VoLUME No. 2 (2011), I ssue No. 10 (OCTOBER) | SSN 0976-2183

Y

INTERNATIONAL JOURNAL OF RESEARCKH IN COMIMERCE AND NIANAGENIENT

CONTENTS

S TITLE & NAME OF THE AUTHOR (S) Page No.

1. |INTERNATIONALIZATION STRATEGIES FOLLOWED BY THREE MEXICAN PIONEER COMPANIES GRUPO MODELO, GRUPO BIMBO AND 1
CEMEX: ISSUES AND CHALLENGES
JOSE G. VARGAS-HERNANDEZ & MOHAMMAD REZA NORUZI

2. DELIVERY OF EFFICIENT AND EFFECTIVE PRIMARY EDUCATION AND HEALTHCARE SERVICES BY LOCAL GOVERNMENTS OF OYO STATE IN 8
NIGERIA
DR. SAMIHAH KHALIL @ HALIM & DR. SALIHU, ABDULWAHEED ADELABU

3. THE FOUNDATIONS OF RELATIONSHIP MARKETING 13
SYED HABIB ANWAR PASHA, IMRANUL ISLAM SABBIR & SYED OHIDUR RAHMAN

4. |EMPLOYEES RETENTION STRATEGIES: A STUDY OF SELECTED ORGANIZED RETAILER IN LUCKNOW CITY, UTTAR PRADESH 21
PRIYA & DR. VIKRAM BISEN

5. COSTING EMPLOYEE TURNOVER BASED ON EMPLOYEE PERFORMANCE LEVEL - A STUDY ON FIVE STAR HOTELS IN BANGALORE 30
PRASANNAKUMAR.J.P & DR. SHAJI THOMAS

6. ORGANISED RURAL RETAILING IN INDIA THROUGH ‘RPSO’ (RURAL PROCUREMENT AND SUPPLY OUTLET) MODEL 41
DR. N. RAMANJANEYALU & DR. M. S. SUBHAS

7. SIX SIGMA - ORIENTAL INDIAN MANAGEMENT CONCEPTS: MODERN JAPANESE INDUSTRIAL QUALITY CONTROL STANDARD - (AN INQUIRY 46
THROUGH HISTORICAL & PHILOSOPHICAL PERSPECTIVE)
DR. S. P. RATH, DR. BISWAJIT DAS, ARCHANA CHAUDHARY & PRIYA PUTHAN

8. A STUDY ON IMPULSIVE BUYING BEHAVIOUR AND SATISFACTION TOWARDS RETAIL OUTLET IN BIG BAZAAR COIMBATORE 51
A. PUGHAZHENDI & DR. D. SUDHARANI RAVINDRAN

9. A STUDY ON BRAND PERCEPTION OF FMCG GOODS 55
DR. S. JEEVANANDA

10. ENVIRONMENTAL MANAGEMENT ACCOUNTING PRACTICES IN SELECT ISO 14001 COMPANIES IN INDIA 59
DR. HEENA SUNIL OZA & DR. MINAL CHIRAG PATEL

11. | ORGANIZED RETAILING IN SMALLER CITIES - THE NEXT MOVE 64
DR. C. S. DALVI & SAYALI PATASKAR

12. MANAGERIAL CREATIVITY AND WORK MOTIVATION OF SECONDARY SCHOOL TRIBAL TEACHERS IN RELATION TO THEIR OCCUPATIONAL 67
SELF EFFICACY
DR PRAKASH CHANDRA JENA

13. ENHANCING BRAND VALUE THROUGH CSR 72
DR. SARITA BAHL

14. | FACTORS EFFECTING PURCHASE DECISION OF BRANDED SPORTS ACCESSORIES WITH SPECIAL REFERENCE TO REEBOK 79
DR. PREETI MK. SHARMA & RUBINA PATHAN

15. ADVERTISING AND CONSUMER BUYING BEHAVIOUR: A STUDY WITH SPECIAL REFERENCE TO NESTLE LTD. 83
DR. NAVEEN KUMAR, DR. VIJAY KUMAR GANGAL & KIRTI SINGH

16. FACTORS INFLUENCING CAREER CHOICE AMONG ADOLESCENTS 88
ZARINE IMMANUEL & DR. KALYANI KENNETH

17. DIVERGENCES BETWEEN INDIAN ACCOUNTING STANDARDS (ASs) AND INTERNATIONAL FINANCIAL REPORTING STANDARDS (IFRSs) 92
DR. ATUL VORA & AJEET KUMAR SAHOO

18. A CRITICAL STUDY OF CONSUMER PREFERENCES TOWARDS ORGANIZED RETAIL IN JAIPUR 99
DR. SUSMIT JAIN

19. A STUDY ON ATTITUDE OF WOMEN TOWARDS FITNESS CENTRE IN RAMANATHAPURAM, TAMILNADU 116
DR. A. MARTIN DAVID, R. KALYAN KUMAR & G. DHARAKESWARI

20. FACTORS AFFECTING EQUITY INVESTORS’ BEHAVIOR 120
DIVYANG J JOSHI, AGA KHUSHBOO & RAHI DESAI

21. | CELEBRITY ENDORSEMENT: A STUDY OF INDIAN FMCG SECTOR 127
SUNILDRO L.S. AKOlUAM

22. STOCK MARKET BEHAVIOUR: EVIDENCE FROM ASIAN STOCK MARKETS 131
DR. SANJEET SHARMA

23. FINANCIAL INCLUSION - THE QUESTION UNANSWERED 136
SMITA RAO & VAISHALI RAHATE

24. SIGNIFICANCE OF FLEXIBLE WORK TIMING IN WORK-LIFE BALANCE 142
PREETHI VIJAIMADHAVAN & DR. D. VENKATRAMA RAJU

25. QUALITY OF LIFE OF FEMALE PROFESSIONALS: A COMPARATIVE STUDY OF MALE VS. FEMALE 148
PRATIBHA BARIK
REQUEST FOR FEEDBACK 152

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories

Indexed & Listed at: Ulrich's Periodicals Directory ©, ProQuest, U.S.A., [iEIATiEHicaniEconomicIASSociation SielectronicbiblograpNYNECONMEIUISIAI,
OBERNECAGENAGE s el as in Cabell's Directories of Publishing Opportunities, U.S.A.
Circulated all over the world & Google has verified that scholars of more than Hundred & Five countries/territories are visiting our journal on regular basis.

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA
WWW.ijrcm.org.in




VoLUME No. 2 (2011), I ssue No. 10 (OCTOBER) | SSN 0976-2183

CHIEF PATRON
PROF. K. K. AGGARWAL
Chancellor, Lingaya’s University, Delhi
Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

PATRON

SH. RAM BHAJAN AGGARWAL
Ex. State Minister for Home & Tourism, Government of Haryana
Vice-President, Dadri Education Society, Charkhi Dadri
President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,
DR. SAMBHAYV GARG
Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana

ADVISORS

PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR,

PROF. R. K. SHARMA
Dean (Academics), Tecnia Institute of Advanced Studies, Delhi

CO-EDITOR,

DR. BHAVET
Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana

EDITORIAL ADVISORY BOARD
DR. AMBIKA ZUTSHI
Faculty, School of Management & Marketing, Deakin University, Australia
DR. VIVEK NATRAJAN
Faculty, Lomar University, U.S.A.
DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. ROSHAN LAL
Head & Convener Ph. D. Programme, M. M. Institute of Management, M. M. University, Mullana
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 2 (2011), I ssue No. 10 (OCTOBER) | SSN 0976-2183

DR. KULBHUSHAN CHANDEL
Reader, Himachal Pradesh University, Shimla
DR. TEJINDER SHARMA

Reader, Kurukshetra University, Kurukshetra
DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi

DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Government F. G. College Chitguppa, Bidar, Karnataka
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida
DR. V. SELVAM
Divisional Leader — Commerce SSL, VIT University, Vellore
DR. PARDEEP AHLAWAT
Reader, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
S. TABASSUM SULTANA
Asst. Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad

TECHNICAL ADVISOR.
AMITA
Faculty, Government H. S., Mohali
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

FINANCIAL ADVISORS

DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS
JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 2 (2011), I ssue No. 10 (OCTOBER) | SSN 0976-2183

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in

the area of Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance,
Corporate Governance and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems;
Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting;
Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy;
Government & Non Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro
Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy Economics; Real Estate; Regional
Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Business Information Systems (MIS);
Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care
Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-
Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory;
Organizational Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing;
Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism,
Hospitality & Leisure; Transportation/Physical Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer
Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database
Structures & Systems; Digital Logic; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation;
Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming;
Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic; Web Design. The above mentioned tracks are
only indicative, and not exhaustive.

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our
submission guidelines duly available on our website under the heading guidelines for submission, at the email addresses,

infoijrcm@gmail.com or info@ijrcm.org.in.

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:

DATED:
THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Computer/IT/Finance/Marketing/HRM/General Management/other, please specify).

DEAR SIR/MADAM

Please find my submission of manuscript titled * ' for possible publication in your journal.

| hereby affirm that the contents of this manuscript are original. Furthermore it has neither been published elsewhere in any language fully or partly,
nor is it under review for publication anywhere.

| affirm that all author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s).

Also, if our/my manuscript is accepted, |/We agree to comply with the formalities as given on the website of journal & you are free to publish our
contribution to any of your journals.

NAME OF CORRESPONDING AUTHOR:
Designation:

Affiliation with full address & Pin Code:

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in

iv



VoLUME No. 2 (2011), I ssue No. 10 (OCTOBER) | SSN 0976-2183

Residential address with Pin Code:
Mobile Number (s):

Landline Number (s):

E-mail Address:

Alternate E-mail Address:

2. _: Manuscript must be in British English prepared on a standard A4 size paper setting. It must be prepared on a single space and single
column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of
the every page.

3. _: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

4. _: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email
address should be in italic & 11-point Calibri Font. It must be centered underneath the title.

5. _: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims,
methods, results & conclusion in a single para.

6. _: Abstract must be followed by list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated
by commas and full stops at the end.

7. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before
each heading.

8. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.

9. _: The main text should be in a 8 point Calibri Font, single spaced and justified.

10. _: These should be simple, centered, separately numbered & self explained, and titles must be above the tables/figures. Sources of
data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

11. _: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

12. _: The list of all references should be alphabetically arranged. It must be single spaced, and at the end of the manuscript. The author (s)

should mention only the actually utilised references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing.
The author (s) are supposed to follow the references as per following:

i All works cited in the text (including sources for tables and figures) should be listed alphabetically.

. Use (ed.) for one editor, and (ed.s) for multiple editors.

d When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.

d Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

d The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports,
working papers, unpublished material, etc.

i For titles in a language other than English, provide an English translation in parentheses.

d The location of endnotes within the text should be indicated by superscript numbers.

BOOKS

. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.

i Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio," Ohio State University.

CONTRIBUTIONS TO BOOKS

d Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David

Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

. Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban
Economics, Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

d Garg Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New

Delhi, India, 19-22 June.
UNPUBLISHED DISSERTATIONS AND THESES

i Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.
ONLINE RESOURCES

i Always indicate the date that the source was accessed, as online resources are frequently updated or removed.
WEBSITE

d Garg, Bhavet (2011): Towards a New Natural Gas Policy, Economic and Political Weekly, Viewed on July 05, 2011 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 2 (2011), I ssue No. 10 (OCTOBER) | SSN 0976-2183

A STUDY ON IMPULSIVE BUYING BEHAVIOUR AND SATISFACTION TOWARDS RETAIL OUTLET IN BIG
BAZAAR COIMBATORE

A. PUGHAZHENDI
RESEARCH SCHOLAR (FULLTIME)
PSG INSTITUE OF MANAGEMENT

COIMBATORE - 641 004

DR. D. SUDHARANI RAVINDRAN
PROFESSOR
PSG INSTITUE OF MANAGEMENT
COIMBATORE - 641 004

ABSTRACT
The study aims to analyze “Impulsive buying behaviour and customer’s satisfaction towards retail outlet in Coimbatore city”. The objective of the study is to
analyse the buying behaviour of the consumers’ of Big Bazaar. (2) To measure the level of satisfaction derived by the shoppers at Big Bazaar. (3) To assess the
future relationship between the retailer and his customers. The study is based on the primary data collected from Big Bazaar Coimbatore region with the help of a
structured questionnaire. The findings of the study states that consumer impulsive buying behaviour and consumer satisfaction is linked with buying
performance.

KEYWORDS

Impulsive Buying Behaviour, Customer satisfaction, Big bazaar.

INTRODUCTION

he last millennium has witnessed innovations at every stage of the supply chain, giving rise to new models. The consumer interface, i.e. the retailing

factor has undergone a sea of change, partly due to changing consumer needs and partly due to the emergence of new technologies. While some of the

changes have been evolutionary in nature, some others have been category killers, leading to radical change in both consumer perceptions and formats.
The ever-increasing focus on the customer will encourage all retailers to investigate the best way to foster and retain customer loyalty. With the conventional
wisdom in retailing questioned and factors like location and prices not deemed as differentiating enough the retailers look into more innovative methods to
attract customers. The trend in marketing toward building relationships with customers continues to grow, and marketers have become increasingly interested
in retaining customers over the long run. It is with this platform that all retailers are vying for a share in the pie with new promotional offers every day.
Organized retailing provides an ideal shopping experience through consumer preference analysis, excellent ambience and choice of merchandise. Changing
lifestyles, strong income growth and favorable demographics are the drivers for the fast growth of this sector. Rising income level, education, acceptance of
smart and credit cards and global exposure have an impact on the Indian consumer’s shopping habits. Impact of factors like availability of favourite brands,
social status, buying behaviour during discounts, influence of family and friends over the store and brand choice, relationship between store and store brand,
and consumer perception towards store and national brands while shopping from a store, have not yet been gauged much by marketers. Thus, this study is an
endeavour to understand and study consumer shopping behaviour towards organized retailer, so as to have a better insight of consumers buying behaviour.
(Lata Vijaybaskar 2010)

NEED FOR THE STUDY

Impulsive purchasing, generally defined as a consumer’s unplanned purchase is an important part of buyer behavior. It accounts for as much as 62per cent of
supermarket sales and 80per cent of all sales in certain product categories. Moreover it can be understood from various literature reviews that Indian
consumer’s exhibits impulsiveness and price consciousness behavioural dimension. Retail consumers tend to purchase impulsively as they do not plan in
advance and they also go for other brand if their preferred brand is not available in a particular store. They are influenced by the store brands’ prices and try
them during discounts and if the quality is delivered. In turn the satisfied customers prefer to visit the retailer again and again. Thus, it could be concluded that
customer loyalty is customer’s intention to purchase a specific product or services in future repeatedly and customer loyalty is an important indicator of store
health. Customers can have long-term loyalty to the retail outlets. Long-term loyal customers do not easily Change their store and product choice. Researchers
understand that impulsive buyers can be converted into loyal customer if they are satisfied. Moreover, it also understood from that review of earlier studies that
though impulsive purchases has attracted much attention in consumer research, unfortunately there is a dearth of research on group-level determinants. Thus,
the current topic is considered as significant. (Mayank Dhaundiyal 2009)

OBIJECTIVES

. To analyse the buying behaviour of the consumers’ of Big Bazaar.

. To measure the level of satisfaction derived by the shoppers at Big Bazaar.
. To assess the future relationship between the retailer and his customers.

HYPOTHESES OF THE STUDY

. H1: Customers’ satisfaction towards retail outlets significantly vary from one to the other.

. H2: Impulsive buyers can be converted into compulsive buyers if the consumer’s are satisfied with the product and services offered by the stores.

. H3: Impulsive buyers behaviour have negative impact on the retailer’s performances if consumer’s have experienced dissatisfied with the product and
services offered by the seller.

REVIEW OF LITERATURE

Researchers have looked into the importance of customer satisfaction (Kotler, 2000) defined satisfaction as “person’s feelings of pleasure or disappointment
results from comparing a products perceived performance (or outcome) in relation to his or her expectations”. The key of achieving organizational goals consists
in determining the needs and wants of target markets and delivering the desired satisfaction more effectively and efficiently than competitors’ (Kotler, 1991,
p.10)Muhammad Ali Tirmizi, Kashif-ul-Rehman, M.Igbal saif (2009), in their study on “An Empirical Study of Consumer Impulse Buying Behavior in Local Markets”
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have clearly indicated that there exists a weak association between consumer lifestyle, fashion involvement and post decision stage of customer purchasing
behaviour with the impulsive buying behaviour.

Johan Anselmsson (2006) “on sources of customer satisfaction with shopping malls, a comparative study of different customers segments”, a study mainly
focused on customer satisfaction and visit frequency at shopping malls among customer segments based on age and gender. It was found eight underlying
factors are important to customer satisfaction. Those are selection, atmosphere, convenience, sales people, refreshments, location, and promotional activities
and merchanding policy. Graeme D.Hutcheson and Luiz Moutinho (1988) study on “measuring preferred store satisfaction using consumer choice criteria as
mediating factors” attempts to model causal effect that consumer’s perception of choice criteria used to determine supermarket patronage has on the levels of
perceived satisfaction with a preferred store. The likely importance of quality and value for money as choice criteria was reinforced by strength of their
releationship with satisfaction, a variable generally believed to be one of the most important in determining store patronization and repatronization.

Robert A. Westbrook, (1981) “ study on sources of consumer satisfaction for a large conventional department store has found that satisfaction from multiple
sources serves to raise overall satisfaction while dissatisfaction from multiple sources corresponding lowers it. Peter Kennings (2007) study found that an overall
positive effect of trust buying behaviour in food retailing. It is also found that general trust has no influence on specific trust and the meaning of specific trust for
buying increases when general trust is low.Rajagopal (2008) in his “Study on point of sales promotions and buying stimulation in retail stores” analyses buying
behaviour in reference to the point of sales promotion offered by retailing firm and the determinants of sensitivity towards stimulating shopping arousal and
satisfaction customer in order to build store loyalty have been discussed in this paper. It is found that loyal customers are attracted to the store brands. Lutz
(1981) in his study has concluded that “A perspective into consumer behaviour is motivated by a desire to understand the relationship between attitude and
behaviour” psychologists have sought to constant models to capture the underlying dimensions’ of an attitude. Eldon M. Kenneth E. Miller (1977) in their study
related to the post purchase communication found that it results in increased satisfaction with the purchase letter communication.

METHODOLOGY OF THE STUDY

RESEARCH DESIGN

Considering this work as a basic research, this study has followed descriptive research design. An attempt is made in this study to understand an association
between the impulsive purchase made by the customers visiting a store and their association with the concept of customer satisfaction. Data were collected
from the potential customers of big bazaar Coimbatore, Tamil nadu, India.

DATA COLLECTION

This study both primary & secondary data were collected for the study

A questionnaire was designed to collect the primary data from the customers of Big Bazaar Coimbatore. Secondary data was collected from the files & records of
big bazaar, Coimbatore.

POPULATION & SAMPLING FRAME

A convenient sampling method was used to obtain the data from the customers

SAMPLING METHOD

A Sample of 150 respondents was chosen for data collection. It was observed at the end of the week (data collected) nearly 25 questionnaires were incomplete.
They were deleted from actual population which gave a sample of 125 respondents in total.

DATA ANALYSIS

The data were analyzed using ANOVA, Correlation etc statistical tools.

LIMITIATIONS

Inspite of all possible care and efforts that have been taken by the researcher both at the time of collection of data and while deriving the conclusion, the
present study is subject to the under mentioned limitations.

1. The data has been collected from the respondents of Coimbatore city. The results are location specific and therefore the conclusions drawn may not be
applicable to a different district having different socio-economic conditions.

2. The study relating to service quality is entirely based on the responses given by the respondents. The views of the respondents relating to perception,
satisfaction and expectation may be based.

ANALYSIS AND INTERPRETATION
TABLE 1: REASONS STATED FOR PREFERRING BIG BAZAAR

Factors influenced | Total Sum | Mean | Rank | Percentage
Proximity 10 0.08 4 4.00
Quality 270 2.16 1 43.20
Brand & price 168 1.34 2 33.60
Store layout 57 0.46 3 15.20

One Stop Shopping | 10 0.08 4 4.00

From the above table it can be inferred that out of six variables considered for the customers’ preferences to shop at a particular retail outlet viz, the proximity
(nearness), quality, brand & price, store value, store layout and one stop shopping experiences. On average 2.16 per cent of the customers’ prefer to shop at big
bazaar as they are primarily impressed by quality of the products. Followed by it 1.34 on an average customers i.e., say 33.60 per cent of population out of 120
opined that they prefer to shop at Big Bazaar, Coimbatore as they avail premium brands at economic cost. It has been further observed that 15.20 per cent of
the customers’ i.e, 0.46 on an average have opted Big Bazaar because of its store layout and around 4 per cent as per survey i.e., 0.08 on average have opined
that they have preferred big Bazaar for its proximity and to enjoy one shop experiences.

TABLE 2: INFLUENCES OF PROMOTIONAL APPEAL

Factors influenced | Total Sum | Mean | Rank | Percentage
Samples 42 0.34 3 11.20

Price Discounts 300 2.40 1 48.00
Bonus Packs 156 1.25 2 31.20
Exchange offers 4 0.03 5 4.00
Premiums Coupons | 16 0.13 4 5.60

From the above table it has been inferred that majority of the customers’ surveyed at Big Bazaar were primarily influenced by the price discounts offered by the
retailer i.e, 2.40 on an average and 48 per cent in total. Followed by it they have ranked their liking towards bonus packages offered by the Big Bazaar. In the
third place customers’ have opined the sample packs offered by the retailer as more attractive by 0.34 persons on an average. Exchange offers and premium
coupons offered by the retailer are duly ranked in the fourth and fifth places, respectively. Thus, it could be concluded that the major success secret of big
bazaar super market business in India is its discount offers provided to the customers on season and off the seasons. Customers’ Level of Satisfaction and Scope
for Future Relationship, big Retailers operating in India need to retain existing customers while targeting non-customers. Measuring customer satisfaction
provides an indication of how successful the organization is at providing products and/or services to the marketplace.
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TABLE 3: SATISFACTION WITH BIG BAZAAR SHOPPING EXPERIENCES

Factors Level of Satisfaction Total Sum | Mean | Percentage
Excellent Good Average Below Average | Poor

Ambience 16(12.80) | 80(64.00) | 21(16.80) | 5(4.00) 3 (2.40) 476 3.81 76.16

Economical price | 19(15.20) | 82(65.60) | 23(18.40) | 1(0.80) 0(0.00) 494 3.95 79.04

Variety 21(16.80) | 75(60.09) | 27(21.60) | 2(1.60) 0(0.00) 490 3.92 78.40

Store cleanliness | 29(23.20) | 69(55.20) | 24(19.20) | 1(0.80) 2 (1.60) 497 3.98 79.52

Home Delivery 10(8.00) 49(39.20) | 30(24.00) | 19(5.20) 7(13.60) | 391 3.13 62.56

It indicates that, product and store attributers influence store patronage and customer loyalty towards retail business in India, that could be inferred from data
depicted in the above table. It has been inferred that 3.98 on an average scale of five point i.e., 79.52 per cent of customers’ were highly satisfied with the store
cleanliness of Big Bazaar. Followed by 3.95 on an average scale of five i.e., 79.04 per cent of the customers on an average have expressed that Big Bazaar offer
economical price for the products it sells. On an average 3.92 i.e., 78.40 per cent of the surveyed population have appreciated product varieties offered by the
retailer. It has also been observed that 3.81 and 3.13 on an average score i.e, 76.16 per cent and 62.56 per cent of the customers’ of Big bazaar have expressed
satisfaction towards ambience of the store and home delivery services offered by the retailer. It was, therefore, inferred that majority of the customers’ who
visit retail store are more satisfied with the cleanliness and price factors, than it's ambience or other services offered.

TABLE 4: RESULT OF ANOVA TEST

Source Sum of Squares | DF Mean Square | F Sig
Between People 146.234 124 | 1.179 27.981 | .000
Within People | Between Items | 63.850 4 15.962

Residual 282.950 496 | .570

Total 346.800 500 | .694
Total 493.034 624 | .790

From the above table it has been inferred that the probability value of F test is greater than the calculated F value at five per cent level of significance, therefore,
the hypothesis framed stands accepted. It has been concluded that Customers’ satisfaction towards retail outlets significantly vary from one to the other. Thus is
has found that quality, brand and price are primary factors have influence the modern day customers’ to shop at retail outlets like Big Bazaar. The major success
secret of pantaloon business in India is its discount offers provided to the customers on season and off the seasons periods.

TABLE 5: OVERALL SATISFACTION

SI.No | Nature of Experiences | Number of Respondents | Percentage
1. Excellent 13 10.40
2. Good 88 70.40
3. Average 23 18.40
4 Poor 1 0.80
Total 125 100

The table indicates that 70.40 per cent of the customers have opined that services and product offered by the Big Bazaar as good. On the contrary 18.40 per cent
of the respondents have said it as average, 10.40 per cent as excellent and just 0.80 per cent as poor. More than 70 per cent of the customers have opined that
the services and product offered are good and 47 per cent opined that the store is too messy and disorganized. It is found that some initiatives have to taken at
big bazaar to solve this issue. A little more than half the population of customers purchasing at big bazaar have the intention of recommending this place to the
others and they seem to have good relationship with the shop and those are the reliable customers of big bazaar.

TABLE 6: QUALITY OF RELATIONSHIP

SI.No | Opinion Number of Respondents | Percentage
1. Excellent 20 16.00
2. Very Good | 39 31.20
3. Good 64 51.20
4 Poor 2 1.60
Total 125 100

Quality of relationship a customer maintains with the seller always influences his/her future loyalty towards the store. In the above table a description has been
drawn to know the quality of relationship customers had with Big Bazaar store during their visit. It has been observed that 51.20 per cent have said it as good,
31.20 per cent as very good, 16 per cent have rated it as excellent and 1.60 per cent as poor. The following hypotheses have been drawn to measure the
customer whether impulsive buyers can be converted into compulsive buyers if they are satisfied with the product and services offered by the stores.

TABLE 7: RESULT OF ANOVA TEST

Variables Source Sum of Squares | DF Mean Square | F Sig.
Recommendation to friends Vs Overall Satisfaction | Between Groups | 3.162 3 1.054 2.769 | .045

Within Groups 46.070 121 | .381

Total 49.232 124 | -

Between Groups 10.738 3 3.579 5.101 .002
Repurchase option Vs Overall Satisfaction Within Groups 84.894 121 | .702

Total 95.632 124 | -

Between Groups | 4.879 3 1.626 1.105 .350
Quality of Relationship Vs Overall Satisfaction Within Groups 178.129 121 | 1.472

Total 183.008 124 | -

From the above table it has inferred that the probability values of F test from two variables are greater at five per cent level of significance. Therefore, it could
be concluded that the impulsive buyers can be converted into compulsive buyers if they are satisfied with the product and services offered by the stores and
they tend to recommend the store to the potential customers and prefer repurchasing.
However, the establishment of quality of relationship depends on the nature of future services offered by the retailers and the influences of competitors on
them.

TABLE 8: RESULT OF ANOVA TEST

Variables Source Sum of Squares | DF Mean Square | F Sig.
Recommendation to friends Vs Nature of Dissatisfaction | Between Groups | 1.687 3 .562 1.431 | .237
Within Groups 47.545 121 | .393
Total 49.232 124 | -
Repurchase option Vs Nature of Dissatisfaction Between Groups | 4.142 3 1.381 1.826 | .146
Within Groups 91.490 121 | .756
Total 95.632 124 | -
Quality of Relationship Vs Nature of Dissatisfaction Between Groups | 3.232 3 1.077 725 .539
Within Groups 179.776 121 | 1.486
Total 183.008 124 | -
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It has been inferred from the above table that the calculated F values are greater than its probability values at 5 per cent level of significance. Therefore, the
hypothesis framed stands rejected and it has been concluded that the impulsive buyers behaviour do have negative impact on the retailer’s performances if they
had experienced dissatisfaction with the product and services offered by the seller.

FINDINGS

. The majority of the consumers of big bazaar is the younger population with high potent purchasing behavior. Different occupational habitants were
influenced by different medium/media of advertisement that has in due course influenced their impulsive buying behaviour.Majority of the customer
surveyed prefer shopping once in month and majority of the customers’ surveyed prefer to spending 1-2 hours in the Big Bazaar at Coimbatore in
invariably of their occupational status, except the business class customers, who prefers to spend less than an hour.

. It has observed that majority of the impulsive buyers prefer to spend between Rs.501-Rs.1000 on their shopping and 40 per cent of items brought were
household items. It has been inferred that quality, brand and price are primary factors have influence the modern day customers’ to shop at retail outlets
like Big Bazaar. The major success secret of pantaloon business in India is its discount offers provided to the customers on season and off the seasons
periods. Thus, it has inferred that 70.40 per cent of the customers have opined that services and product offered by the Big Bazaar as good.

o The result of reliability analysis states that customers’ satisfaction towards retail outlets significantly vary from one to the other. Correlation co-efficient
test significantly proves that overall satisfaction with store ambience, variety of products offered, economical prices, store cleanliness and one with
negative correlation. It has evidenced from the F test that the probability values for two variables were greater at five per cent level of significance.

. In another hypothesis test it has found that the calculated F values were greater than its probability values at 5 per cent level of significance.

SUGGESTIONS

Customer’s relationship with the retail store is the one of the most important thing which decides everything. Generally the customer’s expect more and more
satisfaction in all aspects, each and every time they step into a store. In today retail market the organized retailing could grow tremendously provided they
adopt the right marketing strategies and customer attraction techniques. Moreover, the researcher strongly feels that retail managers need to enhance product
variety and store convenience to improve customer loyalty. Retail managers must also assure product variety and availability of new products to enhance
customer loyalty.

CONCLUSION

The Retail Industry in India has come forth as one of the most dynamic and fast paced industries with several players entering the market. But all of them have
not yet tasted success because of the heavy initial investments that are required to break even with other companies and compete with them. The India Retail
Industry is gradually inching its way towards becoming the next booming industry. At this juncture the Indian retail market is continuously increasing, on the
back drop that middle class households purchasing power are rising as there is increase in the total income as well as the change in theirs tastes and preferences
towards modern retail outlets. The retail players to be able to understand the extent in with different factors affect in converting the impulse buyers to
compulsive buyers.
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