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Abstract

Customers are attracted with more and more choices and confuses this ultimately on what to purchase. 
This in turn directs them to deal with variety of seekers rather than brand loyalty and leads to move from 
one brand to other or even to alternative product. In recent, this change has been mostly observed in 
Karnataka where the shoppers are exposed to several shopping formats that range from local Kirana‘s shop, 
supermarkets, convenience stores, hypermarket to mall. Therefore it is essential for modern retailers to 
understand the motivational level of customer in order to attract them.

The aim of this research paper is to investigate the impact of two independent variables viz. sales 
promotion and service quality of new retail stores. In addition to this, study attempts to analyse the 
demographic profile of consumers and examine whether the behavioural characteristics of consumers 
mediate the relationship between sales promotion, service quality, and buying behaviour. In order to obtain 
all the above objectives, the data were collected from 1105 valid responses. The outcome shows that sales 
promotion and service quality positively relate to buying behaviour of consumers in modern retail shops in 
Karnataka. The study shows that the respondents are aware of retail formats; they prefer to shop, because 
they get pleasure while shopping. The study also reveals that both hypermarkets and malls were preferred 
by the respondents for shoppertainment. Focusing on these factors is of great importance as they influence on 
the buying behaviour of the consumers in the modern retail stores, and would enable the retailers to identify 
their strengths and weaknesses. Considering this, the study gives few suggestions to retailers.
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Introduction
The Indian retail sector is yet largely unorganized. Still, a vast development of modern retail 

outlet units is occurring and it has also become the consumer’s favourable choice particularly in 
the urban sectors. This emergence is due to various reasons. Primarily, economic liberalization 
has enabled the access of multinational companies into single brand retailing and cash-and-
carry business. India’s cheap labour and availability of raw materials, draws the multinationals 
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to consider India and evolve it into obtaining a source and a market place for their products. 
Next reason, the increasing awareness of branding and growing income levels among the higher 
and middle income groups in India have aided to the popularity of organized retail units. 
Organized retailing is constantly being tailored to the changing consumer behaviour and leads 
to novel opportunities and alternatives. Taking the socio-cultural aspect, the increasing nuclear 
family setups, enhancement in the level of education and majorly the augmentation in economic 
independence of women by means of entrepreneurship or regular jobs have made the role of 
women in shopping for the entire family more practical and possible. This eventually has led to 
the growth in choosing choice of convenience namely, super markets where under one roof all 
everyday needs can be procured (Kele et al., 2014).

Consumers are considered as the rational decision makers since they are concerned with 
their self-interest. However, the factors that affect consumers in a wide range of activities is 
termed as consumer behaviour, i.e. wide range of consumption activities apart from purchasing 
depends on growth of retail industry. These activities involve the building of purchase intention, 
information search, the act of purchasing and consumption. Consumer buying behaviour is the 
buying behaviour of the ultimate consumers in retail sector (Pride & Ferrell, 2007). Therefore, it is 
the necessity of marketers to understand the nature of buying behaviour of such consumers with 
respect to retailing such as selection of brand, time taken for shopping, retail store and format 
choice  since this helps to provide better service to their consumers in more efficient and effective 
manner  and also supports to captivate novel consumers. 

Further, the variables of traditional demographics cannot determine features of growing 
retail markets clearly since the consumers in the similar demographic group have different 
psychographic form. Therefore, modern retail stores should understand the impact of 
psychographic factors on consumer behaviour. Considering the above fact, the present study 
attempts to find out the association of the factors related to consumer buying behaviour in modern 
retail stores.

Emerging Trends in Modern Retail Formats
The Indian Retail Report of 2011 emphasizes the fact that in the upcoming five years the 

modern retailing would subsidize its share to a minimum of one third of the market which is 
around 40 trillion dollars. It means during 2016, the share of modern retailing industry would 
be committed to 19.3 percentage of the total market share. They would contribute up to 10% on 
their total sale nationally to the leading companies who manufacture consumer products and for 
top ten cities the contribution is increased to 20%. This modern retailing industry’s dominance 
and sustainable presence and development are due to the increase of choice among customers. 
The tremendous developments in retail market enhanced the development of other sectors like 
technology transfer, increase in quality of products at best prices, enhanced procurement practices 
and improved employment opportunities for the people. 

The expansion and development of modern retailing industry is associated with the 
functionality and efficiency of supply chain which leads to lower price distribution (Minten & 
Reardon, 2008). Research have been done in developing countries and it is concluded that the 
modern retailers do not exploit the customers or the producers instead they focus mainly on 
policies than the actual practices (Swinnen & Vandeplas, 2007). In a developing country like India, 
it is easy to enhance the growth of modern retailing but it is very difficult to calculate or estimate 
its impact. More investment is done by the retailers in the supply chain at various degree levels. 
Basically, the consumer purchases the products at only lower prices in the modern formats. This 
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resulted to commotion among the retailer in understanding the purchasing pattern at right mix 
with respect to the wavering Indian market and its habits. 

Indian consumers have a craze for shopping and it is considered to be one of the enjoyable 
activities even for daily needs or occasional needs. This craze and enjoyment resulted due to 
higher modern amenities, choices of media, internet emergence and disposable incomes (Sinha, 
2003). The passion for buying and brand switching are the main behaviours among the consumers 
(Sinha & Uniyal, 2005). This leads to unnecessary purchasing of goods which is not essential in 
day to day life. A greater focus on supply chain and its efficiency will prioritize modern retailing 
as the best industry and will be helpful for both farmers and consumers (Kumar, Srikant, & Sujo, 
2012).

Background of the Study
Modern retailing offers an ideal shopping experience through excellent ambience, 

merchandise choice and consumer preference analysis. Strong income growth, changing lifestyle 
and favourable demographics are the key factors for the rapid development of this sector. Global 
exposure, education, enhancing income level, acceptance of credit and smart cards might have 
effect on the shopping habits of Indian consumer (Baseer & Laxmi Prabha, 2007). Hence, retailers 
need to understand the motivational level of consumer to attract them. Assurance of the quality 
of product or investment in brand developing activities is not just sufficient to retain existing 
consumers or attaining new consumers. Since consumers are attracted with more and more 
choices and this confuses them ultimately on what to purchase. This in turn directs the consumer 
to deal with variety of seekers rather than brand loyalty. This leads the consumer to move from 
one brand to other or even to alternative product. In recent days, this change has been mostly 
observed in Karnataka where the shoppers are exposed to several shopping formats that range 
from local Kirana‘s shop, supermarkets, convenience stores to hypermarkets (Anon, n.d.). 

Review of Literature 
In this competitive world, it is necessary to understand the buying behaviour of consumers 

to develop and enhance the retail business. Moreover, studies found out the consumers buying 
behaviour was changing towards retail sector due to various reasons (Sharma et al., 2012; Amit & 
Kameshvari, 2012; Kumari, 2012).  Likewise, few studies found out the behavioural change was 
shown across different demographics include gender (Pentecost & Andrews, 2010; Badgaiyan 
& Verma, 2014), age (Kotler et al., 2001; Ali et al., 2010), occupation (Batra et al., 2008), education 
(Batra et al., 2008), marital status (Oghojafor & Nwagwu, 2013), income (Ali et al., 2010)  and family 
size of the people (Fox et al., 2004). Gender-wise, females also majorly preferred buying of products 
than male, similarly, adult and aged people prefer more products (Srinivasan et al., 2014; Amit & 
Kameshvari, 2012), others found contrary views that young people prefer more retail products 
than older (Tendai & Crispen, 2009; Pwc, 2015), thus, the buying nature were distinct. The higher 
educated people may prefer high quality retail products than low educated people (Singh, 2007).  
In general, most of the married people were buying more products than unmarried based on their 
family size. For instance, Zeithaml (1985) highlighted that family unit changes such as higher the 
working females number, divorced, shopping of male and widowed or single households would 
operate changes in the patronage of grocery. Further, the consumer having strong income used 
modern retail outlets than others (Baseer & Laxmi Prabha, 2007). It is evident from the above studies 
that the consumers buying nature has strongly affected different demographics. Consumers buying 
behaviour towards modern retail outlets is increasing and changing with the technological change. 



85

Volume 1  Issue 2  2016

Amity Journal of Marketing

AJM

ADMAA

There are diverse studies focusing on different factors impacting the consumer buying 
behaviour. For instance, one of the major factors is sales promotion that induces consumer buying 
behaviour towards frequent buying of products in the specific store. In this aspect, several studies 
have identified that the sales promotion of retail stores covers coupons, prizes, premiums, product 
samples, contests and rebates etc (Ndubisi & Moi, 2005; Heilman et al., 2011; Schultz & Block, 
2011; Leischnig et al., 2011; Sands et al., 2009) in different developed countries like Germany, U. 
S. and Australia. However, very little research on the influence of sales-promotion techniques on 
buying behaviour has been conducted in emerging markets, such as India (Liao et al., 2009; Zheng 
& Kivetz, 2009). Moreover, these studies emphasized that the consumers who have sophisticated 
income and fixed family size depend on sales promotion given by modern retailers. Few 
consumers have considered the personalities, prices, and messages of retailers (Ansah & Poku, 
2013). Some other studies found service quality of retail shops influence the consumers like study 
of Varshney and Goyal (2006) and Svensson (2006) described that services offered by a retail store 
and further the store environment impacted the consumers. In line to this, some other studies also 
observed the service quality role in changing the buying behaviour of customers (Nallamalli & 
Shekhar, 2011; Auka et al., 2013). Store environment and quality of the service also greatly impacts 
the consumers buying nature  (Quartier et al., 2010; Mridanish Jha, 2011; Nell, 2013; Mirabi & 
Samiey, 2015).  

Previous studies also made an attempt to evaluate the factors like customer loyalty, visual 
displays and attitude towards store formats responsible for influencing buying behaviour of 
consumer in various retail formats. As per the study by Solomon (2007), attracting new customers 
is essential in modern retailing and yearning loyalty. However, investment appealing the existing 
customers is less than attracting new customers. Moreover, the success of a firm for its long term 
existence in the market depends on frequent consumers who purchase the products in specific 
modern retail outlets (Carpenter, 2003). Since the competition is fierce, the role of visual display 
in influencing consumers in their purchasing decisions an important factor. If the product is 
exhibited through visual appealing, it will make an impact (mentally and physically) to buy the 
products (Asirvatham and Mohan, 2014). 

Another finding that is very evident here is that traditional retailers are preparing themselves 
and changing their stances so as to compete with organized retailers (Vij, 2013). It is identified 
from the study findings that shopping behaviour of consumer involves certain aspects like 
shopping intention and consumers’ attitude towards modern retail outlet and shopping habits 
(Mathur et al., 2013). In line with this, a study by Gunaselan and Chitra (2014) revealed that the 
store attributes have the potential to influence customers. Further, there is a positive relationship 
between store attributes and the customers. It is reflected from the study results that the factors 
like self-congruity, perceived quality of retailers, retailer awareness, and retailer associations 
make significant positive impact on attitude of consumers toward retailers. Moreover, attitude 
of consumers towards retailers has positive influence on purchase intention (Das, 2014). It can be 
concluded that change in consumer behaviour is the reason that Indian retail market in organized 
sector has witnessed significant growth. 

Research Gap
Earlier literature has emphasized that the store convenience and customer services positively 

influence consumer store selection, the impact of organized retailers was obviously visible on 
the unorganized retailer’s business in terms of employment, profit and sales, consumer buying 
behaviour in relation to the consumer shopping habits, and store selection. Majority of studies 
have not discussed together about sales promotion and service quality of modern retail stores 
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and its impact on buying behaviour of consumers with specific reference to Karnataka. Thus the 
present study aimed to bridge this gap.

Contribution of the Study
The purpose of this study is to contribute to the body of knowledge available regarding 

consumer perceptions towards the sales promotion and the service quality of modern retail outlets 
viz. malls, hypermarkets and supermarkets. Based on the views of consumers, the modern retailers 
can implement new strategies to improve the sales promotion tools and the quality of service.

Research Questions
1. What are the factors in influencing purchase decision of consumers in modern retail stores?

2. What are the reasons for visiting modern retail stores?

3. Whether the sales promotion and service quality of modern retail stores impacts consumer 
buying behavior?

Objectives of the Study
1. To understand the conceptual framework of modern retailing in India. 

2. To analyse the demographic profile of consumers in modern retail stores. 

3. To find out the association between the factors related to consumer buying behaviour in 
modern retail outlets.

4. To examine whether the behavioral characteristics of consumers viz. frequency of visit and 
the amount spent mediate the relationship between sales promotion, service quality, and 
buying behavior.

Research Methodology

Type of Study
The study is primarily descriptive and analytical. In the present study, the consumers of all 

demographics who visit malls, hypermarkets and supermarkets in cities of Karnataka have been 
taken as the sampling frame. The target population of this study are the consumers who were 
coming out of the selected malls, hypermarkets and supermarkets after shopping from the stores 
in different cities of Karnataka namely Bangalore, Mysore, Mangalore, Hubli-Dharwad, Belgaum 
and Gulbarga. The data was collected for the study in the first half of 2016.

Sample
Convenience sampling technique has been adopted for the purpose of collecting data for the 

study. Here the sample of the population can be selected based on convenience of the researcher. 
Sample size taken for the study is 1,110 respondents with a margin of error at 3% by following the 
published table (Israel, 2012). As we can observe, the smaller the population, the higher proportion 
of cases we may need. Many surveys use samples of about 1,110 because that makes the margin 
of error + or – 3 percentage points with a 95% confidence level as shown in Table 1. Though the 
total sample size was distributed equally to each selected city, all of them could not be used for the 
study. Five questionnaires were incomplete in some way. Therefore, the effective sample size for 
the study became 1105.
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Table 1: Sample Size for ±3%, ±5%, ±7%, and ±10%  
Precision Levels where Confidence Level is 95% and P=0.5.

Size of Population Sample Size (n) for Precision (e) of:

*3% *5% *7% *10%

500 a 222 145 83

600 a 240 152 86

700 a 255 158 88

800 a 267 163 89

900 a 277 166 90

1,000 a 286 169 91

2,000 714 333 185 95

3,000 811 353 191 97

4,000 870 364 194 98

5,000 909 370 196 98

6,000 938 375 197 98

7,000 959 378 198 99

8,000 976 381 199 99

9,000 989 383 200 99

10,000 1,000 385 200 99

15,000 1,034 390 201 99

20,000 1,053 392 204 100

25,000 1,064 394 204 100

50,000 1,087 397 204 100

1,00,000 1,099 398 204 100

>100,000 1,111 400 204 100

  Source: Israel, 2012

Method of Data Collection
Both primary and secondary data were used to complete the research, where survey methods 

were used to collect the information of demographic profile and factors that induce the consumers 
towards modern retail outlets in Karnataka. Secondary data was used in this study to review 
the previous articles, prepare questionnaire and formulate hypothesis. This information was 
gathered from various journals, books, magazines and other published sources. A questionnaire 
was developed with simple, rigid, open-ended and close-ended questions. The respond category 
in the question was 5-point rating scale ranging from “Strongly agree to strongly disagree”. The 
variables identified in the proposed research model were used to develop the questionnaire. 
The final outputs of questionnaire contain factors viz. demography of consumers, behavioural 
characteristics of consumers, sales promotion and service quality of modern retail outlets.

Reliability Analysis
Table 2: Reliability Analysis (n=1105)

Variables Number of items Mean ± SD Cronbach’s alpha

Sales Promotion 7 3.16±0.69 0.644

Service Quality 10 3.71±0.48 0.588
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The study used reliability analysis for each multi-item scale using Cronbach’s alpha. Table 2 
presents the results of the reliability analysis along with the descriptive statistics for each variable. 
Overall, the study reported strong reliability with coefficient alphas ranging from 0.51 to 0.64 
which demonstrated that scale demonstrates good reliability.

Variables studied and their detailed definition

a.   Sales Promotion (Cronbach’s alpha = 0.644)
During the past few decades, there are more number of studies which focus on sales promotion 

induced consumer buying behaviour including influence of in-store displays on product trial and the 
repurchase behaviour of customers in Malaysia (Ndubisi & Moi, 2005); the impact of free samples 
on consumer trial and purchasing behaviour in the United States (Heilman et al., 2011); further the 
impact of consumer attitudes in the U.S. towards in-store promotional activities (Schultz & Block, 
2011); impact of in-store events on consumers’ attitudes towards retail brands in Germany (Leischnig 
et al., 2011); and the effects of in-store promotional activities on consumers’ store decisions in Australia 
(Sands et al., 2009). However, very little research on the influence of sales-promotion techniques on 
buying behaviour has been conducted in emerging markets, such as India. For instance, study of 
Liao et al. (2009) suggested that the techniques of sales promotion provided instant rewards (include 
buy-one-get-one-free deals and free samples). As a result, the consumers are interested in buying 
the products on the basis of such deals. Another study by Zheng and Kivetz (2009) reported that 
consumers faced difficulty in spending money on hedonistic luxuries for themselves. Therefore, they 
have a stronger need for sales promotions. Teck Weng and Cyril de Run (2013) identified that the 
preferences of sales promotion have a positive impact on intention of consumer behavior and gives  
satisfaction of purchasing products. 

Sales promotion is used to draw a stronger and quicker buying response from the buyer. It 
also helps in highlighting product offers which are short run and also give a boost to the dropping 
sales. In this study, an attempt has been made to analyse the impact of sales promotion tools on 
consumer buying behaviour. The various sales promotion tools used in this study are listed below:

Table 3: Sales promotion tools with description

Sales promotion tools Description

Cash Discounts It is a reduction in the amount of an invoice that the seller allows the buyer.

Loyalty Discount Discounts offered to repeat customers to encourage larger purchases.

Quantity Discount or 
Promotional Packs

A form of discount generally given to the buyers to persuade them to buy goods / 
services in large quantity.

Coupons Coupons considered as one of the most used tools by marketers to stimulate consumers 
by giving them a voucher or certificate that saves some money when they want to 
purchase any type of products later on or in the future.

Displays These are primarily Shelf – talkers, window displays, hanging signs (mobiles), posters, 
banners etc. and are aimed at influencing the purchasing behavior of a consumer.

b.   Service Quality (Cronbach’s alpha = 0.588)
Service quality is essential aspect in all sectors especially in retail sectors. The study of 

Varshney and Goyal (2006) focused on different factors that influence the customer buying 
nature in retail store. It is revealed from the study that the consumer buying behavior depends on 
location that is easily accessible, value price, symbols and color, layout and architecture and sales 
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effort and store service. Another study by Svensson (2006) in this regard states that majority of the 
studies have been conducted from the perspective of service accrues to the receiver. However, it is 
observed that service quality has great potential for making impact on customers. Nallamalli and 
Shekhar (2011) made an attempt to study the impact of service quality on apparel retail customer 
satisfaction. The study results also assist the retailers to focus on critical areas of service in terms of 
improving and modifying to make effective service strategies.

As the number of competitors is increasing in the market, the competition among them is 
also growing. Each retailer is trying to attract more number of customers towards the outlets by 
offering various benefits to the customers. As consumer has more options to buy from, better 
service quality can help the retailers to draw more and loyal customers towards their outlets. An 
attempt has been made to analyse the impact of service quality dimensions on consumer buying 
behaviour. The various service quality dimensions used in this study are listed below:

Table 4: Service Quality dimensions with description

Service Quality dimensions Description

Policy Store’s policy on merchandise quality, parking, operation hours, and credit cards

Tangibles The appearance of physical facilities, equipment, appearance of personnel and 
communication materials

Personal Interaction Store personnel are capable to handle returns and exchanges, customers’ problems 
and complaints

Reliability The ability to perform the promised service dependably and accurately

Source: Parasuraman, Zeithaml & Berry, 1988 and Dabholkar, P.A., Thrope, D.I and Rentz, J.O., 1996.

Figure: 1 Proposed Research Model

Based on the research gap, the proposed research model for the present study is exhibited in 
Figure 1.

Hypotheses for the Study
1.  There is a positive relationship between sales promotion of modern retail stores and con-

sumer buying behaviour. 
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2. There is a positive association between service quality and consumer buying behaviour in 
modern retail outlets.

3. The relationship between sales promotion of modern retail outlets and buying behaviour is 
mediated by the frequency of visit and the amount spent by the consumer.

4. The relationship between service quality of modern retail outlets and buying behaviour is 
mediated by the frequency of visit and the amount spent by the consumer.

Statistical Tools 
The gathered information is examined utilizing a statistical package. To scrutinize the survey, 

the investigator utilized the Statistics Package for Social Science software (SPSS). So as to define 
the fundamental model in the information gathered, the investigator utilized descriptive statistics 
(Lawrence, 2006). 

a. Information on demography of consumers was examined utilizing descriptive statistics; 

b. Multiple Regression analysis was used to find the impact of sales promotion and service 
quality of modern retail outlets on consumer buying behaviour;

c. Sobel test was used to find the mediating role of frequency of visit and amount spent on 
buying behaviour in modern retail outlets.

Analysis and Results
The analysis and results of the data has been presented through the analysis of profile of 

respondents, behavioural characteristics of respondents, purchase decision of respondents, 
analigies of reasons for visiting modern retail outlets, universal analysis of responses of 1105 
sample respondents to the structured questionnaire and testing of hypotheses.

Demographic Profile of Respondents
Table 5 reveals the demographic profile of the respondents taken for the study. Among the 1105 

respondents 52 percent are male and 48 percent are female. The different age groups reveal that 
around 47 percent of the respondents belong to 31 to 50 years followed by 43 percent from 18 to 
30 years and 10 percent from above 50 years. Education data reveals that around 40 percent of the 
respondents are post graduate and above followed by 39 percent of the respondents are graduates, 
17 percent are under graduates and 4 percent are below metric. Majority 49 percent of respondents 
who are privately employed followed by 23 percent being Govt. employed, 16 percent are 
unemployed. The monthly income data reveals that 34 percent of the respondents have a monthly 
income between Rs.15000-35000 followed by 32 percent with Rs. 35000-65000, 22 percent have an 
income below Rs.15000 and 12 percent have income above Rs.65000. Majority being 49 percent of 
the respondent’s, family size is in between 2-4 followed by 23 percent in between 4-6, 16 percent 
between 1-2 and 12 percent are 6 and above.
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Table 5: Demography of Respondents

Demography Supermarket Hypermarket Mall
Total (Approx.)

n (%)

Gender

Male 142 (40.9) 221 (62.4) 213 (52.7) 576 (52)

Female 205 (59.1) 133 (37.6) 191 (47.3) 529(48)

Total 347 (100.0) 354 (100.0) 404 (100.0) 1105 (100.0)

Age

18 to 30 181 (52.2) 119 (33.6) 175 (43.3) 475 (43)

31 to 50 120 (34.6) 210 (59.3) 187 (46.4) 517(47)

Above 50 years 46 (13.3) 25 (7.1) 42 (10.4) 113(10)

Total 347 (100.0) 354 (100.0) 404 (100.0) 1105 (100.0)

Education

Below metric 8 (2.3) 27 (7.6) 14 (3.5) 49(4)

Under graduate 46 (13.3) 68 (19.2) 70 (17.3) 184(17)

Graduate 155 (44.7) 86 (24.3) 185 (45.8) 426(39)

Post graduate 
and above

138 (39.8) 173 (48.9) 135 (33.4) 446(40)

Total 347 (100.0) 354 (100.0) 404 (100.0) 1105 (100.0)

Monthly Income

< 15000 72 (20.7) 89 (25.1) 77 (19.1) 238(22)

15000 - 35000 150 (43.2) 99 (28.0) 130 (32.2) 379(34)

35000 - 65000 77 (22.2) 132 (37.3) 148 (36.6) 357(32)

> 65000 48 (13.8) 34 (9.6) 49 (12.1) 131(12)

Total 347 (100.0) 354 (100.0) 404 (100.0) 1105 (100.0)

Behavioural Characteristics of Respondents
Table 6: Behavioral Characteristics of Respondents

Behavioural 
Characteristics

Supermarket Hypermarket Mall
Total (Approx.)

n (%)

Frequency of visit More times in a week 8 (2.3) 27 (7.6) 14 (3.5) 49(4)

Once in a week 46 (13.3) 68 (19.2) 70 (17.3) 184(17)

Once in a fortnight 155 (44.7) 86 (24.3) 185 (45.8) 426(39)

Once in a month 103 (29.7) 117 (33.1) 67 (16.6) 287(26)

Very rarely 35 (10.1) 56 (15.8) 68 (16.8) 159(14)

Total 347 (100.0) 354 (100.0) 404 (100.0) 1105 (100.0)

Mode of payment Cash payment 25 (7.2) 73 (20.6) 44 (10.9) 142(13)

By debit card 77 (22.2) 58 (16.4) 105 (26.0) 240(22)

By Credit card 245 (70.6) 223 (63.0) 255 (63.1) 723(65)

Total 347 (100.0) 354 (100.0) 404 (100.0) 1105 (100.0)

Amount Spent Less than Rs.500 17 (4.9) 36 (10.2) 81 (20.0) 134(12)

Rs.500-2000 180 (51.9) 178 (50.3) 188 (46.5) 546(49)

Rs.2000-3500 140 (40.3) 96 (27.1) 79 (19.6) 315(29)

More than Rs.3500 10 (2.9) 44 (12.4) 56 (13.9) 110(10)

Total 347 (100.0) 354 (100.0) 404 (100.0) 1105 (100.0)
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Table 6 reveals the behavioural characteristics of respondents. Majority being 46 percent of 
the respondents visit once a fortnight to mall and 45 percent of the respondents to supermarket 
followed by 33 percent visit once a month to hypermarket, 19 percent and 17 percent visit once in 
a week to hypermarket and mall respectively, 10 percent visit very rarely and least 2 percent visit 
more times in a week to super market. That means, around 17 percent of the respondents visit 
modern retail outlets on weekly basis. 

The mode of payment data reveals that majority being 65 percent of the respondents pay 
by credit card followed by 22 percent pay by debit card. That means, only 13 percent of the 
respondents pay through cash in modern retail outlets. 

The data on amount spent during every visit by the respondents, shows that majority 52 
percent of the respondents spent amount between Rs.500-2000 in supermarket followed by 50 
percent in hypermarket and 47 percent in mall. Least 3 percent of the respondents spent amount 
more than Rs.3500 in supermarket.

Purchase Decision of Respondents
Table 7: Purchase Decision of Respondents

Purchase decision influenced by
Yes No

n(%)

Friends 596 (53.9) 509 (46.1)

Family 709 (64.2) 396 (35.8)

Promotion (Discounts/Offers) 552 (50.0) 553 (50.0)

Advertisement 278 (25.2) 827 (74.8)

Table 7 reveals the purchase decision of the respondents is influenced by friends, family, 
promotion and advertisement. Majority 64 percent of the respondents purchased products based 
on the decision of the family, followed by 54 percent by friends. That means family and friends 
are dominant in influencing purchase decision of the respondents than promotional offers and 
advertisement of the modern retailers which are at 50 percent and 25 percent respectively.

Reasons for Visiting Modern Retail Outlets
Table 8 reveals the reasons for visiting modern retail outlets by the respondents. Majority 

64 percent of the respondents visit mall, 53 percent visit hypermarket and 52 percent visit 
supermarket for shopping and entertainment followed by 54 percent, 50 percent and 32 percent 
of the respondents visit malls, supermarkets and hypermarkets respectively for socialization, 
59 percent for enjoying food courts in supermarket followed by 52 percent in mall, 33 percent 
visit supermarket for shopping only followed by 28 percent visit hypermarket, 23 percent of 
respondents visit supermarkets for window shopping followed by 18 percent visit mall and least 4 
percent of the respondents visit supermarket for entertainment only.
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Table 8: Reasons for Visiting Modern Retail Outlets

Reason for visiting modern retail Outlets Supermarket Hypermarket Mall

Yes No Yes No Yes No

n (%)

Shopping only 113 (32.6) 234 (67.4) 100 (28.2) 254 (71.8) 62 (15.3) 342 (84.7)

Entertainment only 13 (3.8) 325 (96.2) 30 (8.5) 324 (91.5) 88 (22.3) 307 (77.7)

Shopping and Entertainment 180 (51.9) 167 (48.1) 188 (53.1) 166 (46.9) 257 (63.6) 147 (36.4)

Socialization 175 (50.4) 172 (49.6) 114 (32.2) 240 (67.8) 219 (54.2) 185 (45.8)

Window shopping 78 (22.5) 269 (77.5) 52 (14.7) 302 (85.3) 73 (18.1) 331 (81.9)

Enjoying food courts 203 (58.5) 144 (41.5) 100 (28.2) 254 (71.8) 211 (52.2) 193 (47.8)

Universal Analysis
The universal analysis focuses on mean score and standard deviation for (i) Sales Promotion 

of modern retail outlets; and (ii) Service quality of modern retail outlets. The analysis and 
interpretation of data are presented below:

i) Sales Promotion of Modern Retail Outlets
Table 9: Mean Score and Standard Deviation for Sales Promotion (n=1105)

Factor Label Statements Mean SD

Cash Discounts This store offers immediate cash 
discounts 

2.91 1.26

Loyalty Discount The store offers loyalty points for 
redemption/ repurchase. 

3.57 1.21

Quantity Discount or Promotional Packs Offers like packages with extra content 
influence me to choose a specific brand.

3.12 1.29

Promotional pack of this store like 
buy –two- get - one can save me a lot of 
money.

2.92 1.21

Coupons This store offers shopping coupons for 
redemption/ repurchase. 

2.98 1.24

Displays In – store displays of the store help me 
to buy what I really needed.

2.96 1.23

The store changes the offer regularly 
and keeps it interesting.

3.61 1.05

Aggregate Mean value and Standard 
Deviation

3.16 0.69

Table 9 shows the descriptive statistical measures of sales promotion. From the mean scores, 
majority of the respondents were satisfied with all the items (Mean>3.0) of the factor sales 
promotion namely, ‘This store offers immediate cash discounts’, ‘The store offers loyalty points 
for redemption/ repurchase’, ‘Offers like packages with extra content influence me to choose a 
specific brand’, ‘Promotional pack of this store like buy two- get - one can save me a lot of money’, 
‘This store offers shopping coupons for redemption/ repurchase’, “In – store displays of the store 
help me to buy what I really needed” and ‘The store changes the offer regularly and keeps it 
interesting’. In addition, the item ‘The store changes the offer regularly and keeps it interesting’ 
had the highest mean value of 3.61 followed by ‘The store offers loyalty points for redemption/ 
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repurchase’ had the mean value of 3.57 and ‘This store offers immediate cash discounts’ had the 
least mean value 2.91. That means that the consumers are more satisfied with the sales promotion 
tool Displays followed by Loyalty Discount of modern retail outlets. As the Aggregate standard 
deviation is less than 1, the opinions of customers do not vary significantly with the sales 
promotion.

ii)  Service Quality of Modern Retail Outlets
Table 10: Mean Score and Standard Deviation for Service quality (n=1105)

Statements Statements Mean SD

Policy The store offers high quality commodity for sale. 3.61 0.88

I avail those products in this store which were searched earlier 
through online.

3.56 0.96

The store provides convenient parking of vehicles. 3.64 0.98

Tangibles There are enough product information leaflets for customers. 4.13 0.96

The bill contains clear and detailed information. 3.92 1.15

I can choose the mode of payment. 3.75 1.06

Personal Interaction Employees of the store are able to handle complaints directly and 
immediately.

3.33 1.30

This store gives individual attention 3.79 0.94

Reliability The store has provision for return and exchange. 3.51 1.26

I feel safe and secure while shopping in this store. 3.87 0.86

Aggregate Mean value and Standard Deviation 3.71 0.48

Table 10 shows the descriptive statistical measures of service quality. From the mean scores, majority 
of the respondents were satisfied with all the items (Mean>3.0) of the factor service quality. In addition, 
the item ‘There are enough product information leaflets for customers’ had the highest mean value 4.13 
followed by ‘The bill contains clear and detailed information 3.92’ and ‘Employees of the store are able to 
handle complaints directly and immediately’ had the least mean value 3.33 respectively. That means that 
the consumers are more satisfied with the service quality dimension Tangibles and least satisfied with 
the dimension Personal Interaction. As the Aggregate standard deviation is less than 1, the opinions of 
customers do not vary significantly with the service quality dimensions.

Testing of Hypotheses

Hypothesis 1:
H0: There is no positive relationship between sales promotion of modern retail outlets and con-

sumer buying behaviour.

H1: There is a positive relationship between sales promotion of modern retail outlets and con-
sumer buying behaviour.
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Table 11: Association between Sales Promotion and Consumer Buying Behaviour

Coefficients Adjusted 
R-square

t-value p-value
Beta SE

(Constant) 0.703 0.203

0.61

3.459 0.001

Cash Discount 0.012 0.039 0.295 0.040

Loyalty Discount 0.160 0.041 3.949 0.000**

Quantity Discount 0.305 0.045 6.770 0.000**

Coupons 0.144 0.030 4.761 0.000**

Displays 0.437 0.044 9.984 0.000**

 Dependent Variable: Consumer Buying Behaviour, **p<0.01

Table 11 presents the multiple regression, in which consumer buying behaviour is a 
dependent variable and tools of sales promotion of modern retail outlets are independent 
variables. The value of the regression coefficients indicate intensity of association of independent 
variables with dependent variable. If the values are more, then the intensity of association is 
more. Hence we conclude from the above table that Displays (β=0.437, t=9.984, p<0.01), Quantity 
Discount (β=0.305, t=6.770, p<0.01), Loyalty Discount (β=0.160, t=3.949, p<0.01), and Coupons 
(t=0.144, t=4.761, p<0.01) have more impact on consumer buying behaviour.

 The coefficient of determination denoted by R-squared varies between 0 and 1 and represents 
the proportion of total variation in the dependent variable that is accounted for by the variation in 
the variables. From the above table, the adjusted R squared value is 0.61. This shows that around 
61% of the variation in the dependent variable is explained by the five tools of sales promotion. 
It is seen that all the tools have positive impact on the overall buying behaviour of consumers in 
modern retail outlets. This means that, if any of the tools is increased keeping others as constant, 
then the positive impact on overall buying behaviour is also increased.

It is found that the value of beta coefficient and t values are statistically significant at 1 percent 
and 5 percent level of significance. Therefore, the null hypothesis is rejected with a conclusion that 
there is a positive relationship between sales promotion of modern retail outlets and consumer 
buying behaviour.

Hypothesis 2:
H0: There is no positive association between service quality and consumer buying behaviour in 

modern retail outlets.

H1: There is a positive association between service quality and consumer buying behaviour in 
modern retail outlets.

Table 12: Association between Service Quality and Consumer Buying Behaviour

Coefficients Adjusted 
R-square

t-value p-value

Beta SE

(Constant) 1.258 0.305

0.58

4.121 0.000

Policy 0.200 0.067 0.923 0.035

Tangibles 0.160 0.056 1.540 0.012

Personal Interaction 0.515 0.054 9.574 0.024

Reliability 0.060 0.056 0.472 0.046

Dependent Variable: Consumer Buying Behaviour



96ADMAA

Volume 1  Issue 2   2016

Amity Journal of Marketing

AJM

Table 12 presents the multiple regression, in which buying behaviour is a dependent variable 
and dimensions of service quality of modern retail outlets are independent variables. It is seen 
that all the dimensions of service quality have positive impact on consumer buying behaviour 
in modern retail outlets. The adjusted R square value is 0.58. This shows that around 58% of the 
variation in the dependent variable is explained by the four dimensions of service quality. The 
value of the regression coefficients indicate intensity of association of independent variables with 
dependent variable. If the values are more, then the intensity of association is more. Hence we 
conclude from the above table that Personal Interaction, Policy and Tangibles have more impact 
on the buying behaviour in modern retail outlets. It is seen that all the dimensions have positive 
impact on the overall buying behaviour of consumers in modern retail outlets. This means that, if 
any of the dimensions is increased keeping others as constant, then the positive impact on overall 
buying behaviour is also increased.

 It is found that the value of beta coefficient and t values are statistically significant at 5 percent 
level of significance. Therefore, the null hypothesis is rejected with a conclusion that there is a 
positive association between service quality and consumer buying behaviour in modern retail 
outlets.

Hypothesis 3:
H0: The relationship between sales promotion of modern retail outlets and buying behaviour is 

not mediated by frequency of visit and the amount spent by the consumer.

H1: The relationship between sales promotion of modern retail outlets and buying behaviour is 
mediated by frequency of visit and the amount spent by the consumer.

Table 13: Direct and Total Effects for Frequency of Visit and Amount Spent

Coefficients SE t-value p-value

Frequency 
of visit

Amount 
Spent

Frequency 
of visit

Amount 
Spent

Frequency 
of visit

Amount 
Spent

Frequency 
of visit

Amount 
Spent

bYX 0.1901 0.1901 0.0289 0.0289 6.5760 6.5760 0.0000 0.0000

bMX -0.0960 -0.0076 0.0458 0.0360 -2.0965 -0.2115 0.0363 0.8325

b(YM.X) 0.0713 0.0318 0.0189 0.0242 3.7784 1.3159 0.0002 0.1885

b(YX.M) 0.1969 0.1903 0.0288 0.0289 6.8403 6.5864 0.0000 0.0000

Dependent variable: Buying Behaviour(Y)
Independent variable: Sales promotion (X)
Mediator: Frequency of visit, Amount Spent (MedV)

Table 13 presents the association between buying behaviour and sales promotion through the 
mediation variables Frequency of Visits and Amount Spent by the consumer. The sales promotion 
has a significant impact on buying behaviour when mediated by the Frequency of Visits (β=0.1901, 
p=0.000<0.01) and Amount Spent (β=0.1901, p=0.000<0.01). It has a significant impact on buying 
behaviour controlling the mediator variable Frequency of Visit (β=0.1969, p=0.000) and Amount 
Spent (β=0.1903, p=0.000). However, the path of sales promotion and mediator variable is found to 
be insignificant (b MX>0.05) and (b (YM.X)>0.05). So, it is needed to analyse the results of indirect 
effect of mediators.

Table 14 provides the test of the significance of the indirect effect (path an X path b) using 
the Sobel test found to be the insignificant towards Frequency of visits (z=-1.7860, p>0.05) and 
Amount Spent (z=-0.1670, p>0.05). In this case, it is necessary to analyse the Bootstrap results to 
conclude that the indirect effects of mediators are significant or not.
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Table 14: Indirect effect and significance using normal distribution

Mediators Value S.E
LL 95  

CI
UL 95 

CI
z

Sig.
(two)

Frequency of visit Sobel -0.0069 0.0038 -0.0144 0.0007 -1.7860 0.0741

Amount Spent -0.0002 0.0014 -0.0031 0.0026 -0.1670 0.8674

Table 15: Bootstrap result for indirect effects

Mediators Mean S.E
LL 95  

CI
UL 95  

CI
LL 99  

CI
UL 99  

CI

Frequency of visit
Effect

-0.0070 0.0039 -0.0152 0.0001 -0.0197 0.0023

Amt. Spent -0.0002 0.0013 -0.0029 0.0026 -0.0050 0.0038

Table 15 presents the bootstrapped confidence intervals (95%). Here we are looking to see 
if ZERO (0) lies within the interval range. The 95% lower limit and upper limit with the TRUE 
indirect effect would be zero (basically no mediation). In this case the TRUE indirect effect is 
95% likely to range from the Frequency of Visits (-0.0152 to 0.0001) and Amount Spent (-0.0029 
to 0.0026), the estimated effect is 0.000 (lying between these two values). In this case zero occurs 
between the LL (lower limit) and the UL (upper limit) then we conclude that the indirect effect is 
non-significant. Hence, the null hypothesis, “The relationship between sales promotion of modern 
retail outlets and buying behaviour is not mediated by frequency of visit and the amount spent by 
the consumer” is accepted.

Hypothesis 4:
H0: The relationship between service quality of modern retail outlets and buying behaviour is 

not mediated by frequency of visit and the amount spent by the consumer.

H1: The relationship between service quality of modern retail outlets and buying behaviour is 
mediated by frequency of visit and the amount spent by the consumer.

Table 16: Direct and Total Effects for Frequency of Visit and Amount Spent
Coefficients SE t-value p-value

Frequency 
of visit

Amount 
Spent

Frequency 
of visit

Amount 
Spent

Frequency 
of visit

Amount 
Spent

Frequency 
of visit

Amount 
Spent

bYX 0.3689 0.3689 0.0406 0.0406 9.0945 9.0945 0.0000 0.0000
bMX -0.2004 0.2606 0.0652 0.0508 -3.0716 5.1301 0.0022 0.0000
b(YM.X) 0.0795 -0.0023 0.0186 0.0241 4.2798 -0.0941 0.0000 0.9250
b(YX.M) 0.3849 0.3695 0.0404 0.0411 9.5208 8.9982 0.0000 0.0000

Dependent variable: Buying Behaviour (Y)
Independent variable: Service quality (X)
Mediator: Frequency of visit, Amount Spent (Med V)

Table 16 presents the association between buying behaviour and service quality through the 
mediator variables Frequency of Visit and Amount Spent by the consumer. The service quality 
has a significant impact on buying behaviour when mediated by the Frequency of Visit (β=0.3689, 
p=0.000) and Amount Spent (β=0.3689, p=0.000). It has a significant impact on buying 
behaviour controlling the mediator variable Frequency of visit (β=0.3849, p=0.000) and Amount 
Spent (β=0.3695, p=0.000). However, the path of service quality and mediator variable is found 
to be insignificant (b (YM.X) > 0.05). Hence, it is needed to analyse the results of indirect effect 
of mediators.
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Table 17: Indirect effect and significance using normal distribution

Mediators Value S.E
LL 95  

CI
UL 95

CI
z Sig. (two)

Frequency of 
visit Sobel

-0.0159 0.0065 -0.0287 -0.0032 -2.4516 0.0142

Amount Spent -0.0006 0.0064 -0.0131 0.0119 -0.0924 0.9264

Table 17 provides the test of the significance of the indirect effect (path an X path b) using the 
Sobel test found is to be insignificant towards Amount Spent (z= -0.0924, p>0.05). In this case, it 
is necessary to analyse the Bootstrap results to conclude that the indirect effects of mediators are 
significant or not.

Table 18: Bootstrap result for indirect effects

Mediators Mean S.E
LL 95  

CI
UL 95  

CI
LL 99  

CI
UL 99 

CI

Frequency of visit
Effect

-0.0160 0.0077 -0.0344 0.0025 -0.0389 0.0005

Amount Spent -0.0001 0.0062 -0.0116 0.0120 -0.0161 0.0182

Table 18 presents the bootstrapped confidence intervals (95%). The TRUE indirect effect is 95% 
likely to range from the Frequency of Visit (β= -0.0344 to 0.0025) and Amount Spent (-0.0116 to 
0.0120), the estimated effect is 0.000 (lying between these two values). It is observed that zero occurs 
between the LL (lower limit) and the UL (upper limit). Hence, the indirect effect of mediator variable 
towards Frequency of Visit and Amount Spent is non-significant. Hence we conclude that the null 
hypothesis “The relationship between service quality of modern retail outlets and buying behaviour 
is not mediated by frequency of visit and the amount spent by the consumer” is accepted.

Suggestions
1. Consumers would prefer to shop and get entertained in modern retail outlets. Hence, modern 

retailers should host some entertainment programme as it gives a pleasant shopping and enter-
tainment experience to consumers.

2. As family and friends are dominant in influencing the purchase decision of the respondents, the 
promotion campaign of modern retailers should be intensified throughout the year, particularly 
during festival seasons.

3. It is fair to suggest to modern retail outlets to offer quantity discount as an effective sales promo-
tion tool.

4. Modern retail outlets can adopt personal interaction among service quality dimensions as a 
competitive advantage while competing in the market. This is because this dimension has more 
impact on the consumer buying behaviour.

5. Since the service quality dimensions viz. Policy, Tangibles and Reliability have little impact on 
the consumer buying behaviour, the modern retail outlets can just maintain their intensity at the 
same level as they are at present.

6. To target more business from consumers of lower income group, the modern retailers have to 
sell the products at a reasonable price. 

7. The modern retailers can also keep their eyes open towards foreigners who come to shop, by 
displaying all variety of branded products.

8. Supermarkets, hypermarkets and malls have to replace the old and expired items from their 
shelf frequently.
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Limitations of The Study
1. The present study focused on a narrow demographic representation of consumers who visited 

malls, hypermarkets and supermarkets in selected cities of Karnataka. This could limit the gen-
eralization of finding and inferences to whole consumers.

2. The study has covered only the perception of consumers but not retailer’s perspective.

3. The study has not explored the mall management, impact of modern retailing on unorganised 
or traditional retail market and technology impact on consumer behaviour.

4. The researchers found it very difficult to make the respondents answer the lengthy questions as 
they were in shopping mood and were reluctant to reply to the questions.

Conclusion
The perception of consumers can be seen as an outcome which takes into account the changes 

in buying behaviour. The higher the rate of buying nature of consumers as well as increase of 
technological growth leads to marketing problems, especially the perception of consumers varies 
on the basis of technological growth. As such, the current study gives the idea to retailers to 
understand the views of consumers in retailing. Further, the present research is not only helpful 
for retailers but also supports marketing researchers and academicians as it gives a holistic view of 
retailing.

 In addition, this study depicts that there is a major change in buying behaviour of consumers 
in modern retail outlets in terms of their information collection decisions, money spending, 
purchase decision making and loyalty. These changes occur due to the changes in life style, 
literacy rate and household income. The findings show that tools of sales promotion Loyalty 
Discount, Quantity Discount, Coupons and Displays, service quality dimension Personal 
Interaction had a significant impact on consumer buying behaviour in modern retail outlets. 
Focusing on the factors is of great importance as they influence the buying behaviour of the 
consumers in the modern retail outlets, and would enable the retailers to identify their strengths 
and weaknesses. 

Scope For Further Research
1. Limited factors are used in the present study. This creates an opportunity for future research 

in this area by using other variables such as marketing strategies, product attractiveness and 
brand strategies etc.

2. Future research is required to clearly assess consumer buying behaviour by collecting the data 
represented from the multi-state or cross country. 

3. A possible direction is to examine and compare the other factors such as marketing strategies, 
product attractiveness and brand strategies that can influence the shopping behavior of custom-
ers in different types of retail stores like discount stores and specialty stores. 

4. Customer experience management in retail industry, e-tailing and foreign direct investment 
(FDI) in retail industry are the major areas for further research.
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