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ABSTRACT
Customer satisfaction has been recognized as the key pressure in the formation of consumers future purchase intention.
Satisfied customers are treated as the asset of any business concern in the present competitive area since they will likely
to tell others of their favorable experience and thus engage in positive word of mouth advertising. The present study aims
to analyze customer satisfaction in the organized retail outlets in the market. The objectives are to identify the major
factors. Relating to customer satisfaction and to identify the attitude and behavior and perception of the customers. Who
are purchasing, organizing outlets. A total of 100 customers were sleeted for sample for the study and data is collected
by structured questionnaires. The result of this analysis suggests the level of customer’s satisfaction in terms of services
provided by retail store in Hyderabad.

KEY WORDS: Attitude, behavior, customer satisfaction, organized retail outlets.

I. INTRODUCTION
Whether the buyer is satisfied after purchase depends on the offers performance in relation to the buyer
expectation. In generally satisfaction is a person’s feeling of pleasure or disappointment resulting from
comparing a products perceived performance relation to his/her expectations. If the performance falls short of
expectation, the customer is dissatisfied. If the performance matches the expectation customer is satisfied. If
the performance exceeds the expectation the customer is high satisfied.

II. SCOPE OF THE STUDY
1. The scope is very limited because attitude of the people change according to the time.
2. The study is restricted to both Hyderabad and Ranga Reddy dist. and that to among 100 respondents.
3. Time being a limited factor was not sufficient to gather options from majority of the respondents, who
from part of the universal sample.

III. OBJECTIVES OF THE STUDY
1. To know the factors influencing on after sales service of BIG BAZAAR.
2. To know the customer perception towards the service.
3. To study the customer satisfaction amongst the user of BIG BAZAAR items

IV. RESEARCH AND METHODOLOGY
A) Primary Data:
Primary data is collected directly from customers.
B) Secondary Data:
The most of the data is gathered through company website, newspapers, published documents, annual reports
etc.
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V. SAMPLING DESIGN
Research is a primary both explanatory as well as descriptive in nature. A well-structured questionnaire was
prepared and personal interview were conducted to collect the customer’s requirements, through this
questionnaire.

 Sampling methodology
 Sampling technique
 Random sampling method

C) Sampling size:
1. Sample size refers to number elements to be included in the study.
2. 100 customers are the sample size of “BIG BAZAAR”.

VI. HYPOTHESIS FORMULATION
H0: There is no relation between products and services to customer satisfaction.

H1: There is a relation between products and services to customer satisfaction.

VII. REVIEW OF LITERATURE
Sandhe ashutosh A. and pandy amith R (2012): Examined obtaining expectation of the general population
of vadodara city towards two items classes i.e. high association and low inclusion. Further, an investigation of
the impact of this contribution on installment instrument and shopping circumstance is likewise broke down
and discovered.

ROY (1994): In this examination considered a few attributes of customers, for example, practical shopping
inspiration, brain inclination, recreational shopping inspiration, age, pay, and family estimate, to be a
noteworthy impact on shopping center shopping recurrence.

Kotler (1997): Satisfaction is a person’s feeling of pleasure or disappointment resulting from comparing a
products perceived performance in relation to his on her expectation

Brown (1992):The state in which client needs, needs and desires all through the items or administration life
are meet or surpassed coming about n rehash buy, dependability and good worth-of-mouth.

LIMITATIONS OF THE STUDY
1. The present research is restricted to the twin cities of Hyderabad city only.
2. The sample size taken is only 100 and as such is very small as compared to the universe, this is due to
the constraints of time and effort, and as such may not be enough to generalize to the entire population,
however it is presumed that the sample represent the universe.
3. Respondents might have responded with the actual feeling of facts while giving responses to the
questionnaire.

VIII. STATISTICAL TOOLS
1. Chi-square
2. Bar diagrams
3. Pie chart
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IX. DATA ANALYSIS
Table 1: What is the reason for choosing the service?

S.no Particulars No. of respondents Percentage

1 Less price 22 22%

2 Quality service 52 52%

3 Brand image 26 26%

Total 100 100%

Reason for choosing the service:

Interpretation:
From the above analysis it is shown that 52% of the respondents are citing quality of service as the factor.
While 26% cited brand image as the reason for choosing the service. As far as the price is concerned only 22
percent of the respondents have been quoted it as the reason for choosing this service.

Table 2: Are you satisfied with the quality of service being provider?

S.no Particulars No. of respondents Percentage

1 Yes 85 85%

2 No 5 5%

3 To some extent 0 0%

4 Can’t say 10 10%

Total 100 100%

Satisfaction l with the quality of service:

22%

52%

26%
1 Less price

2 Quality
service
3 Brand image
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Interpretation:
From the above analysis it is clear that 85% of the respondents are satisfied with the quality of service while a
significant number i.e., 10% of the respondents couldn’t say anything and 5% of the respondents replied they
are not satisfied with the quality of service.

Table 3: Are you satisfied with the payment of your bills?

S.no Particulars No. of respondents Percentage

1 Yes 20 20%

2 No 0 0%

3 To some extent 80 80%

Total 100 100%

Satisfaction with payment:

Interpretation:
From the above analysis, 100 respondents only 20% are satisfied with the time given to them for payment of
bills, and the remaining 80% of respondents are not fully satisfied.

85%

5%
0%

10% 1 Yes

2 No

3 To some extent

4 Can’t say

20

0

80

Yes No To some extent

1 2 3
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Table 4: Are you satisfied with “BIG BAZAAR” products?
S.no Particulars No. of respondents Percentage

1 Yes 45 45%

2 No 55 55%

Total 100 100%

Interpretation:
From the above table almost two categories are equal, but most of the customers not satisfied with big bazaar
product due to its price compare to other retail store.

Table 5: Are you satisfied with “BIG BAAAR” services?
S.no Particulars No. of respondents Percentage

1 Yes 65 65%

2 No 35 35%

Total 100 100%

Interpretation:

45
55

Yes No

1 2

65

35

Yes No

1 2
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From the above table big bazaar services are very good and customer satisfied .65% of customers are satisfied
with its services.

X. HYPOTHESIS TESTING:
H0: There is no relation between products and services to customer satisfaction.
H1: There is a relation between products and services to customer satisfaction.
Chi-square test:

Hypothesis proving with chi-square test:

O E (O-E) (O-E)2 (0-E)2/E

45 55 -10 100 1.8

65 55 10 100 1.8

55 45 10 100 2.2

35 45 -10 100 2.2

Interpretation:

From the above table calculated value is 8, at digress of freedom V=4-1=3, the table value is 3.841. The
calculated value is greater than table value; hence we failed to reject H0.

XI. FINDINGS
1 52% of the respondents are quality of services of the BIG BAZAAR.
2 85% of the respondents are satisfied with the quality of service from the BIG BAZAAR.
3 20% of respondents are satisfied with the payments of bills.
4 45% of the respondents are satisfying with the BIG BAZAAR products.
5 65% of the customers satisfy with the BIG BAZAAR services.

XII. CONCLUSION
There is a no relationship between products and services to customer’s satisfaction. The overall performance
of the products and services are satisfied by the customers.
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S.no Opinion Products Services Total

1 YES 45 65 110
2 NO 55 35 90

Total 100 100 200


