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ABSTRACT 

It is very vital for every association to keep its consumers satisfied in order to sustain its 

competitiveness in the marketplace. The secret of victorious retailing is to offer your customers 

what they wish for. Customer satisfaction of this sector can be an essential indicator of how well 

the stores are meeting the expectations of the clientele.  From the past few years, growth of retail 

industry is very high and rapid in India. For the study, customers of three retail chain stores 

(RELIANCE, MORE, EASYDAY) were interviewed. The results show that management should 

concentrate on four major elements – responsiveness, physical design, product quality and 

pricing policies. This study revealed that responsiveness and product quality have been most 

significant factors followed by price and physical design. 
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INTRODUCTION: 

  Retailing is the most important constituent of marketing where the seller meets the 

eventual consumer who exchanges value for the product and thus endorses the very existence of 

commerce. Retailer is the last connection in the distribution chain and his efforts to construct 

demand and satisfy needs pave the way for the financial movement. Retailing is a business, easy 

to enter, with moderately low funds and infrastructural necessities. 

 The Indian retail industry is one of the fastest growing sectors. Retail industry in India is 

anticipated to rise to US$ 1,100 trillion by 2020 from US$ 672 billion in 2017.India is the fifth 
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largest preferred retail destination worldwide. The country is among the utmost in the world in 

terms of per capita retail store availability. India’s retail sector is going through an exponential 

growth, with retail development happening not just in major cities and metros, but also in Tier-II 

and Tier-III cities. Healthy economic growth, changing demographic profile, increasing 

disposable incomes, urbanization, transforming consumer tastes and preferences are the other 

driving growth factors in the organized retail market in India. 

Increasing partaking from foreign and private players has given a boost to Indian retail 

industry. India’s price competitiveness draws attraction of large retail players to employ it as a 

sourcing base. International retailers such as Wal-Mart, GAP, Tesco and JC Penney are 

mounting their sourcing from India and are moving from third-party buying offices to launch 

their own wholly-owned/wholly-managed sourcing and buying offices. 

The Government of India has introduced reforms to create a center of attention of Foreign 

Direct Investment (FDI) in retail industry. The government has permitted 51 per cent FDI in 

multi-brand retail and 100 per cent in single brand retail under the automatic means which is 

expected to enhance to ease of doing commerce and Make in India, and plans to permit 100 per 

cent FDI in e-commerce. The government has approved 100 per cent FDI in retail trading food 

products that are produced in India. 

In retail chain stores, there is a variety of collection in the shelves. All varieties are 

inventoried in a well-located way so that clientele can take, ensure and authenticate the goods 

very easily. 

Roberts-Lombard (2009) explained customer satisfaction as “the level to which a product 

or service performance matches up to the expectation of the client. If the performance matches or 

exceeds the expectations, then the customer is satisfied, if performance is lesser than 

expectations then the customer is dissatisfied. Customer satisfaction gives a signal of how much 

successfully the association is meeting the demands of consumers. All actions of the retail chain 

stores are heading towards customer satisfaction which leads to customer retention which is an 

essential factor for business growth. 

Several studies, such as Dabholkar et al (1996), Sweeney et al (1997), Kim & Jin (2002), 

and Long & McMellon (2004) have investigated important dimensions of service quality within 

the retail sector. Specifically, Vàzquez et al (2001) and Huang (2009) established Physical 
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Aspects, Reliability, Personal Interaction, Problem Solving and Policy dimensions to be highly 

important. These dimensions are used for the purpose of this research. 

Review of literature: 

Jyothi and Rao (2016) studied consumer behavior patterns in terms of their perceptions 

and preferences on the shopping patterns and store attributes that influence the selection of retail 

stores. The Methodology implemented for the present study is through collection of data and 

information from various sources. 150 respondents were asked to fill the questionnaire. The 

results suggest that the retailers should keep themselves and the personnel updated with the latest 

entrant products in the market to keep hold of their customers demanding for more values for 

their money.  

Jhamb and Ravi Kiran (2011) strategically analyzed the Indian retail Industry. The paper 

recognized the drivers which have an effect on the growth of the Indian retail market, major 

factors affecting the retail trade and to perform the SWOT analysis of organized retail in India. 

The results of the study represent that infrastructure, economic growth and changing 

demographics of customers are the key driver of organized retail in India. The locality of the 

retail store, management style and ample salaries to personnel improve the effectiveness of retail 

business and are significant factors for retailers’ success. 

Ramya (2015) investigated the relationships between the various determinants and 

customer experience in the two types of retail formats generally seen in the Indian market place. 

A survey of 418 respondents was done with the help of a questionnaire. Frequency, percentage 

and multiple linear regression techniques were used to evaluate the data. In case of supermarket 

previous experience, atmosphere, price, social surroundings and alternating channel experience 

play a key role in building a superior customer experience. In the case of hypermarket, past 

experience, variety, social atmosphere and alternate channel experience play a most important 

role in creating a superior customer experience. 

Sangvikar and Katole (2012) focused on behavior of customer chiefly on purchasing 

pattern in different store formats and store preference based on product availability, spending 

pattern, customers preferred store, sales personnel services, and store design. They observed that 

the customers have a preference of retail outlets because of price discount, followed by variety of 

products in the store and ease to the customer. Researchers have also examined that departmental 
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stores are most accepted amongst consumers. Customers purchase behavior fluctuates with price 

and accessibility of products and customers expenditure pattern shrivels due to poor quality of 

products. 

HYPOTHESIS: 

 The higher the level of product quality, the more the level of customer satisfaction 

 The higher the level of responsiveness, the higher the level of customer satisfaction 

 Pricing policy of the stores has an effect on satisfaction level of customers  

 Better physical design and appearance of chain stores enhance customer satisfaction    

 

RESEARCH METHODOLOGY: 

Descriptive research technique was applied in this study. For the purpose of the study, 

data were collected from both secondary and primary sources. But, maximum concentration was 

given on primary sources of data. All the primary data were collected from personal interview 

with existing customers of retail chain stores through administration of a questionnaire. 

The respondents were personally questioned and the questionnaire was filled in by the 

interviewer based on the response of the respondents. Three leading retail chain stores have been 

selected for the study named RELIANCE, MORE, and EASYDAY. Mall intercept interview 

technique was used for collecting the data from the respondents. The total number of respondents 

for the study was 150.Collected data were computed and analyzed. To make the data effective 

and meaningful, SPSS software have been used for the study. 

DATA ANALYSIS: 

In the present study out of 120 respondents, 55% were male and remaining 45% were 

female. Total respondents’ 40.8% are below 30 years, 52.5% from 31 to 40 years and the rest are 

above 40 years. 19.2% of the respondents have education up to higher secondary level, 42.5% 

are graduates and 38.3% have post graduate education. Total respondents’ 36.6% are service 

holders, 15.9% are business men and 47.5% are housewives. 
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Table 1: Mean Scores and Standard Deviation of Determinants 

Determinants Mean Score Standard Deviation 

Product Quality 4.0360 .54937 

Responsiveness 4.1758 .56358 

Physical Design 3.6784 .41036 

Pricing Policy 3.4965 .54589 

 
From the above table 1, mean score for Responsiveness (4.1758) is highest for retail 

stores under study followed by Product Quality (4.0360) and Physical Design (3.6784).The mean 

score of expectation for Pricing Policy (3.4965) is lowest retail stores under study.  

Correlation Analysis  

Correlation analysis was carried out to establish the degree and direction of association 

between determinants used in the present study. As shown in the table 2, the degree of 

association between independent and dependent variables are all good. Product quality, 

responsiveness, price, and physical design are positively and significantly related to customer 

satisfaction at 95% confidence level. 

Table 2: Correlation Analysis Output 

No. Variables Mean SD 1 2 3 4 5 

1 Product 

Quality 

4.0360 .54937 1     

2 Responsiveness 4.1758 .56358 .540 1    

3 Physical 

Design 

3.6784 .41036 .171 .368 

 

1   

4 Pricing Policy 3.4965 .54589 .424 .298 

 

-.009 

 

1  

5 Customer 

Satisfaction 

3.82953 .52175 

 

.497 

 

.586 

 

.321 

 

.361 

 

1 

 

Factors Affecting Customer Satisfaction in Retail Chain Stores 

Multiple-regression analysis was done with the four factors as independent variables to 

test the model for customer satisfaction. Based on the SPSS output it is established that the 
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product quality is statistically significant at 5% significance level (Sig t = .009) with a positive 

beta. It means that product quality has significant positive effect on customer satisfaction. 

Table 3: Regression Analysis 

Independent 

Variables 

Beta T-value Significant 

Product Quality .232 2.642 .009 

Responsiveness .304 3.519 .001 

Physical Design .166 2.265 .025 

Pricing Policy .160 2.238 .027 

 
SPSS output also illustrates that responsiveness is statistically significant at 5% 

significance level with a positive beta. It means that responsiveness has significant positive effect 

on customer satisfaction. The third independent variable, price, also has significant positive 

effect on customer satisfaction of retail chain stores. Physical appearance of the retail stores is 

also statistically significant at 5% significance level (t = .027) with a positive beta. It means that 

physical appearance of retail stores has significant positive effect on customer satisfaction 

 

CONCLUSION 

The results reveal that retail chain stores should therefore place a premium on reception 

and treatment of their customers. From the results, it was determined that responsiveness and 

product quality were most important to customers followed by price and physical appearance. 

The artistic appeal of the retail chain stores needs to be favorable, the arrangement of products 

should be logical and systematic, and a high degree of cleanliness should to be maintained at all 

times. It may well be significant spending in marketing research in order to make sure that 

expectations of the customers are met, and exceeded, in this regard. In addition, staff should 

adopt a welcoming disposition, and have the required store knowledge through in-house training 

programmes. The study concludes that if the management engaged in this industry truly wants to 

gain a competitive edge, they must continually endeavor to boost the level of customer 

satisfaction by laying emphasis on the significant factors.  
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