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Abstract 

The Indian consumers tastes and preferences change dynamically and  the market situation more prone to dynamic changes from time 
to time. The current Indian consumer has been exposed to multiple brands through different modes of media. The level of competition 
has increased immensely among the different brands. Hypermarkets or Supermarkets are gaining popularity as a one stop place for 
purchasing many items in one go. This has led to consumer being open to many of these stores in their nearby locality.  The past 
scenarios have changed and led way to the growth of these hypermarkets. This paper tries to identify the factors which attract the 
consumers to these places. The target market based on the response were identified as youth who were often interested to try out these 
stores for brand variety. The Customer loyalty impact was being investigated here related to one of the popular hypermarkets in the 
region of study.  
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Introduction 

Hypermarket has become the new trend among the population. There many groups are competing in this sector to build their brand. 
Among them, Big Bazaar has a special place among the public. The research paper tries to understand some of the reasons for this 
customer loyalty towards this brand.  
 
Big Bazaar is one of the biggest retail format of Pantaloon retail Ltd , it is the front runner enterprise of the future group. Big Bazaar 
has created a homogenised shopping in India and is not just like any other hypermarket. Here one finds over 160000 products under 
one umbrella that offers to every needs of a house, making Big Bazaar India’s popular shopping haven. Service quality is a 
comparison of a customer’s expectations relating to performance of the company. Its actually a business jargon term used to describe 
level of success in service. It reflects both objective and descriptive aspects of service. Customer service requires the use of carefully 
predefined criteria. Service quality can be associated to its service potential, service process and service result. 
 

Indian retail industry has been a growing economy due to factors like changing demographics and attitude of the Indian consumers. 
Retailing format like supermarkets, department stores, mega stores, shopping malls and retail chains started to popup during the 
1980’s and 1990’s. Now they have mushroomed to many cities over the country with most of them competing with each other over a 
variety of services.  

This opened path to a new horizon for many enterprises. Ever increasing number of hypermarkets, departmental stores and shopping 
malls need continuous attention from customers.  

Retail is one of India’s largest industry, having a share of over 10% of the country’s GDP and providing  8% of the employment. 
Indian retail industry was expected to grow over 70 lakhs crores in 2020. India ranks 16 in the global market as per the FDI 
Confidence Index. India is the 5th largest retail destination. 

Hypermarket can be considered to be combination of a supermarket and a department store. This becomes a facility with large 
amounts of products including groceries and other FMCG brands. Since everything you need is available at the same place, then it 
reducing the shopping stress of the consumer as well. 

The consumers get all the products they require in a single trip instead of roaming around for their choices all over the city. Most of 
these hyper markets have large infrastructure with ample parking facilities and even security. The Indian hyper market scenario has a 
mix of large and small retailers combined in a single roof. 

The mostly deal with domestic and some internationally manufactured products. The brands are sold at premium and discounted price 
based on certain offers put forth by these hypermarkets at times of festive seasons. The Indian consumer is a broad user of these the 
Indian consumer is a broad user of these hypermarkets especially the middle and upper middle class. 
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Literature Review: 

Some research related to customer loyalty towards retail stores found some interesting facts. Brand loyalty was a key factor while the 
consumer made purchase decisions. This Brand factor was prominent in service and well as in goods sectors. The design and 
environment of the retails store was not found to contribute to brand loyalty (Mari Sreenivasulu, Dr. G. Janardhan & Dr. Mamilla 
Rajasekar, 2016). 

Other research investigations concluded that customer needs and wants were satisfied with a wide range of products available at Big 
Bazaar stores in Chennai City. The aim of the research was to identify the consumer behaviour and its association to consumer 
satisfaction (Dr. M.U. Subramanian S. Chandrasekaran& Ms. Loganayagi , 2016). 

Certain studies were related to consumer buying behaviour at Malls. The paper focused on Big Bazzar consumers in Hyderabad 
region. They found that variety, price and offers, celebrity endorsement in advertisements were some contributing factors to consumer 
attraction to these outlets. The location of the outlet and quality of the products sold were able to attract middle income groups to these 
hypermarkets (Dr. G. Chandra Sekhar, Dr. Keshamoni Srinivas, N. Hari Prasad ,2016). 

Researchers were found to use single queue models to analyse the customer arrival as a part of sales analysis at Big Bazaar. This 
simulation technique gave more insight into the technicalities of consumer flow into these stores(Japes Kumar J. Patel, Rajesh Kumar 
M. Choudary And Dr. Prashantmakwan ,2014). 

Certain Researchers were able to study the customer relationship management at Big Bazaar Surat which found that these stores used 
their discount rate schemes to be get more customer loyalty (Deval B. Patel ,2014). 

It was found in literature review that there were investigations which tried to identify the reason for customers to prefer Big Bazaar 
compared to local retail stores. the customer satisfaction was looked into as a part of this study (Ramya,K and Janani.P, 2013). 

There were studies  connecting the cognitive thinking perspectives of customers and the factors that led to affinity towards Big 
Bazzar. Consumer perception was given focus as a part of this work ( Dr.Muzzafar Ahmad Bhat, Anit Kumar , 2013). 

In some related papers  focused on the main objective at identifying the profile of the new Indian customer, how they purchase, what 
are the factors that influence the consumer behavior towards big bazaar. They found that their biggest client base is youngsters, who 
visited Big Bazaar mainly to shop clothes and food items and preferred big bazaar (Dr. JaideoLanjewar , 2014). 

There were research papers which studied how customers view Big Bazzar and their expectation from this group. They connected 
different factors like demographics to understand the pattern of consumption. the business of these multinational retail chains in India 
was looked into (Bhawana Gupta, Dr. Amit Malik , 2012). 

Research Methodology 

Statement of the Problem:   Hypermarkets are mushrooming in the Indian Market. To survive in this tough competition, the 
hypermarkets should seriously look into certain facts. They should be able to understand the Indian consumers and act accordingly. 
This study tries to study the customer loyalty towards one of the popular hypermarkets in the region. The major factors that attract 
customers need to be identified to arrive at proper strategy by these hypermarkets. 

Objectives:  To determine the factors affecting loyalty of customers towards Big Bazaar retail store customers. 

The study was conducted to investigate certain factors affecting loyalty of customers towards Big Bazaar retail store customers. The 
respondents were from Kochi region, Kerala. 

Research Design: The research design adopted for the purpose of study is descriptive in nature. A thorough analysis of information 
with respect to the study on service quality with special reference to Big Bazaar has been made to arrive at logical, conclusion and 
suggestions were given for improvement. Likert Scale was part of the questionnaire framing. The data collected will include the 
demographics of the respondents 

Sampling method: The sampling method used was convenience sampling. Primary data was collected through a Questionnaire. 
Secondary data was collected from journals and websites/related Reports on the Hypermarkets. 

Sample Size: The sample size consisted of 200 people in the age group above 18 years for the purpose of the research. The sampling 
method was convenience sampling. The people were from different professional backgrounds. 
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Data Collection method: A structured questionnaire designed using Google forms were used for executing this survey. 

Results and Discussion 

The survey data was analysed using the statistical package SPSS 23. The sample data was 120 respondents. Based on this, further 
testing was done which included Percentage analysis and Factor analysis.  

 

Fig 1 Age Category 

 

 

 

Based on the data collected, majority of the respondents were from the age groups between 20 to 25 years.  

 

 

 

 

 

 

 

 

 

 

 

Fig,  2 Gender 
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The gender wise categorization among the respondents showed that males were more involved in the visiting these hypersmart namely 
here Big Bazaar compared to their female counter parts. The level of percentages were 58.1% are male and 41.9% are female 
respectively. 

 

Fig.  3 Occupation 

 

Occupation wise categorization showed that students and self employed were the main groups which showed interest visit these 
hypermarkets. 

Fig.  4 Monthly Income 

 

It can be understood from chart No 4.4 that most of the respondents lies in the income group less than 20000 (60 %). 

Table 1  :Factor Analysis 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .874 

Bartlett's Test of Sphericity Approx. Chi-Square 844.759 

df 171 

Sig. .000 
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Since the KMO value was greater than .5, the sampling is adequate for conducting Factor analysis. Since the Sig value is .000, the 
Factor analysis is useful for the data collected. 

Table 2: Total Variance Explained 

Componen
t 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared 

Loadings 

Total 

% of 
Varia
nce 

Cumulativ
e % Total 

% of 
Varian

ce 
Cumulati

ve % Total 

% of 
Varianc

e 
Cumulativ

e % 

1 6.811 35.84
6 

35.846 6.811 35.846 35.846 4.654 24.495 24.495 

2 1.454 7.654 43.499 1.454 7.654 43.499 2.779 14.624 39.119 

3 1.290 6.789 50.288 1.290 6.789 50.288 1.681 8.849 47.968 

4 1.164 6.127 56.416 1.164 6.127 56.416 1.433 7.542 55.509 

5 1.025 5.397 61.812 1.025 5.397 61.812 1.197 6.303 61.812 

6 .900 4.738 66.551       

7 .740 3.896 70.446       

8 .704 3.705 74.152       

9 .655 3.445 77.597       

10 .620 3.264 80.861       

11 .580 3.052 83.913       

12 .531 2.795 86.708       

13 .514 2.705 89.413       

14 .453 2.384 91.797       

15 .434 2.286 94.083       

16 .343 1.807 95.890       

17 .320 1.685 97.575       

18 .249 1.311 98.886       

19 .212 1.114 100.000       

Extraction Method: Principal Component Analysis. 

The Total variance table shows that the first 3 components contribute to 61.812 % of the Cumulative variances. 
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Table 3 :  Rotated Component Matrix 

 

Component 

1 2 3 4 5 

Value of money .749     

Services .749     

Service .678 .459    

Rating .663     

Confidence to customers .648     

Payment transaction .624     

Clarify customer doubts .621 .383    

Merchandise .614 .351    

Physical facilities .525  .460   

Adequate of employees .468 .461 .314   

Attention to customers  .776    

Exchange offers  .676 .407   

Issue solving .387 .675    

Assortment of products .398 .437 .427   

Visit   -.700   

Competitors .408 .385 .517   

Quality of products    .775  

Inspires you    .757  

Price of product     .922 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization.a 
a. Rotation converged in 8 iterations. 

 

Factor analysis has generated 5 components as part of the output. These three components have been named as: 

Component 1 : Customer service and infrastructure. 

Consist of Value of Money, Service, Rating, Confidence to Customers, Payment Transaction, Clarify Customer Doubt, Merchandise, 
Physical Facility, Adequate Number of Employees. 

Component 2 : Customer Expectations 

Consist of Attention to Customers, Exchange Offer, Issue Solving, Assortment of Product. 
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Component 3 :  Competition 

Consist of Competitors. 

Component 4 : Product quality 

Consist of Quality of Products, Inspires You. 

Factor 5 : Pricing Policy  

Consist of Price of Product. 

Findings 

As a part of the study, majority of the respondents were in the youth category between 20 to 25 years. It was found that 90% of the 
respondents are satisfied with the overall service quality of the store.  The survey showed that many of the respondents agreeing to the 
fact that store provide its services on time thereby attracting more frequent visits. From the respondents, it was found that the males 
were more involved in visiting the hypermarkets compared to their counter parts. Respondents strongly agreed that staff were prompt 
on delivery of services to the customers. Majority of the respondents of the opinion that the store provides a good value of money. 
This has been a factor for attracting the medium income groups with around twenty thousand monthly income. 

The overall response on the products and service level proved that it was superior to its competitors in the area. The main components 
generated as part of Factor analysis were customer service and infrastructure, customer expectations, competition, product quality, 
pricing policy. 

Conclusion 

The study tried to shed light on certain factors related to customer loyalty towards the brand-Big Bazaar. The store has a major focus 
on achieving customer requirements and their loyalty. There are manifold programs and events taking place to attract a large number 
of crowds from the respective locations. But the industry should also concern the integrated efforts made by the entire team, i.e., 
Customer Service Department, Store Supervisors, Store Manager and the people involved in store activities for the enhancement of 
customer attraction by the store and finally maximization of revenue. The factor analysis done to identity the major components would 
the customer loyalty towards these hypermarkets taking the case of Big Bazaar. To conclude, the store could improve in providing 
service quality to the customers which will retain the level of customer loyalty. This will be reflected in their increased revenue 
generation for future expansion. 
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