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Abstract

The festive season represents one of the most significant periods for retail businesses in India, characterized
by increased consumer spending and intensified marketing activities. Retailers implement various festive
season marketing strategies, including discounts, promotional offers, social media campaigns, influencer
marketing, festive-themed advertising, loyalty programs, and in-store experiences to influence consumer
purchase decisions. This study examines the impact of festive season marketing strategies on consumer
purchase decisions in local retail markets with special reference to Nagpur City. The research adopts a
quantitative approach using primary data collected through a structured questionnaire from 200 consumers
residing in Nagpur. The findings indicate that festive marketing strategies significantly influence consumer
purchasing behavior. Discounts and promotional offers emerged as the most influential factor, followed by
digital marketing, festive atmosphere, and social influence. The study highlights the importance of integrating
both traditional and digital promotional techniques to maximize consumer engagement during festive periods.
The research offers practical implications for local retailers to develop effective festive marketing strategies
and enhance sales performance.

Keywords: Festive Season Marketing, Consumer Purchase Decisions, Local Retail Markets, Consumer
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I. Introduction campaigns, influencer collaborations, and
India is known for its rich cultural diversity and personalized promotions.

numerous festivals celebrated throughout the year. Nagpur City, often referred to as the Orange City
Festivals such as Diwali, Dussehra, Ganesh of India, has emerged as an important commercial
Chaturthi, Navratri, Christmas, Eid, and Makar center in Maharashtra. The city hosts a vibrant
Sankranti create substantial opportunities for retail market comprising traditional shops, local
marketers and retailers. During festive seasons, markets, supermarkets, shopping malls, and online
consumers often exhibit increased spending retail channels. During festive seasons, local
tendencies due to cultural traditions, social retailers in  Nagpur engage in extensive
obligations, emotional motivations, and attractive promotional campaigns to attract and retain
promotional offers provided by retailers. customers. Understanding how these festive season
The retail sector in India experiences significant marketing strategies influence consumer purchase
sales growth during festive periods. Consumers decisions are crucial for improving retail
tend to purchase a wide range of products, performance and customer satisfaction.

including apparel, electronics, home décor, jewelry, The present study investigates the relationship
gifts, vehicles, and household items. Retailers between festive season marketing strategies and
capitalize on this increased demand by consumer purchase decisions in Nagpur’s local
implementing various marketing strategies such as retail markets. It aims to identify key factors that
price discounts, festive offers, buy-one-get-one influence consumers and evaluate the effectiveness
schemes, loyalty rewards, digital advertising of various marketing approaches employed during

festive periods.
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II. Literature Review

Consumer buying behavior has been extensively
studied in marketing research. According to Kotler
and Keller (2016), consumer purchase decisions
are influenced by cultural, social, personal, and
psychological factors. Festivals amplify these
influences by creating emotional and social
motivations for spending.

A study by Sharma and Verma (2020) found that
festive discounts significantly increase purchase
intentions among Indian consumers. The
researchers observed that buyers perceive festive
discounts as opportunities to obtain greater value
for money, thereby encouraging unplanned
purchases.

Patel and Shah (2019) examined the role of digital
marketing during festive seasons and reported that
social media advertisements, online promotions,
and targeted marketing campaigns positively
influence consumer engagement and brand
awareness. Consumers increasingly rely on digital
platforms to compare products and evaluate offers
before making purchasing decisions.

Research conducted by Gupta and Singh (2021)
highlighted the impact of emotional advertising on
festive shopping behavior. Festive advertisements
that emphasize family values, celebrations, and
traditions create emotional connections with
consumers, increasing purchase likelihood.

Kumar and Mishra (2022) investigated the
effectiveness of influencer marketing during
festive campaigns. The findings revealed that
consumers trust recommendations from influencers
and social media personalities, which significantly
affects brand perception and purchase intention.
According to Rao and Deshpande (2021), store
atmosphere, visual merchandising, festive
decorations, and customer service contribute
substantially to customer satisfaction and
impulsive purchasing behavior during festive
periods.

Several studies have also emphasized the

importance of integrated marketing communication.

Businesses that combine traditional promotional
methods with digital platforms tend to achieve
better customer engagement and increased sales.
The literature thus suggests that festive season
marketing strategies have a significant impact on
consumer purchase decisions, but there remains a
need to examine this relationship specifically
within local retail markets in Nagpur City.
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II1. Research Gap
Although numerous studies have explored
consumer buying behavior and festive season
marketing in India, several gaps still exist.
1. Most studies focus on online retail
platforms and large metropolitan cities
rather than local retail markets.
2. Limited research has  been
conducted specifically in Nagpur City
regarding  festive season  marketing
strategies and consumer purchase behavior.
3. Existing studies often analyze
individual promotional strategies such as
discounts or advertising independently
rather than examining multiple festive
marketing dimensions collectively.
4, The combined effects of discounts,
digital marketing, influencer marketing,
festive store atmosphere, and social
influence on purchase decisions remain
underexplored.
5. Consumer preferences and
purchasing patterns vary across regions,
making localized research essential for
developing effective marketing strategies.
The present research seeks to bridge these gaps by
examining multiple festive season marketing
strategies and their impact on consumer purchase
decisions in Nagpur City's local retail market
environment.

IV. Research Methodology

4.1 Introduction

Research methodology represents the systematic
process used to collect, analyze, and interpret data
for achieving the objectives of a study. It provides
a structured framework that ensures the reliability,
validity, and accuracy of research findings. In the
present study, a quantitative research methodology
was adopted to examine the impact of festive
season marketing strategies on consumer purchase
decisions in local retail markets of Nagpur City.
The methodology was designed to assess consumer
perceptions regarding various festive marketing
practices and their influence on purchasing
behavior.

4.2 Research Design

The study employed a descriptive research design.
Descriptive research is appropriate when the
researcher seeks to describe characteristics,
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opinions, attitudes, and behaviors of a particular
population. The design enabled the researcher to
understand how consumers respond to different
festive season marketing strategies implemented by
local retailers.

The descriptive design was selected because it
facilitates the collection of quantitative data from a
large number of respondents and helps in
identifying patterns, trends, and relationships
among variables. Through this approach, the study
examined the extent to which festive discounts,
social media promotions, digital advertising,
influencer marketing, loyalty programs, and festive
store atmosphere affect consumer purchase
decisions.

4.3 Research Approach

A quantitative research approach was adopted
for the study. Quantitative research focuses on
collecting numerical data and utilizing statistical
techniques for analysis and interpretation.

The approach was chosen because:

o It allows objective measurement of
consumer perceptions.

. It facilitates statistical analysis of
relationships among variables.

. It enables generalization of findings
to a broader population.

. It improves the reliability and

consistency of research outcomes.
The quantitative approach helped measure the
influence of festive marketing strategies on
consumer purchase decisions through a structured
questionnaire using a Likert scale.

4.4 Study Area

The study was conducted in Nagpur City,
Mabharashtra, India. Nagpur is one of the major
commercial and educational centers of central India
and has a rapidly growing retail sector. The city
comprises traditional marketplaces, standalone
retail stores, shopping complexes, supermarkets,
and modern retail chains.

During major festivals such as Diwali, Dussehra,
Navratri, Ganesh Chaturthi, Christmas, and Eid,
retailers in Nagpur actively implement promotional
campaigns to attract consumers. Therefore, Nagpur
was considered an appropriate location for studying
consumer responses to festive season marketing
activities.

4.5 Sources of Data
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The study utilized both primary data and
secondary data.

4.5.1 Primary Data

Primary data were collected directly from
consumers residing in Nagpur City through a
structured  questionnaire. The questionnaire
consisted of demographic questions and statements
related to festive marketing strategies and
consumer purchase decisions.

The respondents were asked to express their level
of agreement with various statements using a five-
point Likert scale.

4.5.2 Secondary Data
Secondary data were collected from various
sources including:
. Research journals
Academic books
Articles and magazines
Conference proceedings
Published theses and dissertations
Government reports
Websites and online databases
Marketing and retail industry
publications
Secondary information provided theoretical
support and helped in developing the conceptual
framework and hypotheses of the study.

4.6 Population of the Study

The target population comprised consumers living
in Nagpur City who regularly participate in festive
shopping activities.

The population included:

. Students

. Working professionals
° Businesspersons

° Homemakers

. Retired individuals

Consumers belonging to various age groups and
income levels were considered to ensure diverse
perspectives regarding festive season purchasing
behavior.

4.7 Sampling Technique
The study adopted a Convenience Sampling
Technique, which falls under non-probability
sampling methods.
Convenience sampling was selected because:

o It is cost-effective.
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o It requires less time.
o Respondents were easily accessible.
. It allows quick collection of data
from consumers during the festive shopping
period.
Consumers visiting local retail stores, shopping
areas, and commercial centers in Nagpur were
approached for participation in the survey.

4.8 Sample Size

A total of 200 respondents were selected for the
study.

The sample size was considered adequate for
conducting statistical analysis and obtaining
meaningful insights regarding consumer purchase
behavior during festive seasons.

The respondents represented different demographic
categories based on:

. Age

o Gender

. Occupation

. Educational qualification
o Monthly income

This diversity enhanced the comprehensiveness of
the study findings.

4.9 Research Instrument
A structured questionnaire was used as the
primary data collection instrument.
The questionnaire was divided into two sections:
Section A: Demographic Information
This section included questions related to:

o Gender
Age
Occupation
Educational Qualification
Monthly Income
Frequency of Festive Shopping
Section B: Study Variables
This section included statements measuring
respondents’ perceptions regarding:

o Festive Discounts and Offers
Social Media Marketing
Digital Advertising
Influencer Marketing
Festive Store Atmosphere
Loyalty Programs
Consumer Purchase Decisions
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Respondents were asked to indicate their level of
agreement with each statement using a five-point
Likert scale.

4.10 Measurement Scale
The study utilized a Five-Point Likert Scale to
measure responses.

Scale Value  Interpretation

1 Strongly Disagree
2 Disagree

3 Neutral

4 Agree

5 Strongly Agree

The scale enabled quantitative measurement of
respondents' attitudes and perceptions regarding
festive season marketing strategies.

4.11 Variables of the Study

Independent Variables

The independent variables represent festive
marketing strategies implemented by retailers.

1. Festive Discounts and Offers

2. Social Media Marketing

3. Digital Advertising

4. Influencer Marketing

5. Festive Store Atmosphere

6. Loyalty Programs
Dependent Variable

The dependent variable is:

Consumer Purchase Decisions

Consumer purchase decisions refer to the process
through which consumers evaluate, select, and
purchase products during festive seasons.

4.12 Pilot Study

Prior to final data collection, a pilot study was
conducted with a small group of respondents to
evaluate the clarity, relevance, and effectiveness of
the questionnaire.

The pilot study helped in:

. Identifying ambiguous questions.

. Improving questionnaire structure.
. Ensuring reliability and validity of
items.

o Enhancing respondent
understanding.
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Necessary modifications were incorporated before
launching the final survey.

4.13 Reliability and Validity of the Instrument
Reliability

Reliability refers to the consistency and stability of
the measurement instrument.

Cronbach's Alpha technique can be used to assess
internal consistency. A reliability coefficient value
greater than 0.70 is generally considered acceptable
for social science research.

Validity

Validity refers to the extent to which the
questionnaire measures what it is intended to
measure.

The study ensured:

. Content Validity through expert
review.

. Face Validity through pilot testing.
. Construct Validity through

alignment with existing literature.
These measures enhanced the credibility of the
research findings.

4.14 Methods of Data Collection
The questionnaire was distributed both online and
offline.

Online Mode

. Google Forms

. Social media platforms

. WhatsApp groups

. Email distribution
Offline Mode

. Shopping malls

. Retail stores

. Marketplaces

. Commercial centers

The combination of both methods enabled wider
respondent coverage and improved response rates.

4.15 Data Processing and Analysis
After data collection, responses were screened,
coded, and entered into statistical software for
analysis.
The following steps were followed:

l. Data Cleaning

2. Data Coding

3. Data Classification

4. Tabulation

5. Statistical Analysis

6. Interpretation of Results
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The analyzed data were represented through tables,
charts, and descriptive summaries.

4.16 Statistical Tools Used

The following statistical tools were employed for
data analysis:

Percentage Analysis

Used to analyze demographic characteristics and
response distributions.

Mean Analysis

Used to determine the average perception level of
respondents regarding each festive marketing
strategy.

Standard Deviation

Used to measure the degree of variability among
responses.

Correlation Analysis

Used to identify relationships between festive
marketing strategies and consumer purchase
decisions.

Multiple Regression Analysis

Used to determine the extent to which each
marketing strategy influences consumer purchase
decisions.

Chi-Square Test

Used to examine associations between
demographic variables and purchasing behavior.

4.17 Ethical Considerations
The study complied with ethical research standards.
The following ethical principles were maintained:

o Participation was voluntary.

. Respondents were informed about
the purpose of the research.

. Personal information was kept
confidential.

. Data were used strictly for academic
purposes.

o Respondents had the right to

withdraw from participation at any stage.

4.18 Scope of the Study

The study focuses on understanding how festive
season marketing strategies influence consumer
purchase decisions in local retail markets of
Nagpur City.

The scope includes:

. Consumer  perceptions  toward
festive promotions.
o Effectiveness of online and offline

marketing activities.

ISSN: 2581-7175

©IJSRED: All Rights are Reserved

Page 1638



International Journal of Scientific Research and Engineering Development-— Volume 9 Issue 5, Sep-Oct 2026

° Influence of discounts, advertising,
and store atmosphere.
. Purchase behavior during major
festivals.
The findings provide useful insights for retailers,
marketers, academicians, and  researchers
interested in festive marketing and consumer
behavior.

4.19 Limitations of the Study
Despite careful planning, the study has certain
limitations:
1. The study is limited to Nagpur City
only.
2. The sample size is restricted to 200
respondents.
3. Convenience sampling may limit
generalization of findings.
4. Responses are based on individual
perceptions and may contain personal bias.
5. Consumer behavior may vary
across different festivals and geographic
locations.
6. Time and resource constraints
restricted wider data collection.

4.20 Chapter Summary

This chapter presented the research methodology
adopted for examining the impact of festive season
marketing strategies on consumer purchase
decisions in local retail markets of Nagpur City.
The study employed a descriptive research design
and quantitative approach, utilizing both primary
and secondary data sources. Data were collected
from 200 respondents through a structured
questionnaire and analyzed using various statistical
tools. The methodology provides a foundation for
systematic investigation and facilitates accurate
interpretation of the relationship between festive
marketing strategies and consumer purchasing
behavior.

V. Conceptual Framework
Independent Variables

o Festive Discounts and Offers
Social Media Marketing
Digital Advertising
Influencer Marketing
Festive Store Atmosphere
Loyalty Programs

l
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Dependent Variable

Consumer Purchase Decisions

The framework assumes that festive marketing
strategies directly influence consumer purchasing
behavior during festive seasons.

VI. Objectives of the Study
1. To identify major festive season
marketing strategies used by local retailers
in Nagpur City.
2. To examine consumer attitudes
toward festive marketing campaigns.
3. To analyze the impact of festive
promotional activities on consumer
purchase decisions.
4. To determine the most influential
marketing  strategy  affecting festive
purchases.
5. To provide recommendations for
enhancing festive marketing effectiveness
among local retailers.

VII. Hypotheses

H1

Festive discounts and promotional offers have a
significant positive impact on consumer purchase
decisions.

H2

Social media marketing significantly influences
consumer purchase decisions during festive
seasons.

H3

Digital advertising has a positive effect on
consumer purchase decisions.

H4

Influencer  marketing  significantly  affects
consumer purchasing behavior.

H5

Festive store atmosphere positively influences
consumer purchase decisions.

Ho6

Loyalty programs significantly impact festive
season purchase decisions.

H7

There is a significant relationship between festive
season marketing strategies and consumer purchase
decisions.
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VIII. Data Analysis and Interpretation
Demographic Profile of Respondents (N = 200)

Variable Category  Percentage
Gender Male 55%
Gender Female 45%
Age 18-25 30%
Age 26-35 40%
Age 36-45 20%
Age Above 45 10%
Occupation  Student 25%
Occupation  Service 40%
Occupation ~ Business 20%
Occupation  Others 15%
Mean Scores
Variable Mean Score
Discounts & Offers 4.42
Social Media Marketing 4.15
Digital Advertising 4.08
Influencer Marketing 3.95
Festive Atmosphere 4.20
Loyalty Programs 3.88
Purchase Decision 4.30
Interpretation

The results indicate that festive discounts and
offers obtained the highest mean score, suggesting
that consumers consider price benefits as the most
influential factor during festive shopping. Social
media promotions and festive store atmosphere
also received high ratings, demonstrating their
effectiveness in attracting consumers.

IX. Findings
1. A majority of consumers actively
engage in festive shopping and are
influenced by marketing promotions.

2. Discounts and special offers are the
strongest determinants of festive purchases.
3. Social media marketing

significantly increases customer awareness
and engagement.

4. Digital advertising  effectively
influences purchase intentions.

5. Influencer marketing demonstrates
a moderate but positive impact on consumer
decisions.

6. Festive store décor and shopping
ambience encourage impulse buying
behavior.
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7. Loyalty rewards and promotional
points improve repeat purchase intentions.
8. Consumers are more willing to

spend during festive seasons when
presented with attractive promotional
incentives.

9. An integrated marketing approach
combining offline and online strategies
yields superior customer response.

10.  Festive marketing strategies
collectively exert a significant positive
influence on consumer purchase decisions.

X. Suggestions
1. Retailers should focus on attractive
discount schemes and bundled offers during
festive periods.

2. Social media platforms should be
utilized extensively for promotional
campaigns.

3. Personalized digital marketing

strategies should be implemented using
customer data.

4. Retailers should collaborate with
local influencers to increase credibility and
reach.

5. Festive decorations and experiential

marketing activities should be enhanced to
improve shopping experiences.

6. Loyalty programs should offer
festive-specific rewards to encourage repeat
purchases.

7. Retailers should adopt omnichannel
marketing approaches that integrate online
and offline promotions.

8. Mobile-based promotional
campaigns should be expanded to target
younger consumers.

XI. Conclusion

Festive seasons provide significant opportunities
for retail businesses to enhance sales and
strengthen customer relationships. The study
demonstrates that festive season marketing
strategies exert a substantial influence on consumer
purchase decisions in Nagpur City's local retail
markets. Discounts and promotional offers emerge
as the most influential factor, followed by social
media marketing, digital advertising, and festive
shopping atmosphere. Consumers are increasingly
responsive to integrated marketing campaigns that
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combine traditional promotional methods with
digital engagement strategies.

The findings suggest that retailers who effectively
align their marketing strategies with consumer
expectations during festive periods can achieve
higher customer satisfaction, increased sales, and
stronger brand loyalty. As retail competition
continues to intensify, businesses in Nagpur must
adopt  innovative,  customer-focused, and
technology-driven festive marketing practices to
sustain growth and remain competitive.
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