
International Journal for Research in Engineering Application & Management (IJREAM) 

ISSN : 2454-9150    Vol-05,  Issue-07, Oct 2019 

114 | IJREAMV05I0755063                          DOI : 10.35291/2454-9150.2019.0472                    © 2019, IJREAM All Rights Reserved. 

 

 Study of Consumer Behaviour Towards In-store Factors of 

Customer Experience in Selected Departmental Apparel 

Stores in Major Metros 

M Annaji Sarma  

Professor, Department of Fashion Management Studies, National Institute of Fashion Technology, 

Hyderabad, India. annajiman@gmail.com  

Dr. M S Bhat 

Professor (Retd.), Jawaharlal Nehru Technological University, Hyderabad, India. 

Abstract - India’s retail market size is likely to reach US$1.1 trillion by 2020(www.ibef.org/industry/retail-india.aspx), 

accounting for 10% GDP and 8% of employment. With the growth in number of players, competition from online 

retail sales, the brick and mortar retailers wants to pull the customers inside the stores; connecting selling environment 

into buying environment by creating customer experience is the order of the day. This paper explores what causes 

experiences, senses role etc, so that further research can be made on using the learnings to make Strategies .It is found 

all the five senses are responsible for causing retail experiences, so all the senses are to be made use of by Retailers for 

communicating which would lead to impulse buying and sales. The research is empirical and survey based. 
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I. INTRODUCTION 

Retailing in India has witnessed a revolution with the 

change in the consumer buying behaviour and the whole 

format of shopping. Fashion retail stores in India which 

has become modern with multi- stored malls, huge 

shopping centers, and sprawling complexes which offer 

food, shopping, and entertainment all under the one roof. 

The scope of the Indian fashion retail market is immense 

and it is poised for the highest growth in years to come.  

Fashion has impressed every sphere of modern consumers 

globally. The Indian fashion retail market has witnessed 

several fascinating changes and challenges in recent years, 

which are indicators of the country’s evolving fashion 

retail market.  

Marketers have understood the immense potential to get 

business in this booming segment. Today, Indian 

consumers are adopting fashionable items quickly and 

conveniently with the rise in competition. Fashion retailers 

are utilizing recent trends in fashion to analyze, develop, 

and implement sales strategies. Fashion retailers analyses 

recent trends, the fashion industry, people, and study the 

reason behind the popularity of the trends. Fashion 

retailers integrates designing, promotion as well as 

administration and vast knowledge of the fashion world. 

Fashion retailers are the visionaries who can identify the 

target consumer and know how to market the clothes to 

these groups. 

Fashion retail industry has made a rapid pace due to 

growth in the organized retail sector. Increase in awareness 

about fashion has made them to be among next generation 

consumers in India. As fashion retailing stores aligning 

themselves with the global trends. Fashion retailers have a 

tremendous chance for growth as well as development in 

India and abroad. The occurrences of shopping malls are 

also increasing rapidly in all over India. Spectacular 

change in consumer’s behavior towards shopping and 

lifestyle, growth in income levels, and emerging new 

generation. Customers are supporting the growth of 

fashion retailers in India. 

II. OBJECTIVES OF THE STUDY 

 To study the factors that influence the overall 

consumer experience 

 To analyse the relationship between shopping duration 

and money spent 

III. REVIEW OF LITERATURE 

Spence, Puccinelli, Grewal and Roggeveen (2014) 

reviewed the scientific evidence related to multisensory 

store atmospherics, namely-visual, auditory, tactile, 

olfactory, and gustatory factors of the store environment 

and their impact on consumer's shopping behaviour. Based 

on the findings from their study, the need for further 

research in finding out how the multisensory retail 

environment shapes customer experience and shopping 

behavior [1].  
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Baker, Grewal and Levy (1992) emphasized the ambience 

of the store, the design elements, and the social elements 

as the three key dimensions of retail atmosphere [2]. They 

examined ambience cues (light and music), and social cues 

(number/friendliness of employees) on respondents' 

pleasure, arousal, and willingness to pay and found that the 

ambient cues interact with social cues to influence 

respondents' pleasure whereas the social cues influence 

arousal in the store environment.  

Ambient and social elements in the store environment 

provide cues that consumers use for their quality 

inferences (Baker, Grewal and Parasurquaaman, 1994). 

The researchers also and examined the mediating role of 

merchandise quality service quality on store image [3].  

Baker, Parasuraman, Grewal and Voss (2002) studied the 

influence of multiple store environment cues on perceived 

merchandise value and patronage intentions [4]. They 

proposed a comprehensive store choice model that 

included store environment cues (social, design, and 

ambient) as exogenous constructs; various store choice 

criteria as mediating constructs; and store patronage 

intentions as the endogenous construct. They empirically 

examined the extent to which environmental cues 

influence consumers’ assessments of a store on various 

store choice criteria and how those assessments, in turn, 

influence patronage intentions.  

Bellizzi, and Hite (1992) attempted to examine the role of 

environment color, consumer feelings, and purchase 

likelihood. The results of their research indicated that the 

affective perception of colour rather than the arousal 

dimension of colour may be responsible for the purchase 

likelihood [5].  

Robert and John (1982) tested the Mehrabian-Russell 

environmental psychology model in retail settings [6]. The 

result of the study indicated that store atmosphere, 

engendered by the usual myriad of in-store variables, was 

represented psychologically by consumers in terms of two 

emotional states, namely-pleasure and arousal. Further, the 

study showed that these two emotional states (pleasure and 

arousal) were significant mediators of intended shopping 

behaviours within the store.  

A research paper published in Nature, an international 

journal of science by Ernst and Banks (2002) proposed 

that the nervous system combine visual and haptic 

information in a fashion that is similar to a maximum-

likelihood integrator [7]. Researchers also noticed that the 

visual dominance occurred when the variance associated 

with visual estimation was lower than that associated with 

haptic estimation.  

In a meta-analytic study on background music in a 

commercial setting was carried out by Garlin and Owen 

(2006) by considering more than 30 studies [8]. The 

authors observed as, "....past research research 

demonstrates the capacity for appropriate background 

music to illicit positive effects on affective, 

attitudinal/perceptual, temporal and behavioral variables. 

A considerable body of work presents evidence for these 

effects to provide returns to business in the form of sales 

value and volume, repeat purchase, rate of spend, quantity 

purchased and gross margin. Many indirect returns to 

business are apparent, such as positive perceptions of 

quality and venue/store brand image". 

In an experiment conducted by Gorn (1982) showed that 

association between a product (treated it as conditioned 

stimulus) and another stimulus such as (treated it as 

unconditioned stimulus) affect product preferences as 

measured by product choice [9]. The results of this 

experiment indicated that hearing a liked or disliked music 

while exposed to a product can directly affect product 

preferences.  

Konečni (2008) put forwarded an interesting point that 

music alone might not induce emotion. Based on critical 

review of major published studies Konecni argued that 

music may induce low-grade basic emotions through 

mediators, such as dance and cognitive associations to 

real-world events [10].  

North, Hargreaves, and McKendrick (1997) published a 

research article in Nature and concluded that in-store 

music affects product choice [11].  

Morrison, Gan, Dubelaar and Oppewal (2011) carried out 

an experiment in order to examine the effect of high / low 

volume music and presence / absence of vanilla based 

aroma on young fashion shoppers in a retail setting [12]. 

The experiment revealed two things. One, volume of 

music and the presence of a vanilla aroma both have a 

significant impact on shoppers' emotions and satisfaction 

levels. Two, music induced arousal and aroma induced 

pleasure levels that in turn influenced shopping behaviour 

favourably like money spend etc.  

Milliman (1982) studied the effect of background music in 

super market setting and found that music tempo variations 

can significantly affect the pace in store-traffic flow and 

dollar sales volume. In an another study which focused on 

super market setting identified that the shoppers' liking of 

the music and perceived music fit with the store image 

positively affect the length of shopping time [13]. It is 

interesting to note that music valence does not influence 

shoppers' behaviours directly but only through the 

intermediation of the store offering and evaluation of sales 

personnel (Vida, Obadia and Kunz, 2007) [14].  

Fiore, Yah and Yoh (2000) viewed that combining a 

display with fragrancing is an important marketing tool but 

at the same time careful selection and application of 

fragrances are crucial [15].  

Odours stay longer in our memory. In an experiment 
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conducted by Goldman and Seamon (1992), subjects were 

asked to match odour names to odours, or odours to odour 

names; and in a sort of recall test, subjects were asked 

identify odours by name. The results of this experiments 

showed that odour retention was better for recent that 

distant odours. It was also argued that significant retention 

remains for odours that were not experienced since 

childhood [16].  

Krishna, Lwin and Morrin (2009) studied the effects of 

product scent (not environment scent) and found that 

product scent was more effective than ambient scent. They 

viewed that product scent enhances memory for product 

information [17].  

In contrast to what Krishna et al. (2009) argument, Morrin 

and Ratneshwar (2003) viewed that ambient scent 

improves both recall and recognition of familiar and 

unfamiliar brands [18]. 

Spangenberg, Crowley, and Henderson (1996) elucidated 

that ambient scent lead to an enhanced subjective 

experience for retail shoppers (or an enhanced condition of 

flow); the time consumers spend examining merchandise, 

waiting in lines, or waiting for help may be made to seem 

shorter than it actually is by introducing ambient scent into 

the environment [19]. 

Grewal and Baker (1994) emphasized the importance of 

environment factors on consumers' price acceptability. 

They identified three main environment factors namely-

ambient, social and design [20]. They observed that store 

ambient and design factors effects acceptability of the 

price a product.  

Hultén (2012) reported that visual and olfactory sensory 

cues have a positive impact on shoppers’ touching 

behaviour, purchase intentions and total sale [21]. 

Kotler (1973) in his seminal paper highlighted that the 

conscious planning of atmospheres contribute to the 

buyers' purchase propensity. He opined that atmospherics 

can play a role of differentiator to the firms [22].  

Sight and sound are the most commonly focussed senses 

by brands in their communication with customers. 

Lindstrom (2005) observed that brands that communicate 

from multi-sensory brand platform have the greatest 

likelihood of forming emotional connections between 

consumers and their product [23]. 

From a field experiments Peck and Childers (2006) field 

experiment concluded that both individual and 

environmental touch-related factors increase impulse 

purchasing [24]. 

IV. METHOD 

Based on literature review and secondary data certain 

experience factors were identified and Major Fashion 

departmental stores like Shoppers Stop, Lifestyle etc. in 

selected cities like Hyderabad, Chennai, New Delhi, 

Mumbai, Kolkata, Bengaluru were selected for the study. 

Scope is limited to major retailers and cities where all the 

selected stores has presence in all the cities. 

By using non probability convenience sampling method, a 

primary data through structured questionnaire was 

collected from 100 respondents. SPSS was used to analyse 

the data. Appropriate statistical techniques like correlation 

and linear regression were used to analyse the data.  

V. DATA ANALYSIS AND FINDINGS 

Secondary Data Findings 

1) Consumer Involvement has greatest effect on consumer 

buying. Involvement leads to impulse buying .Hedonic 

consumption tendency was an important mediator in 

determining fashion oriented impulse buying. Hedonic 

tendency involves sensations. 

2) There is scientific evidence related to multisensory 

store atmospherics, namely-visual, auditory, tactile, 

olfactory, and gustatory factors of the store 

environment and their impact on consumer's shopping 

behavior .  

3) Retail environment (atmospherics) can be summarized 

as ambience of the store, the design elements, and the 

social elements as the three key dimensions of retail 

atmosphere. 

4) Ambience cues (light and music), and social cues 

(number/friendliness of employees) impact on 

respondents' pleasure, arousal, and willingness to pay 

and ambient cues interact with social cues to influence 

respondents' pleasure whereas the social cues influence 

arousal in the store environment. 

5) Ambient and social elements in the store environment 

provide cues that consumers use for their quality 

inferences 

6) Even the role color influences consumer feelings, and 

purchase likelihood.  

7) Even appropriate background music will elicit positive 

effects on affective, attitudinal/perceptual, temporal 

and behavioral variables. This would lead to of sales 

value and volume, repeat purchase, rate of spend, 

quantity purchased and gross margin.  

8) It is already established that visual merchandising has 

great impact as silent sales man and brings in 

experience and increasing foot falls and which might 

lead to sales. 

Primary data: 

This section of the paper deals with data analysis and 

major findings of the research.  
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Table 5.1.: Demographic details of the respondents 

Gender 
Male  32% 

Female  68% 

Marital Status 
Married  12% 

Unmarried  88% 

Age 

20 to 30 years  90% 

31 to 40 years  03% 

41 to 50 years  04% 

51 to 60 years  03% 

Qualification 

Intermediate  01% 

Diploma  05% 

Graduate  75% 

Post-graduate  18% 

Others  01% 

Occupation 

Student  65% 

Employee  24% 

Business  08% 

Housewife  03% 

Annual Income 

Up to Rs.3,00,000  25% 

Rs. 3,00,001 to Rs.6,00,000  57% 

Rs. 6,00,001 to Rs.9,00,000  12% 

Rs. 9,00,001 to Rs. 12,00,000  5% 

More than 12,00,000  1% 

 

The above table shows that 32 percentage of the 

respondents were male and 68 percentage of the 

respondents were female. Among 100 respondents, 12 

percentage of the respondents were married and remaining 

88 percentage of the respondents were unmarried. Majority 

of the respondents (90%) of the respondents were under 

the age bracket of 20 to 30 years old. Seventy five 

percentage of the respondents were graduates and 65 

percentage of the respondents were students. More than 50 

percentage of the respondents annual income was in the 

bracket of Rs.3,00,000 to Rs.6,00,000.  

 

Table 5.2. Shopping frequency of the respondents 

Weekly 8% 

Fortnightly  41% 

Monthly 46% 

Quarterly 5% 

 

From the above table 5.2, it can be observed that, 46 

percentage of the respondents shop once in a month and 41 

percentage of the respondents reported that they shop once 

in fifteen days. Further, the mean shopping frequency is 

2.48 and standard deviation is 0.717.  

 

Table 5.3. Money spent on each shopping visit to the store 

NIL 03% 

Less than Rs.5,000 61% 

Rs.5,001 to Rs.10,000 28% 

Rs. 10,001 to Rs.15,000 07% 

Rs. 15,001 to Rs.20,000 1% 

From the above table 5.3., it can be observed that 61 

percentage of the respondents spend less than Rs.5,000/- 

on shopping on each shopping visit. The calculated mean 

money spent on each shopping visit is 2.42 and standard 

deviation is 0.713.  

 

Table 5.4. Time spent in store by the respondents  

0 - 30 minutes 11% 

30 minutes to 01 hour 58% 

01 hour to 1 hour 30 minutes 28% 

01 hour 30 minutes to 2 hours 02% 

Above 2 hours 01% 

 

From the above table 5.4, it can be noted that nearly 60 

percentage of the respondents spend half an hour to one 

hour in a store.  

Table 5.5. Amount Spent Vs Time Spent: Correlation 

 Amount 

spent 

Time 

spent 

Amount 

spent 

Pearson Correlation 1 .098 

N 100 100 

Time 

spent 

Pearson Correlation .098 1 

N 100 100 

 

From the above table 5.5, it is found that amount spent and 

time spent in a store are highly positively correlated.  

Further, the study used linear regression method to test 

whether physical evidence of the store, social factors of the 

store (like how store sales staff behave) and customer 

experience significantly predicted the overall experience of 

the customers visiting a particular apparel store. Below 

tables (4.6.1 and 4.6.2) shows the results of the regression 

analysis. 

 

Table 5.6.1: Model Summaryb 

Model R R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Durbin-

Watson 

1 .594
a
 .353 .333 .26391 1.806 

a. Predictors: (Constant), Customer_Service, 

Social_Factors, Phys_Evidence 

b. Dependent Variable: Overall_Experience 

 

Table 5.6.2. Coefficientsa 

Model Unstandardi

zed 

Coefficients 

Standar

dized 

Coeffic

ients 

T Sig. 

B Std. 

Error 

Beta 

1 (Constant) 1.465 .370  3.957 .000 

Phys_Evidence .210 .102 .011 .115 .001 

Social_Factors .200 .042 .435 4.720 .000 

Customer_Service .381 .073 .468 5.191 .000 

a. Dependent Variable: Overall_Experience 

The results of regression indicated that the three predicting 

variables, namely, physical evidence of the store, social 

factors of the store (like how store sales staff behave) and 

customer experience explained 33 percent of the variance 
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(Adjusted R2 = 0.333).  

VI. CONCLUSION 

The above findings show that there is relationship between 

the senses experience and impulse buying in a store. The 

atmospherics and environment the retailers create must 

cater to all the senses. Social factors, Physical evidence 

affect experience in the store and contribute significantly. s 

particularly for young customers. 

The present study concludes that overall customer 

experience is an important factor that influences the 

customer duration to spend in shopping store and amount 

spent on a shopping. It is found that there is positive 

correlation between time spent and money spent in a store. 

Therefore, an implication can be drawn from this finding 

that stores should improve the overall store design and 

engage customers more in the store. It is also found that, 

physical evidence of the store, store staff and customer 

service impact customer's overall experience of a store. 

Therefore, apparel retailers may focus on these factors and 

improve them so that it will lead a positive customer 

experience.  

VII. BIBLIOGRAPHY 

[1] Spence, C., Puccinelli, N. M., Grewal, D., & Roggeveen, 

A. L. (2014). Store atmospherics: A multisensory 

perspective. Psychology & Marketing, 31(7), 472-488. 

[2] Baker, J., Levy, M., & Grewal, D. (1992). An experimental 

approach to making retail store environmental 

decisions. Journal of retailing, 68(4), 445. 

[3] Baker, J., Grewal, D., & Parasuraman, A. (1994). The 

influence of store environment on quality inferences and 

store image. Journal of the academy of marketing 

science, 22(4), 328-339. 

[4] Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. 

(2002). The influence of multiple store environment cues 

on perceived merchandise value and patronage 

intentions. Journal of marketing, 66(2), 120-141. 

[5] Bellizzi, J. A., & Hite, R. E. (1992). Environmental color, 

consumer feelings, and purchase likelihood. Psychology & 

marketing, 9(5), 347-363. 

[6] Robert, D., & John, R. (1982). Store atmosphere: an 

environmental psychology approach. Journal of 

retailing, 58(1), 34-57. 

[7] Ernst, M. O., & Banks, M. S. (2002). Humans integrate 

visual and haptic information in a statistically optimal 

fashion. Nature, 415(6870), 429. 

[8] Garlin, F. V., & Owen, K. (2006). Setting the tone with the 

tune: A meta-analytic review of the effects of background 

music in retail settings. Journal of Business 

Research, 59(6), 755-764. 

[9] Gorn, G. J. (1982). The effects of music in advertising on 

choice behavior: A classical conditioning approach. The 

Journal of Marketing, 94-101. 

[10] Konečni, V. J. (2008). Does music induce emotion? A 

theoretical and methodological analysis. Psychology of 

Aesthetics, Creativity, and the Arts, 2(2), 115. 

[11] North, A. C., Hargreaves, D. J., & McKendrick, J. (1997). 

In-store music affects product choice. Nature, 390(6656), 

132. 

[12] Morrison, M., Gan, S., Dubelaar, C., & Oppewal, H. 

(2011). In-store music and aroma influences on shopper 

behavior and satisfaction. Journal of Business 

Research, 64(6), 558-564. 

[13] Milliman, R. E. (1982). Using background music to affect 

the behavior of supermarket shoppers. The journal of 

Marketing, 86-91. 

[14] Vida, I., Obadia, C., & Kunz, M. (2007). The effects of 

background music on consumer responses in a high-end 

supermarket. International Review of Retail, Distribution 

and Consumer Research, 17(5), 469-482. 

[15] Fiore, A. M., Yah, X., & Yoh, E. (2000). Effects of a 

product display and environmental fragrancing on approach 

responses and pleasurable experiences. Psychology & 

Marketing, 17(1), 27-54. 

[16] Goldman, W. P., & Seamon, J. G. (1992). Very long-term 

memory for odors: Retention of odor-name 

associations. The American journal of psychology, 549-

563. 

[17] Krishna, A., Lwin, M. O., & Morrin, M. (2009). Product 

scent and memory. Journal of consumer research, 37(1), 

57-67. 

[18] Morrin, M., & Ratneshwar, S. (2003). Does it make sense 

to use scents to enhance brand memory?. Journal of 

Marketing Research, 40(1), 10-25. 

[19] Spangenberg, E. R., Crowley, A. E., & Henderson, P. W. 

(1996). Improving the store environment: do olfactory cues 

affect evaluations and behaviors?. The Journal of 

Marketing, 67-80. 

[20] Grewal, D., & Baker, J. (1994). Do retail store 

environmental factors affect consumers' price 

acceptability? An empirical examination. International 

Journal of Research in Marketing, 11(2), 107-115. 

[21] Hultén, B. (2012). Sensory cues and shoppers' touching 

behaviour: the case of IKEA. International Journal of 

Retail & Distribution Management, 40(4), 273-289. 

[22] Kotler, P. (1973). Atmospherics as a marketing 

tool. Journal of retailing, 49(4), 48-64. 

[23] Lindstrom, M. (2005). Broad sensory branding. Journal of 

Product & Brand Management, 14(2), 84-87. 

[24] Peck, J., & Childers, T. L. (2006). If I touch it I have to 

have it: Individual and environmental influences on 

impulse purchasing. Journal of business research, 59(6), 

765-769. 

 


