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ABSTRACT  

 Retailing is an activity which is directly related to the sale of goods and services to 
the intended consumer for their personal use. Retailer‟s business is normally local in 
character and they sell goods in small quantity to satisfy the unlimited wants of the 
consumers. A retailer is the last middlemen in the channel of distribution, from the 
manufacturer to the ultimate consumer. Retailing has now become an important activity in 
all modern societies. Retailers are the persons who are directly linked with the consumers, 
and therefore able to know the actual pulse of the market and able to identify strategies that 
are vital for the success of business. Thus, in this study a serious attempt has been made to 
know the effectiveness of retail marketing special reference to Chavakkad Taluk of Thrissur 
district. By adopting convenient sampling, feedback obtained from 50 respondents.  The 
collected data are analyzed using statistical tools and techniques such as percentage, mean, 
standard deviation and ranking method.  Results of the study discloses that most of the 
customers are highly satisfied with location of the store, Appearance of layout, Competence 
of sales person and prompt service of the sales person. Majority of the respondents are 
highly satisfied with the overall performance of their store.  Defective good is the top 
priority factor based on problem faced with the supplier. Quality variation and delay in 
supply are other major problems. 
Key Words: Retailing, retail marketing, channels of distribution, consumers.  
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I. INTRODUCTION 

Retailing is an activity which is directly related to the sale of goods and services to 
the intended consumer for their personal use. Retailer‟s business is normally local in 
character and they sell goods in small quantity to satisfy the unlimited wants of the 
consumers. A retailer is the last middlemen in the channel of distribution, from the 
manufacturer to the ultimate consumer. Retailing has now become an important activity in 
all modern societies. Retailers are the persons who are directly linked with the consumers, 
and therefore able to know the actual pulse of the market and able to identify strategies that 
are vital for the success of business. The word retailer is derived from the French word 
„retailer‟, which means „to cut again‟  

After agriculture, retail business is the second largest employer in India. The ability 
to provide easy access to a variety of products that satisfies the needs of the consumers, 
quality products, freedom of choice, many services, credit facilities are some of the reasons 
for its popularity. Wall Mart of USA is the largest retail store in the world.  This sector of 
marketing is changing now days at an increased rate. This has led to the growth of retail 
marketing management. 
   Currently, retailing is fragmented and is dominated by neighborhood stores with an 
average of less than 500 sq. feet retail space. The traditional food and grocery segment has 
been transformed by the emergence of supermarkets, convenient stores and fast food 
chains.  Organized retailing is spreading and making its presence felt in different parts of the 
country. Though there are traditional family owned retail chains in South India, the retail 
revolution practically started in Chennai where Food world was an early mover into 
organized retail. In 2001, RPG group powered the concept of India‟s first hypermarket-
Giant- positioning the entire store in the minds of the consumer and delivering value 
proposition. 

The functions of retailers include stock goods for ready supply to consumers, 
extend credit facility, facilitate standardization and grading, assemble goods from various 
sources, undertake various sales promotional activities, provide personal services to all 
consumers etc. There are different types of retailers from hawkers and pedlars to street stall 
holders, department stores, super markets and hyper markets 
 The state of Kerala is known as a consumer state rather than a producer state as 
Kerala depends on other states of the country for meeting the consumer needs and 
demands. Due to the large number of intermediaries involved and the transportation costs, 
the prices are high and there is a wide fluctuation in prices of groceries, fruits and 
vegetables. Groceries are brought directly from the neighboring states. The government of 
Kerala has now introduced schemes for assisting farmers for cultivating fruits and 
vegetables and for selling their products at reasonable prices without involving any 
middlemen. This has led to a wide scope for retail marketing in Kerala. In the present 
context this study focuses on effectiveness of retail marketing with special reference to 
Chavakkad Taluk of Thrissur district. It also aims to find out the problems and prospects of 
retail marketing.    
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 II. OBJECTIVES OF THE STUDY 
 

 To study the operational functions of retail stores  

 To study the sales and marketing management of retail stores 

 To find out the problems and prospects of retail marketing 
 

III. RESEARCH METHODOLOGY 
 

Methods of Data Collection 
 In this study the sample size has been limited to 50 and primary data were collected 
from retail stores in Chavakkad Taluk of Thrissur District using specially prepared interview 
schedule. The study is also based on secondary data obtained from existing reports, books, 
journals and websites. 
Sampling Method 
 Convenience sampling method under Non-probability sampling method was 
adopted for the study. 
Statistical Tools 
 Statistical tools and techniques such as percentage, ranking, mean, standard 
deviation, are used to analyses the effectiveness of retail marketing. 

 IV. REVIEW OF LITERATURE 

This section focuses on the brief review of literature relevant to the present study. 

 Sunil Atulkar and Dr. Bikrant Kesari (2018) in their study “A Review on Art of 
Creating Values in Retail for Improving Business Performance” try to discuss on 
engagement of arts in creating values in retail sector organisations. The study 
concluded that uses of arts in creating shopping values are innovative and helps to 
develop effective business strategy to earn competitive advantage. 

 Mousa Marzband,Masoumeh Javad,S. Ali Pourmousavi and Gordon 
Lightbody(2018) in their study “An advanced retail electricity market for active 
distribution systems and home micro grid interoperability based on game theory” 
pointed out that the concept of active distribution network has emerged by the 
application of new generation and storage technologies, demand flexibility, and 
communication infrastructure. The results of the study show the capability of the 
strategy to encourage market participation and improve profit for all participants. 

 Usha Ramanathan, Nachiappan Subramanian and Guy Parrott(2017) in their 
study “Role of social media in retail network operations and marketing to enhance 
customer satisfaction” pointed out that technology evolution compels retail 
networks to introduce unique business models to retain customers and to gain a 
competitive advantage. The study analyses the brand, promotional offers, service 
operations; and their interaction through social media reviews on customer 
satisfaction levels. Social media produces a significant impact upon customer 
satisfaction. Similarly the study highlights the significant and positive role played by 
service operations in customer satisfaction levels.  

https://www.sciencedirect.com/science/article/abs/pii/S0378779617305035#!
https://www.sciencedirect.com/science/article/abs/pii/S0378779617305035#!
https://www.sciencedirect.com/science/article/abs/pii/S0378779617305035#!
https://www.sciencedirect.com/science/article/abs/pii/S0378779617305035#!
https://www.sciencedirect.com/science/article/abs/pii/S0378779617305035#!
https://www.emerald.com/insight/search?q=Usha%20Ramanathan
https://www.emerald.com/insight/search?q=Nachiappan%20Subramanian
https://www.emerald.com/insight/search?q=Guy%20Parrott
https://www.emerald.com/insight/content/doi/10.1108/IJOPM-03-2015-0153/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJOPM-03-2015-0153/full/html
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 Kijpokin Kasemsap (2016) in the study  “Retail Marketing Strategies and Brand 
Management: A Global Retail Industry Perspective” aims to provide a critical 
review of the published literature related to retail marketing strategies and brand 
management in the global retail industry. The study provides both practitioners and 
researchers an important understanding about retail marketing strategies and brand 
management in the global retail industry. 

 Dawood Shamout (2016) in the study “The Impact of Promotional Tools on 
Consumer Buying Behavior in Retail Market” viewed that retail markets have been 
one of the most rapid growing markets in the world for the last decade; to stay 
competitive, retailers use effective sales promotions tools and that become a vital 
technique for marketers to stimulate consumer buying behavior towards purchasing 
any product.  

 Seyed Rajab Nikhashemia, Arun Kumar Tarofderb, Sanjaya Singh Gaura , 
Ahasanul Haquec (2015) in their study “The Effect of Customers‟ Perceived 
Value of Retail Store on Relationship between Store Attribute and Customer Brand 
Loyalty: Some Insights from Malaysia” observed that customer brand loyalty has 
been an important area for practitioners in retailing industry due to various 
developments in the increasingly competitive environment. The objective of the 
study is to identify the role of perceived value of the store brand in relationship 
between store attributes and customer brand loyalty. The results demonstrate that 
store attribute has a direct effect on customers‟ perceived value as well as on their 
loyalty with the store brand.  

 R.Mayakkannan (2019) the future will bring about more environment issues 

owing to the increasing pace of industrialization. Green marketing in the present 

times is not merely an approach to marketing. With the social and environment 

dimension inherent in it. Green marketing has now acquired more strength as 

compared to traditional marketing. It should be realized that green marketing 

carries a lot with it than simple marketing strategies. The responsibility of 

protecting the environment lays on both the groups.  

 
Analysis of Data and Discussion 
 

Table 1  
Showing Form of Ownership 

Form of ownership No. of Respondents Percentage 

Sole proprietorship 18 36 

Partnership 29 58 

Company or Others 3 6 

Total 50 100 

  Source: Primary data 
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Interpretation 
 It is clear from the table 5.1 that 36% of stores are in the form of sole 
proprietorship, 58% are in the form of partnership and only 6% are in the form of 
company. It is concluded that majority (58%) are in the form of partnership. 

Table 2 showing Years of Experience 

Years of Experience No. of Respondents Percentage 

Below 5 18 36 

5-10 15 30 

10-15 7 14 

15-20 6 12 

20 and above 4 8 

Total 50 100 

Source: Primary data 

Interpretation 
 Table 5.2 depicts that 36% of retail owners have below 5 year of experience in 
business, 30% have 5 years to 10 years of experience. 14% have 10 to 15 years of 
experience. 12% have 15 years to 20 years of experience, and only 8% have more than 20 
years of experience. It is concluded that 36% of retail owners have below 5 years of 
experience in business. 

Table 3 showing Source of Investment 

Source of Investment No. of Respondents Percentage 

Own fund 8 16 

Borrowed fund 20 40 

Both 22 44 

Total 50 100 

Source: Primary data 

Interpretation  
 Table 5.3 reveals that 44% of retail stores use both own and borrowed funds. 16% 
utilize own fund and 40% utilize borrowed fund as a source of investment for retail 
business. To conclude, 44% utilize both own and borrowed fund for retail business. 

Table 4 showing Source of Borrowed Fund 

Source of Borrowed Fund No. of Respondents Percentage 

Friends and relatives 20 40 

Bank loans 25 50 

Co-operatives 5 10 

Indigenous Borrowing 0 0 

Total 50 100 

Source: Primary data 
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Interpretation  
 Table 5.4 reveals that 40% of borrowed funds are from friends and relatives. 50% 
are from bank loan, 10% from co-operatives .To conclude, 50% of borrowed funds are 
sourced out from bank loans. 

Table 5 showing Mode of Payment Received 
 

 

 

Source: Primary data 

Interpretation 

Table 5.5 reveals that 60% account for Cash payment, 32% for both cash and credit 
payments and only 8% account for credit payment. To conclude majority (60%) account for 
cash as mode of payment received from customers.  

Table 6 showing objective of retail firm 

Source: Primary data 
Interpretation 

1. The objective of increasing store traffic: Calculated mean of 4.40 with standard 
deviation of 0.88 indicates that majority of the retailers strongly emphasis on store 
traffic. 

2. Improve category profitability: Calculated mean of 4.40 with standard deviation of 
0.66 reveals that the retailers strongly agreeing to improve category profitability. 

3. Increase customer loyalty: Calculated mean of 3.94 with standard deviation of 0.76 
reveals that they give less importance to loyalty of customers than other objectives. 

4. Building a brand image in the customers mind: Calculated mean of 4.96 with 
standard deviation of 1.88 indicated that objective of building the brand image in 
the customers mind is very essential to retailers. 

Mode of Payment No. of Respondents Percentage 

Cash 30 60 

Credit 4 8 

Both 16 32 

Total 50 100 

Objectives Mean 
Standard 
Deviation 

Level of 
perception 

Increase store traffic 4.40 0.88 Strongly Agree 

Improve category profitability 4.40 0.66 Strongly Agree 

Increase customer loyalty 3.94 0.76 Agree 

Building a brand image in the customers mind 4.96 1.88 Strongly Agree 

Providing information about the retailers 
location and offerings 

3.62 1.21 Agree 
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5. Providing information about the retailer‟s location and offerings: Calculated mean 
of 3.62 with standard deviation of 1.21 indicates that some of the retailers are not 
providing information to the customers about the location and offerings. 
 

Table 7 Table showing Ranking of Sales Promotion Schemes 

Source: Primary data 

Interpretation 
 The table 5.7 shows ranking of sales promotion scheme of retail stores. These 
schemes are ranked from 1 to 6, the highest rank is for Coupons and the least rank is for 
Extra products. Buyback allowance has given second rank and third rank is for Price off. 
Samples and Contest are ranked as fourth and fifth respectively. 

Table 8 showing Tools Used to communicate with the Customers 

Communication Tools No. of Respondents Percentage 

Advertisement 14 28 

Sales promotion 8 16 

Store atmosphere 11 22 

Publicity 12 24 

Personal selling 5 10 

Total 50 100 

Source: Primary data 

Interpretation 
 It is obtained from the above table that 28% use Advertisement as a 
communication tool, 24% use publicity, 22% use store atmosphere, 16% use Sales 
promotion and only 10% make use of personal selling. To conclude, comparatively 
Advertisement is most preferred communication tool used by retailers.  

 

 

 
 

 
RANKS  

Total 
 

 
Rank 

R1 R2 R3 R4 R5 R6 

Weightage 6 
 

5 4 3 2 1 
Sales promotion schemes 

Price off 72 35 120 12 0 1 240 3 

Coupons 126 75 44 24 4 0 273 1 

Samples 12 40 0 30 30 20 132 4 

Extra products 0 0 8 21 34 20 83 6 

Contest 0 15 8 42 26 9 100 5 

Buy back allowance 90 85 40 21 6 0 242 2 
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Table 9 showing Types of Merchandise Offered 
 

Types of  Merchandise Offered No. of Response Percentage 

Company owned 22 44 

Regular supplier / vendor 23 46 

New supplier 5 10 

Others 0 0 

Total 50 100 

Source: Primary data 

Interpretation 
  Table 5.9 shows the various type of merchandise offered by retail owners. 46% 
select their merchandise through regular supplier / vendor, 44% select through company 
owned outlets, 10% select through new suppliers. It is concluded that most of the 
respondents select their merchandise through Regular supplier/Vendor. 

Table 10 showing Source of Merchandise Obtained 

 

 

 

 

Interpretation 
 The above table shows that 42% obtain their merchandise from dealers, 40% 
obtained their merchandise from manufacturers, 18% obtain their merchandise from 
commission agents.  To conclude, majority of retail stores obtain their merchandise from 
dealers and manufacturers.  

Table 11 showing Ranking of Criteria for Choosing the Supplier 
 
 

 

 

 

 

 
 
 Source: Primary data 

Sources Of Merchandise Obtained No. of Response Percentage 

Manufacturers 20 40 

Dealers 21 42 

Commission agents 9 18 

Others 0 0 

Total 50 100 

 
 

 
RANKS  

Total 
 

Rank R1 R2 R3 R4 R5 

Weightage 
5 4 3 2 1 

Criteria 

Terms and Conditions 50 44 51 30 0 175 3 

Prompt Supply 55 72 48 34 0 209 2 

Supply with good quality 130 60 18 12 1 221 1 

Reputation of the supplier 15 24 33 24 1 97 4 

Others 0 0 0 0 48 48 5 
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Interpretation 
 This table shows ranking of criteria for choosing the supplier. These criteria are 
ranked from 1 to 5, the highest rank is for supply with good quality and Prompt supply has 
given second rank, third rank for Terms and conditions and Reputation of the suppliers has 
given fourth rank. It is concluded from the table that supply with good quality, prompt 
supply and terms and conditions are considered as top priority factors for selecting the 
supplier. 
 

Table 12 showing Ranking of Attributes 

 
Interpretation 
 Table 5.12 depicts that ranking of attributes based on the importance from retailer‟s 
business point of view. These attributes are ranked from 1 to 4, the highest rank is for 
Reliable products and the last rank is for Consideration of final customers‟ needs in 
designing the product. Responsive customer service has given second rank and third rank is 
for High quality products. It is concluded that Reliable product is treated as the important 
attribute from retailer‟s business point of view. 

Table 13 showing Security and Theft Measures 

Security And Theft Measures No. of Response 

Sensor type attachment 12 

Candid cameras 35 

Product tags 45 

Electric article surveillance 3 

Burglar alarm 15 

 

Interpretation 
 Table 5.13 shows that out of the total respondents 45 retail stores adopted product 
tags, 35 stores adopted candid cameras, 15 stores using burglar alarms, 12 stores adopted 
sensor type attachment and only 3 stores using electric articles surveillance. To conclude 
majority of the retail store adopt product tags as a security and theft related measure. 

 

 
RANKS  

Total 
 

Rank R1 R2 R3 R4 

Weightage 
4 3 2 1 

Attributes 

High quality products 9 54 12 5 80 3 

Reliable products 60 69 14 11 154 1 

Responsive customer service 40 21 54 9 124 2 

Consideration of final customers‟ needs in designing 
the product 

20 6 20 25 71 4 
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Table 14 showing Ranking of Problems Related with Suppliers 

 
 

Interpretation 
 This table shows ranking of the problems that the retailers face with the suppliers. 
These problems are ranked from 1 to 5, the highest rank is for Defective goods, Quality 
variation has given second rank and third rank is for Delay in supply, which they consider as 
the important criteria for the problem faced with the suppliers.  

Table 15 showing the overall level of satisfaction of customers in retailers point of 
view (HS: 4-5, S : 3-4 , N : 2-3 , DS : 1-2 , HDS : 0-1) 

Aspects 
Satisfaction 

(Mean) 
Level of 

satisfaction 

Location of the store 4.00 Highly Satisfied 

Appearance of the layout 4.12 Highly Satisfied 

Competence of sales person 4.54 Highly Satisfied 

Proper storage of materials 3.20 Satisfied 

Discount offered on bulk purchases 3.66 Satisfied 

Keeping customers informed on new arrivals 3.94 Satisfied 

Ability of the sales person to communicate to 
customers 

3.66 Satisfied 

Prompt service of the sales person 4.08 Highly Satisfied 

Overall Satisfaction 3.9 Satisfied 

 

Interpretation 
         The table depicts the overall level of satisfaction of customers in retailer‟s point of 
view. It is clear that majority of customers are satisfied with the aspects of retail stores in 
retailer‟s point of view. 

                        

 

 

 
 

RANKS 
 

Total 
 

Rank 
R1 R2 R3 R4 R5 

Weightage 
5 4 3 2 1 

Problems 

Delay in supply 15 28 75 24 2 144 3 

Quality variations 50 120 21 14 1 206 2 

Defective goods 175 40 24 14 0 253 1 

Variability in price 10 12 30 48 2 102 4 

Others 0 0 0 0 45 45 5 
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Table 16 showing Overall Performance of Store 

Particulars No. of Respondents Weight Weighted Average (%) 

Highly Satisfied 20 100 47.39 

Satisfied 22 88 41.72 

Neutral 7 21 9.95 

Dissatisfied 1 2 0.94 

Highly Dissatisfied 0 0 0 

Total 50 211 100 

Weighted Average Mean =   100+88+21+2+0   = 4.22  
                                                                    50                                                                      
Interpretation 
The table 5.16 reveals that, majority of the respondents are highly satisfied with the overall 
performance of their store. The mean score 4.22 supported the same.  

V. FINDINGS 

 Majority of the retail stores are in the form of partnership. 

 Most of retail owners have below 5 years of experience in business. 

 Most of the retail owner‟s use both own and borrowed fund for retail business. The 
borrowed funds are sourced out from bank loans. 

 Mode of payment received customers mostly in the form of cash. 

 Building a brand image in the customers mind is the main objective of retailers. 
Increase store traffic and Improve category profitability is also considered to be 
another objectives. 

 Retailers have given highest rank for coupons while ranking of sales promotion 
scheme of retail stores. 

 As a communication tool advertisement is mostly preferred by the retailers.  

 Most of the respondents select their merchandise through Regular 
supplier/Vendor. 

 Majority of retail stores obtain their merchandise from dealers and manufacturers. 

 Supply with good quality, prompt supply and terms and conditions are considered 
as top priority factors for selecting the supplier. 

 Reliable product is treated as the important attribute from retailer‟s business point 
of view. 

 Majority of the retail store adopted product tags as a security and theft related 
measure. 

 Defective good is the top priority factor based on problem faced with the supplier. 
Quality variation and Delay in supply are other major problems. 

 Most of the customers are highly satisfied with location of the store, Appearance of 
layout, Competence of sales person and prompt service of the sales person. 
Majority of customers are satisfied with the aspects of retail stores in retailer‟s point 
of view. 

  Majority of the respondents are highly satisfied with the overall performance of 
their store. 
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VI. CONCLUSION 

 To conclude the present study was conducted to analyses the effectiveness of retail 
marketing in the present scenario. Consumers are now treated as the king of the market. 
Retailers have a predominant role in the modern marketing as they are directly connected to 
the consumers. They are able to identify the needs and preferences of the ultimate 
consumers and provide the information to the manufacturers and producers so that they can 
make necessary changes to their existing marketing strategies for earning competitive 
advantage. So retailers aim to satisfy the ultimate consumers with the goods and services and 
act as a good buying agent for his consumers. They are also the merchandising arm of the 
manufacturers, or the important link in the channels of distribution. Building a brand image 
in the customers mind is the main objective of retailers. 
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