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Abstract: The retail industry of India is growingtdastest pace and it stands fourth in world ret&ildustry. The Indian Retalil
Industry is slowly & gradually inching its way towds becoming the next largest and booming industigross the world. At
this point in time the Indian retail market is comantly increasing; on the ground that purchasing p@r of middle class
families is rising. Having increased total incomend changes in tastes and preferences towards modetail markets, the
purchasing power of customer has increased to lamgeent. The results of the study reveals that ttigstomers perceive
reasonable satisfaction with supermarkets and hayiow satisfaction with facilities like children ply area, adequate dressing
rooms, parking facility and also charge reasonalgece and exchange of products. Hence, the retaidrould understand the
various factors influencing customers’ satisfactidor converting the impulse buying to compulsiveying.
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l. INTRODUCTION

The economic growth and development of the couigrynostly depending on its retail industry. For thevelopment of
Organized Retail in India numerous factors likeetdd economic policies, increased per capita ingoso@nd infrastructure
facilities, increased consumerism, marketing stjiate etc. are responsible. With the entrance of pkyers in the industry,
Indian retail industry is growing and fast paceusitly today.

According to a report published by economic tim€sfisumer and investor sentiment have seen an upscthe pro-reform
government under Prime Minister Narendra Modi setson an ambitious goal of improving its Ease ofriy Business ranking
from 142nd to 50th in the next two years.”

The Indian retail industry has emerged as one ®fntlost dynamic and fast-paced industries due t@ilwy of several new
players. It accounts for over 10 per cent of thenty’s Gross Domestic Product (GDP) and arounéi8cgnt of the employment.
India is the world’s fifth-largest global destir@tiin the retail space.

The Boston Consulting Group and Retailers Assamiatif India published a report titled, ‘Retail 20Retrospect, Reinvent,
Rewrite’, highlighting that India’s retail market expected to nearly double to US$ 1 trillion by2@Grom US$ 600 billion in
2015, driven by income growth, urbanisation anduatinal shifts. The report adds that while the ralleretail market is expected
to grow at 12 per cent per annum, modern trade dvexgphand twice as fast at 20 per cent per annuntradiional trade at 10 per
cent.

Retail spending in the top seven Indian cities amedito Rs 3.58 trillion (US$ 57.6 billion), witlrganised retail penetration
at 19 per cent as of 2014. Online retail is expkttebe at par with the physical stores in the fieetyears. India is expected to
become the world’'s fastest growing e-commerce ntakéven by robust investment in the sector anpidancrease in the
number of internet users. India’s e-commerce maskestimated to expand to over US$ 100 billior2B20 from US$ 3.5 billion
in 2014.

Indian consumer now prefers modern retail formatsshopping as it provides more value in form opioved quality, better
shopping environment, entertainment facilities, e or trial rooms for clothing products, returrdaexchange policies and
attractive pricing. Customers are switching notyowithin formats but also across formats. There idrastic change in the
consumer spending patterns due to the contributioseveral demographic factors namely rapid incarawth, increasing
urbanization, growing young population, higher leg€ education etc., Consumer spending has raisatdoly as the younger
population has seen a significant increase inifisatable income.

1. PROBLEM STATEMENT

Gaining profit is sole objective of every businesds but not at the cost of customers. Satisfgimgtomers should be the main
objective of every business. Customer satisfagsahe major parameter in knowing the success taflretore; hence it is most
important to measure it and to find the factordumficing the customer satisfaction. The purchasgésides are affected by
numerous factors. Customer satisfaction is moreptexmand even more important for retailers todantn past. In India, there
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is a need to go in for a study to identify the facaf modern retail formats that attract consumgrshop from the formats like
malls, specialty stores, hyper or supermarketgodist stores, convenience stores and departmemssidiich this study tries to
cover. Hence, the main objective of the study ianalyze customer satisfaction with supermarkefshimedabad City of Gujarat
State.

M. RESEARCH M ETHODOLOGY

This research study analyzes the customer satisfidetvel and factors influencing it in supermagkefo undertake this study
survey method has been used. The study was cowldincie Ahmedabad City of Gujarat State. Theresaeen areas of the city
is selected.. A sample of 25 customers from eaeh, aonstituting 175 sample customers is selectezhalyze the customer
satisfaction in supermarkets. Convenience sampliaig used for the purpose of the survey, and angssample was taken to
measure customers’ satisfaction. The instrument,use five-point Likert scales, representing rgeaof attitudes from 1- highly
dissatisfied to 5- highly satisfied to measureléwel of satisfaction.

V. CUSTOMER SATISFACTION

The variables like better quality, range of branalssortment of merchandise, reasonable price, paipplay of products,
warrantee of products, Bundling offers, easy abditg of products, proper packaging, exchange liizges, parking facility,
trained Sales personnel, complete Security, chilghay area, nice in-store promotions, convenidmpping hours, adequate
dressing rooms, cleanliness of store, pleasanteamobiand better location have identified to analyzetomer satisfaction in
supermarkets. The overall mean score of the custeatisfaction is shown in table-1.

Table-1
Mean Score for Customer Satisfaction
S.No Attributes Mean Score Mean Score (%)

01 Improved quality 3.14 62.80
02 Variety of brands 4.19 83.80
03 Assortment of merchandise 3.56 71.20
04 Reasonable price 1.98 39.60
05 Proper display of products 4.01 80.20
06 Warrantee of products 2.12 4240
07 Bundling offers 1.53 30.60
08 Easy Availability of products 3.47 69.40
09 Proper packaging 2.97 5940
10 Exchange facilities 1.09 21.80
11 Good Parking facility 1.57 3140
12 Trained Sales personnel 2.07 4140
13 Complete Security 2.99 59.80
14 Children play area 1.03 20.60
15 Nice in-store promotions 3.43 68.60
16 Convenient shopping hours 3.98 79.60
17 Adequate dressing rooms 1.07 2140
18 Cleanliness of store 2.32 46.40
19 Pleasant ambience 2.85 57.00
20 Better location 3.28 65.60

Overall (N=175) 52.65 52.65

Source: Primary Data

Interpretations:

The above table-1 shows that the average mean dgeoieed by all the sample respondents for custosagisfaction was
52.65%. Low mean score found for Adequate dressiogns, Children play area, Good parking facilitkcBange facilities,
Bundling offers, Trained sales person, Warrantegroflucts & Reasonable price. It entails that tegpondents have low
satisfaction with these parameters in the superatsrin the study area. Though, the overall meamesderived by the
respondents indicates that they have moderatdagdios in the supermarkets.
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V. CUSTOMER SATISFACTION LEVEL

The satisfaction level of customers after buyirapfrsupermarkets has been checked to find out daresl picture regarding
their overall satisfaction in the supermarkets. Thetomer satisfaction level in the supermarketsniderstood to be normally
distributed. The satisfaction level is divided intwee categories, which are below average, avemagdeabove average levels,
which have been defined as Low, Medium and Higkelle¥ satisfaction respectively. The lower and ugdpeits of average level
have been calculated as lower limit of averagelleviglean — 1 standard deviation and upper limiteérage level = mean + 1
standard deviation. The overall level of satisfattexperienced by the respondents in the supertsarkéhe study area is shown
in table-2.

Table-2
Overall Satisfaction Level
SNo Level of satisfaction No. of Respondents Percentage
01 Low (Mean score < 32.01) 52 29 71
02 Medimum (Mean score 32.02-73.02) 98 56.00
03 High (Mean score > 73.3 ) 25 1429
Total 175 100.00

Source: Primary data

Interpretations:

The above table-2 reveals that about 56% of thporetents are moderately satisfied followed by ne&0% of the
respondents having low satisfaction and 14% ofréspondents perceived high level of overall sattgfa with supermarkets.
Therefore, it can be inferred from the table thatd¢ustomers perceive moderate satisfaction witkrsnarkets in the study area.

VI. ANOVA TEST

To examine whether there is significant differebe¢éween demographic variables such as sex, agéahsatus, educational
gualifications, occupation, income, residentialaaeend number of dependents and level of satisfactfahe respondents with
supermarkets in the study area, a null hypothsdimimed and tested with the help of ANOVA test.

Null hypothesis:
There is no significant difference between demogi@prariables (sex, age, marital status, educatianelifications,
occupation, residential area, income and numbdepéndents) and level of satisfaction with Supekatar The result is given in

table-3.

Table- 3
ANOVA Test
Variable Sum of Df | Mean square F Result
Squares
Sex and level of Between groups 3679 2 1839 .50 Not significant
perception Within groups 3643 3 1214 .33 1.51
Total 7322 5
Apge and level of Between groups 18395 2 91975 Not significant
perception Within groups 3458.5 9 606.50 1.52
Total 7298 11
Educational Between groups 1839 5 2 91975 Not significant
qualification  and Within groups 87705 9 974 50 0.04
level of perception Total 10610 11
Occupation  and Between groups 1839 5 2 91975 Not significant
level of perception Within groups 71525 9 794.72 1.16
Total 8992 11
Income and level Between groups 2452 .66 2 122633 Not significant
of perception
Within groups 324533 6 340 89 227
Total 3698.00 8
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Interpretations:

The above table-3 shows that there is no significkiiference between gender and customer satiefactige and customer
satisfaction, educational qualification and custosatisfaction, occupation and customer satisfacdind income and customer
satisfaction with supermarkets, which means thataththe customers perceive similar satisfactidti the supermarkets in the
study area.

VII. SUGGESTIONS

The supermarkets in the study area can take fallpwactions to increase customers’ satisfaction.

Supermarkets should adopt the efficient inventognagement system so that customers can find theharedise
available at the time of requirement and profitatalstomers can be retained.

Personnel of supermarkets should be trained tol&ahd customers’ concerns and complaints effelgtive
Employees of supermarkets should have sufficient@dge about products available in store with eespo weight,
price etc.

Availability of physical facilities should be impved

Retail outlets should try to perform error freevimzs

The supermarket should arrange children play adaguate dressing rooms, good parking facility alsd charge
reasonable price and exchange facilities to itsornesrs.

'8y 33

VIII. CONCLUSION

The retail sector has played a significant roletighout the world in increasing productivity of samer goods and services.
There is no denying the fact that most of the dgwedl economies are very much relying on their Iretitor as a locomotive of
growth. The India Retail Industry is the largestoag all the industries, accounting for over 10 gamt of the country’s GDP and
around 8 per cent of the employment. The resultghef study reveals that the customers are modgratdisfied with
supermarkets and perceive low satisfaction witHdebin play area, adequate dressing rooms, goodngafécility and also
charge reasonable price and exchange facilitiescélahe retailers should understand the diffefiatiors influencing customers’
satisfaction for converting the impulse buying tompulsive buying.
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