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Abstract

Consumer behavior in the retail sector is significantly shaped by psychological constructs such as
attitude, which encompasses an individual’s beliefs, emotions, and intentions toward products or
services. This study aims to examine the impact of consumer attitudes on purchase behavior within
retail outlets in Bangalore, one of India's fastest-growing urban consumer markets. Using a structured
questionnaire distributed among 200 retail customers, the study investigates how positive or negative
attitudes influence actual buying decisions. Statistical analysis including correlation and t-tests
indicates a significant relationship between attitude and purchase behavior. The findings provide
valuable insights for retailers to tailor their marketing and customer engagement strategies effectively.
The research contributes to the broader understanding of consumer decision-making in an urban Indian
context.

1. Introduction

In today’s highly competitive retail environment, understanding consumer behavior is critical for
success. Among the numerous factors influencing consumer decisions, attitude plays a central role.
Attitude reflects a consumer’s overall evaluation of a product, brand, or retail experience and
significantly impacts their likelihood of making a purchase.

Bangalore, known for its diverse population and tech-savvy consumers, presents a unique environment
for examining retail behavior. The city's dynamic retail landscape—ranging from traditional stores to
high-end malls—makes it a relevant setting for this study. As consumers in Bangalore become more
informed and discerning, their attitudes toward brands, store environments, and shopping experiences
are increasingly influencing purchasing decisions. This study seeks to explore the relationship between
consumer attitudes and their actual purchase behavior in retail outlets in Bangalore, providing both
academic value and practical insights for retailers.

2. Review of Literature

2.1 Consumer Attitude

According to Ajzen (1991), attitude is a learned predisposition to respond favorably or unfavorably to
a given object or behavior. In the context of retail, consumer attitude may be directed toward a
product, brand, store environment, pricing, or promotional strategies. Positive attitudes often result in
higher purchase intent, while negative attitudes can deter consumers from buying (Fishbein & Ajzen,
1975).

2.2 Retail Purchase Behavior

Retail purchase behavior refers to the decision-making process and actions taken by consumers in
retail settings. This includes problem recognition, information search, evaluation of alternatives,
purchase decision, and post-purchase behavior (Kotler & Keller, 2012). Retailers seek to influence this
process through strategies aimed at improving customer perception and satisfaction.
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2.3 Link Between Attitude and Purchase Behavior

Multiple studies have established that attitude significantly impacts purchase decisions (Schiffman &
Kanuk, 2010). Positive attitudes can lead to brand loyalty and repeat purchases, while unfavorable
attitudes may lead to product rejection or store switching. In urban Indian markets like Bangalore,
cultural factors, lifestyle changes, and exposure to global trends also shape consumer attitudes.

2.4 Indian Retail Context

India's retail sector has witnessed rapid transformation, with consumers expecting more personalized
and value-driven experiences. Studies have shown that urban consumers are more influenced by in-
store experience, product display, and brand image—all of which are mediated by their attitudes
(Bansal, 2018). However, more localized research is needed to understand these patterns in specific
cities like Bangalore.

3. Research Gap

Despite Bangalore being a major retail and consumer hub, there is a lack of empirical, city-specific
research that analyzes:

o How attitudinal factors (e.g., perceptions, emotions, values) affect retail purchase decisions

e The impact of store-level variables (ambience, service quality, brand trust) on consumer
attitudes

o Demographic-specific attitude-behavior patterns within an urban Indian retail setting

This study addresses these gaps by offering localized, data-driven insights on how consumer attitudes
influence purchase decisions in Bangalore’s diverse retail environment.

4. Research Objectives

1. To analyze how consumer attitudes influence their retail purchase behavior.
2. To provide recommendations for retailers to improve consumer engagement and sales based on
attitude analysis.

5. Hypothesis

Null Hypothesis (Ho): There is no significant relationship between consumer attitude and retail
purchase behavior in Bangalore.

Alternative Hypothesis (Hi): There is a significant relationship between consumer attitude and retail
purchase behavior in Bangalore.

6. Research Methodology

This study employs both primary and secondary data to analyze the influence of consumer attitudes on
retail purchase behavior. Primary data was collected through a structured questionnaire that was
distributed to retail customers. The questionnaire was designed to gather insights into consumer
attitudes, perceptions, and purchasing patterns within various retail outlets. To complement and
validate the primary data, secondary data was sourced from existing literature, including previously
conducted surveys, newspaper articles, academic journals, and reliable online sources.
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The sampling technique used in this study was convenience sampling, where respondents were
selected based on their accessibility and willingness to participate. A total of 100 respondents were
included in the sample, comprising individuals engaged in either full-time or contractual employment,
with no restrictions regarding gender, job position, or educational qualifications.

For data collection, the primary tool was the structured questionnaire focused on customer
consumption behavior and attitudes towards retail outlets. Secondary data was gathered from
published surveys, articles, journals, and online resources to supplement the primary findings.

The collected data was analyzed using several statistical tools, including frequency tables and
graphical charts such as bar graphs and pie charts to summarize the data visually. Additionally,
correlation analysis was employed to examine the relationship between consumer attitude and
purchase behavior, providing insights into the strength and direction of this association.

7. Scope of the Research:

This study focuses on examining the relationship between consumer attitudes and retail purchase
behavior within the city of Bangalore, a major urban and commercial hub in India. The research
specifically targets consumers who shop at a variety of retail outlets, including supermarkets, apparel
stores, electronics showrooms, and department stores.

The study aims to assess how different components of consumer attitude—such as perceptions of
product quality, store environment, brand image, customer service, and promotional offers—impact
the actual decision to purchase. It also seeks to identify which attitude-related factors most strongly
influence retail behavior in Bangalore’s diverse and rapidly evolving consumer market.

Limitations of The Study:

e The choice of respondents was limited to those available at the time.
e Consumers were not freely willing to participate and had to be coaxed.
8. Data Analysis and Interpretation

Chart 1: Pie Chart depicting the age distribution of the Respondents who did grocery shopping.
Chart Title
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Chart 2: Pie Chart depicting the income distribution of the respondents

Chart Title

= <10,000 = 10000-30000 = 30000-50000 = 50000-70000 = 70000<

Chart 3: Pie Chart depicting the most preferred mode of consumer buying in retail outlet.
Chart Title

1 Online = Offline

Chart 4: Pier Chart depicting the attitude shifts of the consumers pertaining to retail outlet

Chart Title

= Frequency of visit to store
= Change in the buying behaviour of few food items
= Change in mode of payments

= Others

Chart 5: Bar Chart depicting consumer Attitude towards retail outlet.
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Consumer Attitude towards retail outlets
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9. Hypothesis Testing
Table depicting the results of Statistical test
Statistical Test Test Statistic p-value Interpretation
Pearson Correlation | =041 0.0002 Moderate positive correlation;
Coefficient statistically significant (p < 0.05).

Indicates higher positive attitudes are
associated with greater likelihood of

purchase behavior.

Independent t-test t=4.02 0.00007 | Significant difference in attitude
scores between purchasers and non-
purchasers. Purchasers have higher
attitude scores.

Data collected from 100 respondents were analyzed using Pearson correlation and independent t-tests
to evaluate the relationship between consumer attitudes (measured on a Likert scale) and actual
purchase decisions.

The Pearson correlation coefficient was found to be r = 0.41 with a p-value of 0.0002, indicating a
moderate positive correlation that is statistically significant at the 5% significance level (p < 0.05).
This suggests that higher positive attitudes are associated with a greater likelihood of purchase
behavior.

Furthermore, an independent t-test comparing the attitude scores between consumers who made a
purchase and those who did not showed a significant difference (t = 4.02, p = 0.00007). Consumers
who made purchases had significantly higher attitude scores than those who did not.

Based on these results, the null hypothesis (Ho) is rejected, and the alternative hypothesis (Hi) is
accepted. Therefore, it is concluded that there is a significant relationship between consumer attitude
and retail purchase behavior in Bangalore.

10. Findings

The study on the influence of consumer attitude on retail purchase behavior in Bangalore revealed
several important insights:

1. Positive Correlation: There is a statistically significant positive correlation between consumer
attitudes and their purchase decisions in retail outlets. Consumers with more favorable attitudes
toward a retail store or its products are more likely to make purchases.
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2. Attitude Differences Among Buyers: Consumers who made purchases demonstrated

5.

significantly higher attitude scores compared to those who did not purchase, indicating that
attitude strongly influences buying behavior.

Key Attitude Factors: Elements such as store ambiance, perceived product quality, customer
service, and brand image were found to contribute substantially to shaping consumer attitudes.
Demographic Variations: Although the sample was diverse, no significant differences in
attitude-purchase relationships were observed based on gender, employment status, or
educational background, suggesting the influence of attitude is broadly consistent across
demographic groups in Bangalore.

Retail Environment Impact: The study highlights the importance of creating a positive retail
environment that fosters favorable consumer perceptions to encourage purchases.

11. Suggestions

Based on the findings, the following recommendations are proposed for retailers operating in
Bangalore:

1.

Enhance Store Ambiance: Retailers should invest in improving store layout, lighting,
cleanliness, and overall ambiance to positively influence consumer attitudes.

2. Focus on Customer Service: Training staff to provide friendly, knowledgeable, and efficient
service can strengthen consumer trust and improve attitudes toward the store.

3. Build Strong Brand Image: Consistent branding and marketing efforts that emphasize quality,
reliability, and value can create favorable consumer perceptions and encourage purchase
behavior.

4. Engage in Targeted Promotions: Promotional activities that resonate with consumer values
and preferences can enhance attitudes and stimulate sales.

5. Gather Customer Feedback: Regularly collecting and acting on customer feedback can help
retailers understand evolving consumer attitudes and tailor strategies accordingly.

6. Leverage Local Insights: Given Bangalore’s diverse and dynamic consumer base, retailers
should consider localized marketing and product offerings to better connect with their target
audience.
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