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Abstract-   

 

          The Electrical equipment industry in 

India has been generating high revenue over 

the years. The number of retail outlets which 

deals with electrical products in Kerala is also 

increasing. The demand for the consumer 

electrical products is high and also which can 

be available through retail shops, only very few 

products are available through online, so the 

customers have to depends upon the retail 

outlets. This article deals with retailer’s 

perception on electrical products which include 

the factors affecting their buying behavior such 

as promotions, price, services, profit margin and 

commission etc. The article also deals with the 

major distributors in electrical products which 

are available in Kerala. The article helps us to 

understand the factors considered by the 

retailers while selecting an electrical product 

and the distributor. 

Keywords- Retailer’s perception, Promotions, 

Electrical products, Profit margin, Distributors.  

 

 
INTRODUCTION 

The study is mainly conducted to understand the 

retailer’s perception on Electrical products. The 

study also includes identifying the leading market 

players in electrical products. 

The research has been carried out with the help of 

primary data obtained collected from different 

outlets in Kerala. The sample size for the study is 

major outlets in Kerala. The problems are 

identified and solutions to mitigate those are 

provided. The different strategies used for the 

study are also provided in detailed. There are few 

limitations for this research and are those are 

elaborated as well. 

 

 

 

 

 

The electrical instrumentation business of Asian 

nation is one in every of the foremost industries 

that utilize electricity. The electrical industries 

turn out electrical equipments like electric fans, 

pumps, housing wires, water heaters and 

electrical lamps. These area units primarily 

categorized below lightweight electrical 

equipments. The light electrical equipments 

business is extremely fragmented with varied 

native players in operation and commerce over 

quality product however currently the demand is 

shifted toward branded products. 

The main segmentation and companies in 

electrical industry:- 

 Electric fan industry 

 Electric pumps 

 Electrical lights 

 Water heater (electrical and solar) 

The domestic electrical and industrial electronics 

has witnessed a 4.25% growth in the financial 

year 2016-17 over the previous year. The major 
growth drivers are the low voltage switch gears, 

insulators and cable wires. The most vital 

demand for the operating of those electrical 

equipments is that the production of electricity 
and power and therefore the production of 

electricity have been increasing over the year. 

The expansion within the range of increasing 
houses is another factor pushing the demand for 

electrical products in India. For example V Guard 

industries one of the leading manufacturing 
company who deals with most of the electrical 

retail outlets. The graph (figure1) shows the 

product segment of V Guard industries. Other 

revenue segments of V Guard industries 
constitute of LT cables, electrical and solar water 
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heaters, domestic switch gears and induction 

cooker. 

 

                   Figure 1 (Product segment) 

V guard industries have built its presence in 

kitchen appliance category by launching mixing 

grander and induction cooker. 

Business Challenges 

Competition is the major challenge faced by the 

manufacturing industries. In this present market 

the retailers are available with large number of 

distributers such as V Guard, Havells, Legrand, R 

RKabel, Finolex, Bajaj, Anchor, Crompton etc 

they are not only in distributing the products but 

also have company outlets which become a major 

threat to the retailers outlet and products like 

Laptop and tablets too do not require UPS due to 

in built chargeable batteries. Another challenge 

faced by the retailers are Seasonality affects 

demand- pumps, motors and stabilizers depends 

on rainfall and power supply. 

LITERATURE REVIEW 

Researchers have explained about the electrical 

equipment markets and the variables which 

affects the sales of electrical products in almost 

all the articles. Competition and Collusion in 

electrical Equipment markets (David and Robert, 

1982) .The main variables identified from the 

literature are price, quality and profit margin. 

Change in these variables affects the market 

potential of a product. When a product have high 

profit margin then the retailers prefer such 

product to the customers. Requiring Minimum 

Sale Volumes to Trigger a Commission Increase 

under Competition (Guillermo 2010).  In the case 

of electrical appliance the selection of the 

manufacturing company is also based on extra 

benefits. In a highly competitive market for 

increasing the sales, the manufacturers have to 

issue a high rate of commission to the middle 

man which will help to promote the brand value. 

The benefits of manufacturer brands to retailers 

(Mark, Roderick & Judy 2012).  Retailer’s 

satisfaction will enable high volume of sales 

along with increase the brand value of the 

product. “Surprise Gift “Purchases: Customer 

Insights from the Small Electrical Appliances 

Market (Joelle, 2008). Driving new product 

success in the electrical equipment manufacturing 

industry (Murray and David, 2006) .This article 

explains about how the manufactures ‘benefits 

effect on retailer’s satisfaction. The 

manufacturers ‘ brand delivers four benefits in 

the form of financial, manufacturer support, 

meeting customers' expectations and brand 

equity. Among them customer' expectation and 

financial benefit has a strong effect on retailer 

satisfaction. Disassembly evaluation of electronic 

and electrical products (John, 1977) 
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Data Analysis 

The Dependent Variable is Retailers Perception 

and the predictors (Constant) are Demand, 

Quality, Retailers Satisfaction, Price, Profit 

margin, Competition, Promotion and Brand.  

 

An ANNOVA test is way to find out if survey or 

experiment results are significant. From the 

independent variables Promotion, Brand, Profit 

margin and Retailers satisfaction on electrical 

products are significant to the dependent variable 

Retailers perception. In these results, the null 

hypothesis state that the change in independent 

variables such as promotions, brand, retailer’s 

satisfaction and profit margin will affect on the 

retailers perception. Because the p- value, which 

is less than the significant level of 0.05, so the 

null hypothesis is rejected and concluded as the 

change in the value of  other independent 

variables does not affect the dependent variable. 

 

Findings 

 

From the study it is clear that most of the 

retailer’s preference is depend upon the brand as 

well as the profit margin. Other two variables 

which are significant were Promotion and 

retailers satisfaction on electrical products. For 

example V Guard gives more important to the 

promotional activities such as issuing coupons 

and gold coins for retailers. Among 100 outlets 

only 4-5 outlets does not deal with any of the V 

Guard products due to high price and also due not 
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providing credit facility , while other outlets are 

having varieties of V Guard products. The major 

reason for most of the outlets keeping V Guard 

products is because of their brand value. Since 

large numbers of local brands are available at 

cheap rate few customers refuse to buy V Guard 

products. which is the major threat for the 

company. There is a high competition for 

electrical products, and the major competitors are 

Legrand, Anchor, and Crabtree for switch gears, 

Havells, USHA and RR Kabel for Electrical Fan, 

Crompton, USHA and Bajaj for Water Heater, 

Finolex and R R Kabel for Electrical wires. Lack 

of proper communication in promotional activity 

and Delay in after sale service such as 

replacement of damaged products and warranty 

products etc. is the major complaints of retailers 

which is recorded along with the data collection. 

 

Conclusion 

This study has helped us to know the perception 

of retailers on electrical products, it also helped 

us to understand the main reason for selecting 

particular brand by the retailers and the article 

also helps to understand why retailers are 

rejecting some brands. The study taught us that if 

we are able to improve the distribution, services 

and the promotional activities for electrical 

products we will able to reach more retailers 

which will increase the sales of electrical 

products. The study also helps us to understand 

that the retailers are more focused upon the profit 

margin and also the credit facilities for a 

reasonable period of time, which will help the 

retailer to sell the products and payback the 

amount to the distributers. The study also tells us 

that the retailer select the products on the basis of 

its brand value, in this case he will compromise 

on other factors such as price and credit facility. 

The major distributers are already providing 

different types of promotions exclusively for 

retailers. The article also mention that some 

retailers make orders according to the offers they 

providing along with the number of orders they 

made, same strategies can be used in products 

which are seasonal in nature. 
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