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Abstract- The function of this document is to assess the
level of fulfillment of the customers towards the quality
services in departmental store. One of the biggest
current challenges of marketing is given that and
maintain purchaser satisfaction, purchaser satisfaction
measures offer a meaningful and objective feedback
about clients’ favorite and prospect. S ervice excellence
has been the subject of significant interest by both
practitioners and researchers. An important reason for
the interest in service quality by practitioners results
from the belief that this has a helpful effect on base column presentation for the firm. though, practitioners
frequently tend to use the terms service excellence and
customer satisfaction inter changeably. Most experts
agree that customer satisfaction is a short term,
transaction specific measure whereas service quality is
an attitude formed by a long-term over all estimate of a
performance. Hence the trade is the most famous
element of marketing where the marketers meet the
ultimate consumer who exchanges value of
manufactured goods and sanctions the very survival of
trade. seller is the last link in the allocation chain.
Index Terms- comfort, service quality, satisfaction.

INTRODUCTION
Trade is the most important element of marketing
where the dealer meets the ultimate shopper who
exchanges value for the product and thus sanction the
very survival of business. Retailer is the last link in
the sharing chain and his labors to create command
and satisfy wants pave the way for the financial
activity. trade is a business, easy to enter, with
comparatively low assets and infrastructural supplies.
Customer satisfaction
Purchaser fulfillment is a dangerous issue in the
achievement of any business system, long-established
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or online. In a unstable commercial setting, in order
to maintain the growth and advertise distribute,
company need to know how to make happy clientele,
because purchaser fulfillment is critical for establish
long term client relations. It is evidence by the fact
that over the last five years, purchaser fulfillment
survey have develop into common in many financial
institution. Thus a original accepting of factor
impacting purchaser fulfillment is of great
significance to trade.
Service quality
Service worth can thus be defined as the distinction
between purchaser potential of service and the
purchaser practice. If prospect are better than
presentation, then the supposed superiority is less
than the fulfillment level and hence purchaser
unhappiness occur.
Five scope
Tangibles: This measurement of service quality refers
to those elements, which provides tangibles to the
service and include bodily services, equipments of
the service provider, dress and look of the service
workers.
Reliability: This refers to the aptitude of the examine
supplier to exactly execute the promise service of
correct superiority merchandise on correct price.
Responsiveness: It refers to the motivation of the
examine supplier and his employees to provide help
and punctual service to clients.
Assurance: This refers to the ability of the service
provider and his employees to use their information
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and polite behavior to inspire trust and assurance in
clientele concerning the armed forces render.
Empathy: This refers to the care and anxiety shown
to the clientele and the ability of the firm to devote
individualized thought to its clientele.
ROLE OF RETAIL SECTOR IN INDIA
The Retail Sector of Indian Economy is going
through the phase of tremendous transformation. The
retail sector of Indian economy is categorized into
two segments such as organized retail sector and
unorganized retail sector with the latter holding the
larger share of the retail market. At present the
organized retail sector is catching up very fast. The
impact of the alteration in the arrangement of the
trade sector misused the existence of the Indian
customers severely. The evident increase in consumer
movement is oversize which has by now chip out a
cash manufacture depression for the trade sector of
Indian market. With the beginning of a globalized
market in India, the Indian customers psyche has
been misused. public have become aware of the value
of money. at the moment the Indian customers are
well versed with the concepts about quality of
products and services. These demands are the visible
impact of the Retail Sector of Indian Economy. Since
the liberalization policy of 1990, the Indian market,
and its consumers are receiving smell of the newest
general & international products, the with help of
print and electronic medium. The community
changes with the quick economic growth due to
trained personnel, fast modernization, improved
availableness of trade space is the helpful goods of
liberalization.
The growth factors of the retail sector of Indian
economy:
 Increase in per capita income which in turn
increases the household consumption
 Demographical changes and improvements in the
standard of living
 Change in patterns of consumption and
availability of low-cost consumer credit
 Improvements in infrastructure and enhanced
availability of retail space
 Entry to various sources of financing
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The communications of the retail sector will develop
fundamentally.. As the count of super markets is
going up much faster than rate of growth in retail
sector, it is taking the lions share in food trade. The
non-food sector, segments comprising apparel,
accessories, fashion, lifestyle felt the significant
change with the emergence of new stores formats like
convenience stores, mini marts, mini supermarkets,
large supermarkets, and hyper marts. Even food
retailing has became an important retail business in
the national arena, with large format retail stores,
establishing stores all over India. With the entry of
packaged foods like MTR, ITC Ashirbad, fast foods
chains like McDonald's, KFC, beverage parlors like
Nescafe, Tata Tea, Café Coffee and Barista, the
Indian food habits has been altered. This stores have
earned the standing of being 'super saver locations'.
With
the
arrival
of
the
Transnational
Companies(TNC), the Indian retail sector will
confront the following round of alterations. At
present the Foreign Direct Investments(FDI) is not
encouraged in the Indian organized retail sector but
once the TNC'S get in they would try to muscle out
their Indian counterparts. This would be challenging
to the retail sector in India.
The future trends of the retail sector of Indian
economy:
The retail sector of Indian economy will grow up to
10% of total retailing by the year 2010. No one single
format can be assumed as there is a huge difference
in cultures regionally. The most encouraging format
now would be the hypermarts .The hypermart format
would be further encouraged with the entry of the
TNC's.
LITERATURE REVIEW
Nimit Chowdhary, Monika Prakash (2007) the study
was undertaken with a purpose to investigate whether
generalization in importance of service quality
dimensions is possible. Service providers are often
not sure of the amount of tangibilization necessary
and the right mix of other service quality dimensions
reliability, assurance, empathy, responsiveness and
the role of price added by the researcher.
Alisa Nilawan (2008), In her study entitled,
„Customer‟ Satisfaction with Metro Mall at
Sukhumvit Subway Station‟ examined the customers‟
satisfaction with Metro Mall at Sukhumvit station
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and explored the level of customers‟ satisfaction
toward the existing services of Metro Mall at
Sukhumvit station. The finding of the study revealed
that the customers considered food and beverage
shops, reasonable price compared with the product
quality, modern decoration and location of mall,
word of mouth and discount coupon available and
prompt and attentive services of salespersons were
the main factors influence customers on visiting
Metro Mall at Sukhumvit station. The findings also
showed that the overall customers‟ satisfaction level
toward the existence service and performance of
Metro Mall was at satisfied level, especially in term
of standard quality of products, interior design, speed
of service, cleanliness, uniform of salesperson,
productivity and quality, shop discount, and
reasonable price when compared with the products
quality and quantity.
BudiartoSubroto and Freddy Seven Putra (2008), in
the article entitled, „The Influence of Retailing Mix
and Service Quality towards Customer Satisfaction
and Their impact to Behavioral Intentions‟
highlighted that besides service quality which can
influence customer satisfaction, there are some other
basic things to build a success in retail business,
especially in hypermarket and one of them is by
understanding more deeply the concept of retailing
mix. This study attempted to understand customer‟s
perception concerning retailing mix performance and
service quality and its influence towards behavioural
intentions. Findings of this study pointed out that
most customers had the perception in regards to the
overall retailing mix, and it could be considered well
implemented such as strategic location, having
various products, high established standard, setting
up the price that was suitable with product quality
and the advertisement which gave benefit to the
customer. Likewise, the service quality was also well
delivered to the customers, producing customer
satisfaction which consequently affected the future
behavioral intentions.
Chun-hua Hsiao and Hsiu-Hui Chang (2008), in the
article entitled, „Relationships among Customer
Orientation, Buyer-Seller Relationship and outcome
behavior intentions: A Case Study of Shopping Mall
in Taiwan‟ said that it is widely acknowledged that
successful organizations need to have a customer-
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oriented business culture. In fact, during the four
decades since the introduction of the marketing
concept, customer orientation has been identified as
cornerstone of the theory and practice of marketing
and management. This study examined the
relationship among customer orientation, buyer-seller
relationship, and behavior intentions. Research data
was collected in a survey of 216 consumers from a
suburban shopping mall in northern Taiwan. With
structural-equation analysis, the res ults demonstrated
that customer orientation had direct positive effect on
seller-buyer relationship and customer satisfaction,
while direct effect on repurchase intention was not
supported in this study. Furthermore, there was no
empirical evidence of any positive relationship
among sales orientation and the above variables.
SooksanKantabutra (2008), in the research paper
entitled, „Vision Effects in Thai Retail Stores:
Practical Implications suggested that vision was
viewed as particularly crucial in such times of a
change that could become quite disorienting and
confusing for some organizational members. As a
navigator, vision was seen to possess potent orienting
capacities.
Finding of this study suggested that vision attributes
was an indirect predictor of improved staff and
customer satisfaction. Visions containing images
about leadership were positively correlated with
customer satisfaction. Motivation of staff was the
only direct predictor of enhanced staff satisfaction,
while vision, empowerment of staff, organizational
alignment and vision communication were predictors
of improved staff satisfaction. On the other hand
vision, vision communication, empowerment of staff,
motivation of staff and staff satisfaction were indirect
predictors of enhanced customer satisfaction. This
was recommended that retail store managers should
communicate their vision, align organizational
components with the vision and empower and
motivate staff according to the vision.
YurongZeng and Lei Zhang (2008), in the article
entitled, „An Empirical Study on the Relationship
among Customer Satisfaction, Switching Cost and
Store loyalty‟ explained that the retailers have
realized the importance of keeping existing
customers and raising customer‟s store
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loyalty. For a better measurement of customer loyalty
researcher used two dimensions to define the
concept: attitudinal loyalty and behavioral loyalty.
Researchers stressed on the fact that to raise the two
level of loyalty, retailers must find out what factors
affecting them. An empirical study was conducted to
examine
the
relationship
among
customer
satisfaction, switching cost and store. This study
adopted 5 items to measure customer.
A.Sukumar (2009), in the article entitled, „A Study
on Customer Satisfaction towards Departmental
Stores in Coimbatore‟ found that a majority of the
respondents were getting immediate rectification
from the damages. Most of the respondents were
getting the free door delivery service. A majority of
the respondents were highly satisfied with the
customer cared service rendered at the stores.
A joint study by KUMAR AND KUMAR (2011) on
“growing prospective of retail industry in and around
in india critically examined the global retail scenario
with special reference to india. The authors have
pointed out that, retailing has played a major role in
the global economy. In developed markets, retailing
is one of the most prominent industries. The study
has concluded that retailing in india is gradually
inching this way towards becoming the next boom
industry. The whole concept of shopping has altered
in terms of format and consumer buying behavior,
ushering a in a revolution in shopping india. Modern
retail has entered india as seen in sprawling shopping
centers, multi-storied malls and hung complexes offer
shopping, entertainment and food all under one roof.
CONCLUSION
Customer satisfaction measures offer a meaningful
and objective feedback about clients‟ preference and
expectations. The study surveyed the customers from
top 5 retail store and top 5departmental stores to
determine the key influential factors that significantly
influence on their level of satisfaction and from that it
has found that customer who visit the departmental
store and retail store mainly prefer it due to
reasonable price as per the ranking method and from
the 5 dimensions it is proved that customer are fully
satisfied with the service quality of departmental
store and retail store. Every retail concern should
constantly take stock of the satisfaction level of the
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customers and take efforts to improve or expand the
condition. The store should accommodate changes in
the retail business and invoke necessary measures to
sustain their business and draw more customers in
this competitive scenario. With the springing up of
more and more stylish modern retail departmental
stores in the city, it is up to these stores to spruce up
in space and style, improve quality and variety of
their merchandise and spice up the service with
personal care and attention.
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