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ABSTRACT
It is believed that Brand Equity and its related concepts are both the formulative and
creative side of the environment. It‟s constantly whispered that brand equity is an
advantage to the company and also provide a value to the firm and enhances the
company‟s reputation that makes the variation between a company‟s genuine
assessments and its texted assessments. On either side from marketing point of view,
great brand equity leads to earn huge profits, less investment on promotional activities,
more extension prospects and even less susceptibility from their competitor‟s actions.

In broad sense brand equity is not an innovative concept but it differs from one industry
to another and takes up diverse forms and functions with assorted uniqueness and
determinants. In the modern era companies have more competitors and unknown
entrants who are patter the markets. The new entrants are generally distributors and
retailers who identified the pulses of the customers and try to sell their own products to
serve the customers even in better way. In India more than 35 % of the market is
untapped by the companies.

To tap the untapped market and also to distribute the product to the customers,
Distribution channel management is proposed by the companies; at the same time
these companies expect that proposed channel members help them to serve their
customers and to keep informing the market situations and conditions to enhance the
level of customer‟s satisfaction. Retailers are the first level/channel member who
interact directly with the customers and have excellent knowledge of the customers.
These retailers and distributors have direct link and interaction with the customers
discovered that there is a fine profit exists if they come up with their own brand.

They have keen interest to satisfy customers based on their needs and wants in return
they earn handsome profit. These retailers have created their own brands to earn nice
profits and also they cover up the untapped markets and existing market. These
retailers identified the few segments where in Food and Apparels are great in demand.
Keeping groceries segment the entire study is proposed by considering one of the
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retailer reminiscent Big Bazaar in Bangalore city. Bangalore market is comprehensive
market with excellent opportunities for the vendors who delivery good quality products
to the customers. The market poised of fine products not only in the apparels and
fashions but also in the grocery segment.

This grocery segment has excellent profit for the vendor, numerous multinational
companies are the part of this profit making segment. Thus this study emphasize on
brand equity effect on the brand of the retailers i.e. the branded products of retailers
reminiscent Big Bazaar (Golden Harvest) which is narrow down to groceries segment
particularly to the unprocessed grocery segment. This study also shows the factors
which influences the customers to buy retailer‟s brand. In conclusion, this research
clarifies the effective responses of the customers on the retailer‟s brand in the groceries
segment. Finally, this study ends with recommendations for the improving retailers
brand in Indian market.
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CHAPTER I
INTRODUCTION
-----------------------------------------------------------------------------------------------------------This chapter is to briefly introduce the research environment as well as the basis of
chosen the area of research. It is then trailed with the discussion of the research’s
scope, limitations and its significance and inference. After all, the research arrangement
is also stated to make the research easier to pursue.
------------------------------------------------------------------------------------------------------------

1.0: Introduction
India is growing with the great pace and to keep up this pace retail sector that support
the economy of the country. It‟s one of the oldest concepts with the new approach to
meet the need of the customers by providing products and services. Retailing is
interconnecting the consumers with the company and the distribution channels. The
concept of retail has come with the big loom which promises more than the expectations
of the customers, to meet these expectations of the customers‟ retailers/ shop keepers
are coined. Retailers act as intermediaries between company and customers.
The concept of retail is to trade the products and services to the preferred user or end
user from the business or individuals. Retailers are one of the parts of integrated
systems of supply chain management. Generally acquisition of the goods or products in
massiveness quantities procured directly or indirectly (through a wholesale) from
producers or manufacturers by the retailer, and proffer to the lesser quantities to the
consumer for a better turnover. Retailing can be happened in any predetermined locality
like stores or markets or marketplace, door to door delivery or by delivery.
Retailing is composed of sub set of service such as deliverance. The retailer can be
applied to anywhere a service appears and supplier services are need of a fine set of
folks which is general public. Shops are to be located at residential areas so that reach
of the public should be ease for shopping.
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Most of the times a shopping lanes are partial or full roofed to secure customers from
precipitation. Shopping frequently refers to be active of purchasing the products and
services. Sometimes this is obtained the needs such as food, clothing and shelter, and
also it is a leisure activity. This type of shopping involves window shopping i.e. Just
explore, actual not buying process and browsing which yield no purchase from the
customers.

1.1: RETAILING SYSTEM
1.1.1: Retail- the Industry
From the brick and mortar period, the Indian retail Industry background is progressed to
adopting the latest technology for connecting with the customers. The actual aim is to
accomplish a comprehensive customer experience. In India, the shopping revolution
has took place as the entire concept and the innovative idea of shopping got
tremendous change in terms of consumer buying behavior and its format. India
experienced the modern retailing system with the extensive shopping centers, huge
complexes and multi storied malls which offers the great shopping, food and
entertainment all these under one roof. At the same time the growth of Indian retail
industry 10.6% in between 2010 -2012 and anticipated to get boost to 750-850 billion
US$ by 2012. The industry has more opportunities in this sector as it has got undefined
tapped market and this sector is slowly but surely become the next boom industry in
India.

In this industry the food and grocery segment is one of the largest classes more than
60% of market favor within this retail industry. Indian organized retailing is under
transition today, bringing a lot of changes in the formats of retailing. The shoppers enjoy
the privilege of shopping the goods and services required by them in a variety of
formats. Recently, Bangalore is witnessing this change and the shoppers at Bangalore
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are exposed to various formats of shopping, ranging from local Kirana„s shop,
convenience stores, supermarkets to hypermarkets.

The major retailers of India are opening up their hypermarkets in the city. In this context,
studies on customer preferences and experiences will be of use to the retailers in
shaping their retail outlets and offering services. In retail market India is considered as
the rank 5th across the world and 4th rank among 30 countries with respect to the global
retail development. From the source IBEF the traditional size of the India market in
retailing industry is about 500 billion USD. According to the Deloitte report, it is
anticipated that retail industry will reach to 750-850 billion USD by 2015. A massive
assortment of the products and services the retail industry‟s accountability has proved
to the world.

The retailing sector can be generally classified into two major levels: First is Value
retailing and the other is Lifestyle retailing. Value retailing is more often than not a low
margin but lofty degree business such as food and groceries category whereas the
Lifestyle retailing is a low volume business with a high profit margin and includes
apparel and fashions including footwear etc. This segment can be further alienated into
various categories and subcategories, based on the nature of product and their
offerings.

Food market dominates the all major segments with and more than 60% share followed
by Apparels, fashion and trends. The stumpy association of the new categories implies
the great prospects for the prearranged/ organized retail grow and development in this
sector especially in India being the youngest nation and the good market of the world.

The evolution from the traditional retailing system to the prearranged / organized
retailing system start changing the anticipation of the consumers, increasing middle
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class life style of standard of living, fine disposable earnings, usage of luxury goods,
and variation in the demographic parameters and so on. The expediency of shopping
choices in their diversity under one roof and enhanced culture of shopping are
appreciating factors by the new and younger generation.

Table: 1.1: Top 50 retailers of the globe-2012
Retail

Name of Company

Country

Revenue

of 2012

Retail

Origin

Revenue (US $m)

Rank (FY12)
1

Wal-Mart Stores inc.

U.S

469,162

2

Tesco PLC

U.K.

101,269

3

Costco Wholesale Corporation

U.S.

99,137

4

Carrefour S.A.

France

98,757

5

The Kroger Co.

U.S.

96,751

6

Schwarz

Unternehmens Germany

87,236

Treuhand KG
7

Metro AG

Germany

85,832

8

The Home Depot, Inc.

U.S.

74,754

9

Aldi Einkauf GmbH & Co. oHG

Germany

73,035

10

Target Corporation

U.S.

71,960

11

Walgreen Co.

U.S.

71,633

12

CVS Caremark Corp.

U.S.

63,654

13

Aeon Co., Ltd.

Japan

63,100

14

Groupe Auchan SA

France

59,041

15

Woolworths Limited

Australia

58,602

16

Amazon.com, Inc.

U.S.

58,570

17

Seven & i Holdings Co., Ltd.

Japan

58,329

18

Edeka Zentrale AG & Co. KG

Germany

55,944

19

Wesfarmers Limited

Australia

54,231

20

Casino
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S.A.
21

Lowe‟s Companies, Inc.

U.S.

50,521

22

Rewe Combine

Germany

48,984

23

Best Buy Co., Inc.

U.S.

45,085

24

Centres

Distributeurs

E. France

44,807

Leclerc
25

Safeway Inc.

U.S.

43,322

26

Koninklijke Ahold N.V.

Netherlands

42,236

27

Sears Holdings Corp.

U.S.

39,854

28

J Sainsbury plc

U.K.

36,840

29

ITM

Développement France

35,753

International
(Intermarché)

30

The

IKEA

Group

(INGKA Netherlands

35,290

Holding B.V.)
31

Alimentation Couche-Tard Inc.

Canada

32,868

32

Loblaw Companies Limited

Canada

30,978

33

Delhaize Group

Belgium

29,242

34

Wm Morrison Supermarkets U.K.

28,790

PLC
35

Publix Super Markets, Inc.

U.S.

27,707

36

Macy‟s, Inc.

U.S.

27,686

37

The TJX Companies, Inc.

U.S.

25,878

38

Rite Aid Corporation

U.S.

25,392

39

Migros-Genossenschafts Bund Switzerland

24,332

40

Système

23,715

U,

Centrale France

Nationale
41

LVMH Moët Hennessy-

France

22,770

Louis Vuitton S.A.
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42

Mercadona, S.A.

Spain

22,536

43

Lotte Shopping Co., Ltd.

S. Korea

20,978

44

Yamada Denki Co., Ltd.

Japan

20,588

45

Inditex, S.A.

Spain

20,560

46

H.E. Butt Grocery Company

U.S.

19,400

47

Kohl's Corporation

U.S.

19,279

48

AS Watson & Company, Ltd.

Hong Kong

19,161

SAR

49

Coop Group

Switzerland

19,000

50

Apple Inc./Apple Stores

U.S.

18,828

Source: www.deloitte.G14 com/consumerbusiness
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1.1.2: Evolution of Retailing

Retailing was not at all as seen these days. It is alleged that the first true division store
in the world was originated in the Paris in 1852 by Aristide Boucicaut and was forename
as Bon Marche. In the untimely twentieth centrury, series store the Great Atlantic and
Pacific Tea Company of America (now famous as the A & P chain of stores) in progress
initiate new methods of food selling at fewer prices. Rapidly these chain shops
commenced the idea of one-stop shopping normally known as super market and
relieving house wife from stirring one shop to another to whole their shopping.

By the late 1950, about 40% of American populace was buying its groceries from these
organized retail stores. A supermarket nurtured, they comprehensive the self service
idea to other foods besides grocers. In the 1940s, meat began to sell as pre-packaged
item. Customers fond of pace and handiness of picking up a wrap up of meat that
previously have been weighed and priced. Eventually, this pre-packaging system was
extensive to fruits and vegetables and soon the supermarkets idea of self-service has
suit the rule rather than an exemption all over United States. It has, in realism now
stretch to the entire globe and is seen in almost all country in the world, through the
exposure of its achievement varies from country to country

Retail in India
The pre-independence era of India, the appearance of prearranged/ organized retail
was already on track when country started recognizing the business houses,
traditionally textile sector, endeavor the retailing through the company owning and
franchises outlets.

Not only these house hold business but also the special tailoring

shops which prolonged its operations to the foremost regional fashion trends retailers Delhi„s Mohanlal Sons, Mumbai„s Charagh Din, Bangalore„s PN Rao, and Kolkata„s
Burlington. The first prearrangement retail or organized retail chain was initiated by
southern India in the food and grocery (F&G) segment in India, namely Nilgiri„s, Food
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world, Margin Free and so on. The consumer durables goods section has its roots from
south with confined players like Viveks, Giria„s, VGP, Pai International, and so on. In
1990, India's first 5 lakh sq.ft. Shopping centre Spencer Plaza from Mangal Tirth domain
started in Chennai.

The retail uprising can be explicated in four stages in India:

1. Introduction - Pre 1990s
2. Conceptualization - 1990 - 2005
3. Retail development - 2005 through 2010
4. Consolidation and intensification - 2010 onwards

The developments in the four phases are as given under:

Retail Introduction
This phase was basically conquered by manufacturers ascertains their presence in
retail. Few are Bombay Dyeing, Raymond Group, S. Kumar Group and Bata.
Government initiatives were – KMF, Mother Dairy, Kendriya Bhandar, KSIDC, Super
Bazaar, etc Foodworld was the first nationalized retail chain from the RPG Group in the
Super Market section.

Retail Conceptualization
This moment sales channel is not identified by the manufacturer but immaculate
retailers cooperate that infiltrate the retail market, to inflate pan-India, for request
Pantaloons, Shopper‟s Stop and Lifestyle. The first cohort of international brands to
make an Indian entry during this segment integrated Mc. Donald„s, Benetton, Nike,
Adidas, VF Corporation, Reebok and Levi Strauss.
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Retail development
This is possibly the mainly lively phase of the Indian retail industry in terms of growth
and development, entry of new entrants/players and development of new and creative
formats. With practically limitless concealed on desk, Reliance, Aditya Birla, Mahindra
and Tata penetrated the bandwagon. Their sensation brought in inclusive retailers such
as Metro AG, Max Retail, Shoprite, Hypercity, and now Wal-Mart and more newly
Carrefour, Tesco and Zara that declare their entry in India and are buoyant about their
expansion in this market.

Bharti-Walmart is an obvious JV that entered in this segment. During this stage, a new
conception in Retail Real Estate materializes - Minimum assurance and revenue
allocation models. The rapid intensification soon fascinated the luxury product division With the FDI policy 2005-2006 permit single-brand overseas retailers to take up to 51%
stake in a joint project with a local firm, the dominant years saw the access of numerous
premium brands (Versace, Giorgio Armani, Gucci, etc.) generally in the course of joint
project

Retail Consolidation and intensification
This phase talks about the existing situation of the market and its growth of the retail
sector which promises huge opportunities to both the retailers and the populace. The
organized retail sector observed an 11% refuse in sales in 2008. In view of confronts
faced by the industry, retail chains are probable to focus on consolidation to cut costs
and endure in the market.

Retail Boom at Bangalore
In South Asia, the retail sector is witnessing a foremost revolution in its expansion,
structure, size and arrangement. India is considered as the top 5th retail market, as India
is accelerating in retailing sector in the world with more than 1.2 billion inhabitants. As
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India is considered as the huge market opportunities even the consumers have more
gaining power. In last decade India has adapted with the remarkable growth with a
considerable switch towards the organized retailing system and the development taking
consign in not just in urban cities (Tier I city) but also in II Tier and III Tier cities.

India possesses as the world‟s largest retail system with 1.2 million outlets and it‟s
contiguous to the competitor Mexico with 1.8 million outlets. This steers a nation as the
second prevalent consumer marketplace in the globe. The trade of the products and
services are split and has amazing retail industry with most unorganized sequence. The
kirana shops, neighboring provision store, paan- wala, neighboring baniya and
vegetable vendors are all the component of the Indian retail backdrop and also
numerous are comes under unorganized retail structure.
This is the reality that they are all no using the newest technology to make the item and
chore hassle free, and they are more anxiety about the concern of the customer, they
are very much aware on the needs, wants and the demands of the customer. They
identify from the stock preserve to fond and dislikes of the customers. Most of them are
conscious of the customers by name the services they attain like free home deliverance
and sometimes credit services.

It is the actuality that the traditional format exists all over the world; the levels of maturity
of the marketplace decide is the dependences on the arrangement like modern or
habitual. As Indian retailing industry is more destructive, it believes the online means
more rapidly providing more prospect to both the domestic and international retail
companies. It is anticipated that the Indian retail market will achieve US$ 792.84 billion
by FY 17. In sector like retail, Food and grocery is the prevailing category has more
than 60 % share followed by telecom and apparel section. India has more than one
million online retailers little and huge, who trade their products and services through
diverse portals of e-commerce.
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The online retail industry in the country reached US$ 12.6 billion in the year 2013,
Indian retailing system is alienated into two main levels i.e. Prearranged or Organized
retailing and unorganized retailing. Prearranged /Organized retailing covenant with the
activate behavior carried out by the licensed retailers. These comprise of open traded
supermarkets, retail chain/Outlets, hypermarkets and also private ownership selling
businesses.
In the year 2010, the majority of the rural and small towns were not witnessed organized
retailing. Hyper markets, super markets and similar kind of organized retail accounted
for just 4% of the market. On the other side Unorganized retailing system comprises of
the oldest formats of low price retailing. The majority of people purchase the products in
open market or enormous small grocery and retail shops.

In India presently just 8% of organized retail and remaining 92% is unorganized retailing
system is comprised. It is envisaged that allocation of organized retail will increase at
least 20% by the year 2020. It is estimated that the traditional retail will boost by 5%
over coming years, whereas the organized retail is predicted to record the growth pace
of 25% through this phase. In this prearranged/organized retail apparel is the one of the
promising segment followed by the F &G (food and grocery) and mobile and telecom
are the additional major segments which are contributing to this sector. The expected
prospects will be the supremacy of unorganized retail sector that offers the flexible
credit options and convenient shops are located to the proximity (Close to the premises)
of the customers.

The tough competition and infiltration of city markets is predicted to compel the local
retail contestants to faucet the latent in diminutive and immense towns. In organized
retail division the multi brands in specialty stores such as furniture, furnishing, foot
wears and consumer electronics are anticipated to inflate and established in the next
coming years.
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Conversely the guiding principle clause on resource will persist to be a foremost
restricted access for FDI in numerous of these segments. Bangalore city is situated at
height of over 3000 feet above sea level with a total geographic area of 2190 sq kms,
with plentiful lakes and flourishing green cover. In India, Bangalore is the third biggest
city and has the 2nd highest literacy rate among the other metropolitan cities of the
country, next to Mumbai with a literacy rate of 83.91%.

It has also capital of technology in India capital and is home for many software and
telecommunication companies and hence became Silicon Valley of India„.
The population of Bangalore is 6.8 million persons with a sex ratio of 964:1000
(Females: Males), and Per Capita Income is Rs. 28,305. It is very fantasying in every
aspect and like Bangalore no other city in India.

Bangalore with full of opportunities and a finest future states the transition of a
developing nation to the great hub of Information Technology. Today the city is growing
as a hub for Organized Retailers and becoming retail city by accommodating the
leading retailers of India in its destiny. Apart from the traditional kiranas stores the other
existing chain stores and big retailers include: Nilgris, Subhiksha, MTR, Food World, M.
K Ahmed stores, Shoppers stop.

Lifestyle, Archies Gallery, Globus, Music world, Sony World, VLCC, Apollo Pharmacy
and many more. Apart from this the city is experiencing a new format of retailing in
terms of Hypermarkets and Malls. Many hyper markets are coming up in the Bangalore.
The top hyper markets in the city are: the Pantaloon„s Big Bazaar, Jubilant Group
TOTAL, Tata„s STAR, and Auchan (Auchan) etc.

Along with this the many more corporates like Reliance have opened its retail outlets
like Reliance jewels, Reliance fresh, Reliance electronics etc. Aditya Birla group of
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companies have opened its retail outlet under the brand name MORE in the city. The
Bangalore city can provide accommodation an additional fifty to sixty retail units of 30
thousand to 40 thousand sq.ft.

He stated Shanghai have about 15 million population with 120 super and hypermarkets,
Bangalore‟s population with more than 8 million can effortlessly have more than partially
of that," Two years before Big Bazaar invested huge amount in Bangalore market,
Globus, Lifestyle and Westside and other outlets, bookkeeping for 6 lakh sq ft of retail
space. Since then, Forum Mall with the 3.5-lakh sq ft, embraces with 11-screen PVR
multiplex, and the Garuda Mall with 2.3-lakh sq ft have also emerged.

Vishnu Prasad, Pantaloons south head stated that Bangalore means big money for us
as the middle-class population is not only huge but prepared to spend money. Big
Bazaars make Rs. 150 crore of the total sales in the Bangalore city.
While Pantaloon retail store that is Bangalore Central Mall draws the sales around 100
crore Rs and it catering to the high class income group people.

In Bangalore nice Pantaloon's strategy is to identify itself within city, to achieve this it‟s
important for the company to show case city culture `Bangalore Hebbar', is fully
sponsored by Pantaloon retail in place of state government earlier.

The major reason for the retail growth is because of the Bangalore city's emerging
affluence. If we compare Bangalore‟s population a decade past it got increased more
than 30 percent and ranked 7 th as India‟s prosperous city. It is estimated that 1/3rd of the
households have an annual spending between Rs fifty thousand and 1 lakh in
Bangalore, whereas more than 40% of the Bangalore city's citizen have annual incomes
array between Rs seventy thousand and Rs 1.4 lakh. The retail boom in Bangalore is
not only seen in big retailers in every nook and corner as smaller shops which were
struggling for survival have started expanding and one can see at least three-four
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supermarkets in almost every locality. "Very few kirana shops have closed down. They
have in fact morphed into bigger stores or mini supermarkets," Bikash Kumar Said.

Leading hypermarkets of Bangalore
In Bangalore, at least five hyper markets have made a mark. A brief outline of the
markets is given here.

1. Big Bazaar
Future Group is one of the retail pioneers of young India. The company comprehends
the taste and preference of the consumers. As being one of retail pioneers with fine
number of retail formats, retail chain try connecting a diverse set and adoring group of
buyers, sellers and other businesses. It is observed that more than 300 million walk in
customers into the stores every year and the impact on retail business is amazing and
the products and services are procured by the 30000 small and medium and large scale
entrepreneur, manufacturers from entire India and it is expected to grow more in
number in coming years.
Future Group has not only elaborated the retail chain in India but also it has given
employment for more than 30000 people from each and every class of society. It
supplies the products and services to the entire country along with employment,
improving the standard of living, empowered local communities and nurturing growth for
the business partner i.e. for everyone who is associated with the business.
The company trust and believe the dream of India and aligned its business practices to
their objectives of being one of the main channel led in the growth in the India‟s
consumption.
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The company tries to change the socio economic in a positive dimension to promote
India‟s dream to fly high and Sone Ki Chidiya ascend again and again. This progress is
towards the ethos and expanding the wings deeper in Indian market. The group is
associated with forming the most popular retail chains of India. According to the Nielsen
Company Big Bazaar has ranked one of the top 3 brands of service with the 162 store
hypermarket. And diverse retail chain consist of Brand Factory, Department Store
Chain, Planet Sports, Sports Wear Chain, Central outlet store chain, Consumer
Durables Chain, Home Improvements, Home Town, Supermarket Chain, Food Bazaar,
Convenience Stores Chain, Ezone and KB‟s Fairprice and further the rural distribution
network is growing through Aadhaar.
As latest retail system steers demand in the new and fresh consumption in new
products, strategizing is based on the knowledge and understanding the consumers as
the product they need and try to keep these products in each and every city and in
every store arrangement. This retail chain offers innovative proffers at the reasonable
prices where most of the Indian households can afford the needy products.

2. More Hypermarkets
This retail chain is arm of Aditya Birla Group which is 40 billion USD corporation. In the
year 2007 Aditya Birla Retail Limited moved into food and grocery segment with the
acquirement of supermarket chain based from south. Consequently, Aditya Birla Retail
Limited broadens its wings across the nation with the brand called “more”. With 2
diverse formats Hypermarket and Supermarket. Normally the stores are situated near to
the residential areas.
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The supermarkets offer the needs or the requirements which are used by the
consumer‟s daily, weekly and monthly transactions. The products that put forward a
huge range of fresh vegetables and fruits, groceries segment, general merchandise,
home care, personal care and apparels.

There are more than 490 supermarkets

located in India. And Megastore is a outlet where the entire family shop. A huge
collection of products starting from vegetables and fruits, FMCG products and groceries,
it has also apparels, general merchandise and CDIT.

At present fourteen hypermarkets are operating under more. Brand. Megastore in
Karnataka: Mahadevapura, Gopalan, Bull Temple, Marathahalli and yeshwantpur and
also in Mysore. Megastore in Hyderabad: Banjara Hills, Saroor Nagar & Kukatpally. In
New Delhi: Kirti Nagar, Rohini and Orchid. In Maharastra: Indore, Thane and Vododara.

This retail chain has expanded its investment by introducing the nine brands in apparel
and footwear from in house. BlueEarth, Kruff and be Casuals are introduced for men
whereas for the women Karinee and Bjoyzz Brands are established. The two brands are
introduced for kids namely Yo and Chatter Kids. In the footwear division Berwins and
Inchheels are available at the stores providing a comprehensive shopping experience
for the customers. These in house brands are accessible across all the more megastore

3. Star India Bazaar
Star Bazaar is a hypermarket multi format chain located in the all major cities of India
namely Bengaluru, Mumbai, Aurangabad, Pune and Kolhapur. The retail chain is in
express format at Pune called Star Daily.
Over 11 hypermarkets are spread with a large area about forty thousand to eighty
thousand sq. ft and caters all type of product ranging from fresh vegetables, grocery,
apparel, consumer durables and general merchandise.
Every store provides more than 30000 products at affordable prices, portrayed in the
latest shopping scenario and supported by the great value and ethics of Tata Group.
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The retail chain offers best services and facilities to its customers namely free home
delivery, bakery, free wheat grinding, express counters and also a minimum cost, latest
shopping environment, good and friendly staff, return polices for shopper along with the
trail rooms and alteration facilities at the stores.
A Tata Group Company In Retailing have its Trent limited, where star Bazaar is the part
of it as being Rs. 1845 crore company with more than 100 plus stores in more than 38
cities across the country and these are with the formats namely Westside, Star Bazaar
and Landmark.

4. TOTAL Hyper Market

In Bangalore there are 5 hypermarket and Mall format of Total Super Store which is a
prominence retail chain and also the second largest retailer In Bangalore city. It is
situated in convenient residential areas which has densely populated with 40000 sq.ft
and it serve more than 8 lakh customers every month. As it is located in convenient
places it is easy for the better management, controlling and fine customer experience,
response time, efficiency of cost and economies of scale are the significant factors for
the customers.

The assortment of products and services which are offered to the customers to stand
apart from the competitors with nice value prices, the products such as
Home needs, apparels, fresh food items, staples, consumer durable and FMCG. This
retail outlet offers the unique and exclusive products. The retail outlet caters the
customers with consistent innovation and expansion of the categories.
Total Superstore adheres to a smart sourcing concept to offer its customers the world
class products at minimal prices. It offers the wide range of the products of both national
and the regional products. It delivers a comprehensive experience of shopping and
offers almost everything under one roof.
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5. Auchan Hypermarket
Auchan is leading hypermarket chain which operates in Russia, Central Europe,
Northern Europe and China with more than 616 hypermarkets. In India Auchan has
more than 13 hypermarkets, franchise with Landmark group, the Max hypermarket India
Pvt Limited. The retail chain has 44.4 billion euro revenue. Auchan is a one stop
shopping that meets the customer‟s daily needs like grocery, vegetables & fruits, meat
and fishes, kitchenware, apparels, wine and spirits, electronics, furniture and much
more, health and beauty under one roof.

The Landmark Group is leading retail firm in the Middle East India having dissimilar
investment of retail and hospitality brands. The Landmark Group endowed with value
driven product for the entire family through portfolio of the retail brands.

It has spread into leisure, hospitality, food and hotel segments under the segment. It got
consistently growth in the market condition the stability of performance and fine value
for customers across the world.

The 4 pillars are the strength of the company namely people, strategic business,
efficient operations and logistics. The Landmark Group milestone have been lay down,
a retail footstep of the turnover 17 million sq. ft in 20 countries over 1200 stores which
excess 5.2 billion $.
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Table: 1.2: Trade in South East Asia based on organized and
unorganized retail
Nationals

Organized Retail (%)

Unorganized Retail (%)

India

04

96

China

20

80

Indonesia

25

75

South Korea

15

85

Philippines

35

65

Malaysia

50

50

Thailand

40

60

1.1.3: The growth of retail drivers in India

The factors that have led to the growth of organized retailing in India are enumerated
here.
1) Proficient Trends in Consumers’ Income level and Consumption model

NCAER and several other data published by dissimilar research & confer with sources
indicate the subsequent tendency in Consumer income and put the following
protuberance on the Indian retailing.
2) Growing Prosperity
India with more than 192 million households as per India„s Marketing White book (2006)
by Business world, Out of these, only a modest over six million are well heeled that is,
with household revenue in overindulgence of Rs. 215, 000. Rest of the households are
75 million in the group of well off right away below the wealthy, gross among INR 45,
000 and INR 2, 15,000. This is a considerable percentage which proffers excellent
prospect for prearranged/organized retailers to hand round.
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3) Increase in the Sizable Disposable Income

In India the business class people accept the truth that extensive disposal of their
income is focused in the metropolitan cities and with well off and rich/ wealthy classes.
As in India the earnings are not equally distributed as contrast to the other Asian
financial system.

It is the fact that, the middle class in rural areas are 20 million in India which are equal
to the urban areas and have the identical purchasing interest and purchasing power. So
there exists the momentous and extensive prospect for prearranged/organized retailers
in the rural areas of India.
There are no contradicting issues about the rural market of India which grasp enormous
guarantee for the prearranged/organized retail but companies deliberate over to serve
that market and to get more profit out of it. Unlike the semi- cities market, which are not
developed in terms of infrastructural convenience.

4) Location is no more essential

One of the key issues is to discover a right business model with the exact retail format
which suits the customers taste and their preferences. It is fact that the cost incurred in
creating a business setup in rural areas are quite economical as contrast to the urban ,
urban areas along with the metropolitan areas whereas the tapping the customers is
one of the great distress. For instance the great giant Wal-Mart started its business in
rural market rather than urban market as there is a huge competition. This company has
set an example to do business it is very much required to set up a good and effective
business model it doesn‟t matter where businesses do.

It is observed that there is an increase in the exposure of urban on rural India.
Combining both the urban and rural upper class group can structure a convenient and
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most formative continuum market to the 23 million households along with the 115 million
consumers.

5) Rural markets with potential

In the year 1998-99, a set of 22 FMCG products are tracked down a whole Rs. 91500
crore invested as per the NCAER data.
The lowest income group of rural India normally spent 37 % whereas only 20% of the
top income class of the urban areas. This is happened because of the structure and its
potential of the market. By outlook vendors have to take care of the customers and their
purchasing power where there is no point in structuring the location where they normally
subsist.
6) Superior Balanced Rural Disbursement

As the common average city dweller spends more than twice than his remaining gross
in rural areas when it comes to allocation of their budget to these segments the villagers
surprise us. In India especially rural area a normal household consumption expenses
are allocated 10 percent of the monthly budget of the households for electric, fuel
consumption whereas the urban area households spends more than 9% under the
same aspects this draws more interest because of the competition in these urban areas
of India.

In terms of worth or the values aspects there is fine diverse situation in both rural areas
with households consumption gross earning Rs. 60 per month compared to the
urbanized areas to Rs. 110. All together, Rs.19 per day or Rs. 625 per month, the
normal average consumption expenses is very much less in the rural areas as
compared to the urban areas Rs. 39 per day or Rs. 1191 per month.
There is a drastic boost in the earning of the households and great augment in the
demand for the durables and expendables.
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This results in the ownership of the goods eventually; there is a significantly high
gaining that is empowered by middle class families in India.
7) Youngster’s Population of India

It is expected that the half of the citizens of India who lies the age group of 20-24 years
till 2010. This new generation probably not drives the productivity but there will be an
effect of the generation based on their consumption and income level. At present India
have a great human resource with more than 1.2billion and under this the citizens with
the age group of 30 years are more than 60% among the huge population. This present
situation states very clearly that the majority of the population is very much young and
working group is with a superior power of purchase.

A fine consumption power and consumption rate at the low meddle age of population
which portend well for the retail industry. In India Consumer spending has grown more
than 12 percent at mid-1990s and 64 per cent of India‟s GDP is enrolled by household
consumption. In the year 1992-93 Indian customers had expenses of Rs. 5745 whereas
in 2003-04 Rs. 16457 and it is likely to expect to boost trend by 12 percent more per
annum.

8) Indian Economy and the Fundamental Changes

In Indian economy, there are considerable changes taking place. The central
government of India declared that the any foreign firm can own maximum of 51 percent
of a single brand retail firm/ company, namely Adidas or Nike. This decision support
retailers‟ like Zara13 and Gap14 to enter Indian market.

Tesco is started planning to get enter the market through a joint venture with Home
Care Retail Mart Pvt Ltd and expected to open 50 stores in India. World‟s largest retail
chain the Gap Inc. which is leading Spanish fashion retail chain controls the 8 stores
with its formats and this specialty retailer have more than 3000 stores across globe with
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offerings like accessories, clothing and personal care products for all age group with no
gender bias.

Key drivers of growth of retail in the country
In India there is huge disposable income which results in increasing the consumer
spending behavior. India is young nation, where the large number of youth lies within
the age of 24 years; most of the families are nuclear in urban locality with the boosting
up of the working women and rising more prospects in the division are considering the
chief factors in the intensification of the prearranged organized retail sector.
The factors driving the prearranged retail system or organized retail system is as
follows:
 The purchasing of indispensable and dispensable products are drove by the
high income customers
 The comfortable life style, status and new technology trends creates the
substituted demand
 Variation in consumption patterns of the customers
 Improvisation in the income of both the rural and urban areas
 Increasing in the trend as nuclear families and swift urbanization
 Effortless access to credit and increase in consumer awareness
 Change and growth of latest trade format across rural, urban, Tier I, Tier II, Tier
III and metropolitan cities
 Real estate prices are reasonable and appreciable
 Huge working populace
 Fine boost in the expenditure on the luxury items and great in demand
 Enhanced in disposal earnings and desires of customers
 Escalation of desires customers and mounting fondness

for the renowned

brands or branded products
 In the past decade the FDI policy is intensifying liberal
 Rising consumers affluence
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Prospects of the Retailing Industry
From the few decades the retail industry is goring very faster. By the year 2020 we can
expect the industry worth of 1.3 billion USD. In this organized retailing system is
anticipated to grow at the accelerating at 25 percent per annum. A new trend called
discount seasons are emerging in the retailing system by this sale will increase.

Collectively the information from the sales from the last few months the sales are pretty
good due to the discount seasons as compare to the other times. This shows that the
retailer should focus on the discount seasons rather than choosing the option of sales
seasons. Few new concepts like the online retailing and direct selling are quite popular
and increasing with the phase in order to boost the retailing system in India.

This structure will be helpful in investing into their operations and their extension ideas.
The entire of the foreign retailers into the retail market of India will show the new way of
doing the business and to operate efficiency in Indian market. It is also anticipated that
the efficiency will be improved especially in logistical areas of retailers. Moreover there
is few drawbacks too as there will be a constant competition will be there between the
retailers more will be affected by this are kiranawalas which is more important to be
considered and at the same time this is causing the hurdles for FDI across India. .
Moving towards the competition and the up-scaling the costs, the retailers deliver the
needs of the customers and volumes are boosted with the competitive advantage.

In India the importance of the luxury products of the retailing is constantly escalating.
Few luxury products such as Accessories, Gourmet Retailing, Jewellery and fragrances
are mentioned among the other luxury products.
Consumers are indulged in accepting the luxury products and got increased in this
section. As the consumers are more interested towards the luxury products it is quite
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obvious that there will be a predictable grow at the accelerating speed of 25 percent per
annum.

However the players do not want to ignore the rural areas and especially the diverse
strategies are implemented for the consumers of rural markets. At the same point o f
time the retailers have to face the expected and indirect confronts in these rural areas.
Local kiranawalas and local provision stores as they normally sell the products on the
credit based system, and the poor infrastructure creates the hurdles for the logistics in
the rural areas, expenses on inventory is expected to be high and the diverse set of
buying preference among the rural population.

1.1.4: Classification of the retail sector
The retail sector is broadly classifies into two main categories namely food and nonfood, one observe a unique change that arise in retail in urban areas of Indian market.
From the last decade Indian retail key sectors and their players who have appeared in
an assortment of sectors.
Table 1.3: Indian Retail Key sectors
Food & Groceries Segment

Non-Food Segment

Groceries

Apparel and Fashion
Arrow, Louis Philippi, Denizen, John

Food World

Players

Food Bazaar

Benetton, Weekender, Provogue, Nike,

Nilgiris

Puma

Star Bazaar
AUCHAN/Spar Markets

Beauty

More

Shahnaz Herbals, Lakme, Revlon, Ponds

Reliance Fresh
Books, Music and Stationary
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Archies, Crossword, Planet M, Music
World

Departmental Stores
Shopper‟s Stop, Black Bird, Westside,
Globus, Pyramid, Showoff, Kalamandir

Restaurants & Fast Food

Electronics

Mc Donald‟s

Ezone, Croma, Reliance Digital, Giria‟s,

Subway

Pai,

Pizza Hut

Vivek‟s, VGP

Domino‟s Pizza
Papa John‟s

Furnishings

Pizza Corner

Fab India, Zeba, Yamini, Home Décor

KFC
Al-Baek

Hypermarkets

Barista

Big

Coffee Day

(Auchan), More, Reliance Fresh

Bazaar,

AUCHAN Hypermarkets

Jewellery
Tanishq,

Geetanjali,

Gili,

Malabar,

Bhima, Azmi,

Watches
Tag Heur, Titan, HMT, Omega,
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1.2.6: Classification of Retail Stores
A wide range of the products are available in the retail formats for the customers and
these formats offers a perfect shopping experience with a mixed combination of the
products, services and entertainment under one roof.

Indian retailing system gain more flexibility due to the intervention of the prearranged
retail system/ organized retail in the form of new and latest formats like specialty malls,
big box retailing, one stop malls and hypermarkets has evidenced a remarkable change
in the preferences in the taste of the consumers.

According to Hino (2010) the traditional formats gradually decreased due to the
emergence and development of the supermarkets in the Indian markets. The format
output and consumers‟ economic ability are the factors facilitated the supermarkets to
achieve the customer preference on the traditional stores.

Kuruvilla and Ganguli (2008), Rajagopal (2009), Srivastava (2008) and Jhamb and
Kiran (2012) opine that the growth of the mall exposure is prominently increase in
metros and semi- metro cities. Total retail development of the malls are comprised with
90%, the actual cause for the escalation of the malls as it caters not only the products
and the services but also offer an excellent experience. There is a fine scope of range
of shopping namely superior brands, gaming zones, bargains and discount season and
also other amusements for the kids and multiplexes.

The formats considered in the present study are:

Retail Institutions by ownership
a) Classification based on Ownership

The entrepreneurial exposure is more extensive in the retailing system. More than 8 %
of all stores across the world operate with two employees for one outlet or for more than
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one outlet of all possible firms. Normally retail firms are owned independently, owned by
the wholesalers or producer/manufacturers, or owned by the consumers form a
positioning, leased stores, franchisee operated and perspectives of operating as each
ownership delivers a unique value formats.
It is important to understand the strength and weakness of the individual retailer
inherent in of the formats.

b) Independents

An individual retail unit or single retail owned by the independents retailer. Independents
account for more than 8 % of the total retail establishments. In India, their share is
almost 98 per cent. Most of these outlets have very basic offering and offer over the
counter services.

These are more aggressive due to the labor and the price of the land cheaper. There is
fierce competition among firms, resulting in a high rate of failure. Independent enjoys
flexibility in selecting the location and choosing retail format.

c) Chain Stores

Normally these stores are with the multiple outlets under the general ownership and
name by the chain retailer. These chains comprised with the two stores to more than
100 stores. Few chains are divisions of the holding companies and of larger
corporations. They also account for virtually quarter of retail and nearly 5 percent sales
of the retailing system. These chain retailers have advantages as they enjoy bargaining
power with the supplier‟s owed fine volumes of purchases. They buy the products from
the producers by ignoring the wholesalers.
d) Franchising

Franchising is one of the most common modes of expansion in retailing.
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It is observed that the retail sales are made by franchisees up to one third, it agreement
that permits the franchise to function an outlet using the format and name of the
franchiser. The franchisee need to pay a certain amount as royalty on the proprietary for
functioning a chain/ outlet on behalf of the franchiser.

The franchiser helps in assisting the franchisee in developing the product and services
sold location and the building the store, management training and advertisements.

The franchisee functions based on the protocols and the practices adopted and guided
by the franchiser. There are two diverse franchising products or sometimes called as
trademark franchising and franchising based on business format. In trademark
franchising, the franchiser does not control the functions whereas franchiser entertains
the use of identity. The franchisee which holds operating rules in discussion with the
franchisee.

e) Leased Departments

A leased department is a retail store which is normally rented by a manufacturer. The
manufacturer is in charge for running the departments are run on similar line as an
exclusive company store, except that they are located in another store. The leased
departments are generally given to non-core product lines. Some common examples of
leased departments are food courts,, studios, and banks. They require a different set of
skills that the main store personnel may not posses and hence complement each other
despite being independent.

f) Consumer Co-operatives

A consumer cooperative is a retail chain where consumers investing in the enterprise.
The profits are distributed among the members as dividends. Consequently, even when
these stores sell at the same prices, consumers tend to gain. The stores are managed
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by elected officials. This is started to protect against the misconduct as many of the
retailers make the fuss in terms of poor quality and high prices for the products and
services.

These consumer cooperatives are restricted as the consumers are not well versed with
the knowledge of the products in buying, selling products and services, handling, low
selling prices and the cost savings.

Store Based Retailing
Retail institutions are divided on the basis of strategy mix based store and further
divided into food oriented retailers and general merchandise retailers.

a) Food Oriented Retailers

These food oriented retailers uses the strategic format namely convenience store and
conventional supermarkets.
The major strategic formats used by food oriented retailer are conveniences Store,
conventional supermarkets. Box stores, Food based superstores, warehouse store and
combination stores.

b) Convenience Stores

A conveniences store is a neighborhood store. These stores are also known as kirana
store in India. The major reasons for the patronage of the kirana stores are ease of
shopping and personalized services; they charge from average to above average cost/
prices and cater moderate set of items. In India, these stores are open for the longer
period of time and they offer credit based system to their customers and also home
delivery.
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They are conveniently situated near the uptown areas and also open for longer period
of time throughout the week. These stores have the limited line of fine revenue from the
convenient products and satisfy the consumer needs. Customers are interested in the
paying for their convenience.
c) Conventional Supermarket

A conventional supermarket is a food store which offers the wet processed and dery
processed groceries and dry processed groceries with a selected non food items
namely the general merchandise, health and beauty items. They carry 500to
10,00SKUs. They are chosen due to variety, self services, and promotion. Self services
allows supermarket to increase the volume and cut costs.

The conventional supermarket was very old and common format where the competition
with the other formats is more due to the diverse value drive, like the appreciable prices
for the products from the hypermarkets and fine services from the kirana shops has
reduced in the developing markets. Moreover the format is growing in good terms as
compared to yester years.

d) Hypermarkets
According to Suja Nayar, “Hypermarkets provides unique value proposition in terms of
value added services”. Hypermarkets are combination stores that are the permutation of
supermarket and general merchandise sales accounts at the rate of 25.4 per cent of
total sales. Consumers choose them for one stop shopping and do not mind traveling to
visit these stores. Hypermarkets are operational efficient and savings cost from their
large scale functions.

Impulse sales are high in such stores, even when the visit is planned. Hypermarkets
and Supermarkets are the latest formats located at residential streets. Hypermarkets
carry a product range varying from Foods, Home-ware, Appliances, Furniture, Sports,
Toys and Clothing.
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e) Box (limited-line) Store

The limited line store is a food based discounter that selections of items are few in
number and little additional services. The merchandise consists of no refrigerated
products or sometimes few products and few stock keeping units and brand per item.
Items are exhibited in cut case. Customers cart the merchandise in their own bags.

These box stores are depending on the private labels brands with the low priced. They
try to reduce the price of the product at least 20-30 per cent below that of supermarkets.
They are very similar to conveniences stores except in terms of merchandise, prices,
and services.

f) Warehouse Stores

A warehouse store or club is a retailer that offers food and general merchandise with
inadequate services and at reasonable prices, mainly to other retailer, although the final
consumers can also buy directly from these stores.

These stores appeal to prices consumers who do not mind buying in large quantities
and stocking them at home. Warehouse stores are membership based retail outlets.
Such stores are large in size and are generally located In low rent areas. The stores
layout is simple and race track type. As in a warehouse, the aisles and rack are large
suitable for large trolleys to move around.

General Merchandise Retailer
The major formats used by general merchandise retailers namely department stores,
full line discount stores, especially stores, off prices stores, variety stores, variety stores,
and flea markets.
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a) Departmental Stores

A department store is known for its large assortment and services. The goods and
services are prearranged/ organized into separate departments, with each department
looking after its own operation. These stores cater to customers who are not priceconscious and ready to pay for the service. Ambience plays a very important role in
such stores offers full range of product and services. They offer branded products as
well as store brands that are known for quality. They have well planned merchandise
return polices and return loyalty programs.

These stores are the anchors in a shopping centre or mall. They help in attracting very
high traffic. Conversion rates are low in such stores. A development stores with 3per
cent conversion rates is considered very successful. These stores have to face
competition from all formats as they deal in several product and services. Department
Stores are another type of emerging formats and these holds good number of product
lines such as clothing, household goods and home furnishings with product lines
functioned separately and have separate department to administer.

b) Full Discount Stores

A full-line discount store is known for offering an assortment at a price that is discounted
Up to 5per cent of the prices charged by department stores. It targets the mass market
that looks forward to the best bargain. It is expected to hold the range of merchandise
similar to a departmental store. It reduces its costs through a very low level of services,
private brands, and Spartan fixture and services to the customers without compromising
on the price.

Consumers preferring to pay a low price can visit the factory stores or the discount
stores where in it propose the MRP on discounts, as stores sell the products in bulk and
scale of economies are pretty high.
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c) Specialty Stores

A specialty store deals in a specific product or services. Specialty stores also provide a
high level of services to their customers. These stores are found in medicine, books,
photography, toys, jewelry, hardware, and home improvement products. Category killers
and do-it yourself stores belong to this category. Category killer is a specialist discount
store. It attracts customers by offering a particular product at the lowest price and the
largest assortment.

These stores especially cater to consumers who are looking for assorted brands at one
store. For instance, apparel and fashion stores, sports goods stores, furniture and
furnishing stores and book stores are some of the examples of specialty stores. (Kotler,
2006; Sinha, 2007 and Jasola, 2007).

d) Off –Price Store

Off- price retailer sell branded merchandise and designer label at a low price. They
generally offer a range of out of season designs, seconds and order rejects. The buying
is totally opportunistic, though many of them have buying strategies that establish good
and extensive relationships with suppliers. There are special three types of off retailer
are single price retail stores, factory retail stores and closeouts retail outlets.

Off price retailer are affected most by discount stores and better planning by the
manufactures. However, the unpredictable nature of fashion product results in excess
stock and rejects. Factory outlets have become popular formats mainly due to the trend
of our town shopping coinciding of the discount formats are raised, the growth of value
retailing by creating the suitable climate and the development of the town retail formats.
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e) Variety Stores

Variety stores holds a set of assortment of lower and known priced of products and
services like health and beauty products, women accessories, stationery, toys, gift
items, greeting cards and imitation jewelry. Normally the stores hold no entire range of
the product line. Transactions are often on a cash basis. They face competition mainly
from specially stores, discount stores, hypermarkets and closeout off price retailers.

The study attempts of covering the working of organized and unorganized retailers,
wholesalers in the coming topic which includes the opinion of retailers about awareness
of changing retail practices, changing consumer behavior and other parameters like
space ambience ,parking facility provided home delivery facility and other parameters
related with operation of organized and unorganized retailers.

f) Mall

Malls ranging from 60 thousand sq ft to 70 thousand sq ft are the largest prearranged/
organized retailing form as for today. These cater a perfect shopping experience with
the combination of products and service and also the entertainment under a roof. The
Bangalore city consists of various formats of retail stores in grocery, FMCG and
apparels. Recently, specialty stores in electronics are appearing on the scene of
Bangalore retail industry. The study provides emphasis upon the grocery and hence,
the hypermarkets and small grocery shops are taken the study. Figure 1.1 Shows the
Classification of Retail Stores

Page 47 of 290

Published by- Associated Asia Research Foundation

Figure: 1.1: Classification Of Retail Stores

Classification of Retail
Stores

Non -Store Based
Retailing

Store -Based Retailing

1) Ownership Form
Independent Retailer
Chain Retailer
Franchise
Leased Departments
Consumer Co-operatives
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2) Merchandise Offered
Convenience Stores
Supermarkets
Hypermarkets
Speciality Stores
Departmental Stores
Factory Outlets
Catalogue Showrooms

Direct Selling
Mail Order
Telemarketing
Automated Vending
Online- Shopping
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Grocery Retail Trade In India
India‟s populace shop the grocery at the local stores, kirana stores, provision stores,
specialist stores and kiosk are considered as the unorganized retail which covers 98
percent of the country‟s grocery business. This is due to not for its size but the
unorganized grocery retail‟s have a rich heritage with a wealthy experience and
consumers. In distinction, a decade over modern grocery retailing has been emerged.

Moreover the growing prospects and the flexibility of the government regulations are
making the foreign investment more attracting towards the Indian market. As the foreign
investments are entering into the Indian market at the same time this is attracting to the
major competition from foreign retailer and also a threat to the retail industry. The major
players and the new partnerships in the business in the retail market change the
retailing system of India, unorganised retailers holds their strengths and skills as an
entrepreneur to be a part of this evolutionary process.
As India is second populous nation in the world. India with three mega cities New Delhi,
Bangalore and Mumbai and their home more than 10 million people each in a city. In
addition more than 70 percent populace resides are rural dwellers. With the fine number
of languages, cultures, religions, ethnicities and climates across the nation and the
localization gain more importance.

In India the local Stores or Kirana Stores are known as neighborhood stores, these are
situated and embedded with the local areas and the communities. Most of them are in
this business as their ancestors businesses are same and they are from the generations
of families. This helps in depth comprehending the local demographic, at the same time
these shop keepers a fine rapport with the customers and few follow their parents‟
routine of shopping. Kirana retailers are benefitted as the stores are located in the prime
areas and the stores are secured form many years, and the prominent market where
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the proximity is a key element for the shopper and the retailers to shop in these kirana
stores.
As the searching the right place for the store is a major task for the retailers and new
and upcoming areas promises more chances to escalate their store in to much bigger
and change the store format. India‟s unorganized retailers are so business minded with
their rapport with their clients they are doing business without the formality of the
programmes and loyalty cards. Apart from this the services they offered to the clients
are long term establishments, for instance the retailers give flexibility for the buyers to
pay the amount later as credit based system just balance the budget of the buyer family.

Moreover, unorganized retailers are utilizing the major elements of the modern
shopping; they recommend the products based on the past purchase, offer the endless
aisle even though the products are not available just to fulfill the needs of the
customers. They deliver the products and services to the home of buyers for free of cost
and new confronts for the online grocery retailers and competing with the logistics and
profitability challenges.

In India, unorganized grocery retail offers with many diverse set of shapes and forms. It
could be small as a kiosk window sweet centre, chicken shops displaying the cages of
birds, a set of weighing scales and the vendor offering the onions on the street. The
advantage is all people do not need all things.

Developing store concepts by the modern retailers that cover entire goods under one
roof, this concept provide the new opportunities and the innovation. In India the
producers and the manufacturers are interested in building the business as the
unorganized trade model. They plot a course of distribution of the products on the shelf
and place the products front and centre in the display.
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Indian modern retail has geared up with the intervention of the international players and
act as the main catalyst. This helps the manufacturers to adapt changes in the business
which is required and essential and modern trade channels emerged. The skills and
knowledge are the main elements resulting from the cutthroat competition in the retail
market that delivers benefits to prearranged/ organized and unorganized channels like
category management strategies, understanding the behaviour of the buyers and new
product development.
A good number of Indian companies are invested in these set of the stores and
companies are trying to attract the populace to buy the food and groceries. According to
the Crisil report, in the year 2013-14 top food retailers of India accumulated the huge
loss of USD 2.2 billion whereas the revenues in this sector have escalated from USD
500 Million to USD 4.05 billion.

The modern retailers hold the revenue on food grocery segments and the product
category attracts the customers to walk in to retail outlets. India‟s retail business is
anticipated to be USD 500 billion businesses i.e. considering the 70 percent in the food
category. And this is the profit making segment where the retailers are getting into the
market with the presence of 2.3 percent. The figure 1.2 gives the statistics details of
Penetration of Modern Retail.

Page 51 of 290

Published by- Associated Asia Research Foundation

Figure: 1.2: Penetration of Modern Retail

Figure :1.2: Penetration of Modern Retail
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Composition of Grocery Retail In India

Figure: 1.3: Composition of Grocery Retail In India
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1.2: Brand Concepts and Brand Equity

Origin and History of the Brand
The term „brand‟ is from the “brandr” connotation to burn from the Old Norse, the
performance of manufacturers ablaze their blot on the products.

In India a constant use of non specific brand at the Vedic period, a herbal paste named
Chyawanprash, used to alleged for the health and fitness and attributed to a rishi with
honored named Chyawan. This non specific brand was nurtured at Dhosi Hill, which
was destroyed volcano in northern India. In 13th century the Italians used watermarks on
paper to create and identity as their brands. Silver-markers, Hall marks and Blind
stamps are among those brands.

As it is connected with the ancient times of trademarks and also earlier might
considered as protobrands, in 19 th century the brands in the mass marketing area
began with the commencement of enclosed goods. As the industrialization began the
production of wide range of the household things such as soaps are produced from the
household locality to the centralized industrial units. At the time of deliverance of the
items, these units brand their products or industrial logo on the packages, connotation
of brand with trademark.
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World‟s first trademark for the brand red triangle was declared by the British Brewery,
Bass and company. Whereas the Lyle‟s Golden Syrup from Tate & Lyle claim the same
and accepted as Britain‟s oldest brand by Guinness World Record, with its green and
gold pack unchanged since 1885. Italian Antiche Fornaci Giorgi has engraved on its
bricks with similar proto logo in 1731.

Before these products or artifacts are branded, Cattle were branded much early than
those. The term "maverick", initially denotation a calf unbranded, Samuel Augustus
Maverick deserted the cattle got slack. The information was heard among the cowboys
and came to be relevant calves found unbranded itinerant alone. Even Leonardo da
vinci paintings are with the signatures can be measured as branding untimely
instrument.

At the time of Industrial Revolution, manufacturers introduced produced goods in bulk
and kept those for the sale to an open market to the customers but earlier only local
products were able to recognize. Later it has become evident that a soap‟s basic
package had some vague with common and local products. The goods which are
packed producer wanted to push into the market customer use to believe the non local
manufacturing goods.

The products were branded to escalate the awareness of the product to the customers
with their benefits such as Quaker Oats, Coca-Cola, Pears Soap, Juicy Fruit Gum,
Campbell soup, Aunt Jemima.
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In that era various brands like Kellogg‟s breakfast cereal and Uncle Ben‟s Rice are the
illustrations of the same problem.
In the beginning of 1900, Ad illuminating the trademark promotion of James Walter
Thompson in print house, this was early commercial information of branding that what
we know now. As time goes the companies started showing the interest in using the
mascots, Jingles and Slogans used to promote on radio and lately appeared on
Television screens. In 1940‟s, manufacturers and the companies started contrast in the
way that the consumers are associated with their using brands in a psychological
aspects, social and anthropological aspects.
Companies and manufacturers learned to prominent identity of their brands and luxury,
youthfulness and fun was by the focused personality. This type of practice what we call
as branding where procurement takes place based on brand rather than products and
services and this trend and concepts continued till 1980s and concepts of brand are
relatively varied with its value and with brand equity. "Brand equity mania" was
described and developed by Naomi Klein.
In marketing industry brand Equity is a phrase which describes the value of brand and
brand image based on the assumption that the owner of the brand can generate more
sales and fine profit from the products and the services than the products which are not
known or less known name of the product, in realm consumers trust and believe a
product with a known name is better than the less known names of the products.
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1.3: Rationale of the Study
In the traditional buying aspects the majority of the public used to purchase the
groceries from nearby departmental/provision stores or Kirana shops. After the
globalization it‟s been observed that most of the populace is interested in buying the
products in the hypermarket, shopping mall, and Bazaars. It‟s an attempt to know
whether the public prefers groceries of Retailers brand or local brands. This research
aims at the fact that, does brand equity really works on the retailers brand in the
groceries segment. This is also an attempt that which retailers brand is most liked by
the buyers.

1.4: Research Objectives
This research is accomplished to scrutinize the applicability of the Customer-based
Brand Equity model in the context of Indian based retailers brand in grocery segment of
Bangalore city. Specifically, the aims of this study will focus on the following objectives:


To measure the effect of Brand Equity on Retailer‟s Brand by considering
Brand Awareness, Brand Association (Knowledge), Perceived Quality and
Brand Loyalty



To know the facilitating factors responsible for purchasing Retailer‟s Brand

1.5: Scope of the study
The Brand makes a huge impact in the buying process. Brand enhances growth of the
product, helps marketers to gain the competitive advantage which makes firm/ product
distinct from the competitors in the marketplace. Brand is not just a name but a strategic
tool which speaks about the manufacturer, product, function and benefits of the product,
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quality and most importantly it helps market to know what consumers perceive about
their Brand.
The Brand creates the distinct image for itself and the for the firm where in customer‟s
mind, persuading them to advocate the brand to the rest of the consumers in the long
run helping marketers to gain market share.

As the brand equity is all about the measuring the positive perception of the consumers
need or has wide scope understanding which is a challenge task. The scope of the
study cannot be limited but can be explain with the help of the following factors,
Firstly, it helps in measuring the Brand Equity towards the Retailer‟s brand
Secondly, to know customer centric analysis of the factors enhancing the brand equity.
Thirdly, the comparative study helps understanding the brand enjoys the more
competitive advantage with the rest of the brand available in the marketplace.
Fourthly, the study helps the marketers to take the strategic decision like enhancing
brand equity, position of the brand, gaining competitive advantage,
Scope of the study cannot be only limited to above mentioned aspects as the concept
itself is wide.

1.6: Limitation of the study


The study is constricted down to dry unprocessed groceries segment of retailers
brand



The data collected from the respondents is subjected to natural biases



This research study is restricted to Bangalore city only
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1.7: Research Structure
This research study comprises of seven main sections according to five chapters. The
details of each section are depicted in brief listed below:

Chapter I: Introduction: Brief introduction of the research and its related field of study
along with the design of the whole research
Chapter II: Literature Review: Literature reconsideration and pertinent conducted
researches
Chapter

III:

Research

Methodology:

Presentation of theoretical framework,

methodologies used in this research, including data collection and analysis procedures.

Chapter IV: Data Analysis and Research Results: Presentation of the data and its
analysis process, findings, results and conclusion.
Chapter V: Suggestions and Recommendation: Research findings summary,
implications and recommendations.
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CHAPTER II
LITERATURE REVIEW
-----------------------------------------------------------------------------------------------------------This section brings to light the previous researches in alliance with problems of this
study. An impression of the six main issues of brand equity is included in this chapter.
------------------------------------------------------------------------------------------------------------

2.1. Concept of Brand Equity
Brand equity is represented as the additional or extra assessment or value that a
company can gain from owning a known brand name. It is based on the perception in
consumers‟ minds that they believe a product with a known brand name has superiority
over other products with less recognized names. (Aaker, 1991; Keller, 2003) Although
since the 1980s, advertising practitioners started to widely use the concept of brand
equity since the 1980s, there were still a lot of debates around the approved definition of
brand equity since 1990s brand equity has one of the key concepts of marketing
management (Keller, 1993).

Almost all the concepts of brand equity, in common, comprise the addition value to a
product by the awareness and in associations to a specific brand or brand name. In
general, however, there are two distinct points of view around the concept of brand
equity. One is to take equity as the additional value for the manufacturers or the firms
and the other is to take brand equity as the value for consumers (Sweeney, 2008). The
first insight of brand equity is raised from the situation that all the attentions are pay at
the asset value of a brand or where the financial point of view is taken as the first-rate
interest (Farquhar, Han and Ijiri, 1991).

According to Cobb-Walgren, Ruble and Donthu (1995), the higher levels of brand equity
are the consumer preferences and intentions of purchase. (Aaker and Jacobson, 1994)
Moreover, it can also mean higher stock returns; and a fine level of brand equity proffer
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the advanced competence for achieving extension, creates stronger barriers of
competitive entry, better elasticity aligned with rivals as well. In accordant with this view,
it also means that a brand has its own asset value and it is separable.

Meanwhile, the second viewpoint of brand equity is the customer based. It evaluates
the response of the consumers towards the brand or brand name (Keller, 1993).
Recently, this concept has been more popular and mostly known as Customer-Based
Brand Equity (CBBE) (Keller, 2003).
Ahasanul Haque et.al (2006); observed that the ingenious variables impacts more in
creating the awareness of the brand especially in the internet advertisements. These
internet advertisements act as the brand vehicle and examine the impacts on the factors
feedback, quality image and purchasing facilitates.
Dabija Dan Cristian et. al. Revealed that the behavioral indicators like trust, pleasure,
sympathy, image or faithful with brand awareness are the key vectors that contributes to
brand equity and of course to the retailer‟s brand. The retail companies or the services
are to be considered by the stated indicators, production is based on identification of the
demand of the product on focused market and to obtain the proper game plan of the
strategies to help the companies to reach to the desired position.

Erich Joachimsthaler. et.al (2006) recommended the managers to engage in broad
and co-ordinate in the efforts of building the brands that draws the alternatives media to
control, develop the brand strategy in an organization.
Managers should scrutinize the results based on the efforts; a constant assessment of
equity of the brand that facilitates the company to comprehend the alternatives of
vehicles of communication in brand buildings.
Harvinder Singh. et. al (2011) tried to identify rebranding and the elements to offset
the question “Does Rebranding Really Work”. It works when it is supported by the
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factors like quality information, leadership and employees, training and the integration in
the organization.

Indrani Saha (2014) stated that the brand loyalty of the consumers of Kolkata and their
attachments towards the brand are most likely effective. The retail proposes the new
brands that are displayed sporadically but getting with the trial of the new brands are out
of concern for the consumers. It is observed that the most of consumers are not
interested in try new brands. However consumers of Kolkata are with no risk taking.
This occurrence survives inconstant age, diverse income level and sexual category.

They use comprehensive FMCG products of the close relative brand. And the parent
brand proffers a complete and constructive impact on the minds of the customers. As
the parent brand is more effective it is easy for the parent brand to broaden. Normally
the resemblance of product image and the class between the comprehensive brand and
parent brand is very much essential.

Consumers feel that the resemblance of

comprehensive brand and the parent brand facilitate in getting unite with the new or the
fresh brand/ products.

Kavita Tiwari (2012); discussed and estimated the perceived impact of component
branding on host brand in stipulations of brand equity. It measures the impact in
requisites of association, neutral and disassociation of component brand with host
brand. In this study various theories and models is studied to recognize the latent
factors of component branding. This type of study should be demeanor again, this time
with well known host brands and component brands that center on effective needs from
a consumer outlook. A supplementary instead of respondent group would also boost the
squabble for simplification among a wider population. The notion behind this study is
anxious with the fruition of element branding tied to the host brand.

To enhanced identify with the contact of diverse factors on component branding and its
perceived contact on host brand equity, numerous factors has been recognized through
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exploratory study and comes out with the preferred factors which have their foremost
impact on study by using Factor analysis, those factors includes co-branding , perceived
quality approach towards the brands, Brand appreciate, unforgettably, diminish Market
expense , consistent and likeability are the foremost factor which eventually found under
component branding as a outcome of which the host brand equity gets maintained.

Lisa Wood (2000) assumes that the brands are balanced as a long term assets and
also valuable for the corporates. It is to be reply on the fact that the association of brand
value and the brand loyalty get to identify as a right brand asset. The framework of the
concepts of structured branding and the evolution of the performance for the brand
management, this paper assumes that the long term assets/ corporate assets and
valuables are manageable.

This is also suggested that the strategic brand management consist of multi disciplinary
concept that assists by a common vocabulary. This found the associations of
assembles and branding concepts and to outline, vocabulary that helps in effective
communication includes the usage of the marketing and accounting.

Brand

management measures the presentation and the model is offered for the management
of the brand equity. Brand value has advantage over extra compute and it focuses on
the health market.

The endorsement of the health brand for the longer term are measured which is based
on the performance that supports the decision has to be progressed rather than
determining the ineffective strategic decision making. A main force in using the brand, a
brand value as the determination of the presentation is to get generated for the good
term concentration for the management. The power of brand name is the level of
accomplice for the brand and brand value is triumph card for produce the brand and
then brand strength and the brand value.

The marketers not all alone but also the

managers of brand control and anticipate maximize for the both strength of the brand
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and value for the same. The accustomed long term results in the escalation of the profit
by using the strength of the brand and value of the brand.

M. Saeed et. al (2008); studies revealed that rebranding and its elements, considering
the successful and unsuccessful illustrations of rebranding and

summarizes the

oversight to evade when rebranding in an attempt to answer the question “does
rebranding really work”. Rebranding is one of the options to clinch to ensure the
continued success of the company. Branding continue to evolve, rebranding success is
purely based on the ability to acclimatize to the quickly progressed new opportunities
and media environment to reach the target audience. In order to rebrand successfully
the chief steps require to be taken in the procedure. Companies clinch the elements of
rebranding to reach the goals.

Companies who not succeed to concentrate on all of the elements of rebranding, it is
based on quality information has the shored of leadership and employees is well
planned and also provides the training integrated throughout the entire company. The
well known and balanced brand message and also multimedia advertising campaign
that communicates properly across the multiple platforms and it is customer driven and
is evaluated on an ongoing foundation to conclude if any alterations are required. If
these elements are not present, possibilities of diminishing of rebranding is feasible.
Mohammed Reza Jalilvand et al. (2011) says that if the consumer wants to purchase
the product; based on the customer‟s perceived quality, brand awareness, customer‟s
brand loyalty, brand associations or the brand knowledge are most important on the
purchasing decisions. He also suggested that the marketers take initiatives on
implementing Brand strategies which will be remain focused on the Brand Equity.

Mosarrat Farhana (2012) aims at the elements of brand and to explore the contribution
of these elements to brand equity by taking prominent brands which impacted the mind
and hearts of the customers. It also binds the strong and weak brand elements
contribution to brand equity.
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To reinforce the brand equity elements of brand is initiated as the brand element serves
to bifurcate and also to identify the product. The logos, symbols, names, packaging,
characters, slogans are commonly as brand elements. It is been observed that brand
elements are selected to enhance the awareness/ knowledge of the brand and also to
form a strong, unique and favorable associations related to brand.

Normally brand is created to separate a set of products from other products. Buyers are
so depend on the brand even in case of grocery too, and brand gives sufficient idea
whether to buy the product with in stipulated time available.

So keep this in mind the brand and related elements are to be clearly visible to the
customers so that they can identify their product with their desired brand from number of
alternatives available in the market. The actual brand equity fabricated in the
relationship that appears between the differentiated offerings and a consumer of a
brand. Basically the brand elements work as the distinctive approach to portray the
image or knowledge of the brand in the mind of the customers and also act as evidence
to recognize, recall and reinforce them to buy the desired product under the stated
brand. Finally the market comprised of strong brands capable of reinforce brand equity
and also backed up by the brand elements, more focused and clear work on research is
required to break the brand image.
N. Venkateshwaran et. al. (2010) explained the store image is one of the major
strategic tools in the highly spirited retailing environment. This study is focused on the
store image in particular store ambience which influences the perception of the
customers towards its perceived quality of store brands. The customer‟s perception is
more positive towards the store atmosphere and also they perceive more positive
towards the brands which are sold in the stores.
Consumer‟s perception on quality of store brands are identified as more influence on
their store brands purchasing frequency. Moreover the store image normally not get
affected the perception of the customers in case of food category. This study also
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reveals the strategies which are oriented to improve the store image. The retailers
should different marketing strategies to attract the customers in a very bigger ways.

In addition to this, to ease the risk related to the brands retailers need to furnish with the
best information for the customers that includes the performance and ingredients
related information. Even though these strategies makes a huge investment on these
factors the buying interest will be more in customers, and also the customers like and
purchase the products from the store brands. Normally customers won‟t show the
interest toward the store brands as they are available at cheaper prices.
Nazia Yaseen et. al (2011) mentioned the impact of the elements of the brand equity.
The retailers are focused on the customer‟s buying intentions and also on the quality of
the brand. The brand managers need to strategize in such a way that attracting the
retailers and to enhance the buying intentions so that the customers demand for their
brand by following pull strategy. This also binds the relationship between profitability
and quality with the desirability of retailers to demand of the products.
Rajesh Panda et.al (2014) investigates the factors affecting the brand and its trust
related to Indian retail consumers, retailers aspire at brand building that can loyalty
command and succeed in gaining the trust of consumers. Every Brand won‟t get the
success and won‟t become the highly appreciated brands. When the brand got success,
most of the time It got by the trust of the customers on the particular brand. As this
study is focuses on many aspects of brand trust thought the customers of organized
retail stores in India, and it also clarify the retailers factors needed to manage the brand
trust. The factors which influenced the retail consumer brand and its trust in India are
Retail environment, Reputation, Reliability and customer commitment. The implications
of this study are the retailers are set to have the strategies that convince the customer‟s
commitment and healthy ambience so that to create a strong base of loyal customers
and also to enhance the brand trust.

The above stated factors consists of sub variables which makes the main factor more
effective that are fulfillment of the expectation of the customers, programs related to
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loyalty, services, confidence, relationships and the concern for the better of the
consumers considered for the customer commitment. Value, fair minded, truthfulness
and duration of purchase briefed for reliability. In case of reputation consistency of
quality, sincerity values and lifestyle are considered; whereas shopping environment
and personal experience are discussed and considered in retail environment.

On the end of the study the retailers should be aware of the consumers and the
evaluation of the brands that influence customer‟s perception of the store, stocking and
offering the strong brands. The retailers need to promote those brands which have the
high trust and works on the customer commitment.

This commitment can be attained for concerning of the consumers with the honest
services and the programs related to loyalty and to meet the customers‟ expectations.
In addition to this the retailers provide the right environment where the customers are
pleased to experience the shopping considering the factors i.e. reputation, reliability,
customer commitment, and retail environment.
Dr. S. Franklin John et. al (2012) designed Brand evaluation. The measures include
Imagery, emotion, salience, significance and presentation, decisions that manipulates
the branded milk.

The collected information or the data is checked using the

regressions the pronouncement of the study pursues brand rating is originated by the
statistical distinctions with the diverse dimensions of the brand that includes the
resonance, performance, feelings, salience and imagery factors.

This delves into a clear imminent into and a finicky pronouncement on association
connecting dimensions of Branding such as Salience, performance, Imagery, Judgment,
feelings and Resonance and Brand evaluation. Customers are further conscious
concerning about the branded milk and they are use to the brand and they can buy the
product whenever they want and they are loyal towards the branded milk and its related
products.
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Somnath Mukherjee et. al. (2013) tries to portray of the brand, physical evidence and
the dimensions that influence the image and consumers experience with the service
firm is a determinant to brand equity an image perception.

U. Thirupurasundari et. al (2011) focused customer based brand equity and along with
its dimensions and also developing conceptualization of brand equity by the help of
framework for determining and measuring the customer based brand equity(CBBE).
Brand equity creates the additional significance to the customers and to the marketers
this study remained focused on the value of both the marketers and to the customers as
it is an asset to boost or reduce value for the customers. Customers have keen
knowledge on the brand related to the quantities, information without any confusion
regarding products. Value for the marketer, a firm gets benefited from the brand equity
as to achieve goals associated with the expenditure.

The dimensions of brand equity allow a firm to gain loyal customers as results
customers stick to the brand as preference and a sort of commitment towards the
brand. Brand has the potential to craft economic value for the existing markets.
This study had recognized the brand equity dimensions from the formulative/academic
text and provides the clear comprehending the equity of the band and its necessary
measures. The framework rose to provide the knowledge, application, relationship,
loyalty and preferences of brand equity. It is to emphasize the equity of the brand that
commands in the market to build strong strategy for bifurcate the product or services
from its entrants. It gives the evidence that brand equity can be built in long term but not
in small span of time through intending marketing actions.
Vijay Vishwanath. et. al (2006) discussed the two dimensions to help managers
estimate the position of premium brand. First dimension is based on the category
normally subjugated by the value brands or premium brand and relative market share of
the brand.
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2.2. Customer-Based Brand Equity (CBBE)

According to Keller (2003), customers have the power and power of a brand will be
attached to the customers buying decision. In accordant with this concept, a brand has
a positive value if the consumer shows more interest towards the product to the
marketing mix of which he or she knows the name of the brand than with the marketing
mix of the particular brand or the product except unbranded product. Therefore, with
high customer-based brand equity level, a brand will all have acceptance of customers
for brand extensions, price increases, or greater willingness look for the brand in
different distribution channels.

Meanwhile, Keller (1993) recognized two approaches that are direct and indirect; these
approaches are used to measure customer-based brand equity (CBBE) from brand
awareness and image of the brand. The indirect approach recognizes the effective
sources of the CBBE i.e. customer based brand equity that is associated with the
channels of distribution, the achievement of brand extension and the effectiveness of
marketing communications by determining the awareness of the brand and the
interactions among the brand knowledge or the brand associations. On the other hand,
the direct method emphases on response of the consumers to diverse set of elements
of the company‟s marketing program (Keller, 2003). Several practical studies on the
dimensions of equity of the brand are inherited from Aaker‟s (1991) and Keller‟s (1993)
frameworks.

Ankita Batra (2014) explored the study by focused on New Delhi city on the
characteristic of the retail chain or retail stores as apparent by the consumers. The
study demonstrates six main factors that the consumers desire to enter the retail stores.
The familiarity of these factors is helpful to the retailers to devise new strategies and
draw more and new consumers. As it seen in these criterion, non-cost/price factors
were additional important than price factors in consumer‟s supermarket preference.
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Consequently, with the revolutionized in consumer partiality comes the big confront for
retailer which is to draw customers, influence them to make purchase and please them
to bring in loyalty.

Retail stores cannot depend on customary forms of shopping occurrence. They need to
generate pioneering strategies to augment their footfall. By sympathetic people‟s
psychology behind their visits, retailers can formulate profitable marketing and retail
management resolution.

Therefore retailers currently need to focus on various aspects, form providing efficacy
comfort amusement promotions and so on thus touching away from just focusing on
cost/price based factors. Thus this paper endow with cavernous imminent into minds of
customers in the built-up areas of organized retail. Prospect research shall construct
new on strategies to erect benefaction among customers.
Arunmozhi Ramaiyan (2011) analyzed the purchasing pattern behaviour of consumers
and their interest for the product quality in case of Aashirvad Atta from ITC. This
research revealed that the customers are interested in product for the stated reasons
are quality, price.

Bijuna C. Mohan et. al. (2012) stated that the brand equity and building the same is
essential for any products especially FMCG products where the consumers are purely
dependent on the product class of the brand in this type of situation especially in
accordance with the extreme competition and customer keen to know the brand by
endorsing the product in the market. Researchers accentuated all the elements of the
brand equity like to see the brand loyalty customers, customer‟s perceived quality and
knowledge of the brand of the brand associations and the awareness of the brand.
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In the Indian FMCG sector, it is important the brand knowledge or the associations are
indispensable role in escalating the interest, belief and the judgmental value with the
product or the brand in assembling the brand equity. This shows that in the earlier
studies associations are capable to hold the competitiveness and to generate the
esteemed diverse position of the brand in the market and also breeding the constructive
belief and feelings and positive activities related to the products or FMCG brands.

The result reveals that the brand loyalty and its influence to the framework of the brand
equity. As per this study the numerical test and the experiential information or the data
is optimistic and associated directly for the customer‟s perceived quality and its equity of
the brand. Surprising, brand awareness has not appeared as the essential factor for the
demonstration of brand name and with no assurance of being stronger in the FMCG
sector or industry.

Since brand managers and marketing department have not exact

resources in accordance related to the manpower, money and moment to execute
strategies related to the brand and these result can useful for assigning and prioritizing
the required resources across the game plan.

Chandan A. Chavadi (2014) briefs the actual competitive business related to retail to
have loyal customers. In the market more number of outlets increasing each of them is
trying to attract good number customers. This study emphasized on the factors
categorizes loyal and disloyal customers of the outlets/ stores. The factors consider for
this study are ambience, proximity, merchandise, price, service, frequency of sales
promotion, quality of sales staff. This revealed to the perception of the two different
groups except merchandise and quality. Price factor got high attention for the outlet
followed by the service. It also focuses on the improvement of overall outlet/store
performance by boosting the customer‟s loyalty.

Retail business has more number of customers who present themselves are loyal to the
store. Improving the loyal customers, reducing the unfaithful customers and monitoring
the customers based from the segment of the loyal customers are to be focused to the
organization or the retail outlets.
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Customer loyalty concept can be understood based on the attitudinal and behavioral
dimensions (Grembler & Brown 1996). They said that the customers should have a
positive attitude and the strong desire towards the products/services offered by the
particular store. Customer brand loyalty is often outweighs the outlet/ store loyalty and
this concept is derived from brand loyalty.

This study explains the supermarket,

hypermarket; retail stores have both the loyal and unfaithful customers. The stated
factors are creating maximum difference between two main categories of disloyal
customers. The dimensions can be improved by selecting the store, and customer
loyalty on stores is more influenced. Moreover the outlet/ stores with the customer
loyalty practices improve the performance as contrasted with their entrants.

Jyoti Pradhan et. al (2014)

discussed the market explores by the marketers of

products and services they offers on the belief that the consumers concerning to the
features and the characteristics of the product by opposing brands in a particular class
of the product line. The brand equity is précised by allowing the sources of equity of the
brand backed up with the consumer knowledge towards the brand, and by evaluating
the diverse potential results or brand equity demonstration in such a way of discrepancy
of marketing commotions.

Consumer knowledge and its composition/ associations occupy the entire set of
measuring the brand equity resources.

There are fine number of diverse ways to

evaluate the knowledge of the customers and latent resource of brand equity.

Even though it is predominantly significant to confine the breadth and depth of
consciousness; brand association‟s strength, the interest and the favorability, the
Interest and the favourability of the reaction from the consumer and the associations of
loyalty of the customers and their intensity, foremost are to determine the quantitative
aspects and qualitative links is to be employed. The marketer has to evaluate the
essence of the soaps are crucial in the precision of the brand equity.
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Brand management need to do in the aspects of the customer thinking the accurate and
necessary products their sense and performance of the products towards the brand for
their betterment.

M. Vijaya Baskar et. al (2014) aimed to offer comprehensive advance to branded
processed food that the customers think and their interest of the consumer purchasing
behaviour. There are broader objectives and the hypotheses were veteran to discover
the deeds of the consumers while buying the branded processed food. The major
variables that are measured namely brand equity, brand attributes, ethical anxiety,
brand backing and the concerned demography. The study found that the safety and the
trust, belief is the vital driving forces the consumers towards the brand.

Constantly, the additional parameters are powered to the consumers but the safety,
trust and belief are the factors that induce the consumer mentality. Consumer‟s age is
important elements as the old age customers are aware of the facts of the particular
products as they indulged in the buying from many years. So the age of the consumers
have the modest impact

on buying of the particular brand over others. The companies

need to take care of the safety, trust and belief if at all they need escalation in the sales
point of view and also if at all they want a consistent brand name in the market in the
extensive run.

In view of the fact that not numerous of the research on the consumer behaviour
evaluates the factors and the determinants that acquire from the food acquisition, there
are numerous factors to carry out the entire study in an inclusive way the Indian
population circumstances are the first in type, and the purchasing of the brands by the
customers are mostly the stricture of the safety, trust and belief. Safety, trust and the
belief are the parameters that hold the brands for the long term/ run. Even though the
available factors normally customers consider while preferring the brands that is safety,
trust and the belief are the fundamental stricture to acquire the brands. Whereas the
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endorsement of the brand, concerns on the principled brand, brand and its traits have
less amount of impact on the buying behaviour of the customers.

Dr. P. Ganesan presented the research had modest distraction of the brand equity that
relates to the customer based brand equity with its dimensions under the umbrella
brand of products that is staple products like spices, Atta i. e flour, salt and the contrast
with the chosen products among the four diverse set of stores. The contrast of the
brand i.e. Atta (Flour) with explicate the four stores and no disparity and the contrast the
experiential result with the brand salt. Rest of the other six proportions are not
demonstrated with no divergence, knowledge of the brand considerably fluctuate from
the stores with spices from another.

R. Shashikala et. al (2013) explains the strong brand entails vigilant planning and an
immense covenant of enduring investment. The unique ability of great marketers is to
create, develop, defend and retain their brands in the market. As the brand equity is a
additional value of a product by the fine and superior caliber for its brand which has the
economic value and the psychosomatic value for a company or a firm. This study is
focused on the applicability of customer based brand equity developed by David Aaker
in the context of Indian markets.
The study presents empirical support as to generate superior degree of loyalty of the
customers and the awareness level in forming the fine and superior quality of brand
equity in Indian context. This research signify that the Aaker‟s model is not useful for the
Indian market.

Rajeev K Shukla (2013) analyzed that satisfaction level of the consumers related to the
food. The factors influenced the consumers to visit the food outlet are common services
like arrangements of sittings, ambience, various variety, food quality, parking facilities
and so on.
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The study found that consumers feel that unorganized food outlets have more focused
on the quality, price and cleanliness. This study helps the unorganized food outlet in
creating the competitive products and service strategies to provide the high level
customer satisfaction and also to boost the market share and profit.
Consumers show less interest in promotional activities that motivate them to visit the
retail outlets. They also experienced that the staff at the outlets are polite, attentive and
helpful. Normally the firm seeks that the customer are satisfied by the products and the
services and need to comprehend the desires, needs and the expectations of the buyer.

These expectations are the main factor related to satisfaction. When the customers
have high expectations possibilities are there the actual reality falls less satisfaction and
obviously that they get disappointed and rate of their experience goes towards the less
satisfaction. In this type of outlets the concentrations on billing facility and entertainment
for their kids have less focus. In promotional activity expenditures can be used as the
investments on the outlets of the retailers for boost the awareness for the consumers.
According to the respondents the sitting arrangements or the spaces should be apart
from the delivery counter space.

Ravi Nandi (2014) examined that Indian market for natural (Organic) products is in its
early life and the information regarding the knowledge of the organic products
consumers are in defined. This study is all about to gain knowledge on consumer‟s
preferences related to purchasing preferences of organic products in Bangalore city.
The consumers preferred to visit those places where the socio demographic
characteristics and the purchasing interest were drawn. This study revealed that most of
the preferred purchase outlet for organic products should be specialized supermarkets
or organic stores.

The most preferred purchase places are open markets and convenience retail shops.
These products are influenced by few factors reminiscent to gender, family size, family
income and qualification aspects. Agricultural marketing involving in the organic food
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marketing, producers are to consider the consumer preferences for determining the
attributes based on socio-demographic and to work on the well-organized marketing
channels for these products. The variables influencing the consumer specific
characteristics are gender, age group qualification, and marital status, family size,
occupations, income level, food habit, knowledge about the certification on the organic
products, and also the knowledge about production of organic food.

The results revealed that implications on specialized organic shops, retail shops and
also hypermarkets focused on fine quality and trust and the belief of the food products.
The last preferred places for the purchases are open markets, local vendors/ markets
and also considering conventional retail shops which is more flexible for the low income
level customers. The majority of the consumers‟ purchases food products, including
vegetables fresh fruits, also the consumers are interested to buy these products at
organic stores, supermarkets and hyper markets. It‟s observed that these stores charge
more prices and difficulties in assessing the stated shops.

In order to promote these stores develop pricing strategies and locate their shops in
such a way that they go for the shopping (close to the residential areas) in accordance
with this retail system should improve the marketing channel. Lastly marketing strategy
should be implemented to improve organic food market based on the location and area.
Hence the tendencies of consumer behavior are carefully examined and considered for
further and improved environment.

Dr. S.V. Pathak et. al (2009) explained the factors affecting the buyers to make their
decision related to the latest retail formats and the chain/ system and to comprehend
the actual strength of the considered factors in this study. The factors considered for the
study are live culture, Envy or demonstration effect, fear to lose an opportunity, pricevalue equation, private label brands and greed. The study revealed that the retailers
need to take of the buyers and not only focused on the formats but the actual buyers
dynamics to keep the business moving smoother.
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Retailers should have to form a system that will focus on the deliverance aspects and
that caters to the massive collection of the buyers. This study also revealed the up
gradation of kirana shops/ provision stores with the same rate as the other retail outlets
are accelerating the phase. Shoppers are looking the good quality, customer service,
life style and status. In few cases the kirana shoppers are more flexible to cater the
products to the customers as they know the pulse and interest of the customers more
as compare to the new retail systems.
Sujay M. Khadilkar (2013) aims on the diverse set of the retail chain and retail formats
and also the current scenario of the retail trade especially grocery retail system. The
researcher has explored the grocery segment before no one has embarked on this
segment. This study is also focused on the positively intricate the retail trade on both e
prearranged that is organized and unorganized formats of Indian market. It is also an
effort completed to scrutinize the two formats especially complementariness in the
segment of grocery. And the researcher has escalated the comprehending facts and
tried to fortitude of the co-ordination in the two stated formats.

The study is focused on the grocery retail system and the entire factors are to be
examined and the proper number of the retailers to observe the Indian market and the
changing needs and demands of the customers are also traced. As the retailers and
their reaction n towards the market is gathered the information or the data for the further
analysis and the subsequent results are recapitulated.
Tirthala Naga Sai Kumar et. al (2013) found that the efficiently intensify the recital of
the retailers and the dimensions of the sales at the store and with its brands especially
grocery and food section. It facilitate the new customers that is the new shoppers, the
fresh entrant FDI bill has approved by the Indian government hopefully the massive
players o the globe such as Wal-Mart, Tesco and other players will take part in this retail
business. This study scrutinizes the five imperative variables and their respective
association with intention of the buying by the customers.
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It is accepted that the store brand stipulated straight with credit cards and the optimistic
associations on buying the brand of the stores as customers will buy the products with
no hesitation and the needs will be fulfilled by the stores. Sometimes the buyer will buy
no products due to the lack of financial support. Thus it is fine to hold the store brand
credit cards to avail the purchase the brand or products at the stores, and the meet the
purchasing purpose and at the same time instant actions on the purchase.

The next important factor is the customers take more time in choosing the products or
the items especially under the offers of combo packs, within the allowable control on the
purchase of the store brands.

Normally the customers prefer the items to be purchase based on the need and the
requirement rather than the retailers anxiety to impress the customers by his own
interest add the products and the items which is comprise the combo packs of the items
or the products.

The permitted confines include range of the price, varieties in the

brand of the store. The liberty to choose needs of the customers will splash out the fear
of buying the unwanted items or the products along with the combo pack which are
offered to the customers and loss of interest and money in the acquisition of the
products and services at the store.

In fact this approach is very much pleased to the customers to come back for the
shopping repetitively and to buy more number of items especially the store brands. The
revealed information is disclosed the diverse sub brands are the frequently purchased
products or items that have cohesion on the intentions of the purchase of the store
brands. This alleviates the customers/ buyers from perplexity, concern in bulky sub
brands in identifying the dissimilar value for money items and the quality.

The knowledge of recognizing the fine quality and the portion of the value to the store
brands by the validation facilitates the buyers in the easy way to conclude while making
the purchase of the store brands with the elevated degrees of assurance.
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It is obvious that the time to differentiate the discrepancy of the price from the store
brand and the national brands has changed based on the purchasing interest of the
customers.

The common customer normally does not take time in evaluating the

national brand or the store brand at every time so it is the need of the retailer to educate
the customer or to demonstrate the advantages of the prices in percentages, return
back policies and so on, by using the discriminating concentration strategy.

This contrast with the disparity linked with the store brand and national brand that
reduces the decision making time for the customers. This also facilitates humanizing
the store brands sales in more successfully. The final issue is based on the advantage
of the price perception of the customer that escalates if the price of the brand that is
store brand is almost equal as national brand, the store brands normally offer fine
discount to the customers.

This approach shows fine impact on the buying intentions of the customers towards the
store brands. Along with this the customers are able to distinguish the store brands in
diminishing quality aspects if considering the national brands and reduce the time to
calculate the unidentified and disjoint of the national brand and store brand. Thus the
buyers will rely on the simple and most effective perception and past experience
practices.

Urszula Sweirczynska- Kaczor et. al (2007) emphasized on the two pivotal issues of
management and the internet marketing and measurement of Brand equity by creating
relationships between company, digital communities and valuing customers. They have
also proposed method to valued customers by considering level of customer‟s loyalty
and their customer lifetime value. Valuing customers can be referred to their loyalty.
The concept is supported by separating customers‟ base into two parts and then review
both of them – the part of loyal customers and the section of customers whose focus is
on one contract with a company on the Internet market. In this subject we remind the
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implication of financial brand presentation such as the number of accomplish customers
and their profitability.

Intensification and collaboration with effective societies escort to attractive brand equity
in the vicinity of brand perception, customer‟s loyalty and company‟s status.
Furthermore, attractive customers‟ loyalty (e.g through virtual society) front to raising the
value of customers‟ base (what is exemplify by computation of customer‟s lifetime
value). In this way the possible of the company‟s brand and its collection are armored.
Urvashi Gupta (2012) attempted to comprehend the altering customary outlets to
shopping malls of the customer‟s behaviour. A set of diverse features and the
characteristics was scrutinizing the budge in the behaviour of the customers. It is
accomplished to be loyal to the same form the customer‟s point of view, whereas store
manifestation is no determinant that affects the customer‟s loyalty. Similarly, fresh
product or new product and accessibility of the assortment of the products are few traits
of the products that considers as the foremost determinant of customer‟s loyalty towards
the particular products.

It is assorted exactly where kiranas stores /local stores are movement free as they have
the nice rapport with the customers, home deliverance, locality which is convenience in
most of the aspects, credit on the product purchase sometimes the installment for the
purchased products. The emergence for these factors and the information of this is very
essential for the retailer which helps and assists to strategize the plan to retain the
customers and to compete with the upcoming retail formats.

It is important for any marketer or the retailer to hold the loyal customers, and this is not
so ease for retain as the customers expect fine quality and a wide range of the product
assortment so that the customers stay for the longer period of the time and at the same
point of time the retailer gain fine number of loyal customers. The retailers need to
expand and escalate the stocks and prominence of the store transformation that assist
to know and to comprehend the shopping intentions and the attitude of the customers.
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2.3. Retailing System and related concepts

Abhishek Sule et. al (2009); stated the retailing is one of the main sector is in buzz in
India. This sector has rationalized and extended at the quick phase and also helps to
boost the Indian economy. The early times the kirana stores were in great demand
ofcourse with the stated advantages and unstated disadvantages, they have survived
because they understand the need of the customers and helps in experience in good
shopping.

Now the trend has changed the kirana stores are interested in serving the customers at
a great extent as no need of going personally for shopping the just call them the details
of the products needed they will deliver the products to the customers‟ premises. They
also show the interest in your family, about the health and so on so that the customers
feel comfortable and shop with the same stores repetitively. Finally kirana stores
become wiped out it is not because of the organized retail stores or any external
environment as these stores are not involved in the innovativeness as they are following
the old concept of marketing as they need to understand the market situations and act
accordingly.

Amatul Baseer et. al. (2007) identified that the organized retail is a profitable scheme
for a competitor who can carry out in the best performance from around the world,
leveraging the financial system of the extent and obtain the remuneration through retail
process in India. India has a huge middle class society and educated workforce to
handle various critical functions like commodities, sales promotion, inventory
management, procurement and marketing. A number of drivers are assisting the
intensification of the business reminiscent improved levels of income and increasing
acquiring buying power, entry of new foreign entrants and transformation of real estate
markets.
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The manufacturers not directly accomplish all the retailers in a particular geographical
location. And it‟s not possible to maintain the desire relationship with the retailers where
the managing these relations are complicated. The actual operation between the
retailers and the manufacturers are becoming quite powerful as they freeze the
management and the channels of communication. Finally the monetary funds are very
low in case of the Indian retailers so the retailers are dependent more on the other
members of the channel.

Dr. C.P. Gupta et. al. (2007) examined that the retail industry has the potential of
employing the people and it is next to the agriculture sector in India. This industry is in
detonation period and various reasons are facilitating to this sector. Some of them are
the increasing their wealth especially middle class society in the changing the
consumption patterns, growth in income level in case of nuclear families. The tap this
resources various Indian based companies are also venturing into this business. The
actual rise of organized retailing has distorted as the way the Indian consumer
expenditure and changes in the lifestyle considering the metropolitan cities.

It is also revealed that the gap between the lifestyle of the consumer of metros and
rural is cutting down day by day. The major concerns of the retailers are focused on the
space availability for the setup of the retail in India. If this is feasible then the quality
improvements, delivering better products with good quality is possible with the prompt
services results in boosting the operational efficiencies and also less cost for the supply
chain system. This sector offer good job opportunities, better salaries, and
improvements in the living standards, usage of world class products and the services,
great shopping experience and social activities with the massive business prospects.
G. Laxmi Prabha et. al. (2007) focuses on the major objectives which comprehend the
retail customers in India, the emerging trends of retail and also it discusses the retail
formats in Indian context. This sector is highly fragmented as compare to the developed
countries as this is starting to become the biggest impact of this sector on Indian
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perspectives. This shows that the huge potential for the organized retail industry which
helps in prospers as the market is very enormous. The traditional formats like grocers,
kirana shops and many more co exist with the huge retail outlets and also with MNCs
and non store retailing channels like teleshopping and multiple levels of marketing
channels.

The challenging aggressive Indian consumer is now showing the actual resulting for a
stirring retail conversion that has already started carrying in superior interest from
international brands/formats. And the advent of numerous competitors, they are
annoying to pleasing the customer and it‟s for the Indian customer to assemble back
and to benefit from the generosity.

Gopal Das et. al. (2009) explains the consumer merchandise is quite favorable and
predominated in terms of sales and volume revenue. In this era the organized retail
keep all the possible consumer products under one roof as it is very much convenient
for the buyers to shop according to their needs and desires. These convenient stores
are able to attract more number of customers as the entire domestic and international
brands are available in the organized retail sectors. All the retailers try to attract more
number of customers though various promotional activities and other competitive
schemes. This study is needs the answer on Are consumers get attracted by store
amenities in a retail environment. As the answer, situational factor makes a huge impact
on the consumer buying process. After the analysis it is been concluded that the store
amenities leads to attract more customers in the retail environment.

Prof. H. Venkateshwarlu et. al. (2007) focuses on the effect of malls on small retail
outlets and also the effect of small retail outlets on malls. The many changes are
happening in retail industry and opening the economy with the full speed. The major
and pivotal players entered this industry and a set of new proportion is given to the
business. The retail store has started to increase with the good investment improved
ambience with skilled salesmen induced to compete with the competitors. It is difficult to
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the retailer to survive in this type of business, irrespective of actual size. It is believed
that the supermarkets are still need to tap the middle class and the customers from the
rural areas. This will take a extensive term to reach or to tap the untapped customers as
it is very complicated to break and to diverse with the cultural aspects of the customers
and also with the demographic barricades. In case of the small retailers they are more
associated with the middle class and also with the rural areas.

Harpreet Singh et. al (2008) stated that Indian economy has the retailing sector with
the essential building wedge. Indian retail markets have experienced vast change in the
post liberalization era and monitored a remarkable expansion. There was the actual
shift in terms of organized retail formats; choice preference and value for money have
distorted the retailing system in India. India‟s enormous population is the middle class
families and most of these middle class families are still untapped completely, the retail
industry are main appeal for the global massive players of retail who want to enter the
great Indian market.

The organized retail in India is driven by changing the lifestyle, strong earnings
escalation and favorable demographic model. Day by day India‟s infrastructure holding
the peak to match the comfortable supply chains are required by larger stores. In
addition to this the price cut down can be attained throughout the supply chain by
eradicate multiples layers of intermediaries and re-structuring. Organized retail formats
have numerous opportunities and challenges. This retail system has more number of
challenges in terms of government intervention, competition, FDI, Deficient in
Infrastructure, Tax restrictions and finally dominance by unorganized retail format.

J. Joshua Selva Kumar et. al. (2013) stated with numerous players such as regional/
local players, national players and international players annoying to tap the market, and
retail is one of the fastest moving sectors in India. The expansion of the prearranged
retail chain or organized retail chain has moved to the private labels in India. Private
Labels also recommend retailers to have the control on the supply chain, at the same
time the possible fine negotiation with the producer of the national brands and the
companies, possibilities are there to tailor and the innovative products in the market.
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This is how retailers offer a place for the loyalty towards the stores by the customers
and the augment footfalls. This research locate out to study the features affecting the
private labels in terms of the sales growth in India and also formative & comparing
customer‟s attitude towards regional or local brands, national brands with the particular
diverse set of attributes. In addition to converse the favorite outline with admiration to
demographic profile of respondents for both regional and local brands, national brands
and private labels brands.

The methodology projected to attain this objective consisted of investigative the data of
three groups of private labels are Non food FMCG, Explicitly food FMCG, Consumer
Durables and Apparel. As the study discovers the factors that influences the private
label‟s sales growth, it will eventually help retailers in developing and execute effective
marketing programs in admiration of Private Labels. This study scrutinizes how
customers in Coimbatore city distinguish private label brands in contrast to national
brands with deference to 5 traits.

The findings in this study are useful information for the retailers in planning the
strategies to manufacture products, by producing the supplementary products than the
national branded that suitable for the market, and also assist the retailers in escalation
of the effective private label brands or store brands and able to recognize and their
presence amongst customers.

Private labels are a moderately striking proposition because they generate a situation of
win and win for both the retailers and the customers. They propose Lower prices and
superior margins and at the same time, Quality is equivalent to that of national brands.

Nevertheless, retailers should be vigilant about not exaggeration this, especially in
areas where public is still new to the initiative of private brands and still split much
stronger bonds with the age old marketed products. The retailers must keep in mentality
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that private labels are not just concerning price. Today customer wants the product of
fine quality at lower price. For mounting a flourishing private label product, retailers have
to track a „lower price- higher quality‟ strategy. Customers are now ready to recognize
the private label brands besides the developed brands; customers are now quality and
service propensity.

K. Rama Mohan Rao. et. al (2013) observed that there is a boom in organized retailing
that won‟t be affect the consumer opinion and perception of the individuals. The factors
of ambience, especially lighting, cleanliness plays add on benefit to the retailing where
most of the consumers feel satisfied.

K.S. VenuGopalRao et. al (2012) explored organized retailing of grocery forms and the
deliverance. Consumers look for the quality, expediency and the diversity along with the
price when buying the groceries. This study reveals that this business is in the testing
stage. Numerous organizations are scrutinizing the market as the rehabilitation place
while other fine number of Indian organizations of retail sector has developed the
models of retailing to survive in the market and also in the developed countries and few
of the companies are slightly changed the models that suits to the Indian market.
Consequences of the last decade are totally mixed and not clear and it‟s difficult to
comprehend the facts where they are mixed. It is extremely intricate to conclude that the
customer‟s benefits that drives the market. As many suggestions are discussed in this
study where managers of the retail chain and the organization must plan for the
allocations of the preference of the consumers in terms of the taste, habits, likes,
preferences and so on.

At the same time the organizations have to take the initiative in promoting the
community and work simultaneously towards the superior set of retailing system
especially grocery segment.

It is very much open statement that the unorganized

retailers are located in separate recompense. In order to compete with these
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unorganized retailers and confines the sharing the minds of the customers as well as
the profit allocation of the customers, prearranged or organized retailers is need to offer
the diverse set of value intention. And also retailers should innovate and with the new
model to contrast and confine in gaining the attention of the esteemed and potential
customers.

Prof. Kalpana Singh (2014) explains the Indian retail industry is moving very quickly
towards the development. Indian retail industry and its dimensions are expected to grow
more than the twice to 1.3 trillion USD by 2020. In addition to this the prearranged or
organized retailer‟s efforts in developing the retail in Indian aspects are growing
significantly.

Contemporary the transformation of the policies and flexibility in the

liberalization of the retail sector division entertain many overseas retailers to Indian
market. It is expected that the FDI will boost the growth of prearranged retail/ organized
retail.

India with the great number of populace where the majority of the populace are the
youngsters, expect the more brand and conscious towards the fashion, immense growth
in the expenses of the consumers are few important factors owing the comprehensive
trends for the constructive looks of the sector. Hopefully in 2012, the prearranged retail
or organized retail share 8 percent of whole retail with the prediction of share of total
retail market is 24 percent in India by 2020.

Accumulation of the apparels and grocery segments which are growing faster as
compared to the other segments. It is expected that the multi brand organized retail is to
boost the specialty stores such as the footwear, consumer electronics, furniture and
furnishing and so on. The prerequisite of Indian small industries procure 30 percent as it
is important to restrict FDI in many segments. The elements that have to be consider in
retailer to compete the prearranged or organized retail in the following aspects quality,
price and variety. The latest retail system offers the opportune shopping experiences to
the consumers and hurdle to impinge on local stores/ kiranawalas or the provision
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stores and also for the small traders who are in this business for the longer period of
time.
Dr. M.N. Malliswari (2007) briefs the urban consumers‟ interest to enhanced great
shopping experience with the conscious and sub conscious and also willing to pay the
extra price. In present situation the shopping occurs with impulse decisions. Normally
the prices are charged at the affordable costs to the customers. The major drawbacks of
contemporary malls and other massive self service retail stores with lack of seating. The
senior citizens face lot of problem while shopping as seating facilities are not
convincible. It is better to provide the resting facilities should be available in every floor
of the malls.
Shops should have sufficient parking space to park the vehicles and the customers feel
relaxed. It is also revealed that the small stores will not have any problems from the
foreign and MNCs as the opportunities are huge in Indian market.

Dr. M. Anbalagan et. al. (2007) explains the consumers are looking for the good
convenience in case of shopping; normally the households buy the monthly groceries
atleast from four shops with the several visits during the month and few top-up buying.
As India is one of liberalize country in Asia which started focusing on the retail sector
even though numerous foreign companies have their own interest in this market, the
local/ retailers are also entering in to the market to provide goods and services to the
individuals and households. India stays at the last in the modern retailing as frontiers,
the actual confronts are wider and diverse market as well as the alteration to the
characteristics which reap huge recompenses for the extensive terms. And it is believed
that the consumer are considered as the winners in this retail rush by getting the
products and services at the lower prices as well as the good freebies are offered to
them.

Manju Malik (2012) noticed that the combination of convenience of the store, quality of
the products, availability of new products and service quality are considered more by
the Indian consumers. It‟s also evidenced that combining these factors helps in manning
the customer satisfaction.
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Noor Firdoos Jahan et. al (2009); briefs the exploring trends of retail formats related to
hypermarkets in Bangalore region. Bangalore have experience the huge change and
buyers are more exposed to various retail formats from kirana shops to convenience
stores to supermarkets and to hypermarkets. Majority of the retailers are opened their
hypermarkets in the city. It is observed that the shoppers are more interested in
experiencing the hypermarkets for shopping and to spend leisure time. It is also
experienced that the quality of the food and groceries are nicely maintained at the
hypermarkets but when it comes to the apparels and fashion the quality is not so good
to appreciate.

The retailers have to see to the quality up-gradation of the offered products should be
maintained genuinely so that to attract and to bind the customers. The majority of the
shoppers‟ shops on the weekends and these shoppers get tired by standing at the
counters to make the payments for their bills. The hypermarkets offer good space for
the kids to get entertain by various games, family entertainment where this attracts
more customers to walk-in to these hypermarkets. Finally the price part, these retailers
are more interested in promoting their own brands by offering good discounts and
branded products are not be good discounted.

N. Venkateswaran et. al (2009); focused on the hypermarkets as an emerging
segment not only in metropolitan cities or semi metropolitan cities but also in I Tier and
II Tier cities. Considering the small towns‟ retail has allowed women to have freedom
from the „shopkeeper in Law‟ concept with new shopping walkways and acceptance is
increasing among households. Innovation is most essential in retail branding. This
sector takes care of the customers very rigorously based on emotional and respect to
their cultural and individual style aspects.
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The modern retailers are looking forward for the two main things that will boost this
industry those are man power and more space for expansion. This sector is purely
dependent on the external factors like government interventions, real estate prices, in
addition to this the activities of retailers and the existing demand of the customers which
makes a dramatic impact on the retail industry. As the retail market changes shape and
increased competition the latent for civilizing the retail productivity and unkind costs are
also declining. Finally strategies are not strictly independent of each other; assessment
purpose is not just a price superiority and service but also is improved by
personalization and contributing impressive experience.
Dr. Pinaki Ranjan Bhattacharyya et. al. (2010) briefs that the customers are
interested to visit Samabayika for shopping which is a big and old retail outlet in West
Bengal. This departmental store is very much reliable and offers good quality of
products at very moderate prices. This research has shown few constraints regarding
the retail outlet and it is also proved that to research has shown few constraints
regarding the retail outlet and it is also proved that to be long term contender in the
retail chain/ segment.

This retail outlet management needs to take the initiatives to build good relationships
with the customers and ofcourse with the suppliers as they provide the good products
and the services to this retail outlet. The major constraint is the staff is not up to the
mark as they need to have qualified staff and also to train the employees. This retail
outlet need to provide the extra facilities like free home delivery of the goods and also to
provide the parking facilities to the customers so that customers should feel comfortable
in shopping. Finally the retail outlet management should have a healthy relationship with
the employees of the outlet so that they can provide excellent level of service to the
retail chain.
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R. Tamilarasan (2007) identified that the most favored proportions of store location as
ease of reaching the store, ease in identifying the store, and convenient location of the
store. The store loyalty proportions are the store I like very much, for my regular
shopping experience I prefer this store and so on. The study also highlighted on the
most favored proportion as the appearance of physical facilities or the outlets, reliability
and consistency of the store personal performance, willingness and readiness to help
the customers and to acquire honest services with well trained staff and basic
knowledge and good convincing skills.
This study observed that the attributes with teach of the dimensions have to be
improved by the existing stores to ensure the customers satisfaction and their comforts.
Finally a set of the store proportions and the service quality proportions identified that
the stated proportions have to be improvised to earn the competitive edge and to
survive in this retail business in the sight of altering and also emerging retail situation,
with the doable initiation of the MNCs in retail market situation.

Raju Gundala et. al (2011) explains that the retail scenario and service is one of the
significant factor which ensures the customer loyalty to a respective brands. However
the quality of the service is the main concern of all industry, as far as retail industry is
concern there is a lack of the effort that is to be ensured the deliverability to its
customers. This also computes the retailers offer the service and quality to the
customers. And also the retailers lack in reassurance and consistency and need to
improve the management, operational and front end services to gain the loyalty of the
customers and the trust should be formed.

The retailers are ignoring the customers as well as their expectations due to improper
decisions viewed by the management and also the service deliverance and the lack of
communication are stated as the negative for the retailers. From this study it revealed
that the AUCHAN hypermarket provides less the customer service and no proper
assistance and reliance is not showing the same trend as AUCHAN hypermarket
towards customer service. Lack of qualified staff, no motivation to the staff, improper HR
assistance, lack of man power, are the factors responsible for the drawback of the
retailers.
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Rallabandi Srinivasu (2014) explained the segment of fast-moving consumer goods
(FMCG) which is a vital segment that provider to GDP of India. It is the fact FMCGs is
the major segment that comprise of great contribution of funds from the consumer in all
the nations. This study is intended to comprehend the circumstances and the situations
which are accessible in the retail trade segment based from FMCGs.

This study is focused on the segment which is spirited and the competition procedure.
This industry is exemplify the network allocations, levels of low dispersion, with the cost
of working is less, lesser expenditures on per capita and extreme competition among
the prearranged or organized fragment and unorganized fragment. In India there are
more than three million people are employed in this FMCG segment. At present this
segment is mounting the double of the previous pace and it is anticipated that this
speed will be hold back to elevate the expansion and the growth rate of the nation. It is
believed that the buyers ware conventional part due to the les income disposables and
also part due to less number of spirits and additional diverse set of products.
Normally consumers demand for the food inflation and price suppleness for the
segment while consumer‟s purchasing power reduces the acquirer of the products from
the convinced FMCG.
Rohini Purohit et.al (2014) stated that a firm intellect about the growth of the retail
segment as promising attraction for foreign individual. The enormous involvement of
retail segment in Indian market, government procedure, the escalating consciousness of
the consumer, the brand awareness and numerous factors have made Indian retail
segment as emerging desirability for the massive foreign retailers to invest. Several of
these foreign investors are hurrying to confine metro province some are fascinated in
non-metro places but in both the province significant retail development and regional
expansion.
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In metros 28- 30 percent of enlargement is predictable where as in tier II and tier III
cities we can anticipate it to cultivate by 55- 60 per cent. Some additional foreign
retailers are lined up to do foreign direct investment both in sole and multi- brand trade
as well and settled to accomplish the condition of 30 per cent sourcing from SME's .
These foreign reserves are probable to have crash on diverse stakeholders like
consumers, unorganized retailers, MSME's, industrialized units, and unorganized
retailers, will it be positive or negative can only be adjudicator in extensive run.

Ruchi Malik. et. al. (2012); focuses on the factors and to determine marketing role in
the success of organized retailing system in India. It‟s observed that the retailers have
good opportunities and to adopt the new approaches to attract and serve customers
better.

Prof. S.L. Gupta. et. al. (2007) explains that the shopper‟s interest and their attitudes
are different towards the stores and the retailer‟s response towards the shoppers is
based on their mood. This type of situation is based on the organized retail formats
especially in case of the shopping malls this is because changing consumer moods and
increasing the power of purchase and walk-ins are more but the visitors are more
interested in looking around concept.

This study observed that the major players sharing the youth fashion and have
engraved as one stop provider for the customers. Diminutive retailers no longer stay the
main basis for the essential monthly shopping storage the consumer usually gets the
improved prices, quality assortment and expediency for their procurement at organized
retail formats. As largely consequences revealed that the variables are measured as the
some extent of predictability in choosing amongst the dissimilar types of store formats.
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Shadma et.al (2013) emphasized on the major factors that affect the consumers
decisions despite the fact that to select their choice of retail store and to study those
variables affect the choice of customers in choosing the retail stores. This paper
revealed that the male customers prefers the retail outlet which offers variety of the
product assortment rather than decorations and lightening the stores.

The old age people like to shop from the street markets and local stores, the younger
generation is attracted towards the retail stores as they provide better quality products
not swayed by the freebies and discounts which are offered to them. The study
conducted bared that the consumers are aware of the functioning of the retail stores
and also the retailing has great word of mouth for the shoppers. These shoppers
choose the apparel retail outlet on the basis of product assortments.

The old generation and the younger generation have totally different opinion on retail
stores/outlet. And the comparison made between the quality offered an the discount
offers, as the retailer think that facilitating the discounted products but not the quality
product will gain the attention of the customers and they make a purchase but the trend
is changed now the customers are interested in gaining the quality products rather than
going for the discounted products. Hence this study proved that the customers are
looking for the quality products not the discounted products which are offered by the
retailers at the retail stores/ outlets. And finally the consumers like retail stores which
offer better quality than the stores which offers more discounts on the product and
product assortments.

Sharizal Hashim et.al. (2013) gives the proper approach to formulate the Brand
managers‟ a set of strategies to implement on various sectors like

Retail, Health

service, Hotel and Banking system. It helps the managers to allocate and to measure
the various dimensions which are suitable for the respective sectors.
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Brand equity offers a narrative that service are to be brand, diverse set of services
requires as the many approaches of processing the branding. This helps the brand
managers to assign, prioritize the measurement requires for the service of the brand
equity.

Brand awareness is not sufficient to power the behavior of the service customers.
Hence, aspect like brand meaning is desirable to bear the growth of brand equity in the
service industries in Malaysia. Hence, service brand awareness and brand meaning of a
service brand need to be enhanced on in order to increase positive views by the target
spectators. However, dissimilar service organizations need diverse personalized
approaches to service brand equity potential. This study gives service industry
managers a prepared advance to formulate their branding strategies.

Its uncomplicated approach exemplifies how diverse service categories throw in to
branding strategies efficiency. As managers often have incomplete resources to
execute branding strategies, this structure assists them to prioritize and assign
resources across brand equity constituent. Therefore, set aside organizations to focus
on the exclusive scenery of their service that considerably provides an edge with their
contestants.
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2.4. Retailer’s Brand and Local/Private Tags

Dr. A. S. Sandhya et. al (2011) observed that grocery shopping behavior and establish
the consequence of consumer perception facets and demographics on attitude toward
private label brands amongst grocery consumers. The outcome of the multiple
regression analysis demonstrates that perception of private label brand has the
foremost manipulate on the attitude. Among the demographic distinctiveness age and
gender of the respondents did not persuade but family size, income and occupation
negatively prejudiced the attitude towards private label brands among grocery buyers‟.

There are numerous allusions for the retailers who are enthusiastic to target consumers
with through private labels. This study finds that perception is an imperative implement
in increasing attitude toward private label brands among consumers. This involves that
retailers should connect in engender positive appraisal about their private label brands
and at the identical time contradicts any negative perception of their private label
brands. They could achieve this through in-store endorsement, store image structure
and advertising. Other aspects that were originates to be significant are consumers‟
education level, gross members in the family and marital status.

Retailers should, consequently, focus on intention these divisions. The outcome
revealed that occupation, income and family size of the respondents had a meandering
consequence on attitude toward private label brands. This seems to curtail from the
reality that better occupational level and higher income stage of the consumer‟s
consequence in them not allowing for the private tags or the brands that provide the
value for the product and symbol of class. Consequently, the retailers should connect in
promotional tricks to endorse their private label brands as long as value for money.
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Abhishek (2011) considered the choice of private labeled brands by using the simple
demographic variables that extended to attitudinal work and the respective behavioral
aspects of the buyers. This study is not revealed the co-ordination of psychographic and
demographic attributes to attain the control on the exploratory. The paper also defines
the operationalization of these variables with the integrated models in present Indian
retail scenario and also the limitations are briefed out. This model makes the most
comprehensive and lacks in the inclusion of various environmental variables.

This study is fixed to the particular category of product but not to all other related
product categories. The loyalty programs are to be initiated to the individuals to make
the regular purchases. By the analysis it can be concluded that the domestic brand and
the private tags are normally not dependent on the other and in realm these are not the
same one can resort to nested logit.

Arun Kumar Singh et. al (2013) observed personality manipulates on shopping
activities and determine the consequence of consumer perception aspect and
demographics on attitude toward private label brands amongst grocery consumers. The
study demonstrated that internal directed consumers have constructive attitude towards
private labels as contrasted to external directed. It also attempts to see the erudition
and the motivation to acquire private labels. The outcome of the multiple regression
investigation illustrates that perception of private label brand has the foremost persuade
on attitude and behaviour on private label brands. The demographic distinctiveness age
and gender of the respondents did not manipulate but family size, income and
occupation unconstructively inclined the attitude and behaviour on private tags/ brands.

There are numerous implications for the retailers who are enthusiastic to target
consumers with through private labels. This study discovers that perception is a
significant instrument in mounting attitude toward private label brands amid consumers.
This involves that retailers should connect in producing positive reviews about their
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private label brands and at the identical time counters any pessimistic perception of
their private label brands. They could achieve this through in-store promotions, store
representation building and advertising.
It is also establish to be significant are consumers‟ education level, earning members in
the family and marital status. Retailers should, consequently, focus on intention these
fragment. It is showed that occupation; income and family size of the respondents had a
meandering consequence on approach toward private label brands. This seems to
curtail from the actuality that enhanced occupational level and higher income level of
the consumer‟s outcome in them not considering private tags or the brands as endowed
with value for the product and the symbol of position. Consequently, the retailers should
connect in promotional actions to endorse their private label brands as afford value for
money.
C.V. Krishna et. al. (2012) stated that in prearranged or organized retail food is the first
segment followed by the apparel retail as second and the boost of private tags or
private labels are elevated food and groceries segment equally and in apparel segment.
Numerous retailers are escalating the part of private tags or private labels in their
product range as the store brands will depart superior boundaries to the retailer. The
consumers are preferred store brands profoundly because they save cash. This present
paper is focused on the pilot study conducted to determine the consumer preferences
towards apparel private label branded in India, which is an empirical study using
conjoint analysis. The paper provides the findings to the pilot study carried out in
Hyderabad and Secunderabad twin cities only. It assists to appreciate the consumer
buying behavior towards apparel private label branded.
Deepali Gala et. al. (2013) discusses the private label concepts which are not the latest
concept in the market and Indian market too. The origin of the private labels is from the
ancient times, products are sold privately by labeling the private tags with the national
brands. To bind the customers with the private labels need to boos the productivity and
also improve the loyalty of the customers towards the private brands, and also the
numerous retailers are turned their store brands as the private brands.
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As the private brands attracts more numbers of customers due to private brand can
enhance the margin. Retailers have fine profit margins on the products they offer and
basis of the own brands are elevated as the brand products in the market. This research
talks about strategies of marketing which is appreciated and accepted by the outlets to
escalate the sales revenue from the private labeled products. This study is work out on
the belief of the customers where the assorted deflect the customers from the private
label products or the national brands by the retailers.

Retailers have to focus on the perception, attitude and behaviour of the customer, a
wider scope for the customer‟s activities that lead to the diverse set of retail outlets or
local stores or kirana stores available. This study revealed that the local brand or private
brand cannot be considered as the national brand as the customer‟s perception is totally
diverse in this case. This study also recognizes the causes that are involved in the
private brands. Normally the customers look the price of the product then they go for the
buying of the product and at the later stages quality and accessibility of the product is
considered. These products enhanced based on their quality and price aspects then the
customers are easily attract and convince to buy the private brands.

Hariprakash (2011) explained the fundamental transformation captivating position in
the Indian retail Industry. Strong elementary financial expansion, population extension,
the rising possessions of individuals or households and the quick creation of
prearranged retail or organized retail chain‟s infrastructure are the factors causal for
such changes. In prearranged or organized retail the private brands are intensify in the
Indian retail industry that focuses on the importance of private labels to the customers
and the retailers in this industry and also the growth of the private brands.

The Private labels enduring with retailers want to proffer cheaper products. The
moment, private labels are less than 5 per cent of the retail trade. But Indian retail is
enormously attractive for patron, will continue to rise in the other countries.
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Monitoring the tendency of the growth and the prospects of private brands or labels, and
these labels are strong contenders to the domestic brands and retailer entrusts to the
accessibility and quality of the private label and adds assessment to the products
offered by the retailers. The customers required to discover a difference in buying a
private label than buying a domestic brand. The retailer focuses on short term benefits
and to attract only by the price distinction of the private label then the brand will not
endure for long run against a nicely established domestic brand.

John A. Quelch. et al (2006) discussed the local tags are threats to the branded
products, as there as many private brands are available in the market. These private
labels prices will escalate at the economy crisis and reduced down when the strong
economy. And they offer the appealing strategies to the manufacturers to fight against
the private labels and also to maintain the long term health to their brands.

Justin Beneke (2010) explored South African consumers are uncertain to embrace
private label brands. There appears to be skepticism nearby the quality of the whole
spectrum of such brands, with important heterogeneity between exact private label
brands. South African retailers have taken unreliable stances based of positioning their
private label brands, Private label brand message policies have effectively reached a
great amount of the South African market.
Krishna Mohan Sharma et. al (2011) stated private label marketing is a contrivance
retailers use to improve various of the profits latent in the vertical structures they
allocate with manufacturers of renowned brands.

In spite of increasing import costs and mounting regulations, consumers are still
appearing for lesser priced products to convene their budgetary restraint. Private label
today require the disgrace of the past, and fetch inferior prices consumers want and
superior margins retailers necessitate.
Page 100 of 290

Published by- Associated Asia Research Foundation

As a business approach, private label propose substantive and persistent growth. An
excellent private label program can lay the base from which to administer an assorted
set of resource tricks today and into the prospect.

From product intend through discussions and procurement, resource development
cross functions within the retailer‟s organization and broaden out to suppliers, factories,
agents, and additional supply chain associates. Private labels depict products contrived
for sale beneath an explicit retailer‟s brand. These retailers are intended to compete
against branded products customers expect the products at the much lesser price in
case of national brands.

Private label presents an occasion to price aware customers to acquire the product at
realistic price and gratify their needs. This paper discovers the consumer outlook related
to product choice and their preference among national brands and private label/store
brands. This paper briefs a study of perception of the customer at the store brand and
national brands.

Customers are well conscious with private label expressly those who are dwell in urban
area and desire to acquire due to price difference and equivalent quality. As for as
pricing is apprehensive, it is fairly low in relationship to national brands and draw to
shoppers. Private brands assist in attractive the footfalls of purchaser in organized retail
and propose multi promote to shoppers as well as retailers.

Lakshmi Nair (2011) observed how Indian customers distinguish Private Label Brands
and also to know the customers response and they perceive the private brands
especially in food and groceries category in considering the national brands. The
satisfaction and perception of the customers on the private brands help the marketers to
mount the private brand or store brand much stronger as the escalation of these brands
are fine and acceptance level of these brand are excellent in the Indian market. As the
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industry is mounting with every ephemeral day, in spite the fact that store brands are
extremely profitable, but at the same time a huge competition and the rivalry amidst
prearranged or organized retailing system in Indian market with the balancing the both
private labeled brand and branded products share the profit of this profit making
industry.

It helps in amplifying the footprints of the private label manufacturers in India and the
effectively competing with the other major players of the Indian retail market. Generally,
customers anticipate the private brands with national brands are equaled important in
the market. Loyalty of the customers is turnout to be erratic term in this unstable market
and also in this competitive environment. The customers are loyal to the particular
products and sometimes they switch to the one brand to another or to the new product
which exist in the marketplace. If the producers of private labels can afford the
customer‟s value on high pace and it stumpy in the symbol of the status, hence it is
accepted there is a huge opportunity for the retailers to setup their own brands that are
suitable for the mindset of the customers and to move ahead the customer‟s perception
by concerning the same. This will not boost the branded product that is benefitted and
there is a boost in the sales of the store brands or private labels and to gain more
profitability.

M. Raja (2014) explained the retail activities involves the trade of goods or products and
services to end users or the consumers for the individual, family and household.
Retailing system in India change has been steady but the rapidity of progress is quick
over past few years. One such change is the emergence of private labels which turned
out to be the essential division of retailing. The private labels are accessible in a wide
range of the food products to mascara to hosting the network too. These products are
naturally those products that are artificial by the company under another company‟s
brand. They are commonly located in the nominal cost to the local, regional, domestic
and the international brands that the private brands are act as the premium brands to
compete with these named brands.
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Organized retail is a large uprising to Indian economy, which not only throw in domestic
brands and also private label brands. So it is essential to recognize the customer
perception on private label brands in retail. This paper emphasized on the factors which
influence the customer perception towards Store brands or the private tags and also to
anticipate the customer‟s interest on the private labels and the store brand of Big
Bazaar.

The objective is to propose and to promote private labels in Big Bazaar,

Chennai. Private label brands have ended fabulous inroads over last two decades.
Indian retailers persist to inflate the area of private label contributions though the victory
of private label brands has been restricted to segments of consumers and definite
product group. In this research the objectives were to review how PLBs are apparent in
a multicultural circumstance. The findings disclose that private label brands have
excellent likeness, consumers are content with its wrapping, and they are quality and
more inexpensive. Consumers consider that private label brands are not connected with
opulence goods.

M. Ramakrishnan (2012) stated that the customer‟s perception on the private brands
that are offered at the Big Bazaar of Coimbatore. This study is to comprehend the
sensation offered in terms of likelihood that is offered by the retailers when initiated the
store brands. This is to discover the trade preferences that are based on the brand
loyalty of the customer and to evaluate the aggressiveness of the customers for the new
brands or the old brands of the firm. Preponderance of the respondents relies on the
quality, reliable and the image of the brand that is foremost attribute that contrast the
private brand with the additional branded products. The retailers are capable enough to
promote their private labels and try to affix the positive response and the experience in
the mindset of the customers and their recognition. The expansion of the private label
sector like the apparel, food segments are mounting at the high pace. Whereas, the
future of these private labels are in the capability of the retailer‟s to conquer the market
and the confronts such as the enlargement of the new categories and distort the
appearance of the store labels and private brands and also national brands.
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The major factors such as the high quality, price, huge assortment of the products,
truthful that drives the customers to purchase the store brands. These stated factors are
considered the most in the future for the store brands. It also helps to boost the sales at
the retail stores.
Prasanth M. K et. al. (2013) focused on the private labels are well-liked among
shoppers of contemporary trade channel. The stock up brands is used to contend with
the domestic. The domestic brands were advanced to private brands at the preliminary
stages. The circumstances have distorted over era of time and the private labels are
evenly capable to contend with domestic brands. The retail chains or the channel
promote the store brands as it yields more group productivity and other related benefits.

The study briefs that the private label utilization in Grocery and FMCG are entirely
different. The profession and spending are strongly related. In case of business class
people and professionals their expenditure more at the retail outlet contrasts to others.
The private label favorite in Grocery is additional to FMCG. It is due to the consumers
are more brand cognizant in FMCG than Grocery. In FMCG, more inclination for private
labels in Home Care than Processed Food. In general consumer utilization of married
and unmarried people is diverse with deference to private labels. In the organized retail
sector, the purchaser spends more time in acquiring Home Care and Processed Food.
The spending depends on number of factors like demographic, geographic and much
more. This study is helpful for organized retail players in Kerala to plan the shoppers.
Based on this research and mapping, formulating the unique strategies to attract more
customers in the region where private label is much weaker than the FMCG.

Prasanth M. K et. al. (2013) explains the store brands, is also known as private labels,
and is varying the prospect of contemporary buy and sell outlets in India. In progress on
a short input outline, like lesser price, lesser quality and incomplete association, the
private brands or the store brands have the extensive mode with the national and the
domestic brands.
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These brands are chosen and the channelized in terms of price and with the quality in
India. These brands hold the market share of 50 percent in various categories of the
urban cities. These private tags or the brands are enveloping in groceries, processed
care, private care, residence care and

consumer durables and so on. The utilization

model of marital and un-married is completely diverse with respect to Flour in Grocery
and private Care in FMCG. The age set has a momentous crash on consumption
outline of private labels in Kerala. The instructive ability of buyers is a further significant
factor which influence consumption model of private label.
Prodhuturi Venkata Vijaykumar et. al (2012) explained that most of the customers
buy preference is basing up on the manufactured goods functionality then after features
and consistency. In this study the respondents‟ male are more than the females. Store
found situated is elevated more than people store site is expediently. Most of the people
desire the privet labels on the basis of quality and price/ value. It is observed that most
of Big Bazaar‟s customers after using private labeled manufactured goods most of the
peoples provide the statement is content further statement is no discontent. People
come to be acquainted with about the promotional offers supplementary from after
visiting the store/outlet and newspapers.

The private labeled products additional customers preferred flours, grocery, furniture,
oils; hence the residual populace preferred remaining products. Most of the customers
acquire preference is based on the manufactured goods functionality and then features
and reliability. After using private labeled product most of the people give the statement
is pleased another statement is no displeasure. The role of private labels in engender
business to the retailers is delightful in the present scenario. This is due to the mounting
inflation and the prices of essential commodities have turned the consumers from
national and branded items to the inexpensive private labels. To capitalize on the profits
of the retailers own branded products are in receipt of the maximum share in the
advertising budget, which in turn harvesting the best out of customers‟ folder to the
retailers.
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Most of the private labels are of very low prices, the whole thing available under one
roof, good discounts, freebies, coupons etc, and these feature make them the most
favored items in outlet.

R. Sathya et. al (2012); focused this study to understand the actual interest and
intention of Indian consumers related to private label brands in the retail sector and also
the importance they to the emotionally involved to the particular brand while considering
for purchases. This study also aims at the consumer interest and attitude on the store
brands or the private label brands related to groceries and other food retail sector. It
also emphasized on the effects of the economic situations, retail communication,
rational factors, perceived quality and emotional factors, and the shopping behavior with
reference to the buying food and groceries products considering the private label
brands. It is revealed that the insights to all the manufacturers of private label brands to
formulate the unique marketing techniques to have strong and effective on Indian
market.

The effective attribute like price got more influenced the consumers‟ intention or interest
to purchase the private labeled brands. The companies need to take necessary
measures to reduce the price of the respective products so that the consumers are
more attracted towards the private labeled products. These brands should focus on the
determination on retailers by providing the add on benefits to the buyers by making
changes in packaged goods, containers, shape, sometimes with freebies and the
perfect packaging and to focus on the innovations of the private labeled brands. Finally
the consumers are interested in buying the private labeled brands. This also enables
the retailers to enjoyed the good profit and boost up their sales which gives more
confidence to compete with the giant players in the market.

R. Sathya (2013) focused on perception of the customers on the private brands
especially on the grocery and food items that works out as the major decision in buying
the private brands. The consumer‟s expenses on the grocery and the food items are
vital portion where the consumers‟ amount is invested.
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The retailers need to utilize additional strategic product, innovative products. The brand
management restraint usually engaged by large domestic or national brands.
Consumers‟ perception analysis reveals that the attitude and the interest on private
brands that varies diversely and proposed the view that expenses are fewer in case of
the private brands and it is not stated that the consumers are fewer from the private
brands. The industry of the retail is going during incessant confront like expensive rent
of the stores and desired location of the stores which are unavailable particularly

In II Tire cities, whereas the taxes and diverse related policies, and the infectiveness of
the logistics. This is the right time where the consumers need to know the financial
condition and also to observe the currency that they are spending on the products and
the services. If they retain the currency by not buying the private brands then they save
fine amount of money, the time they buy the private tags or the brands they have the
feeling of satisfaction at the same time the quality of these brands are based on the
quality of the image of the brand. It is the fact that the private brands are competing with
the known brands and the name of the renowned brand in terms of quality aspects and
the price aspects too.

The purchase purpose of Private label brand is predisposed by numerous variables that
make impact on attitude and the interest of the customers and also the purchase
intentions of the customers. Customers are normally invested on the wallets because
chances of recession at these times are more, instability of the markets that is stock
market and the job fatalities. The consumers expenses are taken care by the good
number of bank that offers the credit cards and they bank see to the customers are
keen user of the credit cards for their shopping purposes.

These effective factors are the transformation in the attitude and the interest of the
consumers that requires the additional exposure in buying the products and the
services.

Page 107 of 290

Published by- Associated Asia Research Foundation

Rajesh K. Aithal stated that the prearranged retailing system or the organized retail is
exposed in the countries there is a share of the private brands and the sales of these
brands are mounting. In India the prearranged retail or the organized retail is in the
initial and embryonic phase a huge number of the companies are incursion and to
acquire the fine position of these private tags in Indian market. This study is based on
the private labels that are recognized in the various countries. It is an effort of the
retailers to offer the retailer‟s brand from the point view of the nation wherein
prearranged store brand or private labels are at the burgeoning stage. The study makes
the endeavor to draw the string of the private labels presence and the prediction on
these brands in the future.

This study is the wrap of the two prearranged retail or organized retail to encourage the
available categories that the private brands are offering reasonable price and the
producer brands. The anticipated outcome of this study is that the status and the
position of the private tags in the nation and the possibilities of being successful in the
market in future. The results are more associated with the anticipation of the researcher.
The no prominence between the private tags that are accessible with the two retailers
which adopted the same and common environment, at the same time there is no more
effort is needed to track the diverse strategy for the private tags. Therefore the
marketers need to focus on their own brands in future and augment to share their
involvement in other general ventures.

Ranga Chimhundu et. al (2010) discussed the actual modernized technology related
to the manufacturers brand on the store brand or the private brand in the category of the
grocery and food. It is notice that the brand innovation on the consumer goods packed
are portrayed in the relation to the store brand or the private brand as the major tool to
tackle the competition against the private tags. It also focused on the fresh and new
way of explaining the manufacturer brands and the store brands in the grocery
segment.
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Rushina Singhi et. al. (2010) explains that the private labels are in the situation where
they themselves are more effective in the customer‟s mindset and also gained the
acceptance from the customers. This private label segments have a vast category
growth especially in apparels, food and grocery, consumer durables are main sectors
which are growing faster whereas the lifestyle product category is need to pickup.

The private labels are purely based on the ability of the retailers and the efforts make to
overcome the major confronts such as infrastructure, quality, cooptation, practices at
the supply chain, escalating the growth in the new and fresh categories, hybrid channels
of marketing and so on and talented professionals and also by separating the store
brands with the national or domestic brands. It is identified that value, possession utility,
merchandise, experience and place utility are the major factors which , experience and
place utility are the major factors which actually impels the customers to a particular
retail store/ outlet. And these factors can be considered as better plan for store/ outlet
design. This also helps the retailers to bind and to build the walk-ins of the customers in
the store which yield good and increased sales.

Saher Sayed (2014); explained retail segment in India is one of the pivotal sector in
terms of GDP and employment it afford but also the prospect potential. Private labels
are a notion which is novel in India but very significant for the organized retail sector.
Private labels are favorable for both retailers as well as consumers. They are less
expensive substitute to national brands on condition that the same rates to the
consumer as national brands do. To the retailer they proffer a diversity of advantages
ranging from improved profits to more organize over the product. Numbers of retailers
are coming up in cities and metropolitans, almost all of them present their own
labels/private label brands, while some recommend less others offer one under all
grouping.

Retailers pursue diverse strategies to make private labels a winner, they use their cost
improvement to strike the national brands at value, they are enhanced arrangement to
mould their product outline and proffer an additional localized approach to consumer.
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They also have the benefit of insertion their product in a way which has the most
excellent force on consumer. Alone with these advantages private labels has, it
experience from convinced negative aspect, belief for that substance is the biggest
drawback for them, geographical limitations comprise incomplete availability and need
of choice for consumer leaves them less chosen sometimes.

A private label is essentially a global notion. Researches revealed that private labels
brands donate majorly in European retail marketplace, 35% of the products are in-store
brands; the worldwide slowdown has affected private labels in a fine way as consumers
looking for worth find them improved as next to national brands. It is the fact consumers
are now enthusiastic to carry on with the private labels, even though the economy is
steady.

Finally the future for private labels seems affluent given the rising organized retail
marketplace and beneficial environment. Economic unsteadiness also positively effects
on private labels market as consumers get more assessment for the cost with them.

Dr. Shubham Goswami (2012) explained that the availability of the private tags are in
the explicit stores, it is one of the difficult task to the vendor to offer the marketing mix
related to the private tags. The market share is boosted the private tags that has been
identified to escalate the prearranged retail system. It is focused in the involvement level
of the variables such as promotions of the effective private tags, sometimes store name
as the private brands, price variation among the regional brand, domestic brand and the
private tags, and the quality parameters. These private brands also determined in terms
of the enlargement rate and the total sales volume in the grocery sector of the market.

In the trade story of India, the private tags or the store brands are getting the centre of
the attraction. Considering the west the marketers of India are most agitate to the newer
tradition and the customs to escalate their profit margin form the products offered in the
market.
Page 110 of 290

Published by- Associated Asia Research Foundation

It is known fact that the customers are accepting the private tags more and often there
is an increase in the customer buying of these store brands at the same time these
retailer will be vital gainer in the share with the other branded product manufacturers.
The private labels are with fine prospects that is based on the capability of the retailers
and also to overcome from the major confronts such as performance of the adaptive
logistics, co operation, infrastructural quality aspects, professionals with the fine talent,
hybrid direct marketing channels, enlargement in the new and fresh categories and also
the division of the private labels and the domestic brand.

Sudip Kundu et. al (2013) discussed the case perspective is to illustrate concentration
to plausible attributes or proposal and to assess the relative scrutiny of the organized
agri-food retail succession in India. There is required to discover the potential of
marketing own brands or private labels in agri-food retail business and consumer
satisfactoriness. The research difficulty tries to emphasize a diverse formulation as to
why procure of own brands or private brands in the agri-food section is not tinted. There
is need to learn the consumer perception connecting to purchase of agri-food private
labels. This study tries to generate the significance of agri-food retailing in the Indian
perspective pursued by the consequence of loyalty and repurchase of own brands or
private labels.
Tsui-Yii Shih (2010) chosen the various brand portfolio structures for the business
performances based on the manufacturers and Retailers. He focused on the
consumers‟ attitude on the manufacturer and retailers brand from the retailing outlets.
It‟s revealed that the manufacturer brand is high priced and high quality to purchase
intention of the consumers.

Dr. Varsha S. Sukhadeve et. al (2011) discussed the uprising the changes which are
happening in the retail industry and also unlocked for various commodities like pulses.
Indian marketplace has the repetitive collision among the confronts and the chances but
the companies are annoying to setup their business in the market.
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In pulse industry there is objection of the pulse processor concerning sales of their
pulses which are completely reliant upon the middle man, brokers & traders as control
of their distribution, so if pulse processors to maintain in the Indian market these have to
convey the solutions of the inventive and ascertain of their brand by incoming into retail
market which might help them guarantee safe sales without any addiction on the inter
mediates.

Indian market has enormous latent to contain numerous pulses vendors this is because
the very small portion of this market is prearranged or organized. The paper tries to
converse confronts for the pulse processor to penetrate into retailing such as mixes of
the merchandising, separation of the pulses retail system, supply chain management for
pulse and how retailing can assist pulse processor to vend their pulses & the also
consumers to acquire from origins with improved quality & quantity constantly. Pulses in
India go during a huge supply chain which constrain up the price for consumers. This is
usually due to the huge number of mediators who take their “cut” of the assessment of
the pulses. It is predictable that each middle-man in the pulse supply chain takes at
least 1% charge on their sales.

The primary income of distribution is either through wholesalers or retail stores. This is
the difficult and violent pressure on the sales where Indian pulse processor must pierce
into retailing, and also to compare the value of the particular model or the structure for
their own brands and the strength of the stores in positioning the marketing activities
and to support the quality and the value for the products concepts. The core values of
the unite products, image of the particular product and the status and position of the
consistent retail at the competitive advantage.

Government policy like package

commodity act weight & measure act factory act should also hold up the pulse
processor to penetrate into retails thus this absolutely facilitate pulse processor to
promise and give pulses at a sensible price with superior quality to the consumers.
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Vijay Kulkarni (2012) focused on the store brands in prearranged or organized retail by
the retailers in India. The paper reveals the buying of the apparels under the private
tags from the retailers at the prearranged retail system are most interested and the
comfortable with the features a fine quality, price aspects and the durability of the
private labeled apparels. The customers are interested in the new and fresh products
therefore the retailers need to introduce a fresh and new look and the design and
change in the style. The customers feel good and the sales promotions are reaching the
mark and to convincing approach.

The retailing sector have good number of the confronts and the it is difficult for tackle
the situation and the competition with the small and big retailers against the national
brands and domestic brands at the same time the tremendous pressure on offering the
reasonable price and the ensuring the earnings on the pressured situations. As the
customers interest varies between the needs and the wants and the expectations are at
diverse tempo. Consumers are look for the alteration as they do not want status quo.
Keeping this reality the selling of the private tags apparels are need to be the very much
innovative of push the private tags.
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2.5. Aaker’s Theoretical Framework
Among numerous customer-based brand equity models, this study aims tries to check
the applicability of Aaker‟s conceptual framework (1991), which is considered as the
most frequently cited model in this field of study. According to David Aaker, customerbased brand equity is made up of five elements: brand awareness, brand association,
perceived quality, brand loyalty and other proprietary brand assets.

Brand Awareness

Brand Association

Brand Equity

Perceived Quality

Brand Loyalty

Other Propreitary
Brand Assets

Figure: 2.1 Aaker’s theoretical framework for brand equity
(Source: David Aaker, 1991)
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2.5.1. Brand Awareness

Brand awareness is the key determinants of brand equity in many different models
(Aaker, 1991; Keller, 1993). Aaker (1991) and Keller (1993) define brand awareness as
the presence of the brand‟s strength in consumers‟ minds. Brand awareness is also
defined with two components which are brand recognition and brand recall (Aaker,
1991).

According to Keller (2003), he clearly describes brand awareness as the brand
recognition and the recalling the brand based on the customer‟s ability as exposed this
by the customer‟s ability where specific brand is identified at the diverse situations and
that is associated with the name of the brand, by its colors and logo that is affix in the
memory of the customer.

Furthermore, he is the one who finds out that brand awareness brings three advantages
for the consumer decision making process, which are advantages of the learning,
advantages of consideration and advantages of the choice (Keller, 2003). Thus, it is
assumed that the consumers high degree of awareness and the familiarity of the
particular brand this occurs the customer based brand equity. As a whole, the first
hypothesis is:
H1: There is no significant effect of brand awareness of retailer’s brand on
customers

Brand awareness and the related effect in the mindset the customers reveal the
salience of a brand and there are diverse levels of awareness defined by Aaker in 1996,
which include:
• Recognition - Have you ever heard of the retailer‟s brand?
• Recall - What brands of groceries can you recall?
• Top-of-Mind - the first retailer‟s brand that named in the recall task
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• Brand Dominance - the only retailer‟s brand recalled
• Brand Knowledge - I know well about the retailer‟s brand and what that retailer‟s brand
stands for
• Brand Opinion - I have an opinion about the retailer‟s brand
2.5.2. Brand Associations

Brand associations is anything connected and stored in the memory of the customers
towards a brand (Aaker, 1991) and comprises of feelings, thoughts, attitudes,
experience, perceptions, belief and the image of the band related aspects (Kotler and
Keller, 2006).

Brand associations may also reveal characteristics of the product. Associations indicate
the foundation for decision of the purchase and the loyalty of the customers towards the
brand (Aaker, 1991). There are two kinds of brand associations, which are product
associations and organizational associations. As stated by Armstrong and Kotler (2005),
brand associations can be linked either directly or indirectly with customers‟ thought
about a brand. The existence of the customer based brand equity is possible when
buyers or customers reached to the high degree of awareness of the brand.

Therefore, the second hypothesis is:
H2: There is no significant effect of brand association of retailer’s brand on
customers
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2.5.3. Perceived Quality

The perception of the customers in terms of the quality, experience as whole or the
advantage of the product by considering proposed purpose (Zeithaml, 1988), not simply
the real or objective quality of the product is termed perceived quality. Another element
of brand equity is the Perceived quality (Aaker, 1991) and like brand associations,
perceived quality provides consumers with reasons to buy and differentiates the brand
from others. As classified by Zeithaml (1988), the concept of perceived quality consists
of two aspects of attributes that is intrinsic and extrinsic. The intrinsic attributes refers to
the features and the characteristics of a product such as shape, flavor, color or weight;
and its effectiveness in satisfying consumers‟ needs.

In contrast, extrinsic attributes are purely opposite to the intrinsic attributes that is not
related to the features or characteristics of the particular product but via its brand name,
price, packaging and production information. In accordance with this concept, a low
quality product can be perceived as high quality by the consumer conditionally
depending on the consumer‟s expectation over the product. Aaker (1991) further argued
that perceived quality in long-term perspective is crucial in enhancing brand equity to
gain the relatively excellent price for the company. Thus, the third hypothesis is:
H3: There is no significant effect of perceived quality of retailer’s brand on
customers.

2.5.4. Brand Loyalty

Brand loyalty is taken as the contributor to create and maintain brand equity (Aaker,
1991). Aaker (1991) defined brand loyalty as the attachment of the customer with the
brand. He also stated that brand loyalty reflect the likeliness of another brand by the
customers where as the existing brand changes the decision of buying. Afterwards,
different levels of brand loyalty are described by Grembler and Brown (1996).
Page 117 of 290

Published by- Associated Asia Research Foundation

Firstly, behavioral loyalty is specified by the number of the repeated purchases or the
undertaking to rebuy a brand as a first interest (Oliver, 1997).
A brand that appears very first in the mindset of the consumers (Top- Of- Mind) refers to
the cognitive loyalty when there is need recognition, will be the consumers‟ first choice.
By looking this, a brand needs to become buyer‟s first preference (cognitive loyalty) and
then be repetitively purchase (behavioral loyalty).
H4: There is no significant effect of brand loyalty of retailer’s brand on customers

Brand loyalty can be measured by asking respondents about the intention to buy or to
introduce and recommend the brand to others.
- Would you continue purchasing the brand on the next opportunity?
- Would that brand always be your first choice?
- Would you like to recommend retailer‟s brand to your family and friends?
2.5.5. Other proprietary brand assets

Unlike the first four specific elements of brand equity, other proprietary brand assets is
the general dimension which refer to other aspects of brand equity such as trademarks,
channel relationships and patents or copyrights. The most valuable brand assets are
those that have the ability to prevent or inhibit rivals from diminishing a customer base
and loyalty (Manhaimer, 2007).
However, among the five, only the first four dimensions can be readily apprehended by
consumers (Tuominen, 1991), so they have been adapted in other studies of customerbased brand equity. Thus, in this research, other proprietary brand assets are excluded.
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2.6: Gaps in Earlier Studies
From the preceding extensive review it has been observed that most of the earlier
studies focus on either the overall retail scenario or retailing formats and also general
format of the brand equity. There is no contribution from the researchers on the brad
equity that talks about brand equity on the retailer‟s brand especially Big Bazaar
(Golden Harvest). Only few studies have covered the retailer‟s brand but not on the
groceries segment, but even these studies have not focused on brand equity of
retailer‟s brand.

Moreover there is hardly any study covering all the important aspects of brand equity on
retailers brand especially when it comes to the groceries, brand equity elements like
Perceived quality, association, knowledge, awareness, and the loyalty aspects related
to the customers point of view. So there is enough scope of research in this area. Pilot
study and gap analysis of present literature (Deficiencies in present literature review)

In the peer views, conference proceedings, research articles taken for the study,
following research gaps are found
1) Present literature is unable to test Brand Equity of retailer‟s brand especially
grocery segment.

2) Present literature emphasizes upon the growth and the factors influences the
customers in metropolitan cities but the comprehensive data has not available
and prepared about not the minute things which drives the thinking and
comfortableness of the customers in buying the retailer‟s brand.

3) A decade past the small grocery shopkeepers are dominant in Bangalore. It is
essential to know the strengths and weaknesses of retailer‟s brand especially
grocery segment reached to apex which is changing the mindset of the
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customers. So far so good, no research has been conducted on grocery retail
trade in Bangalore city.

4) Strategic marketing initiatives taken by the retailers on their own brand needs to
re-look Local market environment may be different in various parts of the country.
Thus marketing strategies should suit the customer needs.

5) Present literature is unable to compare the retailers with their own brand namely
golden Harvest from Big Bazaar and Auchan‟s Staples from Auchan
Hypermarket.
6) Present literature is unable to highlight the role of retailer‟s brand in grocery and
its impact on customer‟s buying decision.

7) Inter relationship between shopping frequency, education, age, income level and
the place of shopping has not been analyzed.
8) Customer‟s attitude towards the retailers brand is not studied in the previous
literatures.

9) Impact of classification of the grocery products on the customer‟s buying
decisions has not covered in the previous literature.
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Revised Objectives of the research


To measure the effect of Brand Equity on Retailer‟s Brand (Unprocessed
Grocery)



To know the Brand Awareness of Retailer‟s Brand (Unprocessed Grocery)



To emphasize Brand Association of retailer‟s brand (Unprocessed Grocery)



To measure the effect of customer‟s perceived quality on retailer‟s brand
(Unprocessed Grocery)



To accentuate the Brand loyalty of the customers towards the retailer‟s
brand (Unprocessed Grocery)



To know the facilitating factors responsible for purchasing Retailer‟s Brand
(Unprocessed Grocery)
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CHAPTER III
RESEARCH METHODOLOGIES
----------------------------------------------------------------------------------------------------------This section initially assesses the research model and its hypotheses used in this study.
Then, it essentially focuses on signifying a research process and a conceptual
framework, which proposes groundwork for progress and conversation of theory for this
research. In addition to this, it reveals and clarifies the process applied in this study
approaching, survey description and data collection.
------------------------------------------------------------------------------------------------------------

3.1: Introduction
This chapter focuses on the establishment of overall research design of this thesis
which comprises the methodology espoused for carrying out the research study and
diverse phases of this research. This study has been demeanor with key objective of
Brand Equity on Retailer‟s Brand with special reference to Big Bazaar (Golden Harvest).

Although, a finest number of techniques/ methods are available for gathering primary
information from consumers, well-structured questionnaires have been intended and
used as major survey mechanism for data collection as the questionnaire addresses the
Brand Awareness, Brand Knowledge (Association), Perceived Quality, Brand Loyalty
and influencing factors responsible for buying retailer‟s brand of dependability of
information by lessening and exterminating differences in the way the questions are
asked, and how they are accessible.
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3.2: Phases of Research
The comprehensive research process was conceded out in the subsequent four
phases:

Phase I: Comprehending the accessible Perspectives

Phase I of the study investigates the preview literature on recent status of organized
retailing, retailers brand and the brand equity which has been assessed using diverse
parameters and concurrently analyzing the factors considered for the contribution
towards the growth of organized retailing, reason for the growth retailer‟s brand in India
and finally the brand equity on the retailers brand.

J. Joshua Selva Kumar et. al. (2013) stated with numerous players such as regional/
local players, national players and international players annoying to tap the market, and
retail is one of the fastest moving sectors in India. The expansion of the prearranged
retail chain or organized retail chain has moved to the private labels in India. Private
Labels also recommend retailers to have the control on the supply chain, at the same
time the possible fine negotiation with the producer of the national brands and the
companies, possibilities are there to tailor and the innovative products in the market.

This is how retailers offer a place for the loyalty towards the stores by the customers
and the augment footfalls. This research locate out to study the features affecting the
private labels in terms of the sales growth in India and also formative & comparing
customer‟s attitude towards regional or local brands, national brands with the particular
diverse set of attributes. In addition to converse the favorite outline with admiration to
demographic profile of respondents for both regional and local brands, national brands
and private labels brands.
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The methodology projected to attain this objective consisted of investigative the data of
three groups of private labels are Non food FMCG, Explicitly food FMCG, Consumer
Durables and Apparel. As the study discovers the factors that influences the private
label‟s sales growth, it will eventually help retailers in developing and execute effective
marketing programs in admiration of Private Labels. This study scrutinizes how
customers in Coimbatore city distinguish private label brands in contrast to national
brands with deference to 5 traits.

The findings in this study are useful information for the retailers in planning the
strategies to manufacture products, by producing the supplementary products than the
national branded that suitable for the market, and also assist the retailers in escalation
of the effective private label brands or store brands and able to recognize and their
presence amongst customers.

Private labels are a moderately striking proposition because they generate a situation of
win and win for both the retailers and the customers. They propose Lower prices and
superior margins and at the same time, Quality is equivalent to that of national brands.

Nevertheless, retailers should be vigilant about not exaggeration this, especially in
areas where public is still new to the initiative of private brands and still split much
stronger bonds with the age old marketed products. The retailers must keep in mentality
that private labels are not just concerning price. Today customer wants the product of
fine quality at lower price. For mounting a flourishing private label product, retailers have
to track a „lower price- higher quality‟ strategy. Customers are now ready to recognize
the private label brands besides the developed brands; customers are now quality and
service propensity.

Tirthala Naga Sai Kumar et. al (2013) found that the efficiently intensify the recital of the
retailers and the dimensions of the sales at the store and with its brands especially
grocery and food section. It facilitate the new customers that is the new shoppers, the
fresh entrant FDI bill has approved by the Indian government hopefully the massive
players o the globe such as Wal-Mart, Tesco and other players will take part in this retail
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business. This study scrutinizes the five imperative variables and their respective
association with intention of the buying by the customers.

It is accepted that the store brand stipulated straight with credit cards and the optimistic
associations on buying the brand of the stores as customers will buy the products with
no hesitation and the needs will be fulfilled by the stores. Sometimes the buyer will buy
no products due to the lack of financial support. Thus it is fine to hold the store brand
credit cards to avail the purchase the brand or products at the stores, and the meet the
purchasing purpose and at the same time instant actions on the purchase.

The next important factor is the customers take more time in choosing the products or
the items especially under the offers of combo packs, within the allowable control on the
purchase of the store brands.

Normally the customers prefer the items to be purchase based on the need and the
requirement rather than the retailers anxiety to impress the customers by his own
interest add the products and the items which is comprise the combo packs of the items
or the products.

The permitted confines include range of the price, varieties in the

brand of the store. The liberty to choose needs of the customers will splash out the fear
of buying the unwanted items or the products along with the combo pack which are
offered to the customers and loss of interest and money in the acquisition of the
products and services at the store.

In fact this approach is very much pleased to the customers to come back for the
shopping repetitively and to buy more number of items especially the store brands. The
revealed information is disclosed the diverse sub brands are the frequently purchased
products or items that have cohesion on the intentions of the purchase of the store
brands. This alleviates the customers/ buyers from perplexity, concern in bulky sub
brands in identifying the dissimilar value for money items and the quality.

The knowledge of recognizing the fine quality and the portion of the value to the store
brands by the validation facilitates the buyers in the easy way to conclude while making
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the purchase of the store brands with the elevated degrees of assurance. It is obvious
that the time to differentiate the discrepancy of the price from the store brand and the
national brands has changed based on the purchasing interest of the customers. The
common customer normally does not take time in evaluating the national brand or the
store brand at every time so it is the need of the retailer to educate the customer or to
demonstrate the advantages of the prices in percentages, return back policies and so
on, by using the discriminating concentration strategy.

This contrast with the disparity linked with the store brand and national brand that
reduces the decision making time for the customers. This also facilitates humanizing
the store brands sales in more successfully. The final issue is based on the advantage
of the price perception of the customer that escalates if the price of the brand that is
store brand is almost equal as national brand, the store brands normally offer fine
discount to the customers.

This approach shows fine impact on the buying intentions of the customers towards the
store brands. Along with this the customers are able to distinguish the store brands in
diminishing quality aspects if considering the national brands and reduce the time to
calculate the unidentified and disjoint of the national brand and store brand. Thus the
buyers will rely on the simple and most effective perception and past experience
practices.

Insight literature review on overall retail scenario; brand equity on retailer‟s brand
considering consumers‟ perspective including the Brand Awareness, Brand Knowledge
(Association), Perceived Quality, Brand Loyalty and other proprietary Assets like
trademarks, patents(Copyrights) has been undertaken.
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Phase II: Assessment of Brand Equity from Consumers’ Perspective

Phase II of this research occupies scheming of a well-structured questionnaire to
assess consumers‟ preferences towards emerging retail formats. The questionnaire for
Brand Equity on retailer‟s brand emphasis on demographic profile of respondents, the
Brand Awareness, Brand Knowledge (Association), Perceived Quality, Brand Loyalty
and other proprietary Assets like trademarks, patents(Copyrights) and factors
responsible for purchasing the retailer‟s brand i.e. Big Bazaar (Golden Harvest).

According to Keller (2003), customers have the power and power of a brand will be
attached to the customers buying decision. In accordant with this concept, a brand has
a positive value if the consumer shows more interest towards the product to the
marketing mix of which he or she knows the name of the brand than with the marketing
mix of the particular brand or the product except unbranded product. Therefore, with
high customer-based brand equity level, a brand will all have acceptance of customers
for brand extensions, price increases, or greater willingness look for the brand in
different distribution channels.

Meanwhile, Keller (1993) recognized two approaches that are direct and indirect; these
approaches are used to measure customer-based brand equity (CBBE) from brand
awareness and image of the brand. The indirect approach recognizes the effective
sources of the CBBE i.e. customer based brand equity that is associated with the
channels of distribution, the achievement of brand extension and the effectiveness of
marketing communications by determining the awareness of the brand and the
interactions among the brand knowledge or the brand associations. On the other hand,
the direct method emphases on response of the consumers to diverse set of elements
of the company‟s marketing program (Keller, 2003). Several practical studies on the
dimensions of equity of the brand are inherited from Aaker‟s (1991) and Keller‟s (1993)
frameworks.
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Deepali Gala et. al. (2013) discusses the private label concepts which are not the latest
concept in the market and Indian market too. The origin of the private labels is from the
ancient times, products are sold privately by labeling the private tags with the national
brands. To bind the customers with the private labels need to boos the productivity and
also improve the loyalty of the customers towards the private brands, and also the
numerous retailers are turned their store brands as the private brands. As the private
brands attracts more numbers of customers due to private brand can enhance the
margin. Retailers have fine profit margins on the products they offer and basis of the
own brands are elevated as the brand products in the market. This research talks about
strategies of marketing which is appreciated and accepted by the outlets to escalate the
sales revenue from the private labeled products. This study is work out on the belief of
the customers where the assorted deflect the customers from the private label products
or the national brands by the retailers.

Retailers have to focus on the perception, attitude and behaviour of the customer, a
wider scope for the customer‟s activities that lead to the diverse set of retail outlets or
local stores or kirana stores available. This study revealed that the local brand or private
brand cannot be considered as the national brand as the customer‟s perception is totally
diverse in this case. This study also recognizes the causes that are involved in the
private brands. Normally the customers look the price of the product then they go for the
buying of the product and at the later stages quality and accessibility of the product is
considered. These products enhanced based on their quality and price aspects then the
customers are easily attract and convince to buy the private brands.

K.S. VenuGopalRao et. al (2012) explored organized retailing of grocery forms and the
deliverance. Consumers look for the quality, expediency and the diversity along with the
price when buying the groceries. This study reveals that this business is in the testing
stage.
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Numerous organizations are scrutinizing the market as the rehabilitation place while
other fine number of Indian organizations of retail sector has developed the models of
retailing to survive in the market and also in the developed countries and few of the
companies are slightly changed the models that suits to the Indian market.
Consequences of the last decade are totally mixed and not clear and it‟s difficult to
comprehend the facts where they are mixed. It is extremely intricate to conclude that the
customer‟s benefits that drives the market. As many suggestions are discussed in this
study where managers of the retail chain and the organization must plan for the
allocations of the preference of the consumers in terms of the taste, habits, likes,
preferences and so on.

At the same time the organizations have to take the initiative in promoting the
community and work simultaneously towards the superior set of retailing system
especially grocery segment.

It is very much open statement that the unorganized

retailers are located in separate recompense. In order to compete with these
unorganized retailers and confines the sharing the minds of the customers as well as
the profit allocation of the customers, prearranged or organized retailers is need to offer
the diverse set of value intention. And also retailers should innovate and with the new
model to contrast and confine in gaining the attention of the esteemed and potential
customers.

Prasanth M. K et. al. (2013) focused on the private labels are well-liked among
shoppers of contemporary trade channel. The stock up brands is used to contend with
the domestic. The domestic brands were advanced to private brands at the preliminary
stages. The circumstances have distorted over era of time and the private labels are
evenly capable to contend with domestic brands. The retail chains or the channel
promote the store brands as it yields more group productivity and other related benefits.

The study briefs that the private label utilization in Grocery and FMCG are entirely
different. The profession and spending are strongly related. In case of business class
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people and professionals their expenditure more at the retail outlet contrasts to others.
The private label favorite in Grocery is additional to FMCG. It is due to the consumers
are more brand cognizant in FMCG than Grocery. In FMCG, more inclination for private
labels in Home Care than Processed Food. In general consumer utilization of married
and unmarried people is diverse with deference to private labels. In the organized retail
sector, the purchaser spends more time in acquiring Home Care and Processed Food.
The spending depends on number of factors like demographic, geographic and much
more. This study is helpful for organized retail players in Kerala to plan the shoppers.
Based on this research and mapping, formulating the unique strategies to attract more
customers in the region where private label is much weaker than the FMCG.

Dr. A. S. Sandhya et. al (2011) observed that grocery shopping behavior and establish
the consequence of consumer perception facets and demographics on attitude toward
private label brands amongst grocery consumers. The outcome of the multiple
regression analysis demonstrates that perception of private label brand has the
foremost manipulate on the attitude. Among the demographic distinctiveness age and
gender of the respondents did not persuade but family size, income and occupation
negatively prejudiced the attitude towards private label brands among grocery buyers‟.

There are numerous allusions for the retailers who are enthusiastic to target consumers
with through private labels. This study finds that perception is an imperative implement
in increasing attitude toward private label brands among consumers. This involves that
retailers should connect in engender positive appraisal about their private label brands
and at the identical time contradicts any negative perception of their private label
brands. They could achieve this through in-store endorsement, store image structure
and advertising. Other aspects that were originates to be significant are consumers‟
education level, gross members in the family and marital status.

Retailers should, consequently, focus on intention these divisions. The outcome
revealed that occupation, income and family size of the respondents had a meandering
consequence on attitude toward private label brands.
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This seems to curtail from the reality that better occupational level and higher income
stage of the consumer‟s consequence in them not allowing for the private tags or the
brands that provide the value for the product and symbol of class. Consequently, the
retailers should connect in promotional tricks to endorse their private label brands as
long as value for money.
Krishna Mohan Sharma et. al (2011) stated private label marketing is a contrivance
retailers use to improve various of the profits latent in the vertical structures they
allocate with manufacturers of renowned brands.

In spite of increasing import costs and mounting regulations, consumers are still
appearing for lesser priced products to convene their budgetary restraint. Private label
today require the disgrace of the past, and fetch inferior prices consumers want and
superior margins retailers necessitate. As a business approach, private label propose
substantive and persistent growth. An excellent private label program can lay the base
from which to administer an assorted set of resource tricks today and into the prospect.

From product intend through discussions and procurement, resource development
cross functions within the retailer‟s organization and broaden out to suppliers, factories,
agents, and additional supply chain associates. Private labels depict products contrived
for sale beneath an explicit retailer‟s brand. These retailers are intended to compete
against branded products customers expect the products at the much lesser price in
case of national brands.

Private label presents an occasion to price aware customers to acquire the product at
realistic price and gratify their needs. This paper discovers the consumer outlook related
to product choice and their preference among national brands and private label/store
brands. This paper briefs a study of perception of the customer at the store brand and
national brands.
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Customers are well conscious with private label expressly those who are dwell in urban
area and desire to acquire due to price difference and equivalent quality. As for as
pricing is apprehensive, it is fairly low in relationship to national brands and draw to
shoppers. Private brands assist in attractive the footfalls of purchaser in organized retail
and propose multi promote to shoppers as well as retailers.
The questionnaire has been designed after comprehensive literature review and confirm
through discussions with academicians, retailers and regular customers.
Phase III: Assessment of factors influence the purchase of Retailers’ brand

This segment is focused on the factors which influences the consumers to buy the
retailer‟s brand with reference to groceries. Phase III of this study covers the designing
of a well-structured questionnaire to assess the factors/ parameters influence the
customers to buy the retailer‟s brand, the layout of the stores, ambience and other
related minute aspects are considered in this study.
R. Sathya (2013) focused on perception of the customers on the private brands
especially on the grocery and food items that works out as the major decision in buying
the private brands. The consumer‟s expenses on the grocery and the food items are
vital portion where the consumers‟ amount is invested.

The retailers need to utilize additional strategic product, innovative products. The brand
management restraint usually engaged by large domestic or national brands.
Consumers‟ perception analysis reveals that the attitude and the interest on private
brands that varies diversely and proposed the view that expenses are fewer in case of
the private brands and it is not stated that the consumers are fewer from the private
brands. The industry of the retail is going during incessant confront like expensive rent
of the stores and desired location of the stores which are unavailable particularly

In II Tire cities, whereas the taxes and diverse related policies, and the infectiveness of
the logistics. This is the right time where the consumers need to know the financial
condition and also to observe the currency that they are spending on the products and
the services.
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If they retain the currency by not buying the private brands then they save fine amount
of money, the time they buy the private tags or the brands they have the feeling of
satisfaction at the same time the quality of these brands are based on the quality of the
image of the brand. It is the fact that the private brands are competing with the known
brands and the name of the renowned brand in terms of quality aspects and the price
aspects too.

The purchase purpose of Private label brand is predisposed by numerous variables that
make impact on attitude and the interest of the customers and also the purchase
intentions of the customers. Customers are normally invested on the wallets because
chances of recession at these times are more, instability of the markets that is stock
market and the job fatalities. The consumers expenses are taken care by the good
number of bank that offers the credit cards and they bank see to the customers are
keen user of the credit cards for their shopping purposes.

Rajesh Panda et.al (2014) investigates the factors affecting the brand and its trust
related to Indian retail consumers, retailers aspire at brand building that can loyalty
command and succeed in gaining the trust of consumers. Every Brand won‟t get the
success and won‟t become the highly appreciated brands. When the brand got success,
most of the time It got by the trust of the customers on the particular brand. As this
study is focuses on many aspects of brand trust thought the customers of organized
retail stores in India, and it also clarify the retailers factors needed to manage the brand
trust. The factors which influenced the retail consumer brand and its trust in India are
Retail environment, Reputation, Reliability and customer commitment. The implications
of this study are the retailers are set to have the strategies that convince the customer‟s
commitment and healthy ambience so that to create a strong base of loyal customers
and also to enhance the brand trust.

The above stated factors consists of sub variables which makes the main factor more
effective that are fulfillment of the expectation of the customers, programs related to
loyalty, services, confidence, relationships and the concern for the better of the
consumers considered for the customer commitment. Value, fair minded, truthfulness
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and duration of purchase briefed for reliability. In case of reputation consistency of
quality, sincerity values and lifestyle are considered; whereas shopping environment
and personal experience are discussed and considered in retail environment.

On the end of the study the retailers should be aware of the consumers and the
evaluation of the brands that influence customer‟s perception of the store, stocking and
offering the strong brands. The retailers need to promote those brands which have the
high trust and works on the customer commitment.

This commitment can be attained for concerning of the consumers with the honest
services and the programs related to loyalty and to meet the customers‟ expectations.
In addition to this the retailers provide the right environment where the customers are
pleased to experience the shopping considering the factors i.e. reputation, reliability,
customer commitment, and retail environment.

Ankita Batra (2014) explored the study by focused on New Delhi city on the
characteristic of the retail chain or retail stores as apparent by the consumers. The
study demonstrates six main factors that the consumers desire to enter the retail stores.
The familiarity of these factors is helpful to the retailers to devise new strategies and
draw more and new consumers. As it seen in these criterion, non-cost/price factors
were additional important than price factors in consumer‟s supermarket preference.
Consequently, with the revolutionized in consumer partiality comes the big confront for
retailer which is to draw customers, influence them to make purchase and please them
to bring in loyalty.

Retail stores cannot depend on customary forms of shopping occurrence. They need to
generate pioneering strategies to augment their footfall. By sympathetic people‟s
psychology behind their visits, retailers can formulate profitable marketing and retail
management resolution.
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Therefore retailers currently need to focus on various aspects, form providing efficacy
comfort amusement promotions and so on thus touching away from just focusing on
cost/price based factors. Thus this paper endow with cavernous imminent into minds of
customers in the built-up areas of organized retail. Prospect research shall construct
new on strategies to erect benefaction among customers.

These effective factors are the transformation in the attitude and the interest of the
consumers that requires the additional exposure in buying the products and the
services.

Phase IV: Developing a Strategic Framework

Finally, in the last stage of this study an endeavour has been made to synthesize the
consumers‟ preferences towards emerging retail formats and marketing strategies of
retailers. In this phase, data collected with the help of questionnaires have been
analyzed and outcomes have been presented effectively. On the basis of outcomes, a
framework has been developed on consumers preferences towards emerging retail
formats.

Bijuna C. Mohan et. al. (2012) stated that the brand equity and building the same is
essential for any products especially FMCG products where the consumers are purely
dependent on the product class of the brand in this type of situation especially in
accordance with the extreme competition and customer keen to know the brand by
endorsing the product in the market. Researchers accentuated all the elements of the
brand equity like to see the brand loyalty customers, customer‟s perceived quality and
knowledge of the brand of the brand associations and the awareness of the brand.
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In the Indian FMCG sector, it is important the brand knowledge or the associations are
indispensable role in escalating the interest, belief and the judgmental value with the
product or the brand in assembling the brand equity. This shows that in the earlier
studies associations are capable to hold the competitiveness and to generate the
esteemed diverse position of the brand in the market and also breeding the constructive
belief and feelings and positive activities related to the products or FMCG brands.

The result reveals that the brand loyalty and its influence to the framework of the brand
equity. As per this study the numerical test and the experiential information or the data
is optimistic and associated directly for the customer‟s perceived quality and its equity of
the brand. Surprising, brand awareness has not appeared as the essential factor for the
demonstration of brand name and with no assurance of being stronger in the FMCG
sector or industry.

Since brand managers and marketing department have not exact

resources in accordance related to the manpower, money and moment to execute
strategies related to the brand and these result can useful for assigning and prioritizing
the required resources across the game plan.

Chandan A. Chavadi (2014) briefs the actual competitive business related to retail to
have loyal customers. In the market more number of outlets increasing each of them is
trying to attract good number customers. This study emphasized on the factors
categorizes loyal and disloyal customers of the outlets/ stores. The factors consider for
this study are ambience, proximity, merchandise, price, service, frequency of sales
promotion, quality of sales staff.
This revealed to the perception of the two different groups except merchandise and
quality. Price factor got high attention for the outlet followed by the service. It also
focuses on the improvement of overall outlet/store performance by boosting the
customer‟s loyalty.

Retail business has more number of customers who present themselves are loyal to the
store. Improving the loyal customers, reducing the unfaithful customers and monitoring
the customers based from the segment of the loyal customers are to be focused to the
organization or the retail outlets.
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Customer loyalty concept can be understood based on the attitudinal and behavioral
dimensions (Grembler & Brown 1996). They said that the customers should have a
positive attitude and the strong desire towards the products/services offered by the
particular store. Customer brand loyalty is often outweighs the outlet/ store loyalty and
this concept is derived from brand loyalty.

This study explains the supermarket,

hypermarket; retail stores have both the loyal and unfaithful customers. The stated
factors are creating maximum difference between two main categories of disloyal
customers. The dimensions can be improved by selecting the store, and customer
loyalty on stores is more influenced. Moreover the outlet/ stores with the customer
loyalty practices improve the performance as contrasted with their entrants.
Finally this framework is useful for retailers to understand the consumers‟ needs and to
satisfy them and it is going to be equally useful for consumers to choose a format
according to product and store attributes and types of goods to be purchased.
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This figure shows the detailed framework of this research.
Figure 3.1: Brand Equity with its entities
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Brand Equity

Brand equity is represented as the additional or extra assessment or value that a
company can gain from owning a known brand name. It is based on the perception in
consumers‟ minds that they believe a product with a known brand name has superiority
over other products with less recognized names. (Aaker, 1991; Keller, 2003) Although
since the 1980s, advertising practitioners started to widely use the concept of brand
equity since the 1980s, there were still a lot of debates around the approved definition of
brand equity since 1990s brand equity has one of the key concepts of marketing
management (Keller, 1993).

Almost all the concepts of brand equity, in common, comprise the addition value to a
product by the awareness and in associations to a specific brand or brand name. In
general, however, there are two distinct points of view around the concept of brand
equity. One is to take equity as the additional value for the manufacturers or the firms
and the other is to take brand equity as the value for consumers (Sweeney, 2008). The
first insight of brand equity is raised from the situation that all the attentions are pay at
the asset value of a brand or where the financial point of view is taken as the first-rate
interest (Farquhar, Han and Ijiri, 1991).

According to Cobb-Walgren, Ruble and Donthu (1995), the higher levels of brand equity
are the consumer preferences and intentions of purchase. (Aaker and Jacobson, 1994)
Moreover, it can also mean higher stock returns; and a fine level of brand equity proffer
the advanced competence for achieving extension, creates stronger barriers of
competitive entry, better elasticity aligned with rivals as well. In accordant with this view,
it also means that a brand has its own asset value and it is separable.

Meanwhile, the second viewpoint of brand equity is the customer based. It evaluates the
response of the consumers towards the brand or brand name (Keller, 1993). Recently,
this concept has been more popular and mostly known as Customer-Based Brand
Equity (CBBE) (Keller, 2003).
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3.2.1: Brand Awareness
Aaker (1991) defines brand awareness as “the ability of a potential buyer to recognize
or recall that a brand is a member of certain product category; a link between product
class and brand is involved”. Keller (1998) inserted the concept of brand awareness into
brand knowledge. He says the concept of brand awareness is with the two diverse set
of aspects such as Brand Recognition and Brand Recall Performance.

Pitta and Katsanis (1995) points out that awareness of the particular brand is the prior
information of any brand which will be in the memory of the human. For customers,
brand awareness consists of a not knowing high degree of awareness of the brand
(Aaker, 1991). Figure 3.2 describes the brand awareness pyramid.

Brondoni (2001) argued that a critical factor is the level of awareness when the entrants
offer a direct comparability and selection of other factors. In consumer buying decisions
brand awareness is one of the key aspect and when the customers think the product
with its brand possibilities are there where the customers buy the products and services
hoping that there will be escalation of the sales of the products and services and also
repetitive buying will takes place.
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Figure 3.2: The Brand Awareness Pyramid (Aaker, 1991)
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3.2.2: Brand Association
A brand association is anything mentally linked to the brand. An association can affect
the processing and recall of information, provide a point of differentiation, provide
reason to buy, to create positive attitude and feelings and serve as the basis of
extensions.

Brand Associations are the second brand equity aspect which will be explore in this
thesis. As it is mentioned before, Keller (1998) stated that the brand knowledge is a sub
entity of brand associations (image). Customers have a set of various product
assortments/ alternatives for the purchase.
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As the other brand equity aspects changes the intentions of the customers during the
purchase and in this intentions of the buying‟s a major role was played by the Brand
Associations.

Keller (1993) defines brand associations as tangibles and intangibles some benefits and
the attitudes commonly called as “informational nodes which is linked to brand name or
brand logo as brand node which endow with useful information to the customers about
the brand. Whereas Krishnan (1996) stated brand association as the similar
associations between informational and brand node in the minds of the customers.
Aaker (1991) views anything linked in the memory or mindset of the buyers or
customers related to the brand is a brand associations.

Plummer (1985) argued brand image is the character or the personality of the brand
namely gentle, colourful and youthful. These aspects will takes place as the result of
inferences about the usage situations and user underlying. Thus it evokes the brand
which portrays the feeling and the emotions.
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Figure: 3.3: From, Dimensions of Brand Knowledge (Keller, 1993)
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1.2.3: Perceived Quality
According to Aaker (1991), brand equity has one more element called perceived quality
which has a separate dimension in the brand equity. Some authors (e.g. Low and Lamb
Jr, 2000) classify it as an element of brand associations. Low and Lamb Jr (2000) relate
and see brand image, perceived quality and brand attitude, are of brand associations.
In this study, perceived quality will be taken into account similar to Aaker‟s (1991)
description as an independent element of brand equity. Aaker (1991) defines perceived
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quality as “the overall superiority of the product or quality of the product or the service
with the intended objective or relative to more options based on the customer‟s
perception.

Zeithaml (1988) and Keller (2003) also define perceived quality in a same manner as
Aaker stated. The perception of the customer and perceived quality are pivotal elements
(Aaker, 1991). Therefore, according to him, perceived quality differs from some actual
concept or objective quality like manufacturing quality aspect and product-based quality
aspects.

Figure 3.4: The Value of Perceived Quality (Aaker 1991)
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1.2.4: Brand Loyalty
Brand loyalty is loyalty of the customers towards the particular brand and also the
freedom of getting satisfied, switching costs, and the brand commitments. A customer‟s
loyalty towards the brand has extensive value which is always underestimated.

The concept brand loyalty has gained importance in the marketing literature (Chaudhuri
and Holbrook, 2001). Customers have tendency to try new brands however, it does not
mean that they will continue to purchase that brand in the future. It is brand loyal
customer who will actually continue buying the same brand repeatedly. There are some
definitions of brand loyalty.

Oliver (1999) defines brand loyalty as “a deeply held commitment to rebuy or
repatronize a preferred product/service consistently in the future, thereby causing
repetitive same-brand or same brand-set purchasing, despite situational influences and
marketing efforts have the potential to cause switching behavior”.

In a similar perspective, Aaker (1991) states that the likelihood of a customer to choose
another brand when the brands are changed based upon price and product quality and
its characteristics/ features reflects as the brand loyalty. Wernerfelt (1991) considers
customer as brand loyal if his/her purchasing construct relates positively with the last
brand purchased.
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Figure 3.5: The Loyalty Pyramid (Aaker, 1991)

Committed
Buyer

Likes the Brand- considers
it a friend

Satisfied Buyer with Switching Costs

Satisfied/ Habitual Buyer- No Reason to Change

Switchers/ Price Sensitive- Indifferent/ No Brand Loyalty

1.2.5: Other Proprietary Assets
The four elements of brand equity are discussed based on the customer perception and
their reaction towards the brand. The loyalty is based on the customer whereas other
proprietary brand assets like patents, trademarks, and channel relationships.

These assets are good enough if they avoid the competitors or the entrants from
eroding related to the loyalty of the customers. In relevance assets get tied with the
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brands. In case of the retailer‟s brand most of the retailers are not so specific to have
their brand‟s patents and the trademarks. These products are sold within the stores out
of the stores have no more prominence as the outside stores the local tags or the
private tags rules the most of the market.

Objectives of the research
1) To know the association of Brand Equity on Retailer‟s Brand (Unprocessed
Grocery)
2) To know the Brand Awareness of Retailer‟s Brand (Unprocessed Grocery)

3) To emphasize Brand Association of retailer‟s brand (Unprocessed Grocery)

4) To measure the effect of customer‟s perceived quality on retailer‟s brand
(Unprocessed Grocery)

5) To accentuate the Brand loyalty of the customers towards the retailer‟s brand
(Unprocessed Grocery)

6) To know the facilitating factors responsible for purchasing Retailer‟s Brand
(Unprocessed Grocery)

Hypotheses of the research
1) H0: There is no the effect of demographic variables on buying the retailer‟s brand
H1: There is an effect of demographic variables on buying the retailer‟s brand
2) H0: There is no retailer‟s brand awareness on customer‟s buying behaviour
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H1: There is retailer‟s brand awareness on customer‟s buying behaviour
3) H0: There is no effect of Retailer‟s brand associations on customer‟s buying
behaviour
H1: There is an effect of Retailer‟s brand associations on customer‟s buying
behaviour
4) H0: There is no association of customer‟s perceived quality towards retailer‟s
brand
H1: There is association of customer‟s perceived quality towards retailer‟s brand
5) H0: There is no significant effect of customer‟s brand loyalty towards retailer‟s
brand
H1: There is significant effect of customer‟s brand loyalty towards retailer‟s brand
6) H0: There is no significant positive effect of factors influencing of retailer‟s brand
on customers
H1: There is significant positive effect of factors influencing of retailer‟s brand on
customers
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3.3. Research Methodology
Research design taken is Qualitative and Descriptive, for each specific objective drawn
and subsequent hypothesis the respective tabulations were made signifying the
Goodness of Fit (Chi-Square) test, and Analysis of Variance for checking the
significance relations between the objectives.

With a consistent discussion held with customers and store managers researcher was
avid to Crum the theoretical and practical aspects of research related to this research
for better understanding the big picture of it the research design and methodology was
like wise detailed for use.

As the term descriptive research is the type of research and the questions, design,
analysis of data that is utilized to the given topic. The descriptive statistics shows the
inferential data to determine the cause and effect. An overview the type of the queries
asked by the researcher determine the approach to comprehend the assessment and to
comprehensive an accurate assessment

of the title. These studies concerned with

primary findings as applied to scrutinize the questions asked to investigate and
objectives and hypothesis suggested against it.

As usual the research engaged in this work is based in both the quantitative and
qualitative. It consists of the collections of tabulated with the numerical form as refers
the quantitative approach. It also categories of information like gender, qualification,
using it on group pertaining to the class.

Hence in this descriptive study, Two-way Analysis of Variance is used against the
background of objectives hypothesized by the researcher. We have utilized Descriptive
statistics as collection of the data and techniques for analysis that data is measured by
using central tendency (mean) and Variance (Standard Deviation).
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The set of its characteristics summary and statistics of descriptive along with the
specific and more related questions, methods and viewpoint that differentiate the
descriptive research with others that makes unique study technique. The research has
three major key purposes such as describe, explanation and valid findings. Description
research introduced to create the exploration, whereas the explanation is to manage the
findings in order to match into the research and to validate is for the test those
explanations.

As many research studies revealed that the description of manmade phenomena or
natural is as their structure, form, change over time and activity, sometimes related to
the other phenomena.

The description commonly portrays the information or

knowledge which we may miss or not noticed or sometimes not encountered. Most of
the pivotal anthropological information and also scientific discoveries on the events
which are outside of our experiences are results as the descriptions. Descriptive studies
are useful for the normal marketing research.

These studies boosted the knowledge on the market conditions and the interest of the
customers and the imitations of the product by the marketers and the study of brand
and its equity and its valid outcome in association to describe the elements an
categories of the information and the data and usage of the statistics and analysis to
test some variations, role and the effect of the significant variables. As it moves further
beyond the studies of the research and conduct appropriate the statistical tools for their
respective questions.

This makes the researcher to recommendation and sometimes the utilization of
technology to support and to change the specified research.

This descriptive studies gain a rich data that fetch vital information and the
recommendation based on the collection of data, methods applied to the individual
questions sometimes with the realm of the research such as observations of the
customers, interviews with the staff and customers and also surveys which hare
significant in this research study.
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Qualitative research
This research inquire for why, how of the topic through the information which has
processed for the analysis open ended questions of survey responses, interview
transcripts. It normally does not rely on numbers or statistics as the domain of the
researchers. The level of assertiveness for example value systems, customer‟s
behaviors, customer‟s attitude, aspirations, concerns, lifestyles and culture and
motivations are required in buying the retailer‟s brand are based on the qualitative
research.
It‟s also used to interpret the customer‟s decisions, likeliness, interest, perceived quality
and research further as an outcome of study. Observation, In-depth interviews to know
the Performance of retailer‟s are among the many formal approaches that are used.

The questions with which the researcher came up while holding discussions with
experts and the study literature helped in drawing out the basic core objectives,
hypotheses and the possible scheme for measuring the different variables of the study.

3.3.1. Research Approach

For this research study, Quantitative research method is chosen due to the lack of
budget. Moreover, the purpose of this study, the quantitative technique is deemed as
the most suitable and competent approach. Mainly, descriptive study is considered to
collect the primary data. In quantitative approach many methods are offered, selfadministered survey technique is chosen as it is quite flexible and the accuracy levels of
the results are reflecting the inhabitants. The data collected will be handled by Systat 13
software.
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3.3.2 Questionnaire Design

This research study questionnaire comprises of three main sections. The aim of first
section is to gather general information about customers. The second section was
intended to be the core area where the four determinants of the brand equity i.e.
retailer‟s brand awareness, retailer‟s brand associations, customer‟s perceived quality
and customer‟s brand loyalty are reflected, to know the effect and the response from the
respondents related to retailer‟s brand.

The final section is to collect the information of the factors which influence the
customers to buy the retailer‟s brand resulting in accepting the level customers of
retailer‟s brand. In the second section, respondents/ customers shared their degree of
concurrence towards some statements/ proclamations for each aspect of the brand
equity. Likert‟s 5 point scale is utilized to evaluate all the mentioned variables. And the
Likert‟s scale is more flexible to interpret for both the researchers and the respondents.

In facts, respondents have to present their evaluations on how fine Retailer‟s brand
performs according to each attribute. The 5-point Likert scale comprised of five levels of
concurrence with 1 is “Strongly disagree”, 2 is “Disagree”, 3 is” Neutral (Neither Agree
nor Disagree)‟, 4 is “Agree” and 5 is” Strongly agree”.
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Table 3.1: presents the exact measurement scale of this study.
Details of Demographic Consumer‟s Questionnaire
Sl. No. Essence of Question
1.

Response

Purpose

Name

Data

(Facts)

Discovery
2.

Locality

Data

(Facts)

Discovery
3.

Gender

Please

Tick

(2) Demographic

One Option
4.

Marital Status

Please

Tick

Details

of

the

(2) Consumers

One Option
5.

Educational Qualification

Please

Tick

(5)

One Option
6.

Occupation

Please

Tick

(6)

One Option
7.

Age

Please

Tick

(4)

One Option
8.

Income

Please

Tick

(4)

One Option
9.

Type Of Family

Please

Tick

(3)

One Option
10.

Size Of The Family

Please

Tick

(4)

One Option
11.

12.

A transaction when u visit Please

Tick

outlet

One Option

Aware Of retailer‟s Brand

Please

Tick

One Option
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retailer‟s brand
13.

Retailer‟s

Brand

at

Grocery Segment

the Please

Tick

(4) To

One Option

know

other

brands

by

customer

Table 3.2: Measurement Scale for Retailer‟s Brand Awareness by the Customers
Details of Retailer‟s Brand Awareness by the customers
Sl. No.
1.

Essence Of Question
I

prefer

to

Response

know

the Likert‟s Scale 1-5 To

manufacturer/ producer before I (1purchase retailers brand

Purpose

Disagree

Strongly customers
to

are

5 aware of Retailer‟s

Strongly Agree)
2.

know whether

Brand

I have the knowledge of the other Likert‟s Scale 1-5
retailers brands

(1Disagree

Strongly
to

5

Strongly Agree)
3.

The performance of retailer‟s Likert‟s Scale 1-5
brand is appreciable

(1Disagree

Strongly
to

5

Strongly Agree)
4.

Retailer‟s

brand

appearance Likert‟s Scale 1-5

creates the impact on consumers (1awareness

Disagree

Strongly
to

5

Strongly Agree)
5.

I can distinguish retailers brand Likert‟s Scale 1-5
from one and others
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Disagree

to

5

Strongly Agree)
6.

Physical

significance

retailers

brand

the Likert‟s Scale 1-5

of

makes

more (1-

awareness

Disagree

Strongly
to

5

Strongly Agree)
7.

Retailers

promote

their

own Likert‟s Scale 1-5

brands

(1Disagree

Strongly
to

5

Strongly Agree)
8.

For

commemoration

of

the Likert‟s Scale 1-5

retailers brand good exposure is (1required

Disagree

Strongly
to

5

Strongly Agree)
9.

I

like

the

retailers

brand if Likert‟s Scale 1-5

freebies/discounts are offered

(1Disagree

Strongly
to

5

Strongly Agree)
10.

The retailers brand is affirmed in Likert‟s Scale 1-5
my mind

(1Disagree

Strongly
to

5

Strongly Agree)
11.

I feel retailer brand lasts long in Likert‟s Scale 1-5
memory due to usage

(1Disagree

Strongly
to

5

Strongly Agree)
12.

From my past experience I am Likert‟s Scale 1-5
able to differentiate the retailers (1brand from others

Disagree

Strongly
to

5

Strongly Agree)
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Table 3.3: Measurement Scale for Retailer‟s Brand Association/ knowledge of the
customers
Details of Retailer‟s Brand Association/ knowledge of the customers
Sl. No. Essence Of Question
1.

Response

The Advertisements and other Likert‟s Scale 1-5 To
endorsement tricks of retailer/ (1-

know

brand

Strongly knowledge of the

Retailers Brand attracts me Disagree

2.

Purpose

to

5 customers

more to use the retailers Strongly Agree)

towards

brand

brand

retailer‟s

Emotional Attachment with the Likert‟s Scale 1-5
retailers brand

(1-

Strongly

Disagree

to

5

Strongly Agree)
3.

I totalize the information of Likert‟s Scale 1-5
retailers brand consistently

(1-

Strongly

Disagree

to

5

Strongly Agree)
4.

Usage of retailers brand is Likert‟s Scale 1-5
allied with my delicate comfort

(1-

Strongly

Disagree

to

5

Strongly Agree)
5.

Utility of the retailers brand is Likert‟s Scale 1-5
connected
association

with

brand (1-

Strongly

Disagree

to

5

Strongly Agree)
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Table 3.4: Measurement Scale for Customer‟s Perceived Quality towards Retailer‟s
Brand
Details of Customer‟s Perceived Quality towards Retailer‟s Brand
Sl. No. Essence Of Question
1.

My

Response

on Likert‟s Scale 1-5 To

Satisfaction

performance

of

Purpose
Strongly customer‟s

Retailers (1-

brand

Disagree

to

5 perceived
towards

Strongly Agree)
2.

know

quality
retailer‟s

The Retailers Brand lasts Likert‟s Scale 1-5 brand.
long

(1-

Strongly

Disagree

to

5

Strongly Agree)
3.

I am satisfied with the retailers Likert‟s Scale 1-5
brand quality

(1-

Strongly

Disagree

to

5

Strongly Agree)
4.

The

emergence

of

the Likert‟s Scale 1-5

retailers brand is appreciable

(1-

Strongly

Disagree

to

5

Strongly Agree)
5.

In retailers brand, the defects Likert‟s Scale 1-5
are less

(1-

Strongly

Disagree

to

5

Strongly Agree)
6.

The

quantity

offered

by Likert‟s Scale 1-5

retailers brand is appreciable

(1-

Strongly

Disagree

to

5

Strongly Agree)
7.

I believe the price of the Likert‟s Scale 1-5
retailers brand is less
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Disagree

to

5

Strongly Agree)
8.

The attribute of the retailers Likert‟s Scale 1-5
brand is good

(1-

Strongly

Disagree

to

5

Strongly Agree)
9.

The

ingredients

of

the Likert‟s Scale 1-5

retailers brand is good

(1-

Strongly

Disagree

to

5

Strongly Agree)
10.

The retailers brand offers me Likert‟s Scale 1-5
good service

(1-

Strongly

Disagree

to

5

Strongly Agree)

Table 3.5: Measurement Scale for Customer‟s Brand Loyalty towards Retailer‟s Brand
Details of Customer‟s Brand Loyalty towards Retailer‟s Brand
Sl. No. Essence Of Question
1.

Response

Purpose

I feel quality and price of Likert‟s Scale 1-5 To

know

Retailer‟s brand is persuasive

brand

(1-

Strongly customers

Disagree

to

5 loyalty

Retailer‟s Brand

Strongly Agree)
2.

towards

I buy the Retailers Brand Likert‟s Scale 1-5
regularly

(1-

Strongly

Disagree

to

5

Strongly Agree)
3.

I rate retailers brand based on Likert‟s Scale 1-5
my satisfaction

(1-

Strongly

Disagree

to

5

Strongly Agree)
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4.

I rely on retailer‟s brand

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
5.

I

trust

retailers

brand Likert‟s Scale 1-5

completely

(1-

Strongly

Disagree

to

5

Strongly Agree)
6.

Retailer‟s brand influence me Likert‟s Scale 1-5
in purchasing

(1-

Strongly

Disagree

to

5

Strongly Agree)
7.

I do not switch to other brand Likert‟s Scale 1-5
if

retailer‟s

brand

is

not (1-

available

Strongly

Disagree

to

5

Strongly Agree)
8.

I am a happy customer of Likert‟s Scale 1-5
retailer‟s brand

(1-

Strongly

Disagree

to

5

Strongly Agree)
9.

My loyalty towards retailer‟s Likert‟s Scale 1-5
brand is good enough

(1-

Strongly

Disagree

to

5

Strongly Agree)
10.

I recommend my family and Likert‟s Scale 1-5
friends to buy retailer‟s brand

(1-

Strongly

Disagree

to

5

Strongly Agree)
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Table 3.6: Measurement Scale for factors influencing the customers to buy the retailer‟s
brand
Details of factors influencing the customers to buy the retailer‟s brand
Sl. No. Essence Of Question
1.

Response

Purpose

Likert‟s Scale 1-5 To know factors

Reasonable price

(1-

Strongly influencing

Disagree

to

5 customers to buy
the retailer‟s brand

Strongly Agree)
2.

the

Likert‟s Scale 1-5

Good quality

(1-

Strongly

Disagree

to

5

Strongly Agree)
3.

Likert‟s Scale 1-5

Less price with good quality

(1-

Strongly

Disagree

to

5

Strongly Agree)
4.

Design

of

the

product

is Likert‟s Scale 1-5

convincing

(1-

Strongly

Disagree

to

5

Strongly Agree)
5.

Desired quantity for less price

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
6.

More variety in the segment

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
7.

Bad experience from previous Likert‟s Scale 1-5
brand
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Disagree

to

5

Strongly Agree)
8.

Proximity

(Close

to

my Likert‟s Scale 1-5

premises)

(1-

Strongly

Disagree

to

5

Strongly Agree)
9.

Likert‟s Scale 1-5

Availability of goods

(1-

Strongly

Disagree

to

5

Strongly Agree)
10.

Scarcity of my old brand so I Likert‟s Scale 1-5
switched

(1-

Strongly

Disagree

to

5

Strongly Agree)
11.

They

deliver

products

directly

the
from

fresh Likert‟s Scale 1-5
the (1-

factory

Strongly

Disagree

to

5

Strongly Agree)
12.

It makes me feel that products Likert‟s Scale 1-5
are pure n hygiene

(1-

Strongly

Disagree

to

5

Strongly Agree)
13.

I believe no old stock

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
14.

I trust no chemicals are used

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
15.

I feel there is no blend in Likert‟s Scale 1-5
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product

(1-

Strongly

Disagree

to

5

Strongly Agree)
16.

I can check and verify the Likert‟s Scale 1-5
product in my desired manner

(1-

Strongly

Disagree

to

5

Strongly Agree)
17.

I think using the brand feels Likert‟s Scale 1-5
me proud

(1-

Strongly

Disagree

to

5

Strongly Agree)
18.

Satisfied

in

the

experience

last Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
19.

Discount and Freebies

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
20.

Multiple mode of payment

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
21.

Incredible Services

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
22.

Free home delivery

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)

Page 162 of 290

Published by- Associated Asia Research Foundation

23.

Acceptance of gift coupon/ Likert‟s Scale 1-5
passes

(1-

Strongly

Disagree

to

5

Strongly Agree)
24.

Innovative offers/combo offers

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
25.

Pleasant

Ambience

shopping

for Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
26.

Renowned retailers name

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
27.

Likert‟s Scale 1-5

Just for a change

(1-

Strongly

Disagree

to

5

Strongly Agree)
28.

Influenced
advertisements

by

the Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
29.

My favorite celebrity endorse Likert‟s Scale 1-5
it

(1-

Strongly

Disagree

to

5

Strongly Agree)
30.

Enforced by the relatives and Likert‟s Scale 1-5
friends

(1-

Strongly

Disagree
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Strongly Agree)
31.

Pushed by the sales executive Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
32.

Just wanted to try new

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
33.

Reflects the High Status

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
34.

Number

of

alternatives Likert‟s Scale 1-5

available under one roof

(1-

Strongly

Disagree

to

5

Strongly Agree)
35.

Excellent Parking Facilities

Likert‟s Scale 1-5
(1-

Strongly

Disagree

to

5

Strongly Agree)
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3.3.3 Data Sampling
3.3.3.1. Target Population

This research study is based on the target population such as general inhabitants age
group from 18 years old and above with lower to high income or from lower to high
income family.
Apparently, they are frequent visitors of big bazaar and it‟s quite obvious that they are
the buyer of Retailer‟s brand and other related products.

The target population included mainly the individuals and households who frequently
buy the groceries to fulfill their personal needs, and also few local shopkeepers who buy
the products to satisfy their needs and also to sell their own products to the retailers.

3.3.3.2. Sampling Method

In this section, the non-probability method was selected and the samples were pulled
out by the simple random sampling. Distinctively, convenient sampling method was
adopted to choose respondents, with refer to a procedure that went for the test that was
presented and easily accessed.
3.3.3.3 Sample Size

The questionnaire was framed to individuals and households buy the groceries from
stated hypermarkets and they are the consumers aged grouped from 18 years old and
above.

The sample size formula is used to figure out the right number of the respondents for
the study.
n = [Z2 (p s q) N] / [e2r (Nu-1) + Z2 (p s q)]
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Where, p s = sample proportion = 0.5, q = 1-0.5 = 0.5, e r = 5%, Z = 1.96, Nu = 3000
Substituting the above mentioned values in the formula
n = 341
Therefore the sample size is 341 respondents

3.3.4. Data Collection Method

Normally the collection of data is of two diverse level first is primary data and another is
secondary data.
3.3.4.1. Primary data

Primary data were composed through the questionnaire and also from direct/personal
interviews. The primary data are gathered by considering 341 in-store customers who
are frequently visitors of Big Bazaar in Bangalore region.

3.3.4.2. Secondary data

Secondary data were drawn from internet sources about Retail system in India,
Retailers brand market, local and private tags, previous researches and statistics about
retail trends and lifestyle of Bangaloreans, research articles and journals related to the
study, the retailers branding, branding concepts, and also from groceries segment are
considered.
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3.4. Method of Data Analysis
The scrutiny method started right after the information gathering procedure concluded.
The collected data was further analyzed with the statistical method. In addition to this
Systat software version: 13 were used for contributing as well as analyzing the data. In
this research study four main statistical tools used comprised of descriptive statistics,
reliability analysis, Analysis of variance (ANOVA), Chi-Square.

3.4.1. Descriptive Statistics

Descriptive statistics is used to depict the domestic features and give an impression of
the composed data. It is carried out to investigate the assessment of the respondents
over all the variables and the degree of variance among the responses.
3.4.2. Reliability Analysis

For any research, the result would only be beneficial if the information or data collected
is reliable. Therefore, the testing of reliability is performed to review the credibility of the
composed data for overall brand equity and its four dimensions.

3.4.3. Analysis of Variance (ANOVA)

Analysis of variance (ANOVA) is used to study independent variables based on its
effect and cause. In the present study one-way and two- way ANOVA has been used.
F-test under ANOVA has been conducted to understand whether the different samples
have been drawn from the populations having the same mean.

F= between-column variance/ with-in column variance
Degrees of freedom for numerator = (Number of samples-1)
Degrees of freedom for denominator = (Total sample size - Number of samples)
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When samples are not drawn from the populations having the same mean, betweencolumn
Variance tends to be large than with-in column variance and the value of F-statistics
tends to be large. This leads to the rejection of null hypothesis.
The present study has used ANOVA analysis to know the significant differences among
Consumers‟ choice of product and store attributes and consumers‟ buying behavior of
shopping and convenience goods from different retail formats with respect to
demographic profile of consumers (age, income, education and occupation). Moreover
ANOVA has also been used to discern the significant difference among marketing
strategies of retailers and emerging retail formats.
3.4.4 Chi-Square Test

Normally the data can be gathered in the form of frequencies are more used under the
Chi- Square Test. Sometimes the data which is not used the required frequencies such
as percentages and the proportions can also be considered in this test provided
converted into proper frequencies.

The main advantage of this test, the more

applications is utilized when the data is discrete in nature i.e. discrete series/ data.
Whereas the test also useful for the continuous series/ data provided it should be
reduced to the categories and the tabulated in such terms where the test can be applied
effectively.

This test will be conducted normally to determine how nearly the observed variables fit
the predicted hypothesis for the selected population.
Chi–square test (χ2) =

∑ (OF-EF) 2
EF

Degrees of freedom = (Ro-1) (Co-1)
Whereas, OF = Frequency Observed
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EF = Frequency Expected
RF = Number of rows
CF = Number of columns

To find E:

(Total of Row Value × Total of Column Value)
Expected Frequency =

-----------------------------------------------------------Grand Total Value

3.4.5 Data Validation and Reliability

The questionnaires developed have been pre-tested and validated through face validity
as it was sent to a carefully selected sample of experts and it also has a sufficiently
good reliability score.

Table 3.7: Demographic Distinctiveness of the Respondents

SL. NO. CHARACTERISTICS

SUB CATEGORIES

RESPONDENTS
(FREQUENCY)

1.

2.

Age

Gender
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18-25 years

82

26-40 years

205

41-60 years

54

61 & Above

00

Total

341

Male

191

Female

150

Total

341
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3.

4.

5.

Marital Status

Qualification

Occupation

Married

218

Unmarried

123

Total

341

Matriculation

14

Graduate

68

Post Graduate

150

Professional/ Techies

109

Others

00

Total

341

Housewife

00

Professional

181

Private Employee

113

Government

20

Employee

6.

7.

8.

9.

Income

Type of Family

Size of the Family

Locality
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Business

27

Others

00

Total

341

50000-100000

55

100001-200000

123

200001-300000

108

300001 &Above

55

Total

341

Joint

164

Nuclear

177

Total

341

1-3 Members

164

4-6 Members

169

7-10 Members

5

Above 11

3

Total

341

Bangalore North

68
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Bangalore East

68

Bangalore West

68

Bangalore South

68

Bangalore Central

69

Others

00

Total

341

Attributes of Brand Equity components
Individual component of Brand Equity and its attributes, factors with the codes are listed
below.

Table 3.8: Brand Awareness (BA) Attributes

Sl. no. Proclamation
1.

Code

I prefer to know the manufacturer/ producer before I purchase retailers BA1
brand

2.

I have the knowledge of the other retailers brands

BA2

3.

The performance of retailer‟s brand is appreciable

BA3

4.

Retailer‟s brand appearance creates the impact on consumers BA4
awareness

5.

I can distinguish retailers brand from one and others

BA5

6.

Physical significance of the retailers brand makes more awareness

BA6

7.

Retailers promote their own brands

BA7

8.

For commemoration of the retailers brand good exposure is required

BA8

9.

I like the retailers brand if freebies/discounts are offered

BA9

10. The retailers brand is affirmed in my mind

BA10

11. I feel retailer brand lasts long in memory due to usage

BA11

12. From my past experience I am able to differentiate the retailers brand BA12
from others
Source: Author‟s Compilation
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Table 3.9: Brand Association (BN) Attributes

Sl. no. Proclamation
1.

Code

The Advertisements and other endorsement tricks of retailer/ BN1
Retailers Brand attracts me more to use the retailers brand

2.

Emotional Attachment with the retailers brand

BN2

3.

I totalize the information of retailers brand consistently

BN3

4.

Usage of retailers brand is allied with my delicate comfort

BN4

5.

Utility of the retailers brand is connected with brand association

BN5

Source: Author‟s Compilation

Table 3.10: Perceived Quality (PQ) Attributes
Sl. no.

Proclamation

Code

1.

My contentment on performance of Retailers brand

PQ1

2.

The Retailers Brand lasts long

PQ2

3.

I am satisfied with the retailers brand quality

PQ3

4.

The emergence of the retailers brand is appreciable

PQ4

5.

In retailers brand, the defects are less

PQ5

6.

The quantity offered by retailers brand is appreciable

PQ6

7.

I believe the price of the retailers brand is less

PQ7

8.

The attribute of the retailers brand is good

PQ8

9.

The ingredients of the retailers brand is good

PQ9

10.

The retailers brand offers me good service

PQ10

Source: Author‟s Compilation
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Table 3.11: Brand Loyalty (BL) Attributes

Sl. no.

Proclamation

Code

1.

I feel quality and price of Retailer‟s brand is persuasive

BL1

2.

I buy the Retailers Brand regularly

BL2

3.

I rate retailers brand based on my satisfaction

BL3

4.

I rely on retailer‟s brand

BL4

5.

I trust retailers brand completely

BL5

6.

Retailer‟s brand influence me in purchasing

BL6

7.

I do not switch to other brand if retailer‟s brand is not available

BL7

8.

I am a happy customer of retailer‟s brand

BL8

9.

My loyalty towards retailer‟s brand is good enough

BL9

10.

I recommend my family and friends to buy retailer‟s brand

BL10

Source: Author‟s Compilation
Table 3.12: Factors influencing customers to buy the retailer‟s brand (FI) Attributes

Sl. No.

Proclamation

Code

1.

Reasonable price

FI1

2.

Good quality

FI2

3.

Less price with good quality

FI3

4.

Design of the product is convincing

FI4

5.

Desired quantity for less price

FI5

6.

More variety in the segment

FI6

7.

Bad experience from previous brand

FI7

8.

Proximity (Close to my premises)

FI8

9.

Availability of goods

FI9

10.

Scarcity of my old brand so I switched

FI10

11.

They deliver the fresh products directly from the factory

FI11

12.

It makes me feel that products are pure n hygiene

FI12
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13.

I believe no old stock

FI13

14.

I trust no chemicals are used

FI14

15.

I feel there is no blend in product

FI15

16.

I can check and verify the product in my desired manner

FI16

17.

I think using the brand feels me proud

FI17

18.

Satisfied in the last experience

FI18

19.

Discount and Freebies

FI19

20.

Multiple mode of payment

FI20

21.

Incredible Services

FI21

22.

Free home delivery

FI22

23.

Acceptance of gift coupon/ passes

FI23

24.

Innovative offers/combo offers

FI24

25.

Pleasant Ambience for shopping

FI25

26.

Renowned retailers name

FI26

27.

Just for a change

FI27

28.

Influenced by the advertisements

FI28

29.

My favorite celebrity endorse it

FI29

30.

Enforced by the relatives and friends

FI30

31.

Pushed by the sales executive

FI31

32.

Just wanted to try new

FI32

33.

Reflects the High Status

FI33

34.

Number of alternatives available under one roof

FI34

35.

Excellent Parking Facilities

FI35

Source: Author‟s Compilation
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Figure 3.6: Research Framework

Literature Review

Studies Covering
Overall Retail
Scenario

Studies Covering
Overall Brand
Equity Scenario

Studies Covering
Consumer's
Perspective

Problem
Identification And
Preparation for
Research Plan

Primary Data

Questionnaire
Generation

Secondary Data

Trends In Retail
Industry

Brand Equity
Aspects

Questionnaire for
Consumers

Administering the
Questionnaire

Analysis of Result
And Findings

Page 175 of 290

Published by- Associated Asia Research Foundation

Concluding Remarks

The fine abundance in selecting the ideal research design and its methodology is one of
the very essential parameter that shows the way for proving the hypotheses and
followed by the objectives in the entire research process. This chapter portrays the
detailed information that is step by step process employed in this research. This
research study reveals the facts and the results based on primary data and secondary
data which have been scrutinized using convenient selected statistical tools. The entire
methodology is utilized at a diverse set of phases in this study has also been explicated.
Finally, an overview of the validation of statistical methods are used to test the
respective hypotheses like Analysis of Variance (ANOVA), Descriptive Statistics, Chi
Square Test is drawn.

Page 176 of 290

Published by- Associated Asia Research Foundation

CHAPTER IV
DATA ANALYSIS AND RESEARCH RESULTS
------------------------------------------------------------------------------------------------------This section provides the entire explanation of the analysis of data collected. Firstly, this
chapter describes the sample demographic, frequency and descriptive analysis. Then, it
presents the reliability test applied for enhancing the internal consistency of the
variables..
------------------------------------------------------------------------------------------------------This chapter covers the statistical analysis on Brand Equity On Retailer‟s Brand With
Special Reference To Branded Products Of Big Bazaar in Bangalore City. Analysis on
Brand Equity with its components namely Brand Awareness, Brand Association
(Knowledge), Customer‟s Perceived Quality, Brand Loyalty and the factors responsible
for purchasing the retailer‟s brand.

Analysis based on Brand Equity perspective has been segregated in diverse sections:
section 4.1.1 includes demographic profile of respondents and suitable attributes are
considered in the profile namely Age, Gender, Marital Status, Qualification, Occupation,
Income, Type of family, Size of the family and locality.
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Consumer’s Perspectives
Table 4.1: Demographic Distinctiveness of the Respondents with actual percentage
Demographic Distinctiveness of the Respondents (N=341)
SL.

Characteristics

Sub categories

Respondents

Actual

(frequency)

percentage

18-25 years

82

24

26-40 years

205

60

41-60 years

54

16

61 & Above

00

0

Total

341

100

Male

191

56

Female

150

44

Total

341

100

Married

218

64

Unmarried

123

36

Total

341

100

Matriculation

14

4

Graduate

68

20

Post Graduate

150

44

Professional/

109

32

Others

00

00

Total

341

100

Housewife

00

00

Professional

181

53

Private

113

33

20

6

NO.
1.

2.

3.

4.

Age

Gender

Marital Status

Qualification

Techies

5.

Occupation

Employee
Government
Employee
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6.

7.

8.

27

8

Others

00

00

Total

341

100

50000-100000

55

16

100001-200000

123

36

200001-300000

108

32

300001 &Above

55

16

Total

341

100

Joint

164

48

Nuclear

177

52

Total

341

100

the 1-3 Members

164

48

4-6 Members

169

49.5

7-10 Members

5

1.5

Above 11

3

1

Total

341

100

Income

Type of Family

Size

of

Family

9.

Business

Locality

Bangalore North 68

20

Bangalore East

68

20

Bangalore West

68

20

Bangalore

68

20

69

20

Others

00

00

Total

341

100

South
Bangalore
Central

Source: Compiled from primary data
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Respondent’s Profile Analysis:

The above table reflects the basic characteristics of the consumer households
surveyed. Out of the 341 respondents surveyed, male were 56 per cent whereas 44
percent were female. Age composition of the respondents indicates that the surveyed
group has major categories of consumers as 60 per cent of the samples were between
the age group of 26 to 40 years. The respondents with 64 percent are married and 36
percent are unmarried under marital status group. Sample households falling between
the yearly income groups of 1 lac to 2 lac with a dominant share of 36 per cent, followed
by income group of 2 lac to 3lac with 32 per cent share.

Educational profile of the respondents shows that most of them have postgraduate or
professions/ techies‟ qualifications. Only 20 per cent of the respondents are from the
undergraduate level. Type of the respondent‟s family is nuclear with the 52percent
followed by the joint family at 48percent. Size of the family is also been considered for
the study where mixture of the set of family members with 4 to 6 members are 49.5
percent followed by the 1 to 3 members in a family with 48 percent in this study.
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Figure 4.1: Gender

Gender

Male
Female

As seen from Figure 4.1 the sample is dominated by male respondents with 56 per cent.
The responses received from females were a little lower i.e. 44 percent.
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Figure 4.2: Age Groups

Age Group

18-25 Years
26-40 Years
41- 60 Years
61 & Above

The results depict that 60 per cent respondents fall between 26-40 age group (Adult
Consumers), 24 per cent comprises of 18-25 (Young consumers‟) and only 16 per cent
respondents are between the age group of 41-60 (Mature consumers‟). Whereas 61 &
above has no role to play in this section.
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Figure 4.3: Marital Status

Marital Status

Married
Unmarried

This figure 4.3 shows that the marital status of the respondents. Where 64 percent of
respondents are married and 36 percent respondents are unmarried/ single.
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Figure 4.4: Qualification of the respondents

Qualification

Matriculation
Graduate

Post Graduate
Professional/ Techies
Others

This figure depicts the qualification of the respondents. 44 percent are from the post
graduate followed by the professionals/ techies with 32 percent and graduates with 20
percent.
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Figure 4.5: Occupation of the respondents

Occupation

House wife
Professional
Private Employee
Government Employee
Business
Others

The occupation of the respondents figure depicts that the professionals are dominated
with 53 percent followed by the private employees with 33 percent and the least is the
business class respondents with just 8 percent.
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Figure 4.6: Income of the respondents

Income

50000- 100000
100001- 200000
200001- 300000
300001 & Above

This figure of Income of the respondents shows that 1 lac to 2 lac income group is
dominated by 36 percent followed by the immediate income group 2 lac to 3 lac with 32
percent whereas 50 thousand to 1 lac and above 3 lac possess the same 16 percent.
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Figure 4.7: Respondent‟s Type of the Family

Type of the Family

Joint
Nuclear

The type of the family of the respondents depicts the actual trend in buying the branded
products of the retailers as the nuclear family focuses more than the joint families in
buying the products. The nuclear families mark with 52 percent whereas the joint
families are with 48 percent.
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Figure 4.8: Respondent‟s Size of the Family

Size of the Family

1-3 Members
4-6 Members
7- 10 Members
Above 11

This figure shows the trend of the size of the family who has the family members 4-6 are
dominated with 49.5 percent followed by the group 1-3 member with 48 percent.
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Figure 4.9: Locality of the Respondents

Locality

North Bangalore
East Bangalore
West Bangalore
South Bangalore
Central Bangalore

This locality of the respondent‟s figure shows there is an equal importance of all the
regions namely North Bangalore, East Bangalore, West Bangalore, South Bangalore
and Central Bangalore with 20 percent.

Page 189 of 290

Published by- Associated Asia Research Foundation

Hypothesis Testing:
The study uses Two-way ANOVA analysis for finding out whether there is a significant
effect of demographic variables on customer‟s buying behavior (Age, Gender, Marital
Status, Qualification, Occupation, Income, Type of family, Size of the family and
Locality). Individual element of brand equity is proficient based on the respective
attributes to test the hypothesis. Brand Equity elements like Brand Awareness, Brand
Association, Perceived Quality, Brand Loyalty are considered. Every component has its
significant attributes to define and to support the hypothesis. And major and the minor
factors and its influence on customers buying behaviour related to Retailer‟s Brand of
Big Bazaar are also defined. The related hypothesis is:
1) H0: There is no the effect of demographic variables on buying the retailer‟s brand
2) H0: There is no retailer‟s brand awareness on customer‟s buying behaviour
3) H0: There is no effect of Retailer‟s brand associations on customer‟s buying
behaviour

4) H0: There is no association of customer‟s perceived quality towards retailer‟s
brand
5) H0: There is no significant effect of customer‟s brand loyalty towards retailer‟s
brand
6) H0: There is no significant positive effect of factors influencing of retailer‟s brand
on customers
1) H0: There is no effect of demographic variables on buying the retailer‟s brand
H1: There is an effect of demographic variables on buying the retailer‟s brand
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Table: 4.2: Analysis of Variance for the grouped demographic variables
Basis

of Sum

Discrepancy

of Degree

of Mean

Square Variance Ratio

Squares(SS)

Freedom (DF)

(MS)

(VR)

383.79

4

95.76

F

(BOD)
Between
Groups

=

Treatment

42.55

Within Groups

5.64

3

1.88

F Block = 0.806

Residual Error

-41.94

12

3.495

Total

347.49

19

Source: Compiled from primary data

Two-way Analysis of Variance is used to know the effect of demographic variables. The
Analysis of Variance results show that there is an effect of demographic variables on
buying the retailer‟s brand. Since the calculated value of F

Treatment

= 42.55 at df1 = 4, df2

= 12 and α =0.05 is greater than its table value F= 3.2502,
We reject the null hypothesis and accept the alternative hypothesis. Hence we can say
that there is an effect of demographic variables on customer‟s buying behavior.

1) H0: There is no effect of the brand awareness of retailer‟s brand on customer‟s
buying behavior
H1: There is an effect of the brand awareness of retailer‟s brand on customer‟s
buying

behavior

Table: 4.3: Descriptive Statistics of Brand Awareness

Variable

1

2

3

4

5

6

7

8

9

10

11

12

Number

341

341

341

341

341

341

341

341

341

341

341

341

of cases
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Minimum

1

1

1

1

1

1

1

1

1

1

1

1

Maximu

5

5

5

5

5

5

5

5

5

5

5

5

Arithmeti

3.3

3.3

3.2

3.1

3.0

3.2

3.3

3.3

3.4

3.4

3.4

3.5

c Mean

9

3

8

6

7

7

4

5

6

5

6

6

Standard

1.1

0.9

1.0

0.9

1.1

1.1

1.0

1.0

0.9

1.0

0.9

0.9

9

5

3

3

6

2

8

8

9

m

Deviation 4

Source: Author‟s Compilation

The basic (descriptive) statistics is used to know the minimum, maximum range of
the cases with arithmetic mean and standard deviation.

Brand Awareness of the Retailers Brand
Table: 4.4: ANOVA- Brand Awareness of Retailer‟s Brand and Customer‟s Buying
Behaviour
ANOVA- Brand Awareness of Retailer‟s Brand and Customer‟s Buying
Behaviour
Brand Awareness Attributes

Sum of Degree

Mean

Squares of

Square

F

Significance

Freedom
I prefer to know Between 35.29

4

8.82

55

7.88

1.12

the manufacturer/ Groups
producer before I Within

433.38

purchase retailers Groups
brand
I

Total

have

0.3565
468.67

the Between 36.8

59
4

9.2

55

6.42

1.43

knowledge of the Groups
other

retailers Within

brands
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0.2363
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Total
Appreciation
the

390.18

of Between 7.86

59
4

1.97

55

5.91

0.33

Retailers Groups

Brand is based on Within
the performance

0.8566

Groups
Total

Appearance

324.94

332.8

of Between 24.58

59
4

6.145

55

4.85

1.26

the retailers brand Groups
creates

the Within

impact

on Groups

consumers

Total

267

0.2968
291.58

59

awareness
I can distinguish Between 5.08
retailers
from

4

1.27

55

5.81

0.22

brand Groups

one

and Within

others

319.73

0.9261

Groups
Total

Physical

324.81

Between 0.82

59
4

0.2

55

5.43

0.04

significance of the Groups
retailers

brand Within

makes

more Groups

awareness

Total

299.2

0.9968
300.02

Retailers promote Between 5.5
their own brands

59
4

1.37

55

8.78

0.16

Groups
Within

482.94

0.9576

Groups
Total

488.44

For

Between 163.58

commemoration

Groups

of

the

brand

retailers Within
good Groups
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40.89

55

5.88

6.95

0.00013

Published by- Associated Asia Research Foundation

exposure

is Total

487.37

59

required
I like the retailers Between 176.9
brand

44.23

55

8.67

5.1

if Groups

freebies/discounts Within
are offered

477.17

0.0014

Groups
Total

The

4

654.07

retailers Between 98.04

59
4

24.51

55

9.04

2.71

brand is affirmed Groups
in my mind

Within

497.47

0.0392

Groups
Total
I

feel

595.51

retailer Between 6.76

59
4

1.69

55

5.86

0.29

brand lasts long Groups
in memory due to Within
usage

0.8832

Groups
Total

From

322.19

my

328.95

past Between 184.37

59
4

46.09

364.62

55

6.63

548.99

59

6.95

experience I am Groups
able

to Within

differentiate
retailers

0.00013

the Groups
brand Total

from others
Source: Compiled from primary data
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Brand Awareness of the Retailers Brand
Table: 4.5: Goodness to fit (Chi-square) Test for Brand Awareness of the Retailers
Brand
Sl. No.

Proclamation

1

I

prefer

to

know

SA

AG

AND

DA

SD

Total

the 51

126

102

28

34

341

93

162

23

21

341

134

114

35

30

341

110

150

44

21

341

151

91

37

54

341

155

76

65

22

341

151

97

35

29

341

164

79

53

20

341

171

106

27

15

341

manufacturer/ producer before I
purchase retailers brand (BA1)
2

I have the knowledge of the 42
other retailers brands (BA2)

3

Appreciation of the Retailers 28
Brand

is

based

on

the

performance (BA3)
4

Appearance of

the retailers 16

brand creates the impact on
consumers awareness (BA4)
5

I can distinguish retailers brand 8
from one and others (BA5)

6

Physical

significance

retailers brand

of

makes

the 23
more

awareness (BA6)
7

Retailers promote

their own 29

brands (BA7)
8

For

commemoration

of

the 25

retailers brand good exposure is
required (BA8)
9

I like the retailers brand if 22
freebies/discounts are offered
(BA9)
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10

The retailers brand is affirmed in 35

175

67

36

28

341

168

97

25

22

341

168

78

37

14

341

1766

1219

445 310 4092

my mind (BA10)
11

I feel retailer brand lasts long in 29
memory due to usage (BA11)

12

From my past experience I am 44
able to differentiate the retailers
brand from others (BA12)
352

Total
Source: Compiled from primary data
SA- Strongly Agree, AG- Agree, AND- Agree nor Disagree, DA- Disagree, SD- Strongly
Disagree

The table 4.5 represents Brand Awareness of the customers related to the retailer‟s
brand. 126 respondents prefer to know the manufacturer/ producer before they
purchase retailers brand (BA1) whereas 102 respondents are neither agree nor
disagree to the statement. 162 respondents neither agree nor disagree to the
knowledge of the other retailers brands (BA2) whereas 93 respondents says they have
the knowledge of other retailers and their brands.

134 respondents agree to the statement Appreciation of the Retailers Brand is based on
the performance (BA3) whereas 114 respondents neither they agree nor disagree to the
statement.150 respondents neither they agree nor disagree appearance of the retailers
brand creates the impact on consumers awareness (BA4) whereas 110 respondents
agree to the appearance of the retailers brand creates the impact on consumers
awareness (BA4). 151 respondents says that they distinguish retailers brand from one
and others (BA5) whereas 91 respondents neither they agree nor they disagree to
distinguish retailers brand from one and others (BA5).
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155 respondents feel the Physical significance of the retailers brand makes more
awareness (BA6) in the minds of the customers at the same time phase 76 respondents
neither they agree nor disagree to the Physical significance of the retailers brand makes
more awareness (BA6).

151 respondents experienced Retailers promote their own brands (BA7) at the
maximum extent whereas 97 respondents neither they agree nor disagree to the
Retailers promote their own brands (BA7) statement.

164 respondents agree for commemoration of the retailers brand good exposure is
required (BA8) whereas 79 respondents neither they agree nor disagree for
commemoration of the retailers brand good exposure is required (BA8) statement. 171
respondents agrees to the statement they like the retailers brand if freebies/discounts
are offered (BA9) whereas 106 respondents neither they agree nor disagree to the
statement that the customers like the retailers brand if freebies/discounts are offered
(BA9). 175 respondents agree to the retailers brand is affirmed in their mind (BA10) and
67 respondents are neither they agree nor disagree to the statement the retailers brand
is affirmed in customer‟s mind (BA10).

168 respondents feel retailer brand lasts long in memory due to usage (BA11) and 97
respondents neither they agree nor disagree to the statement customers feel retailer
brand lasts long in memory due to usage (BA11). 168 respondents agree to the
statement from customers‟ past experience they are able to differentiate the retailers
brand from others (BA12) whereas 78 neither they agree nor disagree customers‟ past
experience they are able to differentiate the retailers brand from others (BA12)
statement.
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Figure 4. 10: Customers prefer to know the manufacturer/ producer before I purchase
retailers brand

Customer's prefer to know the
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The figure 4.10 shows that respondents 126 (37%) agrees to the statement that they
prefer to know the manufacturer/ producer before they buy the retailers brand, 102
(30%) respondents are neither they agree nor disagree the statement whereas 51
(15%) respondents are strongly agree followed by the 34 (10%) strongly disagree and
28 (8%) with disagrees the statement.
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Figure 4.11: The knowledge of the other retailers brands (BA2)
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The figure 4.11 shows that 162 (48%) respondents are neither they agree nor disagree
to the knowledge of the other retailer‟s brand whereas 93(27%) respondents agrees to
the statement at the same time 42 (12%)respondents are strongly agree followed by
disagree with 23(7%) respondents and 21( 6%) respondents with strongly disagree to
the above said statement.
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Figure 4.12: Appreciation of the Retailers Brand is based on the performance (BA3)
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The figure 4.12 shows the appreciation of the Retailers Brand is based on the
performance (BA3) to this statement 134 (39%) respondents agree whereas 114 (33%)
respondents are neither they agree to the statement nor disagree. 35 (10%)
respondents disagrees the statement 30(9%) respondents strongly disagree finally only
28 (8%)respondents strongly agree to the given statement.
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Figure 4.13: Appearance of the retailers brand creates the impact on consumer‟s
awareness (BA4)
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The figure 4.13 shows the Appearance of the retailers brand creates the impact on
consumer‟s awareness (BA4) to this statement. 150 (44%) respondents are neither they
agree nor disagree to this statement whereas 110 (32%) respondents agree to the
statement 44(13%) respondents are disagrees it at the same time 21(6%) respondents
strongly disagrees finally 16 (5%) respondents strongly agree to the appearance of the
retailers brand creates the impact on consumers awareness (BA4)
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Figure 4.14: Distinguish retailers brand from one and others (BA5)
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The figure 4.14 shows customers can distinguish retailers brand from one and others
(BA5) with respective experience as 151 (44%) respondents agree to the statement
whereas 91 (27%) respondents neither agree nor disagree.
strongly disagree that the customers can

54 (16%) respondents

distinguish retailers brand from one and

others followed by 37 (11%) respondents disagree the statement and just 8 (2%)
respondents strongly agrees to the customer‟s can distinguish retailers brand from one
and others
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Figure 4.15: Physical significance of the retailers brand makes more awareness (BA6)
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The figure 4.15 shows Physical significance of the retailers brand makes more
awareness (BA6) as 155 (45%) respondents agree to the statement whereas 76 (22%)
respondents neither they agree nor disagree to the statement. 65 (19%) respondents
disagree the statement at the same time 23 (7%) respondents strongly agree that
physical significance of the retailers brand makes more awareness 22 (6%)
respondents strongly disagree to the physical significance of the retailers brand makes
more awareness (BA6)
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Figure 4.16: Retailers promote their own brands (BA7)
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The figure 4.16 shows that retailers promote their own brands (BA7) 151 (44%)
respondents agrees to the statement whereas 97 (28%) respondents neither agree nor
disagree 35(10%) respondents disagrees the statement 29 (9%) respondents strongly
agrees and 29 (9%) respondents strongly disagrees the retailers promote their own
brands.
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Figure 4.17: Commemoration of the retailers brand good exposure (BA8)
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The figure 4.17 shows the statement for commemoration of the retailers brand good
exposure is required (BA8) 164(48%) respondents agrees to this statement, 79 (23%)
respondents neither they agree nor disagree whereas 53 (16%) respondents disagrees
that for commemoration of the retailers brand good exposure is required, 25 (7%)
respondents strongly agrees and 20 (6%) respondents strongly disagrees to the above
said statement.
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Figure 4.18: Customer‟s likeliness the retailers brand if freebies/discounts are offered
(BA9)
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The figure 4.18 shows customer like the retailer‟s brand retailers brand if
freebies/discounts are offered (BA9). 171 (50%) respondents agrees the statement
whereas 106 (31%) respondents neither they agree nor disagree to Customers like the
retailers brand if freebies/discounts are offered. 27 (8%) respondents are disagrees to
the statement and 22 (6%) respondents strongly agrees to it and finally15 (4%)
respondents strongly disagree to customer like the retailer‟s brand retailers brand if
freebies/discounts are offered.
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Figure 4.19: The retailers brand is affirmed in customer‟s mind (BA10)
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The figure 4.19 shows the retailers brand is affirmed in customer‟s mind (BA10) where
175 (51%) respondents agrees to the statement 67 (20%) respondents are neither they
agree nor disagree to the statement 36 (11%) respondents disagrees to it 35(10%)
respondents strongly agrees followed by 28 (8%) respondents strongly disagree to the
retailers brand is affirmed in my mind.
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Figure 4.20: Customers feel retailer brand lasts long in memory due to usage (BA11)
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From the figure 4.20 it is clear that the 168 (49%) respondents agree to the statement
Customers feel retailer brand lasts long in memory due to usage (BA11) whereas
97(28%) respondents are neither they agree nor disagree to the statement. 29 (9%)
respondents are strongly agree to it followed by 25 (7%) respondents disagree and 22
(6%) respondents strongly disagree to the above said statement.
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Figure 4.21: Customer‟s past experience they are able to differentiate the retailers
brand from others (BA12)

Customer’s past experience they are able
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The figure 4.21 shows that the customer‟s past experience, they are able to differentiate
the retailers brand from others (BA12) 168 (49%) respondents agree to the statement
whereas 78 (23%) respondents are neither they agree nor disagree to the statement. 44
(13%) respondents are strongly agree followed by 37 (11%) respondents as disagree
and 14 (4%) respondents strongly disagree to the customer‟s past experience they are
able to differentiate the retailers brand from others.
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Figure 4.22: Overall Brand Awareness‟s Proclamation and its responses
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The figure 4.22 shows the Overall Brand Awareness‟s Proclamation and its responses
starts from the BA1 to BA12. From the figure it is clear that the customer prefer to know
the manufacturer/ producer before customer purchase retailers brand which they agree,
have the knowledge of the other retailers brands neither they agree nor disagree to the
statement. Similarly respondents agree to the appreciation of the Retailers Brand is
based on the performance at the same time appearance of the retailers brand creates
the impact on consumers awareness they neither agree nor disagree.

The customers can distinguish retailers brand from one and others agree to the
statement and they also agree to the physical significance of the retailers brand makes
more awareness. According to this study the customer agree and believes that the
retailers promote their own brands rather than other brands available in the market and
also they agree to the commemoration of the retailers brand good exposure is required.
The customers like the retailers brand if freebies/discounts are offered to them at the
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same time customers believe that the retailer‟s brand is affirmed in their minds while
buying the products and services from the retailers and ofcourse when they want to buy
the retailer‟s brand. The customers agree to the statement that they feel retailer brand
lasts long in memory due to usage and considering the past experience they are able to
differentiate the retailers brand from others.
Chi – Square Test Value
Table: 4.6: Chi – Square Test Value for Brand Awareness of the Retailers Brand
Level

of Degrees

Significance

freedom

5%

44

of Table Value

59.49

Calculated Value

288.5

Source: Author‟s Compilation

The critical (or Table) value of χ2 = 59.49 at α=0.05 and degree of freedom= 44. Since
the calculated value of χ2 = 288.5 is greater than its table value, the null hypothesis is
rejected. Consequently we can say that there is an effect of Brand Awareness of
retailer‟s brand on customer‟s Buying Behaviour.

2) H0: There is no significant effect of brand association of retailer‟s brand on
customers
H1: There is significant effect of brand association of retailer‟s brand on customers
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Brand Association considering on retailer’s brand
Table: 4.7: Analysis of Variance (ANOVA) for the grouped variables of brand
association of retailer‟s brand
Analysis of Variance (ANOVA) for the grouped variables of brand association of
retailer‟s brand
Sl.

Proclamation

SA AG

AND DA SD

No.
1.

The Advertisements and other endorsement tricks 40

140 80

51

30

80

100

70

61

retailers brand 60

93

86

56

46

Usage of retailers brand is allied with my delicate 54

78

120

62

27

43

54

of retailer/ Retailers Brand attracts me more to use
the retailers brand (BN1)
2.

Emotional Attachment with the retailers brand 30
(BN2)

3.

I

totalize

the

information

of

consistently (BN3)
4.

comfort (BN4)
5.

Utility of the retailers brand is connected with brand 38

110 96

association (BN5)
Source: Compiled from primary data
SA- Strongly Agree, AG- Agree, AND- Agree nor Disagree, DA- Disagree, SD- Strongly
Disagree

The table 4.7 shows that 140 respondents agree to the Advertisements and other
endorsement tricks of retailer/ Retailers Brand attracts more to use the retailers brand
(BN1), 80 respondents are agree nor disagree sure to the statement.
100 respondents say they neither agree nor disagree to the statement Emotional
Attachment with the retailers brand (BN2) whereas 80 respondents say they are
emotionally attached to the retailer‟s brand. In case of totalize the information of
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retailer‟s brand (BN3), 93 respondents agreed to this statement whereas 86
respondents are followed they neither agree nor disagree.
Usage of retailers brand is allied with delicate comfort (BN4) statement is neither agrees
nor disagrees by 120 respondents, 78 respondents agree to the same.

110

respondents agree to the utility of the retailers brand is connected with brand
association (BN5), 96 respondents are neither agree the statement nor disagree.

Page 213 of 290

Published by- Associated Asia Research Foundation

Figure 4.23: The Advertisements and other endorsement tricks of retailer/ Retailers
Brand attracts customers more to use the retailers brand (BN1)
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The figure 4.23 shows the Advertisements and other endorsement tricks of retailer/
Retailers Brand attracts customers more to use the retailers brand (BN1) 140 (41%)
respondents agree to the statement whereas 80 (23%) respondents neither they agree
nor disagree to the statement.
51 (15%) respondents disagree to the statement followed by strongly agree with 40
(12%) respondents and 30 (9%) respondents strongly disagree to the above said
statement.
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Figure 4.24: Emotional Attachment with the retailers brand (BN2)
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The figure 4.24 shows emotional attachment with the retailers brand (BN2) of the
customers, 100(29%) respondents say they neither agree nor disagree to the statement
80(23%) respondents agree to the statement whereas 70(21%) respondents disagree
followed strongly disagree with 61 (18%) respondents and 30 (9%) respondents
strongly agree to the emotional attachment with the retailers brand.
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Figure 4.25: Totalize the information of retailers brand consistently (BN3)
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The figure 4.25 shows the totalize information of retailers brand consistently (BN3) with
93 (27%) respondents agree to the statement whereas 86 (25%) respondents neither
agree nor disagree to totalize the information of retailers brand consistently. 60 (18%)
respondents strongly agree and 56 (16%) respondents disagree to the statement and
strongly disagree with 46 (13%) respondents to the above said statement.
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Figure 4.26: Usage of retailers brand is allied with customers‟ delicate comfort (BN4)
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The figure 4.26 shows the usage of retailers brand is allied with customer‟s delicate
comfort (BN4) 120 (35%) respondents neither they agree nor disagree to the statement
whereas 78 (23%) respondents agree to the statement. 62 (18%) respondents disagree
followed by 54 (16%) respondents strongly agree and 27(8%) respondents strongly
agree to the usage of retailers brand is allied with my delicate comfort
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Figure 4.27: Utility of the retailers brand is connected with brand association (BN5)
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The figure 4.27shows utility of the retailers brand is connected with brand association
(BN5). The 110 (32%) respondents agree to the statement whereas 96 (28%)
respondents neither they agree to the statement nor disagree. 54 (16%) respondents
strongly disagree followed by 43(13%) respondents disagree and finally 38 (11%)
respondents strongly agree to the utility of the retailers brand is connected with brand
association.
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Figure 4.28: Brand Association‟s Proclamation and its responses
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The figure 4.28 shows Brand Association‟s Proclamation and its responses from BN1 to
BN5. From the figure it is clear that the Advertisements and other endorsement tricks of
retailer/ Retailers Brand attracts customers more to use the retailers brand agrees to it,
at same time customer neither they agree nor disagree to the emotional attachment with
the retailers brand. A slight variation between acceptance and neither they agree nor
disagree to totalize the information of retailers brand consistently. The customers
neither agree nor disagree to the usage of retailers brand is allied with delicate comfort.
Finally the customers agree to the utility of the retailers brand is connected with brand
association.

The results are assembled by the method of Two-way ANOVA and results are defined
in the tabular form with the appropriate entities are mentioned below:
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Table: 4.8: ANOVA calculation value for the brand association of retailer‟s brand and
customer‟s buying behaviour
Source

of Sum

variation

Squares

of Degree

of Mean

Variance Ratio

Freedom

Squares

4

4784.4

53.325

3481

4

870.25

9.699

Residual Error

1435.56

16

89.72

Total

21183.04

24

Between Groups 19137.6
(Column)
Between Groups
(Rows)

Source: Author‟s Compilation

Two-way ANOVA is used to know the effect of brand association of retailer‟s brand on
customer‟s buying behaviour. The ANOVA results show that there is an effect of brand
association of retailer‟s brand on customer‟s buying behaviour. Since the calculated
value of F

Treatment

= 53.325 at df1 = 4, df2 = 16, and α =0.05 is greater than its table

value F= 3.2502, we reject the null hypothesis and accept the alternative hypothesis.
Hence we can say that there is an effect of demographic variables on customer‟s buying
behavior.
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3) H0: There is no significant effect of customer‟s perceived quality towards retailer‟s
brand
H1: There is significant effect of customer‟s perceived quality towards retailer‟s brand

Table: 4.9: Descriptive Statistics of Perceived Quality

Variable

1

2

3

4

5

6

7

8

9

10

Number

341

341

341

341

341

341

341

341

341

341

Minimum

1

1

1

1

1

1

1

1

1

1

Maximum

5

5

5

5

5

5

5

5

5

5

of cases

Arithmetic 3.355 3.493 3.716 3.346 3.331 3.625 3.185 3.199 3.337 3.49
Mean
Standard

1.122 0.938 0.929 1.165 0.923 0.985 1.105 1.186 1.046 1.045

Deviation

The basic (descriptive) statistics is used to know the minimum, maximum range of
the cases with arithmetic mean and standard deviation.
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Table: 4.10: Analysis of Variance (ANOVA) for the grouped variables of perceived
quality of retailer‟s brand
Analysis of Variance (ANOVA) for the grouped variables of perceived quality of retailer‟s
brand
Sl. No.
1.

Proclamation

SA AG

My contentment on performance of Retailers 48

AND DA SD

124 98

43

28

146 112

32

12

160 89

20

10

130 73

60 27

28

119 149

28

17

is 64

132 112

19

14

128 97

55

33

43

116 83

64

35

is 30

148 95

43

25

133 101

36

18

brand (PQ1)
2.

The Retailers Brand lasts long (PQ2)

39

3.

I am satisfied with the quality of the retailers 62
brand(PQ3)

4.

The appearance of the retailers brand is up to the 51
mark(PQ4)

5.

In retailers brand, the defects are less(PQ5)

6.

The

quantity

offered

by retailers brand

appreciable(PQ6)
7.

I believe the price of the retailers brand is 28
less(PQ7)

8.

The attribute of the retailers brand is good(PQ8)

9.

The

ingredients

of

the

retailers

brand

good(PQ9)
10.

The retailers brand offers me good service(PQ10)

53

Source: Compiled from primary data

SA- Strongly Agree, AG- Agree, AND- Agree nor Disagree, DA- Disagree, SD- Strongly
Disagree

The table 4.9 shows contentment on performance of Retailers brand (PQ1) is agreed by
124 respondents whereas 98 respondents are neither agrees nor disagree the
statement. 146 respondents believe the retailer‟s brand lasts long (PQ2) whereas 112
respondents neither agrees nor disagree the statement. 160 respondents are satisfied
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with the quality of the retailers brand (PQ3) and 89 respondents are neither agree nor
disagree to the statement.

The appearance of the retailers brand is up to the mark (PQ4) is agreed by 130
respondents, 73 respondents are followed neither agrees nor disagrees. In case of the
defects in retailer‟s brand (PQ5) 149 respondents neither they agree nor disagree
whereas 119 respondents agree to the same. 132 respondents agree to the quantity
offered by retailers brand is appreciable (PQ6), 112 respondents are neither agrees nor
disagrees. 128 respondents believe the price of the retailers brand is less (PQ7)
compare to other renowned branded products whereas 97 respondents appears neither
agree nor disagree.

116 respondents believes features/ attribute of the retailers brand is good (PQ8) and 83
respondents neither they agree nor disagree. 148 respondents feels ingredients of the
retailers brand is good (PQ9) whereas 95 respondents neither agree nor disagree.
Finally 133 respondents believe the retailers brand offers good service (PQ10) whereas
101 respondents neither agree nor disagree.
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Figure 4.29: Customer‟s contentment on performance of Retailers brand (PQ1)
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This figure 4.29 shows Customer‟s contentment on performance of Retailers brand
(PQ1). 124 (36%) respondents agree to the statement and 98 (29%) respondents
neither they agree nor disagree. 48 (14%) respondents are strongly agree and 43 (13%)
respondents disagree customer‟s contentment on performance of Retailers brand
whereas 28 (8%) respondents strongly disagree to the above said statement.
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Figure 4.30: The Retailers Brand lasts long (PQ2)
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The Figure 4.30 shows the Retailers Brand lasts long (PQ2). 146 (43%) respondents
agree to the retailer‟s brand lasts long whereas 112 (33%) respondents neither they
agree nor disagree to the statement. 39 (11%) respondents are strongly agree and 32
(9%) respondents are disagree followed by 12 (4%) respondents strongly disagree to
the above said statement.
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Figure 4.31: Customer satisfied with the quality of the retailers brand (PQ3)
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The figure 4.31shows customer satisfied with the quality of the retailers brand (PQ3).
160 (47%) respondents agree to the statement and 89 (26%) respondents neither they
agree nor disagree to the statement whereas 62 (18%) respondents strongly agree
followed disagree with 20 (6%) respondents and 10 (3%) strongly disagree respondents
for the customer satisfied with the quality of the retailers brand.
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Figure 4.32: The appearance of the retailers brand is up to the mark (PQ4)
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The figure 4.32shows the appearance of the retailers brand is up to the mark (PQ4).
130(38%) respondents agree to the statement whereas 73 (21%) respondents are
neither they agree nor disagree. 60(18%) respondents are disagree followed by 51
(15%) respondents strongly agree and 27(8%) respondents strongly disagree to the
appearance of the retailers brand is up to the mark.
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Figure 4.33: In retailer‟s brand, the defects are less (PQ5)
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The figure 4.33shows in retailer‟s brand, the defects are less (PQ5). 149 (44%)
respondents neither they agree nor disagree to the statement whereas 119 (35%)
respondents agrees to it. The customers strongly agree with 28 (8%) in number and 28
(8%) respondents disagree to the statement finally 17 (5%) respondents strongly
disagree to the above said statement.
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Figure 4.34: The quantity offered by retailers brand is appreciable (PQ6)

The quantity offered by retailers brand is
appreciable (PQ6)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.34shows the quantity offered by retailers brand is appreciable (PQ6). 132
(39%) respondents agree the offered by the retailer to their brands are quite appreciable
whereas 112 (33%) respondents are neither they agree nor disagree to the statement.
64 (19%) respondents strongly agree 19 (6%) respondents disagree followed by 14
(4%) respondents strongly disagree to the above said statement.
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Figure 4.35: Customers believe the price of the retailers brand is less (PQ7)
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The figure 4.35shows Customers believe the price of the retailers brand is less (PQ7).
128 (38%) respondents agree to the statement that the customers believe the price of
the retailer‟s brand is quite less and can be affordable whereas 97(28%) respondents
neither they agree nor disagree to the statement. 55 (16%) respondents disagree
followed by 33 (10%) strongly disagree and finally 28 (8%) respondents strongly agree
to the above stated proclamation.
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Figure 4.36: The attribute of the retailers brand is good (PQ8)
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The figure 4.36shows the attribute of the retailers brand is good (PQ8). 116 (34%)
respondents agree to the attribute of the retailer‟s brand is good whereas 83 (24%)
respondents neither they agree nor disagree to the statement. 64(19%) respondents are
disagree followed by 43 (13%) respondents strongly agree and finally 35 (10%)
respondents strongly disagree to the above said statement.

Page 231 of 290

Published by- Associated Asia Research Foundation

Figure 4.37: The ingredients of the retailers brand are good (PQ9)
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The figure 4.37shows the ingredients of the retailers brand are good (PQ9). 148 (43%)
respondents agree to the ingredients are good in case of the retailer‟s brand whereas
95 (28%) respondents neither they agree nor disagree to the statement. 43 (13%)
respondents are disagree followed by 30 (9%) respondents strongly agree and finally
25(7%) respondents are strongly disagree to the above said statement.
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Figure 4.38: The retailers brand offers me good service (PQ10)
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The figure 4.38shows the retailers brand offers me good service (PQ10). 133 (39%)
respondents agrees that the retailers offer good service incase of their own brand
whereas 101(30%) respondents neither they agree nor disagree. 53 (16%) respondents
strongly agree followed by 36 (11%) respondents disagree and 18 (5%) respondents
strongly disagree to the above said statement.
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Figure 4.39: Perceived Quality‟s Proclamation and its responses
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This figure 4.39shows perceived quality‟s Proclamation and its responses from PQ1 to
PQ10. It is clear with the graph as well as the table that customers agrees to the
contentment on performance of Retailers brand, the Retailers Brand lasts long, satisfied
with the quality of the retailers brand, the appearance of the retailers brand is up to the
mark whereas customers neither they agree nor disagree to the proclamation In
retailers brand, the defects are less. The customers agree to the quantity offered by
retailers brand is appreciable, the customers believe the price of the retailers brand is
less, The customers feel attribute of the retailers brand is good, and also the ingredients
of the retailers brand are good, the retailers brand offers good service to the customers .
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The results are assembled by the method of Two-way ANOVA and results are defined
in the tabular form with the appropriate entities are mentioned below:
Table: 4.11: ANOVA calculation for customer‟s perceived quality of retailer‟s brand
Basis

of Sum

of Degree

of Mean Square

Discrepancy

Squares

Freedom (df)

Between

88681.7

4

22170.4

Groups
Within Groups

Variance Ratio

F

Treatment

=

82.06
446.9

9

49.65

F

Block

=

0.1837
Residual Error

9725.58

36

Total

98854.18

49

270.155

Source: Compiled from primary data

Two-way ANOVA is used to know the significant effect of perceived quality of retailer‟s
brand on customers buying behaviour. The ANOVA results show that there is a
significant effect of perceived quality of retailer‟s brand on customers buying behaviour.
Since the calculated value of F

Treatment

= 82.06 at df1 = 4, df2 = 36, and α =0.05 is

greater than its table value F= 2.3713, we reject the null hypothesis and accept the
alternative hypothesis. Hence we can say that there is a significant effect of customer‟s
perceived quality towards retailer‟s brand

Page 235 of 290

Published by- Associated Asia Research Foundation

4) H0: There is no significant effect of customer‟s brand loyalty towards retailer‟s brand
H1: There is significant effect of customer‟s brand loyalty towards retailer‟s brand
Table: 4.12: Analysis of Variance (ANOVA) for the grouped variables of brand loyalty of
retailer‟s brand
Analysis of Variance (ANOVA) for the grouped variables of brand loyalty of retailer‟s
brand
Sl. No.
1.

Proclamation

SA AG

I feel quality and price of Retailer‟s brand is 30

AND DA SD

141 102

38

30

persuasive (BL1)
2.

I buy the Retailers Brand regularly (BL2)

63

132 84

46

16

3.

I rate retailers brand based on my satisfaction 38

154 98

37

14

(BL3)
4.

I rely on retailer‟s brand (BL4)

34

145 73

55

34

5.

I trust retailers brand completely (BL5)

26

133 112

32

38

6.

Retailer‟s brand influence me in purchasing (BL6)

41

118 86

58

38

7.

I do not switch to other brand if retailer‟s brand is 26

120 121

43

31

136 95

48

39

142 110

21

14

116 120

41

28

not available (BL7)
8.

I am a happy customer of retailer‟s brand (BL8)

9.

My loyalty towards retailer‟s brand is good enough 54

23

(BL9)
10.

I recommend my family and friends to buy 36
retailer‟s brand (BL10)

Source: Compiled from primary data

SA- Strongly Agree, AG- Agree, AND- Agree nor Disagree, DA- Disagree, SD- Strongly
Disagree
From the above table, it is clear that 141 respondents feel quality and price of Retailer‟s
brand is persuasive (BL1), 102 respondents are neither agrees nor disagrees. 132
respondents buy the Retailers Brand regularly (BL2) followed the respondents neither
agrees nor disagrees 83 in number.
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Respondents‟ rates retailers brand based on their satisfaction (BL3) with 154 in number
and 98 respondents are neither they agree nor disagree. 145 respondents rely on
retailer‟s brand (BL4) where 73 respondents are neither they agree nor disagree. 133
respondents trust retailers brand completely (BL5) whereas 112 respondents are
neither they agree nor disagree. 118 respondents feel Retailer‟s brand influence in
purchasing (BL6) whereas 86 respondents neither they agree nor disagree.
In case of switch to other brand if retailer‟s brand is not available (BL7) 121 respondents
neither they agree to the statement nor disagree whereas 120 respondents are agree to
the statement. 136 respondents confidently say they are happy customer of retailer‟s
brand (BL8) whereas 95 respondents say neither they agree to the statement nor they
disagree. 142 respondents shows loyalty towards retailer‟s brand is good enough (BL9)
whereas 110 respondents are neither they agree nor disagree. 120 respondents they
neither agree nor disagree to recommend their family nor friends to buy retailer‟s brand
(BL10) whereas 116 respondents agree to recommend their family and friends to buy
retailer‟s brand (BL10).
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Figure 4.40: Customer feels quality and price of Retailer‟s brand is persuasive (BL1)

Customer feels quality and price of
Retailer’s brand is persuasive (BL1)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.40 shows customer feels quality and price of Retailer‟s brand is persuasive
(BL1). 141 (41%) respondents agree to the quality and price of retailer‟s brand is
persuasive whereas 102 (30%) respondents are neither they agree nor disagree to it.
38 (11%) respondents disagree followed by 30 (9%) respondents strongly agree and
strongly disagree to above said statement.
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Figure 4.41: Customer buys the Retailer‟s Brand regularly (BL2)

Customer buys the Retailer’s Brand
regularly (BL2)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.41shows customer buys the Retailer‟s Brand regularly (BL2). 132 (39%)
respondents agree that they buy the retailer‟s brand on regular basis whereas 84 (25%)
respondents neither they agree nor disagree. 63 (18%) respondents strongly accept
that they buy retailer‟s brand and 46 (13%) respondents disagree followed by 16 (5%)
respondents strongly disagree to the above said statement.
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Figure 4.42: Customer rate retailer‟s brand based on satisfaction (BL3)

Customer rate retailer’s brand based on
satisfaction (BL3)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.42 shows customer rate retailer‟s brand based on satisfaction (BL3). 154
(45%) respondents agree that the based on the satisfaction they rate the retailer‟s brand
whereas 98(29%) respondents neither they agree nor disagree to the statement.
38(11%) respondents strongly agree followed by disagree with 37 (11%) respondents
and 14 (4%) respondents strongly disagree to the above said proclamation.

Page 240 of 290

Published by- Associated Asia Research Foundation

Figure 4.43: Customer rely on retailer‟s brand (BL4)

Customer rely on retailer’s brand (BL4)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.43shows customer relies on retailer‟s brand (BL4). 145(43%) respondents
agree that they rely on retailer‟s brand whereas 73 (21%) respondents neither they
agree nor disagree to the statement. 55 (16%) respondents disagree followed by 34
(10%) strongly agree and 34(10%) respondents strongly disagree to the above stated
proclamation.
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Figure 4.44: Customer trust retailer‟s brand completely (BL5)

Customer trust retailer’s brand completely
(BL5)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
strongly Disagree

The figure 4.44 shows customer trust retailer‟s brand completely (BL5). 133 (39%)
respondents agrees that they trust retailer‟s brand completely whereas 112 (33%)
respondents neither they agree nor disagree to the statement. 38(11%) respondents
strongly disagree followed by 32 (9%) respondents disagree and 26 (8%) respondents
strongly agree to the above said proclamation.
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Figure 4.45: Retailer‟s brand influence in purchasing (BL6)

Retailer’s brand influence in purchasing
(BL6)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
strongly Disagree

The figure 4.45 shows Retailer‟s brand influence in purchasing (BL6).

118 (35%)

respondents agrees that the retailer‟s brand influence more while purchasing whereas
86(25%) respondents neither they agree nor disagree to the statement. 58 (17%)
respondents disagree followed by 41 (12%) respondents strongly agree and 38 (11%)
respondents strongly disagree to the above proclamation.
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Figure 4.46: Customer do not switch to other brand if retailer‟s brand is not available
(BL7)

Customer do not switch to other brand if
retailer’s brand is not available (BL7)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.46 shows customer does not switch to other brand if retailer‟s brand is not
available (BL7). 121 (35%) respondents are not clear that they neither agree nor
disagree to the switching of the retailer‟s brand if it is not available whereas 120 (35%)
respondents say that they do not switch to other brand if retailer‟s brand is not available.
43 (13%) respondents disagree followed by 31(9%) respondents strongly disagree and
26 (8%) respondents strongly agree to the above stated proclamation.
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Figure 4.47: A happy customer of retailer‟s brand (BL8)

A happy customer of retailer’s brand (BL8)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.47 shows a happy customer of retailer‟s brand (BL8).

136 (40%)

respondents agrees that they are happy customers of retailer‟s brand whereas 95 (28%)
respondents are neither they agree nor disagree to the statement.

48 (14%)

respondents disagree followed by 39 (11%) respondents strongly disagree and 23 (7%)
respondents strongly agree to the above statement.
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Figure 4.48: Customer loyalty towards retailer‟s brand is good enough (BL9)

Customer loyalty towards retailer’s brand is
good enough (BL9)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.48 shows customer loyalty towards retailer‟s brand is good enough (BL9).
142 (42%) respondents agrees that they are loyal customers towards the retailer‟s
brand whereas 110 (32%) respondents are neither they agree nor disagree to the
statement. 54 (16%) respondents strongly agree followed by disagree 21(6%)
respondents and 14 (4%) respondents strongly disagree to the above statement.
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Figure 4.49: Customer recommends family and friends to buy retailer‟s brand (BL10)

Customer recommends family and friends
to buy retailer’s brand (BL10)

Strongly Agree
Agree
Neither Agree Nor Disagree
Disagree
Strongly Disagree

The figure 4.49 shows customer recommends family and friends to buy retailer‟s brand
(BL10). 120 (35%) respondents, they neither agree nor disagree to recommend
retailer‟s brand to their family and friends whereas 116 (34%) respondents agree to the
statement. 41 (12%) respondents disagree followed by 36(11%) respondents strongly
agree and 28(8%) respondents strongly disagree to the above said statement.
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Figure 4.50: Brand Loyalty‟s Proclamation and its responses
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The figure 4.50 shows Brand Loyalty‟s Proclamation and its responses from BL1 to
BL10. From the figure it is clear that customer feels quality and price of Retailer‟s brand
is persuasive, customers agree that they buy the retailer‟s brand regularly, based on the
satisfaction of the customers they rate the retailer‟s brand. It is been observed that the
customers rely on the retailer‟s brand and they trust brand completely.
Customers get influence from retailer‟s brand while purchasing the products, and also
found they do not switch to other brand if retailer‟s brand is not available. Customer
agrees that they are happy customers of retailer‟s brand. Customer‟s loyalty is good in
case of retailer‟s brand and at the same time they are interested in recommending the
retailer‟s brand to their family and friends for buying the brands.

The results are assembled by the method of Two-way ANOVA and results are defined
in the tabular form with the appropriate entities are mentioned below:
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Table: 4. 13: ANOVA Calculation for customer‟s brand loyalty towards retailer‟s brand
Basis

of Sum

of Degree

of Mean Square

Discrepancy

Squares

Freedom (df)

Between

85829.6

4

21457.4

Groups

Variance Ratio

F

Treatment

=

112.3

Within Groups

89.1

9

9.9

Residual Error

92795.98

36

191.03

Total

178714.68

49

F Block = 0.052

Source: Compiled from primary data

Two-way ANOVA is used to know the significant effect of brand loyalty of customers on
retailer‟s brand. The ANOVA results show that there is significant effect of brand loyalty
of customers on retailer‟s brand.
Since the calculated value of F

Treatment

= 112.3 at df1 = 4, df2 = 36, and α =0.05 is

greater than its table value F= 0.052, we reject the null hypothesis and accept the
alternative hypothesis. Hence we can say that there is a significant effect of customer‟s
brand loyalty towards retailer‟s brand
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5) H0: There is no significant positive effect of factors influencing customers to buy
retailer‟s brand
H1: There is significant positive effect of factors influencing customers to buy
retailer‟s brand
Table: 4.14: Factors considered for retailer‟s brand
Sl. No.

Motive to buy retailers brand

1.

Reasonable price

2.

Good quality

3.

Less price with good quality

4.

Design of the product is convincing

5.

Desired quantity for less price

6.

More variety in the segment

7.

Bad experience from previous brand

8.

Proximity (Close to my premises)

9.

Availability of goods

10.

Scarcity of my old brand so I switched

11.

They deliver the fresh products directly from the factory

12.

It makes me feel that products are pure n hygiene

13.

I believe no old stock

14.

I trust no chemicals are used

15.

I feel there is no blend in product

16.

I can check and verify the product in my desired manner

17.

I think using the brand feels me proud

18.

Satisfied in the last experience

19.

Discount and Freebies

20.

Multiple mode of payment

21.

Incredible Services

22.

Free home delivery

23.

Acceptance of gift coupon/ passes

24.

Innovative offers/combo offers
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25.

Pleasant Ambience for shopping

26.

Renowned retailers name

27.

Just for a change

28.

Influenced by the advertisements

29.

My favorite celebrity endorse it

30.

Enforced by the relatives and friends

31.

Pushed by the sales executive

32.

Just wanted to try new

33.

Reflects the High Status

34.

Availability of number of alternatives under one roof

35.

Excellent Parking Facilities

Analysis of Variance (ANOVA)
Effects coding used for categorical variables in model. The categorical values
encountered during processing are as follows:
Table: 4.15: Factors and levels of retailer‟s brand

Variables

Levels
0.000

20.000

40.000

60.000

80.000

Factors influencing are 35

100.000

120.000

140.000

160.000

180.000

(17 levels)

200.000

220.000

240.000

260.000

280.000

320.000

340.000
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Table: 4.16: Dependent variable and level of acceptance

Dependent Variable

LEVEL OF ACCEPTANCE

N

341

Multiple R

0.524

Squared Multiple R

0.4037

Table: 4.17: Estimation of effects based on the factors, level and level of acceptance
Estimates of Effects B = (X'X)-1X'Y
Factors

Level

LEVEL OF ACCEPTANCE

Motive to buy 1

0

3.346

Motive to buy 2

20

-1.825

Motive to buy 3

40

-1.717

Motive to buy 4

60

-1.346

Motive to buy 5

80

-0.013

Motive to buy 6

100

-0.221

Motive to buy 7

120

-0.346

Motive to buy 8

140

0.595

Motive to buy 9

160

0.654

Motive to buy 10

180

0.923

Motive to buy 11

200

0.904

Motive to buy 12

220

0.654

Motive to buy 13

240

0.654

Motive to buy 14

260

0.472

Motive to buy 15

280

0.654

Motive to buy 16

320

0.654

Motive to buy 17

340

-0.346
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Figure 4.51: Factors and Acceptance level
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Table: 4.18: Analysis of Variance (ANOVA) Calculation for the factors influence the
customers to buy the retailer‟s brand

Analysis of Variance
Source

Type III SS

D F Mean Squares

F-Ratio

p-Value

Motive to buy

207.105

16

14.312

0.000

Error

142.895

158 0.904
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Table: 4.19: Residual (Studentized) Criteria

Durbin-Watson D-Statistic

0.4876

First Order Autocorrelation

0.4357

Table: 4.20: Information Criteria

Information Criteria
AIC

339.06

AIC (Corrected)

342.05

Schwarz's BIC

377.91

ANOVA is used to know the significant positive effect of factors influencing customers to
buy retailer‟s brand. Since the calculated value of F

Treatment

= 14.312 at df1 = 4, df2 =

158, and α =0.05 is greater than its table value F= 0.052, we reject the null hypothesis
and accept the alternative hypothesis.

Hence we can say that there is significant positive effect of factors influencing
customers to buy retailer‟s brand.
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Findings and suggestions of the study

Findings
According to this study, the overall experience of the customers‟ positive i.e.68%
which a good sign to the retailers, and interested to become the positive word of
mouth for the retailer‟s brand. It is been clearly experimented that the customers are
quite satisfied with the retailer‟s brand. Many renowned brands are available in the
market but customers prefer the retailer‟s brand which they have already used. A
new trend has set by the retailers when the customers want to purchase the
products, customer shows the keen interest and emotionally attached to the brand.

Most of the customers experienced the positive response from the sales and service
especially when it comes to the delivery of the goods on time or within allocated
time. It is been observed that the retailer have created the positive impact of their
brand/trust in the mind of the customers so they try no switching to the other brands
which are widely available in the market. It is stated by the most of the customers
that the retailers give an individual attention to the users and the facilities are
provided especially at the waiting lounge. Help desk/customer desk has created by
the retailers to interact with the customers related to the queries and extra
discounted/ freebies offers and for the coupons/ gift passes.

Customers are also stated that how much they are indulged in the activities of the
services which are provided by the retailing system/retailers. The reasons to like the
services are because of the initiative taken by the retailer to solve the complaints
and the problems which are facing by the customers related to the purchased
products.

Customers believe that the retailer listen to the complaints and

understand the pulse in buying the product.
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It is been observed that the customers are attracted to the retailers brand because of
the care and to accept the special requests and also the timing is convenient to the
buying the products and services.

It‟s been observed that the customers are interested to know retailer‟s brand
especially who are the manufacturer/ producer of the products. The customers are
aware of the products and the brand and also have the clear picture of the rightly
associated brand with the particular product.
Most of the customers are interested in purchasing the retailer‟s brand only if they
are satisfied with the previous purchase and performance of the same. It is believed
that the physical appearance of the product is also the way to get attracts and
customers think it is one of the ways to make the awareness of the product in the
market. It has been observed that the customers differentiate the particular product
and brand from the other.

And customers are clever enough to differentiate between branded products and
retailer‟s brand. Customers are interested to know more about the retailer‟s brand
only if it is visual and physical available. And customers are aware that most of the
retailers endorse and offers their own, store brands. The customers are attracted
towards the retailer‟s brand only the retailer promotes their product with the good
discount or the freebies.

According to the survey, most of buyers believe that the products provided by the
retailers under the retailer‟s brand is fresh products, and they also believe that there
is no old stock is available. This is the main reason to buy the retailer‟s brand.
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The buyers prefer the proximity/ close to premises (most near place) to buy the
retailer‟s brand and retailer provide free home delivery of the products. Buyers also
verify that if they want to purchase any sort of products that should be available
under one roof, buyers reminiscent of one stop shopping.

Buyers are keen interested in buying the good quality products are they believe that
the retailer‟s brand provide the good quality products. They also confirmed that the
buying retailers brand is pure and hygienic and they can check the products in their
desired manner and attracted by the design of the products. Most of the buyers are
fully satisfied with the retailer‟s brand so they attached to the brand and show the
loyalty towards the retailer‟s brand.

The buyer of the retailer‟s brand feels that using these brands creates add on value
to the status and reflects the high standard of living/ high status. The buyer are
interested in the freebies and discounts which is offered from the retailers and
buyers affectionate with the ambience of the hypermarkets as they feel relax and
shop more.

It is also been observed that the buyers believe in cashless purchase as they are
interested in using their Debit/ Credit/ Smart cards for shopping. And they prefer to
shop in those retail outlets where the multiple modes of payment are available. Few
buyer experienced that the buying retailer‟s brand is from the influences of the
advertisements, normally advertisements of retailers are reflected in the newspapers
and more information on the products, few times the comparative prices are
discussed which attracts the buyer effortlessly.
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It is been observed that most of the customers are satisfied with the quality of the
retailer‟s brand. They feel that as comparing with the other renowned brands the
quality of the retailers‟ brand is quite convincing. The customers‟ wants to purchase
the retailer‟s brand as in the products very less defects are found and they treat it as
good products. The customers view on the quality based on the ingredients, the
products are consisting of good and pure ingredients. Due to this the customers
feels good about the retailer‟s brand.
It is also been noticed that the quantity offered by the retailers‟ are appreciable, few
times customers are interested in attribute of the product and they believe that it is
good and convincible. Customers are pleased by the retailer‟s brand and also
getting excellent services from the retailers for the products they purchase. They
also believe that the prices offered by the retailers are comparative less with the
other branded products.

According to the survey, most of buyers believe that the products provided by the
retailers under the retailer‟s brand is fresh products, and they also believe that there
is no old stock is available. This is the main reason to buy the retailer‟s brand.

Secondly, the buyers prefer the proximity/ close to premises (most near place) to
buy the retailer‟s brand and retailer provide free home delivery of the products.
Buyers also verify that if they want to purchase any sort of products that should be
available under one roof, buyers reminiscent of one stop shopping. Buyers are keen
interested in buying the good quality products are they believe that the retailer‟s
brand provide the good quality products.
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They also confirmed that the buying retailers brand is pure and hygienic and they
can check the products in their desired manner and attracted by the design of the
products. Most of the buyers are fully satisfied with the retailer‟s brand so they
attached to the brand and show the loyalty towards the retailer‟s brand.

The buyer of the retailer‟s brand feels that using these brands creates add on value
to the status and reflects the high standard of living/ high status. The buyer are
interested in the freebies and discounts which is offered from the retailers and
buyers affectionate with the ambience of the hypermarkets as they feel relax and
shop more.

It is also been observed that the buyers believe in cashless purchase as they are
interested in using their Debit/ Credit/ Smart cards for shopping. And they prefer to
shop in those retail outlets where the multiple modes of payment are available.

Few buyer experienced that the buying retailer‟s brand is from the influences of the
advertisements, normally advertisements of retailers are reflected in the newspapers
and more information on the products, few times the comparative prices are
discussed which attracts the buyer effortlessly.
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Suggestions
1) More number of outlets near the residential areas

As the Big Bazaar outlets are less in number at the residential areas so Big Bazaar
has introduced KB”s fair price shop near to these areas. Even though KB‟s fair price
shop exist in the market are not sufficient to offer the required items to the respective
buyers.
It is observed that the customers are interested in shopping at the Big Bazaar, and
need more number of outlets at their residential areas.

2) Cleanliness need to be maintained

It is found that there is no proper cleanliness is maintained especially at the food
courts and the bakery centre at the Big Bazaar. The Big Bazaar need to initiate the
cleanliness in these aspects and at the same time proper disposing or dust bin need
to be cleaned so that customers can buy the food and consume at the same time
without any compromise on the hygiene.
3) Proper product layout

It is found that the arrangements of the products are not so convenience to the
customers as they need to struggle to know where the products are placed. The
layout of the products is properly arranged in the rack so that there will be no
confusion in choosing the products. As customers are looking for the small quantity
products for their daily usage are hardly coincide with the existing arrangements.

4) Availability of Non Vegetarian

Most of the customers like the vegetarian food at the same time the customers
expect the non vegetarian items like Mutton, Chicken and fresh Fishes. As the
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customers are interested in non vegetarian food so there is a fine scope and expect
good sales in this category.
5) Availability of Breweries and Spirits

As the customers are interested in the non vegetarian food items, they also expect
the breweries and spirits chamber so that customers should buy the products at only
one store.
6) Proper home delivery

It is found that the home delivery is not so good as they promise it is required for the
management of the store to take care of the delivery of the goods at the exact and
definite time.
7) Queuing system is to be improved

It is found that the queuing at the counters is not so convenient for the customer
especially at the seasonal days. Even though the good numbers of counters are
available the customers shown not so convenience with the queuing counters.

8) Validation of the offered products at the reasonable price

The products are offered by the Big Bazaar store especially the discounted products
are very near to the expiry date or few times the expired products are also available.
It is required for the retailers to offer the products but not on these terms.
9) Office at the stores

It is found that the customers are interested to interact with the concerned person of
the store but the customers are not aware of the concern person and at the same
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time there is no particular office of the person so that they can go and talk to the
concerned person at a stretch.
10) Dairy products are to be cross verified

It is found that the diary products are not fresh as the products are very near to the
expiry dates and the damaged products are also kept on the rack for the customers.
11) No proper response from the employees

The employees/ working staff are not so much aware of the products that are
offering to the customers and also the responses towards the customers need to be
improved.

Conclusion
Retailers are enjoying nice profit and providing the good services to the customers.
The customers are interested to buy the retailer‟s brand repetitively because of their
previous purchase satisfaction. The trend has changed as there was a time where
buyers hesitate to purchase the retailer‟s brand but now the things got changed
customers are liking the local and retailer‟s brand due to the various offering, on
time delivery of the goods, prompt fast services. If this scenario continues in the
market then we can expect these retailers will be one of the strongest entrants to
the renowned brands.

As customers are interested in purchasing the branded products and thereby
branded products are enjoying the profit in the market. The good profit margin is
anticipated in the groceries segment; even local retailers are also seeking good
profit in the market. Retailers are launching with their own brands to tap the
untapped market which results more profit to the retailers. The most important task
is that to make the product awareness under the retailer‟s brand. Retailers are
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keeping on following the Aided awareness, type of awareness which is engendered
in the mind of the customers/ consumers.

When the customers have been asked for the particular product, first brand name
appears in the mind and then they visualize the product this is the main factor which
was observed in the study. By this we can conclude that the Brand awareness of
the retailer‟s brand is positive and retailers will be the new entrants to the existing
major players in the sector.

Brand makes a positive impact on the buying of the goods and services. It is the
intricate task to purchase the products especially in the groceries segment, local
people prefer local brand, due to the globalization these local brand got converted
into the retailer‟s brand to which the buyers also switched from local to retailer‟s
brand. As the retailers identified that there is tremendous opportunities in the
groceries segment these retailers created their own brand to extract more profit.

The important factors which facilitate the buyer to purchase the retailer‟s brand
primarily the buyers feel that the products are fresh/ no old stocks are available,
proximity, good quality, design and shape of the product should be convincing, pure
and hygiene, product verification based on their capability, wish to get all type of
products under one roof (one stop shopping), pleasant ambience to shop
(sometimes good parking facilities), discount, coupons and freebies attract more
number of buyers to the retail outlets, transactions can be more flexible by the help
of multiple modes of payments, and most of interested in the advertisements.
Mobilizing these stated factors retailer would get more walk-ins and can expect the
nice selling of the retailer‟s brand.
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Quality is one of the most important factors, customer consider for buying the
products. Quality varies from product to product and also sometimes with the
potential market. Quality makes more impact on the buying decision of the
products. Especially when it comes with the retailers brand customers have the
positive impact towards quality of the products.

They are more joyful customers who believe that the retailer‟s brand quality of the
products is good and appreciated. The performances of the retailer‟s products are
fine. The retailers offer the products and the services are quite cheaper and widely
available at the affordable price.

Brand makes a positive impact on the buying of the goods and services. It is the
intricate task to purchase the products especially in the groceries segment, local
people prefer local brand, due to the globalization these local brand got converted
into the retailer‟s brand to which the buyers also switched from local to retailer‟s
brand. As the retailers identified that there is tremendous opportunities in the
groceries segment these retailers created their own brand to extract more profit.

The important factors which facilitate the buyer to purchase the retailer‟s brand
primarily the buyers feel that the products are fresh/ no old stocks are available,
proximity, good quality, design and shape of the product should be convincing, pure
and hygiene, product verification based on their capability, wish to get all type of
products under one roof (one stop shopping), pleasant ambience to shop
(sometimes good parking facilities), discount, coupons and freebies attract more
number of buyers to the retail outlets, transactions can be more flexible by the help
of multiple modes of payments, and most of interested in the advertisements.
Mobilizing these stated factors retailer would get more walk-ins and can expect the
nice selling of the retailer‟s brand.
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Limitation of the study


The study is constricted down to dry unprocessed groceries segment of retailers
brand



The data collected from the respondents is subjected to natural biases



This research study is restricted to Bangalore city only



The study is only based on the Biz Bazaar Hypermarket branded product i.e. Golden
Harvest product.



This study relies on the brand equity which is based on the customer.



The association of retailer‟s management is not discussed in this study.
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Scope for the further Research study


The comparative study of the two or more retailers and their own brand can be
utilized that helps in understanding the brand and also retailers enjoy the more
competitive advantage with the rest of the brand available in the marketplace.



The research can be further stretched to organize the strategic decisions and this
study helps the marketers to enhance brand equity, position of the brand, gaining
competitive advantage.



Further most the purchasing decision of the customers related to the retailer‟s
brand can also be studied.



Opportunity to explore the other proprietary assets related to retailer‟s brand
especially elements like trade mark, patents, and copyrights and so on.



Expectation of the retailers from the customers and the retailers‟ relationship
management can also be studied.
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ANNEXURE- I
IRFAN MUMTAZ K.S.
Research Scholar,
JJT University, Jhunjhunu, Rajasthan, India
```````````````````````````````````````````````````````````````````````````````````````````````````````
Date:

Dear sir/madam,
I am undertaking a research titled “A Study of Brand Equity on Retailer‟s Brand with
Special Reference to Branded Products of Big Bazaar related to groceries segment,
under the guidance of Dr. Chitra Prakash, Bangalore. I enclosed here with a
questionnaire related to your personal profile and the Retailer‟s brand that you are
using.

I shall be thankful if you could spare your most precious time and respond to the
questionnaire. The information provided by you will be kept confidential and it will be
used for academic purpose only.

Your‟s truly,

(IRFAN MUMTAZ K.S.)
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A Study of Brand Equity on Retailer‟s Brand with Special
Reference to Branded Products of Big Bazaar
1) Name:
2) Locality: a) Bangalore North
Bangalore South

b) Bangalore East c) Bangalore West d)

e) Bangalore Central

f) Others, please

specify__________________
3) Gender:

a) Male

b) Female

4) Marital Status:

a) Married

b) Unmarried

5) Educational Qualification: a) Matriculation

b) Graduate c) Post Graduate

d) Professional/Techies
6) Occupation:

a) Housewife

e) Others

b) Professional

c) Private Employee

d) Government Employee e) Business f) Others, please specify __________
7) Age:
a) 18 yrs- 25 yrs

b) 26 yrs- 40 yrs

c) 41 yrs and 60yrs d) 61 yrs and

above
8) Income:
a) 5000-10000 b) 10001-20000

c) 20001-30000

d) 30001 and above

9) Type of family
a) Joint

b) Nuclear

c) Other please

Specify___________________________
10) Size of the family
a) 1-3

b) 4-6

c) 7-10

d) above 11

11) How much you shop when u visits outlet?
a) 1000-2500

b) 2501-5000

c) 5001-10000

d) 10001 & Above

12) Are you aware of Retailers Brand exists in the market?
a) Yes

b) No

13) Please specify the retailers Brand you use
a) Groceries _______________________(Golden Harvest, Auchan, More,
Reliance Fresh)
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I BRAND AWARENESS

14) Brand Awareness of the Retailers Brand
Please tick mark the appropriate scale
5- Strongly Agree, 4- Agree, 3- Neither agree nor disagree, 2- Disagree, 1Strongly Disagree
Sl.

Proclamation

5

4

3

2

1

No.
1

I prefer to know the manufacturer/ producer before I
purchase retailers brand

2

I have the knowledge of the other retailers brands

3

Appreciation of the Retailers Brand is based on the
performance

4

Appearance of the retailers brand creates the impact on
consumers awareness

5

I can distinguish retailers brand from one and others

6

Physical significance of the retailers brand makes more
awareness

7

Retailers promote their own brands

8

For commemoration of the retailers brand good exposure
is required

9

I like the retailers brand if freebies/discounts are offered

10

The retailers brand is affirmed in my mind

11

I feel retailer brand lasts long in memory due to usage

12

From my past experience I am able to differentiate the
retailers brand from others
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II BRAND ASSOCIATION
15) Brand Association considering on retailer‟s brand
Please tick mark the appropriate scale 5- Strongly Agree, 4- Agree, 3- Neither
agree nor disagree, 2- Disagree, 1- Strongly Disagree
Sl.

Proclamation

5

4

3

2

1

No.
1

The Advertisements and other endorsement tricks of
retailer/ Retailers Brand attracts me more to use the
retailers brand

2

Emotional Attachment with the retailers brand

3

I totalize the information of retailers brand consistently

4

Usage of retailers brand is allied with my delicate comfort

5

Utility of the retailers brand is connected with brand
association
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III PERCEIVED QUALITY
16) Perceived Quality based on the usage of the Retailer‟s Brand
Please tick mark the appropriate scale
5- Strongly Agree, 4- Agree, 3- Neither agree nor disagree, 2- Disagree, 1Strongly Disagree
Sl.

Proclamation

5

4

3

2

1

No.
1

My Satisfaction on performance of Retailers brand

2

The Retailers Brand lasts long

3

I am satisfied with the quality of the retailers brand

4

The appearance of the retailers brand is up to the mark

5

In retailers brand, the defects are less

6

The quantity offered by retailers brand is appreciable

7

I believe the price of the retailers brand is less

8

The attribute of the retailers brand is good

9

The ingredients of the retailers brand is good

10

The retailers brand offers me good service
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IV BRAND LOYALTY
17) Brand loyalty based on satisfaction
Please tick mark the appropriate scale
5- Strongly Agree, 4- Agree, 3- Neither agree nor disagree, 2- Disagree, 1Strongly Disagree
Sl.

Proclamation

5

4

3

2

1

No.
17.1

I feel quality and price of Retailer‟s brand is persuasive

17.2

I buy the Retailers Brand regularly

17.3

I rate retailers brand based on my satisfaction

17.4

I rely on retailer‟s brand

17.5

I trust retailers brand completely

17.6

Retailer‟s brand influence me in purchasing

17.7

I do not switch to other brand if retailer‟s brand is not
available

17.8

I am a happy customer of retailer‟s brand

17.9

My loyalty towards retailer‟s brand is good enough

17.10

I recommend my family and friends to buy retailer‟s
brand

18) Since from how many years you are associated with the Brand
Retailer‟s Brand (Groceries)

0-2 years

2-5 years

5 years and
above

Golden Harvest (Big Bazaar)
Auchan (Auchan)
More
Reliance Fresh
Others
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19) Where do you buy the Retailers Brand?
a) Big Bazaar

b) Reliance Fresh

c) Auchan d) More

e)Others

specify _______

20) How often do you visit the retailing outlets?
a) Very often

b) Often

c) Sometimes

d) Rarely

e) Never

21) Which retail outlet do you visit the most?
a) Big Bazaar

b) Reliance Fresh

c) Auchan d) More

e)Others

specify _______

22) Rank the reason to buy the retailers brand from the specified outlet

Sl.

Reasons

No.

Ranks
1

1

Reasonable price and good quality

2

Proximity (Close to my premises)

3

Availability of goods

4

Discount and Freebies

5

Multiple mode of payment

6

Incredible Services

7

Free home delivery

8

Acceptance of gift coupon/ passes

9

Pleasant Ambience for shopping

10

Renowned retail outlet

11

Reflects the Status

12

Availability of number of

2

3

4

5

alternatives under one roof
13

Excellent Parking Facilities
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23) Have you ever switched to retailers brand
a) Yes

b) No

24) If yes, please rank the suitable reason

Sl.

Reasons

No.

Ranks
1

1

Pleasing offers

2

Sales Executive

3

Influenced by relatives and

2

3

4

5

friends
4

Less Quantity

5

Poor Quality

6

Expensive (Costly)

7

More number of option available

8

Just for a change
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V FACTORS AFFECTING THE RETAILER‟S BRAND
25) Reasons to buy retailers brand
Please tick mark the appropriate scale

5- Strongly Agree, 4- Agree, 3- Neither

agree nor disagree, 2- Disagree, 1- Strongly Disagree

Sl. No.

Motive to buy retailers brand

5

1.

Reasonable price

2.

Good quality

3.

Less price with good quality

4.

Design of the product is convincing

5.

Desired quantity for less price

6.

More variety in the segment

7.

Bad experience from previous brand

8.

Proximity (Close to my premises)

9.

Availability of goods

10.

Scarcity of my old brand so I switched

11.

They deliver the fresh products directly from the

4

3

2

1

factory
12.

It makes me feel that products are pure n hygiene

13.

I believe no old stock

14.

I trust no chemicals are used

15.

I feel there is no blend in product

16.

I can check and verify the product in my desired
manner

17.

I think using the brand feels me proud

18.

Satisfied in the last experience

19.

Discount and Freebies

20.

Multiple mode of payment

21.

Incredible Services

22.

Free home delivery

23.

Acceptance of gift coupon/ passes
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24.

Innovative offers/combo offers

25.

Pleasant Ambience for shopping

26.

Renowned retailers name

27.

Just for a change

28.

Influenced by the advertisements

29.

My favorite celebrity endorse it

30.

Enforced by the relatives and friends

31.

Pushed by the sales executive

32.

Just wanted to try new

33.

Reflects the High Status

34.

Availability of number of alternatives under one roof

35.

Excellent Parking Facilities

36) What is your overall experience in purchasing retailers brand?
a) Excellent

b) Good

c) Fair

d) Poor

37) Any suggestions to improve the Big Bazaar or on the Retailer‟s Brand
………………………………………………………………………………………………………
………………………………………………………………………………………………………
………………………………………………………………………………

***************************************Thank You ****************************************
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