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Abstract 

The present study focuses on to examine the factors 

affecting the satisfaction level of Retailers towards 

distributors of FMCG products (Gopal, Real & 

Balaji).  Researchers have collected data in the field 

survey and sample size was 149. Regression analysis 

was carried out to study the effect of trust, 

dependence and commitment and retailers 

expectation on the satisfaction level of retailers. In 

our findings dependence affect the satisfaction level 

of retailers. 
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1. Introduction of Retail Industries 
 

To all the more likely comprehend the job of retail design in an economy and its 

essentialness, let us first attempt to comprehend what retailing is? Furthermore, how it is 

not quite the same as a discount business? Retailing comprises of selling stock from a 

perpetual area (a retail location) in little amounts straightforwardly to the customers. These 

customers might be singular purchasers or corporate. In the realm of Exchange and Trade, 

a retailer buys products or product in mass from makers legitimately and afterward sells in 

little amounts are known as Retail locations or shops. 

Shops might be situated in local locations, province roads; network focuses or in current 

shopping arcades/shopping centers. Indeed, any association pitching product to definite 

customers - regardless of whether a maker, distributor or a retailer - is doing retail 

business. 

1.1 Objectives of the Research: 

 Factors affecting the satisfaction level of retailers towards distributors of  

FMCG product 

 To identify the problems faced by retailers during business with distributors 

 To know the perception level of retailers 

          

2. Literature Review 
 

Trust: trust is the mainstream assignments which are hugely received in distinction 

examine zones, for example, humanism, financial, authoritative conduct, vital 

administration, global business, choice sciences, and showcasing. Trust is the most 

significant factors in making loan bosses and indebted individuals connection in business. 

Trust is the intermediated variable for both side retailers and merchants. 

Shipley (1985) conducted a study on supplier selection criteria for both convenience goods 

and shopping goods in the UK and USA, focusing on the relative importance of market mix 

elements as reseller sourcing determinants. For convenience products, vendor product 

quality, along with price and/or delivery capabilities, are generally important and necessary. 

But they are not usually sufficient determinants of retailer’s supplier choices. Other 
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marketing mix elements play a role in vendor choice in that they enhance a firm’s or a 

buyer’s efficiency, profitability, and general well-being. These variables include seller 

provision of adequate information, credit, product range, sales quotation, promptness, and 

private as well as professional benefits for the buyer through personal contact. 

Anderson & Narus, 1990, states that the presence of trust implies that the exchange 

partner will perform actions resulting in positive outcomes for the firm and will not exploit 

its vulnerabilities (Hald, Cordon, & Vollmann, 2009). 

Geyskens et al., 1998, in the current research, trust is defined as the extent to which a firm 

believes that its exchange partner is honest (the belief that the partner fulfills promises, 

stands by its words, and is reliable) and/or benevolent (the belief that the partner is 

interested in one's welfare and joint gain). 

Brenda Sternquist and Zhengyi Chen – (2006), Value straightforwardness and trust come 

up significant them, if retailers do not feel they can believe that providers cost is most 

minimal they will require exchange help expenses. Organization relationship and individual 

relationship do encourage trust, anyway over occasions significance of the individual 

relationship and individual trust is required to diminish while business based trust is an 

increment in requests to cultivate fruitful long haul connections among retailers and 

providers. Value transference is sure identified with trust directing connections between the 

exchange help and basic leadership. The more trust between the purchaser and vender the 

fewer retailers will depend on exchange help to settle on a choice. 

Ho Jung Chu, et.al (2009), was controlled by a trust, propelled connection quality factor, 

item plan, quality parity and fulfillment. Concerning the relationship of fulfillment, trust and 

reason for the conduct, there was no distinction between the two classes in the intensity of 

Fulfillment Trust Association. 

Zhengyi Chen   et.al, (2011) demonstrate that somewhat, firms should fixate on 

unwavering quality conviction since dependability conviction trust is the key factors in 

finding the dedication. Sonia Maneshwar and so forth - (2013), discovering three singular 

factors of the trust are significant for the retailer-providers relationship: Unwavering quality, 
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liberality and advantage validity trust from numerous points of view the retailer trusts that 

the merchant has the right stuff important to work successfully and dependably. 

Megha Jain, et.al. (2014), a point can be made about the conceivable directing impact of a 

countable responsibility on the negative connection between comparative power and 

conviction. For the certainty of retailers in providers, the ends affirm positive connection 

among conviction and vital execution. Jae-Eun Chung, (2014), the discoveries of this 

investigation an intriguing yield with respect to the job of provider execution in making little 

retailer trust and reliance. 

Erysulistyorini et.al. (2018) Trust is altogether impacted long – term connections. This 

demonstrates noteworthiness, unwavering quality, and genuineness of provider make 

retailers trust their provider. The trust of retailers to their providers makes them willing to 

co – works with them. They concede that they will just co-work with providers who can 

give phenomenal administrations and top-notch item. 

Dependence 

Pratik Jonsson and Mosad Zineldin (2003) said that reliance leads to a higher view of 

fulfillment does not distinguish as basic factors in any of low responsibility and trust or high 

trust and duty bunch however basic when looking at the organizations paying little mind to 

trust and duty. 

J.E. Chung et.al (2006), recommended Japanese retailer monetary reliance on a provider is 

a result of Japanese retailer long haul introduction. When Japanese retailers have 

associations with their provider they mean to keep up a long haul introduction connection. 

Appropriately retailer’s financial reliance on a provider is underestimated. The more 

grounded the long haul introduction the Japanese retailer has with the provider has with its 

provider, the needier they are on the provider. The monetary award has no impact on 

usefulness struggle and fulfillment, which show that financial reliance has not impacted the 

nature of connections among the Japanese channel part. Both provider exchange – explicit 

venture and provider job execution impact little retailers trust, however, just provider 
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exchange explicit speculation has decidedly sway on little retailer reliance. Provider reliance 

has no effect on little retailers in long haul introduction. 

Zhengyi Chen et.al (2011) mention that reliance increment responsibility at the relationship 

introductory stage yet not supports organizes. Conversely, connections bound by reliance 

and TSI connote a constrained coordinated effort. The two gatherings may always pursuit 

to decrease this reliance. 

Jae-Eun Chung, (2014), another fascinating note is that little retailer reliance on a provider 

had no effect on its LO with the provider, as was proposed, though a positive effect of little 

retailer trust on its LO toward the provider was found. Le Toung and Vo Hong (2014) state 

that reliance factor is the most significant effect on the connections. Reliance of retailers on 

the merchant is emphatically swayed on connections among retailers and dealers. 

Commitment 

Duty implies an association with an occupation the likelihood that somebody keeps on 

working in that activity responsibility depends on the provider's presentation. Duty is the 

most significant factor to long haul connections. 

Phusit Wonglor Saichon (2004) explored the relationship between suppliers and retailers in 

the car tires industry in Thailand. The author discovered the following factors: the 

satisfaction of relationship, commitment to the relationship, and the trust had a positive 

effect on the long-term orientation of the relationship between retailers and sellers. In 

addition, the study examined the relationship between satisfaction and commitment, the 

relationship between satisfaction and trust, the relationship between trust and commitment. 

Of these factors, the factors of trust and commitment to the relationship had a positive 

effect on the long-term orientation of the relationship between retailers and sellers. 

Zhengyi Chen (2006) conducted a survey on long-term relationships between suppliers and 

retailers of food in China. The author argued that a long-term relationship between retailer 

and supplier through three phases: starting, maintaining and ending. In this study, at each 

stage of this relationship, these factors: social satisfaction of retailers, opportunism, 
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practice guanxi, dependence and trust of the retailers towards suppliers affect the long-

term orientation of the retailer. 

"Prattick Johnson and Mossed Ginedeldin" - (2003) said that the evaluated insights of these 

nine connections together in between association relations at the dimension of trust and 

duty level are significant for the gathering's degree. Try not to think at the dimension of 

believability and are not dedicated to every one of the factors with the special cases of the 

exemptions where high fulfillment relations are intensely underlined, with a low-level 

arrangement contrasted with relations.  

 Le Tong and Who Hong (2014) give the back rub retailers ought to have adequate 

responsibility to help merchants for long haul connections, and they are anxious for 

improvement in the wake of accepting business results, long haul associations with dealers 

on common advantage standards. 

Erysulistyoriniet.al. (2018) discovered that responsibility altogether impacts trust. This 

demonstrates providers are intentionally dedicated to their retailers to pick up their trust. 

Their readiness to make association understandings and retailers' consistency and 

dependability to their providers make the retailers trust their providers. They concede that 

their providers are continually ready to make association consent to keep up trust between 

them. 

Product Quality: 

Purchaser item and retail quality control and quality affirmation allude to the procedures 

business use to guarantee that item quality is kept up. It additionally decreases or 

dispensed with a deformity in assembling in order to meet client desire and guideline. 

Brenda Sternquist and Zhengyi Chen (2006), those who take a market introduction may 

somewhat depend on the exchange help and cost to make a judgment, yet what separates 

them from the individuals who take a benefit introduction is that they consider provider job 

execution (item quality, item uniqueness, conveyance, item promoting, and so on.) as the 

prior factor in tolerating another item. Western organizations could distinguish retailers' 

introduction first before exchange. 
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Michael S et.al (2014) state that explicitly, we locate that littler company's hose that has a 

more drawn out generation lead time and firms creating items where quality requires a 

more drawn out time to evaluate broaden more exchange credit. 

Nandone and Kauda (2016), Nature of the item has been a solid criterion utilized by 

retailers in Tanzania. Meetings demonstrate that nourishment testing can be performed by 

workers by eating sustenance the examples on the premises or by eating them with by 

their families and sharing their experience of taste, flavor, shading, and smell. 

Acceptance Trade Credit: 

Acknowledgment exchange credit enables organizations to get merchandise or 

administrations in return for a guarantee to pay the provider inside a set measure of time. 

New business experiences difficulty in verifying financing from customary loan specialists 

purchasing on exchange credits help increment their obtaining power. 

Barry Alan Pasternak (2008), lamentably, if the maker wants to have a uniform valuing 

strategy for all retailers, the subsequent effect on retailer productivity won't be steady. 

Obviously, if the evaluating arrangement is set interestingly for every retailer, the maker 

can generally, guarantee that channel coordination won't contrarily affect a retailer's normal 

benefit. 

Niels Hermeset.et.al (2015), along with Sidehilter Kilter data issues, exchange credit supply 

may likewise be identified with the point of providers to expand deals. Specifically, 

providers new to the business looking for clients may utilize exchange credit to raise their 

deals. The interest for exchange credit might be dictated by the conceivable outcomes the 

retailer needs to change to different wholesalers. In the case of exchanging is simple, the 

retailer has a more grounded bartering position opposite the distributor, which might be 

utilized as an influence to get more exchange credit from the present distributer. At long 

last, the interest for exchange credit may likewise be clarified by the presence of long haul 

exchange relations with providers as this expands desires for gaining admittance to 

exchange credit. 
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Nandone and Kauda (2016)  state in his findings that the acknowledgment exchange credit 

is the real standard required for nearby nourishment provider and retailers to acknowledge 

by the cutting edge sustenance retailer. On the off chance that your transfer is done, you 

can pay and they bring more merchandise. Auxiliary information demonstrates that the 

general store can purchase products using a loan for a time of at the very least 90 days. 

3. Hypothesis 

 

H0: There is no impact of trust on retailer’s satisfaction towards distributors  

H1: There is impact of trust on retailer’s satisfaction towards distributors 

H0: There is no impact of Dependence on retailer’s satisfaction towards distributors  

H2: There is impact of Dependence on retailer’s satisfaction towards distributors 

H0: There is no impact of Commitment on retailer’s satisfaction towards distributors 

H3: There is impact of Commitment on retailer’s satisfaction towards distributors    

H0: There is no impact of Retailers Expectation on retailer’s satisfaction towards distributors 

H4: There is an impact of Retailers Expectation on retailer’s satisfaction towards 

distributors    

3.1. Model of the Study 

 

 

 

 

 

 

 

Retailers Satisfaction  

Towards distributors 

Dependence 

Commitment 

Retailers 

Expectation  

trust 
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(Model shows the effect of different factors on Retailers satisfaction towards distributors) 

4. Research Methodology 

Research Design: The research design lays the foundation for conducting the research 

project. In the research project, two steps research methodology has been adopted. The 

exploratory research has been conducted to gain a better understanding of the research 

area while descriptive research will be conducted to get much information and description 

of the research. Here the researcher has used the descriptive method of research design. 

4.1 Sampling Technique 

The Sample 

The data was collected as a part of the study to measure the satisfaction level of retailers 

towards distributors of FMCG products. A survey approach was adopted in this study. The 

sampling unit was taken were the retailers of Gopal, Real & Balaji. The sample size was 

taken as 149 approximately. The convenience method was used to collect the 

questionnaire. The extent of research was limited to the city like Mehsana. 

4.2. Data Collection and Analysis 

Researchers have taken retailers of FMCG Items (Balaji,  Real and Gopal) of Mahesana. 

Information test of this investigation comprises of the retailers' fragment in the gathering 

up to the 18 years. The researchers were personally involved in the data collection. The 

personal interview method was adopted for data collection. Researchers visited various 

retailers (Balaji, Real and Gopal) of Mehsana city and fill up the questionnaire. 

4.3. Plan for Data Analysis 

Statistical Package for Social Study (SPSS) was used for data preparation and analysis. For 

data preparation, reliability testing and multiple regression was used multiple regression 

was used to study the impact of independent factors on dependent factor-like satisfaction 

of retailers towards distributors. 
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5. Reliability Analysis: 

Prior to utilizing the investigation of relapse examination, the size of dependability is utilized 

to discover the interior consistency of the factors to be utilized in the relapse investigation. 

Dependability is synonymous with repeatability. It is an estimation that yields predictable 

outcome after some time is said to solid. 

Cronbach Alpha (α) is planned as a proportion of inside consistency. Alpha is measured on 

a similar scale as an individual connection coefficient which fluctuates somewhere in the 

range of 0 and 1.  

 

 

 

 

 

(Fulfillment was estimated based on all things considered everything being equal (taken as 

reliant variable. Fulfillment comprises of three explanations. The F insights results (Table 

no: 2) demonstrates the connection between free and ward variable (satisfaction) 

(F=10.508, sig= .000) 

Table No 2 

P < .05; Model fit 

Over the table no 2, ANOVA Demonstrates that the significance esteem is 0.000 the model 

is legitimate and significant. 

Reliability Statistics(Table No 1) 

Cronbach's Alpha N of Items 

.900 28 

Model Sum of Squares Df Mean Square F Sig. 

Regression 21.863 4 5.466 10.508 .000b 

Residual 74.902 144 .520   

Total 96.765 148    
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Table No.3 Show that the value of R square measure of model exploratory powers it’s 

telling that exploratory variables (independent one) have 22.6% variation in the retailer’s 

satisfaction towards distributors of FMCG products. 

Model Summary (Table No 3) 

 

Table No .4 (Results of simultaneous multiple regression tested for retailers satisfaction 

towards distributors) 

 

Results of the simultaneous multiple regressions tested for Retailers Satisfaction (Table-4) 

 

Note *p < .05 level 

 

Above table no .4 shows the significant value of the variables, 

There is no impact of trust on retailer`s satisfaction towards Distributors of FMCG Product 

The significance value of trust is .302 

Model R R Square Adjusted R Square Std. Error of 

the Estimate 

1 .475a .226 .204 .72122 

Variables Beta value T value Sig VIF 

(Constant)  .785   

Trust .133 1.563 .302 1.343 

Dependence .092 1.123 .000* 1.247 

Commitment .310 3.653 .263 1.340 

Retailers 

Expectation 
.091 1.035 .120 1.438 
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There is impact of Dependence on retailer’s satisfaction towards Distributors of FMCG 

Product. 

The significance value of Dependence is .000 

There is no impact of Commitment on retailer’s satisfaction towards Distributors of FMCG 

Product. The significance value of Commitment   is .263 

There is impact of Retailers Expectation on retailer’s satisfaction towards Distributors of 

FMCG Product. The significance value of Retailers Expectation    is .120 

6. Discussion:  

Data analysis was done by using SPSS software. For Satisfaction, regression analysis 

results one variable is significant i.e. Dependence. On the contrary, weightage should be 

given on the basis of beta value. For Beta value Commitment=.310, Trust=.133, 

Dependence= 0.092, Retailers expectations =.091 as supported. 

So, H2 value is supported by the results. 

7. Findings: 

Finding 1 should fulfill the objective 1 to measure the satisfaction level of retailers of FMCG 

product so; four factor are taken like trust, commitment, dependence, and the retailer’s 

expectation to find the level of the satisfaction of the retailer. Research study identified that 

dependence having an effect on retailer’s satisfaction towards distributors of FMCG 

products. Zhengyi Chen et.al (2011) Money related satisfaction and social satisfaction are 

quite related to duty at basic stage yet not support mastermind. The results suggest that 

satisfaction isn't the key variable for developed purchaser supplier associations; it is only 

huge before all else time of associations. 

Finding 2 should have some observations by researchers: 

Retailers expect a promotional scheme towards distributors. Retailers expect some discount 

when given the order of the product. Retailers expect some variety of products as per the 

environment of an atmosphere like summer, monsoon, and   winter. 
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Finding 3 should fulfill the objective 3 to know the retailers perception towards distribution 

channel. Perception is that retailer’s expectation like free sample, variety of product, return 

policy, towards distributors. 

7.1  General Findings (At the time of collection). 

1.      Retailers expect free delivery from distributors. 

2.      Retailers expect return policy from distributors FMCG product fewer 

       problems of the  return policy. 

3.      Retailers expect a variety of product and no of items. 

4.      Retailers expect a promotional scheme of product from distributors. 

5.      Retailers expect credit policy and financial policy from distributors. 

6.      Retailers expect a free sample of the product from distributors. 

 

7.2 Final Model 

 

 

 

 

(Model shows the effect of Dependence variable on Retailers satisfaction towards 

Distributors) 

 

7.3 Conclusion:  

This exploration ponder is worn out to analyze the elements that affect retailers fulfillment 

towards merchants of FMCG item in city of Mehsana. The result of research shows that one 

out of four factors have a huge impact on retailers fulfillment towards Wholesalers of FMCG 

Item and the rest of the factor(trust, commitment and retailers expectation) has no effect 

on retailers fulfillment towards merchants of FMCG product. 

Dependence 
Retailers Satisfaction 

towards Distributors 
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7.4 Implication:  

For retailers, through research discoveries, retailers should Reliance on their Wholesalers. 

This is a standout amongst the most significant components Retailers fulfillments towards 

wholesalers of FMCG item. At the point when the two gatherings trust one another, it will in 

general focus on building up a long haul relationship, and the two gatherings will share 

business advancement openings. Recognition is that retailer's desire like a free example, an 

assortment of an item, merchandise exchange, towards merchants. Retailers dependably 

associate the clients so; merchants satisfy the prerequisite of the two retailers and clients. 

7.5 Limitation: 

 Less time was given for the collection of data. 

 Mehsana was taken for a research study 

 Considered only three companies for the study 

 The sample size was taken 149 only. 

7.6 Further Study: 

Researchers have endeavored to discover the retailer fulfillment for an FMCG mammoth in 

India, in future this sort of research can likewise be performed in other created or creating 

countries. Further investigation should be possible for variables impacting fulfillment and 

the connection between fulfillment and socio economics. Future examination ought to grow 

this exploration to incorporate a more extensive geographic zone. The information for this 

examination was constrained to the retailers. Every part ought to likewise recognize the 

primary exercises that interface with its retailer. 
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