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Abstract  

Purpose- The study proposes a store preference model for fashion apparel retailers to explore the 

business opportunities in the developing and liberalized country like India. Hence, the purpose of the 

present study is to assess the role of product and store attributes on the store preference of consumers. 

Design/methodology/approach- The study utilizes judgmental sample of 497 usable responses via a 

mall intercept at major shopping centers and cities of Madhya Pradesh. Total eight factors are 

regressed with store preference as a dependent variable by multiple regression analysis.  

Findings- The study demonstrated significant affect of the most of the variables to store preference 

from the young consumer segment.  

Practical implications-  

The findings provide fashion apparel retailers with more definitive information on effective store and 

product attributes along with the communication and marketing mix strategies to increase customer 

base in the emerging metropolitan cities of India.  

Keywords- Apparel market, multiple regressions, product attribute, Store attribute, Store preference 

Introduction 

Indian retail is poised to become a $1.3 trillion opportunity by 2020 (The Economic times, 2015). To 

attract international giants to enter into Indian retail sector through the means of franchising, licensing 

and other ways of entries into Indian business (Dutta and Singh, 2013),  Indian government has 

opened the door for International retail firms for multi-brand retail with 51 percent Foreign Direct 

Investment (Times of India, 2013; The Economic times, 2011). With the estimated average annual 

growth of 25 percent (Gupta and Tandon, 2013), India is a commercially attractive market in top 30 

emerging countries of the world, as per the Global Retail Development Index by Atkearney (2015). 

Besides this, India is far ahead of the USA (more than 15 million stores in India as compared to 0.9 

million in the USA) in terms of density of organized as well unorganized retail stores which is the  
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highest in the world (Halepete and Seshadri Iyer, 2008). The report of Atkearney (2015) also suggests 

that India has outstanding opportunity for international retailers in single-brand retail, multi-brand 

retail, e-commerce and cash-and-carry, because of its strong growth phase in the next five years. As a 

result, India can be a lucrative destination for Multinational giants to set up their operations to attract 

Indian customers (Bhandari, 2010; Halepete et al., 2008). This development can lead to considerable 

economic and social change, creating a strong consumer market for foreign retailers.  Therefore, in the 

rapidly growing fashion retail market, it becomes essential for retailers to understand consumer 

decision making with its demography which in return will help them cater to the needs of the 

consumers. Then main reason for consumer decision making is ascribed to the attributes of store and 

products as a whole (Kimet al., 2009). In order to cater to the dynamic Indian consumers, the 

retailers are formulating relevant attributes related to retail store and product. During the past five 

years, drastic changes happened in Indian retail setting ranging from consumers purchasing power and 

preference to retailers offerings (Wigey and Moore, 2007).  

Previous studies have identified several product attributes as a criterion for choosing products or a 

particular store (BennurandJin, 2013; Delongetal, 2004).The studies in store preference based on 

product attribute (Swinker and Hines, 2006; Wu and Delong, 2006) and store attributes(Leszczyc and 

Timmermans, 2001; Theodoridis and Chatzipanagiotou, 2009)cannot be common across various 

countries or regions. For Asian countries, design, innovation, workmanship, brand image, service and 

display are considered as a crucial evaluations of the US brands (Delongetal. 2004; Wuand Delong, 

2006; Das, 2015).Similarly, consumers in developed countries and developing countries may have 

different preferences of product attributes and those changed preferences matter a lot for fashion 

retailers. The store attributes which have caught attention of  many   researchers  such  as  price,  

merchandise  information,   store  location,  store environment, store offerings (Toby et al., 2012; 

Kotler, 1983; Shim and Kotsiopulos, 1992; Mazursky  and Jacoby,1985)  and these attributes a r e  

considered to be vital in preference of store. In the same lines, it is observed that the success of   

retailers   dealing   in   different formats    largely depends upon the retailer's depth of knowledge of 

the various products and store attributes (Baltas and Papastathopoulou, 2003; Roy and Ghosh, 2013). 

But by looking at overall aspects related to fashion retail store preference, it seems that the importance 

of particular store and product attributes depends upon product to be purchased (Paulins and Geistfeld, 

2003). So it becomes essential that attributes should be tested separately for individual country as per 

store offerings and product type. Further, it has been found that the existing literature has not covered 

both the aspects of store and product attribute to understand store preference. Importantly, little is 

known about the influence of store attribute and product attribute particularly related to fashion retail 

store and has not been examined in a clear fashion. 

In past, the organized retail store and brands were restricted to metro cities only but due enormous 

opportunities like large segment, more fashion consciousness from tier II and tier III cities have caught 

the attention of many international players (Dutta and Singh, 2013). Madhya Pradesh is situated in the 
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center part of India. The second largest state of India by area and sixth largest state by population and 

it has the highest border sharing neighbor states making it a mix of more demographics and different 

cultures. Moreover, in the recent years, the state's GDP growth has been above the national average 

(Times of India, 2013). Present study is therefore to ascertain the consumer responses from apparel 

retail stores of Madhya Pradesh State in India. 

Previous studies were carried out with either store attributes or product attributes separately and 

even with very limited number of attributes. Even literature reports were fragmented in opinion 

on linking various attributes and store choice (Nilsson et al., 2015). The present study aims to fill 

this gap by concentrating on the ever changing store choice behavior through investigating its 

relationship with the product attributes and store attributes. Resulting outcome can be beneficial 

for the fashion retailers operating in India and the international players who are trying to enter 

the Indian market. The findings of this study will add, in anticipating the changes, of consumers’ 

preference for store based on store and product attribute by contributing to the retailing 

literature. After extensive literature review, this study aims to take up the following objectives: 

 To investigate the impact of product attributes on consumer fashion store preference. 

 To  investigate  the  impact  of  store  attributes  on  consumer  fashion  store preference. 

The paper begins with review on store choice with a special focus on the store attributes and the 

product attributes as a clue for customers’ preference. Later part of this paper with methodology, 

analysis, discussion, implication with limitations and future scope of the study. 

Review of literature  

Store choice 

1. Literature on store choice holds much importance in understanding consumer patronage behavior 

(Chang et al., 2015; Nilsson et al., 2015; Prasad and Aryasri, 2011; Fowler and Bridges, 2010; 

Briesch et al., 2009; Reutterer and Teller, 2009; Carpenter and Moore, 2006; Pan and Zinkhan, 

2006; Sinha and Banerjee, 2004; Baltas and Papastathopoulou, 2003; Popkowski et al., 2000) due 

to change in consumer habitats and change in retail formats. Some early studies on store choice 

defined store choice as a cognitive process which is more like information processing behavior as 

any other purchase decision (Sinha and Banerajee, 2004; Sinha,2000; Fotheringham,1988). 

Whereas the most recent studies on store choice suggests that store choice is highly dependent on 

various store attributes (Nilsson et al., 2015; Das, 2015; Dholakia and Zao, 2010) and various 

product attributes (Norskov et al., 2015; Tireli and Martı´nez-Ruiz, 2014; Min et al., 2012).On the 

hand research studies also identify the role of shopping occasion and store choice behavior instead 

of choice based criteria. In the literature, customers are classified, based on the shopping occasion 

and frequency and explain the effect of store occasion on store choice behavior (van Kenhove et 

al., 1999). After that, consumer’s evaluation of retail agglomeration attractiveness is largely 

influenced by shopping situation and that will define the store choice (Teller and Reutterer, 2008; 

GehartandYan, 2004). Overall, basic facilities at the store (Gentry  and Burns, 1977), travel time, 



[8] 
 

International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, Issue-1 (2017)   
 
 

cost (Jones,1999; Ibrahim,2002; Sinha and Banerjee, 2004) and time of shopping trip (Kahn and 

Schmittlein, 1989) affect the store choice behavior. To date, many have examined the contribution 

for explaining why: consumer-shops within their trade area and mechanism behind the consumer-

retail exchange in community. 

Developments in store choice literature categorized area specific attributes, playing the role of 

determining the choice of customers (Khadilkar, 2012).  More importantly, store choice is mainly 

influenced by location of store and accepted that the location nearer to home is a major drive of store 

choice (Briesch et al., 2009; Sinha and Banerjee, 2004; Kimand Jin, 2001; Fotheringham, 1988; 

Stanley and Sewall, 1976). Over a period of time the shift in the literature has taken place from 

location to price and considered it as main factor affecting on-off store choice (Yip et al., 2012; Zielke, 

2010; Morschett et al., 2005; Fox et al., 2004; Yavas, 2003). Later  development  in  store  choice  area 

considered atmospherics, ambience  and  store  environment  as  an  important  parameter  for the  

preference  of  store (Yildirim, 2015; Ballantine et al., 2015; Wu  et al., 2013; Skandrani et al., 2011; 

Ballantine et al., 2010; Sharma and Stafford, 2000; Baker et al.,1992;Malhotra,1983; Kotler,1973). 

Store attributes and store preference 

The  studies  on  store  attributes  and  store  preference brought the attention  of  many researchers in 

their work, suggested that price, variety of product and customer specific services are crucial in forcing 

selection of store (Das, 2015; Varvoglis and Sirgy, 2015; Wong et al., 2012; Seock and Chen, 2011; 

Chiu-Han and Ha, 2011; Ganesh et al., 2010; Roy Dholakia and Zhao, 2010; Carpenter and Moore, 

2006; OppewalandKoelemeijer,2005; Taylor, 2003;  Arnold,1997;Sparks, 1995). Owing to the 

interesting relevance of store attributes and store preference in selection of store, research is also 

conducted to check connection between store environment and store selection and the outcome has 

suggested relationship between both the variables (Ballantine et al., 2010; Vieira, 2010; Kent and 

Kirby, 2009; Punj and Moore, 2009; Mattila and Wirtz, 2008; HansenandDeutscher,1977).Moreover, 

it is observed that customers use a combination of quality of staff and the occurrence of low prices as 

the main variables in selecting a store(McGoldrick, 2002; Hutheson and Muthinho, 1998). Further, 

availability as pectsareal so one of the important of aspects in store attribute literature motivating store 

preference (Kucuk, 2004; Chopra and Meindl, 2007, p.77). To conclude, the attributes like merchant 

disease assortment, shopping trip patterns, product quality, shopping task, treatment by store 

personnel, price of product in store, fast checkout, convenient opening hours and convenient parking 

facilities played an important role, selecting particular store (Narang, 2011; Van Kenhoveetal., 1999; 

Kahn and Schmittlein, 1989; PanandZinkhan, 2006; Theodoridis and Priporas, 2009; Sinhaand 

Banerjee,2004; Gonza´lez-Benito et al., 2007; Briesch et al., 2009). Therefore, it can be hypothesized, 

as per the proposed model of Figure I that: 

H1a: There is a positive relationship between Brand Value and store preference. 

H1b: There is a positive relationship between After Sales Services and store preference.  

H1c: There is a positive relationship between Ambiance and Decor and store preference. 



[9] 
 

International Journal of Business Research and Management Practices in Global Environments (ISSN: 2473-4047) Volume-1, Issue-1 (2017)   
 
 

H1d: There is a positive relationship between Store Staff influence and store preference. 

H1e: There is a positive relationship between Store Location and store preference. 

Product attributes and store preference 

Researchers have identified several product attributes like product quality and variety as a reason for 

consumers make their purchase decisions (Tirelli and Martı´nez-Ruiz, 2014; Bennur and Jin, 2013; 

Yip et al., 2012; Min et al., 2012; Lockshin and Cohen, 2011; Briesch et al., 2009; Erdem and Keane, 

1996; Mayer, 1982). Where as in terms of apparel store preference, esthetic attributes, such as style, 

fabric and fashion ability to be more important than other attributes (Swinker and Hines, 2006; 

Eckman et al., 1990). As per Kano’s theory, the product attributes can be classified in to three 

categories, namely “must-be”, “performance”, with “attractive attributes”, and suggests that customer 

perceptions of these attributes may change in a linear fashion from being an attractive attribute to a 

performance attribute and finally to a must be attribute (Kano, 2001; Witell and Fundin, 2005). 

Among Asian countries, study revealed that price and quality are main attributes and act as 

determinant of consumers’ choice of store (Zhanget al., 2002; Wang and Heitmeyer, 2005; 

Dicksonetal., 2004). To sum up, it can postulated that most apparel attribute studies found that the US 

consumers place importance on esthetics, comfort, fit, style, etc.(Eckmanetal.,1990; 

WuandDelong,2006), while consumers in developing countries, such  as  China and India, plays 

importance on price,  quality,  brand name, etc.(Das,2015; Narang,2011; Delongetal.,2004; 

Milleretal.,2005; Dicksonetal., 2004). 

Therefore, it can be hypothesized, as per the proposed model of Figure I that: 
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H2a: There is a positive relationship between Product quality and store preference.  

H2b: There is a positive relationship between Product price and store preference.  

H2c: There is a positive relationship between Product variety and store preference 

Methods 

For present research, population consisted of shoppers visiting and buying from malls in Bhopal, 

Indore, Jabalpur and Gwalior city, Madhya Pradesh whereas sampling element consist of shoppers 

visiting malls to shop these four cities of Madhya Pradesh, India. The data for the present study was 

collected via a mall intercept at major shopping centers in Bhopal, Indore and Gwalior city, Madhya 

Pradesh as all four cities are with higher number of malls than other cities of Madhya Pradesh. The 

cities were Bhopal, Indore, Jabalpur and Gwalior city, of Madhya Pradesh state of India, selected as 

sampling element because of its geographic and demographic suitability for the study. Bhopal, Indore, 

Jabalpur and Gwalior city are among top five districts with highest density of population as well with 

middle class income group and higher literacy rate among other district of Madhya Pradesh (Census India, 

2011). There are evident in which middle class people are considered as more confident and also are having 

greater purchasing power (Halepete and Iyer, 2008; Tucker, 2006).Shoppers were recruited based on 

their belongings(brands wore/owned) and two stage Judgmental sampling was used to recruit them. In 

first stage one mall from each city was selected based on similarity of size, availability of all major 

brands with age as well as tenant-mix. Usually judgmental sampling permits researchers to recruit 

Product 

Figure I 
Proposed model for Store Preference 
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samples from the population who can give accurate response for the study (Kotler et al., 2005). These 

shoppers were approached to participate through structured, non-disguised, self-administered 

questionnaire. Out of 517 responses, 20 responses were discarded as they were incomplete or not 

correctly filled. So, final 497 responses were used for the final analysis. Previously pilot testing was 

carried out among 30 respondents and minor modifications were made. The shoppers were given as 

much time as needed to complete the questionnaire.  

Measures 

 

 

 

 

 

 

 

 

 

 

 

Based on extensive literature review, long range of attributes have been identified but attributes were 

reduced to product quality, product variety, product pricing, brand value, after sales services, 

ambiance and décor, store staff influence and store location as per Indian demographic and retail 

situation (Khare, 2012 ). Study has adopted and modified the scales for the variables like product 

quality, product variety,  product  pricing,  brand  value,  after  sales  services,  ambiance  and  décor,  

store staff influence and store  location from Baltas and Papastathopoulou, (2003) as well as from 

Paulins and Geistfeld(2003) and BennurandJin(2013) studies. In addition the store preference (the 

dependent variable of this study) was adopted from Sinha and Banerjee (2004) and Chen-Yu at al. 

(2010). Each of the attribute was measured on five-point like rtype format anchored with “bad” coded 

as 1 to “good” coded as 5. Pre-testing of questionnaire was carried out on conveniently sampled 30 

respondents. 

 

Prior to detailed analysis, there liability of measures was checked through computation of coefficient 

alpha. The condition for reliability with respect to Cronbach’s alpha was found to be satisfactory. It 

was found that all variables confirm reliability more than 0.6 (Nunnally, 1978) which suggests that the 

Table I 
 
Sample Reliability Statistics of Constructs 

 
Variable Number of 

Variables 
Cronbach’s Alpha 

Product Quality 4 0.805 
Product Variety 3 0.757 
Product Pricing 3 0.671 
Brand Value 4 0.759 
After Sales Services 3 0.764 
Ambiance and Décor 3 0.765 
Store Staff influence 4 0.693 
Store Location 4 0.754 
Store Preference 5 0.776 
 
Table I Reliability Statistics of Constructs 
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scales how is the good internal consistency. There liability results for other constructs are shown in 

Table 1. 

Data analysis 

Sample description 

The data were obtained from 497 people residing in Madhya Pradesh. Out of which, 25.1 percent of 

respondents (n=125) are from Bhopal, 25.1 percent of respondents (n=125) are from Indore, 25.1 

percent of respondents (n=125) are from Jabalpur and 24.5 percent are from Gwalior (n=122). These 

quotas have approximately same proportion as the proportion in population (Census India, 2011). 

From overall sample, majority of respondents are male (n=275, 56%); Respondents who are married 

are more in numbers (n=268, 54%) than that of the unmarried ones (n=232, 46%). Majority of the 

respondents are young, i.e. below 40 years of age(n=326,65%); almost all of them are 

graduates(n=497,99%) and quite  a few of them have either Post-Graduation degree(n=166,33%) or 

are Professionals (n=182,36%) who are mainly private service people(n=176,35%). Sample is 

dominated by respondents with income group Rs.0 . 2-0.5 million (n=184, 37%). The demographic 

information collected out of the questionnaires filled by 497 respondents is as under, as per Table II: 
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In order to identify the key factors affecting consumers’ store preference, multiple regressions was 

performed. In this research, store was modeled as the dependent variables and certain store attributes 

such as Store Location, Store Staff Influence, Brand Value, Ambience and Décor, After Sales 

Services as well product attributes like Product Quality, Product Variety, and Product Pricing were 

served as predictors. 

The model containing of eight significant (R2=0.560, F=55.567, p<0.05). The findings from the 

regression analysis showed that the model provides very good support for almost all of the 

hypothesized relationships, i.e.H1a (Brand Value, p=0.000), H1b (After Sales Services, p=0.014), 

Table II: Sample profile of Respondents 
 

Demographic Variables Categories Frequency Percentage (%) 

Gender Male 275 56 

 Female 222 44 

Age(in years) 18 to 28  182 36 

 29 to 39 144 29 

 40 to 50 98 20 

 51 and above 73 15 

Monthly household income 
(Amount in INR) 

Less than 0.2 million (m) 29 6 

 0.2 (m) to 0.5 (m) 184 37 

 0.5 (m) to 0.8 (m) 158 32 

 More than 0.8 (m) 126 26 

Education Undergraduate 3 1 

 Graduate 149 30 

 Post Graduate 166 33 

 Professional Qualification 179 36 

Marital Status Married  268 54 

 Unmarried 229 46 

Family Type Nuclear 319 64 

 Joint 178 36 

Occupation Student 141 28 

 Business 28 6 

 Private Service 176 35 

 Public Service 31 6 
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H1c(Ambiance and Décor, p=0.000), H1d(Store Staff influence, p=0.000), H1e(Store Location, 

p=0.000), H2a (Product Quality, p=0.000), H2b(Product Price, p=0.000) (found to be significant 

predictors of store preference) only one variable namely product variety H2c (p=0.793) was found to 

be non-significant predictors of store preference. Furthermore, the model explains good variance in 

the ultimate dependent variable, consumers’ store preference i.e. only 56 percent. 

The predictability was in following order: Product Quality (β=0.309), Store Location (β=0.134), Store 

staff and influence (β=0.347), Brand Value (β=0.108), Product Price (β= 0.129), Ambience and Décor 

(β= 0.259) and after sales Service (β=0.110). No issues of multicollinearity were found as all 

displayed tolerance values were above 0.2 (Menard, 1995) and VIF (variance inflation factor) 

statistics were not more than10 (Myer, 1990). None of the variables indicated the problem of 

multicollinearity. (Table 3). 

Discussion and implication 

The aim of the study was to evaluate the impact of store attributes and product attributes on store 

preference in fashion and apparel sector. A regression analysis revealed that all five stores attributes 

(Store Location, Store Staff Influence, Brand Value, Ambience and Decor, After Sales Services) and 

two product attributes (product price and product quality) have impact on preference of store. Similar 

findings were revealed by Baltas and Papastathopoulou (2003), Priporas (2003), Thedoridis (2004) in 

their study. Starting with location attribute, which is generally perceive Vedas a significant factor of 

preference (Fotheringham, 1988; Popkowski Leszczycetal., 2004) but having a strong impact on the 

store choice decision. This could be the result of the fact that for people, the accessibility aspect 

matters more while selecting at the place for shopping.  It is a fact that youth are an important 

category who has time pressures in dual career families with high disposable incomes. It is 

important to find out the fact that who are the main shoppers they mainly buy from the malls. 

From the study it is revealed that majority of the shoppers are the youth and married with the age 

below40years and constitutes the65% of the sample who turned in to buy. The retailers when eyeing 

their presence in the market, they need to identify the target shoppers. The study has provided an 

important outcome of youth class, who are the main shoppers. It may be because of their high 

disposable incomes and responsibility of fulfilling the needs of family. The literature has also 

supported that this age group is involved in disseminating the information to the peer group or the 

family after getting the information from the market (Kaur and Raghbir, 2007). There is also a strong 

indication that the support from staff is an important part of the store preference. This is obviously 

more important in fashion and apparel sector rather than grocery shopping. Perhaps it is due to the 

more selective approach of young consumers and explanation of inner aspects of items that makes the 

process of selecting as to refasten in apparel shopping (Toby et al., 2012). Hence, shop assistance by 

staff can be more important aspect in stores election decision. 

Further in case of brand value, the outcome of the study suggested that t h e r e  i s  positive association 

between store preference and brand value. Hence, it is inferred that consumers usually look at brand 
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availability while selecting the fashion apparel store. Typically, young consumers are attracted to the 

store by checking the availability of the brands they value. The ambience and décor of the store plays 

an important role in consumers’ preference. There are certain studies which support the results of the 

study (Khareand Rakesh; Andreuetal., 2006). Indian retail store are decorated now a days with good 

exterior décor and internal ambience, which can catch the attention of consumers. After Sales Services 

is also found to affect significantly on store preference, the explanation for this outcome can be well 

accepted by previous researches (Goffinand  New, 2000; Oliva and Kallenberg, 2003). Putting forward 

the proposition, it should not be seen as an attempt to simplify the debate surrounding the nature and 

the spectrum or the role of` after-sales services’ in selecting the fashion store. Indeed after sales 

services are in much demand among consumers because in apparel sector lot many issues arise like 

decolourization, fabrics print damage, alteration of apparel items. 

Lastly from the study it is revealed that for product attributes, price is positively associated with 

store preference.  Thus, it is an important factor which   makes a consumer selects a particular store. 

The findings are supported by their search of Shim and Kotsiopulos (1992) with regard to price. It is 

very obvious in case of Indian young consumers, who are viewed as more price sensitive people in 

case of buying items. Outcome of this research suggested that there is a positive impact of product 

quality and store preference. Previous studies also confirm with this outcome (Alamro and Rowley, 

201; Keller, 2003) and considered quality as a main antecedent of the purchase decision and 

preference. There tail store which offers good quality of apparel items can attract young consumers 

easily. On the contrary, product variety is found to be non-significant predictors of store preference. 

By looking at this phenomenon, young consumers may view variety as least important factor while 

preferring the store. 

This finding can be used in the positioning and designing the strategies of fashion retail stores. 

Managers operating in to fashion retail sector can design offering by keeping this in to mind that all 

consumers and specifically young consumers, would prefer the store based on all attributes of store. 

Therefore, manager can work out on store ambience, décor, location, staff, after sales services aspects 

of store attribute while launching any new fashion retail store. Further the study leads to the 

conclusion that retailers have a n  opportunity to position their fashion retail stores with a focus on 

store attributes and product attributes, in a rapidly growing young population. 

Limitation and future scope 

There are several limitations of the present research. Study has included store attributes and product 

attributes as a determinant so store preference. Further relationship can be checked with individual 

characteristics. Secondly, the judgmental sampling has its own limitation as a type of non-probability 

sampling. It will definitely affect the generalizability of findings. Finally, the study has included 

several attributes of product and store, still more attributes from both category can be involved to 

provide more accurate results. 
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