
vii | P a g e  
 

CONTENTS 

Acknowledgements                  v 

Contents                            vii 

List of figures                xiii 

List of tables                 xv 

List of Indices and Parameters            xvii 

Abbreviations                xxi 

Preface                xxv 

1. INTRODUCTION                  1 

1.1. Introduction                  1 

1.2. Global scenario of apparel retailing               2 

1.3. Apparel retailing in India                3 

1.4. Background and Motivation                4 

1.5. Objective of research work                6 

1.6. Novelty of the research work                7 

1.7. Organization of thesis                 7 

2. LITERATURE                 13 

2.1. Customer value perception and relationship with loyalty          13 

2.1.1. In-store logistics (ISL): A multi-dimensional construct          16 

2.1.2. In-store logistics and customer satisfaction            19 

2.1.3. Store environment and customer satisfaction           19 

2.1.4. Store communication and customer satisfaction           20 

2.1.5. Merchandise assortment and customer satisfaction           20 

2.1.6. Perceived price and customer satisfaction            21 

2.1.7. Employee and customer satisfaction             21 

2.1.8. Customer satisfaction and loyalty             22 

2.2. Competitive positioning               23  



viii | P a g e  
 

2.3. Competitive positioning strategy strengthening factors           25 

2.3.1. Demand chain management              28 

2.3.2. In-store logistics performance              29 

2.3.3. Information and communication Technology           29 

2.3.4. Collaboration among supply chain partners                        30 

2.3.5. Technology Adoption               31 

2.3.6. Retail Environment               32 

2.3.7. Human resource management (HRM)            33 

2.3.8. Merchandise management              33 

2.3.9. Customer value proposition              34 

2.4. CPS implementation barriers and their classification           35 

2.4.1. Tangible resources               41  

2.4.2. Intangible resources               42  

2.4.3. Capabilities (skills)               43 

2.4.4. Dynamic capabilities               44 

2.5. Summary of Literature                45 

3. TOOLS, TECHNIQUES AND METHODOLOGY            47 

3.1. Structural equation modelling              49 

3.1.1. Terms involved in pictorial presentation of SEM           49 

3.1.2. Steps involved in SEM               52 

3.1.2.1. Identify the constructs Individually           53 

3.1.2.2. Check higher order constructs            53 

3.1.2.3. Identify the Overall Measurement Model          54 

3.1.2.4. Assessing measurement model validity          56 

3.1.2.5. Specify the structural model            56 

3.1.2.6. Assess the structural model validity           57 

3.2. Interpretive structural modelling (ISM)             57 

3.2.1. Identification and finalization of items            58 



ix | P a g e  
 

3.2.2. Establish the contextual relationship and develop SSIM          59 

3.2.3. Develop the reachability matrix             60 

3.2.4. Partition the reachability matrix into levels            61                   

3.2.5. Developing the conical matrix              61 

3.2.6. Formation of Model               62 

3.2.7. MICMAC analysis               62 

3.2.8. FMICMAC analysis               63 

3.3. Quality function deployment               64 

3.4. Grey-DEMATEL                68 

3.4.1. Initial Relationship matrix              71 

3.4.2. Conversion of initial relationship matrix in Grey relationship matrix        71 

3.4.3. Computation of average Grey relationship matrix           71 

3.4.4. Conversion of average Grey relation matrix into the crisp relation matrix       72 

3.4.5. Generating the crisp relationship matrix            73 

3.4.6. Calculating the total relationship matrix            73 

3.4.7. Obtain the causal diagram              74 

3.4.8. Set up threshold and plot digraph             74 

3.5. Summary of methodologies               74 

4. ASSESSMENT OF CUSTOMER VALUE PERCEPTION AND RELATIONSHIP  

WITH LOYALTY                 77 

4.1. Introduction                 77 

4.2. Research design and methodology              78 

4.2.1. Measurement                78 

4.2.2. Pre-test and pilot test               79   

4.2.3. Sampling and data collection              79 

4.3. Data analysis and result               80 

4.3.1. Measurement model               80 

4.3.2. Hypothesis testing               87 



x | P a g e  
 

4.4.  Discussion                 90 

4.5.  Conclusion                 90  

5. UNDERSTANDING THE INTERRELATIONSHIP OF FACTORS TO ACHIEVE  

THE RETAIL COMPETITIVE POSITION                             93 

5.1. Introduction                 93 

5.2. Interrelationship among strengthening factors                  95 

5.2.1. Development of Structural Self-Interaction Model (SSIM)         96 

5.2.2. Developing the initial reachability matrix            97 

5.2.3. Developing final reachability matrix             97 

5.2.4. Level Partitioning                98 

5.2.5. Developing the canonical matrix           100 

5.2.6. Formation of ISM model            101 

5.2.7. FMICMAC analysis             102 

5.3. Result and discussion              105 

5.4. Theoretical implication             106 

5.5. Managerial implications             107 

5.6. Conclusion                109 

6. AN INTEGRATED FRAMEWORK TO CREATE, MANAGE AND EVALUATE  

THE POSITIONING STRATEGIES                      111 

6.1. Introduction               111 

6.2. An integrated framework             112 

6.2.1. Prioritization of design requirements           113  

6.3. Theoretical implication             118 

6.4. Managerial implication             118 

6.5. Conclusion               118 

7. ANALYSING THE IMPLEMENTATION BARRIERS OF POSITIONING STRATEGY: 

A RESOURCE BASED PERSPECTIVE FOR APPAREL RETAILING                121 



xi | P a g e  
 

7.1. Introduction               121 

7.1.1. Gap analysis and research highlights           123 

7.2. Methodology               124 

7.2.1. Application of the Grey-DEMATEL           124 

7.3. Results and discussion              131 

7.4. Sensitivity analysis              135 

7.5. Theoretical implications             136 

7.6. Managerial implications             136  

7.7. Conclusion                   136 

8. CONCLUSION AND FUTURE SCOPE                     139 

8.1. Introduction               139 

8.2. Summary of findings              139 

8.3. Managerial Implications             142 

8.4. Limitation and future work             144 

References                 145 

Appendix A                185 

Appendix B                 191 

Appendix C                193 

List of papers published/accepted for publication          195


