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Abstract

Understanding consumer buying behavior in the retail market is critical for businesses aiming to
effectively address and meet consumer needs. This study examines the multifaceted factors that
influence consumer decision-making processes in the retail sector. Through a comprehensive
review of existing literature and research methodology, this study identifies key determinants

such as demographic factors, psychological factors, social influence and marketing incentives.

The methodology used includes both qualitative and quantitative approaches, using surveys and
interviews to collect data from a diverse sample of retail customers. Analysis of the collected data
reveals how these factors interact and influence consumer choices, shedding light on patterns,

preferences and decision-making dynamics in the retail environment.

Ultimately, this study contributes valuable insights that will help retail businesses develop more
effective marketing strategies, enhance customer satisfaction, and ultimately foster long-term

customer relationships in an increasingly competitive environment.
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