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Abstract
Retail consumers are the “gatekeepers of client choice”, it's vital to know shopping for behaviour and whole loyalty, also
because the factors that influence buyers’ choices in an exceedingly business to business context. Most vegetable oils
created in Asian nation are nearly similar across the trade and customers have little or no information of distinct
variations between these merchandise. Product differentiation may be a promoting strategy that may be utilized by less
dominant oil makers to tell apart their merchandise from similar offerings within the market. This study mentioned
regarding the loyalty of outlets within the oil trade supported location..

1. Introduction
Loyalty is associate degree old school word historically wont to describe fidelity and crazy devotion

to a rustic, a cause, or a personal. It's conjointly been utilized in a business context, to explain a customer’s
temperament to continue arch a firm over the long run, ideally on associate degree exclusive basis, and
recommending the firm’s product to friends and associates (Lovelock and Wirtz 2011).

A business dealing with mercantilism numerous kinds of merchandise to customers is named
merchandising. These merchandising institutions are usually referred to as outlets or stores: Supermarkets,
Hypermarkets, Discount Stores, Warehouse Retail Stores, General Merchandise Stores, division stores like
Kiosks, Grocery and e-Retails Stores, selection Store or "Dollar Se", Boutiques, Convenience Stores, etc. are
many of the formats of the same term referred to as Retails Stores.

Just some decades agoan outlet meant barely a little search within the neighborhood from wherever
the customers residing around would purchase groceries and different merchandise utilized by them on a
commonplace, and these customers were happy and content with this arrangement. Currently this state of
affairs has modified altogether. There has been prodigious growth within the retail business stretching from
tiny division stores to hypermarkets. These days, each outlet makes united efforts for attracting customers by
attempting to assure quality and valuation concerning the customer’s required merchandise by means that of
the provision of the right merchandise to its customers and by creating call for getting merchandise. One
important cause for this follow or market dynamics is that variety of competitors are there within the retail
business, and for being prospering, any outlet need to confirm that it's some distinctive edge over the opposite
retail stores.

Over an amount of many decades, researches on such numerous retail development as merchandising
evaluation, allocation methodology, relocation ways or unleash,/sales procedures, client tune-up, getting
behavior, etc. has been happening concerning however a client chooses his product, that's however shopping
for call are created. Amongst numberless product oversubscribed in varied retail stores, fast-paced trade goods
(referred as FMCG all told the forthcoming lines) have the next proportion of volume, and these product are
those product that customers purchase most often. For instance, a median client would be shopping for no
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more than ten TV sets throughout his/her period of time. On the contrary a given client would purchase soap
or tooth paste each month or a minimum of once in 2 months. This can be the rationale why FMCG type a
really very important a part of a business establishment, and finding out such retail stores becomes very
important and pertinent.

2. Retail Loyalty  and Vegetable Oil
Retail consumers are the “gatekeepers of client choice”, it's vital to know shopping for behaviour and

whole loyalty, also because the factors that influence buyers’ choices in an exceedingly business to business
context. Most vegetable oils created in Asian nation are nearly similar across the trade and customers have
little or no information of distinct variations between these merchandise. Product differentiation may be a
promoting strategy that may be utilized by less dominant oil makers to tell apart their merchandise from
similar offerings within the market.

That Vegetable fat may be a extremely important a part of food additionally as an important basis of
energy for human beings’ continued existence is what the opinion of Yeboah Solomon Tawiah and Addai
Michael, Horsu Emmanuel Nondzor (2015)1 is. Vegetable oils have saturated fats that may lead to developing
coronary diseases once these oils are consumed in excess. A huge majority residents of India create use of
vegetable oils for making ready their daily meals. However, regarding the properties of those vegetable oils,
there's a lack of text regarding the knowledge, fondness, and awareness. The study ascertains and by all odds
highlights consumer’s perceptions, data and preferences of Vegetable fat. A cross-sectional move toward
revision suggests that, these customers are deficient regarding the essential data on saturated fats and
unsaturated fats materials that are there in vegetable oils. due to this, these customers get and use the refined
vegetable oils as these customers take into account these vegetable oils healthy for consumption, qualitative,
and wholesome. Excluding it, unrefined vegetable oils are thought-about inferior in wrapping and poor in
excellence. Most of the purchasers use vegetable oils for preparation varied things of foods and for creating
varied quite stews.

3. Vegetable Oil Industry in India
Vegetable oil business within the India that is massively driven by import of Vegetable oils registered

revenues of authority  billion in FY’2012. With a rise in consumption of Vegetable oils within the country, the
revenue of Vegetable oils had inclined by 38% compared to FY’2011. every phase within the Vegetable
refining industry is subject to a gamut of various factors like value hikes and alters in government policies
play a very important role in determinant their several revenues. The Vegetable refining industry within the
India has adult at a CAGR of thirteen.1% from authority 638.4 billion in FY’2009 to authority  billion in
FY’2014. The competition in Republic of India Vegetable oil market is very fragmented as a result of the
presence of an outsized variety of organized yet as native and unorganized players. the foremost players are
Cargill, AdaniWilmar, Ruchi Soya, Agrotech Foods, and others.

4. Review of Literature
Zboja and Voorhees (2006)2 justify that complete trust and satisfaction will have a certain impact on

merchandiser repurchase intentions, however on condition that the emotions of trust and satisfactions the
client has, are completely represented onto the merchandiser. this means that repurchase would continue ought
to the buyer be happy with the merchandiser and also the manufacturers’ product

1Yeboah Solomon Tawiah and Addai Michael (2015), Consumer Knowledge, Perception and Preference of Edible Oil:
Evidence from Ghana, Science Journal of Business and Management, Volume 3, Issue 1, February 2015, Pages: 17-23
2Zboja, J.J. & Voorhees, C.L. 2006. The impact of brand trust and satisfaction on retailer repurchase intentions. Journal
of Services Marketing, 20 (5): 381-390.
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CretuandBrobie (2007)3 found that a selected whole has an influence on a consumers’ perception of a
product, whereas a retailers’ name has AN influence on a consumers’ perception of import and loyalty

Glynn (2007)4 points out that satisfaction may be a robust predictor of loyalty further as repurchases
intentions. complete commitment is that the enduring want a customer must continue a relationship with a
complete, and is split into affection and continuance.

Zentes, Morschett, and Schramm-Klein (2011)5 argues that globally, food retailers are developing
their own branded product ranges which loyalty will additional simply be engineered on hemoglobin than on
manufacturer brands. Retailer’s in-house brands have affected from being low priced, caliber copies of
manufacturer brands, to wherever around four-hundredth of sales are presently through retail merchant in-
house branded merchandise.

Lombart& Louis (2012)6. Branding is of significant importance in the retailing industry to influence
consumer’s perceptions about the specific retailer, store selection and increased loyalty towards the specific
retailer. It also identifies the associated products offered by the retailer and differentiates the retailer from its
competitors.

Stanton, Angela D'Auria (2006)7, conducted a study to grasp client behavior from the retailer’s
perspective. Earlier most of the studies were conducted from consumer’s posture. therefore the would like was
felt to supply the opposite scene. Presenting client behavior from the retailer’s ratherthan the consumer’s
perspective may be a technique for combining promoting ideas and applications during a manner that's
relevant and meaning

ShaiDanziger (2007)8, conducted study on distributer evaluation Strategy and shopper selection below
worth Uncertainty, This analysis examines however customers select retailers once they are unsure concerning
store costs before looking. Simulating everyday selection, participants created consecutive distributer
decisions wherever on every occasion they selected a distributer and solely then learned product costs. The
results of a series of studies incontestable that participants were a lot of seemingly to decide on a distributer
that offered Associate in Nursing everyday low evaluation strategy (EDLP) or that offered frequent little
discounts over a distributer that offered infrequent massive discounts. This selection advantage for the
distributer that was cheaper a lot of usually manifested even once its average worth was judged to be higher.
an equivalent results were obtained once decisions were created on a daily basis apart, once worth feedback
was solely given for the chosen distributer, and once worth feedback was given for each retailers. Participant’s
expectations of future costs however not their judgments of distributer’s past average costs expected their
ensuing retailer selection.

Veendran, R. (1990)  in his study on marketing of vegetable oil in Orissa State found that about 70 per
cent of vegetable oil arriving in  the market in 15 kg and 5 kg tins are traded in rural areas. The retailers are
the main bond of the chain. The main consumers are middle class and lower class population. Among the
upper class both in urban and rural areas the preference for small packs are increasing.

3Cretu, A.E. &Brodie, R. J. 2007. The influence of brand image and company reputation where manufactures market to
small firms: A customer value perspective. Industrial Marketing Management, 36: 230-240.
4 Glynn, M.S. 2007. How retail category differences moderate retailer perceptions of manufacturer brands. Australasian
Marketing Journal, 15 (2): 55-67.
5Zentes, J., Morschett, D., & Schramm-Klein, H. 2011. Strategic retail management. 2nd ed. Weisbaden: Gabler
6Lombart, C. & Louis, D. 2012. Consumer satisfaction and loyalty: Two main consequences of retailer personality.
Journal of Retailing and Consumer Services, 19: 644-652.
7Stanton, Angela D'Auria. Marketing Education Review. Spring2006, Vol. 16 Issue 1, p71-74. 4p
8Shai; Hadar, Liat; Morwitz, Vicki G. Journal of Consumer Research. 2007, Vol. 41 Issue 3, p761-774. 14p.
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Kaul et al. (2000) in their study conducted  in Punjab, analyzing the  rural and urban food
consumption pattern found that consumption of relatively superior food is positively correlated with the
income level of the individuals. The study also found that the usage of millets and to some extent cereals is
higher in rural areas.

Stanton, Angela D'Auria (2006), conducted a study to understand customer behavior from the
retailer’s perspective. Earlier most of the studies were conducted from consumer’s standpoint. So the need
was felt to provide the other side view. Presenting customer behavior from the retailer’s ratherthan the
consumer’s perspective is a method for combining marketing concepts and applications in a way that is
relevant and meaningful.

5. Research Methodology
To complete this study primary as well as secondary source of information is used. To study loyalty

of retailers in the vegetable oil industry based on location with the market trends and brand preferences of
vegetable oils, primary data is collected by using a detailed questionnaire which was administered to a sample
of 700 retailers selected on the basis of convenience sampling method. The secondary data is collected from
published thesis, books from library well reputed journals, magazines and related Websites. To see the loyalty
of retailers in the vegetable oil industry based on location, 700 respondents were visited in Punjab, Haryana
& Chandigarh, Delhi, H.P., J&K, M.P., Rajasthan and U.P.

The data so collected is scrutinized, tabulated, analyzed and finally used for the study purpose. For the
calculation and analysis of data statistical tools and techniques are used like Chi-square method and Kruskal-
Wallis test.

6. Objective of the Study
To examine the loyalty of retailers in the vegetable oil industry based on location.

7. Significance of this study
As far as the Vegetable Oil Industry is concerned, there is not much research done the field of loyalty.

The Marketing Managers usually performs the function to stimulate the factors based on their experience and
intuitions. This study shall contribute to better understanding and identification of loyalty of retailers this in
turn shall help the industry to plan the trade inputs in a better and structured way to draw the maximum value
to the cost spend by the way of trade inputs.

8. Data Analysis& Interpretation
For the purpose of the present study following hypothesis are studied:

H01: There is no significant difference in the factor F1 between with respect to the state.
H02: There is no significant difference in the factor F2 between with respect to the state.
H03: There is no significant difference in the factor F3 between with respect to the state.
H04: There is no significant difference in the factor F4 between with respect to the state.
H05: There is no significant difference in the factor F5 between with respect to the state.
H06: There is no significant difference in the factor F6 between with respect to the state.
H07: There is no significant difference in the factor F7 between with respect to the state.
H08: There is no significant difference in the factor F8 between with respect to the state.
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Ranks
State N Mean Rank Kruskal-Wallis p-value

F1

CHD 50 552.11

229.026 .001**

DLI 50 168.84
HR 100 389.83
HP 50 419.20

J&K 50 184.06
MP 34 279.65
PB 100 256.01

RAJ 50 588.94
UP 216 350.00

F2

CHD 50 628.65

325.205 .001**

DLI 50 319.20
HR 100 229.88
HP 50 231.42

J&K 50 553.12
MP 34 519.76
PB 100 318.41

RAJ 50 72.46
UP 216 382.44

F3

CHD 50 615.35

370.336 .001**

DLI 50 394.90
HR 100 321.40
HP 50 180.64

J&K 50 523.82
MP 34 228.32
PB 100 422.68

RAJ 50 617.08
UP 216 215.69

F4

CHD 50 227.39

135.395 .001**

DLI 50 405.04
HR 100 360.22
HP 50 165.40

J&K 50 508.42
MP 34 335.12
PB 100 254.76

RAJ 50 413.92
UP 216 400.23

F5

CHD 50 172.71

263.427 .001**

DLI 50 313.98
HR 100 174.02
HP 50 310.30

J&K 50 394.26
MP 34 584.24
PB 100 314.36

RAJ 50 606.60
UP 216 401.65

F6

CHD 50 184.31

140.976 .001**
DLI 50 290.48
HR 100 443.92
HP 50 203.04
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J&K 50 425.58
MP 34 526.76
PB 100 300.73

RAJ 50 464.64
UP 216 345.25

F7

CHD 50 404.53

206.586 .001**

DLI 50 380.44
HR 100 140.87
HP 50 335.94

J&K 50 491.96
MP 34 298.29
PB 100 423.18

RAJ 50 182.68
UP 216 412.16

F8

CHD 50 449.75

116.558 .001**

DLI 50 263.80
HR 100 243.68
HP 50 235.18

J&K 50 266.62
MP 34 298.85
PB 100 431.72

RAJ 50 470.30
UP 216 385.96

The above table represents the results of the Kruskal – Wallis test. The Kruskal –Wallis test is a rank
based non parametric test which is used to determine if there are statistically significant differences between
two or more groups of an independent variable on a continuous or ordinal dependent variable.

Since the p-value for the all the variables viz. F1, F2, F3, F4, F5, F6, F7 and F8 are coming out to be
less than 0.05; hence we have rejected the null hypothesis H01, H02, H03, H04, H05, H06 H07 and H08, that is, there
is a significant difference in the perception of the respondents from different states, regarding all the variables
viz. F1, F2, F3, F4, F5, F6, F7 and F8.

On the basis of the mean rank, respondents from Chandigarh have higher mean rank for F1, F2 and F3
as compare to respondents from other states, respondents from Jammu & Kashmir have higher mean rank for
F4 and F7 as compare to respondents from other states, respondents from Rajasthan have higher mean rank
for F5 and F8 as compare to respondents from other states and respondents from Madhya Pradesh have higher
mean rank for variable F6 as compare to respondents from other states.

KOLMOGOROV-SMIRNOV TEST
Null Hypthesis :- Data follow normal distribution

One-Sample Kolmogorov-Smirnov Test

F1 F2 F3 F4 F5 F6 F7 F8

N 700 700 700 700 700 700 700 700

Kolmogorov-Smirnov Z 1.643 4.085 3.629 2.457 2.786 2.814 3.554 1.464

p-value .009** .0001** .0001** .0001** .0001** .0001** .0001** .028*

Null hypothesis for Kolmogorov-Smirnov Test is ‘Data follows normal distribution’. But, it can be observed
from the table that all p-values corresponding to each factor was statistically significant at 0.01 level of
significance, which provide support to reject the null hypothesis. It can be inferred that data for the present
research work didn’t follow the normal distribution. So, to analysis the results, non-parametric tests have been
used.
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Kruskal-Wallis Test
H0: There is no significance difference in brand image, customer service, relationships, services offered,
product integrity, planning, customer happiness and competition w.r.t retailors of different states

H1: There is significance difference in brand image, customer service, relationships, services offered, product
integrity, planning, customer happiness and competition w.r.t retailors of different states

Ranks

State N Mean Rank Kruskal-Wallis p-value

F1

CHD 50 552.11 229.026 .0001**

DLI 50 168.84

HR 100 389.83

HP 50 419.20

J&K 50 184.06

MP 34 279.65

PB 100 256.01

RAJ 50 588.94

UP 216 350.00

F2

CHD 50 628.65 325.205 .0001**

DLI 50 319.20

HR 100 229.88

HP 50 231.42

J&K 50 553.12

MP 34 519.76

PB 100 318.41

RAJ 50 72.46

UP 216 382.44

F3

CHD 50 615.35 370.336 .0001**

DLI 50 394.90

HR 100 321.40

HP 50 180.64

J&K 50 523.82

MP 34 228.32

PB 100 422.68

RAJ 50 617.08

UP 216 215.69

F4

CHD 50 227.39 135.395 .0001**

DLI 50 405.04

HR 100 360.22

HP 50 165.40

J&K 50 508.42

MP 34 335.12
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PB 100 254.76

RAJ 50 413.92

UP 216 400.23

F5

CHD 50 172.71 263.427 .0001**

DLI 50 313.98

HR 100 174.02

HP 50 310.30

J&K 50 394.26

MP 34 584.24

PB 100 314.36

RAJ 50 606.60

UP 216 401.65

F6

CHD 50 184.31 140.976 .0001**

DLI 50 290.48

HR 100 443.92

HP 50 203.04

J&K 50 425.58

MP 34 526.76

PB 100 300.73

RAJ 50 464.64

UP 216 345.25

F7

CHD 50 404.53 206.586 .0001**

DLI 50 380.44

HR 100 140.87

HP 50 335.94

J&K 50 491.96

MP 34 298.29

PB 100 423.18

RAJ 50 182.68

UP 216 412.16

F8

CHD 50 449.75 116.558 .0001**

DLI 50 263.80

HR 100 243.68

HP 50 235.18

J&K 50 266.62

MP 34 298.85

PB 100 431.72

RAJ 50 470.30

UP 216 385.96
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Table indicated the output of the Kruskal-Wallis test analysis and researcher tried to find out whether there is
a statistically significant or non-significant difference among employees of different states in mean rank. It
can be observed from the table that p-values corresponding to each factor were found to be less than 0.01
level. Therefore there is a statistically significant difference in all componentsretailors of different states.
Thus, corresponding hypothesis is rejected. So, it can be safely concluded that there is significance difference
in brand image (F1), customer services (F2), relationships (F3), services offered (F4), product integrity (F5),
planning (F6), customer happiness (F7) and competition (F8)w.r.t employees of different states

H0: there is no significance difference in brand image, customer service, relationships, services offered,
product integrity, planning, customer happiness and competition w.r.t classification of retailors belonged to
urban, semi-urban and rural areas.

H1: there is significance difference in brand image, customer service, relationships, services offered, product
integrity, planning, customer happiness and competition w.r.t classification of retailors belonged to urban,
semi-urban and rural areas.

Ranks
Classification N Mean Rank Kruskal-Wallis p-value

F1

Urban 295 399.79 38.099 .0001**

Semi-urban 264 294.09

Rural 141 353.00

F2

Urban 295 413.22 67.928 .0001**

Semi-urban 264 336.72

Rural 141 245.08

F3

Urban 295 366.34 10.511 .005**

Semi-urban 264 358.91

Rural 141 301.61

F4

Urban 295 414.59 74.950 .0001**

Semi-urban 264 268.05

Rural 141 370.79

F5

Urban 295 399.69 30.179 .0001**

Semi-urban 264 315.31

Rural 141 313.48

F6

Urban 295 371.89 32.663 .0001**

Semi-urban 264 373.04

Rural 141 263.54

F7

Urban 295 404.99 50.351 .0001**

Semi-urban 264 337.61

Rural 141 260.63

F8

Urban 295 368.04 70.817 .0001**

Semi-urban 264 397.82

Rural 141 225.20
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Table deals with the output of the Kruskal-Wallis test and main focus to conduct this test was to know
whether there is a statistically significant or non-significant difference among classification of
retailorsbelonged to urban, semi-urban and rural areas in mean rank. It can be observed from the table that p-
values corresponding to each factor were found to be less than 0.01 level. Therefore there is a statistically
significant difference in all components w.r.t classification of retailors belonged to urban, semi-urban and
rural areas. Thus, corresponding hypothesis is rejected. So, it can be inferred that there is significance
difference in brand image (F1), customer services (F2), relationships (F3), services offered (F4), product
integrity (F5), planning (F6), customer happiness (F7) and competition (F8)w.r.t classification of employees
belonged to urban, semi-urban and rural areas.

9. Conclusion:
Vegetable oil is a vital item of Indian food because it is that the major supply of fat. vegetable oil

trade of India are often divided into 3 broad teams relying upon the technology used. Though vegetable oil
trade is developed throughout India, has the most important variety of vanaspati manufacturing units. different
necessary vanaspati manufacturing states province, Gujarat, Punjab, province, province, Karnataka, Rajasthan,
Tamil Nadu and Madhya Pradesh. Chennai, Akola, Modinagar, Kanpur, Ghaziabad, Indore and Vadodara are
the most centres of Vegetable oil trade. Production of Vegetable oil falls wanting the domestic demand and
also the country must import oil seeds likewise as edible oil from different countries

Vegetable oil business within the India, that is massively driven by import of Vegetable oils,
registered revenues of agency ~ billion in FY’2012. With a rise in consumption of Vegetable oils within the
country, the revenue of Vegetable oils had inclined by thirty. 8% compared to FY’2011. every phase within
the edible fat business is subject to a gamut of various factors like value hikes and alter in government policies
play a very important role in deciding their various revenues. The edible fat business within the Bharat has
mature at a CAGR of thirteen.1% from agency 638.4 billion in FY’2009 to agency ~ billion in FY’2014. The
competition in Bharat edible fat market is extremely fragmented attributable to the presence of an outsized
range of organized moreover as native and unorganized players. The most important players in India are
Fortune, Nutrela, Safola, Safflower, Soybean, Sunflower, Olive oil etc.

References
 Cretu, A.E. &Brodie, R. J. 2007. The influence of brand image and company reputation where manufactures

market to small firms: A customer value perspective. Industrial Marketing Management, 36: 230-240.

 Glynn, M.S. 2007. How retail category differences moderate retailer perceptions of manufacturer brands.
Australasian Marketing Journal, 15 (2): 55-67.

 Lombart, C. & Louis, D. 2012. Consumer satisfaction and loyalty: Two main consequences of retailer personality.
Journal of Retailing and Consumer Services, 19: 644-652.

 Shai; Hadar, Liat; Morwitz, Vicki G, 2007. Journal of Consumer Research. , Vol. 41 Issue 3, p761-774. 14p.

 Stanton, Angela D'Auria, 2016, Marketing Education Review. Spring2006, Vol. 16 Issue 1, p71-74. 4p

 Yeboah Solomon Tawiah and Addai Michael, 2015, Consumer Knowledge, Perception and Preference of
Vegetable Oil: Evidence from Ghana, Science Journal of Business and Management, Volume 3, Issue 1, February
2015, Pages: 17-23

 Zboja, J.J. & Voorhees, C.L. 2006. The impact of brand trust and satisfaction on retailer repurchase intentions.
Journal of Services Marketing, 20 (5): 381-390.

 Zentes, J., Morschett, D., & Schramm-Klein, H. 2011. Strategic retail management. 2nd ed. Weisbaden: Gabler


