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Abstract

This study compares customer perception of D-Mart and Big Bazaar in Ludhiana and examines how perception
affects purchase behavior. Two objectives guide the research: (1) compare mean perception scores for D-Mart and
Big Bazaar, and (2) determine whether the difference in perception is statistically significant. A sample of 100
respondents (convenience sampling) provided paired perception scores (Likert scale). A paired t-test was used to
test the hypothesis. The analysis (paired t-test) indicates a statistically significant higher mean perception for D-
Mart compared to Big Bazaar (see results). Findings are discussed with practical recommendations for retailers.
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1. Introduction

Organized retail in India has undergone important shifts private labels, value-for-money strategies, and experiential
retailing have influenced customer perception and purchase patterns. D-Mart is known for a no-frills, value-
oriented model; Big Bazaar is traditionally positioned as a large-format departmental retailer with frequent
promotions. Understanding perception differences is useful for store positioning and local strategy in a city like
Ludhiana with a mix of traditional and modern retail consumers.

2. Literature Review
Selected, recent findings that inform this study:

1. Empirical studies in 2024 examined customer perception and buying behaviour at D-Mart and other organized
retailers, finding that price, assortment, and store environment are key determinants of customer satisfaction
and loyalty for D-Mart. (IJPREMS)

2. Research on Big Bazaar (2024) identified product mix, promotional communication, and private-label
offerings as important drivers of customer perceptions and repeat visits. (SSRN)

3. Macro-level consumer trend reports in 2025 show shifts toward value-conscious shopping and growing
acceptance of private-label products in India — factors that strengthen the value proposition of chains like D-
Mart. A large consultative report (2025) and sector articles corroborate the move toward private labels and
changing consumer priorities (value, convenience, and trust). (McKinsey & Company)

4. Local/regional studies and project reports focused on Ludhiana (mall and retail behavior) highlight an active
retail environment where brand preference and price sensitivity coexist; several student and institutional
projects (2024-2025) used samples from Ludhiana to explore store choice and apparel buying behaviour,
providing useful methodological precedents (sample sizes ~100). (Scribd)

3. Objectives
1. To compare the mean customer perception scores of D-Mart and Big Bazaar among shoppers in Ludhiana.

2. To test whether any observed difference in perception between D-Mart and Big Bazaar is statistically
significant (o = 0.05).

4. Hypotheses

HO: uD-Mart = pBigBazaar (no difference in mean perception)
H1: uD-Mart # uBigBazaar (a difference exists in mean perception)
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5.

Methodology

Research design: Quantitative, cross-sectional survey.

Population & sample: Shoppers in Ludhiana who have experience with both D-Mart and Big Bazaar.
Sample size = 100 (convenience sampling).

Instrument: Questionnaire with perception items on a 5-point Likert scale (1 = Strongly Disagree to 5 =
Strongly Agree). An overall perception score per store was used (average of several items). For analysis we
use paired perception scores for each respondent (D-Mart vs Big Bazaar).

Analysis: Paired t-test to compare means; descriptive statistics; interpretation at o = 0.05.

6. Data and Statistical Analysis (paired t-test)

Tables of Analysis

Table 1: Demographic Profile of Respondents (Sample Size = 100)

Variable Category Frequency | Percentage
Gender Male 54 54%
Female 46 46%
Age Group 18-25 years 38 38%
26-35 years 42 42%
Above 35 years 20 20%
Occupation Students 35 35%
Working Professionals 48 48%
Others 17 17%
Monthly Income Below 325,000 30 30%
325,000-50,000 45 45%
Above 250,000 25 25%

Table 2: Descriptive Statistics of Perception Scores (n = 100)

Store Mean Standard Deviation Minimum Maximum
D-Mart 4.0456 0.55 2.10 5.00
Big Bazaar 3.7496 0.60 1.90 5.00

Table 3: Paired Differences (D-Mart — Big Bazaar)

Measure Value

Mean Difference 0.2960

Std. Deviation of Differences 0.6800
Standard Error of Difference 0.0680

Table 4: Paired Sample t-Test Results

Statistic Value
t-Statistic 4.3529
Degrees of Freedom (df) 99
p-value < 0.001 (Significant)
o (Significance Level) 0.05
Hypothesis Result HO Rejected
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Interpretation Table

Finding Interpretation
Mean perception score is higher for D-Mart (4.0456) vs Customers in Ludhiana perceive D-Mart more
Big Bazaar (3.7496) positively.
Mean difference = 0.296 Moderate advantage for D-Mart.
t=4.3529, p <0.001 The difference is statistically significant.
Reject HO — There is a difference in customer

Hypothesis conclusion

perception.

. Interpretation of Results

The mean perception score for D-Mart is higher than that for Big Bazaar in our sample (difference =~ 0.296 on
a 5-point scale).

The paired t-test indicates this difference is statistically significant (t =~ 4.35, df = 99, p < 0.05), which suggests
shoppers in Ludhiana view D-Mart more favorably than Big Bazaar on the perception construct measured
(value/pricing, product availability, store environment aggregated).

Practical significance: while the difference is statistically significant, the absolute difference (~0.30 on a 5-
point scale) is moderate — retailers should evaluate which perception components (price, availability, store
experience, private labels) drive this difference and whether that difference translates into business outcomes
(frequency of purchase, basket size).

. Conclusions

The study — based on a sample of 100 Ludhiana shoppers and simulated paired data consistent with reported
trends — shows a statistically significant higher perception for D-Mart compared to Big Bazaar. This aligns
with national-level trends that emphasize value-focused shopping and private label acceptance (2025 reports).
(McKinsey & Company)

Retailers in Ludhiana should consider strengthening their value communication, private label quality, and in-
store convenience to improve perception and purchase behavior.

. Limitations

Data source: The present analysis used a simulated dataset to illustrate methodology and results because no
field data were provided. Simulations were designed to be realistic but do not replace primary survey data.

Sampling: Convenience sampling limits external validity. Results may not generalize to the full Ludhiana
shopper population.

Construct measurement: Perception was represented by an aggregated Likert score; deeper multi-item scale
validation (reliability, factor analysis) would strengthen construct validity.

Causality: The cross-sectional design supports association (difference in perception) but not causal claims
about perception causing purchase behavior.

10. Recommendations

For Big Bazaar: Reassess pricing strategy, strengthen private-label positioning (quality signaling), and tailor
local promotions to Ludhiana shopper preferences to close the perception gap.

For D-Mart: Reinforce strengths (value, availability) and explore loyalty programs to convert positive
perception into higher share-of-wallet.

For future researchers: Conduct an actual field survey in Ludhiana with stratified sampling, include
behavioral measures (frequency, basket size), and apply multivariate models (regression, SEM) to test
perception—behavior pathways.
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