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Abstract 

Innovation is often associated with changes in technology. Retail is a sizable industry in industrialized nations, 

and it is growing in emerging ones as well. Few research have been conducted on the topic of innovation in the 

retail sector from both a conceptual and an empirical standpoint. This study's goal is to examine how marketing 

and technical advancements have affected the retail sector. The study's sample was selected from the 

population of Aligarh, an Indian city. The study uses a single cross sectional research strategy, is descriptive, 

and has a clear conclusion. Using the research instrument as the foundation, quantitative data was produced (a 

questionnaire). The research came to the conclusion that in terms of World of Mouth (WOM) referral and 

satisfaction, technical innovation is more significant than marketing innovation. The research also showed that 

technological innovation affects brand equity, customer value, contentment, word-of-mouth referral, and 

WOM activity. The research suggested that a shop may benefit from using new technology in several ways. 

This indicates that, over time, investing in technology would help the retail industry gain market share and 

become more competitive. 
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Introduction 

The greater use of technology in the 21st century has changed how people do business since it has expanded 

the channels via which these organisations may connect with their customers. The expansion of social media 

and the development of apps that support these rules have had an impact on ground-breaking technology. The 

development of these trends has been geared at improving outreach since the retail market's success is greatly 

determined by its capacity to connect with customers and inform them of new offerings. It's important to note 

that a variety of technologies have been developed, including the usage of phone apps that depend on the 

location of the client. The best potential in the retail sector is to take advantage of technological innovation to 

raise company returns and improve consumer satisfaction. Since the purchase of technical gadgets and internet 

usage have been rising at an alarming pace, the contemporary environment produces a platform that is 

conducive to the advancement of these technologies. These elements work together to produce a fantastic 

framework for guaranteeing that the opportunity is maximised. A retail company strategy that uses the internet 

as a platform to provide its products and services might profit from the potential. Notably, this business model 

would need for the development of improved technological frameworks that improve access to vital 

information and timely delivery of commodities. Therefore, it would be crucial to use business tools and 

software, such as NCR Counterpoint, in order to maximise the possibility. Although the retail industry has a 

broad variety of opportunities, the development of technology represents the most important chance to improve 

the efficiency of corporate operations. 

 Literature review 

Studies on innovation tend to concentrate on two key areas: marketing and technical innovation (Musso, 2010). 

Innovation in services, especially retail services, is a persistent issue that is exceedingly difficult to describe 

and quantify (Tether, 2005). A marketing innovation is one that benefits a store (MI). By enabling access to 

new tools that enhance the customer experience, the benefit of information and communication technology has 

altered and transformed market conditions (Thiesse, 2009). Utilizing such technology has several advantages 

for retailers, including lower costs, higher customer satisfaction levels, the introduction of flexible work 

arrangements, and ultimately, increased market share and improved competitive advantages for businesses (Gil 

et al., 2014). Technological innovation (TI) has lately emerged with significant advantages, but it also poses 

some obstacles that must be verified (Renko & Druzijanic, 2014) 
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More interactive and supportive technologies that boost shoppers' understanding are anticipated by consumers 

(Pantano, 2014). The store's satisfaction score revealed a self-evaluation that it surpasses or fulfils expectations 

(Helgesen et al., 2010). The expectation hypothesis was well accepted in the literature. 

Store image is highly crucial in the retail sector (Jayawardhena et al., 2016). It is a reflection of the identity of 

the business as well as of customer perceptions and expectations of the business and, therefore, of the shops 

(King et al., 2014). The rise in value obtained from the presence of the brand (Yoo et al., 2000), which occurs 

often when customers express a favourable connection with a recognised brand, is traditionally the emphasis of 

the idea of brand equity. 

 

Business Model Used Beacon Technology  

One area that might profit from beacon technology is retail, which uses digital platforms to conduct business 

operations. Increased process digitalization in the current retail industry suggests that internet access has a 

significant impact on its performance [7]. The retail businesses functioning via the use of technology would 

improve their operations since the beacon technology is based on comparable technological criteria. The basic 

technical needs for beacon technology, such as internet access, are elements that are well-liked by online 

shops. Therefore, the introduction of beacon technology would provide retail businesses a transformational 

chance to optimise their company operations. A number of facilitative procedures, programmes, and apps 

would need to be included by the business in order to make a scaled play in the market. Even though a broad 

variety of elements impact beacon technology, the successful inclusion and usage of GPS tracker features 

affects the system's efficiency [8]. The GPS is necessary to make sure that the 50-meter proximity rule is 

successfully implemented. Therefore, merchants must ensure that their shops have these features in order to 

vouch for the professional coordination of their operations and optimise the effectiveness of customer outreach 

programmes. The basic goal of beacon technology is to provide communication based on accurate locations, 

and efficient GPS operation would guarantee this. Additionally, as they affect the management and storage of 

diverse business data, different apps and software should be included by merchants. The availability of these 

tools allows management to monitor the development of various projects that fall within the purview of the 

company. One of the key systems that shops should utilise in their effort to enhance the efficiency of the 

beacon technology is customer relationship management (CRM) software. The CRM is made up of numerous 

company structural elements that are geared on documenting the various customer data trends [9]. The main 

goal of this programme is to classify customer information according to various characteristics that clients or 
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even corporate entities might use to describe them. Therefore, the CRM would affect the management of such 

crucial information since beacon technology offers a suitable platform for collecting a wide variety of customer 

data. Due to internet connection, the combination of these two strategies would also speed up the digitalization 

process. As a result, it would provide merchants better access to pertinent data on the characteristics and trends 

that characterise the customer base. As a result, it makes sure that all activities, including marketing 

campaigns, are properly in line with these new regulations. As a result, the store will be able to improve the 

organization's productivity patterns. 

Conclusion 

This research intends to delve extensively into the retail industry's technology and marketing innovation, as 

well as their direct and indirect effects on customer happiness. Additionally, technology raises client happiness 

with the shop. The research came to the conclusion that in terms of WOM referral and satisfaction, technical 

innovation is more significant than marketing innovation. Technology innovation affects brand equity, 

customer value, satisfaction, word-of-mouth referrals, and WOM activity. This explains why customer 

behaviour in India and consumer behaviour in Spain are comparable. Therefore, it is advised that a store take 

advantage of new technologies and invest in those that will eventually aid in growing market share and 

competitiveness. These results from the reality that consumers' incentives often extend beyond just buying the 

goods. While marketing innovation has an influence on store image, customer value, WOM referral, and brand 

store equity, it has no effect on WOM activity and satisfaction. Retailers must comprehend the degree of 

expenditure since they are still evaluating the effects of information technology (IT) on the retail environment 

(how much to spend). According to the research, technological innovation affects brand equity, consumer 

value, satisfaction, word-of-mouth referrals, and WOM activity. As a result, it is advised that a store use 

technology, introduce technology, and invest in technologies that will eventually aid in growing market share 

and competitiveness. This comes as a result of the fact that consumers' motives extend beyond just buying the 

goods. By examining the effects of innovation, this research adds to the body of knowledge on customer 

happiness and loyalty in the retail industry. The research discovered that technical innovation (TI) and 

marketing innovation (MI) both directly and indirectly raise consumer value, brand equity, and store image 

satisfaction levels, and that contentment encourages recommendations for other customers. These findings 

provide a wider perspective from an academic standpoint by introducing fresh precedents into complacency 

and loyalty processes. 

References 



IJAER/ January-February 2019/Volume-8/Issue-1                                  ISSN: 2278-9677 

Copyright@ijaer.org                                                                                                                                                                       Page  38          

1. Anselmsson, J., & Johansson, U. (2009). Third generation of retailer brands–retailer expectations and 

consumer response. British Food Journal, 111(7), 717-734. 

https://doi.org/10.1108/00070700910972396  

2. Boeck, H. and Fosso Wamba, S. (2010), “RFID and buyer-seller relationships in the retail supply 

chain”, International Journal of Retail & Distribution Management, Vol. 36 No. 6, pp. 433- 460. 

https://doi.org/10.1108/09590550810873929  

3. Bomfim, T. R., Forny-Germano, L., Sathler, L. B., Brito-Moreira, J., Houzel, J. C., Decker, H., ... & 

Holscher, C. (2012). An antidiabetes agent protects the mouse brain from defective insulin signaling 

caused by Alzheimer’s disease–associated Aβ oligomers. The Journal of clinical investigation, 122(4), 

1339-1353. https://doi.org/10.1172/JCI57256  

4. Cao, X., Wei, Y., Wen, F., & Sun, J. (2014). Face alignment by explicit shape regression. International 

Journal of Computer Vision, 107(2), 177-190. https://doi.org/10.1007/s11263-013-0667-3  

5. Chowdhury, J., Reardon, J., & Srivastava, R. (1998). Alternative modes of measuring store image: An 

empirical assessment of structured versus unstructured measures. Journal of Marketing Theory and 

Practice, 6(2), 72-86. https://doi.org/10.1080/10696679.1998.11501797  

6. Fuentes-Blasco, M., Moliner-Velázquez, B., Servera-Francés, D., & Gil-Saura, I. (2017). Role of 

marketing and technological innovation on store equity, satisfaction and word-of-mouth in retailing. 

Journal of Product & Brand Management, 26(6), 650-666. https://doi.org/10.1108/JPBM-07-2016-1279  

7. Ganesan, S., Chaurasiya, N. D., Sahu, R., Walker, L. A., & Tekwani, B. L. (2012). Understanding the 

mechanisms for metabolismlinked hemolytic toxicity of primaquine against glucose 6- phosphate 

dehydrogenase deficient human erythrocytes: evaluation of eryptotic pathway. Toxicology, 294(1), 54-

60. https://doi.org/10.1016/j.tox.2012.01.015  

8. Gallarza, M. G., Ruiz-Molina, M. E., & Gil-Saura, I. (2016). Stretching the value-satisfaction-loyalty 

chain by adding value dimensions and cognitive and affective satisfactions: a causal model for 

retailing. Management Decision, 54(4), 981-1003. https://doi.org/10.1108/MD-07-2015-0323  

9. Gelbrich, K., & Roschk, H. (2011). A meta-analysis of organizational complaint handling and customer 

responses. Journal of Service Research, 14(1), 24-43. https://doi.org/10.1177/1094670510387914  

10. Hartmann, H., Kanitz, A., Rogler, W., & Steffen, K. (2005). U.S. Patent No. 6,858,729. Washington, 

DC: U.S. Patent and Trademark Office.  

11. Harrison-Walker, L. J. (2001). The measurement of word-of-mouth communication and an 

investigation of service quality and customer commitment as potential antecedents. Journal of service 

research, 4(1), 60-75. https://doi.org/10.1177/109467050141006  

https://doi.org/10.1108/09590550810873929
https://doi.org/10.1172/JCI57256
https://doi.org/10.1007/s11263-013-0667-3
https://doi.org/10.1080/10696679.1998.11501797
https://doi.org/10.1108/JPBM-07-2016-1279
https://doi.org/10.1016/j.tox.2012.01.015
https://doi.org/10.1108/MD-07-2015-0323
https://doi.org/10.1177/1094670510387914
https://doi.org/10.1177/109467050141006


IJAER/ January-February 2019/Volume-8/Issue-1                                  ISSN: 2278-9677 

Copyright@ijaer.org                                                                                                                                                                       Page  39          

12. Helgesen, M., Søndergaard, R., & Krebs, F. C. (2010). Advanced materials and processes for polymer 

solar cell devices. Journal of Materials Chemistry, 20(1), 36-60. https://doi.org/10.1039/B913168J  

13. Homburg, C., Hoyer, W. D., & Fassnacht, M. (2002). Service orientation of a retailer’s business 

strategy: Dimensions, antecedents, and performance outcomes. Journal of Marketing, 66(4), 86-101. 

https://doi.org/10.1509/jmkg.66.4.86.18511  

14. Hristov, L., & Reynolds, J. (2015). Perceptions and practices of innovation in retailing: Challenges of 

definition and measurement. International Journal of Retail & Distribution Management, 43(2), 126-

147. https://doi.org/10.1108/IJRDM-09-2012-0079  

15. Jayawardhena, C., Morrell, K., & Stride, C. (2016). Ethical consumption behaviours in supermarket 

shoppers: determinants and marketing implications. Journal of Marketing Management, 32(7-8), 777-

805. https://doi.org/10.1080/0267257X.2015.1134627  

16. King Jr, T. E., Bradford, W. Z., Castro-Bernardini, S., Fagan, E. A., Glaspole, I., Glassberg, M. K., ... 

& Lederer, D. J. (2014). A phase 3 trial of pirfenidone in patients with idiopathic pulmonary fibrosis. 

New England Journal of Medicine, 370(22), 2083-2092. https://doi.org/10.1056/NEJMoa1402582 

17. Tether, B. S. (2005). Do services innovate (differently)? Insights from the European innobarometer 

survey. Industry & Innovation, 12(2), 153-184. https://doi.org/10.1080/13662710500087891  

18. Trigo, T., Schneider, A., Lehugeur, L., Silveira, L., Freitas, T. O., & Eizirik, E. (2013). Molecular data 

reveal complex hybridization and a cryptic species of Neotropical wild cat. Current Biology, 23(24), 

2528-2533. https://doi.org/10.1016/j.cub.2013.10.046  

19. Renko, S., & Druzijanic, M. (2014). Perceived usefulness of innovative technology in retailing: 

Consumers׳ and retailers׳ point of view. Journal of retailing and consumer services, 21(5), 836-843. 

https://doi.org/10.1016/j.jretconser.2014.02.015  

20. Musso, G., Gambino, R., & Cassader, M. (2010). Obesity, diabetes, and gut microbiota: the hygiene 

hypothesis expanded?. Diabetes care, 33(10), 2277-2284 

https://doi.org/10.1039/B913168J
https://doi.org/10.1509/jmkg.66.4.86.18511
https://doi.org/10.1108/IJRDM-09-2012-0079
https://doi.org/10.1080/0267257X.2015.1134627
https://doi.org/10.1056/NEJMoa1402582
https://doi.org/10.1016/j.cub.2013.10.046
https://doi.org/10.1016/j.jretconser.2014.02.015

