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Abstract
In order to determine the discrepancy between their opinions on the attributes expected from
manufacturing companies and the attributes offered by the companies, the expectations and
actual satisfaction of retailers with a specific kitchenware and appliance brand from a south
Indian manufacturer are compared in this study. The data was analysed using SPSS Software,
and research is descriptive in nature. Using a structured questionnaire, data was gathered from
193 retailers in the districts of Tamil Nadu such as Madurai, Virudhunagar, Tirunelveli, Tenkasi,
and Tuticorin. To summarise the data and determine whether there was an association between
the various factors, chi square with cross tabulation was utilised. According to the analysis and
findings from the chi square test, there is association between the location of outlet and pattern
of customers visiting shops per day, and there is no association between other factors considered.
A paired sample t - test was used to compare the expected level of satisfaction from all of the
aspects taken into account with the actual state of satisfaction. According to the data, there was
a statistically significant gap between what retailers expected and how well the manufacturers
really performed in meeting the needs of retailers.
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1. INTRODUCTION
Kitchenware and durable items for home usage including refrigerators, microwave ovens,
dishwashers and electric kettles are included in the consumer durables category. Various factors,
including the upcoming boom in retail, higher discretionary income, and a rise in the degree of
wealth of a sizeable portion of the population, have contributed to the sector's tremendous
expansion in India in recent years (Chhabra, Shiriskar, & Srinivasan, 2026). According to a study
by The Indian Brand Equity Foundation, it predicts that the consumer durable market in India
would rank fifth globally by 2027 because of the rapid changes the market is undergoing.
Consumers' purchasing habits in the market for consumer durables alter over time as a result of
shifting social, cultural, and environmental conditions as well as changes in marketing methods
(IBEF, 2026). This calls for a thorough examination of customer attitudes towards durable goods.
The customer always seeks to maximize satisfaction, and as a result, seeks to discover new
sources of supply to meet requirements as effectively as feasible (Talukdar, Kashyap, Kalita, &
Bordoloi, 2020). The share of gold jewelry in expenditure on durable goods was anticipated to
be close to 24% in rural India, whereas it was around 20% in urban India on the contrary, only
9% of families in rural India had refrigerators, compared to over 21% in urban areas (Nigam,
2018).
A broad group of home appliances known as "white goods" are typically finished in white enamel
at the manufacturer and are generally used in the kitchen or laundry. The market for consumer
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durable goods is extremely competitive, complicated, and undergoing fast change. Company
executives in the industry for consumer durable white goods are aware of the value of having
timely, reliable, consistent information and data at their fingertips in order to build, maintain,
and manage client relationships across divisions (Singh, Kushwaha, & Kushwaha, 2025). Almost
everyone owns white goods, which are typically perceived as necessities that are used quietly
and enjoyed in homes. They are largely affected by the qualities of the things, as opposed to
being influenced by others. Simple and scale intensive production, product similarity, low
exposure to technological changes, restricted research and development, and lengthy product
life are some characteristics that characterise and are shared by all-white items (Vijayalashmi &
Vinothini, 2022). Expected product attributes could not be as expected, especially for those with
little product expertise or no personal experience (Erasmus, Makgopa, & Kachale, 2012).
Together with increasing rural incomes, accelerating urbanisation, the expanding middle class,
and shifting lifestyles, India has seen an increase in demand for consumer appliances (Jeyapaul
& Christa, 2020) . Shorter product replacement cycles and a shift in the perception of owning
appliances which were once seen as luxuries but are now seen as necessities are the results of
rising disposable incomes and simple financing options. The consumer durables sector is in high
demand as a result of the availability of an increasing number of gadgets, many of which are
unnecessary. A large number of the products are improved versions of what consumers currently
own. For instance, customers seek high tech LED TVs even though they already have a flat-
screen TV available to them, and their current models is still functional (Shalini & Abarna, 2019).
In the era of retail power, manufacturers must now devise new tactics to remain competitive.
Manufacturers who successfully use order fulfilment services may have an impact on store
loyalty (Beth, John, & Theodore, 2008). Modern retail in this industry is developing to meet the
different needs of the consumer, be they related to convenience, fashion, or price, rather than
just meeting their functional needs (Indirajith & Sathya, 2018).

2. REVIEWOF LITERATURE
Retailers must comprehend their customers and their experiences as consumer expectations for
home appliances continue to change if they are to guarantee and profit from high levels of
customer happiness by knowing how your customers rank your company's practises and services
in comparison to those of competitors can help you gain a competitive edge (Power, 2019) .
Manufacturer and retailer work together to give value to customers, and the brand is a vital
factor for both the customer and the reseller. At the retail level, the brand management system
essentially loses control of the brand as the sales force focuses on pricing incentives to secure
store replenishment (Webster, 2000) . Retailers may offer top notch customer service to set
themselves apart from the competition, cultivate client loyalty, and create long-term
competitive advantage (Grewal & Michael, Retailing research: Past, present, and future, 2007).
Retailers can understand customer behavior in terms of loyalty, cooperation, and involvement
with the retail outlet by segmenting customers based on relational benefits as viewed by these
consumers (Irene, Maria, & Ruiz, 2012) . Manufacturers have switched from strategies that
focused on the ability to enter and exit markets, products, and enterprises swiftly in regards to
shifting needs and requirements of customers, as marketplaces have become more dynamic
(Erasmus, Makgopa, & Kachale, 2012)
From a broader perspective, the behavior of retailers is also crucial. A significant aspect in
defining the shape of many businesses is the growing conditioning influence they exert on
manufacturers (Pellegrini & Zanderighi, 2006) . Retailers who can effectively mine big data for
insights can forecast consumer behaviour more accurately, create offers that are more appealing
to customers, target their markets in a better way, and create tools that influence consumer
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behaviour in favour of their products. Big data can therefore set up positive, cyclical processes
of consumer involvement and engagement, which results in increased profitability (Grewal,
Roggeveen, & Nordfalt, The Future of Retailing, 2017)
Competition amongst consumer durable goods has expanded customer choice and reduced the
significance of customer dominant brands to the point that many have begun to lose their
framework and individuality (Lincoln, 2006). As a result, retailers now exert a disproportionate
amount of influence over consumers' purchasing decisions (Sharman, 1984). According to study,
most consumers would not switch outlets or go further to purchase preferred brand because
there is minimal product differentiation and diminishing brand perceptions (Thomason, Lincoln,
& Aconis, 2006).
Service excellence and ideal self-congruence are crucial factors in determining the likelihood
that a customer would come back because they are antecedents of consumer pleasure and brand
image was a predictor of consumer satisfaction and had a favourable impact on it (Anwar,
Dastagir, & Min, 2019). Brand loyalty contributes significantly to competitive advantage. Share
of the market, high penetration in the market, significant return on investment, and eventually
high whole equity are all benefits of strong whole loyalty. The enormous quantities of money
that businesses spend on the creation and evaluation of their brand image demonstrate the
importance that consumers place on a brand's image. Yet, very little is known on the connection
between brand perceptions and purchasing patterns (Romaniuk & Sharp, 2002) . Instead of
relying on advertisements to change consumers' perceptions, businesses should find new ways
to promote their products or use different mediums to change people's perceptions. Companies
should use engaging content to raise consumer awareness (Sunderaraj, 2018) . Long term
partnerships between manufacturers and retailers help to build brand recognition, and
satisfying customer needs encourages loyalty. When marketers hurry to create fictitious loyalty
programmes, they frequently don't appear to have given the primary reasons why customers
remain loyal to an organisation as a whole (Kabiraj & Shanmugan, 2010).
Customer satisfaction is greatly influenced by sales force behaviour; thus it follows that
salespeople and sales managers will raise customer contentment through accommodating
commercialism behaviour and by creating several customer feedback mechanisms. Customer
expectations of product performance and actual product performance are the main factors that
determine customer happiness. It's crucial to comprehend the connection between customer
satisfaction, consumer expectations of product performance, and actual product performance
before studying the impact of sales force customer interaction (Grewal & Sharma, The Effect of
Salesforce Behavior on Customer Satisfaction: An Interactive Framework, 2014). Salespeople are
frequently viewed as essential components of the retail interaction since they have a substantial
impact on attitudes and actions of consumers. Functionality is frequently viewed as a
requirement for retail enterprises to succeed and has long been acknowledged as a key strategic
retailing weapon (Gaby, et al., 2010).
Consumers may be drawn in by trustworthy advertisements. Consumers must receive accurate
information from the makers. When buying durable items, two key considerations are quality
and brand identity. Hence, businesses must offer high quality goods, and they have worked to
establish their brands. Product development is crucial in the world of durable goods. As the
company continues to produce the product, it could be necessary to increase its manufacturing
or channel of distribution in order to generate sufficient profits (Indirajith & Sathya, 2018).High
advertising expenditures serve as indicators of brand value as well as signals of product quality.
When viewed as a tool for information exchange, advertising has a significant impact on pre-
purchase stages and is a key activity in relationship building (Artur, Karen, Adamantios, &
Kathrina Petra, 2009) . The more money spent on brand promotion, the greater the brand
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awareness level, the better the quality of the product as viewed by the consumer, and the more
associations that are connected to the product, building its brand image (Angel &Manuel, 2005).
Due to their increased market power, retailers are able to negotiate better manufacturer support
through advertising allowances and lower advertising costs (Voss & Kathleen, 2003).
With the knowledge of loyalty card details and store distance, retailers may implement
specialized methods and offers to target to certain customer groups and win back their business
(Lars, 2007). Customers' views and experiences can be improved by training workers to provide
"service" with a social aim and brand image. This will also make clients feel that the process of
service is more hedonistic and recognizable (Lin, Lin, & Wang, 2020). The replacement patterns
of first-generation product owners have a big impact on the sales of second generation products.
For example, the replacement patterns for televisions bought in the 1970s and 1980s are
anticipated to have a big impact on the sales of advanced technology products sold during the
1990s (Barry, 2016).
When perceived quality outperforms or underperforms expectations, contentment is a function
of both the direct impact of quality and the gain (loss) in satisfaction that results from the
unpleasant surprise of discovering quality to be more (less) than expected (Anderson & Sullivan,
1993) . A retailer must ensure that he or she provides the goods that customers have come to
expect from them. But, for a customer to develop loyalty to a shop, other non - functional
components must also live up to the customer's expectations (Josee & Ruyter, 1997). Customers'
"wallet share" is very essential to retailers, and it's crucial to understand how customers split
their purchases between different locations and whether and how retail managers can capture a
larger portion of their customers' overall category spending (Anne, 2003). Consumer satisfaction
was found to be influenced by perceived service quality and corporate image, indicating that
customers will bemore satisfied with the service if they consistently obtain higher service quality
and have a favorable impression of the company (Srivastava & Sharma, 2014).
Excellent logistics is regarded as the most crucial component to satisfy retailers and is a major
source of competitiveness between businesses (Asawawibul, et al., 2025) . An essential
component of competitive success today in a time of shortening product life cycles, expanding
product lines, shifting distribution networks, and evolving technology is mastery of logistics
(Graham, 2018). Changes in customer attitudes and behavior towards durable goods for everyday
use are evolving rapidly (Umavathy & Senthil, 2018). In order to try and persuade customers that
their assortments of products are better, retailers need to be mindful of a number of aspects
(Morales, Kahn, McAlister, & Broniarczyk, 2005)
It is crucial for the business to comprehend the expectations of the retailer because satisfaction
is tied to the expectations the retailer has of the company. If retailer expectations are satisfied,
contentment results, which improves the relationship (Samar & Dubey, 2014). In order to reap
the benefits of potential increases in customer retention and customer loyalty, manufacturing
companies are eager to boost quality of service and to satisfy customers (Murali, Pugazhendhi,
& Muralidharan, 2016) . Both retailers and producers aim to maximize profits and improve
efficiency within the channels of distribution. However, in practice, distribution occurs among
a network of retailers, manufacturers and consumers (Glynn, 2007). When referring to customer
profitability strategies, it's important to remember that profits from customers come after
retailers' investments have been made. Researchers have claimed that not all profitable
customers are faithful, and they advise classifying customers according to their allegiance and
profitability (Anand, Kumar, & Song, 2016).
Manufacturers want to increase their part of the profitable revenue available, therefore
leveraging service quality and customer satisfaction to keep all merchants committed and loyal
may not be the most profitable strategy. Manufacturers must establish strategies for managing
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the resulting portfolio of retailer relationships and selectively pursue closer links with retailers
(Sramek, Droga, Mentzer, &Myers, 2009). When considering order fulfilment from a procedural
standpoint, Different order fulfilment dimensions have a favourable impact on satisfaction for
various client segments. A cognitive evaluation of a customer's overall purchasing experience
considers (1) overall satisfaction, (2) fulfilment of what was expected, and (3) satisfaction is
influenced by how far the real product differs from the customer's imagined ideal product (Beth,
John, & Theodore, 2008).

3. RESEARCH HYPOTHESIS
The objective of the study was to examine the discrepancy between perceptions of retailers on
the attributes they expected from manufacturers and what those attributes actually offered, as
well as to compare retailers' perceptions of their expected and actual satisfaction with a specific
brand of kitchen appliance manufacturers based in south India. The null hypothesis in this
regard is that there is no significant difference between the retailers' expectations for the
satisfaction criteria and their actual experiences with those attributes.

4. METHODOLOGY AND DESIGN
To understand what the retailers felt about the attributes taken into consideration and their
opinions on the above mentioned objective, data were gathered from retailers of kitcheware.
The nature of this research study is descriptive. Primary and secondary sources of data were
gathered to conduct this study. By a literature review and past researches on retailer satisfaction,
the numerous items pertinent to the study were determined and included in the questionnaire.
The Table 1 below lists the factors that were taken into account while determining satisfaction
levels of retailers.
The survey included pertinent demographic questions as well as Likert scale (five point)
questions with responses varying from very high satisfied to very low satisfied. Using a
structured questionnaire, a research study was conducted among 193 kitchenware and appliance
dealers in the Tamil Nadu districts of Madurai, Virudhunagar, Tirunelveli, Tenkasi, and
Tuticorin. Since the study is limited to the specified districts, it may not necessarily reveal a
pattern that holds true across the entire nation. IMB® SPSS Statistics® was used to conduct a chi
square test with cross tabulation in order to describe the results and get insight into the retailers'
general purchase pattern for kitchenware and appliances.

Table 1: Factors for comparing retailer satisfaction levels between expected and actual
Sl. Attributes
1. Brand image
2. Product quality
3. Product variety
4. Reasonable Price
5. Damage Return Policy
6. Latest technology
7. Availability
8. Increased Credit period
9. Salesperson relationship
10 Frequent visit by salesperson
11 Timely delivery of products
12 Display and seasonal offers
13 Attractive advertisement
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A paired sample t test was carried out in order to compare retailers' perceptions of their
expectations with the satisfaction attributes and what they actually received. The following
model is suggested and is given in Table 2 to compare manufacturer's expected level of service
from the attributes considered with the retailer's evaluation of the reality. The study's multiple
aspects are drawn from previous research on various aspects of retailer satisfaction.

Table 2: Expected versus Actual Retailer Satisfaction Attributes
Expected Attributes Actual Attributes
Expected Brand image Actual Brand image
Expected Product quality Actual Product quality
Expected Product variety Actual Product variety
Expected Reasonable Price Actual Reasonable Price
Expected Damage return policy Actual Damage return policy
Expected Latest technology Actual Latest technology
Expected Availability of products Actual Availability of products
Expected Increased Credit period Actual Increased Credit period
Expected Salesperson relationship Actual Salesperson relationship
Expected Frequent visit by salesperson Actual Frequent visit by salesperson
Expected Timely delivery of products Actual Timely delivery of products
Expected Display and seasonal offers Actual Display and seasonal offers
Expected Attractive advertisement Actual Attractive advertisement

5. DESCRIPTION OF DATA
The data presented below was gathered from kitchenware and kitchen appliance retailers in
districts like Virudhunagar, Tirunelveli, Madurai, Tuticorin, and Tenkasi. The data gathered
describes aspects like the location of the retail store, years of experience in business, the
frequency of placing an order, pattern of customers visiting shops per day, status of sales per day
and during occasion time.

Table 3: Description of Retailers
Factors Particulars No. of Retailers

Location
Rural 22

Semi-urban 75
Urban 97

Experience inbusiness

Less than 5 years 3
5-10 years 118
11-20 years 53

Above 20 years 19

Frequency oforders Placed Monthly once 93
Quarterly 100

Pattern of customers
visiting shops per day

Less than 10 customers 8
10-20 customers 145
21-30 customers 39

More than 30 customers 1
Status of sales per day Low 53
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Medium 136
High 4

Status of sales during
occasion time

Low 0
Medium 104
High 89

It can be highlighted that only 19 retailers is in this particular business longer than twenty years.
In addition, 52% of retailers place orders on a quarterly basis, compared to 48% of them who
carry out their purchase once in a month. Majority of retailers have a 5 to 10 years of experience
in business which is 61% and only 2% of retailers have less than 5 years of experience. Nearly 10-
20 customers visiting the shops per day and only 1% of retailers have pattern of customers
visiting the shops as more than 30 customers.
To identify whether there is a significant difference between the groups and to obtain even more
insight into the association between experience of retailers in that business and order placement
frequency as well as the relationship between the retailers’ location and the frequency of orders
placed. The cross tabulation findings are shown in Table 4 and 6, and the chi square test
outcomes are shown in Table 5.

Table 4 : Cross-tabulation between location of retail outlet and average number of
customers visit per day.

Average customers
visit per day Location Rural Urban Semi-

urban Total

Less than 10 customers

Count 5 2 1 8
% within Average
customers visit per day 62.5% 25.0% 12.5% 100.0%

% within Location 23.8% 2.1% 1.3% 4.1%
% of Total 2.6% 1.0% 0.5% 4.1%

10-20 customers

Count 13 68 64 145
% within Average
customers visit per day 9.0% 46.9% 44.1% 100.0%

% within Location 61.9% 70.1% 85.3% 75.1%
% of Total 6.7% 35.2% 33.2% 75.1%

20-30 customers

Count 3 26 10 39
% within Average
customers visit per day 7.7% 66.7% 25.6% 100.0%

% within Location 14.3% 26.8% 13.3% 20.2%
% of Total 1.6% 13.5% 5.2% 20.2%

More than 30
customers

Count 0 1 0 1
% within Average
customers visit per day 0.0% 100.0% 0.0% 100.0%

% within Location 0.0% 1.0% 0.0% 0.5%
% of Total 0.0% 0.5% 0.0% 0.5%

Total

Count 21 97 75 193
% within Average
customers visit per day 10.9% 50.3% 38.9% 100.0%

% within Location 100.0% 100.0% 100.0% 100.0%
% of Total 10.9% 50.3% 38.9% 100.0%

Observing the cross tabulation between the location of retail outlet and average visit of the
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customers visit per day, it can be seen that 2.6% of retailers are from rural out of all the
respondents (193) say that less than 10 customers are visiting per day, while 1.0% of retailers from
urban out of all the respondents (193) say that less than 10 customers are visiting per day and
0.5% of retailers from semi urban out of all the respondents (193) say that less than 10 customers
are visiting per day. Totally, 4.1% of retailers (8 retailers out of 193) say that less than 10 customers
are visiting the shop per day. Out of 21 rural retailers, 23.8% say that less than 10 customers are
visiting per day. 97 urban retailers, 2.1% say that less than 10 customers are visiting per day. Out
of 75 semi urban retailers, 1.3% say that less than 10 customers are visiting per day. Of all the
retailers who say that less than 10 customers are visiting per day, rural retailers constitute 62.5%,
urban retailers constitute 25% and semi urban constitute 12.5%. The same explanation for the
values pertaining to the remaining group of retailers.

A chi-square test is conducted to see if there is a significant difference in the average number
of customers visited per day between the groups of retailers from different locations; results
are shown in Table 5. The hypothesis states that difference between the retailers from different
locations and the average number of customers visit per day is not significantly different.

Table 5: Chi Square Test between the location of retail outlet and Average
customers visit per day for kitchenware products

Values Degrees of
Freedom

Asymptotic Significance
(2- sided)

Pearson Chi-Square 29.088 6 .000
Likelihood Ratio 19.940 2 .003

According to chi square test findings from Table 5, the asymptotic significance is lesser than 0.05
(p<0.05). Asymptotic significance refers to using both tails as the critical regions of a normal
theoretical sample distribution to ascertain statistical significance. Since the asymptotic
significance is lesser than 0.05, we reject the null hypothesis and arrive at the conclusion that
there is a substantial difference between average number of consumers visiting outlet and their
location of the retail store. So, it follows that the location of the retail store affects how many
consumers typically visit each day.

Table 6: Cross-Tabulation between Retailer experience in Business and Average
customers visit per day

Average
customers
visit per day

Years of experience
of retailers

Less than
5 years

5 to10
years

10 to 20
years

More than
20 years Total

Less than 10
customers

Count 1 3 4 0 8
% within Average
customers visit per

day
12.5% 37.5% 50.0% 0.0% 100.0%

% within Years of
experience 33.3% 2.5% 7.5% 0.0% 4.1%

% of Total 0.5% 1.6% 2.1% 0.0% 4.1%

10-20
customers

Count 2 93 36 14 145
% within Average
customers visit per

day
1.4% 64.1% 24.8% 9.7% 100.0%

% within Years of 66.7% 78.8% 67.9% 73.7% 75.1%
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experience
% of Total 1.0% 48.2% 18.7% 7.3% 75.1%

20-30
customers

Count 0 22 12 5 39
% within Average
customers visit per

day
0.0% 56.4% 30.8% 12.8% 100.0%

% within Years of
experience 0.0% 18.6% 22.6% 26.3% 20.2%

% of Total 0.0% 11.4% 6.2% 2.6% 20.2%

More than 30
customers

Count 0 0 1 0 1
% within Average
customers visit per

day
0.0% 0.0% 100.0% 0.0% 100.0%

% within Years of
experience 0.0% 0.0% 1.9% 0.0% 0.5%

% of Total 0.0% 0.0% 0.5% 0.0% 0.5%

Total

Count 3 118 53 19 193
% within Average
customers visit per

day
1.6% 61.1% 27.5% 9.8% 100.0%

% within Years of
experience 100.0% 100.0% 100.0% 100.0% 100.0%

% of Total 1.6% 61.1% 27.5% 9.8% 100.0%

According to the results from cross tabulation in above table, it can be seen that 4.1% of retailers
out of all the respondents (193) say that less than 10 customers are visiting per day, while 75.1%
of retailers out of all the respondents (193) say that 10-20 customers are visiting per day and
20.2% of retailers from out of all the respondents (193) say that 20-30 customers are visiting per
day. Out of 145 retailers, who have 10-20 customers visit per day, 1.4% of them have lesser than
5 years of experience, 64.1% of retailers have 5-10 years of experience, 24.8% of retailers have 10-
20 years of experience and 9.7% of retailers have more than 20 years of experience. The same
explanation for the values pertaining to other groups.
A chi-square test is conducted, with the findings shown in table 7, to see if there is a significant
difference between the average customer visit and the retailer's experience. The null hypothesis
states that there is no significant difference between the retailer's experience and average
customers visit per day.

Table 7: Chi Square Test between Years of experience of retailers and Average
customers visit per day for kitchenware products

Values Degrees of
Freedom

Asymptotic Significance (2-
sided)

Pearson Chi-Square 13.675 9 .134
Likelihood Ratio 11.067 9 .271

According to chi-square test findings from table 7, the asymptotic significance is more than 0.05
(p<0.05). Asymptotic significance refers to using both tails as the critical regions of a normal
theoretical sample distribution to ascertain statistical significance. Since the asymptotic
significance is greater than 0.05, we accept the null hypothesis and states that there is no
significant difference in the experience of the retailer and average customers visit per day. Thus,
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we can conclude that the experience of the retailer has nothing to do with average customers
visit per day in the retail outlet.

6. ANALYSIS OF DATA ANDOUTCOME

6.1 Impact of various factors on retailers overall satisfaction towards ideal products

The impact of several factors such as brand image, product quality, product variety, reasonable
price, latest technology, display and seasonal offers on the retailers overall opinion on
kitchenware and appliances is analysed using linear regression. Linear regression was carried
out separately for each variable and the SPSS output was compiled and presented in the table
2.10. The results in the table gives the effects of independent variables (brand image, product
quality, product variety, reasonable price, latest technology, display and seasonal offers) on the
dependent variable (overall opinion). The regression equation for each factor will be in the form
of y = α+βx, where y is the overall opinion of the retailers and β is the regression coefficient of
the respective antecedent and x is the antecedent of overall opinion.

Table 8: Results of linear regressions between retailers overall opinion on ideal
products and factors affecting satisfaction

Factors R Coefficient Const t Adj
R2

Change statistics
R2 F Sig.

Brand image .118 1.071 1.429 1.639 .009 .014 2.687 .103
Product quality .215 0.419 2.430 3.041 .041 .046 9.249 .003
Product variety .089 0.158 3.175 1.236 .003 .008 1.529 .218
Reasonable price .206 0.275 4.234 17.569 .037 .042 8.458 .004
Latest technology .022 -0.021 3.607 21.126 .005 .000 .089 .766
Display and seasonal
offers .289 0.290 3.095 24.122 .079 .084 17.409 .000

While observing the table, it is evident that the independent variable such as product quality,
reasonable price, display and seasonal offers has a significant impact on retailers’ overall opinion
on ideal products. For product quality (F = 9.249; p< 0.01) explaining a variance of 4.6%. Here,
the significance value is lesser than 0.01, we reject null hypothesis that there is no significant
impact of product quality on retailers’ overall satisfaction, and we accept the alternate
hypothesis that quality of the product has a significant impact on retailers overall satisfaction
towards ideal products.
The F statistic shows the extent to which the null hypothesis truer. The F statistic demonstrates
the strength of the null hypothesis. The null hypothesis is more likely to be true if the F statistic
is smaller. The F statistic typically falls around 1.0 when the null hypothesis is proven and is
larger when the alternative is true. In this case, F statistic is smaller to the factors product variety
and latest technology signifies that null hypothesis is truer and all other cases F value is quite
big which signifies the fact that alternative hypothesis is much true. The other independent
variable namely reasonable price (F = 8.458; p< 0.01), display and seasonal offers (F = 17.409; p<
0.01) also prove that significant impact on the retailers overall satisfaction on ideal products.
The correlation coefficients are nevertheless regarded as being significant even though they are
relatively low. Also, R2 values are relatively low. This shows that these factors are not crucial in
determining how retailers are satisfied. Overall retailer satisfaction is positively impacted by all
of these factors and this indicates that as the influence of these factors grows, retailers' overall
satisfaction with products also grows. The following is a linear regression equation.
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y = 2.430 + 0.419 x Product quality (1)
y = 4.234 + 0.275 x Reasonable price (2)
y = 3.095 + 0.290 x Display and seasonal offers (3)

6.2 Comparing expectation and actual satisfaction of retailers towards Kitchen
appliances
In a perfect retail scenario, the manufacturer's performance ought to correspond to the
retailers' expectations. The expected level of satisfaction from the various attributes taken into
account was compared with the actual level of satisfaction using a paired sample t test to see if
that is accurate for the sample of retailers under study. The results of the test which is the
Paired Sample Statistics, and the Paired Sample Test are shown in Table 8 and Table 9. The
Paired Samples Statistics displays the descriptive statistics like mean and standard deviation of
the expected versus actual opinion on different variables.

Table 8: Paired sample statistics

Paired factors Mean
value

Standard
Deviation

Standard Error
Mean

Pair 1 A* - Brand image 1.64 .580 .042
E# - Brand image 1.99 .102 .007

Pair 2 A – Product quality 1.84 .989 .072
E – Product quality 2.69 .474 .034

Pair 3 A - Product variety 2.22 .978 .071
E - Product variety 2.39 .519 .037

Pair 4 A – Reasonable price 1.45 .661 .048
E – Reasonable price 2.46 .692 .050

Pair 5 A – Damage return policy 1.98 1.002 .072
E - Damage return policy 2.54 2.203 .159

Pair 6 A – Latest technology 1.95 .643 .046
E – Latest technology 2.23 .946 .068

Pair 7 A – Availability 1.76 .652 .047
E – Availability 2.28 .583 .042

Pair 8 A- Increased Credit period 1.90 .681 .049
E - Increased Credit period 2.21 .532 .038

Pair 9 A - Sales person relationship 1.54 .653 .047
E - Sales person relationship 2.54 .595 .043

Pair 10 A - Frequent visit by salesperson 1.51 .622 .045
E - Frequent visit by salesperson 2.61 2.212 .159

Pair 11 A – Timely delivery of products 1.57 .675 .049
E – Timely delivery of products 2.49 .597 .043

Pair 12 A – Display and seasonal offers 2.11 .734 .053
E – Display and seasonal offers 1.60 .919 .066

Pair 13 A – Attractive advertisement 2.24 .696 .051
E – Attractive advertisement 1.64 .936 .068

* - Actual opinion on variables
# - Expectation on variables
When comparing the mean values between the actual and expectation, it is clear that aspects
like brand image, product variety, the latest technology, and extended credit periods
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(highlighted in pairs 1, 3,6, and 8) are nearly identical. At this stage, it can be suggested that the
retailers' expectations of these characteristics mirror the actual performance of the kitchenware
manufacturers. Similar arguments can be made for the other cases, it is inferred that the
retailers' expectations don't line up with the manufacturer's actual performance. The majority
of these cases had significant discrepancies between actual and expected performance.
The results provided in paired samples test table 9 are examined to see that discrepancy or
congruence between expected and actual experience is statistically significant. The hypothesis
stated here is that there is no discernible difference between the satisfaction factors that are
expected and those that are actually experienced.

Table 9: Paired sample test

Factors paired �� σ
Std.
Error
Mean

95% confidence
interval of the
difference T Df Sig.

Lower Upper

P1 A-Brand image -.352 .578 .042 -.434 -.270 -8.475 192 .000E-Brand image

P2 A-Product quality -.853 1.041 .075 -1.002 -.705 -11.330 192 .000E-Product quality

P3 A-Product variety -.167 1.173 .085 -.334 .000 1.969 192 .050E-Product variety

P4 A-Reasonable price -1.005 1.058 0.76 -1.155 -.855 -13.197 192 .000
E-Reasonable price

P5

A-Damage return
policy -.554 2.498 .180 -.909 -.200 -3.084 192 .002E-Damage return
policy

P6 A-Latest technology -.280 1.053 .076 -.429 -.130 -3.691 192 .000
E-Latest technology

P7 A-Availability -.528 .866 .062 -.651 -.406 -8.475 192 .000
E-Availability

P8

A-Increased Credit
period -.311 .864 .062 -.434 -.188 -4.998 192 .000
E-Increased Credit
period

P9

A-Sales person
relationship -1.005 .857 .062 -1.127 -.884 -16.296 192 .000
E-Sales person
relationship

P10

A-Frequent visit by
salesperson -1.098 2.360 .170 -1.433 -.763 -6.467 192 .000E-Frequent visit by
salesperson

P11

A-Timely delivery of
products -.917 .934 .067 -1.050 -.784 -13.597 192 .000E-Timely delivery of
products
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P12

A-Display and
seasonal offers -.513 1.250 .090 .335 -.690 5.699 192 .000E-Display and
seasonal offers

P13

A-Attractive
advertisement -.599 1.326 .097 .408 -.790 6.178 192 .000E-Attractive
advertisement

There is a statistically significant gap between the satisfaction factors that are expected and those
that are actually experienced.in meeting their needs in every case when the p-value is lesser than
0.05. (Null rejected). The one-tailed paired sample t-test on Table 8 showed that the actual
performance is less (x̅ = 1.64, □ = 0.580) compared to expected performance (x̅ = 1.99, □ =
0.102), t (192), p ≤ 0.05.
Looking at Table 9, the mean difference between the actual opinion on brand image and the
expected brand image is - 0.352; the actual opinion value is less than expected t (192) = - 8.475,
significance value (p) ≤ 0.05. The same inference can be made for all the other cases too, and in
all the cases, the gap is negative (paired difference x̅) indicating that the fact that the expectation
is more than the reality.

7. RESULTS AND CONCLUSIONS

When the gap between retailers' expectations and manufacturer performance for each of the
attributes that will encourage them to stock kitchenware was examined, it was found that
almost all of the factors chosen for the study had higher retailer expectations than
manufacturer performance. In the majority of these instances, the actual performance that
really occurred and what was expected differed significantly.

Additionally, the one tailed paired sample t-test demonstrated that the expected performance
was higher than the actual performance, with the paired difference x is negative stating that
expectation is higher than actual performance. Retailers will be encouraged to stock the
products if there is a narrowing of the gap between what they expect from manufacturers in
terms of various attributes.

The negative mean of over the factor is a highly significant value because each of the responses
were sought on a five-point scale. This indicates that the retailers seriously consider these
factors as they have potential impact on their satisfaction. The fact that characteristics like
product variety and the latest technology have the smallest gaps shows that manufacturers are
able tomake their products follow the most recent fashions in terms of functionality and design.
Both Retailers and manufacturers collaborate as partners in order to give their customers the
most value possible at best prices because retailers are sources to offer competitive data based
on their pricing, quality, dependability, and market trends which are very crucial to meet the
expectations of their customers. The manufacturer of kitchenware should focus on the
numerous factors that contribute to the retailer's satisfaction.
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