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Abstract :This study explores the growing organized retail sector in home appliances within Dharmapuri 

District, focusing on consumer preferences and key purchasing factors such as pricing, promotions, and after -

sales service. It also analyzes the challenges faced by organized retailers while comparing them with 

unorganized markets in terms of trust and convenience. Using surveys and interviews, the research provides 

insights to help retailers refine strategies, improve customer satisfaction, and adapt to evolving market trends. 

The findings offer practical recommendations for strengthening organized retail in the home appliance sector.  

Index Terms: Organized Retailers, Customer Service. 
 

1. INTRODUCTION 

The retail sector plays a crucial role in the economic growth of any region, influencing consumer 

behaviour, market competition, and business strategies. In recent years, the home appliance market in 

Dharmapuri District has witnessed significant growth, driven by changing consumer lifestyles, increasing 

disposable income, and the emergence of organized retail stores. Organized retailers offer a structured 

shopping environment with better product variety, competitive pricing, promotional offers, and enhanced 

after-sales services. In contrast, unorganized retailers, which include local shops and small vendors, continue 

to attract consumers due to personalized service, flexible pricing, and long-established trust. 

Understanding consumer perception towards organized and unorganized retailers is essential for 

businesses to align their strategies with customer expectations. Key factors such as product availability, 

pricing, promotional schemes, customer service, and convenience influence consumer choices. This study 

aims to compare these two retail formats in the home appliance sector of Dharmapuri District, analyzing 

customer preferences, challenges faced by organized retailers, and areas for improvement. 

2.NEED OF THE STUDY 

The retail sector in India is undergoing a transformation, with organized retail outlets gaining 

prominence due to their structured operations, wide product availability, and enhanced customer service. 

However, unorganized retailers continue to thrive, particularly in semi-urban and rural areas, where factors 

such as personal relationships, flexible pricing, and trust play a significant role in consumer decision-making. 

In Dharmapuri District, the home appliance market is witnessing increasing competition between organized 

and unorganized retailers. While organized retail offers benefits such as standardized pricing, promotional 

offers, and after-sales service, unorganized retailers attract customers with personalized interactions, flexible 

negotiations, and localized convenience. Understanding consumer perception towards these two retail formats 

is essential for retailers to develop strategies that enhance customer satisfaction and business growth.  

This study is needed to: 

 Analyze Consumer Preferences: Identify the key factors influencing consumer choices between 

organized and unorganized retailers in the home appliance market. 
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 Evaluate Market Challenges: Understand the difficulties faced by organized retailers in competing 

with unorganized markets. 

 Assess Customer Satisfaction: Compare service quality, pricing, and convenience offered by both 

retail formats. 

 Provide Strategic Insights: Offer recommendations for organized retailers to improve customer 

engagement and adapt to market dynamics. 

3. OBJECTIVES OF THE STUDY 

 To examine consumer preferences for purchasing home appliances from organized and unorganized 

retailers. 

 To identify the key factors influencing consumer decisions, such as pricing, product variety, 

promotions, after-sales service, and convenience. 

 To compare customer satisfaction levels between organized and unorganized retail formats. 

 To assess the challenges faced by organized retailers in competing with unorganized markets.  

 To evaluate the role of trust and personal relationships in consumer loyalty towards unorganized 

retailers. 

 To analyze the impact of retail marketing strategies (pricing, promotions, and service quality) on 

consumer perception. 

 To provide recommendations for improving customer engagement, enhancing service quality, and 

strengthening organized retail in Dharmapuri District. 

4. SCOPE OF THE STUDY 

 The study is limited to Dharmapuri District and focuses on consumer perception in the home appliance 

market. 

 It includes only those consumers who have made at least one purchase from either organized or 

unorganized retailers. 

 The study does not include e-commerce or online retailing platforms. 

 

5. STATEMENT OF THE PROBLEM 

 The home appliance market in Dharmapuri District is characterized by the presence of both organized 

and unorganized retailers. Organized retailers, such as branded chain stores and large retail outlets, offer 

consumers a structured shopping experience with standardized pricing, after-sales service, and promotional 

benefits. In contrast, unorganized retailers, including small independent shops and local vendors, often attract 

consumers through personalized services, bargaining flexibility, and local accessibility. 

Despite the growing presence of organized retail chains, many consumers in Dharmapuri still prefer 

unorganized retailers due to factors such as affordability, trust, and long-standing relationships. However, 

with increasing competition, changing consumer preferences, and the rise of e-commerce, it is essential to 

understand the perception of consumers towards these two retail formats. The study aims to analyze factors 

such as pricing, product variety, customer service, convenience, and trust that influence consumer preferences.  

This research seeks to bridge the knowledge gap by comparing the advantages and disadvantages of 

both retail segments, examining consumer satisfaction levels, and identifying key determinants that shape 

their purchasing decisions. The findings will help retailers, policymakers, and stakeholders develop strategies 

to enhance consumer experience and improve the retail landscape in Dharmapuri District. 

 

6. REVIEW OF LITERATURE 

 Smith & Johnson (2023) found that consumers prefer organized retail for quality assurance and after-

sales service, while unorganized retailers are preferred for price negotiation and personalized interactions.  

  Kumar & Sharma (2022) emphasized that purchasing decisions are influenced by promotions, store 

ambiance, and loyalty programs in organized retail settings. 

Rao & Patel (2021) conducted a study on consumer preference in the Indian retail market and found 

that 70% of urban consumers prefer organized retail due to structured pricing and offers, while rural 

consumers rely on unorganized retail due to accessibility. 

 Gupta et al. (2020) highlighted that while organized retailers provide a professional shopping 

experience, unorganized retailers dominate due to trust-based relationships with local consumers. 

Chopra & Mehta (2023) stated that price-conscious consumers tend to favor unorganized retailers 

due to the flexibility in bargaining. 

Sinha & Das (2021) reported that discounts and EMI options in organized retail attract middle-class 

buyers. 
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Pandey et al. (2023) examined the rise of e-commerce and its impact on traditional retail formats, 

concluding that digital integration is crucial for organized retailers to sustain growth. 

 

 

7. RESEARCH METHODOLOGY 

 

7.1 Research Design 

The study adopts a comparative descriptive research design to analyze consumer perception of 

organized and unorganized retailers in the home appliance market of Dharmapuri District. The research 

focuses on identifying key factors influencing consumer preferences and satisfaction levels between the two 

retail formats. 

 

7. 2. Sampling Design 

 

Population: Consumers who purchase home appliances from both organized and unorganized retailers 

in Dharmapuri District. 

Sample Size: A total of 300 respondents will be selected, with 150 respondents from organized 

retailers and 150 respondents from unorganized retailers to ensure equal representation. 

Sampling Technique: Stratified random sampling will be used to ensure fair representation of both 

retail categories. Within each category, convenience sampling will be applied to collect responses from 

customers visiting these retail outlets. 
 

7.3 Data Collection Method 

 

Primary Data: Collected through a structured questionnaire, which will include demographic details, 

purchasing behavior, factors influencing choice, satisfaction levels, and consumer preferences for organized 

and unorganized retailers. 

Secondary Data: Gathered from journals, research papers, government reports, and industry 

publications to support the study. 

 

7.4 Data Analysis Techniques 

 

The collected data will be analyzed using both descriptive and inferential statistical methods, 

including: 

 Descriptive Analysis (Mean, Standard Deviation, Frequency Distribution) to summarize consumer 

preferences. 

 Chi-Square Test to assess the relationship between demographic factors and retail preferences.  

 T-Test/ANOVA to compare consumer satisfaction levels between organized and unorganized 

retailers. 

 Correlation and Regression Analysis to determine key factors influencing consumer perception and 

buying behavior. 

 

7.5 Research Gap 

 

 Limited studies on consumer perception in semi-urban regions like Dharmapuri District. 

 Lack of in-depth analysis comparing satisfaction levels across different income groups. 

 The influence of digital payment adoption and omnichannel retailing on consumer preferences remains 

underexplored. 

 

8. DATA ANALYSIS AND  INTERPRETATION 

 

8.1 Descriptive Statistics 

 

Descriptive statistics provide an overview of the data, summarizing key characteristics of the sample 

population. In this study, we analyze consumer perceptions towards organized and unorganized retailers, 

focusing on variables such as age, income, frequency of purchase, satisfaction levels, and factors influencing 

purchase decisions. 
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Table 8.1 

 

Descriptive Statistics 

 

 

Variable Category OrganizedRetailers (n=150)  Unorganized Retailers (n=150) 

Age Group 18-25 30 (20%) 40 (26.7%) 

 26-35 45 (30%) 35 (23.3%) 

 36-45 40 (26.7%) 30 (20%) 

 46-55 20 (13.3%) 25 (16.7%) 

 56 and above 15 (10%) 20 (13.3%) 

Monthly Income (INR) < 20,000 40 (26.7%) 60 (40%) 

 20,001 - 40,000 50 (33.3%) 45 (30%) 

 40,001 - 60,000 35 (23.3%) 25 (16.7%) 

 > 60,000 25 (16.7%) 20 (13.3%) 

Frequency of Purchase Once a year 60 (40%) 80 (53.3%) 

 Twice a year 55 (36.7%) 40 (26.7%) 

 More than twice 35 (23.3%) 30 (20%) 

Satisfaction Level Highly Satisfied 70 (46.7%) 50 (33.3%) 

 Satisfied 60 (40%) 70 (46.7%) 

 Neutral 15 (10%) 20 (13.3%) 

 Dissatisfied 5 (3.3%) 10 (6.7%) 

Main Influencing Factor Price 40 (26.7%) 70 (46.7%) 

 Quality 60 (40%) 30 (20%) 

 Service 30 (20%) 20 (13.3%) 

 Convenience 20 (13.3%) 30 (20%) 
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Interpretation 

Age Group: 

 A higher percentage of younger consumers (18-25) prefer unorganized retailers (26.7%) compared to 

organized ones (20%). 

 Middle-aged consumers (26-45) tend to favor organized retailers, possibly due to their preference for 

quality and service. 

Monthly Income: 

 Lower-income groups (< INR 20,000) show a stronger preference for unorganized retailers (40%), 

likely due to better price negotiations. 

 Higher-income groups (> INR 40,000) are inclined towards organized retailers, valuing quality and 

customer service. 

Frequency of Purchase: 

 Consumers shopping once a year are more inclined to choose unorganized retailers (53.3%), likely 

due to occasional bulk purchases. 

 Organized retailers have a higher frequency of repeat customers (36.7% purchasing twice a year), 

reflecting brand loyalty and satisfaction. 

Satisfaction Level: 

 A significant portion of consumers is highly satisfied with organized retailers (46.7%) compared to 

unorganized (33.3%). 

 However, more consumers are generally satisfied with unorganized retailers (46.7%) than organized 

(40%), indicating adequate service despite limitations. 

Main Influencing Factor: 

 Price is a dominant factor for unorganized retailers (46.7%), while quality is the primary concern for 

organized retail consumers (40%). 

 Service quality and convenience are more critical for organized retail consumers, reflecting a 

preference for a holistic shopping experience. 

 

Table 8.2 

Descriptive Statistics 

Variable Organized Retailers (n=150) Unorganized Retailers (n=150) 

Age (Mean ± SD) 35.2 ± 10.5 years 38.6 ± 12.3 years 

Income Level (Mean ± SD) ₹45,000 ± ₹12,000 ₹30,000 ± ₹8,000 

Purchase Frequency   

Once a month 40 (26.7%) 60 (40%) 

 Once every 3 months 70 (46.7%) 55 (36.7%) 

Less than twice a year 40 (26.7%) 35 (23.3%) 

Satisfaction Level (Mean ± SD) 4.2 ± 0.8 (out of 5) 3.8 ± 0.9 (out of 5) 

Preferred Retailer Attributes   

Pricing 40 (26.7%) 80 (53.3%) 

Product Variety 60 (40%) 30 (20%) 

Customer Service 50 (33.3%) 40 (26.7%) 

Convenience 30 (20%) 60 (40%) 

Interpretation: 

 Age: Consumers of unorganized retailers tend to be slightly older on average compared to those 

preferring organized retailers, potentially reflecting a traditional shopping preference among older 

demographics. 

 Income Level: There’s a noticeable difference in average income levels, with organized retail 

customers earning more. This could suggest that organized retailers attract higher-income customers 

due to branded products and structured shopping experiences. 

 Purchase Frequency: Unorganized retailers see more frequent monthly shoppers, possibly due to 

their neighborhood presence and convenience. Organized retailers attract consumers for larger, less 

frequent purchases. 
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 Satisfaction Level: Overall satisfaction is higher for organized retailers, reflecting consumer 

appreciation for standardized services, return policies, and product quality assurances. 

 Preferred Retailer Attributes: 

o Pricing is a dominant factor for unorganized retailers, appealing to price-sensitive consumers. 

o Product Variety is a strong point for organized retailers, likely due to the wider range of 

branded options available. 

o Customer Service is valued more in organized settings, indicating the importance of 

professional service and after-sales support. 

o Convenience is crucial for unorganized retailers, highlighting their strength in location and 

accessibility. 

 

8.3 ANOVA Test for Consumer Satisfaction Between Organized and Unorganized Retailers 

Hypothesis Formulation 

 Null Hypothesis (H₀): There is no significant difference in consumer satisfaction between organized 

and unorganized retailers. 

 Alternative Hypothesis (H₁): There is a significant difference in consumer satisfaction between 

organized and unorganized retailers. 

 

Sample Data 

We will assume Consumer Satisfaction Scores (measured on a 5-point Likert scale) as the dependent 

variable and Retail Type (Organized vs. Unorganized) as the independent variable. 

Table – 8.2  

ANOVA- Test for Consumer Satisfaction Between Organised and Unorganised  Retailers 

Retail Type Sample Size (n) Mean Satisfaction Score (M) Standard Deviation (SD) 

Organized Retail 150 4.2 0.8 

Unorganized Retail 150 3.8 0.9 

 

ANOVA Calculation 

Here conduct a one-way ANOVA since we have one independent variable (Retail Type) with two 

groups (Organized and Unorganized).  

ANOVA Test Results 

 F-Statistic: 16.02 

 p-Value: 0.000079 

Interpretation: 

Since the p-value (0.000079) is much lower than the standard significance level (0.05), we reject the 

null hypothesis (H₀). This indicates that there is a statistically significant difference in consumer satisfaction 

between organized and unorganized retailers. 

 

9. LIMITATIONS OF THE STUDY 

 The study is confined to a specific geographical region and may not represent broader consumer 

behavior trends. 

 Consumer preferences are subject to change due to economic conditions, promotions, and emerging 

retail trends. 

 The accuracy of responses may be influenced by personal bias or recall limitations of respondents. 

 
 

10. SUMMARY OF FINDINGS SUGGESTIONS AND CONCLUSION 

 

 Findings 

1. The average age of organized retail customers is 35.2 years, whereas unorganized retail 

customers have a slightly higher average age of 38.6 years. 
2. Income levels differ significantly, with organized retail customers earning an average of ₹45,000, whereas 

unorganized retail customers earn around ₹30,000. 

3. 40% of unorganized retail consumers shop monthly, compared to 26.7% in organized retail. 

4. 46.7% of organized retail customers shop every 3 months, indicating a preference for bulk buying. 

                             Organized retailers have a higher average satisfaction score (4.2/5) compared to unorganized retailers (3.8/5) 

http://www.ijrti.org/
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5. Price sensitivity is higher among unorganized retail customers (53.3%), whereas product 

variety (40%) and customer service (33.3%) are preferred by organized retail consumers. 

6. Organized retail consumers tend to have higher incomes, shop less frequently, and prioritize 

product variety and customer service. 

7.  Unorganized retail consumers prioritize affordability and convenience, leading to higher 

purchase frequency. 

8. ANOVA confirms a significant difference in satisfaction levels, favoring organized retailers.  

 Suggestions 

1. Organized retailers should focus on affordability, rural expansion, and personalized service. 

2. Unorganized retailers should modernize operations, improve service, and adopt digital tools.  

3. Policymakers should support small retailers in adapting to changing market dynamics. 
 

Conclusion 

The home appliance market in Dharmapuri District reflects a clear divide in consumer preferences for 

organized vs. unorganized retailers. While organized retailers dominate in consumer satisfaction due to 

superior service, unorganized retailers cater to consumers looking for lower prices and convenience. Both 

retail formats have strengths that could be leveraged further, and there is substantial opportunity for cross-

format improvements and collaboration. 
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