
         IICMR Research Journal I4,Vol.11-Issue 2,April  2017,ISSN No.0975 2757,SJIF 2016: 4.8 

 

 

Inclination of People towards Retail Store Patronage: A study Page 19 
 

Inclination of People towards Retail  

Store Patronage: A study 

 
Dr. Jitendra K. Sharma

1 
 

 
ABSTRACT 

 
 Retail movement has been on full swing in India. The 

competition is more intense now with more players in the 

market. The retail wave which has entered from Tier I cities to 

Tier II is now making inroads in Tier III cities of India. Every 

store wants to attract more footfalls leading to sales. Due to 

more competition among stores and from online formats, store 

patronage is now becoming difficult. In this regard, it 

becomes imperative to study the demographic factors causing 

store patronage in this regard. The study highlights 

inclination of people with various educational qualifications 

towards store patronage in Indore. With selected respondents 

visiting organized retail stores, primary data was collected by 

using questionnaire. Data analysis reveals that education has 

much to impact in terms of store patronage.   

 

Keywords :Store Patronage, Retail, Education, Demographic, 

Qualification 
  

I. INTRODUCTION 

Shopping Center/ Mall: According to International 

Council of Shopping Centers, „A shopping centre is a 

group of retail and other commercial establishments that 

are planned, developed, owned and managed as a single 

property‟. It further states that malls, one of the two 

configurations of the shopping centre, are typically 

enclosed, with climate controlled walkways and parking 

in the outlaying areas (Levy and Weitz, 2007).   

The segments where growth opportunity is higher in 

terms of retail include clothing, fashion accessories, 

jewelry, watches, footwear, health, beauty care,  

consumer durables, home appliances, mobiles, 

furnishings, utensils, furniture, food, grocery, catering, 

books, music, gifts, entertainment etc. The maximum 

contribution is generated by food segment, which adds 

to 62 percent of the total value; followed by fashion and 

fashion accessories, contributing 16 percent.  

India‟s rural and semi-urban markets offer immense 

opportunity for Retail sector. Rural retailing is also  

poised for manifold growth in India. With several states 

in the country permitting retailers to purchase  

Agriculture produce directly from farmers; the farmers 

are getting new opportunity to cultivate assigned crops  

and take special care of the same. Corporate giants like 

ITC, Godrej, Reliance, Birla, Mahindra & Mahindra and 

many others have already established the farm linkages.  

 

From Tier I cities, the retail revolution has entered to 

Tier II and III cities of India. Looking at the retail 

prospects and development in Tier II and Tier III cities, 

it can be said that the road to development in retail goes 

through these cities. An industry estimate shows that 35 

per cent of the total retail space being developed in India 

is located in 50 such cities. Further, in smaller towns the 

organized retail is growing at 50–60 per cent rate per 

annum as compared to 35 to 40 per cent in metros and 

Tier I cities.  

 

Organized retailing in the form of shopping malls is here 

to develop tremendously in India. Malls are 

transforming the landscape of Indian retailing and 

consumers‟ attitudes towards shopping (Khare and 

Sapna, 2010). The evolution of retail sector was being 

witnessed at various levels and Indians were learning to 

play different roles as businessmen and consumers. In 

India, retail revolution came little later than the 

developed nations. However, in last decade, it has 

witnessed exponential growth.  

 

The size of Indian Retail market is currently estimated at 

Rs. 704 crores which accounts for less than 5 percent of 

the total retail market. The Indian retail industry will 

gain greater worth as the market becomes more and 

more organized. Due to demand among the customers, 

the retail sector in the small towns and cities will 

increase by 50 to 60 percent within five years. Growth in 

real estate sector is also adding to the retail sector and 

thus it becomes a strong feature for the future.  The 

figure shows new avenues and prospects in the retail 
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sector. As the major cities have made the present retail 

scenario pleasant, the future of the Indian retail lies in 

the semi-urban and rural regions. Consumers in urban 

India want their entire needs to be met in one outlet and 

this has given rise to the growth of organized sector- 

supermarkets and malls (Havaldar and Cavale, 2007). 

Catering to these consumers will surely bring business to 

retail brands. However, companies need to be highly 

specific while dealing with customers of other cities 

because generally, the spending capacity of people in 

these cities is lesser and these customers think well 

before purchasing. A company has to get prepared well 

and be flexible with their product and services to tap into 

the mind of the consumers with different likes and 

dislikes along with differing budgets. Focusing on 

developing each market separately can facilitate.   

 

However despite such positive factors, there are 

challenges we well, which the industry faces. 

Regulations and local legislation along with real estate 

purchase restrictions bring up a set of challenges. Lack 

of integrated supply chain and management along with 

lack of trained workforce is another challenge before 

store people. A company that plans to enter Indian 

market at this time can definitely look forward to great 

business if it analyzes and puts efforts on all parameters. 

The Indian consumer is increasingly focusing on value, 

convenience, variety and a better shopping experience 

(Gupta and Randhawa, 2008). With appropriate planning 

and timely Implementation along with a media 

campaign that touches Indian consumers; any brand can 

go ahead in the Indian Retail Revolution. 

II. LITERATURE REVIEW 

 

Summers et al. (1992) studied fashion and shopping 

perceptions, demographics and store patronage. Data 

was collected from urban and rural female customers to 

determine if the psychographic dimension of perceptions 

of fashion and perceptions of apparel shopping was 

related to store patronage as well as to demographic 

characteristics. An analysis of variance revealed that 

rural and urban consumers held similar perceptions of 

fashion and of apparel shopping as measured by the 

factors. Significant differences in the factor scores that 

measured perceptions of fashion and of apparel 

shopping were noted in analysis of variance with type of 

stores patronized, shopping locales favored, time spent 

shopping for apparel for self and family, ethnicity, age, 

marital status, education, work status, and total family 

income.   

Moye and Kincade (2003) studied shopping orientation 

segments and explored the differences in store patronage 

and attitudes toward retail store environments among 

female apparel consumers. The purpose of study was to 

identify shopping orientation segments for US female 

consumers. The sample included 151 women, aged 

18 years and over. The authors examined differences in 

the segments relative to store patronage preferences (i.e. 

department, discount, specialty), attitude toward the 

environment of the store selected as first choice when 

shopping for a specific apparel item (i.e. a dress), and 

demographic characteristics. Cluster analysis revealed 

that shopping segments described the female consumers.   

 

Carpenter (2008) studied demographics and patronage 

motives of supercenter shoppers in the United States. 

The author provided an updated, general understanding 

of supercenter shopping behavior. The author used a 

sample generated from Retail Forward panel data to 

assess the impact of demographic variables, including 

gender, age, ethnicity, education, income, marital status, 

and household size, on supercenter shopping frequency 

across various product categories. Descriptive and 

inferential statistical techniques are used to evaluate the 

data. The paper identifies demographic groups who 

frequent supercenters and examines patronage motives 

as drivers of supercenter shopping behavior.  

 

Hemalatha and Najma (2013) in a study examined the 

influence of different store attributes such as customer 

service, price, salesman response, convenient payment 

and delivery and merchandise on store patronage 

behaviour. The retailing landscape is changing 

dramatically. India is the ninth-largest retail market in 

the world. It is expected to grow further in the coming 

years. In this study, a total of 156 shoppers were 

surveyed in different Indian cities. The authors have 

constructed a multiple regression model on store 

patronage behaviour.  

 

Bhattacharya and Dey (2014) studied the patronage 

behavior of customers towards traditional and organized 

retailers in India. Primary data were collected from 

visitors of organized and unorganized outlets. The study 

results provide useful information about Indian 

customers‟ store patronage determinants while 

developing marketing strategies. Understanding of 

patronage behavior would help modern retailers to focus 

and strengthen the elements of their retail offerings. The 

authors found that value for money, product availability; 
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store ambience and display of merchandize are 

considered to be better in case of organized sector while 

trust and loyalty are higher for unorganized sector.   

 

Basu et al. (2014) have explored the store choice 

behaviour of Indian apparel shoppers and tried to 

analyze the factors influencing their choice of retail 

formats from an emerging market perspective. The 

research drew on a data set of 336 structured 

questionnaires with adult urban Indian respondents to 

understand their perceptions about organized and 

unorganized apparel store formats. The analysis revealed 

well-defined store attributes influencing the apparel 

shoppers‟ decision. The study established that the 

shoppers‟ perception of single-brand stores is still going 

through a formative phase.  

 

Das (2014) explored the influences of store attributes 

on store personality dimensions across different 

consumer segments in India. Subsequently, the study 

examines impact of store personality dimensions on 

consumer store choice behaviour. A mall-intercept 

survey was undertaken using a systematic sampling of 

department store shoppers of age 18 years and above in 

Kolkata. Multiple regression analysis has been used by 

the author to examine the objectives of this study. The 

study has revealed that different sets of store attributes 

have positive impact upon various store personality 

dimensions differently across the segments.   

 

To describe the loyalty dimensions on the basis of store 

loyalty typology, Sundararaj and Jayanthi (2016) 

conducted a study in Tamil Nadu. Primary data was 

collected from 400 respondents through questionnaire 

and analysis of variance was used. Store loyalty 

dimensions were measured against loyalty cluster. It was 

found that true and spurious loyalty customers possess 

significantly high level of behavior intention towards 

their store whereas true and latent loyalist shows their 

significantly greater attitude towards attitudinal 

dimensions like strength of preference, advocacy and 

altruistic attitudes on their store.   

  

III. RESEARCH METHODOLOGY 

 

The research was done to study the tendency of people 

with different educational background towards 

organized retail store patronage in Indore city.  Universe 

and Sample Size: The universe included young shoppers 

in Indore, who are regular visitors of retail retails stores. 

Indore is known as the business capital of M.P. Situated 

in western Madhya Pradesh, the city has been well 

connected with airways, roadways and railways. With a 

population of more than 18 lakhs, it is considered as the 

most developed city of Madhya Pradesh. Maximum 

numbers of retail stores of all forms are located in 

Indore. With presence of national level multi-brand 

retail outlets like- Shoppers‟ Stop, More Mega Store, 

Reliance Fresh, Big Bazar, Westside, D mart etc. along 

with few local but highly successful players like Pakiza, 

the competition is intense in Indore. Adding to the mall 

culture, the scene is very attractive for buyers specially.   

 

Sampling: The sampling method applied was non-

probability judgement sampling method, also known as 

purposive sampling. In this sampling, the researcher 

picks a sample from the population, which he/she 

considers a representative of the population. All 

elements of the population are not having equal 

opportunity to get included in the sample. Judgement of 

the researcher becomes major factor.   

 

Among the youth shopping in retail stores in Indore city, 

there were 719 respondents, who were selected for the 

purpose of primary data collection. These were the 

inhabitants of Indore or outside; in the age group of upto 

35 years, who have been the regular shoppers of 8 major 

stores in Indore city (i.e. More Mega Store, Reliance 

Fresh, Vishal Mega Mart, D-Mart, Easyday, Apporti, 

Pakiza and Pick & Move). Data collection was done in 

the particular store only. These respondents tend to offer 

patronage to that specific store. First time shoppers were 

not included in the survey. Cash and carry format stores 

were excluded from the study.   

 

There was no equal representation of respondents in 

terms of demographic variables. However, gender, age, 

marital status, qualification, occupation and monthly 

family income had a major role in data analysis. There 

were 725 respondents selected from Indore, out of which 

721 gave response in the form of filled questionnaire. 

Due to insufficient and ambiguous information, 4 

responses were not included in the study. Finally, a 

sample of 719 was included in the study. 

 

The first part of questionnaire contained important 

information about the response in terms of gender, age, 

marital status, qualification, occupation, monthly family 

income, average frequency of visit to store, average 

billing per visit etc. This section was highly useful in 
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getting vital information about the demography of 

respondents. The main part was divided into Part I and 

Part II, where first part was pertaining to Customer 

image. Here, Malhotra Scale (N. K. Malhotra, 1981) 

having 15 attributes of self-concept was used and the 

respondents were asked to judge themselves in terms of 

self-concept from among the opposite adjectives (i.e. 

formal and informal). Part II was divided into two parts: 

Part A and B, where first part was related to Branding of 

retail outlet having four closed ended questions 

pertaining to store reputation; brands; class of customers 

and advertisement. Second part was pertaining to Store 

patronage having 20 factors affecting store patronage 

(i.e. ambience, cleanliness etc.), where respondents were 

asked to rank from among the options ranging from 

excellent, very good, good, fair and poor.   

Hypothesis: There is no significant difference in store 

patronage for respondents of different qualifications.  
Data analysis tools: Correlation and Anova [Analysis of 

variance] were applied for testing hypothesis.   

 

IV. ANALYSIS AND DISCUSSIONS 

 

The reasons why consumers shop and make purchases at 

certain retail stores are referred to as patronage motives 

(Michman et al., 2003). Store Patronage is defined as 

how individuals choose an outlet for shopping. In other 

words, if you give a store or business your support 

(financial or otherwise) as a customer, you are giving 

them your patronage. Store patronage is highly 

influenced by frequency of shopping; therefore the 

notion applies that more frequent visits to a particular 

store is a sign of greater share of the household expenses 

at this store. 

 

The following table talks about the correlation between 

store patronage & education level. The correlation is of 

moderate degree. The significance value is greater than 

.05, so the hypothesis is rejected. It can be found that 

qualification level makes significant difference on the 

responses towards the variables of store patronage.    
 

TABLE I 

CORRELATIONS BETWEEN STORE PATRONAGE & EDUCATION 

LEVEL 

 

 

 
Store 

Patronage 
Qualification  

Pearson Store 1.000 .036 

Correlation Patronage 

Qualification .036 1.000 

Sig. (1-

tailed) 

Store 

Patronage 

  .167 

Qualification .167   

N 

Store 

Patronage 

719 719 

Qualification 719 719 

 

The ANOVA table depicts the value of regression & 

residual with the significance value. The value of 

regression is too less & the difference between the 

regression & residual is higher. The results suggest that 

qualification level is not able to explain the variations in 

the responses given for the variables of store patronage. 

The significance value is greater than .05 which rejects 

the hypothesis. Hence the qualifications of the 

respondents do make variations in the opinion of 

respondents towards the store patronage.  
 

TABLE III 

ANOVA VALUES FOR STORE PATRONAGE ON THE 

BASIS OF QUALIFICATION 

 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regressio

n 
.331 1 .331 .938 .333 

Residual 
252.726 

71

7 
.352 

  

Total 
253.057 

71

8    

a. Dependent Variable: Store Patronage 

b. Predictors: (Constant), Age 

 

 

V. CONCLUSIONS AND SUGGESTIONS  

 

The study leaves suggestions for store managers. It is 

now comparatively difficult to get patronage from 

customers due to availability of much choice for the 

customers. In a typical shopping mall, one can find any 

particular product being sold at different price tags. The 

customers would go to the store, which offers the least 

price. With diminishing loyalty, store managers have to 

keep updated with the changing customer requirements. 

They have to ensure that every walk-in must get 

converted into sales. First objective is to generate sales 

from customer and further, make him or her loyal 

customer, who will patronize the store. A better 
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understanding of youth psyche would surely help store 

managers.  

 

Store managers have to understand the ever-dynamic 

demographic profiles of the customers as the results of 

data analysis show that people with different educational 

qualifications have different view in terms of store 

patronage. People with higher educational qualifications 

tend to offer more patronage. The dynamism of 

demography can not be underestimated. Therefore, it 

becomes imperative to take care of every customer 

irrespective of the purchase amount spent by him or her. 

Education is very important variable in this context. 

Brand awareness is directly proportionate to education. 

When the customer is more qualified, he or she tends to 

be more brand-conscious. They will spend extra penny 

for the reputed brand. The study also has vital 

implications for the managers in the wake of serious 

threats offered by Online shopping models because there 

are numerous companies like Flipkart, Snapdeal, 

Amazon, Myntra, Yepme, Jabong, Zivame, Voonik etc., 

which are making big money in India through online 

mode by targeting the youth. With such online models, 

the traditional brick-and-mortar model is having 

immense challenges to face at present and in future.  

 

However, with challenges, opportunities are also there. 

In Indore, the online shopping is still lagging behind in 

comparison with brick-and-mortar retail outlets. 

However, the online boom is about to create more 

customers due to the inherent characteristics like- low 

price, easy replacement etc. It is expected that if store 

managers take care of such aspects, patrons would be 

more in number. Such implications are applicable to all 

retail store formats including single category retail 

outlets (i.e. garment only); as well as multi-category 

retail outlets (i.e. garments, grocery, electronics, 

furnishings etc.). All it needs is a better understanding of 

the customers‟ needs and offering best proposition in 

terms of „value-for-money‟ for the customers.   

  

VI. LIMITATION AND SCOPE OF STUDY 

 

Only one city was chosen to study store patronage 

patterns, which may not represent the entire population 

of urban youth in state. There may be a chance of 

biasness in some cases while selecting the respondents. 

There may be some possibilities of showing extremity 

bias by the respondents. There may be time limitation 

factor with the respondents. There may be some 

probabilities of biasness or prejudice from respondents 

in filling up the questionnaires. The study was confined 

to urban youth respondents in Indore city. The findings 

of this research may not be generalized for other places.  

Scope of Study 

 This study has been undertaken with respect to explore 

customer image and store patronage in retail stores in 

Indore. Young customers of 8 stores in Indore were 

taken into consideration for primary data collection. For 

researchers, this study can be useful in many ways. 

Further research studies can be done on large sample 

size and more stores can be considered. More cities can 

be included based on Tier classification (i.e. Tier I, II 

and III cities). Store patronage preferences between 

metro Vs non-metro customers can be studied. Further 

research work can also be performed with respect to 

comparison of patronage trends among brick-and-mortar 

model retail stores and online stores like- Flipkart, 

Snapdeal etc. Finally, demographic variables can be 

explored more in further studies.  
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