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Abstract 

 Consumer behaviour is seen to involve a 
complicated mental process as well as physical 
activity (purchase decision). It is the body of 
knowledge which studies various aspects of purchase 
and consumption of products and services by 
individuals with various social and psychological 
variables. The aim of this study is to know who buys 
where, what, when and how, which is important in 

marketing research. The study is done also to 
concentrate on three attributes mean visit 
frequency, time spent in stores and average amount 
spent which influences the shopping behaviour of a 
consumer. 
Keywords: Home Appliances, Hypermarkets, 
Purchase satisfaction, Loyalty. 

 

Introduction 

 Marketing has always been about getting the right product at the right place in the right 

quantities for the right price. Customers are more informed, less brand loyal, and highly value-

driven. There are unlimited channels for the customers to buy their product at different price, but 

at the same time, choice for customers means greater complexity for marketers. Customers 

purchase their products based on their life style and attitude. So we can anticipate changing 

demands, channel preferences, and price elasticity to stock and promote the right products 

through the right channels at the right price. Customer data can be collected both internal and 

external to the organization, and across different channels. Data blending and advanced analytics 

helps you access and combine all types of disparate customer and transactional data in your 

organization with third-party demographic, attitudinal, and other market-specific data to get the 

insight need—when need it. 

 

Literature Review 

 The three main types of shopping behaviours are price consciousness, hedonism and price 

quality consciousness[6], [7]. Studies of customer behaviour in retail stores usually deal with 

1. Identification of customers. 

2. Their buying behaviour patterns. 

The aim of such studies is to know who buys where, what, when and how, which is important in 

marketing research. A knowledge of customer behaviour must precede any consideration of the 

reasons for the behaviour. Buyer Behaviour is defined as the process and activities people engage 

in when searching for, selecting, purchasing, using, evaluating and disposing of products and 

services so as to satisfy their needs and desires. The activities directly involved in obtaining, 

consuming and disposing of products and services, including the decision processes that precede 

and follow these actions.Consumer Behaviour reflects the totality of consumers decisions with 

respect to the acquisition, consumption, services, time and ideas by (human) decision making 
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units. The field of consumer behaviour is the broad study of individuals, groups or organisations 

and the process they use to select secure and dispose of products, services, experiences or ideas 

to satisfy needs and the impacts that these processes have on the consumer and society. 

Objective 

 To study about various attributes of consumer shopping behaviour in a mall. 

Methodology 

 The consumer behaviour can be determined with the survey taken with the help of 

questionnaire. The reliability test of the questionnaire can be found out through Cronbach 

equation. Then the results can be confirmed with the help of T-test, normality test, correlation, 

factor analysis through Varimax rotation and regression analysis and then by plotting a 3-D graph.  

Formulation of Questionnaire 

 The questionnaire was formulated with addition of 15 likert scale questions and 10 choice 

based questions.There were around 30 respondents for the questionnaire administered  

Survey Segment 

 The survey was taken from women of different ages from 18-35 and we have recorded 30 

responses. 

SPSS Package 

 SPSS Statistics is a software package used for logical batched and non-batched statistical 

analysis. The software name originally stood for Statistical Package for the Social Sciences (SPSS), 

reflecting the original market, although the software is now popular in other fields as well, 

including the health sciences and marketing. In addition to statistical analysis, data management 

and data documentation features of the base software. 

Reliability Test 

 The questionnaire for the 

project has been tested with 

reliability statistical test. 

Cronbach's alpha is a measure of 

internal consistency, that is, 

howclosely related a set of items are as a group. It is considered to be a measure of scale 

reliability. A high value for alpha does not imply that the measure is unidimensional. The indicator 

of reliability of the instrument (questionnaire) is proved reliable with Cronbach Alpha value of 

0.527. Statistically, the values of Cronbach Alpha which is more than 0.5 considered as reliable. 

 

  KMO and Bartlett's Test for data adequacy Test 

 The “Kaiser-Meyer-Olkin 

Measure of Sampling Adequacy” 

value of shown as 0.522 in this 

KMO and Bartlett's Test for data 

adequacy test. The KMO value 

(minimum) of 0.500 indicates the adequacy of data. But this test result indicates that the data is 

adequate level. 

Normality Test 

 A normality test is a statistical process used to determine if a sample or any group of data 

fits a standard normal distribution. In statistics, normality tests are used to determine if a data 

setbis well modeled by a normal distribution and to compute how likely it is for a random 

 Cronbach's Alpha Based on  

Cronbach's Alpha Standardized Items N of Items 

   

.527 .553 22 

   

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .522 

Bartlett's 
Test of Sphericity 

Approx. 
Chi-Square 

170.669 

 Df 105 

 Sig. .000 

https://en.wikipedia.org/wiki/Computer_program
https://en.wikipedia.org/wiki/Statistical_analysis
https://en.wikipedia.org/wiki/Statistical_analysis
https://en.wikipedia.org/wiki/Statistical_analysis
https://en.wikipedia.org/wiki/Health_sciences
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variable underlying the data's set to be normally distributed.The collected data is considered to 

be normal (i.e follows normal distribution) if the „z‟value is should between - 1.96 to + 1.96. The 

„z‟value can be calculated by two ways as 

1. The z value = skewness / std. Error of skewness 

2. The z value = kurtosis / std. Error of kurtosis 

 Totally 25 research questions are considered for questionnaire and data of only 7 questions are 

not fall under normal distribution. The calculation of “z Value‟ is listed in the following table. The 

questions which are not have normally distributed data: 

1. Types of Clothes 

2. Maintenance and Cleanliness Attribute 

3. Systematic Arrangement Attribute 

4. Collections and Choices Attribute 

5. Fashion Update Attribute 

6. Shopping Experience Attribute 

7. Store's Location 

Correlation Analysis 

 The Pearson product-moment correlation coefficient (Pearson‟s correlation, for short) is a 

measure of the strength and direction of association that exists between two variables measured 

on at least an interval scale. A Pearson‟s correlation attempts to draw a line of best fit through 

the data of two variables, and the Pearson correlation coefficient, r, indicates how far away all 

these data points are from this line of best fit (i.e., how well the data points fit this model/line of 

best fit). Correlation analysis has been carried out between variables (elements). Few of the 

correlation analysis are listed below. 

Correlation between ‘Visit Frequency’ and ‘Average Purchase Amount’ 

As the significance is 0.300 which is less than 

0.500, the result is considered to be statistically 

significant. The Pearson Correlation confident 

value of 0.100 indicates that there very small 

level of positive correlation between „Visit 

Frequency‟ and „Average Purchase Amount‟ 

(Positive correlation value set to be from -1.001 

to +1.000) 

 

Correlation between ‘Time spent in Stores’ and ‘Average Purchase Amount’ 

As the significance is 0.178 less than 0.500, 

the result is considered to be statistically 

significant. The Pearson Correlation confident 

value of 0.175 indicates that there very small 

level positive correlation between „Time spent 

in Stores and „Average Purchase Amount‟ 

(Positive correlation value set to be from -1.001 

to +1.000) 

 

Correlation between ‘Store Selection’ and ‘Types of Clothes’ 

 As the significance is 0.267 which is less than 0.500, the result is considered to be statistically 

significant. The Pearson Correlation confident value of - 0.118 indicates that there very small level 

   Average 

  Visit Purchase 

  Frequency Amount 

    

Visit  
Frequency 

Pearson 1 .100 

 Correlation   

 Sig. (1-tailed)  .300 

 N 30 30 

    

   Average 

  Time spent Purchase 

  in Stores Amount 

    

Time spent in  
Stores 

Pearson 1 .175 

 Correlation   

 Sig. (1-tailed)  .178 

 N 30 30 
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of positive correlation between Store Selection‟ and „Types of Clothes‟‟ (Negative correlation 

value set to be from -1.001 to +1.000) 

Correlation between ‘Store Selection’ and ‘Factors for Purchase’ 

 As the significance is 0.337 which is less than 0.500, the result is considered to be statistically 

significant. The Pearson Correlation confident value of - 0.080 indicates that there very small level 

of positive correlation between Store Selection‟ and „Factors for Purchase‟ (Negative correlation 

value set to be from -1.001 to +1.000) 

T-TEST 

 SPSS independent samples t-test is a procedure for testing whether the means in two 

populations on one metric variable are equal. The two populations are identified in the sample by 

a dichotomous variable. These two groups of cases are considered “independent samples” because 

none of the cases belong to both groups simultaneously; that is, the samples don't overlap. 

‘T -Test’ (one sample) for Shopping Companion: 

 Hypothesis: Null hypothesis (H0): There is no significant relation between Shopping 

Companion and buying behaviour 

 Alternate hypothesis (H1): There is significant relation between ShoppingCompanion and 

buying behaviour 

One-Sample Test 

 Test Value = 0 

T Df 
Sig. 

(2 tailed) 

Mean 

Difference 

95% Confidence Interval  

of the Difference 

Lower Upper 

Shopping Companion 13.106 29 .000 2.567 2.17 2.97 

 The significace value is 0.000 which is less than 0.500, the „T-Test‟ carries out isstatistical 

significant. The calculated„t value‟ is 13.106 for 95% Confidence Interval. The Table value of„t 

value‟ for the 29 degrees of freedom (df) is 1.699. 

 If the t calculated < t Table value, then accept Null Hypothesis (H0) 

 If the t calculated > t Table value, then reject Null Hypothesis (H0)  Accept Alternate 

Hypothesis (H1) 

 From the above one sample test results, it is inferred that 

 The t calculated (13.106) > t Table value(1.699), so reject Null Hypothesis (H0)  Accept 

Alternate Hypothesis (H1) 

 It is concluded that there is a relationship between the buying behavior andshopping 

companion. 

‘T-Test’ (one sample) for Purchase Influencer  

Hypothesis: Null Hypothesis (H0): There is no significant relation between Purchase Influencer 

Alternate Hypothesis (H1): There is significant relation between Purchase Influencer  
One-Sample Test 

Test Value = 0 

  95% Confidence Interval of the Difference 

 
T Df 

Sig. 
(2-tailed) 

Mean Difference Lower Upper 

Purchase Influencer 15.903 29 .000 2.500 2.18 2.82 

  

 The significance value is 0.000 which is less than 0.500, the „T-Test‟ carries out is statistical 

significant. The calculated „t value‟ is 13.106 for 95% Confidence Interval. The Table value of„t 

value‟ for the 29 degrees of freedom (df) is 1.699. If the t calculated < t Table value, then accept 

https://www.spss-tutorials.com/measurement-levels/#metric
https://www.spss-tutorials.com/what-is-a-dichotomous-variable/
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Null Hypothesis (H0). If the t calculated > t Table value, then reject Null Hypothesis (H0)  Accept 

Alternate Hypothesis (H1). From the above one sample test results, it is inferred that the t 

calculated (15.106) > t Table value (1.699), so reject Null Hypothesis (H0) Accept Alternate 

Hypothesis (H1). It is concluded that there is a relationship between the buying behaviour 

andshopping companion. 

Regression analysis 8. Result for consumer behaviour 

Regression Analysis 

 Linear regression is the next step up 

after correlation. It is used when we want 

to predict the value of a variable based on 

the value of another variable. The variable 

we want to predict is called the dependent 

variable (or sometimes, the outcome 

variable). The variable we are using to 

predict the other variable's value is called the independent variable (or sometimes, the predictor 

variable). Multiple regression is an extension of simple linear regression. It is used when we want 

to predict the value of a variable based on the value of two or more other variables. The variable 

we want to predict is called the dependent variable (or sometimes, the outcome, target or 

criterion variable). The variables we are using to predict the 

value of the dependent variable are called the independent 

variables (or sometimes, the predictor, explanatory or 

regressor variables.  

 The chart above depicts the relationship between 

frequency of visit, time spent in stores and average purchase 

amount by the customer. Y axis represemts the visit 

frequency X1 axis represents the time spent in stores and X2 

represents in average purchase amount. For less frequency, 

the amount of time spent in stores is higher and the average 

purchase amount decreases. For high frequency, the average 

time spent by customer decreases and the purchase amount increases. This shows the inverse 

relationship between mean frequency and time spent in stores. This shows the direct relationship 

between mean frequency and average purchase amount 

Conclusion 

 Future research can be extended to other areas like impulse buying and customer shopping 

attitude. Further studies can be extended to other metros like Coimbatore, Chennai and bigger 

retail shops in Malls too. 
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Model 
Unstandardized Coefficients 

B Std. Error 

(Constant) 2.292 1.144 

Store Selection -.093 .186 

Visit Frequency .096 .166 

Shopping Occasion .096 .161 

Time spent in Stores .056 .202 

Shopping Companion .143 .153 

 
Fig. 4 Graphical Representation for Consumer Behaviour 


