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Abstract: This research project investigates the impact
of in-store marketing strategies on consumer
purchasing  decisions  within  physical retail
environments. With the increasing competition from e-
commerce, brick-and-mortar stores are adopting
diverse in-store marketing techniques to attract and
influence shoppers. The primary objective of this study
is to analysed how various in-store marketing
elements—such as visual merchandising, store
ambiance, promotional offers, product placement, and
customer interaction—affect consumer behaviour
during in-store visits.

The study also explores the effectiveness of specific
marketing techniques in driving impulse buying, a key
area for retailers aiming to boost unplanned purchases.
Techniques such as promotional signage, attractive
product displays, and strategic shelf placement are
evaluated for their role in triggering spontaneous
buying decisions. Understanding these tactics provides
valuable insights into how consumers respond
emotionally and behaviourally to different forms of in-
store stimuli.

The findings of this project can offer actionable insights
for retailers aiming to enhance customer engagement,
optimize in-store experiences, and increase sales
performance. The research contributes to the broader
field of consumer behaviour and retail marketing
strategy by highlighting key factors that influence
decision-making in physical stores.
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1. INTRODUCTION

Tata Ficosa Automotive Systems was established in
1998 and is a 50:50 joint venture company between
Tata Auto Company Systems and Ficosa
International, Spain. Tata Ficosa Automotive
Systems is a design to manufacturing company
producing products such as Outer and Inner Rear
View Mirror System, Parking Brake Systems, Gear
Shifter Systems; various electronic products such as

vision based ADAS products (including Rear View
Camera System, Surround View System, Driver
Drowsiness System, Camera Monitoring System),
Communication products (such as Antennas and
Telematics), Command & Control products (such as
Gear Shift Actuators, Gear Shifters and Park Brake
Levers) and Electro- mobility products (like Battery
Management Systems, Battery Pack assembly and
associated products). Based out of Pune in India, Tata
Ficosa is spread across India with six manufacturing
plants in Pune, Sanand, Chennai and Pantnagar. Tata
Ficosa is certified for IATF 16949-2016, ISO 14001-
2015, OHSAS 18001-2007 standards and is
compliant to various quality certifications from the
esteemed customers such as Tata Motors MSA, VW
Formel Q, Ford Q1, Renault- Nissan ASES and GM
QSB. This experience reflects in the high-quality
deliverables and services to the customers.

2. RESEARCH PROBLEM

In today's highly competitive retail environment,
companies invest significantly in in-store marketing
strategies such as product displays, signage,
promotions, and layout design to influence consumer
behaviour. Despite these efforts, there remains a lack
of clear understanding regarding the actual
effectiveness of in-store marketing tactics on
consumer purchasing decisions, especially in specific
market contexts such as the Indian automotive
components sector. This gap is particularly evident in
organizations like Tata Ficosa Automotive Systems,
where aligning marketing strategies with consumer
behaviour is crucial for sales performance and
customer satisfaction. Therefore, it is essential to
investigate whether in-store marketing practices truly
influence the consumer’s decision-making process
and to what extent these strategies drive purchase
behaviour.
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3. SCOPE OF THE STUDY

The scope of this study focuses on understanding the
impact of in-store marketing on consumer purchasing
behaviour. It is limited to a specific geographical
region and considers different store types such as
supermarkets, apparel, and electronics stores. The
study examines various consumer demographics
including age, gender, and income levels, along with
their shopping habits. It explores marketing
techniques such as discounts, product displays,
sensory marketing, and the use of technology like QR
codes and digital signage. The research aims to
understand how these strategies affect consumer
decision-making, impulse buying, and brand
perception. Both quantitative methods (surveys) and
qualitative methods (interviews, focus groups) are
used. It may be cross-sectional or longitudinal and
consider seasonal shopping trends. The study also
looks at specific industries like food, fashion, or
electronics.  Finally, it explores consumer
satisfaction, brand loyalty, price sensitivity, and the
influence of cultural and social factors on marketing
effectiveness.

4NEED OF STUDY

This study explores how in-store marketing
influences consumer behaviour and purchasing
decisions. Techniques like product displays, signage,
promotional offers, music, and store layout can
impact shoppers' choices and encourage impulse
buying. By understanding these effects, retailers can
optimize store design and product placement, such as
positioning items at eye level or near checkout
counters to boost sales. The research also examines
the effectiveness of promotions like discounts and
loyalty programs. Sensory elements like scent,
lighting, and sound are analysed to see how they
drive unplanned purchases. It looks at how different
consumer groups respond to marketing strategies,
helping brands tailor their approach based on age,
gender, or preferences. Emotional triggers and
psychological factors are also considered. With
digital tools like interactive displays and mobile apps
becoming common, the study highlights the role of
technology in shaping modern retail experiences.
Overall, it aims to measure the return on investment
and help retailers adapt to changing consumer trends.

5.0BJECTIVES OF THE STUDY

Primary Objective

To analysed how different in-store marketing
strategies influence purchasing
behaviours.

Secondary Objectives

To investigate how consumer demographics (such as

consumer

age, gender, and income) and preferences interact
with in-store marketing efforts to impact purchasing
decisions.

To investigate how consumer demographics (such as
age, gender, and income) and preferences interact
with in-store marketing efforts to impact purchasing
decisions.

To analysed the impact of sensory marketing
(lighting, music, scent, and store layout) on consumer
emotions and purchasing behaviour. This objective
examines how sensory elements contribute to a
positive shopping experience, influencing dwell
time, engagement, and purchase decisions.

6.RESEARCH METHODOLOGY

This study adopts a descriptive research design,
aiming to identify and analyse the influence of
various in-store marketing elements on consumer
purchasing decisions at Tata Ficosa. The focus is on
understanding how product displays, promotional
materials, staff interaction, and store layout affect
buyer behaviour in the automotive components retail
environment and using the tools SPSS, ANOVA and
CHI SQUARE Method.

7.FINDINGS

e Research showed that well-designed packaging
that clearly communicates product benefits and
features influences consumer choices.

e The rise of digital displays in stores, such as
interactive screens and video promotions,
attracted more foot traffic and increased
consumer engagement.

e Milliman’s study highlighted the influence of
background music on consumer moods, which
directly affects their time spent in the store and
purchasing tendencies.

e Research done with these tools SPSS, ANOVA
and CHI SQUARE Method.
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ANOVA
invariable

Sum of Squares | def. Mean Square | F Sig.
Between Groups 915 1 915 302 .584
Within Groups 294.378 97 3.035
Total 295.293 98

The ANOVA (Analysis of Variance) results help

determine whether there are significant differences in

responses between groups. In this case, the Between

Groups Sum of Squares is 0.915 with 1 degree of
Case Processing Summary

freedom (df), and the Within Groups Sum of Squares
is 294.378 with 97 degrees of freedom, resulting in a
total of 98 degrees of freedom. The F-value is 0.302,
and the significance level (Sig.) is 0.584.

Cases
Valid Missing Total
N Percent N Percent | N Percent
WHAT ARE THE KEY FACTORS
THAT LEADS YOU TO SHOP AT
*
SAME STORE * SALES STAFF [0 Ny |5 o 103 | no0
IMPACTS MY  PURCHASE
DECISION
Chi-Square Tests
Value def. Asymp. Sig. (2-sided)
Pearson Chi-Square 25.1512 12 .014
Likelihood Ratio 27.710 12 .006
Linear-by-Linear Association 3.883 .049
N of Valid Cases 101

a. 14 cells (70.0%) have expected count less than 5. The minimum expected count is .12.

The Chi-Square analysis was conducted to examine
the relationship between the key factors that lead
consumers to shop at the same store and the impact
of sales staff recommendations on their purchase
decisions. Out of 103 total responses, 101 were valid,
making up 98.1% of the sample. The Pearson Chi-
Square value was 25.151 with 12 degrees of freedom
and a p-value of 0.014, which is less than the standard
significance level of 0.05. This indicates a
statistically significant relationship between the two
variables, suggesting that sales staff
recommendations do influence a customer’s
likelihood of returning to the same store. The
Likelihood Ratio (27.710, p = 0.006) further supports
this conclusion. Additionally, the Linear-by-Linear
Association value of 3.883 with a p-value of 0.049
points to a weak but significant linear trend.
However, since 70% of the expected cell counts are
less than 5, caution is advised when interpreting the
strength of this relationship

8.RECOMMENDATIONS

. Improve product packaging to clearly highlight
key benefits and features.

. Install interactive digital displays and video
promotions to attract and engage customers.

. Play background music that positively
influences customer mood and shopping
behaviour.

. Train sales staff to make effective product
recommendations and build customer trust.

. Customize in-store marketing strategies based
on different consumer demographics.

. Use data analytics tools like SPSS to monitor
consumer behaviour and refine strategies.

. Design store layouts that enhance product
visibility and encourage impulse purchases.

9.CONCLUSION

The study clearly shows that in-store marketing has a
significant impact on consumer purchasing decisions
at Tata Ficosa. Elements such as attractive packaging,
digital displays, background music, and staff

IJIRT 177651 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 1182



© May 2025 | IJIRT | Volume 11 Issue 12 | ISSN: 2349-6002

recommendations all play a role in shaping customer
behaviour.

From the data analysis using SPSS, ANOVA, and
Chi-Square tests, it was found that sales staff
influence, visual appeal, and store atmosphere
directly affect customer choices. While demographic
differences had some effect, the biggest drivers were
how well the store engaged the senses and emotions
of the customer.

In conclusion, effective in-store marketing leads to
better customer engagement, increased sales, and
stronger brand loyalty. For continued growth, Tata
Ficosa should focus on enhancing the in-store
experience with a customer-centric approach.
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