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Introduction 

One of the world’s greatest emerging 
markets is closer than you think.  Women 
are the world’s most powerful consumers, 
and their impact on the economy is 
growing every year. The global incomes of 
women is pegged at $18 trillion, retailers 
constantly need to put their ace games to 
entice them into making purchases 
(Brennan, 2015). Fashion and Beauty are 
the top two things searched by todays 
Indian Women in the digital era (Ahuja, 
2018). 

The Indian cosmeceutical and cosmetics 
industry has an overall market standing of 
USD 6.5 billion from a global market of 
USD 274 billion. It is expected to grow to 
USD 20 billion by 2015 at a compounded 
rate of 25 per cent. The rising awareness of 
beauty products, increasing premium on 
personal grooming, changes in 
consumption patterns and lifestyles and 
improved purchasing power among 
women are expected to boost the industry 
(PTI, 2018).  

A study by country’s apex industry body 
the Clothing Manufacturers’ Association 
of India (CMAI) indicates that India’s 
domestic apparel market size is now 

expected to grow at 11-12 per cent CAGR 
and reach about $160 billion by 2025  
(Jha, 2018). This paper focuses on female 
shoppers in Mumbai, India in brick and 
mortar format of retail setup. A convenient 
sample of 250 female shoppers were 
observed within the confines of a leading 
shopping mall in the suburban area of 
Mumbai. The aim of the study is 
understand what helps or aids the buying 
process of women in the retail setup in two 
product categories Apparels and 
Cosmetics. 

There is ample survey research done in the 
area of consumer buying behaviour, 
consumer purchase intentions, point of sale 
and customer purchase patterns. The 
primary method of data collection in all 
these researches either a structured 
questionnaire or an in depth interview. The 
constructs analysed in these research 
studies are more cognitive and affective in 
nature than behavioural. As they focus 
more on what are consumers’ attitudes, 
beliefs, perceptions, emotions and future 
intentions when it comes to their buying 
behaviour of products or services (A, 
1997) (Miller et al, 1998). Very few 
researches focus on the actual actions and 
decisions taken on the shopping floor in 
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the real retail space. This paper aims to 
bridge this gap by using observation 
methodology.  

One of the problems with the survey 
technique of data collection is that it relies 
heavily on the memory and honesty of the 
respondents. Also it is very difficult for a 
respondent to remember and trace back 
their steps in the whole purchase process 
(Applebaum, 1950). Most of the times 
consumers are not aware why they behave 
in a particular manner when they are in the 
retail space (Gram, 2010). This paper aims 
to capture the real time actions of 
consumers without having to rely on their 
memories to express and narrate their 
decision processes.  

Literature Review 

In store shopping behaviour is the 
dynamic, confusing and of very substantial 
importance to a retailer. Very little 
research is done using observation as a 
method of data collection. As a result very 
little evidence was found in past literature 
which could help in shaping the conceptual 
framework. So in this study we have used 
the available research studies which 
predominantly use survey method for data 
collection.   

Behavioural intention is the most 
influential predictor of behaviour 
according to the theory of planned 
behaviour (Ajzen, 1991). Also, utility 
theory states that consumers are willing to 
reach maximum utility in their purchase 
decisions (Henderson & Quandt, 1958). 
Scholars use purchase intention to 

represent the actual behaviour (Lin, 2006). 
Therefore in this study author has referred 
to the research done in the area of in store 
shopping behaviour related to purchase 
intentions. 

In this section, we will successively 
present each of these assumed 
consequences of in-store shopping 
behaviour, as well as the proposed 
conceptual framework. 

Time 

Consumer tends to engage in browsing 
behaviour in a retail outlet, the more time 
he will spend there, the more he engages in 
browsing behavior. Jarboe and McDaniel 
(1987) have indeed shown that browsers 
spend more time in shopping malls than 
non-browsers. Impulsive buying is one of 
the important characteristics of in store 
browsing behaviour (Hoch and Lowenstein 
(1991). 

Bloch, Ridgway and Dawson (1994), in 
their research on consumer behaviour in a 
shopping mall, also identified a specific 
“grazer” consumer profile. Such 
consumers spend a lot of time in the 
shopping mall concerned and make 
numerous purchases of products, including 
impulse purchases. Along similar lines to 
the Bloch, Ridgway and Dawson (1994) 
study, McDonald (1994) drew attention to 
the existence of “aimless wanderers” who 
spend their time window-shopping and 
browsing in shopping malls. Dani-Elkebir, 
M. (2011) research on impulsive buying 
behavior indicate that the time spent in 
store indirectly affects purchase intentions. 
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Trying-on 

Retailers are putting increased emphasis 
on the fitting rooms and encourage 
shoppers to take the trials of the products 
selected (Vermaak, M & de Klerk, Helena 
M, 2017). Women who have positive body 
esteem tend to have higher product 
involvement which in turn leads to 
increased purchase intentions (Rosa, 2006)  
(Heitmeyer, 2008). This study aims to look 
at the effect of ‘Trying-on or 
Demonstration’ on the purchase made. 

Salesperson Interaction 

With the advent of online retail in last few 
years, the traditional retail set up and there 
by the salespersons’ role is evolving to 
accommodate the current trends of 
consumer behaviour. There is a strong 
relationship between the salespersons’ 
presentation and his evaluation by the 
customer (DeCarlo, 2005) (DeCarlo & 
Barone, 2013). An affirmative salesperson 
evaluation results in higher purchase 
intentions  (Bambauer-Sachse, 2012) 
(Batemana, 2015) (Pilling & Eroglu, 
1994).  

Price consciousness 

Price consciousness is a tendency of 
consumers to be oriented on price when 
shopping for clothes. Consumers with 
price consciousness may visit: internet 
web sites to find out about sales or 
promotional deals or to compare prices 
from different companies’ websites. 
Studies have shown that there is a strong 
association between price consciousness of 

a customer to his purchase intentions in 
fashion and cosmetic products (Nirmala & 
Dewi, 2011) (Menon, 2017) 

Purchase 

Intention to purchase has a complex 
structure. The nature of a spending unit 
may change. Moreover, a consumer's 
motives, needs, desires, and hopes are 
complex and are in continual partial 
conflict with one another. So, even if a 
questionnaire ascertains correctly at any 
given time a consumer's intentions to buy 
or not to buy, unforeseeable events, 
spontaneous and external, may intervene 
and change those intentions (Namias, 
1959). This study has observed the 
customers and ascertained the actual 
purchases made than relying on purchase 
intentions. 

Objectives of the Study 

The main aim of this study is to observe 
female customers and understand what 
stimulates them to buy when they are out 
shopping for apparels and cosmetics. A lot 
of qualitative and quantitative information 
is captured in the observation process. The 
aim of this paper is to analyse and interpret 
the quantitative information only.  

Based on the past available literature in the 
area of consumer buying behaviour of 
women, the paper sets following 
objectives: 

1. To observe the nuances of the 
shopping behaviour of women in the two 
segments: apparels and cosmetics 
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2. To study the impact of Time, Trying-
on, Sales Person Interaction, Price 
Consciousness on the purchase in apparel 
and cosmetics segment 

Research methodology 

The research methodology in terms of 
variables selected, sample description & 
data collection, hypothesis and data 
analysis is presented in this section ahead: 

Sample Description & Data collection: 

A convenient sample of over 250 female 
shoppers was observed in a leading 
shopping mall in suburban Mumbai. The 
observation was done over weekends and 
weekdays both. Variables like age, income 
group, ethnicity etc. cannot be captured by 
observing people. Due to the selected 
method of data collection, demographic 
classification of sample is not available.  

A team of field attendants was well briefed 
and trained and thereby appointed to carry 
out the necessary task of data collection. A 
total of 119 and 105 female shoppers were 
observed in cosmetics and apparel segment 
respectively. A very wide range of 
customer activities were observed without 
the customer knowing that such 
observations are being made. The ethical 
dilemma of the research technique will be 
discussed in the section of limitation of the 
study. 

Variables and Measurement: 

As the data collection method for this 
study is observation, no previous scales 
were used for forming the tool. The in-

store behaviour of shoppers was observed 
and variables were noted as under: 

Time: The time spent by each female 
shopper was recorded in minutes. The field 
officer tracked the shopper from the 
moment she entered the store till she 
exited or completed her purchase. 

Trying-on: For each shopper this attribute 
was noted down as ‘Yes’ or ‘No’ 
depending on whether or not she took a 
trial or a product demo. 

Salesperson Interaction: For each shopper 
this attribute was noted down as ‘Yes’ or 
‘No’ depending on whether or not the sales 
representative involved gave valuable 
suggestion, information and used their 
selling skills to increase shoppers’ 
purchase intent. 

Price Consciousness: For each shopper this 
attribute was noted down as ‘Yes’ or ‘No’ 
depending on whether or not the shopper 
enquired of various discounts, checked out 
the price tag while browsing or asked for 
any promotional deals. 

Purchase 

For each shopper this attribute was noted 
down as ‘Yes’ or ‘No’ depending on 
whether or not the shopper actually made a 
purchase or no. 

I. Hypothesis 

Based on the variables selected for the 
study following hypothesis are proposed 
by the author: 
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H1a: Time, Trying-on, Price 
Consciousness, Salesperson Interaction 
affects the purchase decision of female 
shoppers in the apparel segment 

H2a: Time, Trying-on, Price 
Consciousness, Salesperson Interaction 
affects the purchase decision of female 
shoppers in the cosmetics segment 

Data Analysis 

The categorical nature of the selected 
variables calls for using binomial logistic 
regression to do the predictive analysis. 
SPSS version 25.0 was used to conduct 
this analysis. The effect of Time, Trial, 
Price Sensitivity, and Sales Talk is 
measured on the outcome variable of 
whether a purchase is made or no. The 
analysis is conducted separately for both 
product categories. (SPSS outputs can be 
seen in Annexures) 

Implications and Discussion 

The implication of the findings are 
immense for a modern retailer in apparel 
and cosmetics industry. The results are in 
line with the existing studies which 
indicate that female shoppers who tend to 
try on the apparels while shopping have a 
higher likelihood of making a purchase 
(Rosa, 2006). This finding can also serve 
as a significant insight to the players in the 
online segment to encourage customers to 
try the apparels once delivered and offer 
smoother customer service in case they are 
not satisfied with it (Heitmeyer, 2008).  

It also reveals that sales representatives 
play an important role in cosmetics buying 

decisions made by the customers. A direct 
implication of this finding for an online 
retail entity selling beauty and cosmetic 
products would be to utilise the trust 
gained and expertise built by the beauty 
influencers in the web space (Batemana, 
2015). 

Both the segments analysis indicate that 
customers’ price consciousness affects 
their purchase decisions. This finding 
indicates that sales promotions in terms of 
discounted pricing can affect the purchase 
decision of the customers in both the 
apparel and cosmetic segment. The study 
also reveals an interesting finding that the 
time spent by the shopper in store does not 
define the purchase behaviour. 

Limitations and Future Scope 

Like survey research methodology 
observation research has its own 
limitations of observers bias, inability to 
capture data for longer duration, 
ambiguous customer behaviour etc. Also 
there have been criticism against the use of 
hidden observation techniques to safeguard 
consumer privacy. The results of this study 
are directly applicable only to brick and 
mortar retail set up. Future scope for the 
research could be including variables like 
in store ambiance, customer complaints, 
temporal data like weekend/weekday; 
Promotional/Non promotional days and 
Afternoon shift/ Evening Shift, people 
accompanying the shopper, and 
merchandising in the retail store. 
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We propose the following conceptual framework based on the past literature for both the 
product categories 

 

 

 

 

 

 

Findings and Discussions 
 

Logistic regression was run on the data separately for each of the product categories. The 
SPSS output of the analysis is summarised in the tables below. 
Apparel 

Model Summary 

Nagelkirke R2 Classification 

Percentage 

Omnibus Tests of Model 
Coefficients Sig Value 

Trying On 

Salesperson Interaction 

Price consciousness 

Time 

Purchase 

For Apparel and 
Cosmetic Products 
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0.314 74% 0.000 

 

Variables in Equation Beta Values Sig Value 

Time -.047 .170 

Trying-on(1) 1.597 .001 

Price Consciousness(1) -1.060 .024 

Salesperson Interaction(1) .698 .135 

Constant -.112 .837 

 
The findings for apparel segment analysis reveals that Nagelkirke R2 is 0.314 (p <0.05) and 
the correct classification of cases as 74% supporting the hypothesis H1a. The independent 
variables which significantly explains the apparel purchase behaviour are product trial taken 
and price consciousness of a customer (p<0.05). The final Conceptual framework is as below: 
 
 
 
 
 
 
 

Cosmetics 
 

Model Summary 

Nagelkirke R2 Classification 

Percentage 

Omnibus Tests of Model 
Coefficients Sig Value 

0.274 70 0.000 

 

Variables in Equation Beta Values Sig Value 

Trying On 

Price consciousness 

Purchase 

For Apparel Products 
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Time -.039 .378 

Trying-on(1) -.686 .220 

Price Consciousness(1) 1.777 .001 

Salesperson Interaction(1) 1.114 .025 

Constant -2.063 .041 

 
The analysis for the cosmetics segment shows Nagelkirke R2 as 0.274 (p <0.05) and the 
correct classification of cases as 70% supporting the hypothesis H1b. The independent 
variables which significantly explains the cosmetic purchase behaviour are salesman 
interaction and price consciousness (p<0.05). The final Conceptual framework is as below: 
 
 

 

 

 

 

Salesperson Interaction 

Price consciousness 

Purchase 

For Cosmetic Products 


