

and services.

In India retailing consists of both organized andorganized sector.
However, organised sector constitute only a mealgare. It is in the nascent stage
now, but expected to grow at a higher phase incttmaing years as revealed by
many reports relating to organized retailing andnging demographics of Indian
consumers. Consumer’s perception about the ememiggnized retailers is an
interesting area to research. The present studydstto analyse the consumer’s

perception towards organized retailing and itsueirfice on the loyalty behaviour.

This chapter includes the demographic profile e$pondents, general
purchase behaviour of consumers, analysis relatthgconsumers perception,
emotions, commitment and loyalty. Finally the reskamodel developed for the

study is also validated.
Demographic profile of the sample
Introduction

Organized retailing in India is at its inceptiotage; hence a mall

interception survey was adopted to get the reatesgmtation of the organized
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consumer group. The data was collected by usingegted structured questionnaire,
among the organized retail consumers in Kerala. Fhaenple demographic
characteristics in terms of age, income etc., awengbelow along with their

descriptive statistics in terms of frequency anct@etage in table 5.1.

Table 5.1

Demographic P rofile of tHfeample

Demographic variables Frequency Percentage
up to 30 138 30.7
Age 30-50 261 58.0
50 and above 51 11.3
Total 450 100.0
Male 263 58.4
Gender Female 187 41.6
Total 450 100.0
Up to secondary level 92 20.5
_ Degree/Diploma 146 324

Education

PG and above 212 47.1
Total 450 100.0
Professional 94 20.9
Business 86 19.1
Occupation employed 180 40.0
SthhdeerﬁgsH)ousewﬁe s& 90 20.0
Total 450 100.0
Less than25000 153 34.0
Monthly 25000-50000 153 34.0
Income Above50000 144 32.0
Total 450 100.0

Source: Survey data
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Age

Of the 450 respondents, 30.7% of the respondents belong to age group of
Under 30 years and 58.0 % of the respondents belong to age in between 30 and 50.
The remaining 11.3% of the respondents are above the age of 50 years. This
indicates that majority of the respondents were youngsters and middle aged people.

Gender

The sample for the study consists of 58.4% male respondents and 41.6%

female respondents.
Education

A majority of the respondents contacted are highly educated, 47.1% of them
are postgraduates or professionals and 32.4% are graduates. About 20.5% of the
respondents are studied up to secondary level. This implies that organized retailers

specifically target to higher educated segment of the population.
Occupation

Majority (40%) of the respondents is employees while 20.9% of the
respondents are professionals. 19.1% of the respondents belong to businessman
category and 20% respondents are housewives and students.

Monthly Household Income

Of the 450 respondents, 34% of the respondents reported to have monthly
household income of below Rs 25000, and 34% reported their monthly household
income range to be Rs. 25000-50000. This groups form the middle class of the
socio-economic structure. 32% of the respondents said their monthly household
income is above Rs 50000.This group form the rich class of the socio-economic
structure. This indicates that consumers belongs from all socio-economic category

have attracted towards organized retails.

226



General Purchase Behaviour

Consumers decision of where to shop depends wamwous factors, whether

to make a fill in trip purchase or a monthly purebaand type of shopping task are

also influenced by shopper characteristics. Thermétion they get from various

sources, what type of products they intends to duy how much amount is with

them as their discretion and reachability of thdetualso have an influence on store

choice decision.

Table 5.2

General purchase behaviour of informants

Multiple response type Frequency| Percentage
Friends 180 40%
Television 126 28 %

Sources of information Newspaper 60 13%
Others(Internet & direct 84 19%
exposure)

Type of products Basics 67 24.0%
Ready-mades 111 39.8%

1. Malls .
Electronic items 31 11.1%
Footwear 70 25.1%
Total 150 100%
Basics 72 23.1%
Ready-mades 139 44.6%

2.Hyper market
Electronic items 4( 12.8%
Footwear 61 19.6%
Total 150 100%
Fruits & vegetables 95 25.5%

3.Supermarket
General provisions 14p 38.1%
Personal care 136 36.5%
Total 150 100%
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Multiple response type Frequency Percentage
less than5km 216 48.0
_ 51to 10 km 121 26.9
Distance
more than 10 1138 25.1
Total 450 100.0
Regularly 199 44.2
Occasionally 107 23.8
Frequency of visit Seasonally 63 14.0
Rarely 81 18.0
Total 450 100.0
< 2year 124 27.6
_ o 2-3 year 150 33.3
Starting to visit
>3 year 176 39.1
Total 450 100.0
<2000 192 42.7
2000-5000 102 22.7
Amount of purchase
>5000 156 34.6
Total 450 100.0

Source: Survey data
Sources of information

Majority of customers came to know about the oizgoh retail outlets
through friends (40%); they also have influencedddgvision (28%) newspaper (13
%) and through internet and direct exposure (9%)wéi{er word of mouth through

friends is the most influencing factor.
Type of Products

The main reason of consumer’s visit to shopping imahe intention to shop
ready-mades (39.8%), consumers rarely buy electribams from shopping malls
(11.1%), and they also like to buy footwear (25% dasic items (24%) (Such as

staples, vegetables etc.).
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The hypermarket consumers are also prefer therehtp ready-mades
(44.6%), they also make purchases of basics (23.a%g footwear(19.6%). But

there rate of preference is low(12.8%)in case eftebnic items.

Consumers generally go to supermarket for purolgageneral provisions
(38.1%), and personal care products (36.5%). They lauy fruits and vegetables
from there (25.5%).

Distance

Majority (48%) of organized retail consumers agsiding within a distance
of 5km or less, consumers residing in between 5l&nkm constitute 26.9% of the

total respondents while 25.1% fall in the categafrgnore than 10 km.
Frequency of Visit

Majority of the respondents (44.2%) are regularsiting the organized
outlets, 23.8% are occasionally visiting, while 188sit rarely and 14% of the

respondents are seasonally visit the organizeetsutl
Starting to Visit

Most of the consumers are very familiar with tligamized outlets (39.1%,),
they have been visiting more than 3 years,33.3%h®frespondents started to visit
the organized outlets in between 2 to 3 years,catyl27.6% of them are having an

experience of less than 2 years.
Amount of Purchase

Even though majority of respondents visit orgadipatlets regularly, they
spend only small amount of shopping in this out{d.7%), 22.7% of them spend
in between Rs 2000 and Rs 5000, and 34.6% spend than Rs 5000 of their

shopping trips in organized outlets.
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Marketing Stimuli Perception

Consumer perception refers to the process by whiadustomer selects,
organizes and interprets information/stimuli toateea meaningful picture of the
brand or the product. Each individual interprets iireaning of stimulus in a manner
consistent with his or her own unique biases, naadsexpectations.

Consumer’s perception of a product or serviceretfenay differ from what
the producer or marketer had intended to offersThinot helpful for both the
parties in today’s competitive environment, as tt@nsumer perception can
determine the success or failure of a businesposiive perception about a product
or service by a specific retailer/service providdf result in greater business while
a negative view will lead to its loss. To sustaintihe competitive environment,
retailers should search ways to influence the cmesis perception. Consumers in
each market segment form images of various stassdon their perceptions of the
attributes they consider important. The processhufosing a specific store is a
function of consumer characteristics and storeadtaristics.

Consumer’s perception about various stimuli offeby the store will have
an influence on their store choice decisions. Ttweeschoice phenomenon has
gained significance in Indian markets with the adurction of larger and diverse
retail formats by organized players. They are fmg new experiences and options
for shoppers. Both retailers and shoppers are milyrin the evaluation phase with
no clear verdict as to what may drive the choicstofes to shop in (Piyush Kumar,
2012).

The hallmark of Indian retailing (the small shojthaa high level of service)
is holding shoppers back to traditional ways ofpgiing. To a large section of
customers, the new formats are not perceived to easwigh value, except for
novelty. The primary motive behind this study isitientify the most important
attributes perceived by the organized retail coresmin forming their loyalty

towards the outlet.
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The relevant data relating to this aspect has bemlected from the

informants and presented in the Table 5.3.

Table 5.3

Marketing Stimuli perception of sample organizeihiteconsumers (before visit)

Aggregate
: Hyper Super
_ Shopping mall | 2 het | market | Anova (Al

Scale items (P formats)
(Mean (Mean | value) | (Mean
(Mean &S.D) | esp)y | &s.D) &S.D)
Superior 3.94 3.70 3.70 0.002* 3.78
Product Quality (0.77) (0.58) (0.58) ) (0.66)
Wide Range of 3.97 3.72 3.67 0.000* 3.79
Brands (0.80) (0.75) (0.75) ' (0.68)
Variety within 3.97 3.71 3.74 0.002* 3.80
Brands (0.79) (0.58) (0.66) ' (0.69)
. 3.76 3.29 3.88 N 3.64
Discount (1.03) ©077) | 82 | 9090 (0.91)
3.80 2.99 3.80 * 3.53
Offers (1.03) ©0.90) | (0.90) | 999" | (102
In store 3.78 3.32 382 | oogge| 364
promotions (0.91) (0.79) (0.59) ' (0.89)
Reasonable 3.85 3.48 3.92 0.000% 3.75
price (0.92) (0.73) (0.79) ' (0.84)
Helpful 3.66 2.97 3.52 0.000* 3.32
employees (0.97) (0.77) (0.78) ' (0.89)
Individual 3.69 2.96 3.48 0.000 3.38
attention (0.97) (0.75) (0.80) ' (0.90)
Enough 3.69 2.94 3.50 0.000* 3.38
employees (0.98) (0.77) (0.82) ' (0.91)
Convenient 4.00 3.95 3.82 0.011* 3.93
location (0.49) (0.24) (0.55) ' (0.45)
. 4.06 3.94 3.82 * 3.94
Parking (0.54) ©025 | 052 | 9099 071
One stop 4.06 3.94 3.82 0.000* 3.94
destination (0.55) (0.25) (0.52) ' (0.47)
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Aggregate
: Hyper Super
_ Shopping mall | 2 et | market | Anova (Al

Scale items (p formats)
(Mean (Mean | value) (Mean

(Mean &S.D) | g5y | &s.D) &S.D)
. . 4.12 3.86 3.34 N 3.77
Price displays (0.49) ©056) | (087) | 9999 (073
3.50 3.15 3.26 . 3.30

Easy checkouts (0.91) (0.61) (0.92) 0.001 (0.84)
Multiple 3.48 3.16 3.26 0.005* 3.30
payment options (0.95) (0.61) (0.92) ' (0.85)
Aggregate 3.61 3.55 3.34 0.000* 3.71
mean (0.83) (0.66) (0.75) ' (0.73)

Source: Survey data
*Indicates p value < 0.05 & figures in bracketsigate standard deviation.

From the table it can be seen that the informbaaige positive marketing
stimuli perception with regard to organized retaliThe mean score in this respect
is 3.71 as against a maximum score of five, indigathat more than 70 percent
positive perception.

Analysis of component wise perception, the reselteals that one stop
destination and parking (mean score 3.94 each) haye positive ‘before visit
perception’, followed by convenient location (mesore 3.93) and product variety
(mean score 3.83). The product quality and rangerahds have a ‘before visit
positive perception’ score of 3.79 in organizedlayutwhile their before visit
perception score with regard to easy check outraotiple payment options are

only 3.33. Further details can be seen in the akaivle.
Store format wise classification of marketing stimli perception

Data relating to aggregate marketing stimuli petio& given above has been
classified into three categories based on storestypiz., shopping malls, hyper

markets and super markets. Relevant scores arenpeesin same table 5.3 given
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above. Analysis of variance has been used to amdahg variation in mean scores

among the formats.

From the result, it can be seen that consumemdefsit marketing stimuli
perception with regard to different formats arefet#nt (P<0.05). Aggregate
marketing stimuli perception score is high (meamres®.61) in the case of Shopping
Mall followed by Hyper market (mean score 3.55) &uper market (mean score
3.34).

Component wise analysis shows that the ‘beforat \perception’ on
merchandise quality has above 3.0 in all formatsvéing that, consumers perceived
that quality is higher in Shopping malls (mean 8c8t94) compared to Super
market (mean score 3.70) and Hyper market (meare s30).Their ‘before visit
perception’ score is above 75 percent in the cdseadety, range of brands
availability in all formats, even though it is coarptively high in Shopping Malls
(perceptional score 78). Regarding the in storempt®mns, reasonable price and
discount availability, consumers ‘before visit pggtion’ was only average in
Hypermarket. However consumer’s ‘before visit pptma’ with regard to these

aspects is above average in Super market and Stgppyaill.

Consumer’s ‘before visit perception’ concerningpéoyee service aspects
such as individual attention of employees (meanes@97), enough employees
(mean score 2.94) and helpful employees (2.93nlg average in Hypermarkets. In
Shopping malls and Supermarket consumers before pgsception score is high

positive with regard to these employee related cspe

Consumers ‘before visit perceptionarstin aggregate is above 75 percent
in the case of convenient location, parking and et@ shopping destination.
However format wise it shows significant differenc€onsumer’s perception
relating to these aspects is high in Shopping nvatls a mean score of 4.06 each in
case of parking and one stop destination and watbgption score of 80 percent in
convenient location aspect. Soon how, in Supermakd Hyper market also the

perception score is high in these location relamdponents.
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Perception score is above 75 percent regardinge Rdisplay, multiple
payment options and easy checkout stimuli of shapmall, but in connection with
Super market and Hyper market, consumers beforepasception in these aspects
are only average. Further details can be seereialibve table.

From the foregoing discussion, we can infer thagnethough consumers
have positive ‘before visit perception’ in conneatiwith various stimuli provided
by the organized retailers, their perception varngely according to different
formats. There is statistically significant difface exist among formats with regard
to all aspects of marketing stimuli. Through pabhedia, friends and exposure to
global travel consumers get some stimuli regardiegorganized retail outlet; along
with this they have their own expectations alsoeyftiorm a perception about
organized retail outlet based on these stimulifterthey have direct exposure with
the organized outlet, they will get more stimuliertde their previous perception

may change. The present study focuses on thiseaiechange also.
Dimensions of marketing stimuli perception

In order to explore the dimensions of marketingisl perception and the
factors that make up each dimension, the indicatmiables related to marketing
stimuli perception were subjected to an exploratagtor analysis to identify the
factor structure of indicators that form retail keting stimuli’'s. Sixteen scaled
items were used to measure marketing stimuli péiepln order to identify the
naturally occurring dimensions of marketing stimp&rception all sixteen items
were subjected to a factor analysis. This appreadhrecommended in the literature
as a means of identifying actual, rather than peede factor groupings. The role of
factor analysis is to identify the components atdes that derive from a set of
variables, i.e. to identify the subset of corradateariables which is reasonably

uncorrelated with other subsets.
Exploratory Factor Analysis

As factor analysis identifies “invisible “factorshich represent the hidden

organization or “organizing principle” of whatevés being measured with a
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number of observable measures or scales. Factmrssoo “factor loadings “indicate
how each hidden factor is associated with the obbée variables used in the
analysis. The items that load higher than 0.5 atairred while low loading items
were dropped. In general, higher factor loadingaasidered better, and typically
loadings below 0.30 are not interpreted. Table lévogrovides the details of each

factor along with items contributing to it with cpnent loadings for each item.

Table 5.4

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequa 0.749
Approx. Chi-Square |5177.03(
Bartlett's Test of Sphericity Df 120

Sig. 0.000

The Kaiser-Meyer-Olkin Measure of Sampling Adequa@s 0.749 and the
Bartlett Test of Sphericity was significant (p<Olp@hich revealed that variables
were not correlated in the population, Chi Squaeer of 5177.03 with 120 degrees
of freedom which was considered to be very goodudaher analysis and provided

support for the factorization.
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Table 5.5

Classified indicators with loadings

0 :
SI.LNo| Components Mean A).Of Cumulative Variables Loadings
score| Variance %
In storg 0.90
promotions
Offers 0.89
1 Furtherance 3.17 25.16 25.15—
Discount 0.89
Reasonable
price 0.66
Enough
employees 0.93
. Individual
2 Service 3.29 18.59 43.75 attention 0.93
Helpful
employees 0.92
Multiple
payment 0.96
3 Remittance 3.46 13.46 57.21 Easy billing 0 96
Price displays 0 .69
Variety 0.85
Superior
4 | Merchandising 3.44 | 1085 | 68.06 |Product 0.83
quality
Wlder.brand 0 .75
selection
One stop
destination 0.84
5 Locale 3.74 8.89 76.96 | Convenient
| . 0.84
ocation
Parking 0.57

The result of factor analysis with varimax rotatisupported a five factor

solution. The five factors had an Eigen value gredahan 1, which together
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explained over 76.96 percent of the variance initdras. Some of the observations

from the exploratory factor analysis were the failog:

. The factor “all products in one place” was not leadalong with product
related items. The other three factors were rendaimed have given a
suitable nameMerchandising”, as these aspects are related to thefirm are

merchandising policy in literature.

. The factor “reasonable price “showed more loadinth Wrurtherance’
dimension than other price related aspects. Thjasfiable as customers
may perceive this as part of furtherance servicendd it is decided to
include reasonable price along with furtheranceedismon.

. The factors “Multi payment options”, “Easy billingdnd “Price displays”
were loaded on one factor, as it was related toneay aspects, the suitable
name has givefremittance perception”.

. Employee related aspects are loaded in one dimensioit was decided to

give the construct name &ervice.”

. The factor “one stop destination (all products e glace) “showed more
loadings with locale. This can be justified on greunds that although these
are related to merchandising policy, the resporgdpatceive these as locale
aspects as it is more related to purchase convemiditence it was added

along with ‘Local€” dimension.

From the table, it can be seen that the mean ssdngh onremittance,
merchandising and locale perceptions The most contributing component to
remittance factor is multiple payment and easyirgll whereas in relation to
merchandise perception consumers give more impmetda variety (0.79) and
superior quality. In focale perceptiori one stop destination and convenient
location aspects are pertinent to customers. Enaughber of employees and
individual attention get by them are due importatzecustomers with regard to

service factor Consumers give more importance to offers andarespromotions
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in furtherance perception. Percentage of varianqdaas the most variation in

consumer response is with regard to furtherancecssp

From the above discussion it is identified tha¢ tstudy classifies the
indicators related to marketing stimuli into fiveogps, based on their association
with the hidden factor. Appropriate names are giteethe factors and the study use
these dimensions as a base for further analysieseTliive factors are used to
measure the perceptual change over a period of dimeto develop a model for
analyzing perceptional influence on store loyaliyaddition to this analysis is also
made to understand variation in loyalty behaviosdahon Dick & Basu’'s (1994)

loyalty matrix.
Perceptual Change

Understanding consumer behaviour is incompleteesasnidescribing how
consumers make choices among stores based on riteppen of store attributes.
Store choice decisions have gained significancelndian market with the
introduction of larger and diverse retail formatg trganized players. They are
providing new experiences and options for shopp&rgresent, they are facing the
problem of high footfalls and low conversion ratetérms of actual purchase. Both
retailers and shoppers are currently in the eviangihase with no clear verdict as

to what may drive the choice of stores to shop in.

Whenever new store formats are introduced in theket, consumers come
to know and learn about them through word of mourtgrnet, promotion etc. After
they became aware, they form perceptions aboubwsattributes of the store based
on the information that they have received fromiou#s sources. Consequently,
these perceptions will guide their intention toitvike store. When they visit the
store, they come across with numerous stimuli’'yohd the information that they
received earlier. This will result a negative osip@e perceptional change about the
store choice criteria’s that formed before visitthg store. So the present study tries

to analyze this perceptional change among the agdmetail consumers in Kerala.
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In order to measure the perceptional change, gpaoson has been made
between consumer’s perception before the visitadtet their visit to the organized
retail store.Paired sample t testis conducted in order to determine if statisticall
significant difference exist between mean scoresconsumer’s perception on
different aspects before and after their visit with organized retailer. The relevant
data in aggregate relating to the perceptual chasgegards to marketing stimuliis

given in table 5.6.

Table 5.6

Perceptual changes as regards to marketing stimuli

After visit | Before visit Mean
Factors Scale items diff
Mean | S.D | Mean| S.D | dllference
Superior Product 5 o3 | g4 378 | 0.68 -0.15*
Quality ' ’ ' ' '
Merchandising Wide Range of 318 | 0.80 3.79 | 068 -061*
perception Brands ' ' ' ' '
Variety within | 5 59 | 73 3380 | 0.69 -0.22*
Brands
Total 3.44 | 0.79| 3.79 | 0.68 -0.35*
Discount 3.09| 0.91 3.64 | 0.91] -0.55*
Offers 3.19| 0.81 3.53 | 1.02 0.34*
Furtherance
Perception In sto're 3.14 | 0.89 3.64 | 0.92| -0.50*
promotions ' ' ' ' '
Reasonable price 3.2 0.933.75 | 0.84] -0.48*
Total 3.17 | 0.88| 3.64 | 092 -0.47*
Helpful 3.40 | 0.88 3.38 | 0.89  0.02
employees
Service Individual 320 | 0.96| 338 | 0.00| -0.18
Perception attention ' ' ' ' '
Enough 3.28 | 0.91 338 | 091 -0.1
employees
Total 3.29 | 0.91] 3.38 | 0.90 -0.09
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After visit | Before visit

. Mean
Factors Scale items diff
Mean | S.D | Mean| S.D | dilierence
CIO”"e.”'e”t 3.91 | 0.69 3.93| 0.45 -0.02
ocation
Locale perception Parking 3.52| 0.71 3.94 | 047 -0.42*
One stop 3.80 | 0.76 3.94 | 0.47 -0.14
destination
Total 3.74 | 072 3.93 | 0.46] -0.19*

Price displays 3.78 0.793.77 | 0.73 0.01

Remittance Easy checkouts 3.77 0.843.30 | 0.74 -0.47*
perception Multipl N
Utip'e PAYMENY 3 94 | 0.85/ 3.30 | 0.68| -0.64*
options
Total 3.82 | 0.82] 3.46 |0.71 0.36*
Marketing
Grand total Stimuli's 3.42 | 0.82 3.71 |0.73| -0.29*
perception

Source: Survey data
*Indicates mean differences with p value <0.05.

From the table it can be seen that the informaaige positive Marketing
stimuli’'s perception with regard to organized ritg. The mean score in this
respect is 3.42 as against a maximum score of ifidéicating more than 70
percentage positive perceptions.

However when compared the perception before ated #fe store visit, it
can be seen that the Marketing stimuli’s percepsoore before the visit was 3.71
with a standard deviation of 0.73 and after thé& e perception score is 3.42 with
a standard deviation of 0 .82.This indicates thatd is a decrease to the extent of
0.29 in the positive perception of marketing stinadfier visiting the organized retail
outlet. Generally, consumers develop perceptiorthto organized retail stimuli’s
through exposure to media and other communicateiworks, and through global
travel they get acquainted with world class tasted preference of products and
brands. Based on these they may have better pemeptith regard to various
marketing stimuli’s provided by the organized reta. But, the study result unveil
that, when the consumers have association withotiganized retail store, their
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positive perception has weakened in almost allestoice related factors.This
difference is also statistically significant at $&gel.

Further an analysis of the factor wise marketitigqudi perception change,
such as Merchandising, Furtherance, Service, Lpeald Remittance given in the
table revealed that in the case of first factor fdhandising perception” which was
above 3.71 as against a maximum of 5, before tire sisit has come down to 3.44
with standard deviation 0.79 after the store viSihis indicates that there is a
decrease in positive perception to the extent of3®.The difference, is also
significant at 5% level. The respondents may beingawetter store image
perception of the organized retail outlet beforeytlvisit the store. This might
influence their perception of quality, assortmeamd &ariety offered by the organized
retail outlets, meanwhile the direct experienceught out a decreased perceptional
change in the merchandising aspect of the orgameted outlet.

Regarding Furtherance variable, respondents higiehpositive perception
with regard to the “Furtherance” services offergdtbe store before their visit
(Mean 3.64, S.D 0.92), and after visit it has falte (Mean 3.17, S.D 0.88). This
difference in the mean scores is also statistiGtinificant at 5% level. Those who
support organized retailing argued that growth ojaaized retailing will yield
efficiencies in the supply chain, enabling betteress to markets and higher prices
to producers (including farmers and small prody¢ems the one hand, consumers
will get benefit of reduced prices. But the studgults contradict this argument as
the furtherance perception shows at diminishingllev

The respondents perception concerning the “Locagject also shows
decreased figure (Mean 3.7 Vs 3.9; p<0.05). Neet#is, consumers perception
pertaining to remittance factor has improved sigaiitly after their visit to the
organized outlet (Mean 3.82 Vs 3.46; p<0.05). Farrthetails of each factor can be
seen in the above table.

Further, a detailed analysis of component wisecggion of marketing
stimuli disclosed by the table indicates that resjemt’'s perception as regards to
wide range of brands was 3.7 with standard devidi68, which also reduced after
their visit to 3.1 with standard deviation 0.80.sRendents have better perception
relating to in store promotions before their viwtthe store (Mean 3.1 Vs 3.6;
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p<.05) and discount availability (Mean 3.0 Vs 3»§0.05), while their perception
has decreased significantly after their visit.

Perceptional change among different organized rethFormats

Presently there are mainly three types of orgahre¢ail formats prevailing
in India such as Shopping Mall, Hypermarket ande®oarket and the study was
conducted among the consumers of all these forrAalRetail format would dictate
the product or service offered by the retailer, fhieing policy that they adopts, the
communication that they follows to reach out toirtleestomers and the size, look
and location of these store. Different formats deodifferent strategies to attract
target market; as such consumer perception towheis also varies. Present study
also tries to analyses the perceptional change tabmurketing stimuli among
different retail formats. The relevant data is fabed and presented in table 5.7.

Table 5.7

Store Format Wise Perceptual Change

Shopping Mall Hypermarket Super Market
Aft
Factor After | Before e | Before | T | After | Before | T
- ... | Tvalue | visit iy -~ L
visit visit visit | value | visit visit value
Superior 3.49 3.94 3.68 3.70 3.78 3.70
. -0.45* -0.02 0.08
Product Quality | (0.81) | (0.77) 0.78) | (0.58) 0.89) | (058)
Wide Range of 3.50 3.97 2.98 3.72 - 3.06 3.67
MSP1 -0.47* . -0.61*
Brands 080) | (0.7) (0.75) | (0.57) | 074" | (0.75) | (0.61)
i ithi 3.49 3.71 3.60 3.71 3.64 3.74
Variety witin 022" 0.11 0.10
ranas (0.80) | (0.79) (0.67) | (0.58) (0.71) | (0.66)
isi 4 . 4 N - 4 T
Total | Merchandising | 349 | 396 |, .| 340 ) 3 | 34| 370 o
Perception (0.80) | (0.77) (0.73) | (0.57) | 0.31* | (0.78) | (0.61)
293 3.76 3.81 3.29 2.54 3.88
Di t -0.83* 0.52* -1.34*
scoun 077) | (1.03) 079) | (0.77) (064) | (082)
303 | 380 371 | 229 284 | 380
Off 077 142
- o (78) | (1.03) (80) | (90) (057) | (0.90) | -0.96*
In store 2.96 3.98 102 3.73 3.32 0.41 2.72 3.82
promotions | (0.91) | (101) | - | (079) | ©080) | ' | (059) | (079) | -1.1*
A . g ) . .92
Reas(?nable 3.15 3.85 070" 3.78 3.09 069" 3.80 3.9 012
price (1.05) | (0.92) (0.50) | (0.73) (0.81) | (0.79)
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Shopping Mall Hypermarket Super Market
Aft
Factor After | Before "' | Before | T | After | Before | T
. L Tvalue | Visit o I L
visit visit visit | value | visit visit value
301 | 384 375 | 2.99 297 | 3.85
Total | Furtherance 0.83* 0.34" 0.8
perception | (0.87) | (0.99) (0.72) | (0.80) (0.65) | (0.84)
Helpful 384 | 366 296 | 297 342 | 352
0.18 0.01 0.10
employees | (0.89) | (0.97) (0.83) | (0.77) (0.68) | (0.78)
i 380 | 369 268 | 296 342 | 348
MSP3 Indvidual 0.11 0.28" 0.36*
attention (0.87) | (0.97) (0.82) | (0.75) (0.85) | (0.80)
Enough 380 | 369 | .| 264 | 204 | | 340 | 350 |
employees | (0.85) | (0.98) | ©081) | (077) | 77 | (068) | (082 |
rotal Service 381 | 3.68 276 | 295 | | 331 | 350
perception | (0.87) | (0.97) | 043 |(0.82) | (0.76) |~ | (0.73) | (0.80) | -0.19
Convenient | 373 | 4.00 47 | 394 | | 382 | 384
location (0.60) | (0.49) | -027* | (059) | (0.25) | " | (0.79) | (0.55) | -0.02
358 | 4.06 332 | 394 | . | 366 | 382
MSP4 Parki .
aring 077) | (054) | 048 | (065) | (0.25) | 0.62° | (0.65) | (052) | -0.16
One stop 352 | 406 47 | 394 | | 370 | 382 |
destination | (0.79) | (0.55) | -048* | (0.42) | (0.25) | < | (0.83) | 051) |
rotal Locale 361 | 4.04 388 | 394 | | 372 | 382
perception | (0.72) | (0.52) | -0.43* | (0.55) | (0.25) | (0.75) | (0.52) | -0.10
rice disolars | 412 | 384 386 | 350 | .| 392 | 33
PRYS | 0.94) | (049) | 045° | (056)| (061) | < | (0.79) | (0.87) | 058
414 | 350 383 | 3.5 326 | 3.34
Easy checkout 0.68*
MSP5 | SASYCRECKOUS 1y o0y | (049) | 052¢ | (059) | (061) (092) | (0.87) | -0.08
Multiple 425 | 348 412 | 316 326 | 352
payment . 0.96*
options (1.02) | (0.53) | 047* |(0.38) | (0.61) (0.92) | (0.83) | -0.26
Total Remittance 417 3.67 3.93 3.30 0.63* 3.48 3.40
perception | (1.07) | (0.51) | 0.56* | (0.51) | (0.61) | | (0.87) | (0.85) | 0.08
Marketing 361 | 378 355 | 3.60
(i;atzld stimuli's 03 | 075 | 017 | 0se | (05e) | 005 | 334 | 365 | o
perception (0.83) | (0.75) | -O. (0.66) | (0.59) (0.75) | (0.72) e

Source: Survey data

As evident from the above Table, consumer “mankestimuli” has positive
in all the formats. The sample means are more tihge as against the maximum

value of five, indicating that more than 60% pastiperception. While we

243



comparing the before visit store choice perceptdath after visit the mean scores
have decreased significantly in the case of shgppiall and supermarket (Mean
3.61 vs. 3.78; p<0.001, Mean 3.34 vs. 3.65; p<0)0@kpectively.

Additionally, when we explore factor wise marketistimuli perception,
there is significant change in consumer’s perceptidh regard to “Merchandising”
after they were visited the organized retail outetenthough they have positive
perception but it has decreased significantly. Haweafter their visit to the store,
consumers perceived that the Hypermarkets offerenféurtherance “services,
compared to the other two formats. This is reveélech the mean score (3.7 Vs.
4.1; p<0.001). Although, consumers perceived that“Service” factor are less in
Hypermarkets, as their perception was decreasadfisantly after their visit to the
outlet (Mean 2.7Vs 2.9; p<0.001). After their vitthe Shopping Mall consumers
perceived that the “Locale” factor are not as mhidh as they think earlier, their
perception in this regard has decreased significanith mean value(3.61 vs.
4.0;p<0.001). Pertaining to “Remittance” factorpasdents has same perception

before and after visit. Further detailed informat@an be seen in the above table.

Component wise analysis communicate that aftr thsit to the organized
retail outlet, the consumer’s perceived that mandise quality, variety and brand
selection are not matching with the high perceil@cl| as they set before. The
consumers perception of merchandise quality hasedsed significantly after their
visit to the shopping mall (mean score 3.4 vs. 39%0.001). Consumers
merchandise quality perception remain positive eafégr their visit to Hypermarket
and Supermarket.

After a retailer decides on the product qualityctory consistent with its
merchandising philosophy, it determines the widtk depth of assortment. In the
present study width of assortment is measured ley thmber of brands the
organized retailer carries and depth by the vawétgssortment within each brand.
After visiting the organized outlet, consumers immathat the availability of different
range of brands is not enough as they perceiveliereaBrand availability in

hypermarkets is below the average level (Mean 2.8.%;p<0.001)), and the
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perception has fall short in Shopping Mall (Mead 8s. 3.9;p<0.001) and also in
Supermarket (Mean 3.0 vs. 3.6;p<0.001). With regartherchandise variety, after
their visit to the outlet, consumers realize thedré is comparatively low level of
merchandise variety than they perceived before theit in Shopping Mall (mean
score 3.5 vs. 3.7;p<0.001). However, there is mogpional change as regards to
variety in Hypermarket and in Supermarket. Theefan the case of different

aspects of merchandising there is a variation ingmion among different formats.

In different formats, consumer’s perception haffecknt in respect of
discount availability also. In Hypermarkets the smer's perception has
significantly improved about the availability ofsdount than they have perceived
earlier (mean score 3.8vs 3.2; p<0.001), but ineBuprkets (mean score 2.5 vs.
3.8; p<0.001) and Shopping Mall (mean score 2.Bv&.p<0.001) their perception
level has decreased after their visit to the reuatlet.

The consumers perceived that Shopping Malls amge®narkets are not
providing lots of offers and in store promotionspreover the prices are not as
reasonable as they think earlier (mean score 2.8.99<0.001). But in the case of
Hypermarket consumers perceive that they providegemmffers and in store
promotions as well as their prices are reasonabkal score3.8 vs. 3.4; p<.001).
Hence, consumers perceived thatherance aspects of organized retail outlets are

not attractive as they claimed.

With regard to the service perception, consumeng lperceived that they
get more individual attention of employees in ShogMalls compared to the other
two formats and they realize that the number oflegges in Hypermarkets are not
enough (mean score 2.6vs 2.9;p<.001). In Hyperatatknsumers perception in
connection with shop floor service aspects are [dhis confirms the findings of
Berman, 2005 that the customer service in discaui@nted stores having self-
service, little product knowledge on the part ofesaperson and no display.
Consumers perceived that Hypermarkets are locatedhe convenient place
compared to the other two formats (mean score 4.13\0; p<0.001) whereas,

parking facility in all the formats are not up teetexpected level as they perceived
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earlier (mean score 3.5 vs. 3.9; p<.001). Percepbio one stop destination has

increased among the Hyper market consumers (Mdavs43.9; p<.001).

In connection with femittance “aspects consumer’'s perception has
improved after their visit to the organized outl&he respondents perceived that
remittance is better in all types of organized fatsn Further component wise

analysis can be seen in the above table.

From the foregoing discussion, we can infer thagnethough consumer’s
have higher level of positive marketing stimuli geptions; there is a significant
decrease in that after they visited the organizetdilr outlet. Their perception
relating to almost all factors have decreased dftervisit to the store, but the
salesperson related perception has not significactianged. Most of the
respondents may already set a schema that organigksds are self-service stores,
so a falloff in sales persons services does nothnmituence their inference related

to that aspect.

Further, the format wise analysis result revealsatt consumer’s
Merchandising quality perception has decreased #ftgr visit in shopping malls
significantly. While analyzing the reason behind thenomenon, it can connect to
the basic aspects of merchandising, as merchagdaléy must be directly related
to the perception that customers have of the egtaBince customers have better
store image for the Shopping Mall, their perceptidso will be high in connection
with quality and variety (Berman, 1995). In additimrganized retailing is only in
its nascent stage in Kerala, full-fledged ShoppMglls especially in southern
region are not developed so far. Consumer’s ugerdift variables, to determine the
quality of a product. This quality lies in the eys#gthe consumers in question. What
may be seemed to be of high quality to one consumagr be inferior to another.
Even though many consumers’ uses price as an todio& product quality, there
are doubts in consumers mind whether there isaioakhip between price, value
and product quality. The overall merchandisingtstyg should be consistent with
the merchandise quality, the firm must first chotseyuality level of merchandise,

that it carry top line expensive items and selipper income customers? Or should
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it carry moderately priced items and cater to meddcome customers? Or should it
carry bottom line, inexpensive items and attrastdoincome customers? Or should
it try to draw more than one market segment byrwifea variety in quality, such as
middle and top-line items for middle and upper meoshoppergBarry berman,

2005). Merchandise quality must be matched to tieheg of the desired target

market.

In Hypermarkets the perception with regard to widage of brands has
decreased below average level, after consumers teisihe outlet. Mostly, the
Hypermarkets in Kerala try to sell more productsrirtheir own brand categories
(Such as Shristi, tasty treat etc.) hence consupeceived that breadth of
assortment low. In a retail setting, assortmemttatyies vary widely depending upon
various factors. The study unveils that the ranférands (Assortment breadth)
available in Hypermarkets are low compared to ShapMalls, while, the varieties
available in each brands are more. The findingdraditts with the findings of
Zentes & Schramme-Klein, (2007) that Hypermarketspeea large assortment of
products that are both of good and average qudligir national brands are of high
quality, while the private labels are of moderataldy.Consumer’s perception of
breadth and depth of different products and sesvicHered by a retailer will
significantly influence store loyalty. The bensfibf broad assortment are clear.
First, the greater the breadth and depth of prodssbrtment, the greater the range
of different situations in which a retailer is rbed by the consumer. Second, broad
product assortment enables one stop shopping cmmeen (Messinger &
Narasimhan 1997). Third, consumers regularly shopae than one store and they
may purchase a category in the store that theyha@sied on in-store assortment and
marketing mix activities they would have otherwiserchased in another store.
Together with the fact that unplanned purchasespasm a significant portion of
consumer's total shopping basket, this gives amrgdge to retailers with broader
assortment (Amit & Ruchi, 2008).

A retailer must choose the proper mix of manufatuprivate and generic

brands to carry (E.Khan, 1998). Several factorsliaedy to influence a retailer’'s
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choice of product variety (Lancaster, 1991). Theast on sales and profit should
be evaluated if variety is increased, space regqurg also should be considered.
Customers are living in an era of diversity whereyt demand more variety and
assortment for all sorts of products ranging froamscto clothes. Consequently,
consumers need for variety affects the quantitaind qualitative makeup of the
assortment (Trichy krishnan, 2002), developed thteon of assortment consistency,
which is a tacit commitment of a retailer to caargiven set of brands, sizes, colours
from one period to another, so that a consumer hbks for his preferred brands

will be able to find them for sure at that retadrs.

There is variation in perception &urtherance aspectsamong the three
formats. Consumer’'s perception in connection wiglpermarket has increased,
however it has decreased in the other two fornResult revealed that respondents
have the opinion that Hypermarkets provide supegieality products and offers
reasonable prices & promotions. The result is me lwith the findings of Piyush
kumar & Sanjay (2007) that hyper markets creatgemsor value for money
advantage. They also report that the value prapasaf Supermarket is different
from Hypermarket, as they do not play the gamerarepather use convenience and
affordability as their salient featurddowever the present study reveals that along
with convenient location (mean score 3.82), theso gbrovide reasonable price
(mean score 3.80). Further, consumers perceivaddtbeount, offers and in store
promotions are comparatively low in shopping mahan in Hypermarkets and
supermarkets. Retailers may follow a discount daiton, at-the-market orientation
or upscale orientation depending up on the foryg tind image they desired in the
consumer’s mind. A discount orientation uses a status image, fewer shopping
frills; low per unit profit margins means a targearket of price based customers,
low-operating cost and high inventory turnover. the Hypermarkets generally
follow a discount based strategy, the consumehdnance perception regarding

Hypermarket is also likewise.

Pertaining to theservice perception it has decreased after visit in

Hypermarkets, but does not show significant diffieee Retailers face a special
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human resource environmestiaracterized by a large number of inexperienced
workers, long hours, highly visible employees, mapgrt time workers and
variability in customer demand. These factors ofteske the hiring, staffing and
supervision of employees a complex process. Inilireja trusting relationships
between sales- people and customers should beassbwith positive outcomes at
the store level in the form of a more positive alleattitude toward the store. This
result is likely because having a salespersondhatcan trust should increase the
benefits derived from the overall shopping experge(Bwan and Nolan, 1985).Most
sales researchers focused on the attitude compaféobmmitment” for testing

continued relationship (Crosby et al., 1987).

The study also found that in Hypermarket formatsstimer’s service related
perception is low compared to Shopping Malls andpeBmarkets. The
Hypermarkets may try to implement Key Account Magragnt in service
department. Harish Bijoor, (2017) in one study ®sgg the need for emergence of
Key Account Management amidst the fraternity okesgbersons in the country. A
key account manager is really a salesperson wlatsds a friend, philosopher and
guide to the macro format retailer emerging inltidian market. The KAM focuses
on the full relationship between the business &edcustomers they are selling to,
and describes the individual approach of sales Ipetoptheir customers in order to

create over lasting business relationships.

Location is considered to be a key component of retaitesgsaof any store.
Surprisingly, majority of the organized outlets doeated near accessible roads,
there is still a perceived variation in convenietegeccess. Consumer’s perception
as regards to convenience has increased in Hypleetsaafter their visit, while it
has decreased in Shopping Mall. This is probabby/tduhe differences in the stores
proximity to public transports. Also, the store® docated in different shopping
centers with varying availability of car park faids, so there is significant
perceptional variation in that locale aspect. Simmmsumer’s intention to acquire
multiple items or single item will influence thereept “one-stop destination”, the

non-availability of wider assortment and betteicesi will force them to visit other
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stores also.

Indian retail units have to struggle on accounthef shortage of real estate
for new projects. Retail space in central busirmksiicts is out of reach for retailers
due to price and high demand as pointed out byl Gajpta (2008) that in a survey
among Indian consumers, majority of consumers whefep to shop at small
neighborhood stores said their main reason wastthres proximity to their homes.
As organized retailing is mainly an urban orienfgtenomenon, easy access for
urgent needs is difficult for customers. Furtheritas in its initial phase several
challenges need to address by retailers, suchaagstate issues, legal frameworks
etc. This will hinder the proper availability of gieéng. The study reveals that
majority of consumers do not prefer to buy all &y products from one roof, they
buy specific products only. So they may not fe@mgiing from organized outlet as a
one stop destination.

The retail industry in India is in a phase of s@éon and hence is likely to
face a whole new set of challenges. For one, géngrkarge free cash inflows for
expansion is not easy. They have to face sevemlledges; prominent amongst
these are real estate issues, capital availabéigal frameworks, human resources
and supply chain development and management. Betks in the supply chain
result in limited assortments and increased costsofircing (Sajal Gupta,
2008).Hence, they can’t share the benefit of disecircing to consumers in the form
of lower prices. The high cost of real estate owimgconstrained supply is also a
major factor inhibiting the growth of large retbokrmats. They cannot provide better
quality and fresh products and large discountspnchotions as they promised due
to high cost of operations. In addition, limitegply of trained workforce is another

hindering force.

Most of the organized retail formats have set hppsin India in the post
liberalization era. Although different types ofa#érs or retailing have emerged; the
successful ones are those who have been ablerdotadind maintain a significant
customer base. The retailer must take care whikeldping suitable retail strategy

and have a suitable sales mix elements.
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Store Atmosphere

The concept of atmosphere is ambiguous and insdme time it is a
commonly used term both in everyday life and in blisiness context. The store
atmosphere, becoming a largely adopted retailingtesiy and is also a subject
matter that gained a growing interest among rekeescand practitioners. Several
researchers focused on identifying the environniesdmponents and particularly
their influence on consumer behavior (Kotler, 19B&ker 1968; Berman and
Evans, 1995; Binter, 1992etc). Evidence from emnmental psychology supports
the notion that people form inferences about alfotgect or person based on
environmental cues. This has been supported froen fitldings of marketing
literature also. For example, Binter, (1990) fouhdt subjects formed attributions

about service failures based on the physical enment of the travel agency.

Consumers with incomplete information about menclige or service
quality tend to base purchase decisions on infeertbey make from various
information cues (Zeithmal, 1988).The retail steneironment offers a multitude of
stimuli that can serve as cues to consumers lodkinghis information processing
shortcut or heuristic. For example, a store witv level lighting and muted but
fashionable colors may lead customers to infer that store sells high quality
merchandise or high quality service. Kotler (19%&3)ys that the atmosphere
variables influence consumer behavior by creatibgndion, by communicating an
image and level of service to actual or potentisiters, and by stimulating affective

responses.

The one purpose of this study is to investigateretailer physical
environment and its role in evoking varying levels emotions among patrons.
Donnovan & Rossitor (1982) found that positive efffencourages a shopper to stay
longer and simplify a consumer decision makingestyhile negative affect leads
desire to leave. Baker (1994) says, better stoneshere will create positive affect
among consumers and that will have an influencangoroved merchandise and
service quality perceptions. In this study, the #omal influence of store

atmosphere is measured on a five point scale.
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Table 5.8

Store Format Wise Store Atmosphere Perception

Shopping Hyper Super
Variables Mall Market Market

Mean S.D| Mean S.D | Mean| S.D

Total | Total F
(Mean)| (S.D) | Value

Layout 392 | 099 3.36 0.883.80| 1.02] 3.69 | 1.01| 13.4%

Public areas 3.80 091 278 0.88.39| 1.00, 3.32 0.97| 10.5%

Cleanliness| 4.47| 0.58 4.00 0.pB.88 | 0.96/ 4.09 | 0.69| 5.2*

Atgg%tl'l"e 3.46 | 0.99| 2.85| 092278 | 0.74 3.03 | 094 26.14
Air- *
copii | 388 | 0.81| 322 079360 096 358 | 089 54
Music 322 | 1.12| 300 095252 | 053 291 | 0.95 23.24
Total 379 | 089 320/ 073332 087 347 | 090| 47.64

Source: Survey data
* indicates p value < 0.05

The respondents evaluated the store atmosphestracts by using a six
item scale. It can be seen from the table that tieye positive emotions towards
retail store atmosphere. The mean score is 3.4@gasgist a maximum of five,
indicates that approximately70% of the respondésds positive affect relating to
store atmosphere in the organized outlets. Amorfterdnt formats also the
responses are positive; however it shows variatiotheir degree of affect. Store
atmosphere creates high pleasant environment ippsg mall (mean score 3.79)
compared to the other two formats (Hypermarket ;3&@permarket 3.32). This

variation is also statistically significant at 5éweél.

In addition, item wise analysis shows that consenfeel happy with regard
to the layout (mean score 3.69) and air-conditacility (mean score 3.58) of the
organized retail outlets. They felt excited whemythare exposed to the clean
surroundings of the store (mean score 4.09). Homineein store music does create

less emotional feeling (mean score 2.91).
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Further, when we go into format wise analysis, rémult indicates that there
is a significant variation among formats. Consumerkperienced more pleasant
environment from shopping mall as the mean scooe/sIB.7 as against a maximum
of 5, indicates 70% positive feelings. In the otheo formats also responses are
positive. But the variation is statistically signdnt. Further details can be seen in
the table.

While looking into the item wise analysis, firséyg regards to layout of the
store, from the mean score it was revealed thatnmdnt’s felt high positive affect
towards the layout of the shopping mall (mean sc®@?) followed by the
supermarket (mean score 3.80) and hypermarket (sw@ae 3.36).Still, informants
feel that in Hypermarkets public areas for relatais not adequate. The mean score
in this respect is only average (2.78). The consarnmethe other two formats they
felt high positive emotions with regard to publreas availability. This variation is

also statistically significant (F value=10.5, p<@L{.

Consumers felt happy when they visit the Shoppisglls due to the
presence of attractive smell (mean score 3.76)lewthey do not felt any positive
emotion in this respect in the other two formatsrdbver, consumers feel that in
Shopping Malls in store music creates a pleasanta@miment (mean score 3.22),
while in other two formats the music does not ety emotional influence on the

consumers. More detailed information can be sednarnable.

The study result reveals that layout of the stareconditioning and clean
surroundings brought out more pleasant atmospireijdition better public areas
and attractive smell influence their positive fagh. Background music does not

show a positive emotional influence.

When we are looking into the store atmosphere igealvby various retail
formats, consumer’s feelings are different in diéfg formats with regard to various
store atmosphere elements. In Shopping Malls, coassl seem to have positive
emotions as regards almost all store atmosphereneeks. However, in
Hypermarkets consumer’s feelings are not much pldgawith regard to attractive
smell & music. Similar is the case in Supermarkked.aConsumers have the feeling
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that Hypermarket does not provide adequate pubdiasaas it is necessary whenever
consumers accompany elder persons or children aldthgthem for their shopping

trips.

Emotions associated with store atmosphere elemahtsfluence shopping
activities. If consumers felt positive emotionsrthes a greater likelihood of product
acquisition. Contrasting with positive affect, camgers who felt negative emotions
become less likely to fulfill their intended purgoAttway, 2000). Hypermarket &
Supermarket managers should improve the attrasimell in the store, because
studies found that, of the five senses, smell issiered to be the most closely
attached to emotional reactions. Christoph te([2009) also report that, adding a
pleasant fragrance to a product display resultsigher levels of positive attitude

towards the product, purchase intention and vghiess to pay higher prices.

Engelene, (2016) studied about five aspects ofantie aspects are volume,
tempo, style/type/genre, familiarity, and likealyiliThey found that, Loud and/or
fast music leads mostly to avoiding behavior, wklt®v and/or quite music triggers
approaching behavior. Style and type of music lemstly to approach behavior,
when it is applied correctly. Familiarity can treggboth approach and avoidance
behavior, depending on what purpose it is useced.ikiusic leads most of the time
to approach behavior. Approach behavior will resulan increased evaluation of
the store, longer shopping times or even more @eeh So music should be
applied appropriately through understanding itsioter influences on the target

market.

In Hypermarkets, consumers do not feel a pleasantconditioning.
Davidson, (1988) tells that a store where the anddioning failed and the air are
hot and stuffy may result dissatisfaction. Insteddmaking more time to shop,
consumers who feel uncomfortable may hurry to mialeeintended purchase and
leave the store. So Hypermarket manager shouldtanaia proper temperature, in

accordance with the changing climatic conditions.
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Store Commitment

Commitment is a complex construct that has bedmatein a number of
ways in the marketing discipline. For the most pararketing scholars have been
conceptualized commitment as an attachment betweerparties that leads to a
desire to maintain a relationship (Moorman et é2,9Morgan & Hunt 1994). In
essence customer commitment is a psychologicat fibvat links the customer to the
organization with which customer does the businkssy researchers in marketing
have borrowed this concept from the organizatidmedlaviour literature where there
is a rich tradition of research on the organizatl@ommitment construct (Fullerton,
2003). A well-accepted position in this field isathorganizational commitment
consists of three distinct components; Affectivepnthuance and Normative
commitment. The present study also borrows thiceptualization (Allen & mayor
1990).

Primarily, affective commitment is the highestdewf commitment reflects
the emotional attachment to the commitment objatie& Meyer, 1990). It is the
force that binds customers out of desire, custontikisg and positive feelings
towards the company (Fullerton, 2003). Continuacw®mitment on the other hand
is defined as the “perceived cost associated wakiihg the organization” (Meyer et
al 1993). The customer recognition of the costvegated based on both switching
costs and the availability of other alternativesriNative commitment represents a
force that binds customers to the company fromnses@f moral obligation (Allen
Meyer 1990). The construct of normative commitmewamnsidering the theory of
reasoned action, can be as a result of two baserdmants, one as a function of
inner belief and the other reflecting the influerafeexternal social pressure from
Colleagues, friends or family (Ajzen & Fishbein D98To know the presence of
consumer’'s commitment towards organized outlet argkther it varies with
different formats is the problem in our hand. Tleéevant information has been

collected from the informants and presented inet&oiven below.
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Table 5.9

Showing Format Wise Store Commitment

Shopping Hyper Super
Variables Mall Market Market | Total | Total F

Mean | (S.D)| Value
Mean| S.D| Mean S.D | Mean| S.D ( )

Enjoyment 3.34| 092 4.05| 0.86 3.46 | 1.02] 3.62 | 0.98| 24.28}

Safe & secure| 3.37 1.084.02 | 0.84] 3.39 | 1.08] 3.59 | 1.05| 19.807

Identification | 3.37| 1.02 3.97 | 0.82] 3.39 | 1.09] 3.58 | 1.02| 17.74]

Attachment 3.42) 1.01 3.88 | 0.77] 3.44 | 1.09] 3.58 | 0.99| 10.581

Affective

. 3.37 | 1.00] 3.98 | 0.82] 3.42 | 1.07] 3.59 | 1.01| 20.607
commitment

Persons from
my close circlel 3.08 | 1.17| 3.06 | 1.14| 3.19 | 1.13| 3.11 | 1.15| 0.58
also shop

Specialty of
the products | 3.37 | 1.13| 3.34 | 1.14] 3.62 | 1.08| 3.47 | 1.12| 1.97
here

Offers &

rewards makes
me a feel of 292 | 1.05 3.06| 1.09 3.10| 1.16| 3.03 | 1.10 1.18

obliged

Normative

: 3.12 | 111} 3.15| 1.12 3.30 | 1.12) 3.20 | 1.12| 1.23
commitment

No worthwhile

alternatives 261 | 097 352 | 1.15 2.76 | 0.94 2.96 | 1.10 | 33.4*

Life will be

disrupted 251 | 0.90 2.77 | 1.00, 2.66 | 0.96] 2.65 | 0.96 | 2.71

Lost of points

% rownrds | 247 | 0.89 2.88 | 0.97 2.68 | 0.92 2.68 | 0.94| 7.39

Continuance

. 253 | 0.92| 3.05| 1.04 2.7 | 0.94| 2.76 1 13.41%
commitment

Grand total 3.00 | 1.01] 3.93 | 0.99 3.14 | 1.04/ 3.18 | 1.04| 13.28

Source: Survey data
* indicates p value < 0.05

From the table, it can see that the mean scoredesumer commitment is
above three as against a maximum of five indicatmay consumers have strong
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commitment with the organized retail outlets. Inéidd, when we examined the
format wise commitment, consumer commitment is &igin Hypermarket (mean
score 3.93) followed by Supermarket (mean scor@)3vthile it shows only average
level in shopping malls. This variation in consunsemmitment is also significant
at 5% level with F value 13.28.

Further looking of the strength of each type ofnoatment, consumers
affective commitment is more intense (mean scoB8)3than continuance (mean
score 2.76) and normative commitment (mean scd8)3Vhen we go into the
format wise comparison, we can see that affectmmmitment is higher (mean
score 3.98) in Hypermarket, although it is positiaethe other two formats also
(Shopping mall 3.37; Super market 3.57), but itergith is not high as in
Hypermarket. The variation is also statisticallgrsficant with (F value20.60,
p<0.05). Consumer’'s continuance commitment showgathe direction in both
Shopping mall (mean score 2.58) and Supermarkedr{raeore 2.73). The variation
is also statistically significant (F value 13.5,0085). Further details can be seen in
the above table.

Component wise analysis shows that consumer’'sygigat and attachment
is higher in all types of organized outlets, wheremnsumer feels scarcity of
alternatives in the case of Hypermarket format (meaore 3.52). Detailed
information can be seen in the above table.

From the foregoing discussion, we can concludedbasumer commitment
shows a positive dimension, even though its strersgglow. Consumers have strong
affective commitment towards the organized outlethile the strength of
continuance commitment is low among organized taitle

A format wise analysis unveils that affective cotmnent is higher in Hyper
markets, while normative and continuance commitneieast in Shopping Malls.
As many studies report that (Dick&Basu 1994, Allen&er 1990) affective
commitment is positively related with relationalttoames, it will be beneficial to the
store if it is managed properly. Relationship méngliterature consistently found
that continuance commitment had a negative impacttcastomer switching
intentions (Bansal et al. 2004; Fullerton 2003 é&tbn 2005).
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Studies related to normative commitment saysitithtiduals feel pressured
that they ought to conform to the surrounding doeia/ironment, and they act
compares their behavior to that of the social grthgt they feel belong to (Foxall,
Goldsmith, and Brown 1998). It has been recognagdn influential concept to
customer loyalty (Dick and Basu 1994), and empireadence show it to be
negatively related to switching intentions (Bansad Taylor 2004; Nysveen,
Pederson, and Thorbjornsen 2005).

Store Loyalty

Customer loyalty is probably one of the best messwf success in any
business organization. Hence the development, srante and enhancement of
customer loyalty remain a central focus of the mgjof firms marketing activities
(Dick& Basu 1994).Loyal customer help firms to lawearketing cost, solicit more
customers, effectively increase market share, amdvdling to pay premium prices
(Riechheld, 1996, Acker 1998).The concept of stoyalty has evolved from brand
loyalty with respect to tangible goods. Cunningh@®56 & 1961) was the first to
extend brand loyalty into store loyalty using tlaene measures he had used earlier
for brands. Hence, based on the concept of brayaltyo at the store level, store
loyalty refers to the tendency to repeat purchaseeasame store for similar or other
products (Osman, 1993).

Broadly, there are two schools of thought whercdmes to define and
operationalize brand loyalty. Many researchers ¢iberg et al., 1986) have defined
brand loyalty strictly from a behavioral perspeetfA common theme across this
stream of work has been the attempt to look fouraogate behavioral measure to
operationalize brand loyalty. The major assumphiere is that the purchasing could
capture the loyalty of a consumer towards the badndterest.

Thus, while some researchers have observed pumghpatterns and made
conclusions based on the proportion of purchasesteé to a particular brand
(Cunningham,1956; Blattberg & Sen, 1974), othergehfacused on the purchasing
sequence (Khan et al., 1986; Mcconnel, 1968).dh faany researchers have put lot
of efforts over the years to (1) to distinguishvetn repeat purchase and brand
loyalty and (2) to define brand loyalty- complex ltrdimensional phenomena on a
single behavioral dimension (Jacoby & Kyner 19°Rially, Day (1969) proposed
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the two dimensional concept of loyalty in which &ty should be measured
according to behavioral and attitudinal criteriaurtRer, Taylor (1981) not only

believed that loyalty is an attitudinal construétyt also argued that brand
commitment is a representation of a kind of ematiar psychological attachment
to the brand which is a behavioral phenomenon. Hezegresent study considered
the two dimensional concept of store loyalty.

The behavioral loyalty is reflected through theginency of visit, number of
purchases made, length of relationship with th@dm@ar company etc. Chauduri &
Holbrook (2001) defined attitudinal loyalty in tesnof consumer desire to continue
relationship with the organization irrespective tdwer prices offered by
competitors, and to recommend product or serviaathers. The study analyses the
loyalty among consumers, and tries to examine tkeené of behavioral and
attitudinal loyalty exhibited by the consumers.

Table 5.10

Showing Format Wise Store Loyalty

Shopping Hyper Super
Mall Market Market | Total | Total| F

Variabl
ariables Mean| (S.D) | Value
Mean SD| Mean S.O Mea]n S.p

Frequently make 5 o5 | 1591 276| 116 331 1.24 3.001.24 | 7.88*

purchases
will make
purchases in 2.89 1.30| 2.64| 101 320 1.30 2.911.23| 7.77*
future
Major monthly ) ¢ 4 "
S urchages 284 | 1.20| 242 094 319 1.30 2.821.23| 1550
Belha"'oura' 288 | 1.29| 260 108 323 1.28 291 1p3 1113*
oyalty
Recommend 310 119 375 082 207 111 32711 | 23.24*
Ideal place 320 111 368 079 298 107 3/28.06| 18.68*
Say positive 338| 109 376 082 3.06 109 3/024.05| 18.30*
Atlt't“d'”a' 322 | 1.13| 3.73| 081 300 1.09 319 107 14.p0*
oyalty
Grand total 305 | 1.21| 3.16| 092 311 118 3.05 1/50.727

Source: Primary data
* indicates p value < 0.05
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From the table it can be seen that consumers lugat in the organized
retail outlets as indicated by the mean score vafu®05,as against a maximum of
5,which shows 60% responses favorable with the ltpymeasurement items.
Further looking of the format wise analysis, meaoraes are above three, which
indicates that consumer’s shows loyalty in all oigad outlets. However there is a
variation in the degree of strength between formBigpermarkets (Mean score
3.16) consumers are highly loyal followed by Supeet (Mean score 3.11) and
shopping mall (Mean score 3.05). However this venma is not statistically

significant as indicated by the F value.

When we analyzing the components , behavioral ltipyshows negative
result (mean score 2.9) which indicates consunggrsat purchasing behavior is low
in organized outlets, the format wise comparisoowshin Supermarkets (mean
score 3.23) consumers shows behavioral loyalty,redsin Hypermarkets (mean
score 2.6) and Shopping Mall (mean score 2.8) very low. This variation is also
statistically significant (F value 11.13, p<0.00&Eurther information can be seen in
the table.

The result indicates that consumers have favomttedinal loyalty towards
organized outlets. Format wise analysis shows thay have higher attitudinal
loyalty in Hypermarkets (Mean score 3.73) followsdShopping mall (Mean score
3.22) and Super market (Mean score 3.0).

From the forgoing analysis it can be inferred t@isumer’s loyalty towards
organized outlet in general is favourable, whemr@@sponent wise analysis shows
behavioral loyalty is less than attitudinal loyalfyhis result is supported by some
earlier studies as (Dick & Basu 1994) report thataddition to relative attitude,
repeat patronage may be influenced by subjectivensicand situational factors.
These may be viewed as non-attitudinal sourcesanance in purchase behaviour.
In certain purchase context these might either ¢ement or contradict an attitude.
Thus the influence of social/situational factorslayalty behavior provides strategic

direction to managers for devising appropriate mess
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Influence of store atmosphere and marketing stimuliperception on store

commitment and loyalty

To develop a framework describing the nature ofestloyalty behavior
based on the influence of store atmosphere, makstimuli perception and store
commitment. The present study used Warp PLS tlysm#he linkage the extent of

influence exerted by each of the factors on theroth

The effect of store atmosphere on customer behawtbin a store has been
studied by several environmental psychologists. Winber of researchers have
applied the Mehrabian-Russel model to store enmiemt studies [Anderson P.,
(1986); Dawson, Bloch, & Ridgway, (1990); GolderZzénmer, (1986); Sherman &
Smith, (1983)]. This leading environmental psyclygl@pproach is based on the
Stimulus- Organism-Response paradigm (S-O-R). Iorganized retail context the
store atmosphere act as the stimuli (S) that driresumer evaluations (O), and then

influence their behavioral responses (R).

Perception management scholars have particulavbkeld at different
informative signals and strategies that affect pleeceptions of external audience
and how these perceptions affect stakeholders’ etz reactions toward the
company (Brown & Dacin, 1997; Elsbach & Glynnn, @9®Rao, 1994; Rindova,
Williamson, & Petkova, 2005). Scholars tend to eagize that informative signals
can intensify stakeholders ‘emotional attractiomaads a firm, eventually leading to
stronger identification with the organization antherently positive behaviors
toward the firm (Bhattacharya & Sen, 2003; Fomb&u¥an Riel, 2004). Haldener
(2008) studied the perception management as ageaisetween organizational
identity expressions (signals), stakeholder's paroea and behavioural intention

towards the organization.

The present study combines these two streamseéreh, and tries to devise
perception management model by using S-O-R. Ouirerapframework integrates
theories from cognitive, environmental psychologyd gperception management.
Evidence from environmental psychology supports legion that people form
inferences about a focal object or person basecruironmental cues. Binter,
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(1990) found that subjects formed attributions abservice failures based on
physical environment of a travel agency. Likewisenay happen that consumers
with incomplete information about merchandise orvise quality tend to base
purchase decisions on inferences they make fronowsarnnformation cues. The
retail store environment offers a multitude of stimthat can serve as cues to

consumers looking for the information processingrituts or heuristics.

The proposed model of the study incorporates Irisiffom Bakers (1992),
Azeem (2012) and Binter (1992) conceptualisationhofv store environment
influences consumer decision making. To conceediow the store environment
can influence n consumer loyalty, the overall segaeof effect in our model is that
the store atmosphere influences the marketing #tipeuception which will in turn
influence store commitment and store loyalty. Comaxis perception in our model
refer to inferences about the merchandising, fuaihee , service, locale and
remittance that consumers would expect in a stome tlee basis of store
environmental cues. As such the model is especagbigropriate when potential

customers have limited prior knowledge about aestoiffering.
Structural Equation Model for marketing stimuli per ception on store loyalty

The structural model output obtained from Warp Rd8epicted in figurel
given below. This is the integrated model for hfee retail formats. The arrows are

the path coefficients (beta value) and the pathifsoggince (p-value).
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Figure 5.1:Integrated Model

Table5.11

Model Fit Indices and p values

APC = 0.236, P<0.001
ARS =0.206, P<0.001
AVIF =1.183, Good if <5

It was found that, all the three fit criteria were met and hence it was assumed
that the model had acceptable predictive and explanatory quality as the data is well
represented by the model.

Validation of marketing stimuli perception scale (M easurement model)

To ensure that the instrument developed to measure marketing stimuli
perception was indeed measuring the construct, the goodness of fit measures was
assessed by testing the reliability and validity of the instrument. Convergent and
discriminant validity of the model were tested by using warp Pis 6.0.

In the model above, the independent variable, store atmosphere is measured
by using six reflective indicators (which is indicated as R 6i) and dependent
variables such as Merchandising, Personnel, Remittance and Locale are measured by
using three indicators each, except Furtherance factor, which consists of four
indicators. The reliability and validity of the latent variables and their observed
indictors are assessed through various indices which are given in table 5.12.
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Table 5.12

Latent variable correlation-Store atmosphere &Markg Stimuli Perception Scale

Latent Loadings Cronbach | Composite
variable Indicators | (Convergent | =5 10na" | reliability | AVE | VIF
validity)
Layout 0.70**
Public areas 0.66**
Attractive
0.66**
Store smell 0.739 0.822 | 0537151
atmosphere : —
Air-condition 0.75**
Music 0.56**
Cleanliness 0.58**
Prod_uct 0.86**
quality
Merchandising Wider brands 0.78%* 0.792 0.878 0.707 1.50
Variety 0.87**
Discount 0.89**
Offers 0.89**
Furtherance In store 0.91%* 0.881 0.919 | 0.7421.51
promotions '
Reas_onable 0.73%*
price
Price displays 0.71**
Remittance | =2SY Pilling 0.96™ 0.851 0.915 | 0.786| 1.10
Multiple -
payment 0.96
Helpful -
employees 0.93
. Individual - )
Service attention 0.94 0.938 0.960 0.8891.19
Enough 0,95+
employees '
Convenient 0.83**
Locale Parking 0.65** 0.697 0.833 0.6281.19
One stop 0.87**

** indicates p<0.01
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The first one to check onvergent validity. Two criteria are recommended
as the basis for concluding that a measurement Inf@e acceptable convergent
validity: “p” values associated with the loadingisould be lower than 0.05 and
loadings for indicators of all respective latentigbles must be 0.5 or above for the
convergent validity of a measure to be acceptahber(et al., 2013). In the study,
the factor loadings associated with the latentaldeis ranged between 0.58 and
0.96, as shown in Table and hence it is reasontaldssume that the measurement
model for marketing stimulihas acceptable convergelidity. The “P” values
associated with the loadings were all lower tha@00. Since there were no
indicators for which these criteria were not s&ibf there is no need to remove any
of the indicators and the convergent validity ¢ Htale is established. The validity
and reliability guidelines in WarpPLS6.0 can bersmemethodology chapter.

For a measurement instrument to have gabdbility , both the composite
reliability and Cronbach’s alpha coefficients shibbke equal to or greater than 0.7
(Fornell & Larcker, 1981; Nunnally& Bernstein, 1994As seen in Table, the
composite reliability coefficients ranged from (28® 0.960 and the Cronbach’s
alpha coefficient between 0.739and 0.938, both aletive the 0.7 threshold. It was

therefore concluded that the measurement modeddw@eptable reliability.

As a rule of thumb, full collinearity VIFs of 3.8r lower suggest the
existence of no multi collinearity in the model @k 2012). All variance inflation
factors (VIF) were less than 3.3, indicating thatltmcollinearity and high inter-

associations among latent variables were not pteséine data.
Discriminant Validity

On the diagonal of the latent variable correlaidable (Table 13) are the
square roots of the average variances extractedafdn latent variable. As seen in
Table 13, the square root of average variancaebetl for each variable (shown in
parentheses) was higher than any other values aivdaadow it or to its left or right.

Thus discriminant validity of the measurement madas$ established.
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Table 5.13

Latent variable correlation — Marketing Stimuli Reption Scale

Mercnds Furthrns Remittns Persnnl Locale
Merchandise (0.840) 0.297 0.142 0.160 0.289
Furtherance 0.297 (0.861) 0.086 0.007 0.282
Remittance 0.142 0.086 (0.886) 0.124 0.112
Service 0.160 0.001 0.007 (0.942) 0.060
Locale 0.289 0.282 0.282 0.060 (0.792)

Assessment of Structural Model

In PLS based SEM analysis, path coefficients aferred to as betg3)
coefficients. The explanatory power of the struatumodel is evaluated by
examining the squared multiple correlation (R2)ueabf the dependent constructs.
The R squared coefficient measures the percenfagariation that is explained by

the model.

Table 5.14

Path coefficient relationship between store atmesph&Marketing Stimuli
perception

Relationships Path co-efficient
Store atmosphereMerchandising 0.45**
Store atmosphereFurtherance 0.24**
Store atmosphereRemittance 0.23*
Store atmosphereService 0.39**
Store atmosphereLocale 0.19**

From the table it can be seen that, the store sgheye has significant
influence on merchandising perception of consurBésse atmosphere significantly
influence consumers perception about furtheranc24(0p<0.01) and remittance
(0.23, p<0.01), which indicates that one unit cleamg store atmosphere would
change furtherance perception by 0.24 units andtt@me by 0.23 units. The
influence of store atmosphere on perception abewice aspect is also significant
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(0.39, p<0.01). Through increase in store atmosplEEmponents consumer’s

perception about service aspects can be enhanbede$ult reveals that consumers
perception of locale convenience can also be iseckathrough better store

atmosphere (0.19, p<0.01).Comparing the path coeffis, it can be seen that store
atmosphere has the highest impact on merchandigrggption. Further details can

be seen in the table.

Validation of Store Commitment Scale (Measurement Mdel)

The study adopts various commitment scales usepaly researchers and
transforms it into retail context, hence prior testing the structural model,
measurement model validity of store commitmentestaknsured.

Table 5.15

Measurement model (Store commitment) evaluation

La_tent Indicators | Loadings Cronbach Compgsﬂe AVE | VIE
variable alpha reliability
Enjoyment 0.90**
Affective Safe &secureg  0.94** ! 4
commitment | Identification | 0.95% 0.948 0.962 0.86% 2.52
Attachment 0.92**
Pe_rsonql 0.91**
relationships
Normative Special 0.88%*
commitment products ' 0.890 0.932 0.820 1.77
Offers &
reward in 0.92**
past
No
worthwhile 0.87**
alternatives
Continuance If switch ) )
commitment | away, life 0.93** 0.913 0.945 0.85%  1.69
disrupt
Loss of | g
points

** indicates p<0.01
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From the table 5.15 given, it can be seen thafab®r loadings associated
with the latent variables ranged between 0.88 a8l &nd hence it is reasonable to
assume that the measurement model for marketimyilstias acceptable convergent
validity. The P values associated with the loadiwgse all lower than 0.001. Since
there were no indicators for which the criteria ainvergent validity were not
satisfied, there is no need to remove any of tHeators and the convergent validity
of the scale is established. As stated beforeyahdity and reliability guidelines in
WarpPLS6.0 can be seen in methodology chapter.

For a measurement instrument to have gabdbility , both the composite
reliability and Cronbach’s alpha coefficients shibbke equal to or greater than 0.7
(Fornell & Larcker, 1981; Nunnally & Bernstein, 99 As seen in the Table, the
composite reliability coefficients ranged from 01930.96 and the Cronbach’s alpha
coefficient between 0.89and 0.94, both well abdweQ.7 threshold. It is therefore

concluded that the measurement model has accepédiblaility.

As a rule of thumb, full collinearity VIFs of 3.8r lower suggest the
existence of no multi collinearity in the model @k 2012). All variance inflation
factors (VIF) were less than 3.3, indicating thaitltmcollinearity and high inter-
associations among latent variables were not prasethe data. This is shown in
Table.

Discriminant Validity

On the diagonal of the latent variable correlaioable (Table 16) are the
square roots of the average variances extractedadn latent variable. As seen in
Table 16, the square root of average variancaebe for each variable (shown in
parentheses) is higher than any other values atwolelow it or to its left or right.

Thus discriminant validity of the measurement masl@stablished.
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Table 5.16

Latent Variable Correlations-Store Commitment Scale

Affective Continuance Normative
Affective (0.93) 0.30 0.37
Continuance 0.37 (0.92) 0.49
Normative 0.30 0.49 (0.90)

Source: Survey data

Assessment of Structural model: Linkage between méeting stimuli

perception and store commitment

Table 16 shows the relationships between commitnzer marketing
stimuli perception. The path co-efficient will depiwhether the linkage between

marketing stimuli perception and commitment is gigant or not.

Table 5.17

Showing path coefficient relationship of store commant

Relationships Path co-efficient
Merchandising- Affective commitment 0.35**
Locale- Affective commitment 0.11**
Merchandising- Normative commitment 0.15**
Furtherance. Normative commitment 0.13**
Service- Normative commitment -0.07
Furtherance, Continuance commitment 0.15**
Remittance-> Continuance commitment 0.13**
Locale- Continuance commitment 0.13**
Store atmosphereAffective commitment 0.24**
Store atmosphereContinuance commitment 0.23**

**indicates p<0.01,*indicates p<0.05

From the table 5.17 it can be seen that, merckangdsignificantly influence
affective commitmentf= 0.35, p<0.01), which indicates that 1 unit insean
merchandising perception will increase consumeifscive commitment by 0.35
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units. Consumers locale perception also positifleence on affective commitment
(B =0.11, p<0.01), however the strength of relatigmsk low. Perception about
merchandising influence normative commitme#.15, p<0.01) and furtherance
(3=0.13,

p<0.01).Whereas, sales personnel perception doéshaee an influence on

perception also have an influence on normative cibmemt
normative commitment. The result reveals that a onié change in consumer’s
furtherance perception will enhance continuancersament by 0.15 units, while
remittance and locale perception have an equalugnfie on continuance
commitment =13,p<0.01). Store atmosphere significantly inflceetvoth affective

and continuance commitment. Comparing the pathficaafts, it can be seen that
merchandising perception has the highest impaéfi@ctive commitment. Further

details can be seen in the table.
Store Loyalty
Validation of store loyalty scale (Measurement modg

Consumer’s desire to maintain continuing relatimpsvith the retailer will
have an influence on varying dimensions of custotogalty (Fullerton 2003,
Morgan & Hunt, 1994). Before going to the analyes relationship pattern, the
study presents the measurement validity of theedboyalty scale used in the study.

Table 5.18

Showing Latent Variable Co-efficients- Store Loy&tale

Latent Indicators | Loadings | C"nPach | composite | e | y/g
variable alpha reliability
Frequent 0.94%*
purchase
Belr;?/\;(:;ral pE;’éE;e 0.97* | 0.959 0973 | 0.9242.22
Major 0.96%*
purchase
Recommend  0.97**
Atfg;gfg,al deal place | 0.97* | 0.971 0.981 | 0.945]2.20
Say positive|  0.96**

**indicates p<0.01
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From the table 5.18 it can be seen that, the fdoewlings associated with
the latent variables ranged between 0.94 and On@7h&nce it is reasonable to
assume that the measurement model for marketimyisthas acceptable convergent
validity. The P values associated with the loadiwgse all lower than 0.001. Since
there were no indicators for which the criteria ainvergent validity were not
satisfied, there is no need to remove any of tHeators and the convergent validity
of the scale is established. As stated else weredhdity and reliability guidelines
in Warp PLS 6.0 can be seen in methodology chapter.

As seen in Table 5.18, the composite reliabilibgfticients were 0.97and
0.98, the Cronbach’s alpha coefficient were 0.98% @97, both well above the 0.7
threshold. It is therefore concluded that the mesament model has acceptable

reliability.

As a rule of thumb, full collinearity VIFs of 3.8r lower suggest the
existence of no multicollinearity in the model (Kko@012). All variance inflation
factors (VIF) were less than 3.3, indicating thatltmollinearity and high inter-
associations among latent variables were not prasethe data. This is shown in
Table 5.18.

Table 5.19

Latent variable correlation- Store loyalty scale

Behavioural loyalty | Attitudinal loyalty
Behavioural loyalty (0.961) 0.324

Attitudinal loyalty 0.324 (0.972)
Source: Primary data

On the diagonal of the latent variable correlaidable (Table 19) are the
square roots of the average variances extractedafd latent variable. As seen in
Tablel9, the square root of average variance agtidor each variable (shown in
parentheses) is higher than any other values atwolelow it or to its left or right.

Thus discriminant validity of the measurement masl@stablished.
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Assessment of Structural model-Linkage between Stercommitment and Store

loyalty

Table 5.20 shows the linkage between store comenitrand store loyalty.
The Path co-efficient analysis shows the direc{i@asitive or negative) as well as
the level of influence of independent variable loa dlependent variable
Table 5.20

Path co efficient relationship between store comnaiit and store loyalty

Path co-efficient
Affective commitment. Behavioural loyalty 0.207**
Affective commitment. Attitudinal loyalty 0.697**
Normative commitment Behavioural loyalty 0.352**
Normative commitment Attitudinal loyalty 0.076*
Continuance commitmentBehavioural loyalty 0.343**
Continuance commitmentAttitudinal loyalty 0.028

Source: Primary data

From the table it can be seen that, affective cameant influence both
behavioral loyalty £=0.20, p<0.01) and attitudinal loyalty<0.69, p<0.01).
However, affective commitment has strong influenoe attitudinal loyalty.
Normative commitment influence behavioral loyaliy lits influence on attitudinal
loyalty is very weak §=0.07, p<0.05). Continuance commitment only inflceen
behavioural loyalty {=0.34, p<0.01), and does not shows any influence on
attitudinal loyalty. Comparing the path coefficignit can be seen that affective
commitment has the highest impact on attitudinglalty. Further, behavioural

loyalty has high influenced on continuance and radive commitment.
Integrated model:

We have analyzed the path coefficient relatiorshipd significance of path
between various antecedent and endogenous variabdestated else were the
research model is based on SOR framework, as sweasi tested the relationship

between store atmosphere (Stimulus), marketing usitimerception (Organism),
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store commitment and store loyalty (Response). $tractural model output
obtained from Warp PLS is depicted in Figure 5Hov#n on the arrows are the path
coefficients (beta value) and the path significa(e&alue). Some significant paths
linking store atmosphere to store loyalty througarketing stimuli perception and

store commitment are shown below in Table 5.21.

Table 5.21

Various Linkages in the overall model

Atmosphere — Furtherance — Normative — Behavioral loyalty 0.242 -.0.147 - 0.352
Atmosphere — Merchandise — Affective co — Behavioral loyalty 0.451-0.359 - 0.207
Atmosphere — Merchandise — Affective co — Attitudinal loyalty 0.451-0.359 - 0.697
Atmosphere — Remittance - Continuance co — Behavioural loyalty 0.230-0.138 - 0.343
Atmosphere — Furtherance — Continuance co — Behavioural 0.24-015-0.34
Atmosphere — Locale — Affective co — Behavioural loyalty 0.196 - 0.110 - 0.207
Atmosphere — Locale — Affective co — Attitudinal loyalty 0.196 -0.110- 0.697
Atmosphere — Affective co — Behavioural loyalty 0.234 -, 0.207
Atmosphere — Affective co — Attitudinal loyalty 0.234 -, 0.697
Atmospheres — Continuance co — Behavioural loyalty 0.233-0.343

From the table it can be seen that store atmospsignificantly influence
merchandising perception, which in turn influendéfecive commitment and this
will lead to both behavioral and attitudinal loyalFurther, affective commitment
has high influence on attitudinal loyalty and canince & normative commitment
significantly influence behavioral loyalty. Furthdetails can be seen in the table

above.

The purpose of this framework is to examine homaketer can improve
his/her business by understanding the relationsdmpong store atmosphere,
customer’'s marketing perception, store commitmerd atore loyalty.Through a
survey of the organized retail consumers and sulesecppplication of Structural
Equation Modeling by using Warp PLS 6.0 softwahe, important factors that lead

to customer loyalty are identified.
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In this research, it is revealed that customepeat patronage behavior
(Behavioural loyalty), has been significantly irdhced by Affective commitment,

which in turn has influenced by Merchandising pptima, and Store atmosphere.

Consumers’ willingness to recommend the retailedt aay positive words
about the service provider (Attitudinal loyalty)ashbeen highly influenced by the
customers emotional attachment (Affective committhevith the service provider.
Store atmosphere creates positive emotional feelimgconsumer’s merchandising
perception; this in turn creates an emotional htteent towards the organized

retailer among the consumers.

Marketing managers should not overlook the stdrmosphere elements
because these cues has been significantly inflademcstomer's merchandising
perception, their emotional attachment with thaitet, their frequency of visit and
share of purchase. Further the store atmosphehné/higluence consumer’s attitude
towards organized retailer. Customers are foun@iljigoncerned about Layout &
Air condition cues of store atmosphere. With logdinf 0.70 & 0.75, they are good

indicators of store atmosphere.

Further, retailers should ensure product quaditailability of various brands
and product variety, as these have significanuerfte on consumer’s emotional
attachment with the retailer. The promotional cffgiven by the organized retailers
are important, because the result supports the thgps that furtherance
(promotional) aspects have significant influence oonsumer’s continuance
commitment. This supports the findings of Burnh&mels, and Mahajan (2003), in
their study. They identify financial switching cas one of the switching typology.
It explains financial switching cost as the costoined in the loss of financially
guantifiable resource. Hence, as the result reve@anized retail consumers may
felt financial switching cost associated with fusthnce aspect of organized outlets
and this might force them to stick on with thisarktr. Consumers feeling of
enjoyment and security will create a better imafythe retailer in consumer’s mind
and in sometimes they like to recommend or saytipesivords about the retailer to

others.
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The analysis of inner model shows that store gbmexe, marketing stimuli
perception and customer commitment together canexplain 50% of the variance
in customer behavioral loyalty and 53% varianceattitudinal loyalty. It is an
important finding because it suggests that theee ather factors that have an
influence on loyalty dimensions of consumers thabusd be considered when

exploring customer loyalty in future.

Research Model Analysis in Different Formats (Shopping Malls, Hyper
Markets and Super Markets)

The study mainly focuses on the three types ohmiegpd retail formats, such
as Supermarket, Hypermarket and Shopping Mall. Quoess purchasing
behaviour may vary while they make purchases fraffierént formats. Hence the
study also tries to analyses whether there is #fgrehce in the store loyalty model

among different formats.

Figure 5.2: Shopping Mall
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Figure 5.3: Hypermarket

Figure 5.4:Super market
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Table 5.22
Showing Model Fit Indices and p values
APC ARS AVIF (Good if<b)

Shopping mall 0.286 0.276 1.180
Hyper market 0.212 0.119 1.115
Super market 0.259 0.237 1.401
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It is found from the Table 5.22 that, all the #nif@ criteria were met in all
the models and hence it was assumed that the mioaiélacceptable predictive and

explanatory quality as the data is well represebtethe models.

Relationship between store atmosphere & marketing tenuli perception
(Among different formats): In order to examine the relationship between store
atmosphere and marketing stimuli perception amafigrent formats the relevant

Beta values have been extracted and presentatlen3.23.

Table 5.23

Relationship between store atmosphere & marketingué perception (Among
different formats)

Shopping Mall Hypermarket Supermarket
Relationship Beta Relationship Beta Relationship Beta
Store 0.65** | Store 0.18* Store 0.56**
atmos>Mercandsg atm->Mercandsg atm->Mercandsg
Store atmos>Furtherns | 0.39** | Store atm—> Furtherns | 0.-29** | Store atm—> Furtherns | 0.35**
Store atm—>Rmttn 0.20** | Store atm—>Rmttn 0.23** | Store atm—=>Rmttn 0.26**
Store atm->Service 0.61** | Store atm->Service 0.16* Store atm->Service 0.15*
Store atm—>Locle 0.35** | Store atm—>Locle 0.22** | Store atm—>Locle 0.17*

From the above table it can be seen that the stonesphere influence on
merchandising perception is significant in all foemats. It is higher in Shopping
Malls and Supermarket$ & 0.65 and3 = 0.56, p<0.01). But in Supermarket the
strength of relationship is low. Consumers pergithat the enhanced store
atmosphere facilities in Hyper markets will redube furtherance services (-0.29,
p<0.01). Their perception with regard to sales qemel services are highly
influenced by store atmosphere in shopping malB1(0p<0.01). Store atmosphere
influence on locale related aspects are compahathigh in Shopping Malls (0.35,

p<0.01). Further details can be seen in the alable.t

Antecedents of store commitmentin order to examine the above aspect on store
commitment the relevant beta values have been latédcuand presented in table
5.24.

277



Table 5.24

Showing Antecedents of store commitment

Shopping Mall Hypermarket Supermarket

Relationship Beta | Relationship Beta | Relationship Beta

Mercndsg-> Affct com 0.30** | Mercndsg—> Affct com 0.32** | Mercndsg—> Affct com 0.13*

Locale  —>Affct com 0.09 Locale > Affct com 0.28** | Locale = —>Affct com 0.01

Mercndsg—>Norm com 0.13* | Mercndsg—>Norm com 0.15** | Mercndsg—>Norm com 0.37**

Furtheranc=> Norm com | 0.23** | Furtheranc=> Norm com | 0.19** | Furtheranc=> Norm com | 0.13*

Service > Norm com 0.19* | Service —> Norm com 0.09 Service = Norm com 0.22**

Furtherance>Cotce com | 0.18* | Furtherance=>Cotce com | 0.25** | Furtherance—>Cotce com | 0.14

Remittance~>Ctance com | 0.15* | Remittance~> Ctance com | 0.03 Remittance~> Ctance com | 0.12

Locale  =>Cont com 0.06 Locale  =>Contcom 0.24* | Locale  =>Cont com 017*

Store atmos—> Affct com 0.26** | Store atmos—> Affct com 0.12** | Store atmos—> Affct com 0.66*

Store atmos—> Cont com 0.43** | Store atmos—>Cont com 0.22** | Store atmos—>Cont com 0.35*

**indicates p<0.01,*indicates p<0.05

From the table it can be seen that merchandisergeption influence on
affective commitment varies in different formatse tinfluence is high in shopping
malls & hyper marketsp(= 0.30,8 =0.32; p<0.01 respectively) whereas it is low in
super market { =0.13, p<0.05). At the same time, merchandisingcqpion
influence on normative commitment is high in suparkets $=0.37, p<0.01). In
addition, furtherance & locale perception influerae continuance commitment is
high in hypermarketspE0.25, -=0.24 respectively). Store atmosphere exert high
influence on affective commitmentp<0.66, p<0.01) among Supermarket
consumers. Comparatively the strength of relatigngh low in Hypermarket and

Shopping Malls. More details can be seen in talild.5
Store Commitment and Store Loyalty

Further an attempt has been made to understanthkage between store
commitment and store loyalty in different storeniats. The relevant beta values
have been extracted and presented in table 5.25.
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Table 5.25

Showing Linkages between store commitment & stywadtly

Shopping Mall Hypermarket Supermarket

Relationship Beta Relationship Beta Relationship Beta

Affctvcomt—> Behvloyty 0.05 Affctvcomt—>Behvloyty 0.16* | Affctvcomt->Behvloyty 0.26**

Affctcomt—> AtdnlLoyty 0.43** | Affctcomt->AtdniLoyty 0.47** | Affctcomt->AtdniLoyty 0.39*

Norm comt->Behvloyty 0.36** | Norm comt->Behvloyty 0.33** | Norm comt->Behvloyty 0.20**

Norm comt->Atdnlloyty 0.30** | Norm comt->Atdnlloyty 0.10 Norm comt->Atdnlloyty 0.08

Cotnce com—>Behloylty | 0.50** | Cotnce com—>Behloylty | 0.33** | Cotnce com—>Behloylty | 0.50**

Cotcecomt->Attdnlloyty | 0.06 Cotcecomt>Attdnlloyty | 0.04 Cotcecomt->Attdnlloyty | 0.05

**indicates p<0.01,*indicates p<0.05

From the table it can be seen that the influerfcaffective commitment on
behavioral loyalty is comparatively high in Superket (3= 0.26, p<0.01), whereas
the relationship is insignificant in Shopping Mals=0.05). Affective commitment
influence on attitudinal loyalty is high in Hyperanket and Shopping Mall$£0.47,
=0.43) respectively compared to SupermarlfetO(39). Normative commitment
plays an important role on behavioral loyalty in #le formats. However the
strength of relationship is high in Shopping MalRontinuance commitments also
significantly influence the behavior loyalty in Sarmarket and Shopping Malls.
More details can be seen in the above table.

From the foregoing discussion it can be concluthed the store atmosphere
significantly influence the consumer’s perceptiaralmost all factors. Further store
atmosphere in Shopping malls highly influence tlmstimer marketing stimuli
perception compared to other two formats. In Hymekats, merchandising and
locale aspects are the most influencing factorsoosumer's affective commitment.
Consumer’s emotional attachment is the main faictihuencing attitudinal loyalty
in all formats, while consumer’'s awareness of dwitg cost and feeling of
obligation will force them to maintain the patroeagehavior. But these are not

influencing consumer’s attitude towards the retdogalty.
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Analysis of the Structural Model (Hypotheses)

Through Structural Equation Modeling, we hypothesivarious causal
relationships between variables; as such the mmegeesents many hypotheses by
path co-efficient. Analysis of path coefficients darsignificance values of
relationships leads to accept or reject the hymatheResults of hypotheses testing

are summarized in Table 5.26.

Table 5.26

Analysis of the path co-efficient

Result of Hypotheses
Hypotheses statement ':ilrraet;h;ﬁf Sh?npa'?: ng Hyper market | Super market
together

Store atmosphere—>Merchandising Supported Supported Supported Supported
Store atmosphere—>Furtherance Supported Supported Supported Supported
Store atmosphere—>Remittance Supported Supported Supported Supported
Store atmosphere—> Service Supported Supported Supported Supported
Store atmosphere—>Locale Supported Supported Supported Supported
Merchandising—> Affective commitment Supported Supported Supported Supported
Locale—> Affective commitment Supported Not supported Supported Not supported
Merchandising—>Normative commitment Supported Supported Supported Supported
Furtherance—> Normative commitment Supported Supported Supported Supported
Service> Normative commitment Not supported Supported Not supported Supported
Furtherance—> Continuance commitment Supported Supported Supported Not supported
Remittance> Continuance commitment Supported Supported Not supported | Not supported
Locale—> Continuance commitment Supported Not supported Supported Supported
Store atmosphere—> Affective commitment Supported Supported Supported Supported
Store atmosphere—> Continuance commitment Supported Supported Supported Supported
Affective commitment->Behavioural loyalty Supported Supported Supported Supported
Affective commitment-> Attitudinal loyalty Supported Supported Supported Supported
Normative commitment->Behavioural loyalty Supported Supported Supported Supported
Normative commitment-> Attitudinal loyalty Supported Supported Supported Supported
Continuance commitment—>Behavioural loyalty Supported Supported Supported Supported
Continuance commitment—> Attitudinal loyalty Not supported Supported Supported Supported
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From the table it can be seen that the store ain@ws influence on
consumer perception was highly supported in alrafistases. Consumers positive
perception affects their affective, normative andntmwuance commitment.
Commitment of the consumers leads to formation tofudinal and behavioural

loyalty.
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CHAPTER VI

STORE EVALUATIONS

(MARKETING STIMULI PERCEPTION)
AND SHOPPER CHARECTERISTICS
ON STORE LOYALTY



The study tested the empirical model of store aphere influence on store
loyalty and identified that the retail store atmlosge have varying levels of
influence on marketing stimuli  perception, andsthwill in turn influence
commitment and loyalty. Empirical studies in seVesarvice contexts have also
shown a relationship between marketing stimuliyestatmosphere (Siroshi, 1998,

Baker 1994 etc) and some measures of store loyalty.

However, there are studies that challenge thenaif relationship between
marketing stimuli; store atmosphere and loyalty.study on Swedish grocery
shoppers showed that although loyal shoppers iergemwere more satisfied, there
were also shoppers, who were highly satisfied wifipecific store, yet did not use it
for the majority of their purchases (Magi, 1995)cB findings suggest that although
marketing stimuli and store atmosphere are impodaterminants, they are not the

sole drivers of store loyalty.

The store selected by the consumers and the naftgrepping also depends
on restrictions imposed on the household in terimsrated budget, time available
for shopping, distance to reach the store etc. Sdiferences in shopper
characteristics could help to explain the largagat@n in store loyalty behaviour

across consumers.
Store Choice Evaluations — An Overview

The model of store choice by Engel et al. (FigGjepresented in their
textbook on consumer behavior (1995) serves asaal gommary of the main

determinants that have been investigated withis lihe of research. In the model,

286



shoppers use a number of salient evaluative @itsrias a basis for their store

choice. The overall perception of a store is oftalhed store image.

Figure 6.1 The Store Choice Process

E valuative Criteria
Perceiv ed Characteristics’ of Stores

Location
Aszortment Lacation —|
Breadth and Depth

A=zzortm ent

Price —
Advertising and Sales Breadth and Depth Store image
Promotion Advertisinzand

Store Personnel Sales Promotion

|
Services Store Personnel
Other Services

= a—

Comparison process

F "-_'\.
~ —a

Mon acceptable stores
Acceptable stores P

The store choice process as a function of salierdnables (Engel, Blackwell and
Miniard 1995, p. 846.)

The household perspective is specifically takerm imodel of store choice
developed by Engstmm and Hartvig Larsen (1987; 1980their model, which
builds on systems theory, the household is se@nsasial system consisting of four
interrelated structures: demographic structureoue® structure (real assets,
financial and time resources), behavioral structamel conceptual structure. The
conceptual structure denotes the shared normsaedsbof the household. Related

to grocery shopping, such norms or beliefs coulddated to the importance of
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planning, being economical or "a smart shoppec.” Bbe relationships between the
four household structures are reflected in usageatsins, the organization of
shopping, a time/activity pattern, and choice cateThese four factors do in turn
affect store choice behavior.

In contrast to the current view that customer'alby is seen as the result of
their evaluation of the service or product, pasteagchers has emphasized that
variations in degree of loyalty are also due topgien characteristics such associo-
economic situation or psychological make-up etcatTik, loyalty - in this context
mostly viewed as behavioral loyalty - is more a@sleegarded as something due to
the consumer's personal characteristics, rathergbmething the firm can affect by
performing well (Annei Maggi, 1999). Based on #hgerspectives, the present
study intends to discover the influence of the gleoharacteristics on the variation

in degree of loyalty.

One of the main objectives of the present studg isnderstand the variation
in loyalty behaviour among the consumers. This @rapddresses the line of
enquiry to investigate the extent of variation ansumer loyalty and to establish the

drivers of such variation, based on their markestuguli perception.
Classification of consumer’s based on behavioral &ttitudinal loyalty

To start with, the 450 consumers were initiallgssified into four categories
based on their respective scores for behaviorabttitddinal loyalty. The following
approach is used for this categorization.

Step I Calculate the average score of behavioural lgyfdt the sample (450
consumers). This is calculated as 2.91.

Step 2 Calculate the average score of attitudinal lgydtir the sample (450

consumers). This is calculated as 3.19.

Step 3 For a given consumer in the sample, compare dndsehavioural loyalty

score with the average score. If behavioural lgyédtr the consumer is
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greater than 2.91, then the consumer has ‘HIGHuUeradn behavioural

loyalty, else he/she has ‘LOW’ value on behaviologhlty.

Step 4 For a given consumer in the sample, compare drisdttitudinal loyalty
score with the average score. If attitudinal loydbr the consumer is
greater than 3.19, then the consumer has ‘HIGHuUe/abn attitudinal

loyalty, else he/she has ‘LOW’ value on attitudilwglalty.

Step 5: All the 450 consumers are classified into one ef fibur categories based

on their behavioural & attitudinal scores, as shawiable 6.1

Table 6.1

Loyalty Matrix

High High

Latent loyal(150) Loyal(114)
Attitudinal Loyalty Behavioural Loyalty
Non loyal(135) | Spurious loyal(51)

Low Low

The Model adopted from relative attitude-behavior rlationship (Dick and
Basu, p. 101)

Those firms with ‘High’ value for both behaviourahd attitudinal loyalty
have been termed as ‘Loyal’. 25.3% of the consusnerthe sample belongs to this
category. Those respondents with ‘High’ value toeHavioural loyalty’ and ‘Low’
value for ‘attitudinal loyalty’ have been termed é&Spurious loyal’ (11.3%
respondents). Those consumers with ‘High’ valuédtitudinal loyalty’ and ‘Low’
value for ‘behavioural loyalty’ have been termed‘laatent loyal’ (33.3% firms).
Those consumers with ‘Low’ value for both attituglimnd behavioural loyalty have
been termed as ‘Non loyal’ (30% of respondents).

The conceptualization of loyalty as the strendthhe relationship between

relative attitude and repeat patronage is illusttain the grid presented above.
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Loyalty is thus only present when the individualdsoa high relative attitude and
engages in high repeat patronage behavior. Relativeide is thus the variable
which differentiates "true" loyalty from spuriousyhlty. Spurious loyalty could,
according to the authors, be caused by situaticured such as familiarity.

Variation in Consumer perceptions

Having segmented the sample into four categorésedb on the scores for
behavioural and attitudinal loyalty, the next stspto ascertain if these four
categories have significantly different marketitignsiliperceptions. In the literature
review, possible determinants of behavioural lgyaliere categorized in two
groups: store characteristics and shopper/housea@dacteristics. While taking a
store perspective, the share of shopping that adimlid devotes to a specific store
is seen as a function of the store characteristicsthe household's evaluations of
the same, the convenience of the store's locatiothe household, and the store's
ability to satisfy the needs of the household imparison with its competitors
(Annei Maggie, 1999). The present study takesethmspectives and intends to
explore the influence of store characteristics kming stimuli) and shopper

characteristics on loyalty.
Test for significance of marketing stimuli percepton on loyalty variation

Discriminant analysis is done to ascertain if ¢haxists a significant
difference in marketing stimuli perception betwekese four categories of loyalty
behaviour. Discriminant analysis is a techniqueaioalyzing data when the criterion
or dependent variable is categorical and predicioindependent variables are

metric.
Discriminant Analysis

Discriminant analysis (also known as discrimin&niction analysis) is a
powerful descriptive and classificatory techniqeyeloped by R A Fisher in 1936
to (a) describe characteristics that are speatfidistinct groups and (b) classify
cases into preexisting groups based on similarlietween that case and the other

cases belonging to the groups. Specific descripgjivestions that can be answered
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through discriminant analysis include the followin{g@) in what ways do various
groups in a study differ? (b) What differences eamong the number of groups on
a specific set of variables? and (c) Which contusu@ariables best characterize
each group, or, which continuous variables arechatracteristic of the individual
groups? (Michael, 2000). In marketing researchaveeoften faced with a situation
in which we have two or more groups, and we warjdio a better understanding of
how these groups or items differ in terms of someé &f explanatory metric
variables, such as a set of attributes or perfoomaatings that we assume to be
equal interval. Discriminant analysis has varioegdiits as a statistical tool and is
quite similar to regression analysis. It can beduse determine which predictor
variables are related to the dependent variable tangredict the value of the
dependent variable given certain values of the ipt@d variables. Disriminant
analysis is also widely used to create perceptudpimg by marketers. This will
help the retailer to get an idea of customer’s @ations about different segments

and also targets them in a better way in their etarg campaigns.
Statistics Associated with Discriminant Analysis

The important Statistics associated with discraminanalysis includes the

following
Canonical Correlation

Canonical correlation measures the extent of #ssmc between the
discriminant scores and the groups. It is a measuassociation between the single
discriminant function and the set of dummy varigblihat define the group

membership.
Centroid

The centroid is the mean values for the discrimirscores for a particular
group. There are as many centroids as there apgrbecause there is one for each

group. The means for a group on all functions laeegroup centroids.

291



Discriminant function coefficient

The discriminant function coefficients (unstandaed) are the multipliers of

variables, when the variables are in the origimétisuof measurement.
F value and their significance

These are calculated from a one way Anova, with dhouping variable
serving as the categorical independent variableh paedictor, in turn serves as the
metric dependent variable in the Anova. Group meand group standardized

deviation. These are computed for each predictoedch group.
Structural Correlation

Also referred to as discriminant loadings, theicture correlations represent

the simple correlations between the predictorsthadliscriminant function.
Wilks Lambda

Sometimes also called the "Wtatistics, wilks lambda for each predictor is
the ratio of the within group sum of squares to tittal sum of squares. Its values
vary between 1 and 0.Large values of lambda (ngardicate that group means do
not seem to be different. Small values of lambdea(r0) indicates that the group

means seem to be different.
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Four Group Discriminant Analysis

Table 6.2

Group means and uni-variate F ratio

Group means

X3

213

Merchandising Spurious| Latent F
Loyal loyal loyal No loyal
Superior quality 3.92 3.98 3.73 3.16 25.74*
Wider brands 3.32 3.58 3.18 2.91 11.00*
Variety 3.83 3.90 3.66 3.14 28.25**
Furtherance
Reasonable price 3.35 3.13 3.46 2.7¢ 57.567
Discount 3.37 3.05 3.42 2.65 29.92**
Offers 3.98 4.07 3.72 3.58 20.08**
In store promotions 3.45 3.31 3.32 3.16 24.11*
Service
Helpful employees 3.13 3.65 3.67 2.56 3.06*
Individual attention 3.51 3.64 3.27 3.37 0.65
Enough employees 3.21 3.33 3.12 3.22 2.577
Locale
Convenient location 4.04 4.05 4.00 3.63 10.67%
Parking 3.63 3.70 3.50 3.38 3.80*
One stop destinatior 3.94 3.94 3.91 3.5( 10.60
Remittance
Price display 3.32 3.58 3.18 2.91 8.22**
Easy billing 3.83 3.90 3.66 3.14 2.56
Multiple payment 3.28 2.98 3.46 2.57 2.95*

From the above table it can be seen that loyaoows's perception with

regard to marketing stimuli perception is above¢has against a maximum of five,

which indicates that more than 60% have positiveguion. Spurious loyal have

high perception in most of the factors whereas theiception is comparatively low
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with loyal group regarding reasonable price (Meawrs 3.13) and discount
availability (Mean Score 3.05). Latent loyal alsave high positive perception in
almost all factors whereas Non loyal marketing atirperception is low compared
to the other three groups. The significance a#dcto the univariate F ratio
indicates that, when the predictors are considerdidually, most of the variables
are significant in differentiating among the fouogps. Further details can be seen

in the above table.
Discriminant Functions

As one can note from the output, the uni vari&teée'st’ of the all variables
are significant at p<0.01.But, what this outputsloet tell is the sort of combination
of these variables, which differentiate the fourugrs of store loyal. To discriminate
the four groups in terms of store choice perceptiba discriminant analysis
transforms the original variables into one or mioections (discriminant functions)

that produce maximum discrimination among the fmategories.

Table 6.3

Canonical discriminant functions

Function | EigenValue % of CUM | Canonical | Wilki's Chi | Sig
Variance | Perc | Correation | lambda | square
1 0.5832 79.2 79.2 0.607 0.546 | 265.404 | 48 | 0.000
2 0.1272 17.2 96.4 0.335 0.865 63.775 | 30 | 0.000
3 0.0262 3.6 100.0 0.160 0.974 11.436 | 14 | 0.651

The values of the Wilk Lambda's are 0.54 (firstdiion) and 0.86 (second
function). This transforms to a chi square of 286and 63.77 respectively which is
significant at 0.05 levels. Thus the three funditwgether significantly discriminate
among the four groups. However when the first fwoctions are removed, the
Wilk Lambda associated with third function is 0.9uhich is not significant at the
0.05 level. Therefore the third function does cantribute.
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Standardized Discriminant Function Co-efficient

The variables included in different discriminannétions that discriminate

the four groups are given below.

Table 6.4

Standardized discriminant function co-efficient

Function 1 Function 2 Function 3
Superior quality 0.50*
Wider brands 0.49
Variety 0.53*
Reasonable price 0.80*
Discount 0.56*
Offers 0.46*
In store promotions 0.51*
Helpful employees 0.39
Individual attention 0.17
Enough employees 0.35
Convenient location 0.34*
Parking 0.30
One stop destination 0.34*
Price display 0.47
Easy billing j
Multiple payment 5

(Variables ordered by size of correlation withimdtion)

An examination of structure matrix (discriminanin€tion co-efficient)
reveals that, there are eight variables (such psrsur quality, variety etc.) grouped
together. Thus superior quality, variety etc. anenprily associated with function 1
.On the other hand wider brands, price displayedpaedominantly associated with
function 2, and easy billing, multiple payment ambugh employees are associated

with function 3.
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Functions at Group Centroid

To know how well the different functions separates four loyalty groups,

we can check the centroids (average discriminanteson the function) for each

group on that function.

Table 6.6

Functions at group centroid

Groups Function 1 Function 2 Function 3
Loyal(1) 0.614 0.161 -0.234
Spurious loyal(2) 0.150 0.825 0.249
Latent loyal (3) 0.512 0.349 0.123
No loyal (4) -1.14 -0.060 -0.033

Figure 6.2 Canonnical Discriminant Functions
Canonical Discriminant Functions
I & loylty
lii-Luf.ral
L Spurious loyal
2 (_Latent loyal
}No loyal
- B croup Centroid
o 1
| =
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Function 1

The figure shown above is a scatter gram plotldhea groups on functionl,

function 2 and function 3. It can be seen that grithas highest value on function

1, and group 4 the lowest. Because function 1 isagily associated with

reasonable price, discount, superior quality etete, would expect the four groups to
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be ordered on these variables. Those with betterepgons on reasonable price,
discount, product quality etc. will likely to havetore loyal or latent loyals.
Conversely, those with lower perceptions on redsienarice, discount, product
quality etc. will likely to have Non loyal or spods loyal. This interpretation is

further strengthened by an examination of groupnaed variables in functionl.

The above figure further indicates that functiois primarily associated with
wider brands perception, helpful employees, prispldy and parking etc. Given
positive correlations of the these variables withction 2 in the structure matrix, we
expect to find group 2 to be better perception thaoup 1, group 3 and group 4 in
terms of wider brands, parking facility, helpful ployees, etc. This is indeed true
for all the variables as indicated by the group mseaf these variables. If
consumers in group 2 have better perceptions regandider brands, parking
facility, price displays and helpful employees, whgn't they have favorable
attitudinal loyalty. The reason may be their logrgeption on reasonable price and

discount.

Table 6.7

Assesgalidity of disciminant analysis Classification rdtsu

Original | Count Group Predicted Group Membership Total
1 2 3

1 53 23 30 8 114

2 12 30 5 4 51

3 37 14 78 21 150

4 12 23 18 82 135

1 46.5 20.2 26.3 7.0 100

% 2 23.5 58.8 9.8 7.8 100

3 24.7 9.3 52.0 14.0 100

4 8.9 17.0 13.3 60.7 100

54% of original grouped cases are correctly classif

Since there were four groups involved, correctssifecation by chance

would have a probability of 25%. An improvement 26% over the chance
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probability of correct classification is usuallyethacceptable benchmark for the
validity of the model (Malhotra & Dash, 2011). Asgtable value for correct
grouping would; therefore, be 25% higher than tvisich is 31.25% (which is 1.25
times of 25%). The model achieved 54%, which gnidicantly higher than this

value. Hence the predictive validity of the moetonsidered good.

The above analysis reveals that the variatioromsamer perception results
the variation in degree of loyalty. Loyal consumér@ve better perception on
furtherance and some aspects of merchandising asiajuality, variety and they
have positively perceived the locale aspects al$® result indicates that price
related factors are still dominating the loyaltyeimtions along with product quality
and locational convenience. Spurious loyals havebperception on wider brands,
some aspects of personnel and better parking. Towiperception in furtherance
may be the reason for the lack of attitudinal loyaHowever Non loyal consumer’s
perception regarding store choice criteria’s isatieg. Dodge and summer (1969)
and Aaker and Jones (1971) found store choice tdependent on socioeconomic
background of consumers, their personality, and pashase experience. Lumpkin,
Greenberg, and Goldstucker (1985) found that efdarstomers behave differently
from younger ones in terms of the type of storeqmated. The former group is
fewer prices conscious and proximity of residermcstore is not an important factor.
They consider shopping as a recreational activity @hoose a store that is perceived
to be high on "entertainment" value. Based on tiesspective, the study also
analyses the effects of shopper characteristicsapiation in loyalty behavior by

using chi square analysis.
Relation between shopper characteristics and loyalty behavior:

Through discriminant analysis, the study analyseel discrimination in
perception of store choice criteria’s among ther fgroups. To explore the reason
behind this variation in perception, the studymugto examine the relation between
shopper characteristics and loyalty behavior. Qbiase analysis will help to analyze

the problem. The relevant data is presented ire tald.
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Table 6.8

Effects of shopper characteristics on store loyalty

Total sample Loyal Splg;jglu S Llaotjglt No loyal v aIPue
DemographicCharacteristics
Age
30Up to 138 21(15%) 14(10%)| 44(32%)| 59(43%)
50-30 261 79(30%) 28(11%)| 90(34%)| 64(25%) | 0.002
Aboves0 51 14(27%)| 9(18%) | 16(31%) 12(24%)
Education
lljep\fglsecondary 92 14(15%)| 6(7%) | 35(38%) 37(40%)
diplomaDegree] 146 | 42(29%) 17(12%)| 49(34%)| 38(26%) | ©:0°%
PG and above 212 58(27%28(13%) | 66(31%)| 60(28%)
Occupation
Professional 94 24(26%) 15(16%)| 29(31%)| 26(28%)
Business 51 15(29%)| 12(24%)| 29(57%)| 11(22%)
Employed 150 29(19%) 15(10%)| 68(45%)| 57(38%) 000
Others 135 26(19%) 9(6%) | 24(18%) 41(30%)
Incomein Rs. (Monthly)
;gﬁ%g‘aﬂ 153 23(15%) 5(3%) | 67(44%) 58(38%)
25000-50000 153 33(20%) 18(129%)| 54(35%)| 48(31%) | 0.00
28283 and 144 | 58(40%) 28(19%)| 29(20%)| 29(20%)
Sex
Male 263 54(21%) 27(10%)| 83(32%)| 99(38%)
Female 187 60(32%) 24(13%)| 67(36%)| 36(19%) 000
General purchase behaviour

Distance from residence
Less than 5km 216 78(36%) 34(16%)| 44(21%)| 60(28%)
5-10 km 121 26(22%) 14(2%) | 43(36%) 38(31%) | 1 g0
':\L"Ool{rentha” 113 10(9%)| 3(3%)| 63(56%) 37(33%)
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Total sample Loyal Spurious | Latent No loyal P
loyal loyal value

Frequency of visit
Regularly 199 96(48%) 44(22%)| 29(15%)| 30(15%)
Occasionally 107 15(14%) 6(6%) | 54(52%) 32(30%) 0.00
Seasonally 63 1(1.6) 0 32(51%) 30(48%) |
Rarely 81 2(3%) 1(1%) | 35(43%) 43(53%)
Starting to visit
;g:f than 2 124 | 12(10%) 11(9%) | 39(31%) 62(50%)
2-3 year 150 43(28%) 21(14%)| 48(32%)| 38(25%) | 0.00
3;2?” than 2 135 50(34%) 19(11%)| 63(36%)| 35(20%)
Amount of purchase (in Rs.)
Less than 2000 192 9(51%)| 7(4%)| 61(3294)115(60%)
2000-5000 102 13(15%) 7(7%) | 66(65%) 16(12%) 0.00
had than 156 | 92(59%) 37(29%)| 23(15%)| 4(3%)

Source: Survey data

From the table it can be seen that, most of timeodeaphic variables, except
education (p>0.05) have significant influence oa Yariation in store loyalty levels.
Age wise classification result shows that, 30% aofldie age group (30-50 years)
customers were showing high level of loyalty, wlaargercentage increases in
Latent loyalgén all age groupsare many. Youngsters (43%) are not higralkin
organized retail outlets. While we considering theome pattern of Non loyals,
majority of them are having low income. Furtherailetcan be seen in the above
table.

Further, Majority of loyal customers are highlyuedted, whereas Non loyal
customers are having low levels of educational badund. Majority of Loyal
customers belongs from professional and busindsgag, however most of the no
loyal customers were belongs from employed andrstb@&egory. The income wise
analysis shows that majority of Loyal customersobgs to high income category,
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while most of the Non loyal are belongs from the lacome category. Gender wise
major part of loyal customers belongs to femalegaty, while majority of Non

loyal customers are male category. Further detaiisbe seen in the above table.

While we look into general purchase behaviour, rdslt reveals that from
the 216 short distant customers, 36% customers@yal, indicates distance plays
an important role in loyalty behavior. Frequencywidit also influence loyalty,
majority of regular visitors is loyal. Amount spendn shopping also influences the

degree of loyalty. Further details can be seeherabove table.

From the above discussion we can infer that Lejappers are mostly
middle aged, highly educated, most of them aregssibnals or business persons
with high income and female customers. Loyal cust@rare frequent buyers and
spend large amount on each shopping and high &aityliwith the organized retail

outlet.

Spurious loyal belongs to senior (above 50) agegoay, with high income,
high education and low distant consumers. Latestorners are middle aged with
low income, reasonably educated and employed andrityaof them are females,
they occasionally go to organized outlet. To thenganized outlets are in distant
location, further they spend average amount on @hgp Non loyal customers are
mostly youngsters with low education, employed vt income. They rarely got
to organized outlets and spend small amount onghgp
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CHAPTER VII

SUMMARY FINDINGS
CONCLUSION AND SUGGESTIONS



The Retail Sector of the Indian Economy is goingotigh a phase of
tremendous transformation. This sector of the espnas categorized into two
segments such as organized and unorganized retadrswith the latter holding a
larger share in the retail market. At present tinganized retail sector is also
catching up very rapidly.

Changing consumer demographics in terms of insrgadouble income
households and youth population, better educatioong the people etc. fuelled the
growth of organized retail sector in India. Howev&me research findings reveal
that even though the number of footfalls in orgadizretail outlets is high,
conversion rate in terms of sales is relatively .lGvis indicates that consumers
spend only a meager share in organized outletscdjdhe present study aims to
analyze the consumer perception and behaviourahtiohs in an organized retalil
industry through perception management conceptepéon management process
involves management of consumer perception favidyradwards the organized
retailer and enhancing the commitment and loyattpag the consumers.

Significance of the Study

There are varying arguments regarding the growtbrganized retailing in
India. Some scholars list out the likely benefifslarge-scale organised retail.
Kumar (2006) argued that FDI in retail improveswito prospects. Liberalization of
retail raises overall economic welfare and doesrestltinlossofemployment.Some
restructuring will take place but local marketslwibt close down. Both can coexist
as they fulfill different needs and serve differehentele. Mehta (2007) opine that

organized retail would bring significant benefitsibdian consumers and give them
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value for money. "The standard of living of the pkeowill increase and they will
have a better lifestyle which will result in thevée®opment of the economy as a

whole.”

But there are opposing arguments also in conneetith organized retail
development; first of all, organised retail brirggsout monopoly. There will be just
4-5 retail giants who would be having a greatedimier the market. The result may
not be that the consumers get the best productrentest price. What we get as a
result of organized retail sector is compromisedlitytand compromised price. It
doesn't necessarily lead to the general econonvielai@ment or income generation
in the nation as most of the profit taken from #m consumer is divided mostly
between the producer and the retailer. The workéhne service-man gets a smaller
part. Organized retail also leads to a monopolyuying prices whereby the retailer
buys the goods at a price that he thinks is sw@tédsl him. There is a reduced role of
market forces or in other words the market foraescantrolled by the big retailers,
which mean that it no longer remains free markeinemy at all. Further, the

producer of the good is also not paid the besemicthe reasonable price.

Amidst the contradictory arguments the presergaeh intends to find out
how the consumers perceive and respond to the Istoravided by the organized

retail outlets.
Objectives of the Study

In this context the present study aimed to undatstthe consumer
perception of retail marketing stimuli’'s provideg the organized retailer. It also
tries to analyses the perceptual change aboutrtfenized retail stores after their

visit to the store. Objectives of the study are:

1. To analyze the perceptional change of consumeis iegard to marketing

stimuli’s provided by the organized retailer aftiegir visit to the outlet.

2. To analyse store atmosphere influence on consumeti@ns.
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5.

To develop a framework describing the nature ofestioyalty behavior
based on the influence of the store atmosphereatiag stimuli perception

and store commitment.

To investigate the effects of store evaluationskeiimg stimuli perception)
and shopper characteristics on store loyalty and

To make necessary recommendation based on thedmadi the study.

Hypotheses of the Study

On the basis of the above objectives the followimgjor hypotheses have

been formulated.

There is no difference in the consumer perceptlmouamarketing stimuli’'s

of organized retail store before and after thesityi
Store atmosphere does not significantly influermesamer’s emotions.

Consumer’s loyalty is independent of the consumays, gender, education,

occupation and income.

Consumer’s loyalty is independent of the type addorcts they purchase,
locational distance, amount of purchase, frequafoyisit, year of starting

the visit and sources of information to visit.

In addition to the above the research model test thfollowing hypotheses

Hypotheses(Aggregate &Format wise)

H1l: Store atmosphere has no significant influesrcenerchandising perceptior
H2:  Store atmosphere does not significantly infleeefurtherance perception
H3:  Store atmosphere does not significantly inflieeservice perception

H4:  Store atmosphere does not significantly infleeelocale perception

H5:  Store atmosphere does not significantly infieeremittance perception
H6:  Store atmosphere does not significantly irfice Affective commitment
H7:  Store atmosphere does not significantly inflteecontinuance commitment
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H8: Merchandising perception does not signifiganinfluence Affective
commitment

H9:  Furtherance perception does not significanihfluence Continuanc
commitment

D

H10: Remittance perception does not significanthfluence Continuanc
commitment

(1%}

H 11: Locale perception does not significantiffjuence Continuance commitment

H12: Locale perception does not significantly uieihce affective commitment

H13: Merchandising perception does not signifisaninfluence normative
commitment

H14: Furtherance perception does not signifiganithfluence normative
commitment

H15: Service perception does not significantlyuahce normative commitment

H16: Affective commitment does not significanthfluences behavioural loyalty

H17: Affective commitment does not significanthfluence attitudinal loyalty

H18: Normative commitment does not significantiffuence behavioral loyalty

H19: Normative commitment does not significantifluence attitudinal loyalty

H20: Continuance commitment does not significanihfluence behavioura
loyalty

H21: Continuance commitment does not significamtfiuence attitudinal loyalty

Research Model Used

The study makes an attempt to make a validationthef perception
management model, based on the Stimulus-OrganispeRee mechanism in
consumer behaviour. For testing the model the stodke use of Warp PLS

software. The research model has validated.
Methodology

The study is designed as a descriptive one basedoth secondary and
primary data. The sources of secondary data araatsilike Journal of Marketing
Research, Journal of Advertising Research, Jowmin@bnsumer Research, Business
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Today etc. Since the information collected from therondary sources is not
sufficient for the study, the researcher mainlyeobthe study on relevant primary

data collected by conducting a field survey.
Sample Design

For the purpose of sampling the whole state ofakeeis devided into three
regions based on geographical location namely soothcentral and northern
regions. From each of these regions one districtseected at randomly.
Thiruvananthapuram, Thrissur and Kozhikode haven Ise¢ected at random as first
stage sample to represent Southern Region, Cétdgibn and Northern Region of
Kerala respectively. As the second stage sampleoayanized outlet each from the
three types of formats was selected at random. BBerustomers each were chosen
at random from each selected organized formatsp@hg Mall,Hypermarket and
Super Market). The data was collected systemafidafl interviewing every 1t
consumers visited in a shop, having 5 consumers weerviewed in a day. In this
way 50 consumers were interviewed in a week inalgdhe holidays. All together
there were 450 respondents who were selected agphnesentative of the above

mentioned formats.
Research instrument used

Taking into account the objectives of the studyirgerview schedule was
prepared covering different aspect of the studyseBaon the pretest some
modifications were made in the schedule beforerthi survey.

Variables used for the study

To prepare the profile of respondents the varglbike age, Education,
gender, residencancome, and occupation were used. To measure therge
purchase behaviour of organized customers theblas like Starting to visit,
Frequency of visit, Type of products, Amount of ghase, Distance of residence
were used. To measure the Marketing Stimuli’'s R#rae of Customers variables
like Superior Product quality, Widebrand selectiovdiariety in each brand,
Reasonable price, Easy billing, Multi payment opgioGood Parking facility, One
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stops shopping, Convenient location, Discount@décts on offers, In store
promotional Offers, Helpful employees, More prodknowledge, Individual
attention were used. To measure the emotional anfla of store atmosphere
variables like Store layout, Public areas, Air dind, Music and Cleanliness were
used. To analyze the store commitment and loyalffecive commitment,
Continuance commitment, Normative commitment, Atibal loyalty, and

Behavioural loyalty were used.
Data Analysis

Tools like Paired sample t test, Chi-Square Angly®ne-Way ANOVA,
Structural equation modeling, Discriminant analysisre used. SPSS Analysis

software package and Warp PLS were used for thgoparof primary data analysis.
Limitations of the study

Social science researches are always subject te sdrarent limitations. This study

is also no exception. Following limitations are Womentioning:

1. Respondents had to recall their memory while ansgesome of the
guestions in the schedule; hence the memorylreaars are possible.
However efforts have been taken to reduce it to rtiieimum by cross

guestioning them.

2. Organised retail consumers visit the store foredéht purposes, as a result
of which collecting required data from this varigebup are tiresome. They
are forced to spend more time with researcher Harisg the information;

some respondents are very reluctant to answer.

3. The study was based on different categories ofymisdand the researcher

did not undertake a microanalysis on specific potglor variants and

4, There may be personality variables or situatioaeldrs that are not included
in the study which may have an influence on theabmtural pattern of the

respondent.
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Presentation of the Thesis

The whole thesis has been presented in sevenerhafthe first chapter
presents the objectives, hypothesis, conceptuahewsork, methodology and
limitation of the study. The second chapter givelsriaf summary of the studies
conducted hitherto on the topic. The third chapterides an overview of organized
retail and consumer behaviour. While the fourth ptea mainly deals with
perception management, the fifth & sixth chapteralgges the consumer
perceptional influence on loyalty. The seventh anal chapter highlights the major
findings of the study and put forward certain sigjgas to marketers / practicing

managers, consumers and retailers.
Chapter Il Review of Literature

A large volume of literature on the various aspextorganized retailing and
consumer behaviour are available in India and abrdde researcher has gone
through most of the literature available on thejectounder study. A brief review of

the various studies is given under three heads viz.

1. Factors responsible for retail growth.

2. SOR (Stimulus-Organism-Response) mechanism idingand
3. Other related studies.

The review of literature on Factors responsibledmanized retail growth
has showed that this is an area where large nuailstudies has conducted both in
India and other parts of the world. The studiesewetated with role of promotion in
motivating customers, problems faced by the orgahiztailers in India, possibility
of the integration of Business Intelligence withply Chain Management, targeting
and positioning of malls, the impact of the retldl policy on Indian consumers,
impact of supermarket on small contract farmersladagascar, commonalities and
differences in strategies adopted by organized rappatailers in India and abroad,
retailing innovations in the context of a globaitgi retail environment,FDI in

multibrand retail, satisfaction level of customéosvards Big bazaar, consumers
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attitude towards emerging retail formats, ImplermenRFID and impact of growing
organized retail on different aspects of the econonNone of the studies were

conducted in Kerala relating to organized retaili@g there exists a research gap.

The literature on Stimulus—Organism-Response modwlealed the
interrelationship between various stimuli’'s and timernal process within the
organism such as emotions and perception and thavimeiral response like
commitment, loyalty, trust etc. It was divided intioree categories, first section
deals with stimuli's provided by retailer, seconectson on perception and its

management and third section on behavioural irdesti

The studies relating to stimuli’'s provided by modeetailer are sensorial
cues,specific elements in the store environmetiiente consumer inference about
merchandise and service quality, visual merchamglisof cosmetics and a
perfume,physical environment merchandising display space layout, store image
factors, M-R environmental psychology model, consunbehaviour towards

organized retailer.

Organism aspect mainly consists of consumer'sgmtians and emotions,
positive self-perceptions and negotiation stratgdilee effects of different types of
stimuli on the visual evoked response and its imrlahip with intelligence,

organizational perception management, and infoonatielement of power etc.

Response is measured through commitment and yoya#ntions. Impacts
of affective and continuance commitment, forms @ftionship marketing, self-
concept/brand image congruity and relationships satisfaction, trust and
commitment etc comes under this category. Therst exresearch gap with respect
to the analysis of relationship between organizstdilr stimuli’'s- Perception and
emotion as organism- Commitment and loyalty as aesp. No studies were
conducted regarding this model of SOR for percepti@nagement.

Third section of the literature deals with thossdges that have an effect on

the study but not directly. This includes variasonf Customer Engagement,
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attitude towards mall attributes, typology of shegsy assortment planning, different

dimensions of supply chain, buyer-seller relatigpsih market transaction etc.

On an overall it can be concluded from the revwiterature that there
have been a number of studies on various aspeatsgahized retailing. But no
specific study has been conducted on the influexfcperception on behavioural
intentions, Loyalty of organized retail consumgrsrceptual change of consumers
before and after visit to the outlet, relationshgiween shopper characteristics and
shopper evaluations on consumer loyalty. To fillttkioid this research study titled
Perception Management towards Organized Retaimgpmnducted.

Chapter IlI- An overview of Indian retail sector

Retailer is one of the last chains in the distitoumanagement. This chapter
contains an overview of distribution managementcess, role of wholesalers and
retailers in distribution process. Further an ipttledescription about the retail in
India including - evolution of retail, types of afl{ advantages of organized retalil,
challenges faced by organized retail and the m@lgyers of organized retail are
dealt by this chapter.

When having a look on the present scenario ofrosgd retail, it can be
observed that organized retail is in its infancyridia but developing fast. The next
5 to 10 years are critical for its scaling up towéna visible impact on the backend
operations of retailers. The Indian retail sectocoaints for 22 per cent of the
country's gross domestic product (GDP) and cortedbuo 8 per cent of the total
employment. India continues to be among the mostaciive investment
propositions for global retailers. Few global gsatike Levi's, Pepe, Marks and
Spencer etc. had entered targeting the upper migaderich classes of Indians.
However, as more than half of population was ctutstd by lower and lower
middle class people, the market was not completaptured. The growing middle
class is an important factor contributing to thevgth of retail in India. Consumer
markets in emerging market economies like India gn@aving rapidly owing to
robust economic growth. Thus, with tremendous pakmand huge population,
India is set for high growth in consumer expenditwVith India's large ‘young’
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population and high domestic consumption, the mands for the sector look

favorable.

To discuss the role of government in organizediliey, a theoretical
overview about FDI in retailing is also included time chapter. The Government
recently passed a cabinet note and permitted FOb i % in multibrand retailing
with prior Government approval and 100% in singtanil retailing thus further
liberalizing the sector. This policy initiative expected to provide further fillip to
the growth of the sector. Government and businessesl to work together to
ensure that this opportunity is not lost but isduge a manner that benefits most
stakeholders in the chain from retail to tail. Toé be done when the government
establishes and follows policies for the contingeowth of modern retail, and uses
tax revenues collected from organized retailerisuitd infrastructure in commodity
chains that helps farmers, wholesalers, and toaditi retailers, as well as the
procurement activities of modern retail itself. Eaommodity chain is unique and
needs careful assessment by both business andnguoeat. The transition to
organized retail can be made more inclusive bydmin farmers and traditional
retailers into the mainstream of this structurahraye, without sacrificing the

efficiency of the value chains.
Chapter IV — Perception Management

The existence of customer is integral to the erist of the retailer. As
consumer behaviour starts with perception, firsttypsumer behaviour models are
described in the present chapter. The ability tdeustand consumers are the key to
developing a successful retail strategy. A keydaad understanding customers is
identifying the customers for product or service.,ithe target segment and the
demographics of this segment, their needs and guyemaviour. The behaviour of
retail shoppers varies across markets. A mix dbfadike the range of merchandise
sold in the store, the convenience of the outlet,ttme spend on travelling to the
store, the socio economic background all influertbe buying behaviour.
Recognition of the need for a product or servicthésfirst stage that may lead to a

consumer buying. In the next stage, the consumekssenformation about the
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product and the place where he can make purch@sgsending on the criteria

important to him, the consumer evaluates the varaptions available and narrows
down the choice to a few stores where he may makehpses. A buying decision is
then made. The experience during and after thehpsec leads to satisfaction or
dissatisfaction with that particular store. In eagthge of purchase, the stimuli
exposed, situational and individual factors willflience the consumer. As

perception is important component of behaviourpmitmagement is essential for the
existence of the retailer.

Perception management looked at different infoeagignals and strategies
that affect the perception of consumers and howetlperceptions affect customer’s
behavioural reaction towards retailer. It is thektaf perception management is to
manage the complexity of modern retailer's idengéikpressiveness efforts in order
to influence positive perceptions of consumers.c&@ion manager needs to
understand through what type of signals consumpesceptions of a retailer
constructed are, the degree to which differentagymatter to form their perception
of the retailers (Elsbach, 2003). A signal refersnformation cues that stakeholders
can receive and they can use to assess relevabutas of the modern retailers.
Retailers use their knowledge of perception to anbatrategies; issues surrounding
store and shelf location are important determinaftgerception. As perception is
not a function of sensory input alone, it will albe influenced by individual and
situational factors (Leon G Schiffman L. L., 200Fhe retailer should be beware
about the target markets expectations and motindsshould provide most suitable

situational stimuli’s in the form of better ambienand quality services.

Chapter V- Influence of store atmosphere on percefn, commitment and

loyalty

This chapter discusses in detail about the consummearketing stimuli
perception, emotional influence of sore atmosphemmmitment and loyalty in
organised retailing. It also makes a comparisohefthree formats of organized
retail. Further, the study measures the perceptemhge of consumers with regard

to the store choice criteria’s before and afteit wsthe organized outlet.
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In this chapter the researcher make a validatidgheoconceptual model. It is
found that the store atmosphere will influence retirlg stimuli perception and this
will in turn influence consumer commitment and lbya

Chapter VI-Store evaluations and shopper charactestics on store loyalty

This chapter classifies consumers based on balmali@and attitudinal
loyalty, into four categories. Loyal, Non loyal, 8m@us loyal and Latent loyal
consumers. Further the analysis reveals that vamiam consumer perception will
result in variation in loyalty. Perception of Loyahd Non loyal consumers is
varying. In the same way shopper characteristes general purchase behaviour
and demographic characteristics are different fibereént groups.

The analysis of primary data completed with thsgmter. The next chapter
deals with summary, important findings, and suggast

Result of Hypotheses testing

Hypotheses Test used Result

There is significant
difference in the consumer
perception about
Paired sample ttest | marketing stimuli’s of
organized retail store
before and after their
visit, Hence H1 is
rejected.

H1: There is no difference
in the consumer perceptign
about marketing stimuli’'s
of organized retail store
before and after their
visit.

Consumer’s loyalty is
dependent of consumer’
Chi square age, gender, education,
occupation and income.

Hence H2 is rejected.

H2: Consumer’s loyalty is
independent of consumer|s
age, gender, education,
occupation and income.

1°2)

Consumer’s loyalty is

H3.Consumer’s loyalty is dependent of type of
independent of type of products they purchase
products they purchase, locational distance,

locational distance, . amount of purchase,
Chi square Iy
amount of purchase, frequency of visit, year of
frequency of visit, year of starting to visit and
starting to visit and sources sources information to
information to visit. visit, Hence H3 is

rejected.
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Hypotheses result relating to research modehsrgin the V' chapter

itself.
Major Findings of the Study
Sample Profile

. More than 50% of the consumers belong to the agepgof 30- 50 years.

Gender wise male respondents (58.4%) are more a@upto female
respondents (41.6%).

. Education wise, fourty one per cent of respondemés postgraduates and

professionals.

. Occupation wise, majority of consumers belong t® #émployee category

followed by professional Category.

. Income wise, equal proportion from all income greuat least one third of
the consumers belongs to the high income, middiente and low income

categories respectively.
General purchase behaviour

. Word of mouth through friends is the most influercsource of information
(33.9%).

. People mostly prefer Shopping Mall (39.8%) and Hyparket (44.6%) to

purchase ready-mades.

. Majority (48%) of organized retail consumers residtin a distance of
5km or less.

. Majority of the respondents (44.2%) regularly vitbi¢ organized outlets.

. Most of the consumers are very familiar with thgasized outlets (39.1 %).
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Fourty two percent of respondents spend only alsmaunt in shopping in

the organized outlets.

The study revealed the following major findings

Before visit perception

Consumer’s before visit perception with regard lte brganized retail in

aggregate is high positive. No statistical differemmong the formats.

Consumers before visit merchandising perceptioruabmanized retail are
high positive. Format wise it is significantly difient. Consumer’s

perception is high in Shopping Mall compared todtteer two formats.

Consumers before visit Furtherance perception abogénized retail are
high positive. Significant difference among formatsn Hypermarket

perception is average, but it is high in ShoppirgIMnd Supermarket.

Before visit service perception about organizedailieg is more than
average. Format wise it is high in Shopping malbfeed by Super market
and Hypermarket.

Consumers before visit locale perception about rorga retail are high
positive. Significant difference among the formbtcale perceptions are

high in Shopping Malls followed by Hyper Market aBdper Market.

Consumers before visit remittance perception areentban average in
aggregate. Among formats significant differencehisre. In Shopping Mall
high positive perception, while it is more than @age in the other two

formats.

Perceptual Change

After their visit to the organized outlet their pose perception has
decreased significantly. Among the format also ease in positive

perception.
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Consumer’s positive perception regarding merchandecreased after their
visit to the organized retail outlets. Format wmgception shows variation.
Decrease in positive perception is high in Shoppitadls. Component wise

perception shows that consumers perceive that Bwrket and Hyper

market provide better quality products than theyutiht before. But product
quality in Shopping Malls is not up to the level.

After their visit to organized outlets respondecdsne to know that various
range of brands are not available as they percedaglier, but they found
that in Hypermarkets, there are variety of produsttin the available

brands.

Consumer’s perception regarding locale aspect @fotiganized retail outlet
also shows decrease in positive perception. Fowiss decrease is high in
Shopping Mall. Component wise result reveals th#ter their visit to the

organized outlet, consumers perceived one stopindésh is high in

Hypermarket compared to the other two formats.

With regard to remittance aspect, consumer’s péaremas increased after
their visit to the organized outlets. No signifitalifferences among format

also.

Respondent’s furtherance related perception abh@ainized retail outlet has
decreased after their visit. Format wise variationresult. Format wise
perceptual change shows that, Hypermarkets pravidee offers, in store
promotions and reasonable prices than the conspemneeived earlier. In the
other two formats perception positive decreaséénftirtherance perception.
Result reveals that due to the entry of organiagtets consumers do not get

the benefit of lower price as the retailers claimed

Service related perception does not change eventai consumers visit to
the organized outlet. Format wise no difference.m@onent wise
comparison reveals that Hypermarket consumers oid get individual
attention from employees. Moreover consumers ophae in Supermarket
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and Hypermarkets there are no sufficient numbesngbloyees. After direct
exposure with the store, consumers perceive tleat ¢fet better personnel

services in Shopping Malls compared to other twaon#fs.

Store atmosphere

Consumers with incomplete information about menclse or service

quality tend to base purchase decisions on infeertbey make from various

information cues (Zeithmal, 1988).Based on thiswike study conceptualise store

atmosphere as the physical environmental cues wheve an influence on

consumer perception. It includes Layout,air cooditiacility, public area, attractive

smell, music & cleanliness.

Consumers have the opinion that the organized | redatlets store
atmosphere creates high positive emotions. Fornsd vesult shows it is
high in Shopping Mall.

Regarding Layout of the organized outlets consurfedtgositive emotions.

Format wise no significant differences.

In organized outlets, consumers feel negative emstivhile they listen to
music. Format wise result shows that in ShoppindlsMeonsumers feel
happy with the background music. But majority ofe thiypermarket
consumers feel bored while they listen to the masian Hypermarkets some
consumers are regular visitors and they opined tiiatin store music is
repetitive. Supermarket consumers also don't fegply while listening to

the music played there.

Consumers feel happy with regard to organized Iretstiets public areas
facility. Format wise, difference is there. Hyperamket consumers felt

negative emotion, while in other two formats ipsitive.

Consumers feel high positive emotions with regardrganized retail outlets

clean surroundings. Format wise no difference.
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. Consumers do not feel much happy with the attractiwell in the organised
retail shops. Format wise result shows that in hyparket and Supermarket

they feel negative emotions.

. Air condition facility in the organized stores make consumers feel happy.
Format wise result shows that in the Hypermarketsitpe emotions

provided by the air condition facility is comparxegiy low.
Store Commitment

In the present study commitment is measured thrdffective, Normative
& Continuance commitment. Affective commitment isasbd on emotional
attachment, Normative commitment means some ohdigatwhich binds the
consumer with the organization, and continuancencttment is the cost associated

with leaving the organization.

. Consumer commitment is above 3 as against a maxiofusimdicating that
consumers have strong commitment with the organietl outlets.

. Format wise comparison shows that, consumer comenitns higher in
Hypermarket (mean score 3.93) followed by Superetafikean score 3.18),
while it shows only average level in Shopping Malls

. Consumers affective commitment is more intense (ms@re 3.58) than
continuance (mean score 2.76) and normative comgnitnjmean score
3.20).Format wise result shows that, affective camment is higher (mean
score 3.98) in Hypermarket, although it is positiveghe other two formats
also (Shopping mall 3.37; Super market 3.57), tsustrength is not high as
in Hypermarket.

. Component wise analysis shows that consumer’s ergay and attachment
is higher in all types of organized outlets, whereansumer feels scarcity of

alternatives in the case of Hypermarket format (mszore 3.52).
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Store Loyalty

The present study make use of (Day,1969) conclgxtian of store loyalty.
In which loyalty includes both behavioural and tattinal loyalty. Behavioural
loyalty is expressed through repeat purchasing \behawhile attitudinal loyalty
reflected through positive attitude towards thaitetutlet.

. Consumers have loyal in the organized retail osithstindicated by the mean
score value of 3.05,as against a maximum of 5,whiaws 60% responses
favorable with the loyalty measurement items. Natistically significant

difference among formats.

. Component wise analysis shows that, behavioralltpya below average
(mean score 2.9) which indicates consumers repgahgasing behavior is
low in organized outlets, the format wise comparishows in Supermarkets
(mean score 3.23) consumers shows behavioral oyalthereas in
hypermarkets(mean score 2.6) and Shopping Mall(rseare 2.8) it is very

low.

. The result indicates that consumers have favomttedinal loyalty towards
organized outlets. Format wise analysis shows thaly have higher
attitudinal loyalty in Hypermarkets (Mean score3.fllowed by Shopping
Mall (Mean score 3.22) and Supermarket (Mean s8dre

The significant observations from the hypotheses séing of the model are the

following:

. The emotional influence of store atmosphere stiswan the perception of
consumers were highly supported in all the formiadicating that the store
music, air conditioning, layout, and cleanlinessehthe power to influence

consumers perception positively towards the retaile

. The linkage between store atmosphere to loyaltpudin merchandising
perception and affective commitment is strongeoriganized outlet. Format

wise also similar is the result.
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Store atmosphere influence on merchandising pecotept aggregate is high
(p=0.5,p<0.01).Format wise result shows in ShoppinglliMand Super
Market (3=0.65,and3=0.56,p<0.01 respectively) is high. But in Hyperkedr
it is comparatively low§=0.18,p<0.01).

Merchandising perception is the main factor inficieg affective
commitment in organized outleps{0.47,p<0.01).Format wise result shows
that in Shopping mallpE0.30,p<0.01) and Hypermark@éH0.32,p<0.01)the
influence is almost same. But in Supermarket intgnds low
(B=0.13,p<0.01).

Affective commitment, Normative and continuance éndngh influence on
organized retail behavioural and attitudinal loyaltThe influence of
affective commitment on attitudinal loyalty is vehygh(3=0.18,p<0.01)in

organized retail. Format wise also the influendaiggh.

Consumers perceived that better variety, quality ade range of brands
are available in organized outlets; this perceptayeate an obligation

(Normative commitment) in their mind to make puredsfrom there.

In addition the promotional offers, in store promns conducted by the
retailers and discounts offered have influencednthe form normative

commitment towards organised retailer.

Salesperson’s behavior also influence in formingmadive commitment.
However, in hypermarket sales person’s does nduente consumer’s

normative commitment.

Consumers perceived that organized retailers eslphedHyper markets and
Shopping Malls provide better offers, in store potions and discounts.
Further they also provide one stop destination lifpciand parking.

Moreover, the store ambience is very attractivettay are forced to come

again in future (Continuance commitment).

The emotional attachment (Affective commitment) arabligation
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(Normative commitment) force to maintain a relasbip which in turn has
an influence on repeat purchasing behaviour. Fuithieads to a positive
attitude towards the organized outlet among conssimiénis indicates that
those consumers who feel a personal attachmendlaigéhtion will certainly

show a repeat purchasing tendency.
Store Evaluation (Marketing Stimuli Perception) andVariation in Loyalty

. Loyal customer’s perception with regard to markgtstimuli perception is
above 3 as against a maximum of 5, which indicétas more than 60%

have positive perception.

. Spurious loyals have high perception in most of fdtors, whereas their
perception is comparatively low with loyal grougaeding reasonable price

(mean score 3.13) and discount availability (mezomes3.05).

. Latent loyals also have high positive perceptionaimost all factors,
whereas Non loyals marketing stimuli perceptionos compared to the

other three groups.

. Variation in consumer perception results in vaoiatin degree of loyalty.
Loyal consumers have better perception on furtlfeeraamd a few aspects of
merchandising such as quality and variety and basAe positively perceived

the locale aspects also.
. Latent loyals also have high positive perceptioalmost all the factors.

. Spurious loyals have better perception on varietyb@nds, personnel
services and better parking. Their low perceptiofiurtherance may be the
reason for the lack of attitudinal loyalty.

. Non loyal consumer’s perception regarding markesimguli is negative.
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Store loyalty and Shopper antecedents

. Loyal shoppers are mostly middle aged professionalbusiness persons
with high income and education; most of them arnedie. They are frequent
buyers and spend large amount on each shoppingthend are highly

familiar with the organized retail outlet.

. Spurious loyal belongs to senior (above 50) agegoay, with high income

and education and their place of domicile are t@#ne organized outlets.

. Latent loyal shoppers are middle aged with low megpreasonably educated
and employed and majority of them are females. Tdeegasionally go to the
organised outlet. To them organised outlet arastadt location, further they

spend only an average amount on shopping.

. Non loyal shoppers are mostly youngsters with lolwaation and employed
with low income. They rarely go to organised owtlehd spend only a small

amount on shopping.
Conclusion

From the foregoing discussion it is clear that stoner perception
significantly influence the loyalty behaviour. THeonsumer’s perception with
regard to almost all the elements of marketing &iins positive. However, when
compared with the before visit perception, it waarfd that the perception of all
elements decreased significantly after consumeyve ldirect experience with the
organized retail outlets. Attractive store atmosphe an effective marketing tool of
organized retailers. The study result reveals that layout, air condition and
cleanliness create a positive affect among consuinwhile the attractive smell,
public areas and music could not make a positivetiemal feeling. It was found
that perception and emotion can influence the bieliaal intentions of commitment
and loyalty.Result reveals that consumers feltcéiffe commitment more than
normative or continuance commitment. Though conssraee not making frequent

purchases from organized outlets, they have pesdititude towards it. On the basis
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of attitudinal and behavioural loyalty the studyegprizes the consumers as Loyal,
Spurious loyal, Latent loyal and Non loyal.The stéiound that variation in shopper
characteristics and shopper evaluations (perceptesults in variation in shopper
loyalty.

Suggestions

Based on the observations and findings of the ystube following

suggestions are made.

. Organised retailers should focus on and improvefdtiewing marketing
stimuli.1.product quality, 2.wide range of brand3,reasonable price,

4.0offers, and discount and in store promotionsafkiRg.

. Normally, the salesperson is the one who intenactsh with the shoppers in
the store leading to more chances of influencirgrtBhopping decision.
However, the analysis suggested that consumersbtget much personnel
assistance from the salespersons while shoppitnymgrmarket .Thus, the
role of salesperson is important and therefore waihed and skilled sales

staff is a must.

. On the basis of this research, the recommendatitade to the managers
and retail owners is that they must take into antdhe attractive smell,
public areas for rest and background music of téets to match with the
perceptions of the consumers. The scent used ail retitlets must be
pleasing and attractive to both males and femélesrecommended playing
of music for creating a soothing environment. Matgre owners do not
know whether music really influence consumer behiavat all and therefore
play music “just because everyone else does”. Mpams in a retail setting
should adapt music according to their customerstlaisccould even differ in
different days or time of the day. Otherwise, mamagun the risk of turning

half their clientele into unpleased and stresseamers.
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Presence of affective and normative commitment émeficial to the
organized retail outlet. While the former one issdzh on emotional
attachment and the latter is based on some oldigarganised retail outlet

should take steps to enhance the affective andatorencommitment.

Continuance commitment will affect the retailer atgely, as it is based on
switching intentions, which indicates that the aonsrs are forced to
maintain a relationship with the retailer even tjolne does not like that.so
measures should be taken to reduce the continwanecmitment.

The findings reveal that the behavioural loyaltyvesy low in organized
retail outlet. But the attitudinal loyalty is highhe retailer should implement
appropriate techniques to convert the attitudimglalty into behavioural

loyalty.

In the present study the perception managemerdadmbks expressed through
stimulus-organism-response mechanism. Stimulus istsn®f marketing
stimuli and store atmosphere. Organism represems perception and
emotions. So the response is the end part, threwlgbh perceptions are
managed. Here the response is measured based aty.|dased on the
loyalty behaviour, consumers are classified intarfaroups. So for
management of perception the study make some dimueso these loyalty

groups.

Loyal Consumers

Majority of loyal customers belongs to highly edted female group. They

are professionals and business women. If the waanenvorking they need to save

time in preparing for and executing Supermarketpping. Methods that reduce

time in the store (uncluttered aisles, scanningpgent, ex-tra express lanes, and

extra checkers during the after-work rush) andease convenience (extended

hours, fully stocked shelves, carryout service,nghim/drive through) may be more

critical to this segment than a supermarket's plesel and specials. Point-of-
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purchase displays targeted directly to this segrfgnitk and easy meals, nutritious

snacks, items for brown bag lunches) may be usefillis group.
Latent Loyals

Latent loyals belong to low income group, and tlaeg located in distant
places. To attract this group the retail manager employ special events and
programs free of cost, like prize win contest, roalsevents etc. Moreover proper
communication should be given to them through offeoks and messages. Week
end and monthly offers will attract them to therstoLoyalty cards and points

through cards can be implemented to retain relghignwith them.
Non Loyals

Non loyal belong to the youth category with loveame. They spend only a
small amount for shopping. Retail managers can fiyoath clubs” and online sale
to attract this category. As they constitute thiirkel customer base. Retailers can

provide offers in youth oriented products.
Spurious Loyals

Constitute aged consumer group. They are edutatieattitudinally they are
indifferent towards the outlet. Retailers can ermeaime store image through social
involvement programs to create a positive attitatieong the senior age group
consumers.

Scope for Further Research
Further research can focus on the following topics:
1. The present study does not consider all thecspof marketing stimuli.

There are many otherstimuli which have an influerme consumer

perception. Further study can be conducted by dnatuthat also.

2. Organised retail consumer’s conversion raterslevant area to be studied.
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3. The research model has only focused on howepgon and commitment
leads to loyalty; the  influence of other antba@s of loyalty has not been
considered. Future research can also focus on tsinedusly addressing
other factors such as subjective norms, trust,sfeation, alternative

attractiveness that affect consumer loyalty.

4, Consumer’s perception about organized retaierseasured in general and
not based on any  specific products. Furtherarebecan be conducted in

specific product categories.

5. Consumer’s impulse buying behaviour in orgashiaetlets is another area to
be studied.
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APPENDIX |
INTERVIEW SCHEDULE

Consumer Perception

Dear Respondents,
We are conducting this study as a part of reseanatk to know the consumers
perception regarding therganized retail outlets This is an academic exercise and

the information obtained will be treated as confitikd.

Personal data

Age: O

Education: Up to secondary levets  Degree/Diplcma PG amoves
Sex: Male® Femal&

ResidenceRural® Urbar Semi urbto

Income (monthly): Lessthan 20000 & 25000-5000%  Above 500¢9
Occupation: Professionaa Businecd employcd othars

General purchase behavior

1. Did you make any purchase from here?
Yeso NoO

2. How often you visit the retail outlet?

Regularly (once in a month or mo@)  Oamaally (once in a quarter)
Seasonally (festivals, winter, etc.) @  Rarelo
3. How did you come to know about these retaileigft

a) Friendo b) T.V c) Newspapes  d@rhmet O
4. Since how long you are starting to visit thaitedutlet?
a)<2yeam b)2-3yeam xXr@year O

5. What is the approximate distance of your residdrom the retail outlet?
1) 5Kms and lesso  2) 6 Kms to 10 Kms) Mére than 10 kmso
6. Which type of products do you prefer to buy froare?



(Please put tick marks)

Type of products
Shopping malls & Hypermarket Supermarket
Basics ]| Fruits &vegetables []
(Food, Grocer and General provisions )
Readymade garments ]| General provisions (rice, wheat, Atta etc.) []
Electronic items [_] | Personal care products (Powder, creametc.) | []
[]

Footwear

9. How much will you purchase for on an average when you visit the store?
1) Lessthan 2000 & 2) Rs.2000 to Rs.5000 = 3) More than Rs.5000 &

M arketing per ception

1. What is your opinion regarding the following factors of shopping mall before you

make any purchase from there and after your purchase from there?
(Pleaserate: 1=Very bad,2=Bad,3=Neither good nor bad,4=Good,5=Very good)

Beforeyour visit

After your visit

1

2

3 |4 |5 112 |3 |4

5

Superior Product quality

Wide range of world class
products(Brands)

Variety(Uniqueness)

Availability of discounts

Availability of products on

offers

In-store promotion

Reasonable price




Easy billing(check outs)

Multi payment(Card payment;

Helpful employees

More product knowledge

Enough employees

Good Parking facility

One stop shopping(All in one

place)

Convenient location

3. Given below some of the retail atmospheric el@séaf you liked it very much

you would point to face 5, if you did not like it @l you would point to face 1.

1 - Angry 2-Sad 3- No feeling 4-Happy 5 Excited

1 2 3 4 5

store layout

Public areas

Air condition

Cleanliness

Attractive smell

Music

Using the scale of (1¥ery Low, 2=Low, 3= Neither Low nor High, 4=High ard

statement.



Affective

| make purchases from here because it enjoys me

| feel safe and secure when | make purchases feom h

| like to identify with the retail outlet

| feel | am personally attached to this outlet

Continuance

| make purchases from this outlet because:-

No worthwhile alternatives are here

Feel disturbed, while losing points and rewangslable here

My life would be disrupted, if I switch away frothis retail
outlet

Normative 1

It has given many offers and rewards in the pasipuld not
think it right to switch away

| like some special products available here

| have a sense of obligation towards this retailet

5.Store Loyalty

Behavioural

| like to come again

| frequently visit this retail outlets

Major part of monthly purchases are done fromathilets

Attitudinal 1|2

| recommend this retailer to my family and friends 1|2




Say positive about this store

It is an ideal place

Thank You




APPENDIX I
I LIST OF ORGANISED RETAIL OUTLETS IN SAMPLED DISTRICTS

Districts Shopping Hyper Market Super market
2| malls 2 2
-3 s -3
A ] A
Thrissur Shobha City | 1 Bismi Hypermarket, 1 | Elite Super Market, Pallithanam,
1 Mall, Near Aswini Hospital Thrissur
Puzhakkal, Thri
ssur
Mall of 2 Big Bazaar Hyper 2 | Holey
2 Joy,Shakthant market, Near Aswini Supermarket,Cheruthuruthy, Thri
hampuran Hospital ssur
Nagar,
Veliyannur

3 | Elite supermarket, Thrissur

4 | MCP
Supermarket, Irinjalakkuda, Thriss
ur

5 | Reliance fresh,
Kunnamkulam,Thrissur

6 | Elite Supermarket, North Bus
stand, Thrissur

7 | AtoZ Supermarket,
ThaikkadJunction, Thrissur.

8 | KadengathSupermarket,Chittilap
pally, Thrissur.

9 | EP Supermarket,
KuttippuzhaNagar, Thrissur.

10 | Elite Supermarket, College
Road, Thrissur

11 | City Super Market, Round
West, Thrissur.

12 | Reliance Supermarket, East
Fort, Thrissur

13 | Greens
SuperMarket,Chalakkudy, Thriss
ur

14 | NeethiSupermarket,Porathissery,
Thrissur.

15 | Grand Mart Super
Market,Kodungallur, Thrissur.

vi




16 | DarsanaSuperMarket,Panagad,T
hrissur

17 | Hillvalley Super Market, Thrissur

18 | Neethi Super
market,Kodungallur, Thrissur

19 | SivashakthiSupermrket,Punkunn
, Thrissur.

20 | Rams
Supermarket,Punkunnam, Thriss
ur

21 | EP
Supermarket,Kunnamkulam,Thri
ssur

22 | MathaSupermarket,Minalur, Thris
sur

23 | RbcSupermarket,Punnayurkulam
, Thrissur

24 | FathimaSupermarket,Orumanay
ur, Thrissur

25 | ThattilSupermarket,Porathissery,
Thrissur

26 | Surya
Supermarket,Kizhakkummuri, Thr
issur

27 | VallikkunnathSupermarket,Chela
kkara, Thrissur

28 | VengapilliSupermarket,Pazhaya
nnur, Thrissur

29 | Cosmos
Supermarket, Thiruvathra, Thrissu
r

30 | EsafSupermarket Killanur,Thriss
ur

31 | LiwaSupermarket,Paruvakkunnu,
Thrissur

32 | F&fSupermarket,Pallippuram,Thr
issur

33 | Johns

Supermarket,PullurRoad, Thrissu
r

vii




Thiruvana
nthapuram

RP
Mall,Kollam

Big Bazaar, East
fort, Thiruvanathapuram

NilgiriSupermarket,Pulimoodu, Th
iruvanathapuram

Big
Bazaar,Kesavadasapura
m,Thiruvanathapuram

Divine supermarket,Kovalam
junction , Thiruvanathapuram

Kunnil Hypermarket,

Kulathoor, Thiruvanantha
puram

MahaMahalSupermarket,Murinja
palam, Thiruvanathapuram

KunnilHypermarket,nnan
thala, Thiruvanathapuram

Nilgirissupermarket,Kallampally,
Thiruvananthapuram

Spencers,MahathmaGhandhiroa
d,Palayam, Thiruvanathapuram

PhenixSupermarket,Nanthankod
e, Thiruvananthapuram

KunnilSupermarket, Thirumala,
Thiruvananthapuram

More
Supermarket,Marappalam,Patto
m,Thiruvananthapuram

KunnilSupermarket,Paruthippara
, Thiruvananthapuram

10

Spencors,Pattom, Thiruvanathap
uram

11

Spencorsdaily,Vellayambalam,T
hiruvanathapuram

12

Real Value Supermarket,
Alummoodujunction, Thiruvanath
apuram

13

More for
you,Vattiyoorkkavu, Thiruvanatha
puram

14

Nilgiris,NearMueseam,Thiruvana
thapuram

15

Reliance
Fresh,Peroorkkada, Thiruvanatha
puram

16

More for
you,Ambalamukku, Thiruvanatha
puram

17

Capital mart
supermarket,Pangappara, Thiruv
anathapuram

viii




18

Reliance
fresh,Vazhuthakkadu, Thiruvanat
hapuram

19 | Seven ten Supermarket,
Kawadiyar, Thiruvananthapuram
20 | Greens
Supermarket,Kaithamukku, Thiru
vananthapuram
21 | V Kay Supermarket,
Kazhakkuttam,
Thiruvananthapuram
22 | KR Super market, Manacaudu,
Thiruvanathapuram
23 | Aga
Supermarket,Nedumanguad, Thir
uvanathapuram
24 | BRM
Supermarket,Arumaloor, Thiruva
nathapuram
25 | PreethiSupermarket,Kazhakkoott
am, Thiruvananthapuram
Kozhikode Hilitemall,Pala Big 1 | Reliance fresh, Kotooli, Calicut
zhi Bypass Bazaar,Arayidathupalam
Junction, ,Calicut
Calicut
Focus 2 | Day Mart,Nadakkavu, Calicut
mall,Calicut
RP 3 | More Super Market, Calicut
Mall,Arayidath
upalam,Calicut
Emerald 4 | Grand fresh, Eranhippalam,
Mall,Arayidath Calicut
upalam,Calicut
Surabhi 5 | Everything Super market,
shopping Karaparamba, Calicut
mall,Ramanatt
ukara,Calicut
6 | Grand fresh,Panniyankara,
Calicut
7 | Reliance Fresh,Meenchantha,
Calicut
8 | Reliance

fresh,Oppositetagorehall,Calicut




9 | KM Supermarket, Bypass road,
Meenchantha

10 | R K Super market
Vellimadukunnu, Chevayoor

11 | Winfair Super Market,
Malaparamba, Calicut

12 | Day Mart Super Market,
Balussery, Calicut

13 | Anona Super Market,
Nadakkavu, Calicut

14 | Reliance Fresh, Pottammel,
Calicut

15 | Reliance Fresh,
Kunnamangalam, calicut

16 | Everything Super
Market,Karparamba, Calicut

17 | Pravasi Super Market,
Malayammal, Calicut

18 | Metro Super Market,Kalaranthiri
Road, Calicut

19 | Fresh Mart Super
Market,Payyoli, Calicut

20 | More For You,SuperMarket,
Merykkunnu

21 | Orchid Super Market, Farook
College , Calicut

22 | Ruby Super Market, Perambra,
Calicut

23 | Reliance Fresh,Nadakkavu ,
Calicut

24 | Grand Mart Super
Market,Nadapuram ,Calicut

25 | Grand Fresh,Mankav, Calicut

26 | Loyal Super Market, Atholi,
Calicut

27 | MS Super Market, Nadpuram,
Calicut

28 | Grand Mart Super

Market,Vallikkadu ,Calicut






