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groceries, perishable produce, snd daily products, supplemented by a variety of convenience n;::l
food merchandise and operated primarily on a self service basis. A multi-country mall intercept
mail survey was conducted in Brunei, China, Hong Kong, Indonesia, Malaysia, New Zealand,
Singapore and Thailand (n = 4,125 respondents). The results of the study found that country,
education level and income significantly influence consumer attitudes lowards SP. Some countries
showed a significant monetary value interaction efféct. Consumers using delayed-reward SPT
reported a significantly more positive attitude towards SP. Discounts and coupons are the two most
highly ranked SP across the ssmpled countries, _
Dr Krishna Mohan Abhimalla & Dr LSR Anjaneyulu (2017) aimed at analyzing the performance
Of the sales promotion of Fruits and Vegetables in organized retail stores, awareness levels of the
promations on Fruits and Vegetables among the customers and efficiency of the communication of
sales promotion by the stores to their customers in Chennai, S0 stores that do organised retailing of
fruits and vegetables are selected for the study. The selected stores are located in A class locations
which means, more than 90% of families lying within 2 radius of 2 KM from the store fall unds_z-r
High income group. The resulis of the study revealed that there has been a significant increase in
sales of supermarket with sales promotionsl offers. It suggests that the Sales promotional offers of
fruits and vegetables are doing well. Customers from low income groups and middle income groups
are satisfied with Sales promotions and ambience of the stores. Customers of high income group are
Cxpecting more in terms of ambience, During the informal interview with the customers, it is
understood that people of high income group are not interested in Sales promotions in fruits and
vegetables because, they feel that supermarkets that are given in offers are of lower quality.
Stiphan Nasir (2016) investigated the influnce of sales promotional tools on consumer buying
ior in an emerging market al the post-recession period. This study assesses consumers'
pronencss (o sales promotions and examines the effectiveness of four promotional tools that are
premium offers, coupons, buy and g=t promiotions, and price discounts on buying behavior in terms
of brand switching, stockpiling, purchase acceleration, and product trial. The findings of the study
rovealed that consumers are more prone 1o price discount and buy and get promotions, respectively.
Among the four promotional tools, price discount is the most effective to influence product
acceleration, brand switching, stockpiling, and product trinl behavior respectively. However, there is
no statistically significance difference between the effectiveness of premium offer and buy and get
deals with regard to brand switching behavior, product acceleration, and product trail responses. In

contrest, coupons are the least ineffective promotional tool in terms of generating all types of
consumer response.

IV. Objectives of the Study
1) To study the socio-economic variables of the consumers in Chennai,

2) Toexamine the level of effectiveness of sales promotional tools and consumer preferences on
supermarket.

3) To identify the relationship between promotional tools and consumer preferences on
supermarke!.

4) To provide possible suggestions to modify the sales promotianal tools in order to enhance the
consumer preferences on supermarket in Chennai

V. Need of the Study
The idea of globalization and worldwi

necessity of customers towards FMCG, cosmetics and house hold appliances, the demand and
growth of super market is increasing day by day. It is difficult for the customers to shop the goods by
;leppmgmtl:'_ﬂ_ﬂf:h and every store. Thnyprr&rluhuyu'-’crﬁl:jngum place with good nmbience
and other facilities. They like to have leisurs shiopping with their family members instead buying on
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road sides. In addition, they like to buy the goods with best promotionul tools than burgaining the

ssme on roadside or petty shop. Thus, the study aimed o analyze the various sales promotional tools
applied by supermarket and its influence on customer preferences towards ir.

VL Scope of the Study .
This study revolves around the relationship between sales promotional tools and consumer

preferences towards rket, In order to indentify the influences of sales promotional tools to
choice supermarket, the study has chosen salés promotional tools which is frequently applied by
supermarket coupons, free samples, price-off offer, fairs, exhibition, free gifls, competitions, redeem
points, bundle offer, extra quantity, buy one and get ane free offer, free delivery, free parking
facility, cash refund offer, The study covers select seven supermarket in Chennai which has the
wider market all around India namely Spar, Bigbazaar, Reliance Fresh, Nilgries, Spencers’ Retail,
Dmart and more super market to identify sales promotional tools applied by them and the customer

preferences towards it.
VII. Conceptual Framework of the Study

_ Independent Variable Dependent Variable

Er;flr’eocﬁvcfnns; of Sallt:..'i R Consumer Preferences
motion Tools 0 towards Supermarket

Supermarket

VIIL Research Methodology
The research examines the relationship between cffectiveness of sales promotion tools and

consumer preferences towards supermarket in Chennai. The study is conducted among customers of
select supermarket in Chennai, A quantitative and descriptive research design has been used in the
study, The questionnaire consisting of nominal, ordinary, ratio and rating scale and are distributed
among the customers of supermarket during 10.00 &m to 10.pm in order to collect dara from them.
Convenient sampling technique is adopted chose 100 customers randomly and on convenient basis
from select six supermarkets. Reliobility test. descriptive anulysis, chi-square fest, correlation
analysis and Friedman 1¢st are used 1o analyze the data.

IX. Hypotheses Development
Hyi: There is a significant ussociation between customers’ demographic profile and their
preferences towards supermarket,

Hiz: There is a significant relationship berween effectiveness of sales promotion tools and

consumer preferences towards supermarket.
- There is a significant differcnce in the mean rank of major sales promotion tools that

influcnces the consumer to prefer supermarket and the consumer choice towards

supermarket.

X. Analysis and [nterpretation
a. Cronbach’s Alpha Rellability Test

Hiy

Table 10.1
No. of | Cronbach’s
Sl No. | Scale Items | Algha (a)
Effectiveness of Sales Promotion Tools of
1. Supermarket 10 0.942
2 Consumer Preferences towards Supermarket | 10 0.917

(Source: Primary Data]
From the above tables, it appears that both variables have Combach's Alpha values over 90%,
which means that they are highly interrelated and have high levels of internal consistency,
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b. Descriptive Statistics
In order to measure the level of effectivencss of sales promotional toels and consumer

preferences on supermarket, descriptive statistics is applied.

Table 10.2 _
5L No. Standard
o Scale Mean Deviation
I. | Effectiveness of Sales Promotion Tools of Supermarket. | 3.94 0.772
Consumer Preferences towards Supenmarket 1.60 0.805

2,

[Source: Primary Data)

It is inferred from the nbove table that the mean value of above variables is above 3.50, which
means that the effectiveness of sales promotional tools applied by supermarket is considered as
effective and the consumer prefer to shop their groceries, FMCG goods, cosmetics, electronic items,
elc., in supermarkes.

e. Chi-sguare test
In order to find out the association between customers’ demographic profile and their

Pﬂm_{umrda supermarket, chi-square test is applied.
Hui: There is no associstion between customers’ demographic profile and their preferences towards

supermarket.

Hii: There is an association between customers’ demographic profile and their preferences towards

supermarket,
Table 10.3
Association between Customers’ Demographic Factors and Preferences towards Supermarket

Demographic Factors | Chi-Square Value | P value Conclusion
Gender 3.477 0.002" | Accepted af 1% level
Age 8.952 0.001" | Accepted at 1% level
Educational Qualification B.778 0.003° | Accepted at 1% level
Occupation 0.95] 0,004 | Accepted at 1% level
Income 9,474 0.006" | Accepted at 1% level
Marital Status 3.479 0.001" | Accepled at 1% level

[Source: Primury data] Note: * Denotes significant at 1% level
Since the P value is less than 0.01, the alternate hypothesis is accepted at | per cent level of

significance. Hence, it is concluded that there is an sssociation between customers” demographic
factors and their preferences towiards supermarket.

d. Correlation Analysis
In order to find the significant relationship between effectiveness of sales pramotien toels

and consumer preferences towards supenmarket, correlation analysis is used,
Hy: There is no significant relationship between cifectiveness of sales promotion tonls and

consumer preferences towards supermarket.
His: There is a significant relationship between effectiveness of sales promotion ools and consumer

preferences towards supermarket.

Table 10.4
Effectiveness of Sales .
. Consumer Preferences
Variables Analysis Promotion Taools of ¢ is ;“1: rmarket
Supermarket
Effactiveness of Pearson’ 1 0.978"
Sales Promotion |Correlation
Touols of Sig (2-tailed) 0.001 0.001
Supermarket N 100 100
| Consumer Fearson’ -
Preferences Correlation 0.978 1
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towards Sig (2-tailed) 0.001 0.001
Supermarket [y 100 100

[Source: Primary data] Nofe: ** Denotes correlation s significant at 1% level,
~_ Since the P value is less than 0.01. the null hypothesis is rejected ar | percent level of
significance. Hence, it is concluded that the consumer preferences towards supermarke! have a
posiive and strong relationship with the effectiveness of sales promotion tools applied by
Supermarket (0.978). This implies that as the level of effectiveness of sales promotian tools applied
by supermarket increases, the level of consumer preferences towards supermarket also increases.
e Friedman test
_ In order to study the factors thar influence the customers in preferming mobife banking
services, Friedman test is applied.
Hoy: There is a significant difference in the mean rank of major sales promotion tools that influences
the consumer (o prefer supermarket and the consumer choice towards supermarket,
His: There is a significant difference in the mean rank of major sales promotion tools that influences
the consumer to prefer supermarket and the consumer choice towards supermarket.

Table 10.5.a
Sales Promotion Tools Mean Rank | Chi-square value | P value
5.14
Free Samples 9.65
| Price-OffDiscount 1.55
Fairs/Exhibition 13 46
Free Gifis 263 |
| Competitions/Contest 11.27
Redeem Points 6.29 544753 0,009™
Bundle Offer 4.77
Extra Quantity 7.55
Buy One and Get One Free 346
Free Door Delivery 10.44
Free Parking Facility 12.64
| Cash Back Offer 861
[Source: Primary data] ~ Note: ™ Denotes significant at 1% level.,

Since P value is less than 0.010, the null hypathesis is rejected at | percent level of
significance. Hence, it is concluded that there is g significant difference in the mean rank of major
sales pramotion tools that influences the consumer to prefer supermarket. Based on mean rank, the
most significant sales promotion tools that influences the consumer to prefer supermarket is Price-
Ofi/Discount (1.55), followed by Free Gifts (2.63), Buy One and Get One Free (3.46), Bundle Offer
(4.77), Coupons (5.14), Redeem Points (6.29), Extra Quantity (7.55), Cash Back Offer (8.61), Free
Samples (9.65),Frez Door Delivery (10.44), Competitions/Contest (11.27), Free Parking Facility
(12.64) and Fairs/Exhibition (13.46).

Table 10.5.b

Supermarket Mean Rank | Chi-square value | P value
Spar 2.56
| Bigbazaar 1.13
Reliance Fresh 3.85

Nilgries 5.62 159.254 0.002"
Spencers’ Retail 2,63
Dmart 433
More Super Market 640

[Source: Primary data] ~ Note: " Denotes significant at 1% level,
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XI1. Suggestions

'l'htsu.ldyfuundlhm:um
:ﬂmidu-edas:ﬂ’uﬁvn.H it i

Studying effectiveness of sales promotion tools and the consumer
market is significant for the marketers 10 adop! strategic and innovative promotional (ools s per the
expectations of the consumers. It is difficult for the supermarke! 1o understand the consumer
preferences on supermarket due to the changes in their needs and expectutions. The study found that
there is a positive and Strong relationship between effectivencss of sales promotion todls and
consumer preferences towards supermarket. Moreaver, through persanal mterview, the study found
that the customers are facing problems like nan-availability of prometional 100l during week days,
non-availability of products all the times, compromise of quality due o heavy discount, outdated or
expired products are given as bundle sale offer, long queue for billing during weekends and festival
seasons, in mefficient service by sales person in providing solutions fur queries. The study has made
possible recommendations 1o overcome the problems faced by the customers and to incresse the
customer preferences on supermarket provide bundles of packuges to consumer sccording to the
curren! needs, expectations, demandable goods based on economic conditions, sensonal varintions,
festival needs and natural calamities and in particular immediate solution for queries by keeping

24*7 contact with the customers in order to increase the customer satisfaction towards supermarke!

for purchase of kitchen groceries, FMCG goods, cosmetics, household appliances, utensils. dress
miterinls ele.

preferénces an super

X1V, Limitation of the Study
1) This study is limited to 100 customers of supermarket in Chennai city.
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2) It is restricied t ] ‘ ionghin wi
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r variables affecting consumer fere
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