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EXECUTIVE SUMMARY 

The study on promotional activities adopted by More Retailer in Bangalore 

delves into the various marketing strategies employed by the retail giant to 

attract and engage customers in the highly competitive retail market of 

Bangalore, India. The research investigates the effectiveness and impact of these 

promotional activities on consumer behavior and brand loyalty. 

This study utilizes a combination of qualitative and quantitative research 

methods, including surveys, store visits, and data analysis, to assess the 

promotional campaigns and strategies adopted by More Retailer. Findings 

reveal that More Retailer employs a diverse range of promotional activities, 

including discounts, loyalty programs, in-store events, and advertising 

campaigns, to capture the attention and loyalty of consumers. 

The study also uncovers that while price-based promotions are effective in 

driving footfall and sales, loyalty programs and personalized marketing efforts 

contribute significantly to enhancing customer retention and loyalty. These 

findings can assist More Retailer in optimizing its promotional mix, tailoring its 

marketing strategies to better align with customer preferences, and maintaining 

its competitive edge in the dynamic retail market of Bangalore. Ultimately, the 

study provides valuable insights for retailers seeking to excel in promotional 

activities and customer engagement. 

 


