
 

International Journal of Research in Economics and Social Sciences(IJRESS) 
Available online at: http://euroasiapub.org 
Vol. 12 Issue 03 March- 2022 
ISSN: 2249-7382 | Impact Factor: 8.018|   

 (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 
 

 

 
International Journal of Research in Economics & Social Sciences 

      Email:- editorijrim@gmail.com, http://www.euroasiapub.org 
  (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

142 

CONSUMER BUYING BEHAVIOR IN MODERN RETAIL 

MARKETING OUTLETS IN HYDERABAD 

Dr.B.SURENDER.Assistant Professor 

R.G. Kedia College of Commerce, Hyderabad. 

 

Abstract 

The Main objective of this study is to break down the statistic profile of buyers what's more, 

the sorts of purchasing conduct in present day retail outlets and further analyse regardless of 

whether the conduct attributes of customers intercede the connection between deals 

advancement, administration quality, store condition and individual factors, and purchasing 

conduct behaviour, study endeavour to discover the relationship between the factors 

identified with shopper purchasing conduct in present day retail outlets. So as to acquire all 

the above targets, the present investigation utilized study strategy was embraced by utilizing 

survey. Poll was planned as for chosen factors in writing and shared to all the members. 

Thus, the investigation utilized135 customers who purchasing the retail items in picked urban 

communities of Hyderabad local. The investigation utilized markets, hypermarkets and 

shopping centres in two chose urban communities like Hyderabad city of Telangana state, 

The discoveries shows that apparatuses of offers advancement ofDiscount, 

AmountMarkdown, Coupons furthermore, Presentations, administration quality measurement 

individual collaboration, store condition trait structure and style and individual variables 

significantly affected purchaser purchasing conduct in current retail outlets. Concentrating 

on the components is of extraordinary significance as they effect on the purchasing conduct 

of the buyers in the cutting-edge retail outlets, and would empower the retailers to recognize 

their qualities and shortcomings was watched. Thinking about this, study gives barely any 

proposals to retailers. 

Key Words: -Intercede, Apparatuses, Endeavour, Trait structure. 

Introduction 

Consumers are considered as the rational decision makers in the society present day they are 

worried about their personal circumstance. In any case, the components that influences 

consumers in a too wide scope of exercises is named as buyer conduct, for example wide 

scope of utilization exercises separated from obtaining relies upon development of retail 

industry. These exercises include the structure of procurement expectation, data search, the 

demonstration of acquiring and utilization. Consumer buying behaviour is the buying 

behaviour of the ultimate consumers in retail sector. Along these lines, it is the need of 

advertisers need to comprehend the nature of buying behaviour of such consumers   with 

respect to retailing such as choice of brand, time taken for shopping, retail location and 

arrangementof  decisionmaking since this serves to give better support of their buyer as 

increasingly proficient and viable way and likewise backing to charm novel consumers. 

The factors of conventional demographic can't decide highlights of developing retail 

advertises unmistakably since the Consumers in the similar demographic group. Have diverse 

psychographic structure. In this way, present day retail outlets ought to comprehend the effect 

of psychographic factors on consumer behaviour conduct. Considering the above actuality, 

the present study analyses to break down the demographic profile of consumers and the 
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different kinds of purchasing conduct in present day retail outlets. Further the present study 

analyses to discover the relationship between the elements identified with consumer buying 

behaviour in present day retail outlets. Consumer Behaviour is the study of how individuals, 

groups and organizations select, purchase, use and dispose of goods and services to satisfy 

their needs and wants. It refers to the activities and the decision processes of people who 

purchase goods and services for personal consumption. 

Statement of The Problem 

These days customers have a more assortment of decisions particularly obtaining service and 

they don't have a legitimate decision. The current situation in present day retail, the 

Consumer has no restriction in buying items particularly retail outlets items, they engaged 

with dedicated and furthermore spend more cash on purchasing different items. It is 

interesting to realize that a conventional society like our own has changed tremendously in 

the previous barely any decades. It is not able that international foods clothing, garments, 

style product, devices are being dumped in India in incredible amounts. Subsequently, there 

is a quick change in food style, clothing life style etc. 

Review of Literature 

Kaur (2007) enlightened the important dimensions of motivation for the youth when they 

shop. The results reveal that young consumers, interestingly, lend to shop not from a 

utilitarian perspective but from a hedonistic perspective. Their key indulgence includes 

getting product ideas or meeting friends. They also view shopping as a means of diversion to 

alleviate depression or break the monotony of daily routine. In addition to this, they also go 

shopping to have fun or just browse through the outlets. 

Minten and Reardon (2008) in their study identified that; in the early stages of penetration 

of modern retail in developing countries, prices offered in modern are generally equal or 

higher (compared to traditional retail prices) for processed foods and significantly higher for 

fresh foods, especially produce. For example, Ho (2006) illustrates this aspect for Hong 

Kong, i.e. in the intermediate stages, processed food is cheaper in supermarkets but the 

results for fresh food are mixed (tending toward only a few mass produce items being 

cheaper but many others being more expensive in modern retail).  

Deepika (2012)observed that consumers prefer modern retail formats due to its significant 

product attributes like improved quality, variety of brands and assortment of merchandise and 

store attributes like parking facility, trained sales personnel and complete security. The major 

results of the study depict that consumers prefer malls and specialty store to purchase various 

shopping goods like clothing, footwear and Jewellery. Further the results highlight that the 

modern retail formats are extremely preferred by young consumer. 

Ramakrishna (2012) investigated the influence of demo-graphic and store dynamics of 

consumers on choice of organized apparel retail formats. This study emphasised on 

understand the attributes which influence the apparel buyer decisions by correlating the 

distinct store features as perceived by respondents with the true motivations of various 

consumers in purchasing and patronising of organized outlets. The results further prove that 

the apparel consumers’ buying behaviour is mostly influenced by the attributes like style > 

value > diversity > demand > credibility > concern > referral groups. 
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Kamala Devi (2009), a retailer must focus on the customer’s buying experience to attain the 

competitive edge. To manage a customer’s experience, retailers should understand 

customers’ experience. The study identified that customer satisfaction is not up to the mark. 

Objectives of The Study 

The main objective of the study is to analyse the factors influencing consumer buying 

behaviour in Retail Outlets especially in Hyderabad market. On the basis of this overall 

objective the sub objective, of the study are as follows.  

1. To study the demographic profile for analysing the buying behaviour of consumers in 

Hyderabad. 

2. To study the availability of Modern retail marketing out lets information and its influence 

on consumer buying behaviour in Hyderabad. 

Hypotheses of The Study 

 H1There is a significant relationship between demographic variables (gender, Age group) 

and selection of a Modern Retail market outlets.  

Research Methodology 

To conduct the study in a comprehensive way, the following methodology is used. 

Sampling Procedure and size to conduct comprehensive research, this study uses stratified 

random sampling for the selection of geographical locations in Hyderabad Market out lets 

and it covers only135 respondents using simple random sampling technique. The data 

provided by135 respondents, have been examined with a great depth to understand the 

consumer buying behaviour modern retail marketing outlets in Hyderabad and to evaluate the 

decision variable for selecting a particular modern retail market outlet. The schedules were 

administered personally by the researcher to the respondents. An interview schedule to gather 

information on the topic from the retailers was also used to collect insights of the subject 

matter. Documents on the subject from the above sources were also reviewed. 

Results And Discussion 

Gender 

Table 1 

 

 

 

  

 

The above table represents that out of 135 respondents 65.19 were males and 34.81 were 

female. 

Gender Frequency Percent 

Male 87 65.19 

Female 47 34.81 

Total 135 100 
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AGE 

Table 2 

Age Frequency Percentage 

Up to 20 years 11 8.15 

21 to 40 22 16.30 

Above 40 102 75.56 

total 135 100 

    The above table represents reveals that 8.15 of the respondents were in the age group up to 

20 years.16.30% of the respondents belong to age group of 21 to 40 years and 75.56% are 

above the age of above 40 years. Factors influencing Consumer Buying Behaviour in Modern 

Retail Marketing Outlets in Hyderabad. 

ANOVA-age and consumer buying behaviour in modern retail marketing outlets. 

 Sum of 

square 

df Mean 

Square 

F Sig 

Between 

groups with 

in groups 

total 

5.28 

 

46.38 

 

51.66 

3 

 

131 

 

134 

1.76 

 

.35 

4.97 .003 

In order to find out the significant difference between age and consumer buying behaviour in 

modern retail marketing outlets based on latest trends. Analysis of variance test is used the 

above table reveals that there the hypothesis stating that there is no significance difference 

between age group consumer buying behaviour in modern retail marketing outlets. Based on 

rejected at 5% level of significance .it was concluded that there is a significance consumer 

buying behaviour in modern retail marketing outlets based on recent trends (f (3,131) =4.97, 

p=003) This present research contains the customers who buy items at the composed and 

sloppy retail locations in the chose region. The size of the example was 135 respondents. 

These examples were warily chosen by the analyst among the individuals who buy things in 

the investigation territory. Both essential and auxiliary information were utilized in the 

investigation for examination. For gathering essential information, the field review procedure 

was utilized. A well-structured poll was utilized to gather the essential information. Since the 

examination covers a universe with unbounded populace (i.e. number of shoppers visiting the 

retail location is obscure) the test size is determined through the pilot review.A pilot study 

was directed among 135customers to get the estimation of standard deviation. At that point 

with 95% of certainty level the example size is determined. To, compute the example size for 

a populace, the accompanying equation is utilized. 

Conclusion 

The study examines the shopping for behaviour of retail outlets marketing inIndia 

significantly within the area of Hyderabad Telangana state. The study has been cantered on 
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demographic factors of consumers buying behaviour, and their preferences towards store 

choice, product attributes, price, place, promotion and repair Whereas buying of retail 

merchandise in shops. The present findings of the Study established to know client behaviour 

towards selection of sales outlet to get the things supported product, price, promotion place 

attributes and with the support of educational literature review for the last ten years 

tentatively The retail shoppers don't have any objection to get either from organized or from 

unorganized retail stores, supported scenario demand, convenience of store location and also 

the product selection and its options. It means the retail client have cross looking expertise 

within the research area. 
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