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ABSTRACT 
Retailing is one of the largest sectors in the global economy. India's retail sector is on its way of modernization. The Indian 
Retail industry has grown at a Fifteen percent. This trend is expected to continue for at least the next two-three decades, and it 
is attracting huge attention from all entrepreneurs, business heads, investors as well as real estate owners and builders. 
Increasing young working population, hefty pay packets, nuclear families in urban areas, along with increasing working-
women population & emerging opportunities in the services sector factor are in the prospects of the retail sector in India is. 
The retail sector has witnessed a paradigm shift in Solapur with the presence of retail stores like D-mart, Big Bazaar, McD, and 
Oasis Mall etc. Organized retailing is changing the entire perception of shopping in terms of buying behavior. Increased 
household incomes, education, convenience of getting all useful items under one roof and payment through card are some of 
the factors responsible for inclination of consumer’s towards organized retail. The objective of this study is to identify factors 
affecting consumer buying behaviour towards organized retailing. The data for this study was collected through self 
administered questionnaire and face to face intercepts of shoppers of above stores in city. 
 
Keywords: Retailing, Organised Retail, Consumer & Buying Behaviour. 

1. INTRODUCTION 
Retail industry is accounting for 10% of the country’s GDP and around 80% of the employment. Retail industry in 
India is at the cross roads. It has emerged as one of the most dynamic and fast paced industries with several players 
entering the market. Indian retail sector is highly fragmented as compared to the developed as well as the other 
developing countries. This shows the great potential for the organized retail industry to prosper in India. As the market 
for the final consumption in India is very large, retail trade is largely in the hands of private independent owners and 
distributor’s structure for fast moving goods consisting of multiple layers such as carrying and forwarding agents, 
distributors, stockiest, wholesalers and retailers. Thus the growth potential for the organized retailer is enormous 
started its Retail Journey since ancient time. In Ancient India there was a concept of weekly HAAT, where all the 
buyers and sellers gather in a big market for bartering. It takes a pretty long So the Indian retail industry is divided into 
two sectors—organized and unorganized. India is currently the twelfth largest consumer market in the world. 
According to a study by McKinsey Global Institute, India is likely to join the premier league of the world’s consumer 
markets by 2025 improving its position to the fifth. The Indian retail sector is highly fragmented and the unorganised 
sector has around 13 million retail outlets that account for around 95-96% of the total Indian retail industry. However, 
going forward, the organised sector’s growth potential will increase due to globalization, high economic growth, and 
changing lifestyle. Even small towns and cities are witnessing a major shift in consumer lifestyle and preferences, and 
have thus emerged as attractive markets for retailers to expand their presence. Consumer behavior is the study of how 
people buy, what they buy, when they buy and why they buy. It blends elements from psychology, sociology, socio 
psychology, anthropology and economics. It attempts to understand the buyer decision making process, both 
individually and in groups. It studies characteristics of individual consumers such as demographics, psychographics, 
and behavioral variables in an attempt to understand people's wants. 

2. OBJECTIVES 
1. To study the consumer shopping behavior dimensions. 
2. To determine factors affecting consumer buying behaviour towards organized retail. 
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3. LITERATURE REVIEW 
Amitava Roy (2010)1 , in her thesis titled, “Consumer buying behaviour towards organised FMCG retail outlets in 
Ludhiana”, detailed about changing behaviour of consumers from mom n pop stores to organised retail outlets. People 
prefer to buy from such store because variety of products are available under one roof, bulk purchase and comparatively 
low prices, attractive discounts and offers, product merchandising, Ambience and services available. In her studies, it 
was concluded that choice of consumers shifting from traditional to modern retailing because of above factors. 
Ajay  D  Shah  (2009)2 in  the  PhD  thesis  titled “Consumer  behavior  towards shopping malls vis-à-vis Mom and Pop 
shops” done research in western India especially  cities  of  Gujarat.  In  his  research  he  examines  the  experience  of 
consumers towards shopping malls against Local stores.   
Kameshwar Mishra, Abhinav Kumar Shandilya (2012)3 “Study of Customer Preferences to Choose an Organised Retail 
Outlet” - The Study shows that people use to purchase their daily needs in small quantities from the retailers whenever 
required and the retailer keeps a stock on behalf of consumers to meet the demand. With the change in demography and 
preference, the expectations of customers are changing and it is a continuous process. The purchase experience of the 
customers not only evaluate any outlet on the basis of goods available but the evaluation is based on a mix of goods 
available, comfort of purchasing, the quality of time spend in the outlet and many more. The Continuous changing 
customer expectation is resulting in the increasing demand of organized retailing in urban areas. 
Rupesh  Kumar  Tiwari,  Anish  Abraham (2010)4 studied  in  there  paper  entitled “Understanding the consumer 
behavior towards shopping malls in Raipur city” the consumer behavior towards shopping malls, with reference to 
Raipur city. The paper also examines the Mall developers, managers, marketers and operators with the perfect blend of 
necessary acume in terms of various shopping dimensions required to offer the targeted  customers  so  as  to  
operationalize  the  mall  with  utmost  productivity  and performance.   
Sanjev  Verma  (2007)5 studied  Consumer  Preferences  for  Retail  Store  Selection  in Mumbai.  The  study  was  
undertaken  to  understand  the  factors  affecting  consumer preferences  for  retail  store  selection  and  developing  
marketing  strategies  towards meeting  the  needs  and  wants  of  consumers.  This  study  examines  the  linkage 
between consumer preferences and the importance of some salient store attributes.  

4. METHODOLOGY 
The study was conducted in Solapur city, Maharashtra State. Solapur was purposively chosen for the study because it is 
surrounded by many organized retail outlets. Primary data was collected through a structured questionnaire. Convenient 
sampling was used as the sampling technique and a total of 100 responses were collected. A structured pre-tested 
questionnaire was used as the data collection instrument. 
The respondents were asked to answer based on giving a rank to each statement on a 5-point Likert scale basis (5= 
strongly disagree & 1 = strongly agree) factor analysis technique was used to analyze the primary data.  
Exploratory study was done to determine the consumer behavior towards organized retailing the respondents are 
requested to rank the statements on a 5-point Likert scale basis (5= strongly disagree & 1 = strongly agree) 
The data was divided into six heads: personal, social, cultural, economical, psychological and motivational related 
behavioral factor. Factor analysis was done for these six heads to identify the factors that explain the pattern of 
correlation within a set of observed variables. The alpha coefficient of reliability value was 0.799. This indicates that 
the scale is highly reliable.  

5. DISCUSSION/ ANALYSIS 
Trimming a large number of variables to reach at few factors to explain the original data more economically and 
efficiently factors analysis, a widely used multivariate technique in research is used. It is important tool for resolving 
this confusion and identifying factors from an array of seemingly important variables. 
Adequacy of the data is tested on the basis of results the Kaiser-Meyer-Olkin (KMO) measures of sampling adequacy 
and Bartlett’s test of sphericity (homogeneity of variance) provided. The KMO measure of sampling adequacy is 0.799 
(shown in Table- ) which indicates the present data suitable for factor analysis. 
Bartlett's Test of Sphericity tests the hypothesis whether the population correlation matrix is an identity matrix. The 
existence of the identity matrix puts the correctness of the factor analysis under suspicion. Table 1 shows that chi square 
statistic is 3725.533 with 190 degree of freedom. This value is significant at 0.01 level.  
Both the results, KMO statistic and Bartlett's Test of Sphericity indicate an appropriate factor analysis model. 
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Table 5.1: KMO and Bartlett's Test 

 
 

 
Table 5.2: Correlation 

Correlation V1 V2 V3 V4 V5 V6 V7 V8 V9 V10 
 Inexpensive 1.000 .577 .268 .428 .329 .119 .413 .195 .227 .187 

Save money .577 1.00 .158 .305 .349 .050 .351 .137 .179 .129 

Variety .268 .158 1.00 .283 .135 .177 .222 .214 .103 .219 

Class .428 .305 .283 1.00 .497 .309 .331 .287 .329 .234 

Discounts/Offers .329 .349 .135 .497 1.00 .203 .388 .069 .308 .167 

Pick n choice .119 .050 .177 .309 .203 1.00 .376 .169 .184 .203 

Trust .413 .351 .222 .331 .388 .376 1.00 .264 .333 .192 

family shopping .195 .137 .214 .287 .069 .169 .264 1.00 .219 .317 

Impulsive .227 .179 .103 .329 .308 .184 .333 .219 1.00 .231 

Shopping .187 .129 .219 .234 .167 .203 .192 .317 .231 1.00 

social recognisation .266 .230 .174 .250 .296 .174 .402 .081 .264 .245 

Weighted .308 .231 .149 .239 .249 .230 .423 .078 .200 .167 

Status .319 .296 .138 .270 .244 .234 .462 .115 .203 .165 

Lifestyle .278 .269 .077 .230 .204 .145 .266 .079 .182 .141 

Scope .165 .142 .215 .109 .053 .125 .062 .216 .109 .159 

available under one roof .128 .059 .096 .059 .041 .001 .088 .034 .140 .004 

parking facility -.097 -.100 -.120 -.046 -.131 .015 -.067 -.126 -.105 -.109 
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spending time .836 .542 .251 .464 .540 .127 .405 .244 .252 .270 
Quality .211 .138 .130 .123 .168 .019 .177 .055 .207 .014 
Branded range .709 .385 .151 .260 .172 .100 .377 .157 .097 .146 

 
 
 

 
This is goodness of fit coefficient whose value varies between 0 and 1 and we take values over 0.5 to represent a good 
factor analysis. Similarly, Bartlett’s test of sphericity is significant (p <0.001) that explains existence of sufficient 
correlation between the variables to proceed with the analysis (Table 1). The test distributed and it may be accepted 
when it is significant at p < 0.05. 

Table 5.3 :Total Variance Explained 
 

Component 

Initial Eigen values 
Extraction Sums of 
Squared Loadings 

Rotation Sums of Squared 
Loadings 

Total 
% of 
Vari
ance 

Cumulati
ve % 

Total 
% of 

Varian
ce 

Cumulat
ive % 

Total 
% of 

Varian
ce 

Cumulat
ive % 

Inexpensive 5.446 27.23 27.230 5.446 27.230 27.230 3.018 15.090 15.090 
Save money 1.868 9.339 36.569 1.868 9.339 36.569 2.756 13.778 28.869 
Variety 1.561 7.804 44.373 1.561 7.804 44.373 1.999 9.996 38.864 
Class 1.541 7.706 52.080 1.541 7.706 52.080 1.885 9.423 48.288 
Discounts/Offers 1.182 5.909 57.989 1.182 5.909 57.989 1.775 8.873 57.161 
Pick n choice 1.013 5.066 63.055 1.013 5.066 63.055 1.179 5.894 63.055 
Trust .965 4.826 67.881       
family shopping .880 4.398 72.279       

 V11 V12 V13 V14 V15 V16 V17 V18 V19 V20 
Inexpensive .266 .308 .319 .278 .165 .128 -.097 .836 .211 .709 
Save money .230 .231 .296 .269 .142 .059 -.100 .542 .138 .385 
Variety .174 .149 .138 .077 .215 .096 -.120 .251 .130 .151 
Class .250 .239 .270 .230 .109 .059 -.046 .464 .123 .260 
Discounts/Offers .296 .249 .244 .204 .053 .041 -.131 .540 .168 .172 
Pick n choice .174 .230 .234 .145 .125 .001 .015 .127 .019 .100 
Trust .402 .423 .462 .266 .062 .088 -.067 .405 .177 .377 
family shopping .081 .078 .115 .079 .216 .034 -.126 .244 .055 .157 
Impulsive .264 .200 .203 .182 .109 .140 -.105 .252 .207 .097 
Shopping .245 .167 .165 .141 .159 .004 -.109 .270 .014 .146 
social recognisation 1.000 .554 .498 .273 .069 .029 -.041 .297 .100 .280 
Weighted .554 1.00 .628 .417 .021 -.009 .027 .280 .064 .327 
Status .498 .628 1.00 .492 .155 .019 .060 .271 .061 .369 
Lifestyle .273 .417 .492 1.000 .271 -.022 .052 .240 .014 .203 
Scope .069 .021 .155 .271 1.00 .031 -.143 .178 .054 .101 
available under one roof .029 -.009 .019 -.022 .031 1.00 -.053 .113 .723 .058 
Parking facility -.041 .027 .060 .052 -.143 -.053 1.00 -.170 -.028 -.026 
Spending time .297 .280 .271 .240 .178 .113 -.170 1.00 .206 .668 
Quality .100 .064 .061 .014 .054 .723 -.028 .206 1.00 .029 
Branded range .280 .327 .369 .203 .101 .058 -.026 .668 .029 1.00 
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Impulsive .801 4.006 76.285       
Shopping .704 3.519 79.804       
social recognisation .645 3.224 83.028       
Weighted .607 3.037 86.064       
Status .575 2.876 88.940       
Lifestyle .489 2.444 91.384       
Scope .409 2.047 93.431       
available under one 

roof 
.394 1.972 95.404 

      

Parking facility .330 1.650 97.054       
Spending time .275 1.373 98.427       
Quality .204 1.018 99.446       
Branded range .111 .554 100.00       

Extraction Method: Principal Component Analysis. 
Table 5.4 : Component Matrix 

Variables 
Component 

1 2 3 4 5 6 

Inexpensive .764 .202 -.402 -.231 .064 .123 

Save money .605 .111 -.312 -.205 .012 -.156 

Variety .385 .172 .007 .332 .210 .236 

Class .623 .085 -.016 .223 -.327 .073 

Discounts/Offers .581 .085 .003 .019 -.507 -.307 

Pick n choice .368 -.175 .283 .359 -.184 .346 

Trust .687 -.094 .180 .006 -.158 .129 

family shopping .358 .139 -.045 .542 .146 .244 

Impulsive .459 .127 .298 .222 -.247 -.245 

Shopping .395 -.014 .028 .486 .057 .077 

social recognisation .577 -.304 .282 -.100 -.021 -.130 

Weighted .595 -.450 .281 -.213 .066 -.019 

Status .627 -.439 .257 -.188 .204 -.029 

Lifestyle .488 -.362 .130 -.087 .342 -.261 

Scope .269 .066 -.061 .368 .625 -.249 

available under one roof .161 .691 .485 -.265 .185 .073 

Parking facility -.137 -.279 .179 -.312 -.012 .572 

Spending time .785 .242 -.405 -.123 -.077 .010 

Quality .264 .678 .498 -.268 .102 .019 

Branded range .631 -.006 -.415 -.298 .139 .274 
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Extraction Method: Principal Component Analysis. a. 6 components extracted. 

 

Table 5.5 : Rotated Component Matrix 

Variables 
Component 

1 2 3 4 5 6 

Inexpensive .178 .172 .172 .722 .113 .034 

Save money .248 .202 -.009 .612 .040 .186 

Variety .191 .053 .268 -.010 .139 .777 

Class .326 .819 .385 .132 .008 -.080 

Discounts/Offers .297 .160 .003 .361 .014 .860 

Pick n choice -.781 .233 .348 .260 -.038 -.315 

Trust .296 .436 .804 .373 .104 -.188 

family shopping .123 -.032 .702 .054 .006 .108 

Impulsive -.015 .213 .220 .280 .791 .138 

Shopping .056 .125 .372 .183 -.669 .132 

social recognisation .122   .653 .080 .287 .039 -.029 

Weighted .166 .784 .057 .144 -.005 -.139 

Status .198 .820 .110 .055 .014 -.051 

Lifestyle .143 .398 .551 -.016 -.039 .258 

Scope .071 .214 .397 -.220 .951 .040 

available under one roof .049 -.022 .028 .010 .019 .607 

Parking facility -.657 .149 -.040 -.324 .010 -.150 

Spending time .838 .110 .185 .309 .074 .100 

Quality .091 .032 .023 .137 .911 .011 

Branded range .212 .234 .135 -.087 -.017 .818 

 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 20 iterations. 

 
 

Table 5.6: Component Transformation Matrix 
 

Component 1 2 3 4 5 6 
1 .613 .539 .386 .402 .139 .060 
2 .213 -.605 .084 .126 .720 .216 
3 -.646 .425 .081 .171 .570 -.203 
4 -.368 -.232 .765 .195 -.302 .310 
5 .042 .290 .201 -.785 .205 .464 
6 .155 -.159 .460 -.372 .064 -.772 

Extraction Method: Principal Component Analysis.   
Rotation Method: Varimax with Kaiser Normalization.  
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6. RESULT 
Amongst the 20 items 6 components has been extracted. The first components consist of three factors (pick n choice, 
spending time and parking facility) which are related to PERSONAL FACTORS. Second components comprises of 
four factors (class, social recognisation, weightage and status) which are related to SOCIAL FACTORS, similarly third 
components consist of three factors (trust, family shopping and lifestyle) related to CULTURAL FACTORS these three 
components are contributed about 44.373 variations independently. 
 
The fourth components consist of two factors (expensive and save money) which are related to ECONOMICAL 
FACTORS. Fifth components comprises of four factors (impulsive, shopping, scope and quality) which are related to 
PSYCHOLOGICAL FACTORS, similarly sixth  components consist of four factors (variety, discounts/offers, available 
under one roof and branded range) related to MOTIVATIONAL  these three components are contributed about 63.055 
variations independently. 
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