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Abstract: This pilot study explores the techniques of
data mining in retail marketing, focusing on Nashik
City. Primary data was collected from 20 retailers and
40 customers using structured questionnaires.
Techniques such as association rule mining, clustering,
and RFM analysis were applied to understand customer
behavior, retailer adoption of analytics, and market
basket patterns. The findings suggest that while
supermarkets are more digitally equipped, kirana stores
rely heavily on loyalty. Customers are segmented into
value-seekers, loyal kirana shoppers, and omni-channel
heavy spenders. Graphs and charts illustrate key
patterns in retailer adoption and customer shopping
behavior.
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1. INTRODUCTION

Retail marketing in India is evolving rapidly, with data-
driven decision-making becoming a key factor for
competitiveness. Nashik City, with its mix of kirana
stores and organized formats, provides a unique setting
to explore how data mining can enhance marketing
effectiveness. This pilot study aims to assess the
feasibility of applying data mining techniques in this
context using primary data.

2.0BJECTIVES

1. To identify the data mining techniques
currently adopted by retailers in Nashik City for
marketing and customer relationship management.

2. To analyze the reasons behind the adoption (or
non-adoption) of specific data mining techniques by
different types of retailers (kirana, supermarket,
specialty).

3. To examine customers’ shopping patterns and
preferences to understand how data mining techniques
can be used to segment and target them effectively.

4, To compare the application of various data
mining techniques (association rules, clustering,
classification, RFM analysis) between retailers and
customers in the pilot study.

5. To evaluate the feasibility of applying
advanced data mining techniques in Nashik’s retail
sector as a foundation for a larger, more comprehensive
study.

6. To provide actionable insights and
recommendations for retailers on leveraging data
mining to improve marketing strategies and customer
retention.

3. METHODOLOGY

Primary data was collected from 20 retailers and 40
customers in Nashik City using structured
questionnaires. Retailer data focused on store type,
POS/CRM adoption, and promotional practices.
Customer data captured demographics, shopping
frequency, channel preference, and spending patterns.
Data was analyzed using descriptive statistics and
exploratory data mining techniques. Pie charts and bar
graphs were used for visualization.

4. RESULTS

The following charts present key findings from the pilot
study.
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4.1 Retailer Analysis 4.3 Customer Analysis:
Retailer Formats in Nashik (n=20) Customer Age Distribution (n=40)
Kirana
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Supermarket

Fig:4.1: Retailer analysis Fig:4.3: Customer Age Distribution

4.2 POS Adoption among Retailers(N=20) 4.4. Customer Channel Preferences(N=40)
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5. DATA MINING TECHNIQUES AND THEIR

Fig:4.2: POS Adoption among Retailers
RELEVANCE

This section presents the data mining techniques
commonly applied in retail marketing, explaining their
purpose and relevance based on the pilot study findings
in Nashik City.

5.1 Association Rule Mining

Helps identify products frequently bought together (e.g.,
bread = butter). Useful for cross-selling and
promotions. In Nashik, supermarkets can apply this due
to POS systems, while kirana stores lag.
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5.2 Clustering (Customer Segmentation)

Groups customers by shopping behavior (frequency,
spend, category breadth). Enables tailored promotions.
Pilot data suggests three clusters: value-seekers, loyal
kirana shoppers, and omni-channel heavy spenders.

5.3 Classification Models

Predicts customer churn or repurchase behavior. Useful
for targeted retention. Currently limited in kirana stores;
supermarkets experimenting with loyalty card data.

5.4 RFM Analysis

Classifies customers based on recency, frequency, and
monetary value. Helps identify champions and at-risk
customers. Pilot data shows customers aged 25-34 are
frequent and higher spenders.

5.5 Descriptive Statistics & Visualization

Provides baseline insights such as demographics and
channel preferences. Pilot revealed kirana dominance
(50%), POS adoption (60%), and offline preference
(50%).

The following graph illustrates the relative emphasis
placed on each data mining technique by retailers in the
pilot study:

Emphasis of Data Mining Techniques in
Nashik

o)}

No OI rgtageri(Nug 20)

0
& & SR
&S
N & &
> S &
Q
&

Fig: 5.1: Emphasis of Data Mining Techniques in
Nashik

6. DISCUSSION

The pilot study reveals that kirana stores dominate
Nashik’s retail landscape but lag in POS/CRM adoption.
Supermarkets and specialty stores are ahead in analytics
adoption, which positions them better for targeted
promotions. Customers are largely between 25-34 years
and prefer offline channels, though mixed channel use
is emerging. Data mining techniques such as association
rules and clustering are feasible in this setting and can
guide retailers in assortment planning and customer
targeting.

7. CONCLUSION

The pilot study demonstrates the practicality of applying
data mining techniques in Nashik’s retail sector. While
adoption varies across formats, actionable insights can
be generated even from small samples. Future studies
should expand the sample size and incorporate real
transaction data for robust predictive modeling.

REFERENCES

[1] Berry, M. J. A., & Linoff, G. S. (2011). Data
Mining Techniques: For Marketing, Sales, and
Customer Relationship Management (3rd ed.). Wiley.
2] Han, J., Kamber, M., & Pei, J. (2012). Data
Mining: Concepts and Techniques (3rd ed.). Morgan
Kaufmann.

[3] Ghosh, S., & Bhattacharyya, D. (2016).
“Application of Data Mining in Retail Marketing: A
Case Study on Indian Retail.” International Journal of
Computer Applications, 145(2), 20-26.

[4] Sharma, P., & Jain, S. (2017). “Market Basket
Analysis Using Association Rule Mining in Indian
Retail.” International Journal of Engineering and
Technology, 9(3), 105-112.

[5] Kotler, P., Keller, K. L., Koshy, A., & Jha, M.
(2019). Marketing Management: A South Asian
Perspective (16th ed.). Pearson Education India.

[6] Ministry of Commerce & Industry. (2023).
Annual Report on Indian Retail Sector Growth.

Government of India. Retrieved from
https://commerce.gov.in
[7] Kumar, R., & Singh, N. (2020). “Customer

Segmentation Using Clustering Techniques in Indian
Retail.” Journal of Retail and Consumer Studies, 12(4),
55-64.

[8] Savitribai Phule Pune University (SPPU).
(2022). Guidelines for Research and Data Collection in
Social Sciences. SPPU Press.

© 2025, IJSREM | https://ijsrem.com

DOI: 10.55041/IJSREM52808 | Page 3


https://ijsrem.com/

4 L \2_*-
¢ IISREM . s . . .
@u«g International Journal of Scientific Research in Engineering and Management (IJSREM)
W Volume: 09 Issue: 10 | Oct - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

[9] Association for Computing Machinery (ACM).
(2023). Proceedings of the International Conference on
Data Mining and Applications in Marketing.

[10] Chaturvedi, S., & Pawar, K. (2024). “Adoption
of POS and CRM in Nashik’s Retail Sector: An
Exploratory Study.” Indian Journal of Business
Research, 18(1), 34-42.

© 2025, 1JSREM | https://ijsrem.com DOI: 10.55041/IJSREM52808 | Page 4


https://ijsrem.com/

