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Abstract

The purpose of the present study was to compare the satisfaction level of customers purchasing
products in hyper market stores and super market stores. A sample of fifty customers purchasing goods
in Hyper Stores and Super Stores in Dwarka was selected for study. Retail Service Quality Scale
(RSQS) developed by Dabholkar, Thrope and Rentz (1996) was used to measure customer satisfaction.
The data was interpreted with the help of mean, standard deviation and‘t’ test. The result of the study
showed that there was significant difference between customer satisfaction in hyper stores and super
stores. Customers feel more satisfied by shopping in hyper market.
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1. Introduction

Previously, companies have stressed only on differentiation of products and services for
retaining and satisfying the customers. But due to stiff competition in the market as new
players were entering in the market at high speed, imitation of new features and increase in
the number of offers, the customers have wide variety of choices with them which has forced
marketers to adapt new customer oriented strategies to make the customer satisfied. Now the
customers have wide variety of different stores format to fulfill their requirement. An attempt
has been made by the researcher to know whether the customers who prefer to purchase from
organized retail outlets with so many expectations are actually satisfied with those retail
stores.

Hypermarket

According to the Webster dictionary (1993) a hyper market is a superstore which combines a
supermarket and a department store (where usually are sold products like apparel, furniture,
appliances, electronics, and additionally select other lines of products such as paint,
hardware, toiletries, cosmetics, photographic equipment, jewelry, toys, and sporting goods),
being the result a very large retail facility which carries an enormous range of products under
one roof, including full lines of groceries and general merchandise.

Supermarket

According to the Webster International dictionary (1993), a Supermarket is a self-service
store or independent retail market offering a wide variety of food and household
merchandise, organized into departments. It is larger in size and has a wider selection than a
traditional grocery store and it is smaller than a hypermarket or superstore.

Research Methedology

A sample of 50 respondents from Dwarka (25 from Hyper store and 25 from Super Store)
were randomly selected for the study. Researcher used Retail Service Quality Scale (RSQS)
developed by Dabholkar, Thrope and Rentz (1996) "), Likert’s five point scale was used to
rate all the variables and finding the customers’ level of satisfaction.

Statistical Techniques
The data was interpreted with the help of mean, standard deviation and‘t’ test.
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Tablel: Difference between mean values of Customer Satisfaction
of Hyper Stores and Super Stores

Type Of Market Mean S.D T -Value
Hyper Market Stores 57.19 8.53 2707
Super Market Stores 50.48 9.01 )

The table value at 0.05 level of significance with 48 degree
of freedom is 2.021 which is lower than the calculated value
hence it can be concluded that there is significant difference
between customers satisfaction in hyper market stores and
super market stores. Customers of hyper stores feel more
satisfied in comparison to the customers of super stores.

Discussions

The result of the study showed that there was significant
difference between customer satisfaction in hyper stores and
super stores. Customers feel more satisfied by shopping in
hyper market stores because of their physical aspect and
personal interaction.
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