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1. INTRODUCTION 

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

right quantities for the right price. But many things have changed in today’s new 

retailing reality: Customers are more informed, less brand loyal, and highly value-

driven. Customers have nearly unlimited choices in the products they buy, the prices 

they pay, and the channels through which they purchase. At the same time, choice for 

customers means greater merchandising complexity for retailers. We must know our 

customers, based not only on their past purchase history and demographic 

information, but also their attitudes, life stage, and social groups. So we can anticipate 

changing demands, channel preferences, and price elasticity to stock the right 

merchandise and promote the right products through the right channels at the right 

price.  

   Customer data resides in multiple disparate databases, both internal and external to 

the organization, and across different channels. Thinning margins and the ever-

increasing speed of retail leave little room for error, whether you are a neighbourhood 

store, a regional chain, or a large, multinational corporation. Data blending and 

advanced analytics can help 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.  
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2. LITERATURE  REVIEW                                                                                                                     

2.1 CONSUMER BEHAVIOUR     

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 ascertain who buys where, what, when and how. In 

addition, such studies endeavour to learn about customer response to sales promotion 

devices. The results of these studies are useful in the solution of an array of marketing 

problems. These studies are gaining importance in marketing research. It is safe to 

predict that interest in them will increase greatly in the next decade. However, the 

principles and techniques discussed here are also applicable to other types of retail 

stores. The "why" of customer behaviour is a separate and very difficult subject; it is 

not treated here. A knowledge of customer behaviour must precede any consideration 

of the reasons for the behaviour.  

2.2 CONSUMER BEHAVIOUR-COMPLICATED MENTAL PROCESS 

                               Consumer behaviour is seen to involve a complicated mental 

process as well as physical activity (purchase decision). Consumer behaviour is a 

decision process and physical activity individuals engage in when evaluating, 

acquiring, using or disposing of goods and services. Consumer Behaviour reflects the 

totality of consumers decisions with respect to the acquisition, consumption and 

disposition off goods, services, time and ideas by (human) decision making 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.   

               Consumer behaviour studies are based on the buying behaviour of final 

consumers-individuals and households who buy goods and services for themselves. 
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The collective behaviour of consumers has a significant influence on quality and level 

of standard of living. Buyer Behaviour is broadly defined by various scholars and 

researchers as 1. It’s the behaviour displayed by the consumers during the acquisition, 

use and disposition of products/services, time and ideas by decision making units. 2. 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 at play. 3. 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. 

2.3 CONSUMER BEHAVIOUR AS A DYNAMIC PROCESS 

                 Consumer behaviour involves the understanding that acquisition, use and 

disposition can occur over time in a dynamic sequence. In other words the study of 

consumer behaviour is the study of how individuals make decisions to spend their 

available resources (money, time, efforts) on consumption-related 

items.Complementary approaches are proposed for understanding and targeting 

fashion consumers – concentrating especially on innovation theory and self‐concept 

theory. These are seen as being two potentially relevant approaches because fashion is 

concerned with “newness”, therefore innovation theory (also concerned with 

introducing new products and ideas) is logically important, and because fashion 

buying could have much to do with projecting images of how buyers see themselves 

(or would like to be seen, etc) and because there is evidence to suggest that buying in 

younger markets is related strongly to the expression of self, more than might have 

been the case in the past. The synthesis of these approaches, it is argued, could lead to 

an increase in fashion branding, based on a greater segmentation of fashion markets. 

Fashion promotion, in turn, could be more targeted and use concepts from both 

innovation and self‐concept theory. A consumer behaviour activity where a consumer 

personality has been shown to influence intentions is in the self servicing 

technological areas. With the increasing inputs of do it yourself activities, retailers and 
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self servicing organisations are making the assumptions that people are using 

technological sources. The American Marketing Association (AMA) defines 

consumer behaviour as “The dynamic interaction of cognition, behaviour and 

environmental events by which human beings conduct the exchange aspect of their 

lives. Consumer behaviour is “The study of individuals, groups, or organisations and 

the processes they use to select, secure, use and dispose of products, services, 

experiences, or ideas to satisfy needs and the impacts that these processes have on the 

consumer and society.” Behaviour occurs either for the individual, or in the context of 

a group  or an organisation .  

Three key dimensions that influence the ‘way in which’ consumers look at a retail 

store: ¾ Shopping environment ¾ Socio-cultural context ¾ Individual roles, 

motivations, and behaviour. These dimensions take into account not just the 

differences between shoppers in terms of their individual motivations, but also try to 

model the variations caused in shoppers due to cultural influences. One key theme of 

this paper is the variation caused in the perceived hedonic value of shoppers. Hedonic 

value refers to the ‘sense of pleasure’ associated with shopping. In the Indian context 

especially, several retailers have referred to cultural differences and the resultant 

differences in shopper hedonic orientations. However, there are a few existing 

frameworks available that enable assessing the association between hedonism and 

culture in the Indian shopping behavioural context. This paper provides a theoretical 

framework and a robust research agenda that will help researchers and retailers alike 

address this need. 

Product use is often of great interest to the marketer, because this may influence how a 

product is best positioned or how we can encourage the consumption of a product in 

market. Consumer behaviour involves services and ideas as well as tangible products. 

The impact of consumer behaviour on society is also relevant. 
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2.4 INVENTORY  MANAGEMENT                                                                                            

“    A retail buyer has full control of this task, and the control is usually dependent on 

intuition”[14].  [3] identified  the  following  structure  uniqueness  of  the textile and 

clothing  pipeline: (a) complicated  Stock Keeping Unit (SKU) estimation; (b) strong 

effect  of  fashion; (c)  domination  of the  textile  suppliers  and  retail  buyers   over 

manufacturers  in  contrast  to  the automobile, appliance, and electronic businesses; 

and (d) difference  of  product  ordering  procedures  between large retail companies 

and small retail companies.  

2.5 APPAREL INVENTORY MANAGEMENT 

               Inventory refers to the goods stocked for future use. Every retail chain has its 

own warehouse to stock the merchandise to be used when the existing stock 

replenishes. The retailer keeps a track of the stocked goods and makes sure there is 

surplus inventory to avoid being “out of stock”. Such a process is called as inventory 

management. The customers does not find the desired merchandise at one retail shop, 

he has a second brand to rely on. A retailer can’t afford to loose even a single 

customer. It is really important for the retailer to retain his existing customers as well 

as attract potential buyers. The retailer must ensure that every customer leaves his 

store with a smile. Unavailability of merchandise, empty shelves leave a negative 

impression on the customers and they are reluctant to visit the store in near future. 

Inventory management prevents such a situation. One must understand that the 

products need some time to reach the store from the supplier’s unit. The retailer must 

have sufficient stock to offer to the customers during the “lead time”. Managing 

inventory also helps the retailer during situations beyond control like transport strikes, 

curfews etc. The retailer has ample stock as a result of judicious inventory 

management even at the time of crisis. To prevent loss of inventory Check the bags of 

the employees before they leave the store. 
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2.6 PURPOSE OF INVENTORY: 

  1. To maintain  independence  of operations. A supply of materials at a work centre 

allows  that centre flexibility in operations. For example, because  there  are costs for 

making each new production setup, this inventory allows management  to  reduce the 

number of  setups. Independence  of  workstations  is  desirable  on assembly lines as 

well. The time that it takes to do identical operations will naturally vary from one unit 

to  the next. Therefore, it is desirable  to  have  a cushion  of  several  parts  within the 

workstation so that shorter performance times can compensate for longer performance 

times. This way the average output can be fairly stable. 

2. To meet variation in product demand. If the demand for the product is known 

precisely, it may be possible (though not necessarily economical) to produce the 

product to exactly meet the demand. Usually, however, demand is not completely 

known, and a safety or buffer stock must be maintained to absorb variation. 

3. To allow flexibility in production scheduling. A stock of inventory relieves the 

pressure on the production system to get the goods out. This causes longer lead times, 

which permit production planning for smoother flow and lower-cost operation through 

larger lot-size production. High setup costs, for example, favor producing a larger 

number of units once the setup has been made. 

4. To provide a safeguard for variation in raw material delivery time. When material is 

ordered from a vendor, delays can occur for a variety of reasons: a normal variation in 

shipping time, a shortage of material at the vendor’s plant causing backlogs, an 

unexpected strike at the vendor’s plant or at one of the shipping companies, a lost 

order, or a shipment of incorrect or defective material. 

5. To take advantage of economic purchase order size. There are costs to place an 

order: labour, phone calls, typing, postage, and so on. Therefore, the larger each order 

is, the fewer the orders that need be written. Also, shipping costs favour larger 

orders—the larger the shipment, the lower the perunit cost. 

6. Many other domain-specific reasons. Depending on the situation, inventory may 

need to be carried. For example, in-transit inventory is material being moved from the 
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suppliers to customers and depends on the order quantity and the transit lead time. 

Long cycle times are caused by large amounts of inventory and are undesirable as 

well. 

2.7 ADVANTAGES OF INVENTORY MANAGEMENT 

 Theft control. Without  an  inventory system, it's impossible to know if you're being 

ripped off by customers or employees until it's too late 

 Customer service.You can avoid running out of stock and can determine if an item's 

in stock and locate it more readily  if you keep track. You can also locate out-of-stock 

items, their prices, and manufacturers. 

 Financial management. Inventory systems help you keep track of how you're doing. 

It makes little sense to go for an entire  year without knowing the status of your stock. 

 Product tracking. You can track specific items and weed out low sellers with sales or 

markdowns. 

2.8 ABC INVENTORY PLANNING 

            Maintaining inventory through counting, placing orders, receiving stock, and 

so on takes personnel time and costs money. When there are limits on these resources, 

the logical move is to try to use the available resources to control inventory in the best 

way. In other words, focus on the most important items in inventory. Any inventory 

system must specify when an order is to be placed for an item and how many units to 

order. Most inventory control situations involve so many items that it is not practical 

to model and give thorough treatment to each item. To get around this problem, the 

ABC inventory classification scheme divides inventory items into three groupings: 

high dollar volume (A), moderate dollar volume (B), and low dollar volume (C). 

Dollar volume is a measure of importance; an 

9 item low in cost but high in volume can be more important than a high-cost item 

with low volume. In materials management, the ABC analysis (or Selective Inventory 

Control) is an inventory categorization technique. ABC analysis divides an inventory 

into three categories- "A items" with very tight control and accurate records, "B 

items" with less tightly controlled and good records, and "C items" with the simplest 
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controls possible and minimal records. The ABC analysis provides a mechanism for 

identifying items that will have a significant impact on overall inventory cost, while 

also providing a mechanism for identifying different categories of stock that will 

require different management and controls.The ABC analysis suggests that inventories 

of an organization are not of equal value. Thus, the inventory is grouped into three 

categories (A, B, and C) in order of their estimated importance. 'A' items are very 

important for an organization. Because of the high value of these 'A' items, frequent 

value analysis is required. In addition to that, an organization needs to choose an 

appropriate order pattern (e.g. ‘Just- in- time’) to avoid excess capacity. 'B' items are 

important, but of course less important than 'A' items and more important than 'C' 

items. Therefore, 'B' items are intergroup items. 'C' items are marginally important. 

2.9 ABC CLASSIFICATION 

If the annual usage of items in inventory is listed according to dollar volume, 

generally, the list shows that a small number of items account for a large dollar 

volume and that a large number of items account for a small dollar volume. The ABC 

approach divides this list into three groupings by value: A items constitute roughly the 

top 15 percent of the items, B items the next 35 percent, and C items the last 50 

percent. From observation, it appears that the list can be meaningfully grouped with A 

including 20 percent (2 of the 10), B including 30 percent, and C including 50 percent. 

These points show clear delineations between sections always occur so neatly. The 

objective, though, is to try to separate the important from the unimportant. Where the 

lines actually break depends on the particular inventory under question and on how 

much personnel time is available.  

2.10  ECONOMIC ORDER QUANTITY (EOQ)  

               The economic order quantity (EOQ) is the order quantity that minimizes 

total holding and ordering costs for the year. Even if all the assumptions don’t hold 

exactly, the EOQ gives us a good indication of whether or not current order quantities 

are reasonable. EOQ applies only when demand for a product is constant over the year 

and each new order is delivered in full when inventory reaches zero. There is a fixed 
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cost for each order placed, regardless of the number of units ordered. There is also a 

cost for each unit held in storage, commonly known as holding cost, sometimes 

expressed as a percentage of the purchase cost of the item. The Economic Order 

Quantity (EOQ) is the number of units that a company should add to inventory with 

each order to minimize the total costs of inventory—such as holding costs, order 

costs, and shortage costs. The EOQ is used as part of a continuous review inventory 

system in which the level of inventory is monitored at all times and a fixed quantity is 

ordered each time the inventory level reaches a specific reorder point. The EOQ 

provides a model for calculating the appropriate reorder point and the optimal reorder 

quantity to ensure the instantaneous replenishment of inventory with no shortages. It 

can be a valuable tool for small business owners who need to make decisions about 

how much inventory to keep on hand, how many items to order each time, and how 

often to reorder to incur the lowest possible costs. The EOQ model assumes that 

demand is constant, and that inventory is depleted at a fixed rate until it reaches zero. 

At that point, a specific number of items arrive to return the inventory to its beginning 

level. Since the model assumes instantaneous replenishment, there are no inventory 

shortages or associated costs. Therefore, the cost of inventory under the EOQ model 

involves a trade off between inventory holding costs (the cost of storage, as well as the 

cost of tying up capital in inventory rather than investing it or using it for other 

purposes) and order costs (any fees associated with placing orders, such as delivery 

charges). Ordering a large amount at one time will increase a small business's holding 

costs, while making more frequent orders of fewer items will reduce holding costs but 

increase order costs. The EOQ model finds the quantity that minimizes the sum of 

these costs. Economic order quantity (EOQ) is an equation for inventory that 

determines the ideal order quantity a company should purchase for its inventory given 

a set cost of production, demand rate and other variables. This is done to minimize 

variable inventory costs, and the formula takes into account storage, or holding, costs, 

ordering costs and shortage costs.  
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FIG 1: EOQ GRAPH 

 

3. OBJECTIVE 

        The main aim of the project is to deal with the inventory record accuracy with 

cyclic counting method and the measure of consumer behaviour. 

 

4. SPECIFIC OBJECTIVES 

 To analyse the inventory record accuracy in retail stores through cyclic 

counting. 

 To study about the consumer behaviour in a retail stores. 

 To develop an assortment-planning model for women’s clothing retail buyers 

by integrating a conceptual assortment planning and a practical-use assortment 

planning model. 
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5. 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. The inventory control accuracy through 

cyclic counting can be determined with the help of ABC method or EOQ method. 

METHODOLOGY FOR CONSUMER BEHAVIOUR 

Literature survey 

 

                                     

Identification customer sement 

 

 

Interpretation of value, attitude, lifestyle for age group of 18-35 

 

 

Formulation of questionnaire 

 

 

Survey segment (Response 30 samples) 

 

 

Entering the survey in excel  

 

 

Analysis of reliability with cronbach alpha 
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Analysing data with SPSS package 

 

 

Reliability test  with cronbach alpha 

 

 

Finding the result with t-test, factor analysis, correlation & normality test and 

regression analysis 

 

 

Result by forming linear regression equation with 3d graph plotted 

 

METHODOLOGY FOR INVENTORY MANAGEMENT 

Finding a retail store 

 

Collecting previous data’s 

 

Cyclic counting 

 

Entering data’s in excel 

 

Analysis of data – ABC or EOQ method 

 

Reducing remaining available stock 
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6. WORKS DONE FOR CONSUMER BEHAVIOUR 

6.1 FORMULATION OF QUESTIONNAIRE : 

Questionnaire has been framed based on 5E’s of user interface. 

5E’s of user experience are Entice, Enter, Engage, Exit and Extend. 

Entice – Determine what drew the participants to the experience. Review research 

findings for any factors that may have helped initiate feelings of interest, anticipation, 

or expectation. Why did they choose this particular experience? 

Enter – Mark the beginning of activity. What do participants encounter as they arrive 

and orient themselves?Engage- Detail each component of the experience as it unfolds. 

When fully immersed in the activity, how does the participant feel? 

Exit – Mark the conclusion of activity. How do participants know when they’re 

finished? Is there a process for transitioning into a new experience? 

The questionare was formulated with addition of 15 lickert scale questions and 10 

choice based questions. 

There were around 30 respondents for the questionnaire administered at the 

Broookefields Mall, Coimbatore. 

One of the Questionnaire filled in by a respondent is attached in the Appendix 
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FORMAT OF QUESTIONNAIRE: 

1. Are you a regular customer at  

a.Lifestyle     b.Max     c.Relience trends        d.Pantaloons 

2. How often do you visit ? 

a. Daily                 b. Weekly             c. Occasionally             d. Monthly 

3. Why do you purchase from here? 

a. Easy availability    b. More discount  c. Good environment   d. Promotion        

4. What is the average time you spent at  this store? 

a. Less than 30 min    b.30 min -1 hr     c.1-2 hr     d.>2 hr 

5. Who accompanies you for purchase? 

a. Friends             b. Self               c. Family         d. Spouse              

6. On which occasion do you purchase? 

a. Festival         b. Personal occasion      c. Family functions         d. All the above 

7 .Who influences your purchase at this store? 

a. Friends             b. Self               c. Family         d. Spouse             

8. What factors do you consider while purchase clothes? 

a. Price                b. Quality          c. Trends           d. Availability      

9. What clothes do you buy often? 

a. Formals            b. Casuals          c. Intimate          d. Accessories 

NAME:   

GENDER:                 Male / Female 

OCCUPATION:      ⃝ Business       ⃝Salaried Person       ⃝Student       ⃝Home Maker 

AGE:                         ⃝ 18-24          ⃝25-30         ⃝30-38       ⃝  39-45     ⃝> 45 
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10. On an average, how much do you spend at this store? 

a.<500                b.500-1000          c.1000-1500         d.>1500 

 

RATE THE FOLLOWING ATTRIBUTES OF 

11. The store layout at this store is easy for the customer to find out what they need. 

a. Strongly agree b. Somewhat Agree c. Neutral Agree  d. Somewhat Disagree        

e. Strongly Disagree 

12. Maintenance and cleanliness of the store is very good. 

a. Strongly agree b. Somewhat Agree c. Neutral Agree  d. Somewhat Disagree    

e.Strongly Disagree 

13. The physical evidence of the clothing section is very neat and systematic. 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree         

e.Strongly Disagree 

14. This store has a good collection of clothing which helps the   customers  to have 

choice. 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree         

e.Strongly Disagree 

15. This store is always updated with latest fashion clothing. 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree         

e.Strongly Disagree 

16. The overall experience of shopping at this store is good. 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree         

e.Strongly Disagree 
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17. Do you have an attitude of “Buy now, Think about it later”? 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree          

e.Strongly Disagree 

18. Do you buy things according to how you feel at that moment? 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree          

e.Strongly Disagree 

19. Do you carefully plan most of the purchase? 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree          

e.Strongly Disagree 

20.Are you a bit reckless about what you buy? 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree          

e.Strongly Disagree 

21. When you enter a store, you tend to walk directly towards the product you planned to 

buy? 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree          

e.Strongly Disagree 

22. When you enter a store, you  tend to head towards the latest apparel. 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree          

e.Strongly Disagree 

23. Is this store conveniently located? 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree          

e.Strongly Disagree 
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24. Do you refer online before coming to the store? 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree         

e.Strongly Disagree 

25. Do you buy as per your plan or not? 

a.Strongly agree b.Somewhat Agree c.Neutral Agree  d.Somewhat Disagree         

e.Strongly Disagree 

         

6.2 SURVEY SEGMENT 

The survey was taken in Brookefields Mall,Coimbatore, from  women of 

different ages from 18-35 and we have recorded 30 responses. 

 

 

FIG:2 SURVEY SEGMENT IN EXCEL 
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6.3 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. 

 

 

FIG:3 DATA'S IN SPSS PACKAGE 

 

6.4 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, how 

closely 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 

https://en.wikipedia.org/wiki/Computer_program
https://en.wikipedia.org/wiki/Statistical_analysis
https://en.wikipedia.org/wiki/Health_sciences
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Cronbach Alpha value of 0.527. Statistically, the values of Cronbach Alpha which is 

more than 0.5 considered as reliable. 

 

 

 

 

 

 

                                                         TABLE:1 RELIABILITY TEST 

 

 

KMO and Bartlett's Test for data adequacy Test : 

 

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

Bartlett's Test of Sphericity Approx. Chi-Square 170.669 

Df 105 

Sig. .000 

TABLE:2 - 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.  

 

6.5  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 variable underlying the data's set to be normally 

distributed. 

 

 

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

.527 .553 22 
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TABLE:3 NORMALITY TEST 

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  

 

(i) The z value  = skewness / std. Error of skewness   

(ii) 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 

No Elements  Skewness Std. Error 

of 

Skewness 

Normality 

Test based 

on 

Skewness 

Kurtosis Std. 

Error of 

Kurtosis 

Normality 

Test based 

on 

Kurtosis  

1 Store Selection 0.435 0.427 1.02 -0.404 0.833 -0.48 

2 Visit Frequency -0.294 0.427 -0.69 -1.108 0.833 -1.33 

3 Reason for Purchase 0.52 0.427 1.22 -0.3 0.833 -0.36 

4 Time spent in Stores -0.236 0.427 -0.55 -0.207 0.833 -0.25 

5 Shopping Companion -0.454 0.427 -1.06 -1.093 0.833 -1.31 

6 Shopping Occasion -0.834 0.427 -1.95 -0.767 0.833 -0.92 

7 Purchase Influencer -0.174 0.427 -0.41 -0.491 0.833 -0.59 

8 Factors for Purchase 0 0.427 0.00 -0.089 0.833 -0.11 

9 Types of Clothes 1.349 0.427 3.16 2.497 0.833 3.00 

10 Average Purchase Amount -0.362 0.427 -0.85 -1.141 0.833 -1.37 

11 Store’s Layout  Attribute  0.635 0.427 1.49 -0.453 0.833 -0.54 

12 
Maintenance and Cleanliness 

Attribute 1.389 0.427 3.25 2.712 0.833 3.26 

13 Systematic Arrangement Attribute 1.814 0.427 4.25 3.254 0.833 3.91 

14 Collections and Choices Attribute  1.308 0.427 3.06 1.352 0.833 1.62 

15 Fashion Update Attribute  0.874 0.427 2.05 -0.277 0.833 -0.33 

16 Shopping Experience Attribute  1.163 0.427 2.72 1.224 0.833 1.47 

17 Indecisive Buying Attribute  0.745 0.427 1.74 -0.555 0.833 -0.67 

18 Buying Instinct Attribute  1.665 0.427 3.90 3.771 0.833 4.53 

19 Buying Plan Attribute 1.003 0.427 2.35 0.249 0.833 0.30 

20 Responsible Buying Attribute 0.794 0.427 1.86 -0.175 0.833 -0.21 

21 In-store Product Location Attribute 0.422 0.427 0.99 0.042 0.833 0.05 

22 Product Update Attribute 0.421 0.427 0.99 -0.346 0.833 -0.42 

23 Store's Location 1.677 0.427 3.93 3.506 0.833 4.21 

24 Price Compare with online 0.112 0.427 0.26 -1.388 0.833 -1.67 

25 Follow Purchase Plan 0.729 0.427 1.71 -0.045 0.833 -0.05 
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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 

 

6.6 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  

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

                                                     Correlations 

TABLE:4 Correlation between ‘Visit Frequency’ and ‘Average Purchase Amount’ 

  

Visit 

Frequency 

Average 

Purchase 

Amount 

Visit Frequency Pearson 

Correlation 

1 .100 

Sig. (1-tailed)  .300 

N 30 30 
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  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) 

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

 

 

                                                              

 

                     

 

 

 

 

 

 

TABLE:5 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) 

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

 

 

 

 

 

 

 

 

 

 

TABLE:6 Correlation between ‘Store Selection’ and ‘Types of Clothes’ 

           

Correlations 

  

Time spent 

in Stores 

Average 

Purchase 

Amount 

Time spent in Stores Pearson 

Correlation 

1 .175 

Sig. (1-tailed)  .178 

N 30 30 

Correlations 

  Store 

Selection 

Factors for 

Purchase 

Store Selection Pearson 

Correlation 

1 -.080 

Sig. (1-tailed)  .337 

N 30 30 
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 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 of positive correlation between Store Selection’ and ‘Types 

of Clothes’’ (Negative correlation value set to be from -1.001 to +1.000) 

 

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

 

 

 

 

 

 

 

 

 

 

TABLE:7 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) 

 

6.7  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. 

 

 

Correlations 

  Store 

Selection 

Types of 

Clothes 

Store Selection Pearson 

Correlation 

1 -.118 

Sig. (1-tailed)  .267 

N 30 30 

https://www.spss-tutorials.com/measurement-levels/#metric
https://www.spss-tutorials.com/what-is-a-dichotomous-variable/
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i. ‘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 Shopping 

Companion 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 

TABLE:8 ‘t Test’ (one sample) for Shopping Companion   

The significace 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 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 and 

shopping companion. 
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ii. ‘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 

TABLE:9 ‘t Test’ (one sample) for Purchase Influencer 

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 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 and 

shopping companion.  

 

6.8 FACTOR ANALYSIS 

               Factor analysis is a way to take a mass of data and shrinking it to a smaller 

data set that is more manageable and more understandable. It’s a way to find hidden 

patterns, show how those patterns overlap and show what characteristics are seen in 
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multiple patterns. It is also used to create a set of variables for similar items in the set 

(these sets of variables are called dimensions). It can be a very useful tool for complex 

sets of data involving psychological studies, socioeconomic status and other involved 

concepts. A “factor” is a set of observed variables that have similar response patterns 

because they are associated with a variable that isn’t directly measured. Factors are 

listed according to factor loadings, or how much variation in the data they can explain. 

                     The factors that affect the question the most (and therefore have the 

highest factor loadings) are bolded. Factor loadings are similar to correlation 

coefficients in that they can vary from -1 to 1. The closer factors are to -1 or 1, the 

more they affect the variable. A factor loading of zero would indicate no effect. 

 

Rotated Component Matrixa 

 Component 

 1 2 3 4 

Store’s Layout  Attribute  .397 .361 -.220 .452 

Maintenance and Cleanliness Attribute -.087 .821 -.221 .107 

Systematic Arrangement Attribute .606 .065 -.319 .163 

Collections and Choices Attribute  .288 .147 -.506 .290 

Fashion Update Attribute  .077 .765 -.091 .137 

Shopping Experience Attribute  .081 .858 .077 -.163 

Indecisive Buying Attribute  -.198 -.136 .217 .820 

Buying Instinct Attribute  .753 .430 .034 .023 

Buying Plan Attribute -.028 -.022 .681 .099 

Responsible Buying Attribute -.003 .259 .573 .236 

In-store Product Location Attribute .327 .208 .239 .620 

Product Update Attribute .815 -.046 .090 -.307 

Store's Location .775 -.188 .065 .185 

http://www.statisticshowto.com/variable
http://www.statisticshowto.com/how-to-compute-pearsons-correlation-coefficients/
http://www.statisticshowto.com/how-to-compute-pearsons-correlation-coefficients/
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Price Compare with online .041 -.307 .702 -.093 

Follow Purchase Plan .054 -.101 .633 .264 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax. 

a. Rotation converged in 4 iterations. 

TABLE:10 Rotated Component Matrix 

 

 

Factorised Matrix 

 

  Component 

  1 2 3 4 

Product Update Attribute .815       

Store's Location .775       

Buying Instinct Attribute  .753       

Systematic Arrangement Attribute .606       

Shopping Experience Attribute    .858     

Maintenance and Cleanliness Attribute   .821     

Fashion Update Attribute    .765     

Price Compare with online     .702   

Buying Plan Attribute     .681   

Follow Purchase Plan     .633   

Responsible Buying Attribute     .573   

Indecisive Buying Attribute        .820 

In-store Product Location Attribute       .620 

Store’s Layout  Attribute             .732  

Collections and Choices Attribute          .633  

TABLE:11 FACTORISED MATRIX 

 

 

By comparing rotated and un rotated solutions, take the variables which have high 

loadings in each factor and group them and name those four factors. 
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In first factor, Product Update Attribute, Store's Location, Buying Instinct Attribute  

and Systematic Arrangement Attribute has 0.815,0.775, 0.753, 0.606. Here we took 

common variables like ‘Product Update Attribute, Store's Location, Buying Instinct 

Attribute  and Systematic Arrangement Attribute.Those variables are short terms of 

question in survey. Therefore, direct questions are : ‘The physical evidence of the 

clothing section is very neat and systematic, do you buy things according to how you 

feel at that moment? when you enter a store, you  tend to head towards the latest 

apparel. and is this store conveniently located?.These questions are related to store 

layout. So group those five variables and named the first factor as “store related 

attributes”. 

In second factor, ‘Maintenance and Cleanliness Attribute, Fashion Update Attribute  

and Shopping Experience Attribute is .765, 0.821 and 0.858. This variable is short 

term of question in survey. That question is ‘Maintenance and cleanliness of the store 

is very good, this store is always updated with latest fashion clothing and the overall 

experience of shopping at this store is good.We named second factor as “customer 

related attributes”. 

 

 In third factor, in un rotated solution variable ‘Responsible Buying Attribute’ hving 

higher loading as 0.573 whereas in rotated solution variable ‘Follow Purchase Plan 

and Buying Plan Attribute having 0.633 and 0.681 loading which is higher. So for 

factor 2 we took ‘as variable. This variable is a short form of ‘I always feel 

comfortable with the colours I choose’ question in survey. So we named factor 3 as 

“Buying behaviour and comparison”. 

 

       In fourth factor, in un rotated solution variable ‘clothing-expressing my personal 

values’ have higher loadings as 0.620 whereas in rotated solution, variable ‘ few good 

clothes’ have higher loadings as 0.820 which is higher. So for fourth factor we took 

variable ‘few good clothes’ which is short form of question ‘ If you have a few good 

clothes you can get by in most situations. We named fourth factor as “Impulse 

buying”. 
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Therefore there are four factors which affect the buying behaviour of high performing 

individuals of age group 18-35 years. They are 

 

 Store related attributes 

 Customer related attributes 

 Buying behaviour and comparison  

 Impulse buying 

 

Following are the responses received for each factor, 

 Store relatedattributes (SA-   , A-   , N-  , D-   , SD-    ) 

 Customer related attributes(SA-   , A-   , N-   , D-   , SD-   ) 

 Buying behaviour and comparison (SA-   , A-   , N-   ,D-   , SD-  ) 

 Impulse buying(SA-   , A-   , N-   , D-   , SD-   ) 

 

Where          A- Agree, 

                     DA-Disagree 

                     S.A – Strongly agree 

                     S.D – Strongly disagree 

                     N- Neutral 

 

6.9 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 
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of the dependent variable are called the independent variables (or sometimes, the 

predictor, explanatory or regressor variables). 

 

 

 

 

 

 

 

 

 

 

 

 

 

TABLE:12 REGRESSION ANALYSIS 

 

6.10 LINEAR REGRESSION CALCULATION 

                                     Linear regression analysis is an approach for modelling 

relationship between a scalar dependent variable y and one more explanatory or 

independent variable denoted as x. The case of X with one explanatory variable is 

called linear regression. 

Y=  a + β1X1 + β 2X2+ β 3X3+ β 4X4+ β 5X5 

Where, 

a = CONSTANT 

X1=AVERAGE PURCHASE AMOUNT 

X2= STORE  SELECTION 

X3=  VISIT FREQUENCY 

                                            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 
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X4=  SHOPPING OCCASION 

X5= TIME SPENT IN STORES 

X6= SHOPPING COMPANION 

β 1= COEFFICIENT OF X1 

β 2= COEFFICIENT OF X2 

β 3= COEFFICIENT OF X3 

β 4= COEFFICIENT OF X4 

β 5= COEFFICIENT OF X5 

β 6= COEFFICIENT OF X6 

Y= (Average purchase amount* coefficient of X1) + (store  selection * coefficient of 

X1) + (visit frequency * coefficient of X1) + (shopping occasion* coefficient of X1) + 

(time spent in stores * coefficient of X1) + (shopping companion * coefficient of X1) + 

constant  

Y=  2.292 + (-0.093)X1+ (0.096)X2 + (0.096)X3 + (0.056)X4+(0.143)X5 

 is the linear regression equation obtained 
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6.11 RESULT FOR CONSUMER BEHAVIOUR

 

FIG:4 GRAPHICAL REPRESENTATION FOR CONSUMER BEHAVIOUR 

                                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.   
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6.12 ABC ANALYSIS CATEGORIES: 

There are no fixed threshold for each class, different proportion can be applied based 

on objective and criteria. ABC Analysis is similar to the Pareto principle in that the 'A' 

items will typically account for a large proportion of the overall value but a small 

percentage of number of items.  

Example of ABC class are 

 ‘A’ items – 20% of the items accounts for 70% of the annual consumption value of 

the items. 

 ‘B’ items - 30% of the items accounts for 25% of the annual consumption value of 

the items. 

 ‘C’ items - 50% of the items accounts for 5% of the annual consumption value of the 

items. 

A-items are goods which annual consumption value is the highest; the top 70-80% of 

the annual consumption value of the company typically accounts for only 10-20% of 

total inventory items. 

B-items are the interclass items, with a medium consumption value; those 15-25% of 

annual consumption value typically accounts for 30% of total inventory items. 

C-items are, on the contrary, items with the lowest consumption value; the lower 5% 

of the annual consumption value typically accounts for 50% of total inventory items.  

Rupee consumption volume. Characteristically, these are standard, low-cost and 

readily available items. ABC classifications allow the inventory manager to assign 

priorities for inventory control. Strict control needs to be kept on A and B items, with 

preferably low safety stock level. Taking a lenient view, the C class items can be 

maintained with looser control and with high safety stock level. The ABC concept 

puts emphasis on the fact that every item of inventory is critical and has the potential 

of affecting,adversely, production, or sales to a customer or operations. The 

categorization helps in better control on A and B items. In addition to other 

management procedures, ABC classifications can be used to design cycle counting 

schemes. For example, A items may be counted 3 times per year, B items 1 to 2 times, 

and C items only once, or not at all. 
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6.13 ABC ANALYSIS 

                                         The annual consumption value is calculated with the 

formula: (Annual demand) x (item cost per unit) Through this categorization, the 

supply manager can identify inventory hot spots, and separate them from the rest of 

the items, especially those that are numerous but not that profitable. 

6.14 STEPS FOR THE CLASSIFICATION OF ITEMS  

1. Find out the unit cost and and the usage of each material over a given period;  

2. Multiply the unit cost by the estimated annual usage to obtain the net value;  

3. List out all the items and arrange them in the descending value (Annual Value); 

4. Accumulate value and add up number of items and calculate percentage on total 

inventory in value and in number;  

5. Draw a curve of percentage items and percentage value; Mark off from the curve 

the rational limits of A, B and C categories 

 

Percentage of items Percentage value of annual usage 

Class A items About 20% About 80% Close day to day 

control 

Class B items About 30% About 15% Regular review 

Class C items About 50% About 5% Infrequent review 

           TABLE 13: CLASSIFICATION OF ITEMS INTO A,B,C CATEGORIES  

 

The boundary between class A and class B might not be as sharply defined;The 

purpose of this classification is to ensure that purchasing staff use resources to 

maximum efficiency by concentrating on those items that have the greatest potential 

savings → selective control will be more effective than an approach that treats all 

items identically. 
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6.15 RESULT FOR ABC ANALYSIS:  

 
Products Consumpti

on per 
Annum 

(No) 

Averag
e Cost 
(Rs.) 

Consumpti
on Value 

per Annum 
(Rs)  

Cumulative 
Consumpti
on Value 

per Annum 
(Rs)  

ABC 
Catogo

ry 

% 
Covera

ge  

Nighties 10464 433.81 4539388 15097733 A 80% 

Top 6336 398.00 2521728 10558346 A 80% 

Material 3576 556.33 1989448 8036618 B 15% 

Leggings 5496 210.67 1157824 6047170 B 15% 

Children frock 2496 394.27 984090 4889346 B 15% 

Petticoats 4464 196.67 877920 3905256 B 15% 

Shawl 5472 105.13 575290 3027336 B 15% 

blossom 
brassiere 1776 229.67 407888 2452046 B 15% 

Prithvi brassiere 2904 97.60 283430 2044158 C 5% 

blossom panties 2664 100.87 268709 1760728 C 5% 

Jockey brassiere 600 328.80 197280 1492019 C 5% 

Prithvi panties 2400 75.13 180320 1294739 C 5% 

Prithvi slip 1752 102.60 179755 1114419 C 5% 

Sonali brassiere 576 216.00 124416 934664 C 5% 

naiduhall 
brassiere 768 151.00 115968 810248 C 5% 

redrose panties 1128 98.33 110920 694280 C 5% 

poomex slip 1296 79.40 102902 583360 C 5% 

Jockey panties 384 252.00 96768 480458 C 5% 

fair & care 
brassiere 552 167.73 92589 383690 C 5% 

present 
brassiere 648 125.13 81086 291101 C 5% 

naiduhall panties 600 74.20 44520 210014 C 5% 

daisydee 
brassiere 264 146.00 38544 165494 C 5% 

Aone panties 720 53.33 38400 126950 C 5% 

Aone slip 408 56.33 22984 88550 C 5% 

poomex panties 504 44.67 22512 65566 C 5% 

Aone brassiere 240 93.33 22400 43054 C 5% 

K.Love brassiere 168 43.67 7336 20654 C 5% 

Jockey slip 96 71.73 6886 13318 C 5% 

naiduhall slip 144 44.67 6432 6432 C 5% 
TABLE: 14 - CALCULATED VALUES FOR ABC 

Out of twenty nine products two products namely nighties and tops are classified as A 

category items which constitutes 80% of the cumulative inventory per annum. The 

items like material, leggings, frock, petticoat, shawl and blossom braziers are 



36 
 

classified as B category items which constitutes 15% of cumulative inventory per 

annum the rest of the items are classified as C category items which constitutes 5% of 

cumulative inventory per annum. So we have to monitor A category items frequently, 

may be on weekly bases, B items moderately on monthly bases and C items with less 

control on quarterly bases. 

6.16 CALCULATION OF ECONOMIC ORDER QUANTITY 

(EOQ) 
                    The quantity to be ordered at one time is known as ‘ordering quantity’ 

and should be determined with good care. If it is small, a number of orders will have 

to be placed in a year involving costs in terms of clerical labour, material handling, 

etc. Also there will be loss in terms of price and transport costs. Large orders avoid 

these losses and will lead to economy in transport costs and price concessions. But 

there will be costs in terms of interest payments for the money locked up and in terms 

of storing costs. An order should be large enough to enable the firm to earn proper 

discounts and to take advantage of bulk transport but it should not be too large to 

involve too heavy payment of interest. If the price to be paid is stable, the optimum 

quantity to be ordered or economic order quantity (EOQ) can be determined by the 

formula. 

 

 
where   

 

A  –  Consumption of the article concerned (in units) during a year 

 O  -  Cost of placing one order including the cost of receiving the goods or 

ordering     

  C  -   Interest payment per unit per year including other variable cost of 

storing it (carrying cost per unit per annum) 

                                                              A =66420 

                                                              O = 1000 

                                                              C =8.334 

http://cdn.yourarticlelibrary.com/wp-content/uploads/2015/06/clip_image00238.jpg
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√
2𝐴𝑂

𝐶
 

                                                               = √
2∗10464∗1000

21.69
 

                  Optimum order quantity       = 982 pieces of nighties. 

 

6.17 RESULT FOR EOQ ANALYSIS:  

Products EOQ  
(Nos
) per 
Ord
er 

Ordering 
Frequen
cy 
(Days) 

No 
of 
ord
er in 
a 
Yea
r 

Orderi
ng 
Cost 
per 
order 
(Rs.) 

Carryi
ng 
cost 
(Rs. / 
Annum
) 

Consumpti
on per 
Annum  

Consumpti
on per 15 
Days 

                

Nighties 982 34 11 1000 21.69 10464 436 

Petticoats 953 79 5 1000 9.83 4464 186 

                

Jockey brassiere 270 589 1 1000 16.44 600 25 

Naiduhall 
brassiere 451 460 1 1000 7.55 768 32 

Sonali brassiere 327 614 1 1000 10.80 576 24 

daisydee 
brassiere 269 1339 0 1000 7.30 264 11 

blossom 
brassiere 556 199 2 1000 11.48 1776 74 

present 
brassiere 455 546 1 1000 6.26 648 27 

fair & care 
brassiere 363 640 1 1000 8.39 552 23 

Aone brassiere 321 1473 0 1000 4.67 240 10 

Prithvi brassiere 1091 122 3 1000 4.88 2904 121 

K.Love brassiere 392 2104 0 1000 2.18 168 7 

Brassiere Total 1290 42 9 1000 10.22 8496 354 

Jockey panties 247 921 0 1000 12.60 384 16 

naiduhall panties 569 589 1 1000 3.71 600 25 

redrose panties 677 313 1 1000 4.92 1128 47 

blossom panties 1028 133 3 1000 5.04 2664 111 

Aone panties 735 491 1 1000 2.67 720 30 

Prithvi panties 1130 147 2 1000 3.76 2400 100 

poomex panties 672 701 1 1000 2.23 504 21 

panties total 1736 42 9 1000 5.57 8400 350 

Jockey slip 231 3683 0 1000 3.59 96 4 

naiduhall slip 359 2455 0 1000 2.23 144 6 

Aone slip 538 866 0 1000 2.82 408 17 
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Prithvi slip 826 202 2 1000 5.13 1752 73 

poomex slip 808 273 1 1000 3.97 1296 54 

slip total 1444 96 4 1001 3.55 3696 154 

            0   

Material 507 99 4 1000 27.82 3576 149 

Children frock 503 142 3 1000 19.71 2496 104 

Top 798 56 7 1000 19.90 6336 264 

Leggings 1022 64 6 1000 10.53 5496 229 

Shawl 1443 65 6 1000 5.26 5472 228 
TABLE:15 -  CALCULATED VALUES FOR EOQ 

Till now in frequent order happens. They can practise ordering as per our EOQ 

calculations through which shop can save a lot of money and effort for eg.nighties, the 

shop can order once in 34 days with ordering quantity of 982 per order. So the total 

number of orders per year will be 11.This gives a very good control of inventory as 

well as product availability in the shop. 
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7.  CONCLUSION 

       Our study focused on how customer behaviour and inventory management affect 

the chosen Garment Retailer in terms of Customer Service and the profitability.  

    In Consumer Behaviour Study, the Main factor concentrated was store related 

attributes which include mean frequency of visiting, time spent in stores and average 

purchasing amount. From the study it is found that there is inverse relationship exists 

between mean frequency and time spent in stores and direct relationship between 

mean frequency and average purchase amount.  

      In Inventory Management, tools like ABC analysis and EOQ Model are applied in 

our study.   

     In the study of ABC Analysis,  A category items like nighties and tops are 

recommended to be strictly monitored and inventory level recorded frequently. C 

items like jockey slip, aone slip, etc. are warranting minimum or lower level of 

supervision (may be once in a quarter). The remaining B items like churidhar material, 

leggings,etc are required to be monitored on moderate level that means once in a 

month. 

    Apart from monitoring the inventory items, Reorder points are fixed based on EOQ 

Model which enabled the retailer to order optimally and at the appropriate time which 

would save a lot of money and effort for the retailers. This will also help in striking 

the balance between customer service and investment for the chosen retailer. 

   With the proper implementation of EOQ and ABC Analysis, the retailer can exercise 

very good control on inventory as well as product availability in the shop.  
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8. FUTURE SCOPE  

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

shopping attitude and the inventory method like pareto analysis. Further studies can be 

extended to other metros like Coimbatore, Chennai and bigger retail shops in Malls 

too. 
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9.APPENDIX: 
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