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ARTICLE INFO ABSTRACT 

 The findings elucidate that perception towards organized retail stores is 
significantly differing among profile of consumers. Promotion, price 
competitiveness, quality, convenience and product mix have significant and 
positive influence on buying behaviour of consumers in organized retail stores. 
Meanwhile, interaction between quality and price competitiveness and 
interaction between promotion and price competitiveness have significant and 
positive influence on buying behaviour of consumers in organized retail stores. 
Thus, all the hypotheses are supported by the findings of this study. Therefore, 
organized retail stores should open for long duration and give quick and efficient 
services without errors to their consumers and they must provide sufficient 
parking space and different payment options to their consumers. Organized retail 
stores should provide attractive promotional schemes, offers and membership 
cards to their consumers and they must give pertinent and correct information 
and gifts to their consumers. Besides, organized retail stores should give range of 
products and attractive and safe packaging to their consumers and they must give 
reliable and superior quality of products to their consumers. 
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INTRODUCTION 

 
India is experiencing tremendous transformation in its industrial and economic growth in the last 30 years 
and its economic reforms is coming to operation in the year 1991 and it is leading to the expansion of retail 
sector in India (Prasanth and Balan, 2013) and it is in the second position in creating employment to people 
and it highly fragmented and districted across the nation. 
The entry and emergence of big retail players has contributed considerably in the enlargement of this sector in 
India (Malik, 2012) and in turn it contributes to growth of economy of India significantly as 10 % to GDP and 
8% in generation of employment. Organized retail store is a store that sells products and services to ultimate 
consumers in a systematic way and it is the combination of product and service mix, exclusive features, delivery 
of services, prices, atmosphere in store and response and behaviour of employees to consumers and it is having 
only share of 5-7% in retailing in India and it is presently growing very quickly in big cities and tows in India 
in recent times. 
Besides, retail store is a blend of promotional and advertisement strategies pertaining to product, price, 
promotion, quantum and size, distribution and atmosphere of store for dealing consumers efficiently (Natalia 
et al 2014). The organized retail stores are serving and helping their consumers for making their buying 
comfortable and enjoyable through different and unique ways (Chavadi and Kokatnur, 2010) and they are also 
adopting innovative and attractive and consumer oriented strategies for enhancing buying behaviour of 
consumers (Amin and Mahasan, 2019) and several modern retail formats are successful operating in different 
places of India. 
An array of factors is contributing to the expansion of organizational retail stores and their operations. 
Increasing working youngsters and disposable income, rapid increase in nuclear families and working women, 
aspiration and desires of consumers in buying variety of products and transformation in pattern of 
consumption among consumers are attracting them for organized retail stores (Chaturvedi and Singh, 2013). 
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The organized retail store is providing variety of products, entertainment, food and drinks and exclusive buying 
experience in a single place (Thomas, 2013). 
Further, the buying behaviour among consumers in organized retail stores is mainly influenced by their 
perception towards them, their demographics and personal values (Kushwaha and Gupta, 2011). Therefore, 
organized retail stores are creating and implementing efficient and attractive retail strategies on par with  
changing needs, requirements and buying pattern and preference of products and services of consumers 
(Delgado-Ballester et al 2014).  
To attract and bring consumers to organized retail stores, they have to discover and understand various 
dimensions of perception of consumers towards them and improve their various features and enhancing 
buying experience among them (Azhagan and Lakshmidevi, 2019). The correct mix of product, price, 
promotion, facilities, promotion, value added services and behaviour of employees are necessary for improving 
perception of consumers towards organized retail stores (Nenycz-Thiel and Romaniuk, 2012) and it is 
influencing their buying behaviour in organized retail stores. Besides, consumers are having different degree 
of perception towards organized retail stores across their demographic features and personal needs and 
modern life styles (Alawan, et al 2018; Lang, 2018).  
On expectation of further augmentation of organized retail sector and big players are entering in to this 
segment, it becomes extremely competitive for them. In this situation, attracting and holding consumers are 
highly difficult task because consumers are shopping variety of products across various brands and form of 
retail stores. Meanwhile, organized retailers are forced to give consumers with value, quality and superior 
shopping experience to them and in order to meet these challenges, they have to be flexible, innovative and 
offer the best products and services to their consumers. At the same time, consumers are not only looking 
benefits of product and service mix, physical atmosphere and also unique shopping experiences in organized 
retail formats and it is necessary for them to understand insights of consumers about them in overall 
perspectives. 
In present days, various types and sizes of organized retail stores are functioning in the market and they are 
using consumer oriented strategies and progrmames to improve perception of consumers towards them and it 
is remarkably influencing their buying behaviour. Meanwhile, there is no study is carried out on influence of 
dimensions of perception on buying behaviour of consumers in organized retail stores particulalry in Tamil 
Nadu state. Hence, the present study is carried out in Tamil Nadu. 
 

THEORETICAL BACKGROUND 
 

The convenience (Goswami and Mishra, 2009; Devgan and Kaur, 2010; Khare, 2011; Dineshkumar and 
Vikkraman, 2012; Mohanty, 2012; Amrit and Kamaeshvari, 2012; Talerja and Jain, 2013; Teja and Jain, 2013; 
Sushmana, 2014; Menaka and Chandramana, 2014; Shashikala and Gangatkar, 2015; Raunaque et al 2016; 
Krishnan, 2017; Mondal et al 2017; Bala  and Janaranjani, 2018; Qadri et al 2018; Amsaveni and Brindha, 
2019), promotion (Khare, 2011; Mohanty, 2012; Menaka and Chandramana, 2014; Hameed, 2015; Raunaque 
et al 2016; Sharma et al 2018; Rani and Ramachandra, 2019; Amsaveni and Brindha, 2019; Gangwani et al 
2020; Vanaja and Anukeerthana, 2021; Felix and Nalini, 2022; Jain et al 2023), product mix (Mohanty, 2012; 
Sangvikar and Katole, 2012; Teja and Jain, 2013; Sushmana, 2014; Sharma et al 2018), price competitiveness 
(Khare, 2011; Mohanty, 2012; Sangvikar and Katole, 2012; Amrit and Kamaeshvari, 2012; Teja and Jain, 2013; 
Shashikala and Gangatkar, 2015; Krishnan, 2017; Rani and Ramachandra, 2019; Jain et al 2023) and quality 
(Goswami and Mishra, 2009; Devgan and Kaur, 2010;  Dineshkumar and Vikkraman, 2012; Talerja and Jain, 
2013; Kumar and Reddy, 2013; Teja and Jain, 2013: Sushmana, 2014; Hameed, 2015; Shashikala and 
Gangatkar, 2015; Raunaque et al 2016; Varma and Srikrishna, 2016; Krishnan, 2017; Mondal et al 2017; Bala  
and Janaranjani, 2018; Krishna and Rao, 2022; Pandey, 2020; Gangwani et al 2020; Vanaja and 
Anukeerthana, 2021; Kene and Nafde, 2021; Felix and Nalini, 2022; Srivastava and Jaiswal, 2023) were 
positively and significantly influencing buying behaviour of consumers. Ease of access (Nair and Nair, 2013; 
Jain et al 2023), comforts, facilities, services (Fatima and Bisaria, 2017), value added services (Talerja and 
Jain, 2013; Chaudhary and Sharda, 2017) were positively and significantly influencing buying behaviour of 
consumers. Besides, reliability, comforts (Qadri et al 2018) proximity (Shukla and Shukla, 2013), delivery to 
home, credit facilities (Bedia and Gupta, 2017) enjoyment (Talerja and Jain, 2013; Sharma et al 2018), quick 
transactions, appearance of stores, displays (Sharma et al 2018), discounts or offers (Kumar and Reddy, 2013; 
Krishna and Rao, 2022; Pandey, 2020) advertisements (Kumar and Devi, 2016), features of store (Sangvikar 
and Katole, 2012;Varma and Srikrishna, 2016; Mondal et al 2017; Khan, 2018; Srivastava and Jaiswal, 2023), 
and kindness of employees (Nair and Nair, 2013) had also positive influence on buying behaviour among 
consumes in organized retail stores. 

 
METHODOLOGY 

 
This study is conducted in Tamil Nadu State in India. The survey method has applied for conducting the 
present study and data and information have gathered from consumers of organized retail stores. Random 
sampling method has adopted for selecting consumers. The structured questionnaire had sent to 920 



1167  K. Suregka Felix / Kuey, 30(2), 5024 

 

consumers and after careful securitization of questionnaire, 350 usable questionnaires were considered and 
used in the analysis. The five points Likert scale is used for measuring variables of the study and it is varying 
from strongly agree to strongly disagree. Descriptive statistics, t and ANOVA tests, confirmatory factor 
analysis, correlation and hierarchical regression analysis are applied to study objectives and hypotheses. The 
research model is disclosed in Figure-1. 

Figure-1. Research Model for the Study 

 
 

HYPOTHESES OF THE STUDY 
 

Based on theoretical background, the hypotheses are formulated and administrated for testing and they are: 
H1: Convenience has positive influence on buying behaviour of consumers.  
H2: Promotion has positive influence on buying behaviour of consumers. 
H3: Product mix has positive influence on buying behaviour of consumers.  
H4: Quality has positive influence on buying behaviour of consumers. 
H5: Price competitiveness has positive influence on buying behaviour of consumers. 
H6: Price competitiveness moderates the relationship between promotion and buying behaviour of consumers. 
H7: Price competitiveness moderates the relationship between qualtiy and buying behaviour of consumers. 
 

RESULTS 
 

Profile of Consumers 
 Amidst 300 consumers, 55.43% of them are males, whilst, 44.57% of them are females, 31.43% of them are 
belonging to 26 – 35 years of age, whilst, 19.71% of them are belonging to less than 25 years of age, 34.57% of 
them are possessing under graduation, whilst, 19.57 % of them are possessing secondary, 35.71% of them are 
pertaining to income of Rs.30,001 – Rs.40,000, whilst, 15.14% of them are pertaining to income of above 
Rs.50,000 per month, 80.86% of them are in marital, whilst, 19.14% of them are in unmarried status and 
69.14% of them are living in nuclear family, whilst,  30.86% of them are living in joint family (Table-1). 
 

Table-1.  Profile of Consumers 
Profile Number (n = 350) Percentage 
Gender   
Male 194 55.43 
Female 156 44.57 
Age   
Less than 25 Years 69 19.71 
26 – 35 Years 110 31.43 
36 – 45 Years 91 26.00 
More than 45 Years 80 22.86 
Education   
Secondary 65 19.57 
Higher Secondary 93 26.57 
Diploma 71 20.29 
Under Graduation 121 34.57 
Monthly Income   
Below Rs.30,000 73 20.86 
Rs.30,001 – Rs.40,000 125 35.71 
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Rs.40,001 – Rs.50,000 99 28.29 
Above Rs.50,000 53 15.14 
Marital Status   
Married 283 80.86 
Unmarried 67 19.14 
Type of Family   
Joint 108 30.86 
Nuclear 242 69.14 

 
The composite reliability for dimensions of perception towards organized retail stores and buying behaviour 
of consumers is larger than 0.70, average variance extracted is greater than 0.50 and discriminant validity is 
bigger than 0.60 showing that convergent validity is confirmed for all the measures in the study (Table-2). 
 

Table-2. Composite Reliability for Measures 
Measures CR AVE DV 
Convenience 0.81 0.62 0.65 
Promotion 0.84 0.65 0.69 
Product Mix 0.73 0.64 0.68 
Price Competitiveness 0.79 0.61 0.64 
Quality 0.80 0.59 0.67 
Buying Behaviour 0.77 0.66 0.63 

 
From the above table, it is observed that composite reliability for measures is bigger than 0.70, average 
variance extracted is higher than of 0.50 and discriminant validity is larger than 0.60 showing that convergent 
validity is confirmed for measures included in this study. 
 
Descriptive Statistics of Variables 
The results explicate that relation among variables is moderate in general and significant in 1% level. The 
higher degree of relation is there among price competitiveness and quality of organized retail stores and it is 
positive and significant in 1% level (r = 0.60). The next higher degree of relation is there among promotion and 
buying behaviour among consumers in organized retail stores and it is positive and significant in 1% level (r = 
0.59).  The lowest degree of relation is there among convenience and promotion of organized retail stores and 
it is positive and significant in 1% level (r = 0.14). Besides, all the variables or dimensions of perception towards 
organized retail stores and buying behaviour among consumers in organized retail stores have significant and 
positive relation among them in 1% level. If the correlation coefficient is equal to or larger than 0.80, it is 
generating the problem of multicollinearity (Kennedy. 1979) and in this case all correlation co-efficients are 
lesser than 0.80, the problem of multicollinearity does not exit among variables taken in this study and it is 
verified through VIF for all the independent variables and they exhibit that multicollinearity is not seen since 
VIF values are smaller than 2 (Table-3). 
 

Table-3. Mean, SD and Coefficient of Correlation 
Variables M SD 1 2 3 4 5 6 
1. Convenience 4.35 0.47 1      
2. Promotion 4.01 0.43 0.14** 1     

3. Product Mix 3.90 0.73 0.17** 0.53** 1    

4. Price Competitiveness 3.71 0.64 0.28** 0.36** 0.43** 1   
5. Quality 3.85 0.81 0.21** 0.32** 0.29** 0.60** 1  
6. Buying Behaviour 4.05 0.53 0.42** 0.59** 0.47** 0.49** 0.58** 1 

** Significant in 1`% level 
 
Perception towards Organized Retail Stores and Profile of Consumers  
The difference among perception towards organized retail stores and profile of consumers is examined by using 
ANOVA and t-tests and the outcomes are disclosed in Table-4. 
 

Table-4. Perception towards Organized Retail Stores and Profile of Consumers 
Particulars Value Sig. 
Perception and Gender 5.121a .000 
Perception and Age 10.175b .000 
Perception and Education 13.838b .000 
Perception and Monthly Income 15.069b .000 
Perception and Marital Status 4.037a .000 
Perception and Family Type 4.100a .000 

a = t-value      b = F-value 
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The F and t-values are explicating that significant difference is found among perception towards organized 
retail stores and profile of consumers excluding education in 1% level. 
 
Influence of Convenience, Promotion, Product Mix and Quality on  Buying Behaviour of 
Consumers in Organized Retail Stores with Moderating Effect of Price Competitiveness 
Hierarchical regression analysis (Parayitam et al 2020) is applied to study influence of convenience, 
promotion, product mix and quality on  buying behaviour of consumers in organized retail stores with 
moderating effect of price competitiveness and the results are disclosed  in Table-5. In Model 1, gender, age, 
education, monthly income, marital status and family type are included as independent variables and buying 
behaviour of consumers towards organized retail stores is included as dependent variable because these 
independent variables have influence on buying behaviour of consumers in organized retail stores. 
In Model 2, in addition to profile variables, convenience, promotion, product mix, price competitiveness and 
quality are included as independent variables and buying behaviour of consumers in organized retail stores is 
included as dependent variable because in addition to profile variables, convenience, promotion, product mix, 
price competitiveness and quality have also influence on buying behaviour of consumers in organized retail 
stores. 
In model 3, in addition to profile variables, convenience, promotion, product mix, price competitiveness, 
quality and interaction between promotion and price competitiveness and quality and price competitiveness 
are also included as in dependent variables and buying behaviour of consumers in organized retail stores is 
included as dependent variable because in addition to profile variables, convenience, promotion, product mix, 
price competitiveness, quality and interaction between promotion and price competitiveness and quality and 
price competitiveness have also influence on buying behaviour of consumers in organized retail stores. Besides, 
price competitiveness is moderate variable between promotion and buying behaviour and quality and buying 
behaviour of consumers in organized retail stores. The level of significant of regression co-efficients are tested 
at 1% level based on t-statistic values. 
 

Table-5. Results of Hierarchical Regression Analysis 

Particulars 

Model 1 
Regression               Co-
efficient 
(Unstandardized) 

Model 2 
Regression              Co-
efficient 
(Unstandardized) 

Model 3 
Regression           Co-
efficient 
(Unstandardized) 

Intercept 17.829** 10.575** 9.684** 
Gender .647** .309** .291** 
Age .458** .352** .330** 
Education .259** .276** .290** 
Monthly Income .529** .237** .300** 
Marital Status 1.579** .872** .716** 
Family Type 2.531** .554** .544** 
Convenience - .406** .421** 
Promotion - .590** .460** 
Product Mix - .313** .307** 
Price Competitiveness - .587** .457** 
Quality  .570** .761** 
Promotion x Price Competitiveness - - .516** 
Quality x Price Competitiveness - - .533** 
R Squared 0.32 0.67 0.71 
Adjusted  R Squared 0.30 0.65 0.69 
F-Value (ANOVA Test) 27.868** 62.054** 56.637** 

** Significant in 1 level  
   
 The model 1 explains that the regression coefficients of gender (β = 0.647), age (β = 0.458), education (β = 
0.259), monthly income (β = 0.529), marital status     (β = 1.579) and family type (β = 2.531) are significant in 
1% level and the model 1 is significant in 1% level (R Squared = 0.32; Adjusted  R Squared = 0.30;                       F 
= 27.868) and it explains that 30.00% of variation in buying behaviour of consumers in organized retail stores. 
It is inferred that family type, marital status, gender, monthly income, age and education have significant and 
positive influence on buying behaviour of consumers in organized retail stores in 1% level.  
The model 2 demonstrates that the regression coefficient of convenience             (β = 0.406), promotion (β = 
0.590), product mix (β = 0.313), price competitiveness (β = 0.587) and quality (β = 0.570) are significant in 
1% level and the model 2 is significant in 1% level (R Squared = 0.67; Adjusted R Squared = 0.65; F = 62.054) 
and it explains that 65.00% of variation in buying behaviour of consumers in organized retail stores. It is 
inferred that promotion, price competitiveness, quality, convenience and product mix have significant and 
positive influence on buying behaviour of consumers in organized retail stores in 1% level.  
The model 3 reveals that the regression coefficient of interaction between promotion and price competitiveness 
(β = 0.516) and interaction between quality and price competitiveness (β = 0.533) and are significant in 1% 
level and the model 3 is significant in 1% level (R Squared = 0.71; Adjusted R Squared = 0.69;                  F = 
56.637) and it explains that 69.00% of variation in buying behaviour of consumers in organized retail stores. 
It is inferred that interaction between quality and price competitiveness and interaction between promotion 
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and price competitiveness have significant and positive influence on buying behaviour of consumers in 
organized retail stores in 1% level. Thus, the results are supporting the hypotheses of this study.  Adjusted R 
Squared for model 1 is 0.30 and it is 0.65 for model 2 and it is 0.69 for model 3 and among these three models, 
R Squared for model 3 is better as compared to model 1 and model 2.  
 

DISCUSSION 
 

The finding of this study shows that promotion, has significant and positive influence on buying behaviour of 
consumers in organized retail stores and this finding is confirmed by the findings of Khare, (2011), Mohanty, 
(2012), Menaka and Chandramana, (2014), Hameed, (2015), Raunaque et al (2016), Sharma et al (2018), Rani 
and Ramachandra, (2019), Amsaveni and Brindha, (2019), Gangwani et al (2020), Vanaja and Anukeerthana, 
(2021), Felix and Nalini, (2022) and Jain et al 2023). 
Price competitiveness has significant and positive influence on buying behaviour of consumers in organized 
retail stores and this finding is on par with outcomes of  Khare, (2011), Mohanty, (2012), Sangvikar and Katole, 
(2012), Amrit and Kamaeshvari, (2012), Teja and Jain, (2013), Shashikala and Gangatkar, (2015), Krishnan, 
(2017), Rani and Ramachandra, (2019) and Jain et al (2023). 
Quality has significant and positive influence on buying behaviour of consumers in organized retail stores and 
it is confirmed by the studies of Goswami and Mishra, (2009), Devgan and Kaur, (2010), Dineshkumar and 
Vikkraman, (2012), Talerja and Jain, (2013), Kumar and Reddy, (2013), Teja and Jain, (2013), Sushmana, 
(2014), Hameed, (2015), Shashikala and Gangatkar, (2015), Raunaque      et al (2016), Varma and Srikrishna, 
(2016), Krishnan, (2017), Mondal et al (2017), Bala  and Janaranjani, (2018), Pandey, (2020), Gangwani et al 
(2020), Vanaja and Anukeerthana, (2021), Kene and Nafde, (2021), Krishna and Rao, (2022),  Felix and Nalini, 
(2022) and Srivastava and Jaiswal, 2023). 
Convenience has significant and positive influence on buying behaviour of consumers in organized retail stores 
and this finding is on par with findings of Goswami and Mishra, (2009), Devgan and Kaur, (2010), Khare, 
(2011), Dineshkumar and Vikkraman, (2012), Mohanty, (2012), Amrit and Kamaeshvari, (2012), Talerja and 
Jain, (2013), Teja and Jain, (2013), Sushmana, (2014), Menaka and Chandramana, (2014), Shashikala and 
Gangatkar, (2015), Raunaque et al (2016), Krishnan, (2017), Mondal et al (2017), Bala  and Janaranjani, 
(2018), Qadri et al (2018) and Amsaveni and Brindha, 2019). 
 Product mix had significant and positive influence on buying behaviour of consumers in organized retail stores 
and it is confirmed by the findings of Mohanty, (2012), Sangvikar and Katole, (2012), Teja and Jain, (2013), 
Sushmana, (2014) and Sharma et al 2018). 
Further, interaction between quality and price competitiveness and interaction between promotion and price 
competitiveness have significant and positive influence on buying behaviour of consumers in organized retail 
stores and no studies in earlier periods are conducted in this direction. 
 

MANAGERIAL IMPLICATIONS AND CONTRIBUTION OF THE STUDY 
 

The findings indicate that promotion, price competitiveness, quality, convenience and product mix have 
significant and positive influence on buying behaviour of consumers in organized retail stores. Meanwhile, 
interaction between quality and price competitiveness and interaction between promotion and price 
competitiveness have significant and positive influence on buying behaviour of consumers in organized retail 
stores. Therefore, organized retail stores should open for long duration and give quick and efficient services 
without errors to their consumers and they must provide sufficient parking space and different payment 
options to their consumers. Organized retail stores should provide attractive promotional schemes, offers and 
membership cards to their consumers and they must give pertinent and correct information and gifts to their 
consumers. Besides, organized retail stores should give range of products and attractive and safe packaging to 
their consumers and they must give reliable and superior quality of products to their consumers. Organized 
retail stores should offer products at rational prices and value for money for their consumers and they must 
give price discounts and products at lower prices as compared to their competitors and all these suggestions 
will improve buying behaviour of consumers in organized retail stores. As, most of consumers residing in urban 
areas of Tamil Nadu state of India, it is anticipated that the findings of this study are generalizable to other 
urban centers of India and this findings are also applicable to different segments of consumers. This study 
makes additional and valuable knowledge on perception and buying behaviour of consumers in organized retail 
stores and also contributes to existing literature. Furthermore, this study is having higher degree of credentials 
for generalization of findings because of very limited analytical approaches in the current research studies 
regarding to perception and buying behaviour of consumers in organized retail stores. 
 

CONCLUSION, LIMITATION AND AGENDA FOR FUTURE RESEARCH 
 

The present study is concluded that perception towards organized retail stores is significantly differing among 
profile of consumers. Promotion, price competitiveness, quality, convenience and product mix have significant 
and positive influence on buying behaviour of consumers towards organized retail stores. Meanwhile, 
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interaction between quality and price competitiveness and interaction between promotion and price 
competitiveness have significant and positive influence on buying behaviour of consumers towards organized 
retail stores. Thus, all the hypotheses are supported by the findings of this study. This study is restricted to 
consumers of organized retail stores in Tamil Nadu and the sample size is also restricted to 350 only. The future 
research may be taken as proficiency of employees and as a moderator among dimensions of perception and 
buying behaviour of consumers towards organized retail stores in Tamil Nadu and also in other states in India. 
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