me.

o T, e, SRR
T

AW

~ AT

R S

1
e |

—

Mg # ] . i _V
@ Atharva Ihé'tl-';uté* of 'Management Stu

Atharva School of Business




Sr. No.

Date

Theme Venue

First Annual Seminar

12" Feh 2004

Managing Structural Hotel
(Changes in Financials (irand Maratha
Sector

Second Annual Seminar

12" Nov. 2005

Sustaining Growth in Hotel Ramada
An Organisation Plaza Palmgrove

4" Nov. 2006

Developing & Implementing  Hotel
(irowth Strategies Taj Land End

Fourth Annual Seminar

19" Dec. 2007

Leading Change in Hotel
& Innovation (irand Hyatt

Fifth Annual Seminar

8" Nov. 2008

India Inc- Challenges Hotel
Next Taj Lands End

Sixth Annual Seminar

11" Dec. 2009

(Creating Winning World class Atharva
Organisations (Pragati) Auditorium, 3" Phase,
AET Campus Malad (W)

Annual Conference:

16" Jan. 2010

Competing in the Times World class Atharva
of Uncertaini itorium. 3" Phase
AET Campus Malad (W)

Annual Conference

4" & 5" Feh2011 Emerging issues in global  World class Auditorium,

«economy and management- 3" Phase, AET Campus
Challenges & Strategies Malad (W).
(Aswamedh)

Seventh Annual Seminar

11" Feb. 2011

Transforming Organizations: Presentation Hall,
Emerging Trends(Parivartan) 3" Phase AET campus,
Malad (W).
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Message from the Executive President

5 Shri Sunil Rane
Exscutive Preeident, Atharve Group of Institutes
| Founder Secratary, Atharva Edusational Trust

In the present ern, BC's are wnndered very vital -communication,
and fid To be , one hes to practice thess

Figaroualy.

In the Inst few years, our ingtitute hag constantly been trying to initiate new
activitiea and provide better facilities and services to ite members and
students, However we also contribute to the socisty at large, Atharva's Indian
Princesa has heen recognized as ene of the top beauty pageentes in India and
has made a name foriteelfin the International Area by having tie-ups with the
best Intarnational Beauty Pageants of the world helping India a8 g mntry to

grow not only in the field of T ional Fashion hut i

as well. Once again a8 a part of our CSR activity Indian Princess 2011 offered
ist tothed ring children end wid our war heroes,

Qur academic courses are whal and ichi) T]my help d

imbibe professional skille required for affective functi mo:gamatums

In a short span of time “Ath " has pi Nnumher initiatives in the

sphere of education setting up new stsndards and bemchmarks of
performance. However the success has also put increasing responsibility on
our shoulders. We hava now to achieve a higher pedestal of growth leveraging
on our styengthe , by letting the budding profeasionals flourish further and
alse meeting the societal goals.
Thig luue of our Journal Of Manag R h

jonal experte in different sectors,

Wish You Ail Happy Reading!




In an era of transition characterized by unprecedented
chenges in technology, customer driven markets,
information baged economy and globalization the atm of this
Journal of management resgarch 'ATHARVA' is to update the
‘budding world-class professionals on the latest fhuught

Idens and concepts .This will enable them to
convert these convepts into reality and produce resulfs in the
mdustry.

In the past decades th i have
‘been: swept by the winds of reforms ensbling growth in
warlous sectors. In the present scenario the challenge is shout
mustiriing the growth and siming higher. Companies need a
totel global sirategy that combines a successful core
effective

global adaptation and
. :

With evety subsequent issue , olir quest is for leatrdng
‘mose and sharing ideas of different experts in various
sectors. These Ideas are well- researched , practical and they
‘will helpus widen our horizons to steer in furbulent times.

This Isste provides selected artides with much subjective
variety and objective research content. Hope you ey
reading the same.

Best Wishes & Regards,

Dr. Rekha Shenoy
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Indian Retail Industry:
Trends, Prospects & Challenges

Prof Shahir Bhatt
Assistart Professor, Shri i Pafel Inatituts of & Computer Applications
(Formerly known s NICM), Gandhinagar
Prof Amola Bhatt
Asgistant Profagsor, L J. Tnstitute of Management, Atenedabad

Abstract

The Indian retafl market, which ia the third largest retail destination globally after China and.
Kuwalt, has] sector
by AT Kearney's ninth annual Global Retail Development Index (GRDI), in 2010. The Indian retafl
market, s 5%share
ﬁm\nrglmzedrehﬂkl&ucurzenﬁyUESllDbﬂum ‘This paper provides detailed information
about the growth in India. d the brand

ng peopl d L 0 Inlia znd fuonw the usban and. semi-usban

i

Tl i dsintt  inds i 1okl

both d players. P | groups in India inclade Puture Group.
m*Gmp,MathLMGrmp,EPGGmp, and Aditya Birla Group will be studied

driver for Indien economy: A Mc Kinsey report “The rise of Indien Consumer Market’, estimates.

that the Indian Consumer Market is likely o grow four times by 2025, A a result of intense:

mwﬁﬁmmhﬂmmwwkﬁ\gmmwpﬁlhgiﬂbmmm&wmchm

most of

mmlund,ﬂmmgmuplofmmmympmlnwmhngmmnﬂymwu!bm

shopping experience and on the other hand

wmmnnlluemp Plpm'wﬂl-lmlcluwwlsdgahlmuhummdpmbkmuuweﬂu

Tigting India

hoses d thi with ambiti s plans. Wlﬁimemwmlregme,inrupphym
g di & inndia

Introduction

The word retail is derived from the French word retailer, which means to et off a piece or to break

the bulk which came into existence in 1365and was only in 1433 that, for the first time it was

tecorded as sale it small quantity'. Retail is the fitst stage of any ecotiomic acivity and so it

oceupies an important place in the world economy. Mﬂhxgmpﬂmﬁubmmﬁm
involved use. Itis the

last stage in the distribution process, Today, retailing s at a fascinating crossroads, with many
chullenges ahead. Retulling may be viewed from nviltiple parspectives. It includes tangible and

and can b others as
well as retaflers. Retalling encompasses all of the businesses and people tnvolved in physically

Retalling fs as old as markind, One theory suggests that trade was an instinciive invention based

on the need for food, water, and bodily comforts. Another s based on human aggresstoeness.
Ancther thatirade g very plausible
had

away. Whatever pl The orlgin of retall canbe traced back.

mbmmmmmmmdmmdmﬁzm
Tmited that fulflll thetr

early stage of prosperlty g imhigher

order needs. Gradually, buyers started expecting more and less time

purchase situations.

Evnluﬁnnnfhhﬂinghlndh

The Indi imued in a very sil ith several

i <llth R b
modem retail came into picture, The origing of retsiling in India can be traced beck to the
emergence of Kirana stores and mom-end-pop stares. These stores used to cater to the local
people.

Manigh V Sidhpuria, Retsil
Emerging formats
Hstablished formats © Exclusive refails outlets
Teaditional formats:  # Kirana shoes o Eyparmaici
= Jtinerant salesman =G / =
i 5 Mally
bl » PDS/Far Price Shops ~ © Multiplexes
= Mangis, et » Co-operativs stores :%‘.:'L:"dﬂ‘“dm““
7 Ben/eadi shope » Service galleries
sele
Pradh ili Third Bdition, 2010)
up th the help of Khadi & Villags i Th penupin the

1mmmgmmmnp&mmn&m=ﬁmﬁwmpmmmnpmmum
were In textile sector, for example, Bombay Dyeing, S Kumar's, Raymonds, ete. Later Titan
Latnched retail showroams In the organized retail sector. With the passage of time new entrants
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moved on from With il in1991

retailing In India withessed a fresh wave of new players entering the tetdl buisiress.

Mmuhmmmuyutvﬂuzinmqmﬂ:\gmdbtheﬁingmmh‘dﬂmrm
products. d their usiness

withno sefdous plans of getiing indo manufacturing, These entrepreneurs were in varlous felds

Hke Food World, Subhiksha and Nilgiris in food and FMCG; Flanet M and Musle World in music,

Croseword and Fountain Head in Books.

The Macro Picture

The 2010 Global Retail D d growth i it and the ranks.
ofmmlhlshmbmukuhbdhkk\gmbmhulmzjmcﬂmvh arket atiractiveness;
coumiTy! p A 1.On thebasis of these, GRDL
scorehas heen calculated.

Organized Retailing

Organised retail bedivided

1. In-store Retailery, who operste fixed paint of sale locations, located and designed to attract
highvolmmecfwalk-fn customers, and.

2 The non-store retailers, who reach out o the customers at their homes or affices. Apart from
ulmgﬂmmﬂmﬂfntmmﬂhm(mﬂmmlyuﬂ:d&uﬂmg),mmhﬂﬂidn

business by of & and of direct-respamse
i of and i deor ta deor solicitation and

temporary displaying of merchandise
Categories of Organized Retail Market in India

# Food & Groceries Apparel & Footwear

= Health &Beauty Products Telecom

* DurableGoods Jewellery & Watches

* Books Leisure & Personal Goods

= TomeFurniture Household Goeds

Annexure 2 explaing that India is in the maturity stage and it explains the exact definitions. of
introducton, growth and madtirity stages in contesd with vetailitg, This can be explained with the
coneept of window of opportunity. Presently (2010), India is in the maturity phase wirich was in
in1996 phase,

e
Objectives of the study

changed the for of iy the world. 50 in this booming retall

for toretain their customer base as well as to.enhance

i, As discussed ‘playecs lke Walimiart, the retall market is getting more

otganized, mhpmtmmmmmmmqmmmmmm

Indlan sector and to explore the trends, prospects and challenges in the Indlan Retall Sector, In
sblect

1. Tnadia
2. led to growth India
3 Tostudy th ndia
4 prosp Indla
5. India
Literature Review
Aspera. Counell Relations

y
m}mmmhmmmmmnpummmscwwmo As per

thﬂhu:mzrgednﬂmgzawﬂldrlvufuzhdlmmmmyAM:Kh\zympunThﬁeof
Indlan C: t0 grow four times.
by 2025.A § Indls,
gmwﬁmusmzwumwmussmsmbnbyms.mmmdnnummmgm
155p
m;mmﬂmhmmmmussmmmmhymsmmussmuﬂumw
2018, at a compounded annual growth rate (CAGR) of 10 percent. Consumer spending rose an
mmﬁmtmmmmmmmmﬂudmmMum
almost5p P grow ata CAGR.
USslﬂ'ibﬂ]imlbyzﬂlﬂ “The d retail sector with
recording and will completely revalutionize retailing over next 3-4 years,”
said the study brought by the Associated Chambers Of Commerce and Industry (ASSOCHAM).
Mpﬂuﬁmmmﬂebymﬂwwmﬂmmbmmmkupemdhw
FhetinIndia Itadded
mmﬂphmﬂugmudmhﬂmm&gwhﬂunmtmgeatmmmﬁihaﬂyl
ver 10;
It further says thet in Indis, pparel is thy d il categary, ing 0% of US$
37 billion retail market. It is expected to grow 12-15% per year. Apparel along with food end
grocexy, willl kead organized reteiling I India. According to new market xeseaxch report by
RNCOS titled, 'Blooming Retail Sector in India, mgnuzedmmlsemmmd\ulupecredm
zeach T illiom by 2011 (hitpy/ A112.him), Tt
the number of shopping malls is expected to increase at a CAGR of more than 18,9 percent from
20070 2015,
Thevmw-hmmﬂua‘ungpeoplesdwpymgb:hmmhmbemohandbykad&dd
(1996), Verdisco (1999) and Erika (1999). A upward, it
is imperative for the retailers to avoid the complaints which inverisbly lead to customer
dissatisfaction. Some shadies heve also formd comsumer loyalty as an impartent area. Connors.
(1996) opiniamed the retadlers delivering gemming benefits based on intimate knowledge of their
mwﬂdmlympamulmnebmﬁtmpuuwmmlwﬂymmn-am
observed facto li dded benefi ition build loyal Guptn.
(2004) investigated the Ectors influencing the choice of privete label in department stoes of
Hydersbed for twn product categories food and toiletries. & study conducted by
Memmon (2006} wented to trace the impact of private label brands on retsiling dealing in
pgarments. This work considered enly two retwil brands Westside and Partaloons in Ahmedabad

nfnmmrefomabh




ety and. lich to ether brands if the same
facility ia available.
Retallers are introducing variety of private brands in categories such as apparels, food and
grocery, healthcare, personal care, lifestyle, electronics and home ware. They started with
fetailers wanting to offer cheaper substitutes. This was for bwo reasons. Flratly, retailers could
negutiate a better margin frem the marwfacturers and secondly, when they had private labels,
theyhad a differentiator. Retallers Hke private labels becatrse of thele potantlal ta increase stote
Toyalty, chain profitability; control over shelf space, power over and
se forth (Richardson, Jain and Dick, 1996). Anmgmunmmmobﬂnmmﬁmhrm

Sinha 2000), high q seems

brand's success than lewer price (Hotch and Banerfl, 1993; Sethuraman, 1992). Lovelock (1996),
in his study, sald that services require confidence, since they can only be described rather than

P tobeing ighly suitable
for this, and will Zelthaml
et al. (1996) that the foreseen will ly reduce direct human

interaction in the provislon of services. Inmany areas, servioes without a fice may at frst take
peopleaback.

Benefits of Retailing

;
t
I
i

Drivers to retatl boom in India
h\dlmlehlmgugmwmgu\dlﬂmﬁndﬂﬂmgehum)dﬂmfymgﬂwkwinvmﬂm

time when they step into the store, The key drivers for the geowth of reteil in India have been
entisted:

Demographic shift (Population growth, Life expectancy, Age Segmentatlon, Middle
clasa)

Increased population of working wommen
goods

Foodand 1

High pay packages
Western influences

Increase nyounger generations
Increase ineducationlevels
Brand conscious people
Increased CreditFriendliness.

Lesser organized retailing
Heightened Global competition
IT;

MﬂinghCumtIndimSamﬂo

Thelnds with95%

and remaining 5% share of orgarized retail and the retail market is worth US § 410 billion. The
Ynclan retail markes, which ia the third largest retal deatination globally fter China and Kuwait,
has’ a5 the most attractive in the retail sector by AT
Kentney's nineth anmzal Global Retail Development Index (GRDT), in 2010, Tt further says retail
should continue to grow rapidly up to US § 535 billion in 2013, with 10 pennt coming from

Several domestic retailers filed for bankruptcey during the downturn like Subhiksha and Magnet
mdmnyd&mnphnundﬂmnpgmhmnmdudmgsmhm-qtmmmgmd
cost mamagement in 2010, Bxpansion plans did not slow however - Bharti Retail
mﬁn&diﬁwﬁﬂthm&mhﬂhbyop«dnnghmBhnﬁWﬂmﬂhexpeMm
5y plans
mmddﬁmdmmmhmhgﬁwm&cmymhmmﬁmdhm
otgarized retail sales, but the proportion of spending on food is declining as eotistiners incress
Jothin

Major Retail Formats existing in India
Retall formats can be defined according to different atiributes. The main atiributes that can be-

understood on the basis of which the formats can be lainad include location, size,
price, atmosphere and services,

based cetadl h dis d
Malls: It in the largest and the most common form of mﬂ]:lnginmdh]nnﬁh,whﬂe
the retail sector may have crossed the first phese and would h hase but the

mall development has moved faster. It is not only located in meiros but also in Tier 2 and Tier 3
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