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Abstract: Consumer behavior is dynamic and it needs to be evaluated by using scientific research methods. In this regard 
market research for Heritage had been conducted in this research work. Consumer behavior is complex subject and it is tough 
to predict the human internal thinking unless they express their opinions. Customers are sometimes loyal to the existing brands 

and some customers always show interest to adopt disruptive technology. Retailing business is more traditional in India and it 
had transformed in the past once decade. At the same time consumption also increased with growth of organized retailing 
business in India. The survey was conducted in selected Heritage super markets and parlous in Hyderabad. It was descriptive 
research & Quantity research type and the samples were collect through convincing samples & Simple random samples. The 
hypothesis was tested using the Correlations, Regression and ANOVA testing. There was a significant effect on the service 
environment and consumer behavior in the retail market. 
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1. Introduction  

Retailing business is the major contributor for gross domestic product (GDP) in India. It had generated 

millions of jobs both directly and indirectly. The population of India is the major advantage because of high 

demand for consumption for food products. Heritage is retailing brand and it known for its fresh and quality 

products. It offers food products, vegetables and household products. The product categories at Heritage had been 

constantly growing according to the needs and demands from the consumers. Market research helps in 

understanding the markets, consumers, suppliers and demand about selected products and services. It itself is 

broad term and organizations conduct market research to sustain in the business. In this regard the market research 

for Heritage had been conducted and this report describes about the consumer behavior and consumer intention 

towards Heritage products. The factor influencing consumer behavior and consumer intention are important and 

they need to be listed for creating appropriate marketing strategy. Recently Future Retail had purchase the stock in 

Heritage Food retail business. However Heritage brand is still being maintained and it helps the acquirer to 

convince the quality of food products.  

Offering products at competitive prices had become primary objective of organized retailers in the modern 

world. Traditional retailers in unorganized sector offer products are max retail prices. But organizations have 

developed strategies and managing things to provide huge discounts for the customers. Elimination of middle men 

at various points in the channel management had created opportunity for giant retailing organizations. Majority of 

the organized retail stores are entering into partnership with suppliers and making bulk purchase of items. Online 

retailing had increased the cost of logistics and decreased the cost of products in the recent years.  

When organizations or entrepreneurs enter into retail sector, they need to conduct market research. For 

example some customers are more likely to visit the stores directly for purchasing products whereas some 

customers would like to make purchase through online shopping. Purchase behavior of consumers varies 

according to the product category and occupation. Some customers enjoy shopping at malls and they get 

entertainment and joy when they get deals at the stores. Some consumers are so busy that they don’t have time to 

physically visit the stores. Hence it leads to opportunity for online retail business.  

2. Need for Market Research  

Gathering information about the entire retailing industry is essential and it helps in conducting analysis in 

retailing sector. Some locations with potential business are having lack of organized retail stores whereas some 
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place there are many organized retails stores but lack of potential demand. For overcoming all the issues, market 

research provides a direction for the entrepreneurs. Even existing organizations can growth much faster with 

marketing research.   

3. Review of Literature 

Sivapalan and jebarajakirthy (2017) had conducted a study on customer loyalty in retailing sector. Retail 

service quality (RSQ) is more important element for developing customer loyalty and it leads to customer 

retention.  They have collected data from more than two thousand customers at three retail supermarkets and 

developed a structural model. They have developed a comprehensive mechanism to implement quality while 

providing quality service to customers. Priporas et al (2017) had suggested that smart technology must be adopted 

by retailing industry for better interaction with the customers during shopping. The technological advancements 

had provided opportunity to use smart technology either in online or offline shopping.  

Hanaysha (2018) had conducted a survey with sample size of 278 who are customers in retailing outlets. The 

variables selected for collecting data are store environment, sales promotion, social media marketing, perceived 

value, corporate social responsibility and purchase decision. It is found that consumer purchase decision is 

strongly influenced by corporate social responsibility. Structural equation modeling technique was used to find the 

association between dependent and independent variables. Overall the perceived value of the product is another 

most important element which has impact on consumer decision making in retailing stores. Grewal et al (2020) 

had argued that retailing of services need to implemented with support of technology.  

Mishra et al (2021) had described about omni-channel approach in retailing where customers are given service 

in various channels like internet, physical stores and mobile shopping. The behavior of consumers becomes 

positive when they get similar services in all the channels while shopping. It is also unexplored area in the field of 

marketing research and there is lot of scope for studying consumer behavior in this field. Fuentes-Blasco (2017) 

had taken variables like store equity, customer satisfaction and word-of-mouth while describing impact of 

technological innovation in retailing industry.  

Bonetti et al (2018) mentioned about the implementation of virtual reality and augmented reality in retailing 

both in offline mode and online mode. The interdisciplinary research between information technology and 

retailing industry had increased a lot in the recent years. Now retailing organizations are looking different like 

entertainment places, discount stores and technology hubs. For example smart mirror had increased customer 

satisfaction and also less maintenance cost for retailers. Pantano and Gandini (2018) had described the integration 

of social media and digital technology for giving better shopping experience to customers. They have conducted 

qualitative study through semi-structured questionnaire and collected data from twenty individuals belonging to 

age group of 18 to 23 years.  

Ambra-Fierro et al (2017) had surveyed about the influence of demographic variables in retail banking sector. 

When banks implement technology and provide service to customers then it leads to co-creation of value for the 

bank. It means satisfied customers create value to the organization through word-of-mouth communication. The 

gender and age are more important elements in retailing sector and it had been provide in retail banking. 

Ramanathan et al (2017) had made and enquiry in the field of retailing and found that social media reviews create 

customer loyalty. It further creates a strong message to the organization and helps to stay in the competitive 

business market. According to Nalla and Varalaxmi (2018) there is need for implementation of competitive 

compensation package for employee retention because they directly provide service to the customers.  

4. Research Objectives 

 To examining the factors influencing consumer behavior& Customer intentions at Heritage. 

 To find the association between demographic variables and consumer behavior at Heritage. 
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Statement of Problem: The potential demand for retailing products had increased. But it is time for the 

existing business and organization to understand the consumer behavior and consumer intention. Market research 

is needed for understanding the problems of retailing sector. The analysis of consumer behavior is needed to 

create business strategies by organized retailers.  

Scope of Research: Retailing sector is large and every individual is consumer of this industry. Food and 

household products are core products offered by retailing business. But in this study only market research from 

the perspective of consumer behavior is performed. This study is exclusively conducted by considering Heritage 

brand in retail sector in India.  

Research Methodology:This study is combination of descriptive and quantitative research frameworks. The 

study is based on primary data and secondary data. Software like R, SPSS and Ms-Excel has been used for data 

analysis. The following research model shows the relationship between dependent and independent variables. 

 Sample size: 250 

 Sampling method: Simple random sampling 

 Primary data: Structured closed ended questionnaire.  

 Secondary data: Books, journals, magazines, internet and published company documents. 

Source of Data:Structured questionnaire was share with the respondents who are existing customers of 

Heritage. A mall intercept approach was used to collect the opinion of customers towards Heritage. Secondary 

was collected from books, internet and journals. The questionnaire was prepared with demographic variables, 

shopping traits and constructs related to consumer behavior.  

5. Limitations 

 The research was limited to the boundaries of Hyderabad City.  

 The results cannot be generalized because it is conducted by keeping Heritage as objective. 

 The recent environmental variables like pandemic had not been considered during the study. 

Hypothesis Testing: 

H1: There is an impact of store environment on consumer behavior at Heritage 

Result: The below table shows the regression test where consumer behavior is dependent variable and store 

environment is independent variable. The p-value for the store environment is less than 0.05. Therefore H1 is 

accepted which means that there is positive impact of store environment on consumer behavior at Heritage 

supermarket.  

Table 1: Regression Test Results: Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1.292 .283  4.567 .000 

Store Environment .419 .067 .222 6.259 .022 

Sales Promotion .439 .036 .450 12.097 .010 

Customer Relations .287 .032 .313 8.847 .023 

Perceived Value .950 .047 .782 20.414 .001 

a. Dependent Variable: Consumer Behavior 

H2: There is an impact of sales promotion on consumer behavior at Heritage 

6. Result: 

H2 is accepted because the p-value is less than benchmark value 0.05. Hence sales promotions have positive 

influence on consumer behavior at Heritage supermarkets. The beta value for sales promotion is 0.450 which 

means the increase in sales promotion creates positive impact on consumer purchase behavior at Heritage 

supermarket. 

H3: There is an impact of customer relations on consumer behavior at Heritage 
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Result: H3 is accepted as per the p-value for customer relations which are independent variable. It is 

understood that consumer who are getting information about latest offers and promotion are developing positive 

consumer behavior at Heritage supermarkets. Heritage supermarket sends information for its members and regular 

customers through SMS and social media advertising. Heritage implements customer relationship management 

software for maintain the data of its customers.  

H4: There is an impact of perceived value on consumer behavior at Heritage 

Result: H4 is accepted because significant p-value for perceived value is less than benchmark value 0.05. 

Perceived value is about perception of customer about products for the money spent. When consumers feel 

perceived value then they become loyal for the brand and also for the organized retail stores. Hence dependent 

variable consumer behavior is positively influenced by the independent variable perceived value.  

Regression Test Results: Co-efficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 2.352 .241  9.748 .000 

Customer Relations .685 .038 .737 17.863 .010 

Perceived Value .378 .051 .308 7.473 .450 

a. Dependent Variable: Consumer Intention 

H5: There is an impact of customer relations on consumer intention at Heritage 

Result: H5 is accepted because benchmark value for customer relations in the above regression table is less 

than 0.05. Hence customer relations at Heritage supermarket are having positive impact on consumer intention. It 

means sending message about deals and offers is creating positive intention among the consumers and they are 

becoming loyal to the organization.  

H6: There is an impact of perceived value on consumer intention at Heritage 

Result: H6 is rejected because significant p-value for perceived value is more than 0.05. The p-value is for 

perceived value as per the above regression table is 0.450. Therefore it can be stated that consumer perceived 

value is not influencing their intention towards Heritage stores. Consumers may think that it is responsibility of 

the organization to provide products with value for money.   

H7: There is positive impact of consumer behavior on consumer intention at Heritage 

Result: H7 is accepted because the p-value is 0.00o which is less than benchmark value (0.05), Hence 

consumer behavior at Heritage stores is creating positive impact on consumer intention towards Heritage stores.  

Regression Test: Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 2.104 .223  9.431 .000 

Consumer Behavior .398 .059 .394 6.750 .012 

a. Dependent Variable: Consumer Intention 

H8: There is an association between product category and consumer behavior at Heritage. 

Result:  As per the p-value in the one-way ANOVA table which is below; there exists and association product 

category and consumer intention. It means product category influence the consumer intention with regard to 

Heritage stores.  
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One-way ANOVA: ANOVA 

Consumer Intention 

 Sum of Squares df Mean Square F Sig. 

Between Groups 109.922 3 36.641 52.765 .031 

Within Groups 170.825 246 .694   

Total 280.747 249    

Heat map of correlations matrix

 

H9: There is correlation between perceived value and consumer intention 

Result: As per the above heat map which had been develop using R software there exists correlation between 

consumer intention and perceived value. It means when consumers think positively about value for money at 

Heritage they develop positive intention towards shopping at the stores. Overall H9 is accepted as per the above 

heat map which is graphical output by using correlate package.  

Decision Tree for Predicting Consumer Intention 
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Figure 1: Decision Tree Consumer Intention 

 

Response:  Consumer Intention 

Inputs:  Gender, Age Group, Occupation, Shopping Frequency, Motive, Shopping Category, Product 

Category, Expected Benefit, Store Environment, Sales Promotion, Customer Relations, Perceived Value, 

Consumer Behavior  

Interpretation: The above decision tree diagram had been developed using R software with party as package. 

The sales promotion is the major variables to anticipate the consumer intention towards shopping at Heritage.  

Decision Tree for Consumer Behavior: Decision Tree Consumer Behavior 

 

Response:  Consumer Behavior 
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Inputs:  Gender, Age Group, Occupation, Shopping Frequency, Motive, Shopping Category, Product 

Category, Expected Benefit  

Interpretation: When anticipating the consumer behavior, the major factor is gender of the respondent. The 

expected benefit and product category are next important variables to anticipate the consumer behavior at Heritage 

supermarket.  

7. Hypothesis Testing 

Hypothesis Variables Result 

H1 Store EnvironmentConsumer Behavior Accepted 

H2 Sales PromotionConsumer Behavior Accepted 

H3 Customer RelationsConsumer Behavior Accepted 

H4 Perceived ValueConsumer Behavior Accepted 

H5 Customer RelationsConsumer Intention Accepted 

H6 Perceived ValueConsumer Intention Rejected 

H7 Consumer BehaviorConsumer Intention Accepted 

H8 Product CategoryConsumer Intention Accepted 

H9 Perceived ValueConsumer Intention Accepted 

8. Findings 

 Heritage stores are widely recognized for its fresh products. 

 Heritage is brand for quality food products and dairy products. 

 Heritage gives membership for its regular customers. 

 There is high customer retention at Heritage and they are valued through membership cards.  

 At Heritage a minimum ten percent discounts is given to their customer with membership cards. 

 Consumer behavior at Heritage is positive influenced by sales promotions and store environment. 

 A heritage store gives impression of green color which is again symbolic to farm and healthy products. 

 Heritage maintains healthy customer relations and communicates with them through various kinds of 

media. 

 Heritage had given quality products even during the recent crisis pandemic.  

 Gender and sales promotion are important variables to anticipate the positive consumer behavior at 

Heritage. 

 Consumer intention at Heritage can be anticipated through expected benefits by its customers.  

9. Suggestions 

o Now it is time for Heritage to provide home delivery services. 

o Heritage should aggressively invest in expansion. 

o Due to lack of proximity many customer are shopping at alternative stores instead of Heritage. 

o Heritage should become land mark wherever it is located. 

o Heritage should decrease its operational cost by entering into strategic partnership with suppliers. 

o Heritage should adopt franchise strategy and increase its presence in second and third tier cities. 

o Heritage should implement Omni channel presence to keep in touch with the members. 

o Irrespective of membership cards, Heritage should give minimum discounts to al the consumers. 

o Heritage should increase its economies of scale so that price of its dairy products can be low. 

10. Conclusion 

 Heritage supermarket is branded company in retailing sector with its origin in India. It had various 

branches in prime locations. Vegetables and dairy products are widely remembered by its customers when 

shopping or thinking about Heritage supermarket. The growth of population and awareness about need for healthy 

food creates potential demand for Heritage food products. Discounts and proximity are primary demands for 

consumers in retailing industry. At present Heritage had been providing healthy food to people in metro locations 

but in future it need to expand to developing smart cities. 

 Recently government had selected some hundred cities in India as a part of smart city project. Now 

Heritage should expand to those smart cities and grab the opportunity of business. Consumer behavior may be 

dynamic for variety of products but with regard to food and health they always follow a consistent pattern and 

adopt a particular menu. Heritage is known for its food products targeted to children and young adults. The 

growth of Heritage is also strong from the perspective of its performance in stock market.  
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 Pandemic had given opportunity for retailing organizations to provide immunity food and fresh food. The 

pandemic had made people to invest more for food products and maintain healthy life. The increase in demand for 

honey, spices and dry fruits had increased the scope for business in retailing sector. Overall there is bright future 

for Heritage foods and retailing sector in India at large..  
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