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Abstract  

The semiotic marketing system has emerged as the new paradigm of the market in the global economy. These 

consequences lead to the mechanism of the consumers’ behavior and their purchasing intention in the retail industry. 

The objective of the research work is based on the study of the association between semiotic marketing and consumers’ 

behavior and purchasing intention in the retail industry of India. The study’s findings show that purchasing intention 

and consumer behavior are important factors in the study of semiotic marketing systems. The research work encourages 

academicians, policymakers, and researchers to research in semiotic marketing system in India. 

Keywords: Semiotic marketing, purchasing intention, consumers’ behavior, retail industry, consumption-based market 

Summary statement of contribution 

Consumption of digital symbols and semiotic pictures is leading to the development of a digital image economy that is 

robust and democratic. Every day, on the Internet, new communication systems and consuming philosophies developed 

as a result of people using pictures and constructing new meanings for those images. The study will support the usage 

and consumption of digital images on digital branding and antibranding semiotics, which will help to boost the growth 

of the present and future image-based digital economy. The study will understand the nature, process, and consequences 

of the semiotic marketing system, and the study will assist in knowing about the semiotic marketing associated with the 

prospects of globalization with the marketing of the products with the help of signs and symbols to attract the intention 

of consumers about increasing their purchasing intention in the retail industry. 

1. Introduction  

The term semiotic is taken from the Greek words ‘semeiotokos’ from observing the signs. The Greeks distinguished 

between “signs” in nature and “symbols” in civilization (Mick and Oswald 2006). In his analysis of “the life of signs 

within society,” the Swiss linguist Ferdinand de Saussure coined the word semiotic. But the English philosopher John 

Locke (17th century) used the term in this sense. One common conception of semiotics is that it encompasses a wide 
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range of academic disciplines. Marketing semiotics examines how brands and goods are promoted via the use of signs 

and symbols to raise awareness and sales. The concept of semiotic marketing is associated with the explanation and 

identification of the tendency of well-liked customs and its association with consumers’ behavior with an aspect of 

relation to popular culture, brand values, and the role of marketing and advertisement strategy of the semiotic 

marketing. In other words, it can be mentioned that semiotic marketing is associated with the prospectus of 

globalization with the marketing of the products with the help of signs and symbols to attract the intention of consumers 

behavior about increasing their purchasing intention in the retail industry. Therefore, semiotics put a way for 

communication between the mechanism of the market of products and consumers with an aspect of the brand value of 

the products with semiotic analysis with the use of signs and symbols. A semiotic analysis includes the following three 

main distinct characteristics: a) Signs, b) Meaning, and c) Symbols. 

Semiotic mode creates written-linguistic, visual, audio, gestural and spatial patterns of meaning for 

communication. In retail, the semiotic marketing-based economy promoted brand values, image, and equity to 

consumers. Based on their judgments of retail items' likes and dislikes, semiotic marketing systems impact consumers' 

behavior and purchase intentions. Sign, object, and interpretant are the three main components of semiotic marketing 

analysis, which can be defined as a symbolic representation of retail products based on the analysis of signified and 

signifier terms (New London Group, 1996). The term signified may be defined as an expression about brands through 

words, symbols, and images, while signified may be defined as the meaning of used signs and symbols for the 

representation of brands of a company in the retail Industry. In these perspectives, a sign of Apple Company is a 

popular example of the semiotic marketing analysis because consumers recognize and identify the brands of Apple with 

the sign of Apple Company (Dass, et al., 2023). 

The context of the background of the paper is based on the analysis of the nature, process, and consequences of 

the semiotic analysis of signs and symbols with their impact on consumer behavior and purchase intention in the retail 

industry. The behavioral approach of the consumers is based on their wishes and abilities because the wishes and 

abilities of the behavioral approach determine the purchasing intention of consumers in the retail Industry. 

There is a cordial linkage between the behavior of consumers and their purchasing intention because it is found 

that the retail industry is using signs, symbols, code, and meaning to communicate to consumers about promoting their 

brands in markets in the context of globalization (Pino, et. al., 2022). Semiotic marketing boosts retail brands. In the 

behavioral approach of semiotic marketing, it is important to discuss the role of the approach, values, norms, tradition, 

wishes, and abilities in the creation of product knowledge among consumers in markets because consumers make their 

purchasing decisions based on rational choice and emerging cultural and economic phenomena. Semiotics are growing 

(Eberhart & Naderer, 2017). 

The mechanism of the semiotic strategy of marketing is based on the culturally integrated behavior of the 

consumers about brand values because it is found that the impact of the semiotic market is based on the dynamics of 

cultural perception of consumers about brands in the emerging global market. American market association evolves the 

marketing theory and strategy of the semiotic market system because these outcomes increase the brand value of 

products among consumers and consumer purchasing behavior in markets (Conejo and Wooliscroft, 2015). The strategy 

of semiotic marketing is based on the marketing of products with the help of signs, symbols, and code as a consequence 

of globalization. Semiotic marketing has emerged as a marketing method in the context of the large impact of 

globalization on a global level (Floch and Pinson, 2001). Both developed and developing countries are adopting and 

promoting the strategy and mechanism of semiotic marketing in place of the traditional approach to the market. 

Therefore, it can be summarized that the semiotic marketing approach enhances the products' brand value among 

consumers.  

Semiotic marketing emerged as a new strategy for advertising and promoting products and reconceptualized 

the meaning and definition of semiotic marketing among consumers. Apart from this, there is a significant role of 

consumer behavior in promoting the brand values of the products because consumer purchasing behavior determines the 

boundary of the semiotic market system in the global market (Bianchi, 2011). The prospects and concepts of semiotic 

marketing are based on the theoretical model of the semiotic marketing system because using signs, symbols, and 

meaning are three major determinant factors for developing an understanding of semiotic marketing in the context of 

globalization (Jeong and Kim, 2019). The concept of semiotic marketing is based on the customer-based oriented 

economy because the mechanism of a customer-based economy leads to a consumption-based market (Huang and Liu, 

2022). 

Based on the above concise description, it can be summarized that the introduction part gives a broad sense of 

meaning and definition of the semiotic market system with consumer behavior and purchasing intention. 
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This study's introduction dives into the relevance of Signs and Symbols in the Retail Landscape from a 

semiotic marketing viewpoint, specifically in connection to customer behavior and purchase intentions. The research 

further conducts a detailed assessment of current literature on the interaction of signs, symbols, and customer behaviors 

in the retail environment. The methodology section describes the research strategy, data gathering techniques, and 

analytical methodologies used, as well as a road plan for carrying out the study. The data was thoroughly evaluated and 

assessed using approved approaches, with the goal of identifying correlations and comprehending the influence of 

Semiotic Marketing on both enterprises and customer behavior. The paper critically analyzes the implications of the 

study's findings in the discussion and conclusion section, summarizing its contributions to the field of semiotic 

marketing in the context of retail, and proposes potential directions for future research, highlighting areas where further 

exploration could deepen our understanding of this pivotal aspect of consumer behavior and retail strategy. 

2. Review of Literature 

Based on the above introduction, there is a need for an in-depth analysis of the semiotic market system and its 

consequences on consumer behavior and purchasing intention in the retail industry. Therefore, the review of literature is 

based on the following three sections according to the nature and theme of the present research work, as well as 

developing a better understanding of the phenomena of semiotic marketing and its impact on the strategy of markets on 

a global level in the context of globalization. 

i. Impact of semiotics marketing on consumer behavior in the retail industry in the context of globalization.  

ii. Study of the Nexus of Semiotic Marketing and purchasing intention.  

iii. Relationship between semiotics marketing, brand equity, and brand awareness of consumers. 

The above three sections of the literature review are based on the systematic and thematic literature review 

according to the nature of the study. It is also important to discuss that these three sections of the literature review give a 

better understanding of the semiotic marketing system's nature, process, and consequences in the context of 

globalization. 

i. Impact of semiotics marketing on consumer behavior in the retail industry in the Context of Globalization 

There is a significant importance of semiotic marketing in the commercial world because it is well known that the 

phenomena of semiotic marketing are positively associated with the formation of consumer behavior about products in 

the retail industry. The choice of consumers about products judges the mechanism of the consumer’s behavior, but the 

strategy of semiotic marketing enhances the wishes and ability of choice of consumers according to their behavioral 

practices (Mick et al., 2004). The behavior of the consumers is an important phenomenon in the process of promoting 

semiotic marketing in the context of globalization. From these perspectives, the findings of this study give a broad 

sequence of semiotic marketing in the context of consumers’ behavior (De & Freire, 2014). Globalization pushes the 

retail business toward the semiotic market system because it improves customer behavior. Semiotic marketing offers a 

greater cost-benefit analysis than traditional retail. In the semiotic market system, cost and benefit analysis positively 

affects consumer feelings, norms, attitudes, abilities, and wants (Serban, 2014). Semiotic marketing emerged as a better 

way to establish communication with consumers about the phenomena of the semiotic market. These consequences are 

important in investigating the behavior of the consumers in the sense of advertisement and promoting semiotic 

marketing in the retail industry according to the choice of the consumers in a market-based economy (Floch and Pinson, 

2001). In the context of analysis of the nature, process of the semiotic marketing strategy in the French context, it is 

found that the subject matter of the behavior of the consumers is so sensitive about sustainable practices in the context 

of semiotic marketing system in the periphery of globalization (Kessous et al., 2016). The strategy of semiotic 

marketing leads the paradigm of market-based research according to the behavior of the consumers in the market-based 

economy because it is well known that aspect of the paradigm of the semiotic marketing paves the way for theory and 

model of the semiotic market in the context of globalization (Oswald, 2015). 

The mechanism of semiotic marketing enhances brand equity and loyalty in the consequences of the 

globalization of semiotic marketing (Loureiro et al., 2020). Marketing enhance consumers' perception of semiotic 

marketing because consumers take decisions based on cost and benefit analysis (Favier et al., 2019). In the context of 

China, it is found that there is a significant importance of the English language for promoting the culture of semiotic 

marketing among consumers of China because the English language gives new ways to develop an understanding of the 

strategy of semiotic marketing (Wang, 2018). A study-based content analysis focused on semiotic marketing, and it is 

realized that the consumers' perception is the key to developing an understanding of semiotic marketing (Vespestad & 

Clancy, 2021). The consequences of uneven consumer behavior are influencing the pattern of semiotic marketing in 

consumption-based markets in a global economy (Parsons et al., 2017). In the context of post era scenario of the 

pandemic of COVID-19, it is found that the epidemic of COVID-19 changed the psychological behavior of consumers 
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regarding prospects, nature, and function of the strategy of online semiotic marketing systems across the globe in the 

context of globalization (Zhang et al. 2021). The strategy of semiotic marketing is positively associated with the culture 

of the consumption of luxury items because the technique and strategy of semiotic marketing attracts consumers toward 

semiotic marketing (Wiedmann et al., 2007). Therefore, brand loyalty and brand equity are associated with semiotic 

marketing strategy because both factors play an important role in the building capacity of behavioral economics of 

consumers about prospects and the nature of semiotic marketing (Akoglu and Ozbek, 2022). Cultural values, norms, 

attitudes, and beliefs are important factors for promoting semiotic marketing because consumers take an economic 

decision about their rational choice based on the cultural phenomena of consumption (Ali et al., 2018). 

ii. The study of Nexus Semiotic marketing and purchasing intention 

In the context of the Asian market, there is an emerging global market due to the huge presence of consumers in the 

retail Industry. The findings of this paper show that there is a positive association between phenomena of the behavior 

of the consumers and their purchasing intention about semiotic products in markets. The strategy of semiotic marketing 

leads the mechanism of packaging, brand experience dimension, brand trust and purchase intention in emerging markets 

of Asia (Shukla et al., 2023). Introducing label design is an important strategy of the system of the semiotic market in a 

globalized world because of the online purchasing of the products and purchasing intention of the consumers in the 

semiotic market-based economy. Therefore, the mechanism of semiotic marketing determines the nexus of purchasing 

intention and behavior of the consumers because it is found that purchasing intention leads to the authenticity of 

products among consumers according to the dynamics of purchasing intention and behavior of the consumers in the 

market (Pelet et al., 2020; Close et al., 2006). There is a positive influence of retail atmospherics on the strategy of 

purchasing intention of the consumers in the market because it is well known that wishes and abilities determine the 

behavior of the consumers about their reflection of purchasing behavior according to the changing dynamics of the 

advertisement products in the context of norms of semiotic marketing (Kumar et al., 2010). In the context of the 

Egyptian market, it is found that there are positive influences of the strategy of semiotic marketing on the behavior and 

purchasing intention of the consumers because consumers take decisions focused on semiotic analysis about available 

products (Pachauri, 2001). Apart, it is also found that the strategy of semiotic marketing establishes a linkage between 

consumers and shoppers because signs and symbols of products are formatted and determine the behavior of consumers 

and their purchasing intention in an emerging semiotic market (El Sayed et al., 2004). In the context of the Italian 

market, it is found that consumers have a positive intention toward purchasing fashion luxury goods because shoppers 

use signs and symbols for promoting and advertising the products in markets. The results of the laddering approach in 

the consequences of the semiotic market-based system in the developed Western market (Amatulli and Guido, 2011). 

There is a positive influence between social media sites, communication and advertisement-related products and 

consumers' purchasing intention according to the norms of semiotic marketing strategy in the globalized world 

(Schuitema & De Groot, 2015). Therefore, the increasing role of social media communication is determining the 

purchasing intention and consumer behavior in the retail industry's emerging online markets (Alalwan, 2018; Wells, 

2014). 

Modes of social media communication have emerged as important tools for creating an interaction among 

consumers about purchasing intention of products of semiotics marketing (Kim and Lee, 2019). The emerging Internet 

is giving consumers a new way of semiotic marketing because the internet-based market is increasing the purchasing 

intention among consumers (Scollon, 2004). In the case of food consumption, it is found that the tendency of online 

marketing is increasing the culture of purchasing intention among consumers about food materials because retail food 

processing companies are promoting their products through the Internet (Fuentes and Samsioe, 2021). The emerging 

strategy of semiotic marketing is solving the problem of marketing food processing because the strategy of semiotic 

marketing is enhancing the credibility among consumers about the semiotic marketing system (Scollon, 2005). Sea site 

resorts are using the strategy of signs, meaning and symbols for promoting their products. These consequences increase 

consumers' purchasing intention regarding semiotic marketing (Povilanskas and Armaitiene, 2011). In the case of 

marketing Halal products, it is found that Halal food processing companies are following the strategy of semiotic 

marketing and strategies of semiotic marketing are increasing the purchasing intention among consumers about Halal 

products (Aziz and Chok, 2013). The strategy of semiotic marketing is mediated to consumers about purchasing luxury 

products under the adopting strategy of semiotic marketing in the context of globalization (Scollon, 2002). The 

consumer purchasing intention strategy is based on material-based consumption and cultural pattern of consumption 

because prospects of the purchasing intention are based on the relation of consumers as subjects and material as objects 

in the context of semiotic marketing (Bettany and Kerrane, 2011). Therefore, signs, symbols and meanings of semiotic 

marketing are positively associated with the intensity of purchasing intention among consumers in the context of 

changing dynamics of globalization (Campbell, 2014). 
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iii. Relationship between semiotics marketing, brand equity and brand awareness of consumers  

It is a cordial association between product value and product impartiality, brand awareness with consumers’ behavior, 

and purchasing intention in emerging semiotic marketing. This paper shows that brand image determines consumer 

behavior and awareness of consumers about cost and benefit analysis related to their purchasing intention in the market 

(Zhang, 2015). A study based on the cross-cultural study found that cultural phenomena play an important role in 

building consumers’ behavior and perception of the product of brands because wishes and abilities determine the 

cultural boundary of consumption (Silhouette et al., 2014). The semiotic strategy of marketing is leading the way in 

inauthenticity perception, brand equity and brand choice intention in emerging markets, as well as these consequences 

are creating awareness among consumers’ behavior and their intention about products according to the norms of 

semiotic marketing in a globalized world (Lu et al., 2015). The subject matter of the brand image can be better studied 

from the perspective retrospective to the prospective manner in the context of past to present and future agenda of the 

brand image of the products. These consequences lead to the mechanism of the sustainable brand image as well as the 

behavior and purchasing intention of consumers in the context of sustainable authenticity about products in the retail 

industry in the context of a semiotic marketing system (Malik et al., 2012). The strategy of the brand equity model is 

based on the awareness of consumers and their purchasing behavior in the emerging new paradigm of the market where 

consumers are so sensitive about brand image and brand equity in the context of the semiotic strategy of marketing in 

the perspective of globalization (Uggla, 2004). There is a positive role of brand image, trust, and its effect on the 

consumers’ attitudes according to the norms of semiotic marketing in the retail industry in a globalized world because it 

is well known that strategy of the semiotic marketing is leading the brand image and brand equity among consumers in 

markets (Song, H et al., 2022). These consequences create consumers' awareness about products and purchasing 

intention behavior in a semiotic marketing system (Anwar et al., 2011). 

Strategies of semiotic marketing are increasing brand equity, brand loyalty and brand awareness among 

consumers through analysis of prospects, concepts, and issues of semiotic marketing (Oswald and Oswald, 2012). 

Semiotic marketing is based on the role of icons and their image among consumers. For instance, sports stars are major 

tools for promoting products under semiotic marketing because consumers follow the pattern of cultural consumption of 

their icons and role models (Zhou et al., 2020). There are cordial associations between brand equity, brand authenticity 

and customer satisfaction because customers take a decision about their cultural consumption based on rational choice. 

These consequences lead to brand equity and brand awareness among consumers about products of the retail industry in 

semiotic marketing (Tran, 2020). The mechanism of adopting the technique of brand equity and awareness is creating 

the phenomena of brand architecture in a market-based economy because the function of a market-based economy is 

based on the semiotic marketing of signs, symbols and meaning in semiotic products (Uggla, 2006). These 

consequences are leading to the phenomena of the rebranding of brand equity, brand awareness and brand loyalty in the 

context of globalization (Blazquez et al., 2019). In the case of the tourism industry, it is found that strategy of the 

semiotic marketing is increasing the trend of tourism among consumers because signs and symbols of semiotic 

marketing are increasing the brand authenticity among consumers in the market (Ghafari et al., 2017). Therefore, the 

retail industry is following the mechanism of customer-based brand equity among consumers because a consumer-based 

market enhances brand equity, brand awareness and brand authenticity (Konecnik and Gartner, 2007). Brand 

experiences are leading brand commitment among customers because it is found that the retail industry is promoting 

their products according to the wishes and abilities of the consumer-based market. These consequences are leading to 

the phenomena of brand equity and brand awareness (Das et al., 2019). Therefore, brand experiences, brand image and 

brand trust are important factors in the brand-building process under the mechanism of a semiotic marketing system 

(Kim and Chao, 2019). 

Based on the above-prescribed review of literature, there are the following arguments in the context of analysis of the 

semiotic marketing system: 

i. There is a positive role of the semiotic marketing system strategy on the consumers' behavior regarding cost and 

benefit analysis of products and goods in the retail industry. The behavior of the consumers is influenced by the 

strategy of advertisement and way of promoting the products under the approach of the semiotic marketing 

system.  

ii. There is a cordial association between consumers’ behavior and purchasing intention because it is well-known 

that the model and theory of semiotic marketing determine the mode of purchasing intention. The strategy of 

purchasing intention is based on feelings, attitudes, norms, perceptions, and cultural perspectives of consumers' 

consumption in emerging markets in a globalized world.  

iii. Changing dynamics of semiotic marketing is replacing the traditional market theory and increasing the 

sustainable method of advertisement and promoting under semiotic marketing. These consequences lead the way 

for brand equity and brand image with awareness among consumers and intention of their purchasing behavior. 
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iv. The above three arguments give way to developing an analytical framework for the study analysis of semiotic 

marketing in the retail industry in India because a selected review of literature gives little information about the 

analysis of nature, process, and consequences of the semiotic marketing system in India. 

3. Method  

Based on these above arguments based on a systematic review of the literature, the methodology of this research paper 

is focused on the analysis of signs and symbols impacting the consumer behavior and purchase intentions in the retail 

industry from the perspective of India. The major research question of this research is based on analyzing the semiotic 

market system and its influences on the consumers’ behavior and intention about products in the retail industry with an 

aspect of how and why. The research question tries to systematically explore the answer to the question in the context of 

the strategy of the semiotic market system in India's retail industry. Therefore, the major agenda of this research work is 

based on the following objectives: 

i. To find out the impact of semiotics marketing on consumer behavior. 

ii. To Study the impact of semiotics marketing on the purchase intentions of consumers. 

iii. To explore the association between semiotic marketing, brand equity and consumers' brand awareness.  

These objectives are based on the arguments and attempt to answer the research question and fill the literature 

review gap about studying semiotic analysis in India's retail industry. This research is focused on the empirical 

investigation of analysis in semiotic marketing systems in the retail industry in the context of retrospect to the 

prospective manner in the context of globalization. The research work is based on the primary data of a total of 140 

sample sizes of consumers in the context of semiotic marketing in the retail industry, and structured schedules collect 

primary data according to the developed indicators based on the objectives of the research work. The questionnaire 

distributed to the targeted audience is divided into two sections: Section 1 provides demographic information about the 

respondents, and Section 2 includes questions about the established indicators based on the objectives. The 

questionnaire was given to 230 participants, with 140 replies accounting for 61% of the total as a response rate.  

3.1 Socio-Economic Profile of Sample of Respondents  

The table shows socio-economic variation in the profile of respondents because 67.1 percent of the respondents are 

female, and the rest are male. Nearly 59.2 percent of the respondents are in the age group 18 to 29 years, and the rest in 

above 29 years. From the income perspective, 71.4 percent of the respondents earned INR 50000 to 80000 per month, 

and the rest earned INR 80,001 to above 120000. From the education perspective, nearly 62.1 percent of the 

respondents are illiterate, and the rest are literate. Nearly 65.0 percent of the respondents are from urban areas, and the 

rest are from rural areas (Table 1).  

Table: 1 Demographic and Economic Profile of Respondents 

 

Respondents: 140 Frequency Percent 

Gender   

Male 
46 32.9 % 

Female 
94 67.1% 

Age group   

18-23 Years 
24 17.1% 

24-29 Years 
59 42.1% 

30-35 Years 
40 28.6% 

Above 35 Years 
17 12.1% 

Income   

Below 50000 
57 40.7% 

50000 – 80000 
43 30.7% 

80000 – 120000 
19 13.6% 

Above 120000 
21 15.0% 
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Education   

Literate 
53 37.9% 

Illiterate 
87 62.1% 

Location   

Rural 
49 35.0% 

Urban 
91 65.0% 

Collected primary data is analyzed by regression model in objectives first and second while the third objective is 

justified by Pearson correlation technique. 

 

 

 

 

 

         .033                                      .003                                .049                              .517 

 

 

 

 

 

   

Figure 1: Hypothetical Model 

 

The above figure shows a correlation between objectives and hypotheses based on a statistical test of regression and 

person correlation. This figure also defines that there is a significant impact of semiotic marketing, consumers’ 

behaviors, purchase intention and correlation between semiotic marketing, brand equity and brand awareness. This 

model is based on the existing gap review followed by objectives and statistical hypotheses based on the sample for the 

prediction of the population. 

  

3.2 Pearson Correlation Method   

Correlation is a method of measurement of association between two factors. From the perspective of the Pearson 

correlation method, data should be measured on a ratio scale to estimate the Pearson correlation method. The Pearson 

correlation method gives a better understanding of the nature, process of the relationship between variables. In the 

context of the third objective, the correlation between brand equity, brand awareness and semiotic marketing is 

measured. It is well known that the Pearson correlation is a parametric test frequently used in economic and social 

science.  

In these consequences, both the regression model and Pearson correlation techniques give a better 

understanding and justification for determining the objectives of research work. 

4. Result  

Objective 1: Impact of semiotics marketing on consumer behavior 

H0: There is no impact of semiotic marketing on consumers’ behavior in the retail industry. 

H1: There is an impact of semiotic marketing on consumers’ behavior in the retail industry. 

Signs Meaning 

 

Symbol 

 

Semiotic Marketing 

 

Consumer 

Behavior 

 

Purchase Intention 

 

Brand Equity 

 

Brand Awareness 

 

Hypothesis Model 
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Table 2: Model Summary 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .180a .032 .025 2.75707 

a. Predictors: (Constant), Consumer behavior 

Table 2 above displays the R-value, which reflects the basic correlation coefficient. The calculated R-value of 0.180 

suggests a strong connection between the variables. The coefficient of determination, denoted as R2, quantifies the 

proportion of the overall variability seen in the dependent variable, namely Semiotics marketing, that can be accounted 

for by the independent variable. 

Table 3: ANOVA 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 35.136 1 35.136 4.622 .033b 

Residual 1049.000 138 7.601   

Total 1084.136 139    

a. Dependent Variable: Semiotics marketing 

b. Predictors: (Constant), Consumer behavior 

Table 3 (ANOVA) shown above, displays the regression equation results for the given dataset, indicating a significant 

value of 0.033. The equation to fit with the data its value needs to be less than 0.05. Additionally, the significance value 

being smaller suggests that the regression equation is really a good match for the data. 

Table 4: Coefficients 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 21.418 1.505  14.233 .000 

Consumer behavior -.153 .071 -.180 -2.150 .033 

a. Dependent Variable: Semiotics marketing 

The Coefficients table 4 provides us with the necessary information to predict the effect of the ‘Semiotics marketing’ 

and determine whether the ‘Consumer behavior’ is statistically significant to the model. As per the results the 

alternative hypothesis is accepted. 

Objective 2: Impact of semiotics marketing on the purchase intentions of consumers.  

H0: There is no impact of semiotic marketing on the purchase intentions of consumers in the retail industry. 

H1: There is an impact of semiotic marketing on the purchase intentions of consumers in the retail industry. 
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Table 5: Model Summary 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .246a .060 .054 2.71694 

a. Predictors: (Constant), Purchase intentions 

Table 5 above displays the R-value, which reflects the basic correlation coefficient. The calculated R-value of 0.246 

suggests a significant level of connection. The coefficient of determination (R2) quantifies the proportion of the overall 

variability seen in the dependent variable, namely 'Semiotics marketing', that can be accounted for by the independent 

variable. 

Table 6: ANOVA 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 65.454 1 65.454 8.867 .003b 

Residual 1018.682 138 7.382   

Total 1084.136 139    

a. Dependent Variable: Semiotics marketing 

b. Predictors: (Constant), Purchase intentions 

Table 6 (ANOVA) shown above provides information on the regression equation for the given dataset, with a 

significance value of 0.003. The equation to fit with the data, it needs its value less than 0.05. Additionally, the 

significance value being smaller suggests that the regression equation is really a good match for the data. 

Table 7: Coefficients 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 14.368 1.314  10.932 .000 

Purchase intentions .218 .073 .246 2.978 .003 

a. Dependent Variable: Semiotics marketing 

The Coefficients Table 7 provides us with the necessary information to predict the effect of ‘Semiotics marketing’ and 

determine whether the ‘Purchase intentions’ are statistically significant to the model. As per the results the alternative 

hypothesis is accepted. 

Objective 3: To find out the association between semiotics marketing, brand equity and consumers' brand 

awareness. 

H0: There is no association between semiotic marketing, brand equity and consumers' brand awareness. 

H1: There is an association between semiotic marketing, brand equity and consumers' brand awareness. 

Table 8: Descriptive Statistics 

Descriptive Statistics 

 Mean Std. Deviation N 

Brand equity 21.1643 3.70225 140 
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Brand awareness 21.6357 3.44162 140 

Semiotics marketing 18.2214 2.79277 140 

Table 8 defines the descriptive statistics of Brand equity, Brand awareness and Semiotics marketing. The mean score of 

Brand equity is 21.16, the mean score of Brand awareness is 21.63, and the score of Semiotics marketing is 18.22.  

Table 9: Correlations 

Correlations 

 Brand equity 

Brand 

awareness 

Semiotics 

marketing 

Brand equity Pearson Correlation 1 -.180* .167* 

Sig. (2-tailed)  .033 .049 

N 140 140 140 

Brand awareness Pearson Correlation -.180* 1 -.055 

Sig. (2-tailed) .033  .517 

N 140 140 140 

Semiotics marketing Pearson Correlation .167* -.055 1 

Sig. (2-tailed) .049 .517  

N 140 140 140 

*. Correlation is significant at the 0.05 level (2-tailed). 

Table 9 defines the correlation between Brand equity, Brand awareness and Semiotics marketing, and they are 

statistically significantly correlated between Brand equity Brand awareness and Semiotics marketing because the sig 

value is 0.033, 0.049 (i.e., sig value is less than 0.05). As per the results the alternative hypothesis is accepted. 

Based on the above concise result part, it can be concluded that semiotic marketing is associated with the 

perception and behavior of consumers in the context of globalization. The result shows that consumer behavior is an 

important phenomenon in the sense of determination of semiotic marketing because the confluence of wishes and 

abilities determines the cultural consumption of the consumers in the market-based economy. These phenomena are an 

important part of purchasing intention because the intention is associated with the behavior of the consumers in the 

market. These perspectives play an important role in enhancing brand equity, brand awareness and semiotic marketing 

in the consumer-based market in the context of a semiotic marketing system. 

5. Conclusion and Discussion 

Based on the above concise prescribed result part, it shows that there is a significant importance of the study of semiotic 

marketing and its impact on the consumers’ behavior and their purchasing intention in the retail Industry because the 

emerging paradigm of semiotic marketing system is based on the consumption-based market in the global economy. 

There are cordial linkages between the strategy of the semiotic marketing system and consumer behavior and 

purchasing intention. The first objective of the research is to systematically analyze the nexus of the semiotic marketing 

system and consumers’ behavior toward goods in the retail industry. India is an emerging market of the consumption-

based market due to the huge presence of middle-class families. Therefore, the mode and strategy of the semiotic 

marketing system are attracting consumers in the market because shoppers of the retail industry are using signs and 

symbols for advertisement and promoting their products among consumers in the market. These consequences are 

designed for consumers' perceptions and attitudes according to their behavioral economics in the context of a semiotic 

marketing system. The approach of the semiotic marketing system is deeply rooted and associated with behavioral 

economics phenomena because consumers are experts in the cost and benefit analysis of nature, process, and 

consequences of the semiotic marketing system. These consequences make a consumer-based market where consumers 

have many options for selecting the products of the retail industry from the market. Therefore, the market-based 

economy of the semiotic marketing system reflects the consumers' behavioral approach to products of the retail industry 

in the market. 
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There is a positive association between the phenomena of the consumers’ behavior and their purchasing 

intention under the approach of the semiotic marketing system. The second objective of this research shows that 

purchasing intention is based on the consumers' choice according to their choice behavioral economics. In these 

consequences, wishes and abilities are two important factors in the formation of the purchasing intention of consumers 

in the emerging new paradigm of the semiotic marketing system. It is also important to discuss that purchasing intention 

is associated with economic, psychological, and sociological perspectives of the behavioral approach of the consumers 

in the retail market industry under the semiotic marketing system approach. The purchasing intention is associated with 

the individual economics of consumers according to their purchasing capacity and their behavioral reflection about 

nature, process, and consequences of the semiotic marketing system. In other words, it can be concluded that wishes 

and abilities determine the cultural landscape of the semiotic marketing system in the consequences of an emerging new 

paradigm of the global economy of the semiotic marketing system. Therefore, both purchasing intention and consumer 

behavior are the results of the investment in the wishes and abilities of the consumers regarding the consumption of 

products in the retail industry of the market. Both behavioral approach and purchasing intention are the results of the 

perception, attitudes, norms, cultural belief, and the tendency of the consumption because these elements determine the 

boundary and phenomena of the purchasing intention according to the behavioral reflection of the consumers about 

products of the retail industry under the approach of the semiotic marketing system. 

It is based on the analysis of the association between semiotic marketing systems, brand equity and consumers' 

brand awareness about products of the retail industry in the market. It is well known that aspect of the semiotic 

marketing system emerges as a new paradigm of marketing as well as associated with the phenomena of development 

economics. It is found that consequences of that both purchasing intention and consumer behavior are the reflections of 

globalization under the mechanism of the new liberal economics whereby the strategy of the semiotic marketing system 

is based on the online digital platform of the market. In these consequences, strategies of semiotic marketing systems 

like the use of signs, symbols and codes are establishing a better communication network between shoppers and 

consumers in the retail industry market in India. Brand equity is associated with the behavioral approach of the 

consumers with aspects of what, how and why based on analysis of the agenda of the semiotic marketing system. These 

consequences are leading and enhancing the environment of awareness among consumers as well as brand equity 

because the association between semiotic marketing system, brand equity and awareness of consumers is the result of 

the increasing tendency of the cultural consumption of consumers in a market-based economy. These consequences 

create an environment of brand equity awareness and a semiotic marketing system among consumers in the market. 

Therefore, brand equity phenomena are judged by the consumers' choice, purchasing intention and behavioral approach 

in the emerging new paradigm of the semiotic marketing system. Therefore, there are cordial associations between 

semiotic marketing, brand equity and consumer awareness in India's retail industry. 

6. Recommendation and Future Direction of Research  

Based on the above-concluding remarks, there are the following recommended policies: 

i. There is a need for depth analysis of the study of the semiotic marketing system in the context of India because it 

is well-known that India is the emerging world’s largest consumption-based market. It can be realized that there 

is a need to develop models that will help understand the nature, process, and consequences of the semiotic 

marketing system in India.  

ii. The consumers' behavior and purchasing intention are important determinant factors in the market-based 

economy of the semiotic marketing system. Therefore, it needs to give specific attention to the nexus of 

purchasing intention and consumer behavior under India's retail industry's semiotic marketing system approach. 

Therefore, it is realized that the semiotic marketing system may be a new research subject in India. 

iii. Brand equity and consumer awareness are important factors in studying the nexus between consumers’ behavior, 

purchasing intention and consumers’ awareness. So, there is a need to develop a research methodology to better 

study the phenomena of the semiotic marketing system in India. 

iv. It can be realized that there is a need to study theoretical considerations about the study of nature, process, and 

consequences of the semiotic marketing system in the context of the new liberal economics under the 

globalization approach. 

v. Aspects of globalization can be examined as a platform for a better study of the phenomena of the nexus of the 

consumers’ behavior and their purchasing intention in the study of the semiotic marketing system in the retail 

Industry in India. Therefore, it is the subject of depth research in retrospect to the prospective manner of study 

design. 
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