
INTRODUCTION

Apparel retailing in India predominantly was unorga-
nized. In recent years, in apparel retailing due to the
entry of Foreign Direct Investment and many orga-
nized players namely like Zara, H&M, Reebok enter-
ing the business, apparel retail is transiting from
unorganized to organized [1–2]. Thus a new chal-
lenge faced by Indian apparel retailer is to retain
existing customers and withstand the tough competi-
tion by the organized new entrants. In order to retain
an existing customer, the retailer needs to under-
stand consumer purchase behavior and satisfy con-
sumer needs, this scenario is same in various sec-
tors of retailing too such as restaurants [3] and
banking [4]. 
In all the sectors, researchers state that customer
tastes are heterogeneous and individual customer
needs vary from time to time, they also stress the
need to understand customer behavior and satisfy
them. Customer satisfaction is one of the key factors,
as satisfied customers are likely to recommend to
five or six people, while dissatisfied ones have a ten-
dency to share their experience with other ten people
[5]. Some studies [6] pointed out that retailers instead

of spending heavily on new customers can work a
strategy to retain existing customers which can
increase the footfall conversion rate i.e., the ratio of a
number of customers making a purchase versus the
number of customers walk-in. In order to increase the
footfall conversion rate retailers can introduce loyalty
programs, understanding existing customers want
etc. Compared to other retail sectors, footfall conver-
sion rate is very less in apparel retailing. A current
study [7] has documented the effect of traffic on con-
version rate in apparel.
In apparel retailing, few research works have been
carried out to understand customer-purchasing
behavior. Current studies [8–9] have investigated and
revealed that service, merchandise, value for money,
location, staff are the factors influencing the store
choice among Indian apparel shoppers in single
branded and multi-branded store. The importance of
store image attributes on consumer purchase behav-
ior was studied by specialists [10]. In their study, the
results showed that merchandise and clientele were
highly important dimensions that affect store image.
Studies [11–13] have analyzed the effect of store
patronage customer satisfaction on consumer pur-
chase behavior. Their study suggests that factors like
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service, product selection, brand, assortment and
quality have a high influence on consumer purchase
behavior. Authors [14] studied the major influencing
factors for customers satisfaction and loyalty and
found that trust has a positive effect on satisfaction
and loyalty.
The behavior of consumers when their expected
product is not available in the store was thoroughly
studied by specialists [15]. Their study resulted that
customer reacts by switching store or quitting or can-
celing the purchase, due to non-availability of their
expected product in the store. These reactions by the
customers lead to loss to the retailers [16]. A 5 per-
cent reduction in the customer defection rate can
increase profits by 25 to 85 percent, depending on
the industry [17].
From the above literature on apparel retailing it is
understood that though there are various studies to
understand customer patronage, service quality,
store image, customers reactions to non-product
availability but there are very few [18] or rather no
systematic study in apparel retailing that integrated
study on merchandise/assortment based factors
affecting consumer behavior reactions and reasons
from the retailer for such situations. 
In this context, this study aims to study the factors
influencing customer no purchase decision. And also
tries to identify reasons from the retailer’s side on
why that problem has happened. Thus, a retailer can
identify reasons for the customer no purchase deci-
sion and also find out the reason from the retailer’s
side and curb that activity or improve certain services
to avoid customer attrition. 

MATERIAL AND METHODS

A questionnaire was designed and validated by [19]
was used to collect data on consumer purchase
behavior. Primarily the questionnaire was framed to
analyze customers who buy, who do not buy, and
who are browsers in the chosen retail store. The vari-
ables which affect the consumer purchase behavior
are given in table 1.
Another questionnaire which was developed and vali -
dated by authors [20] was used in the study to under-
stand the reasons from the retailer for product non-
availability. 
Store profile: The study was carried out in one reput-
ed apparel retailer in Chennai, a metropolitan city,
where heterogeneous customers shop. The store area
is 11500 sq.ft, it caters to Men’s, Women’s, and Kids
wear. The survey was carried out in the month of
October because, in Chennai, it is the time when
people tend to shop more apparel for the festival. The
survey was carried out continuously for 30 days in all
working hours from 10.00 am to 8.00 pm of the day. 
Survey: Primary data is collected using question-
naire by conducting store exit survey on all working
hours of the day and all days of a week to have a full
representation of the population. Respondents were
chosen based on the systematic selection i.e. every

fifth customer was who exit the retail store was sur-
veyed. The efficiency of the questionnaire was also
tested using the response rate. Each day after the
customer survey was over, the product which the
customers expected to purchase but did not make a
purchase were discussed with the store manager.
For every product, the store manager gave the rea-
son for product non-availability at that time.
Data Analysis: The primary data collected through
survey were analyzed using factor analysis to under-
stand the factors influencing consumer-purchasing
behavior. SPSS was used to perform factor analysis.
Respondents’ demographics were also analyzed.
The data on respondents who buy, who do not buy,
who came for browsing was also analyzed.

RESULTS AND DISCUSSION 

Response rate: The response rate for the survey is
shown in table 2. From the table, it can be observed
that among 1838 customers approached for the sur-
vey only 1665 accepted to respond which is 90.53%.
This indicates a good response rate. Further, from the
table 2, it can be observed that out of 1665 respon-
dents, 442 respondents did not make purchase their
preferred item which is around 27%. The intentions of
respondents who do not purchase their preferred
products were analyzed from the questionnaire and
are given in table 3. The five intentions mentioned in
table 3 were switch store, postpone, item switch, can-
cel and brand switch. Out of 442 respondents,
around 68% opted to switch store, 22% opted to
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STUDIED VARIABLES

Sl.  no. Variables

1 Fashion garments

2 Store personnel fast in service

3 Branded merchandise

4 Sstore personnel polite & friendly

5 Merchandise quality

6 Waiting time

7 Variety

8 Checkout payment

9 Guarantee

10 Operating hours are not convenient

11 Pricing

12 Practical & illogical shelf layout

13 Competitive pricing

14 Store temperature

15 Coordinating merchandise

16 Elevator

17 Size

18 Sales promotion

19 Preferred color

20 Adjustments

21 Store personnel understanding needs

Table 1



postpone, 8% switched their item, i.e. instead of buy-
ing their most preferred product they bought some
other product, 1% cancelled their purchase i.e they
decided not to buy and 1% switched from their pre-
ferred brand to another brand, because they could
not find their brand. From the above analysis, it is
very clear that switching store gained higher value
followed by postponing the purchase, item switch,
canceling the purchase, and switching the brand.
This 68% is a higher value, which could lead to a
loss. This may be due to the fact that the respondents
have a choice of finding another retailer to make their
purchase. In this condition, the retail store must
understand the needs of the consumer and satisfy
the customers. The other 22% which opted to post-
pone may come to the same store later or may differ
their purchase, which is also a loss, however only 8%
of the respondents are ready to switch their item
which is not a loss to the retailer, but the proportion is
very less. Hence in the retailing process, customers
have choices to get their products from their com-
petitors; retailers must understand customers’ needs
and retain their customers. 
That is they have gained 68% and 22% respectively,
this indicates that the retailer must understand and
satisfy the needs of the customers. Otherwise, this
will become a big loss for the retailer, as 68% of cus-
tomers who could not buy their product are switching
store, i.e. they buy immediately from a competitor, and
this will also spoil the retailer’s reputation through
bad word of mouth.

Influential factors: This analysis investigates why
the customer leaves the store empty-handed. The
factor analysis grouped the 21 variables into three
major factors. Among these three factors, factor 1
has the effect up to 27.68 %, factor 2 has an effect up

to 9.9 % and factor 3 also has an effect up to 9.5 %,
whose Eigen values were greater than 1.
The factor analysis grouped 21 variables into 3 fac-
tors based on factor loading. In case of factor one,
the variables such as current fashion goods, avail-
ability of size, color, brand, coordinates, quality of the
merchandise, variety, guarantee and appropriate
pricing resulted with higher loading ranges between
0.750 and 0.432. It represents that these variables
come from this factor 1 have a high influence on cus-
tomer leaving the store empty-handed. And these
variables are all related to merchandise and are
termed as merchandise. Similarly, the factor 2 and 3
were termed as sales person and service.

Among the 3 factors, factor 1 has the highest value
i.e. 27.68%. Therefore, this retailer should mainly
concentrate on factor 1, the customer’s reasons to
switch store are major because of merchandise.
From this table it is also clear that customers just do
not purchase the available product, they are very
smart, knowledgeable, and they analyze before a
purchase. Thus, the study points out that merchan-
dise is a most influencing factor for a customer leav-
ing the storeempty-handed along with sales person-
nel and service. This accounts for 9.905% and
9.517% respectively.
The Cronbach alpha an indicator of internal consis-
tency was calculated as 0.785 for the 21 items, thus
indicating a high degree of internal consistency.
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RESPONSE RATE

Respondents category
Number of

respondents

No. of customers approached 1838

No. of respondents accepted to answer 1665

No. of respondents without a purchase 442

Table 2

STUDIED CUSTOMER INTENTION

Customer intention
Number of

respondents
Frecvency

(%)

Switch store 298 68

Postpone 98 22

Item switch 37 8

Cancel 5 1

Brand switch 4 1
Total no. of respondents
without a purchase

442 100

Table 3

ROTATED COMPONENT MATRIX

Items
Factors loadings

1 2 3

Fashion 0.458

Brand 0.432

Quality 0.750

Variety 0.678

Guarantee 0.557

Price 0.487

Competitor 0.464

Coordinate 0.584

Size 0.492

Colour 0.691

Understand 0.798

Fast 0.842

Polite 0.764

Wait 0.623

Payment 0.735

Hours 0.538

Layout 0.609

Temperature 0.439

Elevator 0.654

Promo 0.505

Adjustments 0.428

Table 4



Retailers’ reason for customer exit: The reasons
for a customer leaving the store without a purchase
from the view of a retailer is given in table 5. Among
the seven factors, inefficient sales forecast has the
major reason is attributed to sales forecast. The
retailer feels they need to be more accurate in the
forecast, understand the customer needs and stock
products on time. The next major reason was retailer
policy or retailers decision on what to carry in the
store and what not to. As the survey was carried out
during a festive season many new sales personnel
were employed, therefore lack of professionals was

also attributed. This also caused problems like shelf
not being refilled on time. Thus, the table 5 clearly
points out the retailer’s reasons for a customer leav-
ing the store without a purchase and a major reason
is attributed to inefficient sales forecast.  

CONCLUSION

Customers’ leaving the store empty-handed was
thoroughly studied in this study. From this study it
was observed that 26.47 % quit store without making
a purchase, retailers should address to improve the
% of profit and positive word of mouth. Merchandise
based factors were the major factor cited by the
respondents. From another survey for the retailers,
the reasons for product non-availability was also
studied and the major reason identified was ineffi-
cient sales forecast, i.e it can be attributed to lack of
understanding of what the customer want. So retail-
ers can make use of these kinds of the survey and
take corrective actions to satisfy the customer and
improve the conversion rate. This study is not void of
limitations, as mentioned earlier, the study does not
include other variables like personal reasons for leav-
ing a store without a purchase. The cumulative %
accounted for only 47.107 and the remaining vari-
ables were not found to have a major influence.
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STUDIED RETAILERS REASON FOR CUSTOMER
EXIT

Retailer reason for customers exit Frecvency (%)

Inefficient sales forecast 74

Company policy 9

Lack of professionals 7

The store took long to order 4

Warehouse delayed delivery 3

Supplier delayed delivery 2

The shelf was not refilled 1

Table 5
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