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ABSTRACT 

CoordinatedTretailersTfromTtheTinsideTandTallTthroughoutTtheTplanetTareTonTaTbingeTto

TsettleTinTtheTIndianTmarket.TThisThasTincreasedTtheTdegreeTofTrivalryTamongTtheTplay

ersTandTtheTIndianTbuyerThasThadTtheTchanceTtoTencounterTaTfastTopennessTtoTbrands.

TDevelopmentTinTlivelihoodsTmakesTitTfundamentalTforTtheTretailingTfirmsTtoTregulateTt

heirTcurrentTmethodsTofTrunningTtogetherTasTaccordingTtoTtheTconvertingTnecessitiesTof

TtheTconsumer.TTheTcontemporaryTweatherTopensTclientsTtoTaTlotsTofTprocurementTopti

onsTandTconsequentlyTtheyTcouldTalsoTbeTconfined,TinTspecificTsituations,TtoTreclassifyT

theirTpurchasingTstylesTasTperTtheTavailableTalternatives.TUnderstandingTtheTpatronTisTth

ereforeTkeyTtoTfaucetTtheTmarketTefficiently.TAsideTfromTshoppingTdesignsTgoingTthrou

ghTaTchangeTattributableTtoTtime-

pressuresTandThigherTdispensableTlivelihoods,TtheTthoughtTprocessesTinTindividualsTtoTsh

opTareTadditionallyTexpectedTtoTchange.TAlongTtheseTlines,TtheTideaTofTmonetary/utilitar

ianTshopping,TthatTis,TlookingTforTtheTbestTpurchase,TmightTbeTcombinedTwithTotherTgl

uttonousTintentions.TCuriously,TtheTshoppingTexercisesTapparentlyTembracedTtoTexpandTe

steemTgotTmightTbeTprofoundlyTpleasant.TYouthTareTaTsignificantTburning-

throughTclassTattributableTtoTtimeTpressuresTinTdoubleTvocationTfamiliesTwithThighTexpe

ndableTearnings.TWithTtheTretailersTpeeringTtowardTtheirTqualityTonTtheTlookout,TitTisTa

ppropriateTforTthemTtoTrecognizeTtheTobjectiveTcustomersTjustTasTtoTdistinguishTtheTexc

ellentTreasonsTregardingTwhyTtheyTshop.TSubsequently,TthisTreportTdeliversTtheTsignifica

ntTelementsTofTinspirationsTforTtheTyoungTwhenTtheyTshop.TTheToutcomesTuncoverTthat

TyouthfulTshoppers,Tstrangely,TwillTinTgeneralTshopTnotTaccordingTtoTaTutilitarianTviewp

oint,TbutTratherTaccordingTtoTaTgluttonousTviewpoint.TTheirTkeyTadvantagesTincludeTgett

ingTobjectTthoughtsTorTmeetingTpartners.TTheyTadditionallyTseeTpurchasingTasTaTwayTfo

rTredirectionTtoTmitigateTgloomTorTbreakTtheTtediumTofTdayTbyTdayTschedule.TMoreove

r,TtheyTadditionallyTexitTtoTshopTtoThaveTaTsuperTtimeTorTwithoutTaTdoubtTperuseTthe

TpowerTsource.TThisTageTbunchTisTspecificallyTlocatedTtoTbeTextensivelyTengagedTwith

TtheTtaskTofTfactsTsearcherTfromTtheTmarketplaceTandTdisseminatorTofTtheTequalTtoTthe

TbuddyTbunchTorTtoTtheTownTfamily.TSoTthisTfileTconsistsTofTfromTinTwhichTretailTsta

rtedToutThowTitTwentTtoTcoordinatedTareaTandTexclusiveTideaTprocessesTbehindTbuyingT

conductTofTadolescentsT(guys).TTheTbeginningsTofTretailingTinTIndiaTcanTbeTfollowedTb

ackTtoTtheTdevelopmentTofTKiranaTstoresTandTmotherTand-

popTstores.TTheseTstoresTusedTtoTobligeTtheTneighborhoodTindividuals.TUltimatelyTtheTp

ublicTauthorityTupheldTtheTprovincialTretailTandTnumerousTnativeTestablishmentTsavesTup

TwithTtheTassistanceTofTKhadiTandTVillageTIndustriesTCommission.TTheTeconomyTstarte

dTtoTopenTupTduringTtheT1980sTbringingTaboutTtheTdifferenceTinTretailing.TTheTinitialT



 

 
 

notTmanyTorganizationsTtoTthinkTofTcorporateTstoreTwereTinTmaterialTarea,TforTinstance,

TBombayTDyeing,TSTKumar's,TRaymonds,TandTsoTonTLaterTTitanTdispatchedTretailTdisp

layTareasTinTtheTcoordinatedTretailTarea.TWithTtheTprogressionTofTtimeTnewTparticipants

TcontinuedTonTfromTassemblingTtoTunadulteratedTretailing.TRetailTinTIndiaThasTarisenTas

TquiteTpossiblyTtheTmostTuniqueTandTspeedyTindustry,TwithTtheTpassageTofTaTfewTnew

TplayersTlately.T 

 

RisingTdispensableTsalaries,Tparticularly,TamongTtheTworkingTclass,TexpandingTbuyerTbas

eTinTmetropolitanTregions,TcreditTaccessibility,TdevelopingTnumberTofTfamilyTunits,Twork

ingTladies,TsimpleTavailabilityTandTcomfortTandTaTpossiblyTsolidTcountryTpurchaserTmar

ketTwillTfuelTthisTdevelopmentTsoon.TForTsureTanTinterestingTtimeTforTretailersTandTadv

ertisers.TTheTrisingTbuyingTpowerTcombinedTwithTanTexpandingTaffinityTtoTdevourThasT

promptedTtheTriseTofTanotherTclassTofTcustomers.TGoneTareTtheTdaysTwhenTindividuals

ThadTaTliableToutlookTonTspending.TNotTexclusivelyTareTindividualsTtodayTenjoyingTpur

chasingTmore,TtheyTareTspendingTfundamentallyTonTthemselves.TAccordingTtoTErnstTand

TYoungTexamination,TsomewhatTrecentlyTtheTquantityTofTupperTworkingTclassTandTbigT

leagueTsalaryTfamiliesThasTdevelopedTbyTaTfalteringT270%TfromT30TmillionTfamiliesTto

T81TmillionTfamilies.TTheTforceTofTyouthTtodayTisTclearTinTitsThugeTnumbers,Tinclinati

onTtoTburn-

throughTandTinTitsTcapacityTtoTimpactTbiggerTfamilyTchoices.TIndia'sTpopulaceTisTlikewi

seTurbanizingTatTaTquickTspeedTwithTtheTmetropolitanTIndianTpopulaceTprojectedTtoTinc

rementTfromT28%TtoT40%TofTtheTallToutTpopulaceTbyT2020.TATnewTErnstTandTYoung

Tinvestigation,TYouSumerism,TdiscoveredTthatTtheTpenchantTtoTdevourTforTanTagricultura

lTnationTspeedsTupTpastT$900TperTcapitaTGDPTandTIndiaTwillTarriveTatTthatTinT2018–

2019.TTheTspendingTexampleTofTIndianTshoppersTpresentsTanTextraordinaryToddityTtoTth

eTpresentTadvertisersTandTretailers.TOnToneThandTisTtheTexpandingToptionalTpayT(RsT3,

800T–

TRsT7,000TeveryTmonth)TexceptTthenTagainTisTtheTordinaryTIndianTneedTofT'significant

TworthTforTcash'.T 

 

ThisTtaskTwillTfocusTonTbreakingTdownTtheTcomponentsTinfluencingTtheTbuyingTconduct

TofTUrbanTYouthTinTtheTOrganizedTRetailTSectorsTinTNoidaTlikeTNoidaTCentral,TBigTB

azaar,TandTsoTforthTThereTareTcomprehensivelyTtwoTclassificationsTofTUrbanTYouth:T 

 

•TYouthTconceivedTandTraisedTinTaTUrbanTCityT 

 



 

 
 

•TYouthTbroughtTintoTtheTworldTinTaTVillage/SmallTTownTandTmakingTmoneyTinTaTUr

banTCityT 

 

TheirTbuyingTconductTreliesTuponTtheirTfinancialTareaTandTtheTsortsTofTabilitiesTandTas

setsTtheyTdrawTfromTinsideTfamiliesTandTsociety.TMostTyoungstersTexperienceTmetropolit

anTlifeTallTtheTwhileTasTavoidanceTandTincorporation.TTheseTcyclesTconvergeTtheirTsoci

oTspatialTencounters,TfillingTinconsistenciesTbetweenTtheirTlivelihoodsTandTwants.THence,

TthereTareTmanyTelementsTwhichTimpactTtheTbuyingTconductTofTYoungTUrbanTMen.T 

 

ToTaccomplishTtheTpreviouslyTmentionedTreason,TsubsequentTtoTexaminingTtheTliteraryT

works,TaTQuestionnaireTwasTreadyTandTessentialTreviewTresearchTwasTdirectedTwithTmet

ropolitanTyouthTvisitingTinTOrganizedTRetailTUnitsTinTNoida. 
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INTRODUCTION 

 

IndiaTaddressesTaTmonetaryTchanceTforTaThugeTscope,TbothTasTaTworldwideTbaseTandT

asTaThomegrownTmarket.TRetailTdevelopmentTinTtheTcomingTfiveTyearsTisTreliedTuponT

toTbeTmoreTgroundedTthanTGDPTdevelopment,TdrivenTbyTchangingTwaysTofTlifeTandTb

yTsolidTpayTdevelopment,TwhichTthuslyTwillTbeTupheldTbyTpositiveTsegmentTdesignsTan

dTtheTdegreeTtoTwhichTcoordinatedTretailersTprevailTwithTregardsTtoTarrivingTatTlowerT

downTtheTpayTscaleTtoTarriveTatTpossibleTcustomersTtowardsTtheTlowerTpartTofTtheTpur

chaserTpyramid.TDevelopingTbuyerTcreditTwillTlikewiseThelpTinTboostingTshopperTinteres

t.TTheTsignificantTgoalTofTthisTadministrationTresearchTprojectTisTtoTcontemplateTtheTbu

yingTconductTofTtheTmetropolitanTyouthTinTtheTcoordinatedTretailTareaTinTIndia.TItTmea

nsTtoTconsiderTtheTvariablesTthatTimpactTtheTbuyerTconductTofTtheTmetropolitanTyouth.

TTheTstrategyTthatTweTwillTuseTtoTcontemplateTtheTconductTofTtheTmetropolitanTyouthT

isTleadingTtheTstudyTthroughTpoll.T 

ORGANIZEDTRETAILINGTINTINDIA 

TheTIndianTcoordinatedTretailTindustryTisTesteemedTatTaboutT$300TbillionTandTisTrelied

TuponTtoTdevelopTtoT$427TbillionTofTeveryT2017TandT$637TbillionToutTofT2018.TTheT

primaryTdriversTofTtheTretailTadvancementTinTIndiaTareTpurchasingTconductTofTtheTclien

t,TexpansionTinTextraTcashTofTworkingTclass,TfoundationTimprovementTandTchangingTcli

entTdecision.TTheTobjectiveTsectionsTofTretailersTareTtheTmoreTyouthfulTworkingTclassT

workersTwhichThaveTaTplaceTwithToverT20%TofTabsoluteTpopulace.TIndiaThasTtheTmost

TnoteworthyTshopTthicknessTonTtheTplanetTandTtheTcurrentTretailTmarketTinTIndiaTisTas

sessedTtoTbeTUS$T200TbillionTofTwhichTjustT3%T(aroundTUS$T64Tbillion)TisTinTtheTc

oordinatedTSector.TThisTcoordinatedTretailTareaTisTreadyTforTaTtakeT-

Toff.TIndiaTisTpositionedTsecondTinTtheTworldwideTretailTimprovementTlistToutTofT30Tb

yTATTKearney.TIndiaThasTbeenTappraisedTfifthTforTmostTappealingTarisingTretailTmarket

.TIndiaThasTbeenTappraisedTsecondTinTworldwideTretailTadvancementTlistTofT30Tagricult

uralTnationsTbyTA.T.TKearney.TA.T.TKearneyThasTassessedTIndia'sTallToutTretailTmarket

TatT$202.6TbillionTwhichTisTreliedTuponTtoTdevelopTatTanTintensifiedT30TpercentTthrou

ghoutTtheTfollowingTfiveTyears.TTheTpatternsTthatTareTdrivingTtheTdevelopmentTofTtheTr

etailTareaTinTIndiaTareT 

 

•TLowTportionTofTcoordinatedTretailingT 
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•TFallingTlandTcostsT 

 

•TIncreaseTinTdiscretionaryTcashflowTandTclientTdesireT 

 

•TIncreaseTinTuseTforTextravaganceTthingsT 

 

 

 

OneTmoreTtenableTfactorTinTtheTpossibilitiesTofTtheTretailTareaTinTIndiaTisTtheTexpansio

nTinTtheTyouthfulTworkingTpopulace.TInTIndia,TpowerfulTcompensationTparcels,TfamilyTu

nitsTinTmetropolitanTregions,TalongsideTexpandingTworking-

ladiesTpopulaceTandTarisingTopenTdoorsTinTtheTadministrationsTarea.TTheseTkeyTelement

sThaveTbeenTtheTdevelopmentTdriversTofTtheTcoordinatedTretailTareaTinTIndiaTwhichTpre

sentlyTbragTofTretailingTpracticallyTeveryToneTofTtheTinclinationsTofTlifeT-

TApparelTandTAccessories,TAppliances,TElectronics,TCosmeticsTandTToiletries,THomeTand

TOfficeTProducts,TTravelTandTLeisureTandTsomeTmore.TWithTthisTtheTretailTareaTinTInd

iaTisTseeingTaTrevivalTasTconventionalTbusinessTsectorsTclearTaTpathTforTnewTconfigurat

ionsTlikeTdepartmentalTstores,Thypermarkets,TgeneralTstoresTandTforteTstores.T 

PURPOSETOFTTHETPROJECT 

ThisTventureTtargetsTcontemplatingTtheTouterTelementsTimpactingTtheTbuyerTbuyTconduct

TofTtheTmetropolitanTyouthTinTtheTcoordinatedTretailTarea.TTheTcoordinatedTretailTareaTi

sToneTofTtheTquickestTdevelopingTareasTofTtheTIndianTeconomy.TThisTareaThasTaTtonT
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ofTpotential.TIndiaThasTroughlyT58%TofTpopulaceTthatTfallsTunderTtheTage-

gatheringTofT29TyearsTorTunderneath.TCoordinatedTretailTrepresentsTalmostT2%TofTtheT

wholeTretailTbusinessTinTIndia.T 

 

TheTmotivationTbehindTthisTventureTisTasTperTtheTfollowing-T 

 

•TToTstudyToneTofTtheTquickestTdevelopingTareasTofTtheTIndianTeconomy-

theTcoordinatedTretailTareaTRetailing,TconsideredTaTdawnTindustryTtodayTisTtheTmostTha

ppeningTindustryTwithTpracticallyTeveryToneTofTtheTenormousTplayersTcompetingTforTaT

portionTofTtheTpinedTforTpie.TIndiaTisTbeingTviewedTasTaTpossibleTgoldmine.TIndia'sTi

mmenseTworkingTclassTandTitsTpracticallyTundiscoveredTretailTindustryTareTkeyTattractio

nsTforTworldwideTretailTgoliathsTneedingTtoTenterTmoreTupTtoTdateTshowcases.TIndiaTh

asTbeenTpositionedTfirstTinTaTGlobalTRetailTDevelopmentTIndexTofT30Tnon-

industrialTnationsTdrawnTupTbyTATTTKearney.TTheTcoordinatedTretailingTisTspreadingTq

uickTlikeTanTinfectionTinTtheTcountry.TEveryToneTofTtheTMegaTRetailersT–

TTata'sT(WestsideTChainTOfTStores),TRPGTGroup-

(FoodTworld,TMusicTworld,THealthTAndTGlow),TTheTPrimal'sT-

TCrosswords,TTheTRahejasT-

TShopper'sTStopTAndTGlobus,TAndTPantaloonsTAllTAreTHeadingTInTNeck-To-

NeckTCompetition.T 

 

•TToTstudyTtheTshoppingTpropensitiesTforTtheTmetropolitanTguysTATscopeTofTpresentTda

yTretailersTareTendeavoringTtoTserveTtheTnecessitiesTofTtheT'new'TIndianTpurchaser.TThe

TmostTrecentTcoupleTofTyearsThaveTseenTaTblastTofTcoordinatedTretailTorganizesTlikeTst

oresTandThypermarketsTinTaTgenerallyTdividedTIndianTretailTmarket.TToTtapTthisTdevelo

pmentTopportunity,TIndianTretailTassociationsTshouldTbeTreadyTforTaTspeedyTscale-

upTacrossTmeasurementsTofTindividuals,TcyclesTandTinnovation,TasTwellTasTdistinguishing

TtheTrightTconfigurationsTandTincentiveTforTtheTIndianTbuyer.T 

 

•TToTgiveTdataTaboutTtheTcustomerTconductTtoTtheTdifferentTretailToutlets-

ThroughTthisTexaminationTwork,TtheTorganizationsTandTtheTretailToutletsTinTtheTcoordina

tedTareaTwillTbeTbenefitted.TTheseTorganizationsTwillTactuallyTwantTtoTexpandTtheirTup

perTpieceTofTtheTpieTasTtheyTwillTgetTaTgreatTdealTofTdataTaboutTtheTbuyingTconductT

ofTtheTmen.T 

 



 

4 
 

 

 

 

OBJECTIVETOFTTHETPROJECT 
 

TheTcoordinatedTretailTindustryTinTIndiaTbeganTdevelopingTafterTmidT1990sTtillTwhenTit

TbasicallyToverwhelmedTbyTtheTchaoticTarea.TItTwasTaTseasonallyTdifficultTmarket,Twith

TaTpredeterminedTnumberTofTbrands,TandTnotTmuchTofTaTchoiceTaccessibleTtoTclients.T

AbsenceTofTpreparedTexertions,TchargeTlegalTguidelinesTandTunofficialTlawsTallTdebilitat

eTtheTimprovementTofTcoordinatedTretailingTinTIndiaTatTsomeTstageTinTthatTduration.TA

bsenceTofTclientTmindfulnessTandTobstaclesToverTpassageTofTsurprisingTplayersTintoTthe

TregionTlikewiseTdeliveredTtoTtheTdeferralTinsideTtheTdevelopmentTofTcoordinatedTretaili

ng.TEstablishmentTforTcoordinatedTretailTinTIndiaTwasTlaidTbyTKishoreTBiyaniTofTPantal

oonTRetailsTIndiaTLimitedT(PRIL).TFollowingTPantaloon'sTpowerfulTenterpriseTaThugeTor

ganizationTofTIndianTbusinessTgoliaths,TasTanTinstance,TReliance,TBharti,TBirlaTandTother

sTareTcurrentlyTgoingTintoTretailTregion.TIndiaTaddressesTaTeconomicTdangerTforTaThuge

Tscope,TeachTasTaTinternationalTbaseTandTasTaThomegrownTmarketplace.TTheTIndianTRe

tailTplaceTincorporatesTofTnumerousTlittleTownTfamily-

claimedTshops,TsituatedTinTneighborhoodTlocations,TwithTaTshopTgroundTofTbeneathT500

TsquareTtoes.TThisTisTtheTdisorderlyTvicinityTwhileTatTgiftTtheTcoordinatedTareaTreprese

ntsTcertainlyT2TtoT4%TofTtheTentireTmarketTalbeitTthisTisTreliedTuponTtoTascendTthroug

hT20TtoT30%TonTyrTonTyrTpremise.TTheTprincipleTobjectiveTofTthisTundertakingTisTtoT

considerTtheTIndianTretailTindustryTexhaustivelyTandTdiscoverTtheTmarketTsizeTandTexten

tTofTtheTOrganizedTIndianTRetailTindustry.TAdditionally,TanTitemizedTstudyTwillTbeTdon

eTonTtheTdifferentTpolitical,Tsocial,TfinancialTandTinnovativeTelementsT(assumingTany)Tw

hichTareTimpactingTtheTIndianTRetailTindustry.TThisTwillThelpTinTinvestigatingTtheTdevel

opmentTprospectsTandTissuesTidentifiedTwithTtheTbusiness.TFurther,ToneTcanTdiscoverTth

eTcentralTpointTwhichTareTdrivingTdevelopmentTinTthisTareaTandTconsequentlyTtheTvaria

blesTwhichTreallyTinfluenceTtheTbuyingTconductTofTtheTmetropolitanTyouthTinTtheTcoord

inatedTretailTarea.TThereTareTtermsTlikeT"DINK"TwhichThasTappearedTwithTchangingTwa

yTofTlifeTsignifyingT"TwofoldTIncomeTNoTKids".TAsTtheTveryTnameTrecommends,TtheT

attitudeTofTtheTmetropolitanTyouthTisTchangingTandTwithTthisTpatternTgettingTupTtoTspe

edTquick,TindividualsTdon'tTgetTtimeTtoTspendTinTexercisesTlikeTshopping.TSoTtheyTwou

ldTinclineTtowardTsuchTplacesTwhereinTtheyTcanTgetTeveryToneTofTtheTthingsTtheyTrequ

ire.TThisTexaminationTwillTlikewiseThelpTinTdecidingTtheTcentralTpartsTofTtheTIndianTR



 

5 
 

etailTIndustry,TtheirTessenceTandTsystemsTfollowedTbyTthemTtoTadvanceTtheirTsituationT

onTtheTlookoutTandTtheirTbenefit.TSoTinTtheTeventTthatTweTsee,TtheTtargetsTcanTbeTsu

mmedTupTinTtheTaccompanyingTfocuses: 

 

 

 

 

ToTbreakTdownTtheTcomponentsTinfluencingTtheTbuyingTconductTofTUrbanTYouthT(Male

TandTFemale)TinTtheTOrganizedTRetailTSectorsTinTNoida,TweTwillTcomprehensivelyTfocu

sTonTtwoTclassificationsTofTUrbanTYouth:T 

 

•TYouthTconceivedTandTraisedTinTaTUrbanTCityT 

 

•TYouthTbroughtTintoTtheTworldTinTaTVillage/TownTandTmakingTmoneyTinTaTUrbanTCi

ty.T 

 

RESEARCHTMETHODOLOGY 

 

ToTstudyTtheTmarketTsizeTandTscopeTofTtheTOrga

nizedTIndianTretailTindustry.

ToTstudyTtheTgrowthTprospectsTandTissuesTrelate

dTtoTtheTindustry

ToTstudyTtheTfactorsTdrivingTgrowthTinTthisTsect

or

ToTstudyTtheTfactorsTwhichTaffectTtheTbuyingTbe

haviorTofTurbanTyouthTinTtheTorganizedTretailTse

ctor
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BothTSecondaryTandTPrimaryTinformationTisTgathered.T 

 

•TSecondaryTDataTisTgatheredTutilizingTtheToutsideToptionalTinformationTsourcesTlikeTpe

riodicals,TbooksTandTarticlesTfromTInternet.T 

 

•TPrimaryTDataTisTgatheredTthroughTtheTSurveyTResearch.T 

 

•TQuestionnaireTisTreadyTforTtheTPrimaryTData.T 

 

•TPrimaryTSurveyTResearchTforTtheTDescriptiveTResearchTwasTledTwithTmetropolitanTyo

uthTvisitingTcoordinatedTretailTareasTinTNoida.T 

 

•TSPSSTandTExcelTisTutilizedTforTQuantitativeTAnalysis.T 

 

LIMITATIONSTOFTTHETPROJECT 

ThisTundertakingThasTtheTaccompanyingTrestrictionsT 

 

•TPossibilityTofTgettingTincorrectlyTdataTSinceTthisTundertakingTrequiresTdirectingTaTgrea

tTdealTofTessentialTexploration,TsoTitTisTconceivableTthatTtheTdataTgatheredTfromTtheTe

xampleTisTdeludingTasTtheTrespondentsTwouldTaddressTtheTinquiriesTinTaTrush.T 

 

•TCostTincludedTComparedTtoToptionalTexamination,TessentialTinformationTmightTbeTextr

avagantTsinceTthereTisTaTlotTofTadvertiserTinclusionTandTtheTcostTinTplanningTandTcom

pletingTexplorationTcanTbeThigh.T 

 

•TTimeTConsumingT–

TToTbeTdoneTaccuratelyTessentialTinformationTassortmentTrequiresTtheTturnTofTeventsTan

dTexecutionTofTanTexplorationTplan.TGoingTfromTtheTbeginningTpurposeTinTchoosingTto
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TattemptTanTexplorationTventureTtoTtheTend-

highlightThavingTresultsTisTregularlyTanyTlongerTthanTtheTtimeTitTtakesTtoTgainToptional

Tinformation.T 

 

•TNotTAlwaysTFeasibleT–

TSomeTexplorationTprojects,TwhileTconceivablyTofferingTdataTthatTcouldTdemonstrateTver

yTimportant,TareTnotTinsideTtheTrangeTofTanTadvertiser.TManyTareTsimplyTtooTenormous

TtoTevenTthinkTaboutTbeingTdoneTbyTeverythingTexceptTtheTbiggestTorganizationsTandTs

omeTareTnotTpracticalTbyTanyTmeans.TForTexample,TitTwouldTnotTbeTfunctionalTforTMc

DonaldsTtoTendeavorTtoTmeetTeachTclientTwhoTvisitsTtheirTstoresTonTaTspecificTdayTsin

ceTdoingTasTsuchTwouldTrequireTrecruitingTcountlessTscientists,TaTridiculousTcost.TLuckil

y,TasTweTwillTfindTinTaTlaterTinstructionalTexerciseTthereTareTwaysTforTMcDonaldsTtoT

utilizeTdifferentTstrategiesT(e.g.,Tinspecting)TtoTaddressTtheirTissuesTwithoutTtheTneedTto

TconverseTwithTallTclients.T 

 

•TLimitationsTofTtheTSecondaryTData-

SecondaryTinformationTcanTbeTstandardTandTambiguousTandTmightTnotTdefinitelyTassistT

organizationsTwithTdynamic.TTheTrecordsTandTdataTmayTnotTbeTparticular.TTheTwellspri

ngTofTtheTfactsThaveTtoTcontinuallyTbeTchecked.TTheTinformationTpossiblyTvintageTand

Tprevious.TTheTexampleTusedTtoTcreateTtheTauxiliaryTstatisticsTlikelyTlittle.TTheTcorpora

tionTdistributingTtheTrecordsTmightTnotTbeTdecent. 

 

 

 

 

LITERATURETREVIEW 

 

EVOLUTIONTOFTRETAILTSECTORTINTINDIA 

TheTbeginningsTofTretailingTinTIndiaTcanTbeTfollowedTbackTtoTtheTriseTofTKiranaTs

toresTandTmotherTand-

popTstores.TTheseTstoresTusedTtoTobligeTtheTnearbyTindividuals.TAtTlastTtheTpublicT
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authorityTupheldTtheTcountryTretailTandTnumerousTnativeTestablishmentThidesTawayTu

pTwithTtheTassistanceTofTKhadiTandTVillageTIndustriesTCommission.TTheTeconomyTs

tartedTtoTopenTupTduringTtheT1980sTbringingTaboutTtheTdifferenceTinTretailing.TThe

TinitialTnotTmanyTorganizationsTtoTconcoctTcorporateTstoreTwereTinTmaterialTarea,Tf

orTinstance,TBombayTDyeing,TSTKumar's,TRaymonds,TandTsoTonTLaterTTitanTdispatc

hedTretailTdisplayTareasTinTtheTcoordinatedTretailTarea.TWithTtheTprogressionTofTtim

eTnewTcontestantsTcontinuedTonTfromTassemblingTtoTunadulteratedTretailing.T 

 

RetailToutlets,TforTexample,TFoodTWorldTinTFMCG,TPlanetTMTandTMusicTWorldTin

TMusic,TCrosswordTinTbooksTenteredTtheTmarketTbeforeT1995.TShoppingTcentersTaro

seTinTtheTmetropolitanTregionsTgivingTa-

listTinsightTtoTtheTclients.TInTtheTlongTrunThypermarketsTandTstoresTarose.TTheTadv

ancementTofTtheTareaTremembersTtheTconstantTimprovementTforTtheTstoreTnetworkTt

heTexecutives,TcirculationTchannels,Tinnovation,Tback-

endTtasks,TandTsoTonTthisTwouldTatTlongTlastTpromptTaTgreaterTamountTofTunion,T

consolidationsTandTacquisitionsTandTcolossalTspeculations.TRetailingTareaTisTtheTsecon

dTbiggestTmanagerTinTtheTcountryTwithTpracticallyTmoreTthanT12TmillionTretailToutl

etsTinTIndiaTandTjustT4%TofTthemTbeingTbiggerTthanT500TsquareTfeetTinTsize.TDes

piteTtheTfactTthatTretailingTinTIndiaTisTgenuinelyTdivided,TcoordinatedTretailingTisTac

quiringTforceTquicklyTdevelopingTatTrightTaroundT25-

30%TperTannumTandTisTguageTtoTcontactTaTfigureTofTRs.T1,50,000TcroreTbyT2017.

TTheTeconomyTisTprojectedTtoTdevelopTatT8.1%TinT2017-

2018ThavingTdevelopedTatTaTconsistentTspeedTofTaroundT6%TthroughoutTtheTmostTre

centT10Tyears.TIndiaTretailTindustryTisTtheTbiggestTbusinessTinTIndia,TwithTaTworkT

ofTaroundT8%TandTaddingTtoTmoreTthanT10%TofTtheTnation'sTGDP.TRetailTindustry

TinTIndiaTisTreliedTuponTtoTriseT25%TyearlyTbeingTdrivenTbyTsolidTpayTdevelopme

nt,TevolvingTwaysTofTlife,TandTidealTsegmentTdesigns.T 

 

ShoppingTinTIndiaThasTseenTanTupsetTwithTtheTadjustmentTofTtheTcustomerTpurchasi

ngTconductTandTtheTentireTarrangementTofTshoppingTadditionallyTchanging.TIndustryT

ofTretailTinTIndiaTwhichThaveTbecomeTpresentTdayTcanTbeTseenTfromTtheTwayTthat

TthereTareTmulti-

putTawayTshoppingTcenters,TimmenseTmalls,TandTramblingTbuildingsTwhichTofferTfoo

d,Tshopping,TandTdiversionTallTunderTaTsimilarTrooftop.TIndiaTretailTindustryTisTexte

ndingTitselfTmostTforcefully;TthusTanTincredibleTinterestTforTlandTisTbeingTmade.TInd

ianTretailersTfavoredTmethodTforTdevelopmentTisTtoTextendTtoTdifferentTareasTandTto

TexpandTtheTquantityTofTtheirToutletsTinTaTcity.TItTisTnormalTthatTbyT2020,TIndiaT

mightThaveT700TnewTretailToutlets.T 
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InTtheTIndianTretailingTindustry,TfoodTisTtheTmostToverwhelmingTareaTandTisTdevelo

pingTatTaTpaceTofT9%Tyearly.TTheTmarkedTfoodTindustryTisTattemptingTtoTenterTthe

TIndiaTretailTindustryTandTconvertTIndianTshoppersTtoTmarkedTfood.TSinceTatTpresen

tT60%TofTtheTIndianTstapleTcrateTcomprisesTofTnon-

markedTthings.TIndiaTretailTindustryTisTadvancingTadmirablyTandTforTthisTtoTproceed

TwithTretailersTjustTasTtheTIndianTgovernmentTshouldTputTforthTaTjoinedTattempt.T 

 

ConventionalTRuralTRetailTFairsT 

 

ConventionalTcountryTretailTfairsTareTanTextremelyThugeTfascinationTwithTunfamiliarT

sightseers.TWeThaveTtheTPushkarTreasonableTinTRajasthanTwhichTacquiresTaTgreatTde

alTofTincomeTbothTfromThomegrownTpurchasersTandTpurchasersTfromTabroad.TInTthe

TPushkarTreasonableTanimalsTlikeTcamels,Tponies,Tcows,Tgoats,TandTsheepTareTsoldTj

ustTasTpurchased.TATscopeTofTintriguingTthingsTareTlikewiseTaccessible.TTheTcustom

aryTthingsThereTareTcarefullyTassembledTadornmentsTandTotherTbrilliantTmemorabiliaT

ofTRajasthan.TCustomaryTcountryTretailTfairsTinTIndiaTbargainTinTaTlotTofThandcrafts

TthingsTwhichTareTreferencedTunderneath:T 

 ChestTdrawersT-THandTpaintedTwoodenT 

 Brackets-TWoodenTwallT 

 WoodenTtable-TEmbossedT 

 chairsTinTchowkiT-THandTpainted 

 cornerTstand-woodenT 

 HandTpaintedTtable-woodenT 

 woodenTchairsT-TEmbossed 

 woodenTstool-BrownT 

 Jewelry-TCamelTboneT 

 MetalTjewelryT-TMetal 

 puppets-TSnakeTcharmerT 

 HandmadeTcandlesT 

TheTSurajTKundTmelaTisTlikewiseTanTimmenseTinTabundanceTofTIndianTconvention

alTthings.TThisTreasonableTisTorganizedTatTinTtheTstateTofTHaryanaTaroundT8Tkilome

tersTofTSouthTDelhi.TTheTreasonableThasTbeenTheldTthroughoutTtheTpreviousT20Tyea

rs.TTheTreasonableTarrangementsTinTthingsTsortedTas:TIndianTartsT 
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 HandicraftsT 

 HeritageT 

 CultureTandTtraditionT 

TraditionalTruralTretailTfairsThaveTaTtypicalTruralTsetTupTlike:T 

 HutsTofTmud-TraditionalT 

 ThatchedTplatformsT-Handmade 

 lampsTofTwoodT–TPureTwood 

 StringTcotsT 

 PlainnessTgroundT 

 TheTlittleTcoveredTstoresTareTaTlivelyTshowcaseTofThandcraftTthings.TTheTfocusTeach

TyearTisTonTaTspecificTStateTforTexample,TitTwasTtheTstateTofTMaharashtra.TTheTot

herTgatheringTofTthingsTaddressingTtheTIndianTSubcontinentTaccessibleTthereTare:T 

 ClassicalT 

 TribalTartT 

 FolkTartT 

AsTsuchTTraditionalTRuralTRetailTfairsTincludeTcreditTcommendableTcraftsmansTandTweavers

TofTmoreTthanT350TinTnumberTandTtheyTareTchosenTfromTtheTnationTover.TAlongsideTthe

Tarea'sTrichTsocialTlegacyTbeingTdisplayed,TtheTreasonableTisTavailableTtoTunfamiliarTconve

ntionalTproductsTalso.TTheTreallyTrevivingTsideTofTtheseTfairsTwouldTbeTrecordedTasTunder:

T 

 IndianTSweetsTSnacksT 

 IndianTfolkTmusicT 

 ClassicalTdanceT 

 BengalTtigerTshowT 

 ElephantTridesT 

 TigerTshowTandTridesT 

 GiraffeTtricksT 

 BalloonTandTClayTitemsT 
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 PaintingT 

 GamesT 

Subsequently,TconventionalTrusticTretailTfairsTareTaTceaselessToccupationTandTtheTwayTtoTi

tTliesTinTtheTinventivenessTandTappealTofTtheTthings.. 

TraditionalTFamilyTRunTConvenienceTStores 

CustomaryTfamilyTrunToddsTandTendsTshopsTareTtooTgroundedTinTIndiaTthanTtoTbeTcle

aredToutTwhat'sTmoreTthereTisTuniquenessTinTtheTconventionalTthingsTthatTaddressTtheTs

ub-

mainland.TTheTretailTlocationsTinTIndiaTareTbasicallyToverwhelmedTbyTtheTsloppyTareaT

orTcustomaryTstores.TTruthTbeTtoldTtheTcustomaryTamassesTtakenTupT98%TofTtheTIndia

nTretailTmarket.TPresentlyTstoresTrunTbyTfamiliesTareTprincipallyTfoodTbasedTandTtheTse

tTupTisTasTKiranaTorTtheT'cornerTmerchant'Tstores.TEssentiallyTtheyTofferThighTsupportT

withTlowTcosts.TOnTtheToffTchanceTthatTtheTstoresTareTnotTfoodTbased,TtheTsortTofTret

ailTthingsTaccessibleTareTneighborhoodTinTnature.T 

 

TheTconventionalTfamilyTrunToddsTandTendsTshopsTcanTinvestTwholeheartedlyTinTtheTway

TthatTtheTKiranaTisTtheTmostTwidelyTrecognizedToutletTstructuresTforTtheTcustomers.TTheT

intenseTrivalryTforToddsTandTendsTshopsTisTcomingTfromTcoordinatedTretailTlocationsTman

agingTinTfoodTthings,Tas:T 

 ApnaTBazaarT 

 CanteenTstoresT 

 FoodTWorldT 

 SubhikshaT 

 FoodTBazaarT 

OddsTandTendsTshopsTareTopenTforTextendedTperiodsTandTisToneTofTtheTarrangementsTof

TtheTIndianTretailTlocationsTthatTobligeTfundamentalTrequirementsTofTtheTcustomer.TATgenu

ineTillustrationTofTsuchTwouldTbeTConvene.TTheseTstoresTareTfoundTinTbothTprivateTjustTa

sTbusinessTmarkets.TTheTfoodTresultsTofTcustomaryTfamilyTrunTcornerTshopsTareTcontained

TmarkedTjustTasTnon-
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markedTthings.TTheTadvantagesTofTfamilyTrunTcornerTshopsTareTthatTtheyTofferTsignificance

Tto:T 

 PersonalTtouchT 

 FacilitiesTofTcreditT 

 QuickThomeTdeliveryT 

Non-

foodTbasedTstockTcontainsTvariousTandTassortmentsTofTneighborhoodTbrands.TTheTeventu

alTfateTofTsuchTstoresTasTtheyTfaceTcontestTfromTcoordinatedTareaTwouldTrelyTuponTth

eTaccompanyingTpointsTofTinterest:T 

 PlaceTandTcapacityT 

 DiligentTareaTcoverageT 

 DisciplinedTworkTscheduleT 

 ManagingTturnoverT 

 RevenueTfromTassetsT 

 CustomerTserviceTandTsatisfactionT 

TheTconventionalTfamilyTrunTgeneralTstoresTfillsTtheTneedTofTtheThousewivesTwhoTmostT

certainlyTneedsTtoTtryTnotTtoTventureToutTsignificantTdistancesTtoTbuyTdayTbyTdayTneeds.

TTheTcomfortTfactorTasTfarTasTthings,TamongTindividualsToverallTcanTbeTfeaturedTasTben

eath:T 

 GroceriesT 

 FruitsT 

 DrugTStoreT 

 NecessaryTstationeryT 

AsTsuchTconventionalTfamilyTrunTgeneralTstoresTareTdiggingTinTforTtheTlongThaulTandT

can'tTbeTlargerTthanTaverageTbyTtheTcoordinatedTretailTareaTfurthermore,TitTaddressesTth

eTassortmentTofTIndia. 
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EvolutionTofTIndianTretailTIndustry: 

TheTretailTbusinessTinTIndiaTassembledTanotherTmeasurementTwithTtheTsettingTupTofTthe

TdiverseTInternationalTBrandTOutlets,TSuperTbusinessTsectors,TshoppingTcentersTandTdepa

rtmentalTstores. 

 

 

TheTIndianTretailingTsectorTcanTbeTpartitionedTas:T 

 

FormalTSector:TItTisTinvolvedThugeTretailers.TToughTassessmentTandTworkTlawsTareTcar

riedToutTinTthisTarea.T 

 

CasualTSector:TItTincludesTlittleTretailers.TItTisTextremelyTchallengingTtoTcarryToutTtheT

dutyTlawsTinTthisTareaTandTthereTisTboundlessTtaxTavoidance.TItTisTlikewiseTunwieldyTt

oTdirectTtheTworkTlawsTinTthisTarea. 

KeyTOrganizationsTinTtheTIndianTRetailTSector: 

WeeklyTM

arkets 

VillageTFai

ConvenienceT

Stores 

MomTandTPo

PDSTOutlets 

KhadiTStore

s 

ExclusiveTBran

dTOutlets 

Hyper/SuperTM

arkets

 
Traditional/

PervasiveTR

 GovernmentT

Supported 

  
Historic/Rur

alTReach 
ModernTForm

ats/TInternatio
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TheTuntappedTscopeTofTretailingTinTIndianTmarketsThasTattractedTsmartTsuperstoresTsuch

TasTWal-MartTintoTIndia.TWal-

MartTisTtheTtopmostTglobalTfortuneT500TcompanyTforTthreeTconsecutiveTyearsTwithTann

ualTsalesTofToverTUST$250Tbillion.TTheTimportantTparticipantsTinTtheTIndianTRetailTsec

torTareTBataT(UST$158Tmillion),TShoppersTStopT(UST$102Tmillion),TBigTBazaar,TPantal

oons,TArchies,TCafeTCoffeeTDay,Tlandmark,TKhadimsT,TRelianceTfreshTCrosswordTetc. 

SegmentsTinTtheTIndianTRetailTIndustry 

TheTIndianTretailTsectorTcanTbeTcategorizedTas: 

CorporateThouses:TThisTcomprisesTofTtheTTatasT(TataTTrent),TtheTRPGTgroupT(foodTwo

rld,ThealthTandTGlowTetc),TtheTITCT(WillsTLifeTStyle),TRhaejasT(ShoppersTstop),TtheTH

iranandaniT(Haiko),TDLFT(DTTcinemas)Tetc. 

DedicatedTbrandToutlets:TThisTcomprisesTofTNike,TReebok,TandTZodiacTetc. 

Multi-TbrandToutlets:TThisTcomprisesTofTVijayTsales,TViveksTetc. 

Manufacturers/Exporters:TThisTcomprisesTofTPantaloons,TBata,TandTWeekenderTetc. 

AccordingTtoTretailTformatTtheTIndianTretailTindustryTcanTbeTclassifiedTas: 

ModernTformatTretailers:TTheTmodernTformatTretailersTcompriseTofTtheTsupermarketsT(fo

odTworld),THypermarketsT(BigTBazaar),TDepartmentalTStoresT(ShoppersStop),SpecialtyTCh

ainsT(IKEA)TandTcompanyTownedTandToperatedTretailTstores. 

 

TraditionalTformatTretailers:TTheTtraditionalTformatTretailersTcompriseTofTKiranasT(traditi

onalTMOMTandTPOPTstores),TKiosks,TStreetTMarketsTandTtheTmultipleTbrandToutlets. 

TheTIndianTretailingTsectorTcanTalsoTbeTsubdividedTas: 

OrganizedTretailTsector:TInTtheTorganizedTsectorTtradingTisTundertakenTbyTtheTlicensedTr

etailersTwhoThaveTregisteredTthemselvesTtoTsalesTasTwellTasTincomeTtax.TTheTprivateTl

argeTbusinessTenterprisesTareTalsoTincludedTunderTtheTorganizedTretailTcategory.T 

 

UnregulatedTretailTsector:TTheTunorganizedTretailTsectorTbasicallyTconsistsTofTtheTnearby

Tkiranas,ThandTcart,TtheTcompaniesTonTtheTpavementTandTsoTon.TThisTareaTconstitutesT

aboutTninetyTeight%TofTtheTwholeTretailTchange.TTheTForeignTDirectTInvestmentT(FDI)

TinsideTtheTretailTzoneTisTpredictedTtoTshrinkTtheTemploymentTinTtheTunorganizedTarea

TandTamplifyTwithinTtheTorganizedTretailTregion. 

 

TheTRetailTshopsTsuchTasTtheTFoodworldTinTtheTFMCGTvertical,TPlanetTMTandTMusic

worldTinTMusicTsector,TCrosswordTinTbooksTenteredTtheTmarketTbeforeTtheTyearT1995.T

ShoppingTmallsTemergedTinTtheTurbanTcitiesTgivingTaTworld-

classTexperienceTtoTtheTclients.TEventuallyThypermarketsTandTsupermarketsTemergedTwit

hThugeTpace.TAnTevolutionTofTtheTverticalTincludesTtheTcontinuousTimprovementTinTthe

TvalueTchainTmanagement,TdistributionTchannels,Toperations,Tlogistics,Tetc.TthisTwouldTfi

nallyTleadTtowardsTtheTmoreTofTconsolidation,TmergersTandTacquisitionsTandTalongTwith

ThugeTinvestments. 

 

 

PhasesTinTtheTevolutionTofTretailTverticalTWeeklyTMarkets,TVillageTmela’sTandTR

uralTFair’s 
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TOriginTofTentertainmentTandTcommercialTexchange 

 

TheTConvenienceTstores,TMom-and-popTstoresT/TKiranaToutlets 

TNeighborhoodTstores/outlets 

TTraditionalTandTpervasiveTapproach 

 

TheTPDSToutlets,TTheTKhadiTstores,TCooperativesTdistributionTcenters 

TGovernmentTaidedTandTsupported 

TAvailability/lowTcosts/efficientTdistribution 

 

ExclusiveTbrandToutlets,ThypermarketsTandTsupermarkets,TdepartmentTstoresTandT

shoppingTmalls 

TShoppingTexperience/Tefficiency/optimization 

TModernTformats/TinternationalTbrands 

 

 

ThereTareTmanyTarticlesTwhichThaveTbeenTcomposedTbyTnumerousTspecialistsTtoTconsid

erTcoordinatedTretailingTinTIndiaTandTtheTdifferentTexamplesTinTtheTchangingTconductTo

fTtheTpurchasers. 

 

SignificanceTofTRetailTServiceTAttributes:TATStudyTonTIndianTConsumersTbyTMridula

TSTMishraTandTUmakantTDashTsayTthatTcoordinatedTretailThasTbeenTspreadingTitsTunde

rlyingTfoundationsTinTtheTIndianTmarketTforTtheTbeyondTmultiTdecadeTandTisTbitTbyTbi

tTleavingTanTimprintTonTallTsegmentsTofTtheTgeneralTpublic.TThisTpaperTinvestigatesTth

eTmannerTinTwhichTcoordinatedTtheTretailThasTbeenTableTtoTsignificantlyTchangeTtheTIn

dianTcustomaryTretailingTstructureTasTwellTasTtheTutilizationTconduct.TTheTutilizationTco

nductTwasTanalyzedTwithTtheTassistanceTofTanTorganizedTonline/offlineTsurvey,TandTthe

ToutcomesTuncoverTthatTforTbuyersTtheTshoppingTcentersTorTvariationsTofTcoordinatedTr

etailTdesignsTareTtheTfavoredTkindTofTretailTlocationTbecauseTofTtheTcomfortTandTassort

mentTtheyToffer. 

 

 

 

 



 

16 
 

ChangingTFaceTofTIndianTRetailTIndustryTandTitsTimplicationsTonTconsumerTbeha

vior:T 

 

AnTIn-

DepthTStudyTbyTSharifTMemonTsaysTthatTtheTIndianTretailTindustryThasTnowTbecomeT

extremelyTlively.TThisTisTtheTageTwhenTnumerousTnewTplayersTareTsetTtoTgetTaTdecent

TholdTinTtheTIndianTmarket.TTheTpublicTjustTasTglobalTplayersTareTpresentingTnewTidea

sTandTsocieties,TaccordinglyTmakingTretailingT-

TaTmagnumTfewTparts,TwhichTcanTseparateTanotherTplayerTfromTtheTcurrentTones.TWell

Tbeyond,TeveryToneTofTtheTcoordinatedTplayersTputTinTtheirTendeavorsTagainstTtheTante

diluvianTsloppyTplayersTwhereTtheTvastTmajorityTofTtheTIndianTcustomersTareTacclimate

dTtoTpurchase.TObviously,TcircumstancesTareTdifferent,TandTindividualsTlikeTtoTbeTaTpie

ceTofTtheTcoordinatedTchainTtoThaveTaTrestrictiveTshoppingTexperience.TThisTpaperTisTc

enteredTaroundTtheTpurchasingTconductTofTIndianTcustomersTinTtheTcoordinatedTmarket,

TleavingTnotTevenTtheTkiranaTstoresTagainstTit.TNotwithstanding,TtheTdaysTareTnotTvery

TfarTwhenTtheTmarketedTshouldTbeTthoughtTof,TandTesteemTchainTandTworthTconveyanc

eTbeTmodified. 

 

 

“OrganizedTRetailingTinTIndia”TisTaTcaseTstudyTbyTNTRadhikaTwhichTdescribesTtheTc

hangingTpatternsTinTretailingTandTFMCGTindustryTinTIndia.TFoodTWorldTandTSubhiksha

TsetTupTstoresTinTnumerousTurbanTcommunities.TGroceryTstoresTandTDepartmentTstoresT

showingTupTeverywhereTandTinexpensiveTfoodTandTbundledTfoodTsourcesTandTdrinksTfr

omTNescafe,TTataTTea,TbistroTCoffeeTDayTandTBaristaTdroveTtheTclientsTtoTvariousTdie

taryTpatterns.TATtonTofTchangesToccurredTduringTtheT1990s. 

TheTarticleTbyTAnshulTKausheshT“Retailing:TTheTWayTForward”,TstudiesTtheTpastTan

dTtheTcurrentTpatternsTinTtheTretailTbusiness.TItTexpressesTthatTtheTpastTorTtheTcustoma

ryTsystemTisTgenerallyTsubjectTtoTlowTcostTandTcomfort.TTheTcurrentTmethodologiesTar

eTmoreTfoundedTonTesteem,TclientTrelationshipTandTclientTexperience.TItTisTcrucialTforT

knowTwhatTtheTclientTexpectsTforTsureTisTworthTtoThimTandTwhenTyouTofferTitTinTaT

wayTinTwhichTyouThaveTanTedgeToverTtheTcontenders,TyouTwouldTclearlyTbeTaTvictor.

TBuildingTassociationsTwithTclientsTpositivelyTmakesTaTdifference.THelloTthemTatTtheTp

assage,TknowingTtheirTinclinations,TofferingTadministrationTwhichTwillTsatisfyTthem,Tgivi

ngTthemTuniqueTconsiderationTareTaTportionTofTtheTfrequentlyTrehearsed,Tstraightforward

TandTsuccessfulTprocedures.T 

“RetailingTinTIndia:TtrendsTandTopportunities”TbyTPriyaTChandrasekharTtellsTusTthat

TalthoughTtheTappraisalsTaboutTtheTIndianTretailingTindustryTshowTthatTitTisToneTofTthe
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TquickestTdevelopingTarea,TtheTtruthTofTtheTmatterTisTthatTtheTmajorityTofTitTisTdisorde

rly.TNotwithstanding,TtheTwaysTtoTthisTareaThasTbegunTopeningTandTtheTretailTbusiness

TisTreliedTuponTtoTdevelopTdramatically.TTheTelementsTlikeTexpandedTcustomerTpullTan

dTtwofoldTpayTfamiliesTareTfuellingTthisTdevelopment.TTheTbusinessTisTlikewiseTturning

ToutTtoTbeTstronglyTcutthroatTasTanTeverTincreasingTnumberTofTplayersTareTcompetingT

forTsimilarTarrangementTofTcustomers.TInTthisTsituation,TtheTwellspringsTofTupperThandT

willTbe-

anTincentiveTforTcashTitems,TcharmingTandTimportantTexperienceTdependentTonTanTexha

ustiveTcomprehensionTofTtheTpurchaserTconduct,Tassortment,Tquality,TaTleanTandTproficie

ntTproductionTnetworkTandTpowerfulTsendingTofTinnovationTinTtheTback-end. 

NTJanardhanTRaoTinT"IndianTRetailingTIndustry:TEmbracingTtheTGlobalTModel"TsaysTtha

tTtheTchangingTsegmentTstructure,TcustomerTbrainTresearch,TexpandedTbuyingTinfluenceT

andTtheTappearanceTofTplasticTcashTareTenticingTtheTpurchasersTtoToverdoTitTmoreTonT

shopping.TProgressionTofTtheTmarketThasTgivenTclientsTaTwideTdecisionTandTsetToffTaT

changeTinTtheTretailTbusiness.TTheToverwhelminglyTsloppyTareaTisTcurrentlyTseeingTanT

expansionTofTnewTageTretailToutletsTthatTrepresentTaTdangerTtoTfamilyTrunTorganization

s.TTheTretailingTdesignsTareTgoingTthroughTfastTchanges.TTheTgreaterTshoppingTcenters,

TselectiveTbrandsTjustTasTorganizationToutletsTareTarisingTquickTandTtheTlackTofTtimeTh

asTprovokedTcustomersTtoTtakeTaTganderTatTshoppingTthroughTweb.TThisTloadTofTpatter

nsTpredictTaTretailTupsetTinTtheToffing.TTheTIndianTretailTindustryTisTbyTallTaccountsTi

nvestigatingTdifferentTworldwideTmodelsTandTquickTfindingTitsTworldwideTpartners. 

 

MichaelTFernandes,TPalashTMitra,TSubbuTNarayanswamy,TChandrikaTGadiTandTAmitTKha

nnaTinTtheTarticleT"India'sTRetailing:TStrategicTIssuesTandTChallenges"TexamineTthatTthe

TIndianTretailTsceneTtillTasTofTlateTwasToverwhelmedTbyTmotherTandTpopTstores.TOnTac

countTofTtheTpurchaserTpullTcombinedTwithTexpandedTbuyingTpower,TthisTindustryTisTqui

cklyTgettingTcoordinated.TInTtheTbeyondTcoupleTofTyears,TweThaveTseenTtheTdevelopment

TofTvariousTcorporateTstore,TwhichTrelateTtoTvariousTwaysTofTlife.THoweverTtheseTimpro

vementsTareTrestrictedTtoTtheTmetropolitanTregions,TtheyTareTreliedTuponTtoTspreadTtoTm

oreTmodestTurbanTareasTwithTanTexpansionTinTclientTbase.TYet,TthisTchangeTtoTcoordinat

edTretailTisTloadedTwithTdifficulties.TTheTessentialTissuesTwhichTareTtoTbeTmanagedTareT

-

TIDTofTmostTrewardingTbusinessTsectorTportionTandTanTalluringTarea,TmixTofTonTtheTwe
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bTandTactualTcontributionsTandTsourcingTofTneighborhoodTgiftsTforTretailTtheTboard.TThi

sTarticleTdigsTintoTsuchTissuesTandTlooksTforTrepliesTtoTaTportionTofTtheseTinquiries.T 

 

"BuildingTSuccessfulTIndianTRetailTBrands"TbyTSundarTeducateTusTregardingTtheTworldwi

deTretailTsituationTwhereinTheTsaysTthat”TLargeTarrangementTretailTorganizationsTruleTth

eTretailTsceneTinTtheTUnitedTStatesTandTacrossTEurope,TasTfarTasTtheTretailTsector,Tclas

ses,Treach,Tbrands,TandTvolumes.TIndianTretailTindustryTcan'tTwantTtoTlearnTmuchTbyTjus

tTtakingTaTganderTatTtheTWesternTexamplesTofTovercomingTadversityTinTretail.TTheirTsize

sTofTtasksTareTextremelyTimmense,TtheToverallTrevenuesTthatTtheyTprocureTareTadditional

lyTaTlotThigherTandTtheyTworkTinTvariousTconfigurationsTlikeTbargainTretailers,Tdistributi

onTcenters,Tstores,TdepartmentalTstores,Thyper-

markets,TcornerTshopsTandTstrengthTstores”.TTheTeconomyTandTwayTofTlifeTofTtheTWestT

isn'tTinTaccordanceTwithTthatTofTIndiaTandTconsequentlyTtheTretailingTsceneTinTIndiaThas

TnotTadvancedTinTaTsimilarTorganizationTasTtheTWestTnorTwouldTweTbeTableTtoTtakeTin

TsignificantTillustrationsTfromTtheirTstyleTofTactivities.T 

 

InTitsTGreatTIndianTRetailTStory,TErnstTandTYoungTproposesTthatTworldwideTretailersTco

uldTaccomplishTleapTforwardTandTunderstandTtheTIndianTpotentialT"byTmakingTtheTrightT

market-

passageTmethodologyTdependentTonTindividualTretailer'sTplansTofTaction."TMajors,TforTex

ample,T“Wal-

Mart,TTescoTandTCarrefourThaveTbeenTthumpingTatTIndia'sTentrywaysTforTcertainTyearsT

now.TTheirTexceptionalTcampaigningTstraightforwardlyTorTthroughTtheirTlegislaturesTprom

ptedToneTofTtheTlongestTandTphilosophyTchargedTarrangementTdiscusses”.TEachTmeetingT

unfamiliarTdignitaryTcampaignsTforTopeningTretailTexchangeTtoTForeignTDirectTInvestment

.TItTisTaTcommonTsubjectTatTrespectiveTgatheringsTandTkeyTorganizationTconferencesTofT

CEOs.TRegardlessTofTsuchTpressingTfactors,TtheTpublicTauthorityThasTnotThadTtheToption

TtoTchangeTtheTstrategyTdueTitsTrelianceTonTLeftTgatheringsTforTenduranceTandTtheirTres
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istanceTtoTFDITinTretailTexchange.TBeTthatTasTitTmay,TthereTisTproofTofTuncertaintyTinT

government'sTmethodologies.TATportionTofTtheTmeansTtakenTbyTitTrecommendTthat,Twhile

TofficiallyTmaintainingTtheTprohibitionTonTFDITinTretail,TitTisn'tTcompletelyTdedicatedTtoT

theTboycott.T 

 

"TheT'BirdTofTgold':TTheTascentTofTIndianTConsumerTMarket",TaTreportTbyTMckinseyTGl

obalTInstituteTgivesTaTprofoundTunderstandingTinTtoTtheTcontinuousTchangesTinTtheTcust

omerTmarketTinTIndia.TItTsaysTthatTIndia'sTmonetaryTdevelopmentThasTspedTupTessential

lyTinTtheTcourseTofTrecentTmanyTyearsTthus,TasTwell,ThasTtheTspendingTforceTofTitsTre

sidents.TGenuinelyTnormalTfamilyTdiscretionaryTcashflowThasTgenerallyTmultipliedTsinceT

1985.TWithTrisingTearnings,TfamilyTutilizationThasTtakenToffTandTanotherTIndianTworkin

gTclassThasTarisen.THoweverTmuchTremainingTpartsTobscureTwithTregardsTtoThowTtheTp

urchaserTmarketTinTIndiaTwillTdevelopTlaterTon.TTheTfoundationTdirectedTanTexaminatio

nTandTinvestigationTshowsTthatTifTIndiaTprogressesTforwardTitsTpresentThighTdevelopmen

tTway,TthroughoutTtheTfollowingTtwentyTyearsTtheTIndianTmarketTwillTgoTthroughTaTsig

nificantTchange.TPayTlevelsTwillTpracticallyTsignificantlyTincreaseTandTIndiaTwillTclimbTi

tsTsituationTasTtheTtwelfthTbiggestTbuyerTmarketTtodayTtoTturnTintoTtheTworld'sTfifthTbi

ggestTpurchaserTmarketTbyT2025.TAsTIndianTsalariesTrise,TtheTstateTofTtheTcountry'sTpa

yTpyramidTwillTlikewiseTchangeTdrastically.TTheTfundamentalTdiscoveriesTofTthisTexamin

ationTwere:T 

•TIndianTlivelihoodsTwillTpracticallyTsignificantlyTincreaseTthroughoutTtheTfollowingTtwen

tyTyears.T 

•TRisingTsalariesTwillTliftT291TmillionToutTofTneedinessTandTmakeTaT583TmillionTinTn

umberTworkingTclass.T 

•TIndiaTwillTturnTintoTtheTworld'sTfifthTbiggestTpurchaserTmarketTbyT2025.T 

•TMiddleTclassTdevelopmentTwillTspreadTpastTtopTlevelTurbanTareasT 
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•TDiscretionaryTspendingTwillTrepresentT70%TofTallTspendingTbyT2025. 

 InT"RetailTinTIndiaT–

TGettingTcoordinatedTtoTdriveTdevelopment",TanTexplorationTledTbyTATTKearney,Tit'

sTtalkedTaboutTthatTinTspiteTofTtheTfactTthatTIndiaThasTarisenTasToneTofTtheTworld'

sTmostTalluringTbusinessTsectors,TtheTnationTisTwrestlingTwithTbasicTframeworkTand

TstrategyTissues.TTheTConfederationTofTIndianTIndustryT(CII)TdrewTinTA.T.TKearney

TtoTdirectTresearchTtoTallTtheTmoreTlikelyTcomprehendTtheTdifficultiesTconfrontingTc

oordinatedTretailTinTIndiaTtoday,TandTtoTfosterTexplicit,TnoteworthyTsuggestions.TThe

TexplorationTdistinguishedTtenTgeneralTissues,TwhichTareTbroadlyTcapableTbyTretailers

TinTIndia: 

 UnderdevelopedTsupplyTchainTcapabilities 

 InadequateTutilities 

 ITTinfrastructureThurdles 

 SupplyTbaseT(vendor)Thurdles 

 InadequateThumanTresources 

 LimitedTconsumerTinsights 

 TaxationTchallenges 

 RealTEstateThurdles 

 InsufficientTgovernmentTincentives 

 PolicyTchallenges 

TheTexplorationTadditionallyTanalyzedTtheseTissuesTacrossTgeologies,TexplicitlyTforTseven

TstatesTandTassociationTdomains.TFurthermore,TtheTreportTtalksTaboutTpotentialTactivities

TthatTtheTpublicTauthorityTandTtheTretailTbusinessTcanTtakeTtoTfurtherTdevelopTtheTretai

lTenvironment. 

 

InT"TheTConsumptionTPatternTofTIndianTConsumers:TChoiceTamongTTraditionalTandTOrg

anizedTRetail"TaTpaperTcomposedTbyTMridulaTS.TMishra,TitThasTbeenTtalkedTaboutTexh

austivelyTthatTOrganizedTretailThasTbegunTtoTspreadTitsTfoundationsTinTtheTIndianTmark

etTsinceTrecentTdecadeTandTisTcontinuouslyTmakingTmarkTamongTallTareasTofTtheTgener

alTpublic.TThisTpaperTattemptsTtoTinvestigateTtheTmannerTinTwhichTcoordinatedTretailTh

asTdrasticallyTchangedTnotTjustTtheTIndianTconventionalTretailingTstructureTbyTlikewiseTt

heTutilizationTconduct.TTheTutilizationTconductTwasTanalyzedTwithTtheTassistanceTofTan

TorganizedTpoll.TTheToutcomesTshowTthat,TforTpurchasers,TtheTshoppingTcenterTorTvaria

tionTofTcoordinatedTretailTdesignTisTtheTlikedTtoTcomfortTandTassortment.T 
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SyeedunTNisaTinT"FDITinTIndianTRetailTIndustry"TsaidTthatTIndiaTisToneTofTtheTbiggest

TdevelopingTbusinessTsectors,TwithTaTpopulaceTofTmoreTthanToneTbillion.TIndiaTisTperh

apsTtheTbiggestTeconomyTonTtheTplanetTasTfarTasTbuyingTpowerTandThasTaTsolidTwork

ingTclassTbaseTofT300Tmillion.T 

 

AroundT70%TofTtheTcompleteTfamiliesTinTIndiaT(188Tmillion)TliveTinTtheTrusticTregions

,TwhereTforTtheTmostTpartTcustomaryTretailToutlets,TusuallyTcalledTkiranaTstoresTexist.T

TheseTareTsloppy,TworkedTbyTsingleTindividualTandTrunsTbasedTonTpurchaserTknowledg

eTofTtheTproprietor.TNonetheless,TasTofTlateTcoordinatedTretailingThasTbecomeTmoreTwel

lTknownTinThugeTurbanTcommunitiesTinTIndiaTandTtheTvastTmajorityTofTtheTmetropolita

nTurbanTcommunitiesTandTotherTlargeTurbanTareasTareToverwhelmedTbyTcurrentTcoordin

atedTretailTlocations.TNumerousTsemi-

metropolitanTregionsTadditionallyTwitnessesTpassageTofTsuchTcoordinatedTretailToutlets.TT

illTnow,TpassageTofTunfamiliarTretailersTwasTconfinedTinTIndianTretailTmarketTinTlightT

ofTtheTrestrictionTonTForeignTDirectTInvestmentTinTIndianTRetailTSector.TYet,TasTofTlat

e,TasTgovernmentThasTchangedTitsTstrategyTandTtheTbureauThasTpermittedT51%TFDITin

Tsingle-

brandTretail,TtheTpossibilitiesTofTunfamiliarTplayersTenteringTIndiaTturnedToutTtoTbeThig

h.T 

 

"ArisingTTrendsTinTModernTRetailTFormatsTandTCustomerTShoppingTBehaviorTinTIndian

TScenario:TATMetaTAnalysisTandTReview"TbyTAdityaTPTTripathiTexaminesTaboutTtheTI

ndianTretailTareaTwhichTisTgoingTthroughTaTchangeTandTthisTdevelopingTbusinessTsector

TisTseeingTaThugeTchangeTinTitsTdevelopmentTandTspeculationTdesign.TBothTexistingTan

dTnewTplayersTareTtryingTdifferentTthingsTwithTnewTretailTorganizes.TPresentlyTtwoTwel

lTknownTorganizationsThypermarketsTandTgeneralTstoresTareTdevelopingTatTaTfastTspeed.

TAsideTfromTtheTblockT–TmortarTdesigns,TblockT-

TsnapTandTsnapTclickTdesignsTareTlikewiseTprogressivelyTpracticalTonTtheTIndianTretailT

scene.TShopperTelementsTinTIndiaTisTadditionallyTchangingTandTtheTretailersTneedTtoTob

serveTthisTandTdetailTtheirTsystemsTandTstrategiesTtoTconveyTtheTspecificTanticipatedTtha

tTvalueTshouldTtheTclient.TInTtheTsceneryTofTthisTloadTofTadvancementsTthisTpaperTmak

esTanTendeavorTto:T 

 

•TExplainTtheTarisingTpatternsTinTtheTimprovementTofTModernTRetailTorganizesTinTIndia

nTContextTandTHighlightsTtheTarisingTRuralTRetailTLandscapeTandTfurthermore,T 

 

•TRevealsTtheTConsumerTShoppingTBehaviorT(AcrossTtheTCountry)TamongTtheTModernT

RetailTFormatsTwithTexceptionalTreferenceTtoTDelhiTandTNCR.T 

 

KawalTGillTinT"DifficultiesTandTOpportunitiesTofTGlobalization:TATCaseTStudyTofTIndia

nTRetailTIndustry"TtalksTaboutTthatTIndia'sTretailTunrestTisTfinallyTbeginning.TIndiaTisTsi

tuatedTasTtheTmainTobjectiveTforTretailTventure.TIndia'sTretailTindustryTrepresentsT10%To

fTitsTGDPTandT8%TofTitsTbusiness.TTheTunderlyingTchangesTinTutilizationTdesignTbecau

seTofTquickTpayTdevelopment,TidealTsocioeconomics,TexpandingTurbanization,TglobalTope

nnessTbecauseTofTquickTtransformingTITTandTcorrespondenceTadvances,ThaveTaddedTtoTt
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heTdevelopingTsignificanceTofTretailingTinTIndia.TTheTadvancedTretailTorganizesTareTsho

wingTvigorousTdevelopmentTasTdepartmentalTstores,TgroceryTstoresTandThypermarkets.TT

heTGovernmentTguidelinesTpermitT100%TFDITinTrealTmoneyTandTbringTthroughTprogram

medTcourse.TTheTestablishmentTcourseTisTlikewiseTaccessibleTforThugeTadministrators.TT

heTGovernmentTofTIndiaTallowedT51%TFDITisTsingleTbrandTretail.TAfterTtheTdeclaration

,TlargeTnumbersTofTtheTtopTworldwideTretailersThaveTgottenTendorsementsTforTexchangi

ng.TSomeTofTthemTareTnowTpresentTinTIndiaTforTtheTlastTsixTtoTsevenTyearsTnow.TAft

erTtheTfinishTofTportionTsystemTmoreTthanTthree-

fourthTofTtheTmerchandiseTbyTretailersThasTgoneTtoTnotTmanyTnations.TAfterTChina,TIn

diaTenjoysTaTmajorTbenefit.TATworldwideThaveTplansTtoTincrementTsourcingTfromTIndia

.TAsTIndia'sTretailTareaTopensTupTforTanTenormousTscope,TtheTIndianTcoordinationsTare

aTisTtowardTtheTstartTofTaTsolidTdevelopmentTway.THomegrownTcoordinationsTorganizati

onsTareTarrangingThugeTspeculationsTtoTgrowTtheirTarrangementTofTadministrations.TItTis

TnormalTthatTinTtheTfollowingTtwoTyears,TtheTcoordinationsTareaTwillThaveTgoneTthroug

hTsignificantTchanges,TofferingTaTwideTrangeTofTadministrations.T 

 

"ShoppingTcentersTinTIndia:TNewTfriendlyT'separatingTpracticesTdependsTonTworkingTclas

sTutilization?"TByTDrTMalcolmTVoyceTtalksTthatTinTtheT1970,TtheTeconomyTwasTinTaT

conditionTofTlossTofTmotion.TOnTaTnewTreturnTvisitTtheTimpressionTintroducedTbyTtheT

mediaTwasTthatTIndiaTwasTcurrentlyTessentialTforTtheTworldwideTeconomyTandTthatTthe

TeconomyTwasTridingTonTtheTrearTofTworkingTclassTutilization.TAtTlongTlast,TtheTimpre

ssionTwasTthatThugeTunfamiliarTorganizationsTwereTreadyTtoTputTintoTenormousTmallsTa

sTtheTIndianTmarketThasTbeenTrumoredTtoTbeTtheTquickestTdevelopingTretailTmarketTon

TtheTplanet.T 

 

"MakingTaTshoppingTexperience"TbyTPacoTUnderhillTexaminesTthatTaTscrambleTtoTtheTc

loseTbyTretailTlocationTtoTgetTfoodTorTaTdecentTlongTshoppingTbinge;TweThaveTallTbee

nTaTpieceTofTthisTatTsomeTpointTorTtheTother.THoweverTweThaveTneverTattemptedTtoTi

nvestigateTtheTscienceTtakenTcoverTbehindTthisTdemonstrationTofTshopping.TInTthisTarticl

e,TtheTwriterTputsTforthTdefenseTforTthisTstudyTofTshoppingTandToffersTtheTexamplesTh

eThasTgainedTfromThisTexploration.TTheTperceptionsTareTfrequentlyTmisleadinglyTbasicTh

oweverTaTgreatTdealTofTsuggestionsTforTtheTretailTbusiness.TTheTretailerTcanTutilizeTbra

inTresearchTofTpresentTdayTretailingTtoTtakeTaTrelookTatTtheirTstoreTplanTandTbusinessT

measures.TTheTadvertisersToughtTtoTgiveTtheTclients,TaTnoteworthyTshoppingTexperience

TbyTzeroingTinTonTwhatTrequestsTtoTthem.T 

 

"BargainTshops:TIsTitTtheTAnswer?"TbyTKinjalTShahTsaysTthatTinTaTnationTlikeTIndia,T

whereTclientsTareTmoreTworthTcognizant,TlimitingTisTbyTallTaccountsTaTfruitfulTmodelTf

orTIndianTretail.TForTaTlimitingTmodelTlikeThypermarketsTtoTsucceed,TitTrequiresTaTreas

onableToffer,TastoundinglyTproficientTsourcing,TsolidTITTframeworksTandTsolidTinsideTco

stTcontrolTframeworks.TAlongsideTtheseTelements,TvisualTpromotingTwouldTassumeTaTsig

nificantTpart,TasTimpartingTtheTcostsTandTtheTarrangementsTareTtheTvitalTfactorsTinTtrick

ingTtheTclients.T 

 

InTanTarticleTnamedT"RetailingTRejuvenated"TSuranjanaTBasuThasTclarifiedTthatTretailTen

ergyTisTtheTarticulationTthatTcanTstrikinglyTportrayTtheTfurorTofTIndianTshoppersTwhoTa
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reTcoordinatingTwithTtheirTworldwideTpartnersTwhileTenjoyingTpurchasingTspectacle.TToT

eruptTtheTspendingTbinge,TretailersThaveTcomeToutTwithTdifferentTconcessionToffers.TTo

TkeepTtheTrhythmThigh,TsomeThomegrownTretailersTareTgivingTaTvaliantTeffortTtoTsetTu

pTtheirTproductTonTrebateTconsistently.TThisTgivesTthemTtheTforefrontToverTtheTworldwi

deTcompetitors.TTheTpatternTisTslowlyTgraspingTIndia.TheTsameTarticleTsaysTthatTrebate

ToffersTareTtheTmostTstraightforwardTapproachTtoTbaitTclients.TItTcoaxesTclientsTtoThand

ToverTcashTforTtheirTpositiveTbrands.THighTdealTchangeTthatTfollowsThighTfootfallsTgiv

esTtheTmatterTofTretailersTaTliftTtoTgetTbyTinTtheTcurrentTmercilessTrivalry.T 

 

TheTRetailTIndustry:TFromTMythTtoTMallsTbyTAmitTSinglaTsaysTthatT“India'sTretailTare

aTwillTchangeTandTwithTaTthree-

yearTaccumulatedTyearlyTdevelopmentTpaceTofT46.64Tpercent,TretailTareaTisTtheTquickest

TdevelopingTareaTinTtheTIndianTeconomy.TConventionalTthemselvesTinTnewTconfiguration

sTlikeTdepartmentalTstores,Thypermarkets,TgroceryTstoresTandTstrengthTstores.TWestern-

styleTshoppingTcentersThaveTstartedTshowingTupTinTmetrosTandTcloseTtoTmetroTurbanTc

ommunities,TacquaintingTtheTIndianTshopperTwithTanotherTshoppingTexperience.”T 

KSA-

Technopak,TaTretailTcounselingTandTexplorationTorganization,TpredictsTthatTbyT2018,Tcoo

rdinatedTretailingTinTIndiaTwillTcrossTtheTUS$T21.5-

billionTimprintTfromTtheTcurrentTsizeTofTUS$T7.5Tbillion.TTheTIndianTretailTmarketTisT

ofThugeTsizeTaboutTUS$T350Tbillion.TBeTthatTasTitTmay,TcoordinatedTretailTisn'tTsoTim

menseTandTitTisTatTjustTUS$T8Tbillion.TInTanyTcase,TtheTchanceTforTdevelopmentTisTi

mmense—

byT2018,TcoordinatedTretailTisTreliedTuponTtoTdevelopTtoTUS$T22Tbillion.TWithTtheTde

velopmentTofTcoordinatedTretailingTassessedTatT40%TthroughoutTtheTfollowingTnotTmany

Tyears,TIndianTretailingTisTunmistakablyTatTaTtippingTpoint.TThisTarticleTisTanTendeavor

TtoTbreakTdownTtheTspacesTwhereTretailTareaTisTdevelopingTandTwillTdevelop,TwhatTwi

llTbeTtheTobjectiveTmarketTportionTforTtheTretailersTandThowTmightTtheyTattemptTtoTser

veTthis. 

 

WHATTWILLTDRIVETTHETRETAILTBOOMTINTINDIA?T 

BYTASHOKTKUMAR 

IndiaTisTasTofTnowTinTtheTsecondTperiodTofTtheTretailTdevelopment.TTheThomegrownTc

lientsTareTasTaTruleTmoreTrequestingTwithTtheirTrisingTwayTofTlifeTandTevolvingTwaysT

ofTlife.TChangeTinTclients'TconcentrationTfromTsimplyTpurchasingTtoTwideTshoppingT(pur

chasing,TamusementTandTexperience)ThasTpromptedTaTgetTinTenergyTinTcoordinatedTarra

ngementsTofTretailing.T 

 

InaccessibilityTofTvalueTretailTspaceThasTbeenToneTofTtheTprincipleTlimitationsTforTimpr

ovementTofTcoordinatedTorganizationsTinTIndia.TBefore,TnegativeTyieldTonTrentedTpropert

yTandTabsenceTofTbankTfinancingTbecauseTofTchaoticTpropertyTmarketTbroughtTaboutTa

TlackTofTvalueTretailTspaceTinTtheTcountry.TTheTspreadTbetweenTyieldTonTpropertyTand

TitsTfinancingTcostThasTturnedTpositiveTwithTtheTfallTinTloanTfees.TAlluringTyieldsTonT

speculationsThaveTbroughtTaboutTaTsharpTexpansionTinTpropertyTadvancement.T 
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FavorableTtoTdynamicTadvancesTtakenTbyTtheTpublicTauthorityTallowingTutilizationTofTla

ndTforTbusinessTimprovementTinTdifferentTurbanTcommunities,TincludingTMumbaiTandTD

elhi,ThaveTadditionallyTaddedTtoTexpandedTaccessibilityTofTretailTspaceTinTtheTcountry.T 

 

AccessibilityTofTretailTspaceTisTreliedTuponTtoTincrementTfurtherTatTwhateverTpointTprop

ertyTassetsTandTventureTtrustsTareTallowed,TwhichTwillTassistTwithTmakingTanTauxiliary

TmarketTforTlandTinTtheTcountry.TCommercializationTandTbrandTmultiplicationTadditionall

yTimprovedTcoordinatedTretailingTinTtheTcountry.TTheTvastTmajorityTofTtheTworld'sTdriv

ingTbrands,TincludingTlikeTL'Oreal,TEspirit,TLouisTVuitton,TMarksTandTSpencer,TTommy

THilfiger,TLouisTPhillipe,TLevis,TPepe,TLee,TArrow,TDockers,TRedTTape,TClairns,THugo

TBoss,TTiffany,TBulgari,TEcco,TChambor,TRevlon,TPhilips,TCorelle,TMagppie,TNike,TRee

bok,TParker,TRayTBan,TLegoTandTMattel,TareTcurrentlyTpresentTinTIndia.TAnotherTfactor

TthatTspedTupTtheTdevelopmentTofTcoordinatedTretailingTisTmediaTmultiplication.TExpand

edTcommercialsTandTbrandTadvancementsThaveTpromptedTaTdevelopingTshopperTspending

TacrossTaTwideTscopeTofTitem. 

 

WhatTwillTfuelTtheTboom?T 

 

TheTDifferentialTdealsTchargeTratesTexistTacrossTstatesTinTanyTcountry.TMoreover,Tthere

TisTnumerousTpointToctopiTsectionTchargeTassortment.TEveryToneTofTtheseTaddTtoTtheT

costTandTintricacyTofTappropriationTasTtheseTrequireTnumerousTstockroomsTandTdon'tTco

nsiderTcentralizationTofTspecificTobtainmentsTgivenTtheTfrequencyTofTnearbyTexacts.TExe

cutionTofTValueTAddedTTaxTwillTsmoothToutTtheTintricaciesTinTtheTassessmentTdesignT

andTlimitedTtheTexpenseTimpedimentTamongTcoordinatedTandTsloppyTretailers.TWhileTso

meTdrivingTretailersTareTasTyetTreadyTtoTgetTfinancingTfromTbanks,TtheTmoreTmodestTo

nesTareTobligedTforTsubsidizingTforTdevelopment.TEssentially,TvalueTalternativesTareTaddi

tionallyTlimitedTasTunfamiliarTdirectTspeculationTisn'tTallowedTinTtheTretailTexchangingTa

rea.TFDITlimitationsThaveTadditionallyTslowedTdownTsectionTofTworldwideTmajorsTtoTret

ailingTinTtheTcountry,TwhichTmightThaveTinTanyTcaseTassistedTtheTbusinessTwithTcreatin

gTfinancingTandTbringTbetterTpracticesTandTframeworks.TBeTthatTasTitTmay,TpositiveTch

angesTareTnormalTonTtheTFDITside.TTheTimprovementTofTstreetTframework,Tparticularly

TtheTGoldenTQuadrilateralTtaskTinterlinkingTNorth-WestTandTEast-

WestThalls,TwillTacquireTeffectivenessTinTstoreTnetworkTandTdiminishTwastages.T 
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WhatTareTtheThurdles?T 

 

Non-

accessibilityTofTpreparedTlabor,TparticularlyTatTtheTadministrationTlevel,TrepresentsTaTvita

lTdangerTforTtheTretailTarea.TFurthermore,TasTcoordinatedTretailTdevelopsTquickly,TthereT

willTbeTstressTonTexistingTplayersTasTnewTparticipantsTsearchTforTpreparedTlaborTatTdiff

erentTandTmultipleTlevels. 

 

OpeningTupTofTFDITinTretailTcouldTseeTtheTsectionTofTglobalTmajorsTwhichTwillTsquee

zeTtheTlaborTofTexistingTretailers.TSCMTefficienciesTareTvitalTforTretailersTtoTkeepTupT

withTandTfurtherTdevelopTedges.TSCMTincorporatesTmerchantTandTcoordinationsTtheTexe

cutivesTwhichTisTimmatureTinTIndia.TNotwithstanding,TwithTdevelopingTsizeTofTactivities,

TSCMTefficienciesTwillTturnTintoTaTvitalTdifferentiatorTofTbenefit. 
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PERCENTAGETOFTORGANISEDTRETAILTACROSSTGLOBE 

 

 

 

BASICSTOFTCONSUMERTSPENDINGTINTINDIA 

 

TheTIndianTmarketThasTenormousTpotentialTforTquiteTaTwhileTtoTcome.TAlso,TthatTisTthe

TreasonTweTareTconsistentlyTunder-

buildingTlimitTandTgettingTprogressivelyTshockedTbyTourTownTcommercialization,TsaysTRa

maTBijapurkar.TTheTfirstTpageTreportTinTtheTversionTofTTheTEconomicTTimesTofTSeptem

berT21,T2016TconveyedTtheTprovocativeTfeatureT"CutTtheTpuff,TIndiansTspendsTmoreTonT
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essentials",TandTproceededTtoTilluminateTusTthatT"hereTisTaTrudeTawakeningTforTeveryTon

eTofTtheTpeopleTwhoTthoughtTaTtimeTofTrisingTpayTandTbrandTdecisionThaveTtransformed

TmetropolitanTIndiansTintoTimprudent,TfoolishTandTobligationTcherishingTanimals".TInTtruth

,TtheTtruthTofTtheTmatterTisTthatTbarelyTanyoneTwhoTmaintainsTaTshopperTbusinessTtruly

TfeelsTthatTmetropolitanTIndianTbuyersTareTimprudent,TcarelessTandTobligationTadoring.TIn

deed,TtheTmostTwell-

knownTgrumblingTofTadvertisersThasTbeenTthatTtheyTareTcareful,TunreasonablyTanTincentiv

eTfor-

cashTcognizantTandTbarelyTatTanyTpointTturnToverTtheTsumTdueTonTtheirTchargeTcards.TI

tTshowsTup,Thowever,TthatTindividualsTwhoTneedTtheTrudeTawakeningTareTtheTmedia,Tpre

sentTorganizationTnotwithstanding,TwhoTare,TinTtheTexpressionsTofTThomasTHuxley,TveryT

hesitantTtoTletTtheirTwonderfulTtheoriesT(andTfeatures)TbeTkilledTbyTappallingTrealities.TAl

lowTusTtoTlookTatTtheTrealitiesTthatTareTthereTinTtheTreviewTinformationTonTwhichTtheTr

eportTisTbasedTandTcheckTwhetherTtheyTareTanyTuniqueTinTrelationTtoTthoseToutTthereTin

TtheTpublicTspace.TNobodyTwhoTatTanyTpointTsawTaTNSSTreportTorTputsTstockTinTtheTp

rivateTutilizationTconsumptionTinformationTputToutTbyTtheTpublicTauthorityTmightThaveTen

counteredTtheT"aha"TthatTtheTjournalistsTdid,TwhenTtheyTsawTtheTinformationTfromTtheTn

ewTreviewTonTtheTportionTofTcustomerTuseTonTdifferentTbinsTofTthings.TTheTreportTisTa

mazedTwithTregardsTtoTconsumptionTbeingToutTofTtheTblueThighTonTfood,Tfood,TleaseTan

dTutilities,TandTschooling.TTheTtruthTofTtheTmatterTisTthatTtheseTthingsThaveTconsistently

ThadTtheTmostTnoteworthyTofferTinTtheTconsumptionTbin.TTheTstoryTtoTshoutTabout,Tnot

withstanding,TliesTinTpreciselyTtheTcontraryTspot!TTheTmoreThelpfulTthingTtoTfeatureTfrom

TtheTstudyTinformationTdisplayedTinTtheTreport,TisTtheTamountTmoreTnonT"fundamental"T

consumptionTtheTwell-

offTpeopleThave,TcontrastedTwithTtheTremainderTofTtheTcountry.TForTtheseTpeopleT(theTex

ampleTuniverseTorTindividualsTtheToverviewTmanagesTisTtheTtopThalfTofTmetropolitanTInd

ianTpopulaceTbyTpay;TandTtheTtopT15%TofTIndianTfamilies),TcommercializationTisTforTsur

eTwellTandTaliveTandTwildlyTonTtheTverticalTpattern.TThisTgatheringThasTaTmuchTlowerTr

ateTportionTofTfoodTandTdrink,T36%TasTagainstTtheTpublicTnumberTofT40.6%.TItTaddition

allyThasTaTmuchTlowerTportionTofTtransportTandTcorrespondence,TatTsimplyTmoreTthanT1

0%TwhenTcontrastedTwithTaboutT18%TforTtheTcompleteTnation;TandTupThoweverTmuchT4
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TrateTfocusesToverTtheTmostTrecentTfiveTyears.TRegardless,TitTisTperilousTtoTarriveTatTthe

TresolutionTthatTindividualsTareTnotTspendingThoweverTmuchTyouTthoughtTthey,Tdepended

TonTtheTportionTofTaTclassTdeclining.TIndeed,TtheTportionTofTfood,Trefreshments,TandTso

Tforth,TdroppedTbyT6.2TrateTfocusesTinT2012-

13,ThoweverTinToutrightTtermsTitTdeveloped.TIt'sTaTbitTlikeTtheTconditionTofT"notTthatTIT

loveTCaesarTless,TbutTratherTthatTITloveTRomeTmore"!TTheTreportTalludesTtoTattireTandT

extrasTasTaTguiltyTpleasureTwhileTleaseTandTutilitiesTandTfoodTasTessentials.TITthoughtTga

rmentsTfitTintoTtheT"roti,TkapdaTaurTmakaan"TmeaningTofTrudiments?TAlso,TifTtheTtopT15

%TofTIndiaTisTspendingTaboutTaTsimilarTportionTofTconsumptionTonTgarmentsTandTextras

TasTtheTentiretyTofTIndia,Tthen,TatTthatTpointTITkeepTthinkingTaboutTwhetherTthatTuphold

sTthatTendTthatT"apparelTandTadornmentsTareTamongTtheTcoupleTofTextravagances".TWith

TrespectTtoTtheTperceptionTthatTtheTpercent-age-

spendTonTobligationTadjustingTandTdurablesTbeingTsoTlow,TandTtheTideaTthatTperhapsTthe

TnewsTisn'tTallTusefulTforTadvertisers,There'sTaTfastTexplanationTonTtheTprecariousnessTof

TdecipheringTnumbersTidentifyingTwithTtheTIndianTshopperTmarket,TbeforeTweTasTaTwhole

TconfoundTourselvesTfurther,TorTratherTbeforeTtheTmediaTbefuddlesTweTallTwhoTtrulyTsho

uldTknowTbetter.TSupply-

sideTnumbersTareTuniqueTinTrelationTtoTshopperTwindowTnumbers.TATlittleTlevelTofTaTtre

mendousT'center'TorT'tummyTofTtheTmarket'TcustomerTbaseTpurchasingTaTsturdyTorTaTwire

lessTcouldTbringTaboutTcolossalTdevelopmentsTinTtheTquantityTofTmobileTphones.TInTthisT

way,TonTtheToffTchanceTthatToneTnumberTisTvalidTtheTotherTcanTlikewiseTbeTvalidTandT

shouldTnotTtoTastonishTorTstunTanyTbusinessTauthor.TThatTisTtheTreasonTweTsayTtheTIndi

anTmarketThasTtremendousTpotentialTforTquiteTaTwhileTtoTcome.TFurthermore,TthatTisTthe

TreasonTweTareTconsistentlyTunder-

buildingTlimitTandTgettingTprogressivelyTshockedTbyTourTownTcommercialization!TAlso,Tpr

esentlyTforTtheTunexpectedTthatTtheTarticleTdisplaysTthatTtheTportionTofTinvestmentTfunds

TinTtheTuseTcontainerTisTbiggerTthanTtheyTanticipatedTthatTitTshouldTbe.TTheTNDSSPT(N

ationalTDataTSurveyTonTSavingsTPatterns)TstudyTaccomplishedTforTtheTmoneyTserviceTand

TaccessibleTinTtheTpublicTspace,ThasTshownTthatT45%TofTtheTcompleteTfamilyTinvestment

TfundsTareTwithTtheTtopT10%TpayTworkers.TTheTindividualsTwhoThaveTtheTcashTtoTspen

d…TlikewiseThaveTtheTcashTtoTsave.TTheTtruthTofTtheTmatterTisTthatTgenuineTanecdotesT
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aboutTIndianTcustomersTareTnotTwithTregardsTtoThowTnearTtheirTwesternTpartnersTtheyTar

e,ThoweverTconcerningThowTtheyT 

 

tight-

ropeTstrollTonTaTcarefulTspendingTplanTtoTadjustTsoberTmindednessTandTextravagance.TFur

ther,TthereThaveTbeenTexcessivelyTnumerousTrashTandTfoolishTarticlesTinTtheTmedia,Twhic

hTofferTclearingTexpressionsTaboutT"Indian"TcustomerTconduct.TItTseems,TbyTallTaccounts,

TtoTbeTparticularlyTunfashionableTtoTsignalTtheTwayTthatTtheTstoryTdoesn'tThaveTanyTsign

ificantTbearingTtoTallTIndians,ThoweverTjustTaTsimpleTpartTofTthemT—

TfrequentlyTtoTnotTevenT10%TofTIndians.TConsiderTeveryToneTofTtheTmediaTpublicityTab

outTtheTwidespreadTexpenditureTofTtheTyoungTandTtheirTfascinatingThomeTbaseTspots.TMe

diaTarticlesTasTaTruleTdisregardTtoTmakeTreferenceTtoTwhoTpreciselyTtheyTareTdiscussingT

whenTtheyTutilizeTtheTcatch-

allTexpressionT"IndianTyouthT".TNormally,TtheyTareTdiscussingTmetropolitanTSECTAT(most

TelevatedTfinancialTclass)Tyouth.TInTtheTeventTthatTtheirTmeaningTofTyouthTisT15TtoT25-

year-

olds,TtheyTareTdiscussing,TbestTcaseTscenario,T5.5TmillionTmetropolitanTyouth;TmoreTproba

ble,TtheyTareTdiscussingT3.1TmillionTmajorTcityTyouth,TandTsurprisinglyTalmostTcertain,Tal

lTtheTpromotionTisTaboutTSECTA1TyouthTinTenormousTurbanTcommunities,TwhoTnumberT

1.2Tmillion!TConversely,TweTareTdiscussingT159TmillionT15TtoT25-year-

oldsTinTrusticTIndia,T74%TofT 

 

whomThaveTnotTgoneTupTtoTclassT10,TandTsurelyTdon'tTknowToneTsortTofTcomputerTgam

eTorTsportsTshoeTbrandTfromTanother.T(InformationTsource:TIRSToverviewTofTHansaTRese

arch).T 

(TheTauthorTisTanTindependentTmarketTstrategyTconsultant) 

 

 

VIEWSTONTRETAILINGTBYTPRASADTKULKARNIT 
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PrasadTKulkarniTsays,T“TheTretailTbusinessTisTtheTbiggestTbusinessTrepresentingTmoreTth

anT10%.TItTisTtheTsecondTbiggestTbusinessTafterTagribusiness.TThereTareT12mmTretailTo

utletsTinTIndia.TRetailingTinTIndiaTisTcontinuouslyTcreepingTitsTdirectionTtowardTbecomi

ngTnextTroaringTIndustry.TTheTIndianTpopulaceTisTseeingTaTcriticalTchangeTinTitsTsocio

economics.TAThugeTworkingTpopulaceTwithTmiddleTageTofT24Tyears,TfamilyTunitsTinTm

etropolitanTregionsTalongsideTexpandingTworkingTpopulaceTandTarisingTopenTdoorsTinTad

ministrationsTareaTwillTbeTtheTvitalTdriverTofTtheTcoordinatedTretailTareaTinTIndia.TThe

TpatchingTupTexerciseTofTIndianTretailTindustryTgoesTwithTdepartmentalTstores,Thyperma

rket,Tstore,TandTclaimTtoTfameTstore.TWesternTstyleTshoppingTcentersThaveTstartedTshow

ingTupTinTtheTmetrosTandTsecondTbarTurbanTareasTtheTsameTacquaintingTtheTIndianTpu

rchaserTwithTaTshoppingTexperienceTmoreTthanTever.” 

 

IndiaThasTbeenTpositionedTsecondTinTaTGlobalTRetailTDevelopmentTIndexTofT30Tnations

TdrawnTbyTATTKearney.TItThasTassessedTIndia'sTcompleteTretailTsumTatTUST$202.6Tbil

lionTwhichTisTreliedTuponTtoTdevelopTatTanTintensifiedT30%ToverTnextT5TyearsTandTth

eTincomesTareTreliedTuponTtoTsignificantlyTincreaseTfromTcurrentTus$T7.7TbnTtoTUST$

T24Tbn.TTheTretailTIndustryTisTseparatedTintoTcoordinatedTandTchaoticTarea.TAuthoritativ

eTretailingTalludesTtoTexchangingTexercisesTattemptedTbyTauthorizedTretailers.Tie.TtheTin

dividualsTwhoTareTenlistedTforTdealsTcharge,TIncomeTchargeTandTsoTonT(CorporateTban

kedThyperTbusinessTsectors,TcorporateTstore,ThalfwayTpossessedThugeTretailTbusiness)TUn

organizedTthenTagain,TalludesTtoTtheTconventionalTarrangementTofTminimalTexpenseTretai

lingTfarTtheTpredominantTtypeTofTexchangeTIndiaTestablishingT98%TofTexchangeTwhileT

coordinatedTexchangeTrepresentsT2%.TItTwasTassessedTthatTtheTcorporateTclaimedTretailT

businessTwasTreadyTtoTdevelopTtoT65500TbyT2015TfromT15000ToutTofT1999.TCoordinat

edTTradeTutilizesT51lacTindividualsTwhileTdisorderlyTretailTexchangeTutilizesT3.95Tcr. 
 

TABLETSHOWINGTSHARETOFTRETAILINGTTRENDTAMONGTTHETEMPLOY

MENTTACROSSTDIFFERENTTNATIONS 

 

NAMETOFTTHETCOU

NTRY 

PERCENTAGETSHARETOFTRETAILINGTINTEM

PLOYMENT 

INDIA 8% 

U.S.A 16% 

POLAND 12% 

BRAZIL 15% 

CHINA 7% 
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TheTIndianTretailTIndustryTkeepsTonTbeingTexceptionallyTdivided.TAsTindicatedTbyTGlob

alTconsultancyTfirmTACNielsenTandTKSATTehnopak,TIndiaThasTtheTmostTelevatedTShop

TDensityTonTtheTplanetTandTthereTwereTsourceTforTeachT1000Tindividuals.TGivenTthisTs

etting,TtheTnewTracketTaboutTopeningTtheTretailTareaTtoTFDITturnsToutTtoTbeTexception

allyTtouchyTIssueTwithTcontentionsTtoThelpTtheTtwoTsidesTofTtheTdiscussion.TItThasTpos

itiveTandTnegativeTsides.TEmphatically,TitTcanTpromptTmoreTnoteworthyTefficiency,Tfurth

erTdevelopingTexpectationsTforTeverydayTcomfortsTseparatedTfromTjoiningTintoTtheTGlob

alTEconomy.TCustomersTwillTlikewiseTbenefit.TOnTtheTnegativeTside,TworkTmightTbeTup

rootedTtoTtheTdegreeTthatTitTcanTjustTextendTbyTobliteratingTcustomaryTretailTarea.TAcc

ordingTtoTintroduceTguideline,TnoTFDITisTallowedTinTretailTexchangeTIndia.TPermittingT

26(inTtheTfirstT2years),T49T%(TinTtheTfollowingT3TYears)TandT100%T(inTtheTfollowing

T5TYears)ThaveTbeenTtheTproposedTfiguresTtillTdate.TTheTWaitingTForeignTJuggernaut:T

TheTworld'sTbiggestTretailerTWal-

MartThasTimmenseTdesignsTforTIndia.TItTisTmovingTaTseniorTauthorityTfromTitsTcentralT

commandTinTBentonville,TtoTheadTitsTstatisticalTsurveyingTandTbusinessTimprovementTw

orkTrelatingTtoTitsTretailTplanTinTIndia.TTheTNewTYorkTbasedThighTandTstyleTretailerT

SAKSTFifthTAvenueThasTrestrictedTwithTretailTmajorTDLFTpropertiesTtoTsettleTinTaTsho

ppingTcenterTinTNewTDelhi. 

 

TRENDSTINTRETAILING 

TheTRetailTIndustryTisTchangingTquicklyTbecauseTofTdifferentTreasonsT 

 

1)TSpatialTcomfort:T 

 

NumberTofTworkingTladiesThasTfilledTanTextremeTinterestTforTcomfort.TTheTmissionTfor

TcomfortTwithTrespectTtoTbuyersTisTdepictedTbyTdistractedTdevelopmentTofTgeneralTstore

TpoweredTbyTtheTpassageTofTPetroleumTadvertisersTAM/PMTstore,TExplodingTPopularity

TofTinternetTshoppingTadministrators,TDiversificationTandTclassificationTofTcandyTmachine

TintoTfood/apparelTandTtapes.T 

 

 

 

2)THugeTIncreaseTinTtheTforceTofTretailer:T 

 

AtToneTinstanceTinTtime,TColgateTdominatedTshops.TPresentlyTtheTretailersTwillTinTtrend

yToverwhelmTthem.TTheTcausesTatTtheTbackTofTthisTinversionTareTmany.TRetailersThave

TvariousTnewTgadgetsTfromTwhichTtoTpickToutTwhileTselectingTwhatTtoTstockTonTtheir

Tracks.TFurtherTtheTITThasTdiffusedTduringTretailingTsoTmuchTthatTnearlyTallTgreatTstor

eTcanTcaptureTaspectTbyTwayTof-

aspectTdataTbyTfilteringTdevicesTatTthatTdigitalTretailTvicinityTterminal.TThisTfactsTonTre

cordsThasTallowedTretailersTtoTcheckTtheT(DPP)TDirectTPortfolioTofTIndividualTItems,Ttr

ackTwhatTactionsTandTwhatTdoesTnotTflowTproperlyTinTtheirTstores.TSoTtheTManufactur
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ersTattemptedTtoTgetTspaceTwithinTtheTracksTofToutlets.TTheyTprovideTPricingTconcessio

n,TestablishingTrecompenseTandTsoTforth,TtoTadvanceTitems. 

 

3)TGrowingTDiversityTofTRetailTorganizes:T 

 

ShoppersTwouldTnowTbeTableTtoTbuyTsameTproductTfromTwideTassortmentTofTretailers.

TTheyTareTDept.Tstore,TstrengthTstore,TcornerTshop,TclassTexecutioner,TMassTmerchandis

er,THypermarket.T 

 

MotherTandTPopTStoresTandTTraditionalTKiranaTstores:TlittleTfreeTstoresTacrossTitemTcla

ssesTareTexceptionallyTnormalTretailTdesignTinTIndia.TEspeciallyTinTlittleTmunicipalitiesT 

 

OnlineTbusiness:TTheTmeasureTofTretailTbusinessTledTonTtheTInternetTisTdevelopingTeach

Tyear.TOrganizationsTlikeTAmazon.TcomTandTFirstTandTsecond.comTwhichTaidedTpioneer

TtheTretailTonlineTbusiness.T 

 

RetailTchainTwithTdifferedTpromotingTtasks.T 

 

Establishment:TTerritoryTrightsTareTadditionallyTofferedTtoTfranchisees.TDifferentTcirculati

onTandTdifferentTadministrationsTareTgivenTbyTagreementTtoTfranchiseesTtoTexpense.TEx

ample.TMcDonalds-TBlockbusterTVideoT 

 

StockroomTclub-

discountTclub:TAppealTisTtoTcostTcognizantTcustomer.TSizeTisT60000Tsq.Tft.TorTonTtheT

otherThandTmore.TItemTchoiceTisTrestrictedTandTitemsTareTtypicallyTsoleTinTmassTsize.T 

 

MailTrequestTindex:TNon-

storeTsellingTusingTwritingTshippedToffTpossibleTclient.TNormallyThasTaTfocalTgettingTan

dTtransportationTdirectTtoTtheTclient.T 

 

ClaimTtoTfameTDiscounterT–

TCategoryTexecutioner:TOffersTstockTinToneTlineT(eg.ToutdoorTsupplies,TofficeTsupplies;T

youngstersTstockTwithTextraordinaryTprofundityTofTitemTdeterminationTatTlimitedTcosts.T

StoresTordinarilyTrangeTinTsizeTfromT50,000TtoT75000TsquareTfeet.T 

 

DevelopmentTofTdistrictTexplicitTorganizations:TtopTtoTbottomTstoreTdesign,TwhileTmostT

ofTtheTATclassTrefersTtoTandTmetrosThaveTbiggerTstoresTofT50000TsqTftTsizes,TstoresTi

nTBTClassTtownsThaveTbalancedToutTinTtheT25000-

35,000Tsq.TfeetTrange.TMostTplayersThaveTbegunTworkingTtheseT2TorganizationsTacrossT

differentTurbanTcommunities,TwhichThasTassistedTthemTwithTnormalizingTtheTproductTpre

sentingTacrossTtheTchain.T 

 

SectionTofTInternationalTPlayers:TAThugeTno.TofTworldwideTplayersThasTmanifestedTinter

estTinTIndiaTinTspiteTofTtheTshortfallTofTgoodTgovernmentTstrategies.T 

 



 

33 
 

ShoppingTcenterTDevelopment:TModernTshoppingTcentersTmadeTtheirTentranceTintoTIndia

TinTtheTlastTpartTofTtheT1990sTwithTtheTfoundationTofTgoTacrossTstreetsTinTMumbaiTa

ndTAnsalTPlazaTinTDelhi.TAsTperTaTmarketTgauges,TnearT10mnTsq.TfeetTofTshoppingTc

enterTspaceTisTbeingTcreatedTacrossTaTfewTurbanTareas. 

 

EMERGENCETOFTORGANISEDTRETAILINGTSECTOR 

CoordinatedTretailingTinTIndiaTaddressesTpartTofTallToutTretailTmarket.TInT2001,Tcoordin

atedTretailTexchangeTIndiaTwasTworthTRs.11,228.7Tbillion.TTheTcuttingTedgeTretailTarran

gesTareTshowingTstrongTdevelopmentTasTaTfewTcorporateTstoreThaveTsetTupTaTbaseTinT

metropolitanTurbanTcommunities,TparticularlyTinTsouthTIndia,TandTareTspreadingTallTover

TIndiaTateTfastTspeed.TBeTthatTasTitTmay,TspaceTandTrentalsTareTgivingTtoTbeTtheTgrea

testTimperativesTtoTtheTadvancementTofThugeTconfigurationsTinTmetropolitanTurbanTareas

TsinceTretailersTareTfocusingTonTidealTspots.T 

InTmetropolitanTIndia,ThouseholdsTareTencounteringTdevelopmentTinTpayThoweverTlackTo

fTtime.TAnTeverTincreasingTnumberTofTfemaleTpersonTareTtakingTupTcorporateTpositions,

TwhichTisTaddingTtoTtheTfamily'sTpayTandTpromptingTbetterTwaysTofTlife.TRisingTliveli

hoodsThasTpromptedTanTexpandedTinterestTforTbetterTqualityTitemsTwhileTabsenceTofTti

meThasTpromptedTanTinterestTforTaccommodationTandTadministrations.TTheTinterestTforT

frozen,Tmoment,TpreparedTtoTcook,TpreparedTto-

eatTfoodThasTbeenTonTtheTascent,TparticularlyTinTtheTmetropolitanTandTenormousTurban

TareasTinTIndia.TThereTisTlikewiseTaTsolidTpatternTforTallTinclusiveTresourcesTlikeTgene

ralTstoresTandTretailTchains.T 

ProvincialTIndiaTkeepsTonTbeingToverhauledTbyTlittleTretailToutlets.TJustT3.6TmillionTout

letsTobligeTinTexcessTofT700TmillionToccupantsTofTrusticTIndia.THere,TarrangementTstore

s,TpaanTshopsTandTapportionTshopsTareTtheTmostTfamousTvehiclesTofTretailing.TAsideTfr

omTthis,TthereTareTintermittentTorTbriefTbusinessTsectors,TforTexample,Thaats,Tpeeth,Tand

Tmelas,TthatTsurfaceTatTsimilarTareaTatTcustomaryTtimeTspans.TTheTMckinseyTreportTpre

dictsTthatTFDITwillThelpTtheTretailTorganizationsTtoTdevelopTtoTUST$T460-

470TbillionTbyT2010.TThereThasTbeenTaTsolidTprotectionTfromTunfamiliarTdirectTventure

T(FDI)TinTretailingTfromTlittleTdealersTwhoTdreadTthatTunfamiliarTorganizationsTwouldTr

emoveTtheirTbusiness,TleadTtoTtheTconclusionTofTmanyTlittleTexchangingTorganizations,T
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andTresultTinThugeTscopeTjoblessness.TSubsequently,TgovernmentThasTdebilitateTFDITinTr

etailTarea.TAsTofTnow,TunfamiliarTretailersTcanTenterTjustTthroughTconfinedTmodes.TWor

ldwideTplayersTinTtheTretailTfragmentThaveTbeenTenteringTtheTmarketTforTsomeTtimeTno

w.TPlayersTthatTenteredTbeforeTtheTfacilitatingTofTlimitationsTonTFDITinTretailTneededTt

oTcomeTthroughTvariousTmodes,TforTexample,TjointTendeavorsTwhereTIndianTaccomplice

TisTaTfareThouseT(forTexampleTAllToutTHealthTcare);Tdiversifying/nearbyTassembling/sou

rcingTfromTlimitedTscopeTareaT(forTexampleTMCTDonald's,TpizzaThovel)TmoneyTandTco

nveyTactivitiesT(Giant)TandTauthorizingT(MarksTandTSpencer's)TChennaiThasTencountered

TtheTcoordinatedTretailTblast.TThisTisTinTspiteTofTitsTviewTofTbeingTaTconventional,Ttra

ditionalistTandTcostTcognizantTbazaars.TFoodTuniverse,TMusicTsector,THealthTandTGlow,T

subhikshaTandTsoTforthTareTaTcoupleTofTtheTeffectiveTnamesTinTtheTretailTbusinessTthat

TbeganTtheirTchainTofTstoresTfromTChennai.TFactors,TforTexample,TsensibleTretailTcosts,

TsolidTpresenceTofTMNC,TsoundTmechanicalTdevelopment,TexpansionTinTtheTquantityTof

TtwofoldTpayTfamilies,TdevelopmentTofTworkingTclassThaveTallTpromptedTtheTdevelopme

ntTandTfoodTofTthisTIndustryTinTChennai.T 

InTtheTcurrentTbusinessTclimateTaTconversionTofTmarketTinfluencesThasTestablishedTanTa

mazinglyTintricateTenvironmentTinTtheTworldwideTretailTindustry.TInTmatureTbusinessTsec

tors,TretailTareaTisTtestedTbyTitsTpowerlessnessTtoTdevelopTandTkeepTupTwithTnetTreven

uesTbecauseTofTaTcompelledTworkingTclimate,TmarketTdevelopmentTandTimmersion,Tslow

TpopulaceTdevelopment,TandTadditionalTrequestingTshoppersTjustTasTexceptionallyTunstabl

eTpurchaserTconduct.TAsideTfromTtheseTthereTareTworriesTofTrisingTcutthroatTpressingTf

actors,TchangeTofTelectiveTdealsTchannels-

includingTstores,Tweb,TcallTfocuses,TandTadministrationsTtoTtheThome,TanTobscuringTofTj

obsTamongTprovidersTandTretailers."TAlso,TasTshoppersThaveTbecomeTenabledTthroughTa

dmittanceTtoTdata,TanyTplaceTandTatTwhateverTpointTtheyTneedTit,TretailersThaveTbecom

eTmoreTpertinentTtoTtheTcustomerTatTtheTplaceTtoTcheckoutTandTconsequentlyTaTchange

TyetTtoTbeTdeterminedTofTcapacityTtoTtheTretailers.TAsTaTresult,TtheTessentialTfocalTpoi

ntTofTtheTwholeTretailTareaTisTmovingTtowardsTtheTarisingTeconomiesTofTAsiaTandTCen

tralTandTEasternTEurope-

ChinaTandTIndiaTspecifically.TTheseTeconomiesTofferTextendingTcustomerTmarketsTwithT
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newTfreedomsTforTdevelopmentTthroughTworldwideTsourcing,Toff-

shoringTandTtheTtremendousTpotentialTforTimprovementTofTcurrent/coordinatedTretailing.T 

TheTIndianTretailTmarketTisTtheT5thTbiggestTretailTobjectiveTinternationally.TTheTcurrentT

sizeTofTtheTIndianTretailTindustryTremainsTatT$511TbillionTofTeveryT2013.TAtTtheTsame

Ttime,TpresentTdayTretailTisTprobablyTgoingTtoTexpandTitsTofferTinTtheTabsoluteTretailT

marketTtoT22%TpercentTbyT2018.TCoordinatedTretailTinTIndiaTroundedTupTUS$T25.44Tb

illionTturnoverTinT2014-15TasTagainstTUS$T16.99TbillionTofTeveryT2013-

14,TanTincredibleTdevelopmentTpaceTofT49.73TpercentT(asTindicatedTbyTtheTCreditTRatin

gTandTInformationTServicesTofTIndia).TCoordinatedTretailThasTexpandedTitsTofferTfromT

5%TofTallToutTretailTdealsTinT2014TtoT8TpercentTinT2015.TIndiaThasTprobablyTtheTbigg

estTnumberTofTretailToutletsTonTtheTplanet.TOfTtheT12TmillionTretailToutletsTpresentTinT

theTcountry,TalmostT5TmillionTsellTfoodTandTrelatedTitems.THoweverTtheTmarketThasTbe

enToverwhelmedTbyTdisorderlyTplayers,TtheTsectionTofThomegrownTandTglobalTcoordinat

edTplayersTisTsetTtoTchangeTtheTsituation.TPerTcapitaTretailingTspaceTisTaroundT2Tsq.Tft

T(contrastedTwithT16Tsq.TftTinTtheTUTS).TIndia'sTperTcapitaTretailingTspaceTisTalongTth

eseTlinesTtheTmostTreducedTonTtheTplanet.TAroundT7%TofTtheTpopulaceTinTIndiaTisToc

cupiedTwithTretailing,TwhenTcontrastedTwithT20%TinTtheTUSA.TMeasurably,TtheTworldw

ideTretailTindustryTisTseeingTaTCAGRTofT5.5%TisTscheduledTtoTdevelopTatTaTsimilarTr

ateTtillT2016.TTheTaccompanyingTdiagramTshowsTaTgeneralTpatternTofTtheTworldwideTre

tailTincomes. 
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*Source-TATTKearney 

 

 

Fig:TRegion-wiseTgrowthTrateTGlobalTRetailTSales 
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Curiously,TthereTisTaTnegativeTrelationshipTbetween'sTgeneralTmarketTsizeTandTtheTnorm

alTyearlyTdevelopmentTrate.TThisTimpliesTthatTtheTareasTwithThighTincomeTcommitment

TareTlowTinTdevelopmentT(US,TWesternTEuropeTandTJapan)TwhileTtheTlocalesTwhichTar

eTlowTinTcommitmentTtoTworldwideTdealsTareTencounteringTaThighTdevelopmentTrateT(

Africa/MiddleTEast,TLatinTAmerica,TAsia/Pacific).TTheTexplanationsTbehindTthisTchangeT

are:T 

•TTheTchangingTmonetaryTconditionsTandTaTharderTworkingTclimateTinTtheTfullTgrownT

andTsoakedTcreatedTmarketsTisTcompellingTretailersTtoTmoveTtoTmoreTupTtoTdateTroads

T 

•TDespiteTtheTmisfortunesTinTtheTUSTandTEurope,TGDPTdevelopmentTacrossTIndia,TChi

naTandTRussiaTisTasTyetTexpectedTtoTtopT8%.TThisTcreatesTtheTretailTopenTdoorTinTthe

seTarisingTeconomiesTseriouslyTconvincingT(underT10%TofTtheseTbusinessTsectorsTareTef

ficient).T 

•TOperatingTinTdevelopingTbusinessTsectorsTmakeTanTincredibleTmotivationTforTenormou

sTretailersTtoTadditionallyTbroadenTtheirTclientTandTactivitiesTbases,TconveyTproceededTw

ithTdevelopment,TdecreaseThazard,TacknowledgeTeconomiesTofTscaleTandTbuildingTaTworl

dwideTbrandTname.T 

TheTIndianTretailTmarketTspaceThasTdevelopedTatT10%TeachTyearTinTtheTcourseTofTrece

ntTyears.TAsTperTtheTATTKearneyTGlobalTRetailTDevelopmentTIndexT(GRDI)TIndiaThas

TheldTtheTmainTsituationTasTtheTmostTappealingTarisingTcountryTforTretailTtillTfromT201

5TtillTlastTyear.TPresently,TAccordingTtoTtheTGRDIT2016,TIndiaThasTslippedTtoTnumber

TtwoTpositionsTlosingTtoTVietnam.TIndia'sTretailTmarketTisTatTitsTzenithTandTisTdrawing

TtremendousTconsiderationTfromTbothTworldwideTandTnearbyTretailers.TExplanationsTbehi

ndTIndia'sThighTdevelopmentTrateTinTtheTretailTareaTare:T 

•THighTdevelopmentTrates-

India'sTGDPTisTprojectedTtoTdevelopTbyTinTexcessTofT8%TinTfinancialTyearT2016,Tproje

ctionsTforT2017TareTaTmoreTunassumingTatTaroundT7%T 
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•TUntappedTdevelopmentTpotential-

OrganizedTretail,TwhichTactuallyTrepresentsTunderT5%TofTtheTmarketTisTreliedTuponTtoT

developTatTanTaccumulateTyearlyTdevelopmentTrateT(CAGR)TofT40%TtoT$107TbillionTby

T2018.TIndia'sTgeneralTretailTareaTisTreliedTuponTtoTascendTtoT$833TbillionTbyT2018Ta

ndTtoT$1.3TtrillionTbyT2020,TatTaTCAGRTofT10%.T 

•TGrowingTPurchasingTPower-

ConsumerTspendingTisTonTaTsharpTascent.TOverTtheTmostTrecentTfourTyearsTtheTshoppe

rTspendingThasTdevelopedTbyTbewilderingT75%.TThisTcanTbeTcreditedTtoTtheTcriticalTas

centTinTtheTexpendableTlivelihoodsTofTIndia'sTyoungTpopulace.TItTmustTbeTnoticedTthatT

inTexcessTofT33%TofTIndianTpopulaceTisTunderneathTtheTageTofT15.T 

AttireTRetailTIndustryT 

TheTasTofTlateTdeliveredTATTTKearneyTApparelTRetailTIndexTassessesTinTexcessTofT30

TdevelopingTbusinessTsectorsTinTtheTattireTportionTofTretailTindustryTandTfurtherTrecogni

zesTtheTmainT10TnationsTasTfarTasTmarketTsize,TdevelopmentTpossibilitiesTandTshopperT

abundance. 

A.T.TKearneyTretailTapparelTindex,T2015 
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InTtheTcurrentTyear'sTexceptionalTelement,TweTanalyzeTtheTpossibilitiesTforTextravagance

TmerchandiseTinTcreatingTmarkets.TExtravaganceTstaysTaTsplendidTspotTinTdevelopingTbu

sinessTsectors,TasTtheTaffluentThaveTdemonstratedTlessThelplessTagainstTfinancialThardshi

psTthanTeverybody,TandTshoppingTcenterTengineersTenjoyTtakenTbenefitTofTexpandedTbu

yerTspendingTandTportability.TInTthatTsegment,TweTbringTaTprofoundTplungeTintoTwhich

TmarketsTpresentTtheTmostTlongThaulTopportunityTandThowTextravaganceTbrandsTareTadj

ustingTtheirTsystemsTtoTsucceed. 

TheT2015TGRDITFindings 

TheTtrendyTlackTofTconfidenceTwithinTtheTdevelopingTsceneTisTmeditatedTinTtheT2015Tr

ankings.TInTtheTMiddleTEast,TmarketsThaveTbeenTshakenTviaTaTreportTdropTinToilTexpe

nsesTandTnon-

stopTterritorialTcontentions.TLatinTAmericaTtumblesTfromTlastT12Tmonths'sTstaturesTasTd

evelopmentThasTdeceleratedTinsideTtheTmidstTofTissuesToverTprimaryTmonetaryTtroubles.

TInTtheTsuggestTtime,TRussiaTmakesTaTmainTstrideTreturnedTwithinTtheTscoresTbelowTth

eTheavinessTofTworldTapprovalsTandTaTfinancialTemergency. 

LocalTvictorsTthisTyearTincorporateTAsia,TwhichTdominatedTdifferentTareasTinTspiteTofTa

TlogTjamTinTdevelopment.TChinaTisTtheTGRDI'sTtopTcountryTinterestinglyTsinceT2010,Ta

ndTitsTretailTmarketTisTreliedTuponTtoTdevelopTtoT$8TtrillionTbyT2022.1TSub-

SaharanTAfricaTkeepsTonTmakingTadvancesTintoTtheTrankings,TwithTthreeTnationsT(Bots

wana,TNigeria,TandTAngola)TinTtheTmainT30TandTaTfewTmoreTnearlyTenteringTsoon.TFu

rthermore,TacrossTtheTworld,T"littleTdiamonds"TlikeTUruguay,TQatarT(positionedTinterestin

gly),TandTMongoliaTgiveTpocketsTofTundiscoveredTpotentialTinTlessTpopulatedTbusinessTs

ectors.T 

OneTofTtheTGRDI'sTcommonTtopicsTisTtheT"openTdoor"TforTputtingTresourcesTintoTactu

alTretailTverticalTinTcreatingTmarkets.TTheTideaTdependsTonTtheTtruthTthatTmarketsTgoTt

hroughTfourTphasesTofTretailTadvancementT(opening,Ttopping,Tdeveloping,TandTshutting)T

asTtheyTadvanceTfromTcasualTexchangingTtoTmoreTdevelop,TcoordinatedTbusinessTsectors,

TinTanTinteractionTthatTcommonlyTrangesT10yearsTtoT15Tyears.TTheTcurrentTyear'sToutli
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ne,TdisplayedTinTfigureT2Tbeneath,TshowsThowTmarkets,TforTexample,TPeruTandTIndones

iaTareTstartingTtoTtop,TwhileTothers,TforTexample,TChileTandTMexicoTareTcloseTtoTdeve

lopment.TItTadditionallyTshowsTthatTtheTnormalTwayTandTtimeTspanTcanTdiffer.TForTinst

ance,TRussia'sTadvancementThasTacceptedTaTnonlinearTwayTasTtheTnationTmadeTaTstride

TbackTinT2014TbecauseTofTexpandedTdanger. 

 

 

 

InTtheTcomingTyears,TnewTretailingTconfigurationsTwillTariseTinTtheTIndiaTmarketsTgiving

TitTaTcompleteTnewTplan,TforTinstanceTtheTCashTandTCarryTdesign,TwhichTisTbeingTpres

entedTbyTtheTMetroTgatheringTofTGermany,TwhichTwillTredoTtheTdiscountTdesign.TThisTc
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onfigurationTupholdsTtheTneedTofTtheTlittleTmotherTandTpopTretailersTinTIndia.TSinceT100

%TFDITisTpermittedTunderTthisTorganization,TitToffersTanTexceptionallyTrewardingTmethod

TofTpassageTforTtheTglobalTretailers.TAsTindicatedTbyTtheTadministrationTcounselingTfirm,

TTechnopak,T6%T(est.)TofTabsoluteTinterestTinTretailToverTtheTcomingTfiveTyearsTisTrelie

dTuponTtoToccurTthroughTthisTchannel.TBesides,TSuper-

SpecialtyTFormatsTthroughTwhichTretailersTwillTfocusTonTaTparticularTclientTbunch.TInTIn

dia,TatTpresent,TretailersTlikeTGiny&JonyTandTLilliputT(kids-

wear),TMothercareT(anticipatingTmother),TMustardT(largerTestimatedTladiesTwear)TandTsoTo

nTareTpervasiveTwhichTobligeTexplicitTrequirementsTofTtheirTparticularTobjectiveTgathering.

TTheseTconfigurationsTareTessentiallyTplannedTonTvariousTclassificationsTorTinterest. 

 

OwnTLabelTbranding 

IndianTMarketTisTaTvalueTdelicateTmarketTyetTtheTshopperTwouldTnotTlikeTtoTthinkTtwi

ceTaboutTtheTqualityTbyTtheTsameTtoken.TInTsuchTaTsituation,T'ownTnameTmarking'TisT

havingTitsTspotTonTtheTlookout.TRetailersToccupiedTwithTownTnameTmarkingTorTprivate

TnameTgetThighTedgesTwhenTcontrastedTwithTmarkedTthings.TForTprivateTnamesTtoTbeT

atTstandardTwithTtheTmarkedTmerchandise,TretailersTutilizeTforcefulTshowcasingTefforts.T

TheTprivateTnamesTgetThigherTedgesTasTwellTasTtheseTnamesTendTupTbeingTanTupperT

handTforTthemToverTtheTmarkedTproducts.TAroundTtheTworld,TtheTinterestTforTinterestTf

orTprivateTnamesTisTexpandingTandTtheyTcontributeTaTmind-

bogglingT17%TofTtheTabsoluteTretailTdealsTandTkeepTonTdevelopingTatTaTpaceTofT5%T

p.a.TwhichTisTtrulyTconsiderable.TInTIndia,TLocalTretailers,TforTexample,TEbonyTadvance

sTitsTownTnameTbyTtheTnameTofTandTsoTforth,TwhichTisTatTstandardTwithTdifferentTcl

othesTorTarticlesTofTclothingTbeingTexhibitedTatTitsToutlets.TBlackTasTwellTasTretailersT

canTimagineTShopper'sTStop,TWestsideThaveTadditionallyTconcoctedTtheirTownTnameTbra

ndsTlikeTWal-

MartTinTUSAThasTpracticallyT40%TofTtheirTownTmarkTbrandsTandTTESCOTinTU.K.Tha

sT55%TofTtheirTownTnameTbrandsTbeingTsoldTatTtheirTretailToutlets.T 
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ATportionTofTtheTelementsTwhichThaveTaddedTtoTtheTdevelopmentTofTcoordinatedTretail

TinTIndiaTare:TexpansionTinTtheTbuyingTforceTofTIndians,TfastTurbanization,TexpansionTi

nTtheTquantityTofTworkingTladies,ThugeTnumberTofTworkingTyouthfulTpopulace.TTodayTi

ndividualsTsearchTforTbetterTqualityTitemsTatTlessTexpensiveTrate,TbetterTassistance,Tbette

rTmoodTforTshoppingTandTbetterTshoppingTexperience.TCoordinatedTretailTvowsTtoTgiveT

everyToneTofTtheseTatToneTsingleTspot.TIndia'sTchildTofTpostTwarTAmericaTageThasTgro

wnTupTandTnotTatTallTlikeTtheirTfolksTwhoTexperiencedTculpabilityTachesTeachTtimeTth

eyTwentTthroughTcash,TthisTageThasTnoTsuchThesitationsTandThasTconfidenceTinTpartyin

gThard.TOneTcanTcreditTthisTgenerallyTtoTtheTwayTthatTtheTpresentTdevouringTclassThas

TnotTjustTexperiencedTchildhoodTinTtheTpostTprogressionTtimeTyetTinTadditionThasTmore

TdecisionTasTwell,TbothTasTfarTasTopenTpositionsTjustTasTwayTofTlifeTdecisions.TBetter

TfinancialTaspectsT(IndiaTisTtheTfourthTbiggestTeconomyTasTfarTasTPurchasingTPowerTPa

rityTonTtheTplanet)TandTtheTnation'sTdevelopingTgreatnessTasTaTmodestTandTsecondTtoT

noneTspecialistTorganization,TisTmakingTsureTthatTworldwideTorganizationsTrunTtoTIndiaT

toTsnatchTaTportionTofTtheTdevelopingTpurchaserTpie.TBesides,TasTbusinessTsectorsTinTth

eTcreatedTcountriesTareTallTtheTwhileTgettingTimmersed,TIndia'sT250Tmillion,TandTdevelo

pingTworkingTclassTisTaTmajorTbaitTforTworldwideTbehemoths.TIndiaTisTtheTperfectTage

TandTisTpresentlyTtheTmostTyouthfulTcountryTonTtheTplanetTwithT65%TofTitsTbillionTor

TmoreTpopulaceTunderTtheT35TyearsTageTbunch.TAlso,TanTenormousTlevelTofTthisTyoun

gTisTmetropolitan.TAccordingly,TIndia'sTmetropolitan/absoluteTpopulaceTtodayTremainsTatT

aroundT30%TandTisTtippedTtoTcontactT37%TbyTtheTyear2016,TwhichTisTsimilarTtoTtheT

metropolitanTaggregate/populaceTlevelsTinTEastTAsia.TFurther,TtheTmiddleTageTforTIndia's

TchildhoodTisTlikewiseToneTofTtheTmostTyouthfulTonTtheTplanet.TAsTagainstT35TyearsTi

nTUSA,T41TyearsTinTJapanTandT30TyearsTinTChina,TtheTmiddleTageTforTIndia'sTchildho

odTisTaroundT24Tyears.TAsTperTanTexaminationTledTbyTtheTAsianTDevelopmentTBank,T

theTextentTofTpopulaceTinTtheTdevouringTageT(15-

54Tyears)TisTlikewiseTliableTtoTincrementTfromT58%TinTtheTyearT2016TtoTmoreTthanT6

0%TinTtheTyearT2020,TwhileTtheTrelianceTproportionT(portionTofTnon-

attemptingTtoTworkingTpopulace)TisTprobablyTgoingTtoTdecayTfromT62%TinTtheTyearT20

15TtoTaroundT55%TinTtheTyearT2020.TTruthTbeTtold,TasTaThigherTlevelTofTpopulaceTm

ovesTintoTtheTdevouringTclass,TtheTdevelopmentTinTutilizationTuseTisTprobablyTgoingTto
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TsurpassTdevelopmentTinTperTcapitaTpayT(12%TyearTonTyearTforTnextTfiveTyears).TExpa

nsionTinTutilizationTisTlikewiseTimmediateTaftermathTofTexpansionTinTurbanization,TasTth

eTnormalTperTcapitaTmetropolitanTpayTisTdoubleTtheTperTcapitaTpayTinTprovincialTIndia.

TConsideringTthatTtheTnormalTmonthTtoTmonthTperTcapitaTutilizationTuseTforTmetropolit

anTIndiaThasTalmostTmultipliedTsomewhatTrecentlyTandTtheTwayTthatTmetropolitanTIndia

TrepresentsTalmostT42%TofTbuyerTuseT(perTcapitaTutilizationTisT90%ThigherTthanTthatTo

fTprovincialTIndia),ToneTcanTundoubtedlyTcreditTtheTrisingTcommercializationTtoTdevelop

mentTinTurbanization.TOverTtheTmostTrecentTfiveTyearsTthereThasTbeenTaTdetectableTex

pansionTinTtheTnumberTpayTandThigherTpayTclasses.TAtTtheTsameTtime,TtheTquantityTof

TfamiliesTinTtheTleastTlevelTofTpayThasTseenTaTsharpTfall.TInTcaseTthatTwasTnotTall,T

withTrisingTexpendableTwagesTandTwaysTofTlifeTonTtheTmove,TtheTspendingTexampleTo

fTtheTnormalTIndianTisTlikewiseTevolving.TTheTmainTthreeTpayTclassificationsTthoseTacq

uiringToverTandTaboveTRs.T180,000,TthoseTprocuringTbetweenTRs135,T000-

180,000TandTthoseTacquiringTbetweenTRs.T90,T000-

Rs.T135,000TwillTrepresentTalmostThalfTofTtheTcompleteTpayTpieTbyTtheTyearT2020,TaT

sharpTincrementTfromT28%TinTtheTyearT2015.TAlso,TasTaTnewTKSATTechnopakTreview

TonTspendingTconductTofTinTexcessTofT10,000TmetropolitanTfamiliesTinTIndiaTshows,Tcu

stomersToverTtheTmostTrecentTfewTyearsThaveTbegunTspendingTmoreTonTwayTofTlifeTcl

assesTlikeTeatingTout,TfilmsTandTamusement.TEmpoweringTtheTbuyerTtoTspendTincreasin

glyTmoreTareTtheTvariousTpurchaserTfinanceTconspiresTthatThaveTacquiredTacknowledgme

ntTamongTtheTburning-

throughTclasses.TAtTaTsingularTlevel,TgettingTimperativesThaveTdecreasedTconsiderablyTw

ithTbanks/financeTorganizationsTbecomingTforcefulTloanTspecialists.TToday,TfinanceTisTac

cessibleTforTpracticallyTaTwideTrangeTofTbuysTwhetherThugeTbuysT(likeTaThouse)TorTlitt

leTonesT(likeTaTTV).TLowTloanTfeesTandTnarrowingTdownTofTtheTholeTamongTstoreTan

dTloaningTratesTisTlikewiseThelpingTdevelopmentTinTindustrialism.TTheTascentTinTuseTex

amplesTofTMastercardsTbyTtheTdevouringTclassThasTadditionallyTassistedTwithTacquiringT

aTchangeTspendingTdesigns.TMoreover,TchangeTinTotherTstockTelementsTlikeTriseTofTmul

tiplexes,TresurgenceTofTradio,TprivatizationTofTairTterminals,TexpandedTpublicTprivateTinv

estmentTinTfoundationTprojectsTareTadditionallyTsupportingTinterestTdrivenTbyThomegrow

nTindustrialism.TTheTportionTofTpresentTdayTretailTisTprobablyTgoingTtoTdevelopTfromTi
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tsTpresentT3%TtoT15-

20TpercentTthroughoutTtheTfollowingTdecade.T85%TofTcoordinatedTretailingTisToccurring

TinTIndia'sTmetropolitanTregionsTwhileT66%TofTitToccurringTinTIndia'sT6TprimaryTurban

TareasTalone.TTheTdevelopmentTisTaTlotTquickerTinTsouthTIndiaTthanTinTnorthernTstates.

TInTthisTway,TinTtheTeventTthatTweTchooseTtheTelementsTwhichTareTdrivingTIndia'sTret

ailTmarketTandTwhichTthusTareTimpactingTtheTpurchasingTconductTofTmetropolitanTyouth

,TthereTmightTbeTsomeTsimilarTto: 

 IncreaseTinTtheTyoungTworkingTpopulation 

 HeftyTpay-packets 

 NuclearTfamiliesTinTurbanTareas,T 

 IncreasingTworking-womenTpopulation, 

 IncreaseTinTdisposableTincomeTandTcustomerTaspiration,T 

 IncreaseTinTexpenditureTforTluxuryTitems,Tand 

 LowTshareTofTorganizedTretailing.T 

 

India'sTretailTblastTisTshowedTinTramblingTretailToutlets,Tmultiplex-

shoppingTcentersTandTimmenseTedificesTthatTpropositionTshopping,TdiversionTandTfoodTa

llTunderToneTrooftop.TInTtheTbusinessTthereTareTdifferentTconfigurationsTforTtheTcoordin

atedTretail,TforTexample,THypermarkets,TSupermarkets,TDepartmentalTstores,TSpecialtyTch

ains,TConvenienceTstores,TMalls. 

ServingTtheTlowTincomeTCustomer? 

ConfrontingTimmersionTandTrelentlessTrivalryTinTsinceTaTlongTtimeTagoTsettledTbusinessT

sectors,TnumerousTglobalTorganizationsTareTlookingTforTnewTbusinessTsectors.THoweverTa

sTofTnotTlongTago,TtheyThaveTtoTaTgreatTextentTdisregardedTtheTinTexcessTofT5TbillionTl

ow-
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payTcustomers,TthinkingTtheseTbuyersThaveTnoTcashTtoTspendTorTareTdifficultTtoTreach.T

PresentlyTaTfewTorganizationsTareTrefutingTtheseTinsights.T 

WhatTnumberTofTtheTworld'sT6.6TbillionTpotentialTcustomersTdoesTyourTorganizationTtar

get?TForTmostTmultinationals,TitTappearsTtoTbeTanToddTinquiry,TinTlightTofTtheTfactTth

atTmainT1.5TbillionTindividualsToverallTsurpassT$10,000TinTbuyingTpowerTequalityTforTt

heirTownTconsumptions.TTheTotherT5.1TbillionTindividuals—

78TpercentTofTtheTworldwideTpopulace—areTlow-

payTpurchasers.TTriedTandTtrueTwayTofTthinkingTsaysTtoTdisregardTthisTgathering,TonTth

eTgroundsTthatT"thereTisn'tTanyTcashTthereTtoTprocure,"TandTatTanyTrateT"theTpoorTare

TnotTbrandTcognizant."T 

OurTexplorationTshowsTthatTtheTtwoTdiscernmentsTareTbogus.TForTtheTrightTorganization

s,TservingTlow-payTbuyersTcanTpromptThugeTdevelopment.TConsider:TRussianTlow-

payTpurchasersTburnTthroughT$104TbillionTyearly—

aroundT30%TofTtheTabsoluteTcloseTtoThomeTexpendituresinTtheTcountry.TWouldTyouTbe

TableTtoTmissTanTopportunityTtoTaddressTevenTaTsmallTpartTofTthisTtotal?TMoreover,Tle

ss-

payTshoppersTareTbrandTcognizant;TindividualsTwithTrestrictedTinvestmentTfundsTneedTgr

eat,TsolidTqualityTatTaTreasonableTcost.TNotableTworldwideTbrandsTareTpreferredToverTh

omegrownTbrandsTbyTaroundT70%.TTheseTclientsTprobablyTwon'tThaveTtheToptionTtoTbe

arTtheTcostTofTaTstandard-

sizedTjugTofTPanteneTcleanserTorTNIVEAThandTcream,TyetTtheyTdoTseeTtheTexcessiveT

costTofTsuchTitemsTasTaTsignTofTsignificantTworth.TGivenTtheTright-

sizedTcompartment,TtheyTareTmoreTthanThappyTtoTspendTlavishly. 

WhoTIsTtheTLow-IncomeTConsumer? 

ToTserveTlow-

payTbuyersTeffectively,TorganizationsTshouldTinitiallyTrepresentTtheirTlowerTbuyingTpower.

TFigureTunderneathTshowsTaTgenerallyTutilizedTedgeTforTcharacterizingTlow-

payTbuyers:T$10,000TinTbuyingTpowerTequalityT(adaptedTtoTlivingTexpensesTinTvariousTna
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tions).TMoreTthanT3/4TofTtheTworldwideTpopulaceTisTlowTpay,TandTlargeTnumbersTofTthe

mThaveTbeenTgenerallyTpastTtheTscopeTofTcoordinatedTretail.

 

 

TheTfigureTshowsTanTextraTlimitTthatTweTthinkTdoesn'tTstandToutTenoughTtoTbeTnoticed.

TWhileTmanyTindividualsTpartnerTlow-

payTcustomersTwithTtheTlowerTpartTofTtheTpyramidT(earningsTofTunderT$2,500),TtheTgreat

erTpartTofTtheseTpeopleTreallyTprocureTsomewhereTinTtheTrangeTofT$2,500TandT$10,000.T

SuchT"mediumTlow-

payTpurchasers"TaddressTanTextraordinaryTgreaterTpartTofTcustomersTinTEasternTEurope,Tth

eTMiddleTEastTandTCentralTAsia.T 

 

Besides,TtheTpyramidTisTtransforming.TByT2020,TtheTextremelyTlow-

payTmarketTisTreliedTuponTtoTcontractTbyT24%,TwhileTtheTmedium-

lowTmarketTwillTchangeTnearlyTnothingTandTtheTaffluentTwillTdevelopTbyT80%.TWhat'sTg

oingTon,Tobviously,TisTthatTindividualsTareTwalkingTupTtheTpayTsteppingTstool.TAtTsome

TpointTorTanother,Tyou'llTtargetTindividualsTwhoTareTlow-

payTpurchasersTtoday,TandTtodayTisTtheTpointTatTwhichTthey'reTshapingTsentimentsTandTl

oyalties.T 
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PriorTtoTputtingTresourcesTintoTthisTnewTmarket,TorganizationsToughtTtoTthinkTaboutTtwo

Tinquiries:TIsTtheTmarketTadequatelyTenormous—

doesTitTaddressTadequateTconsumptionTtoTlegitimizeTthisTmarketTsection?TCanTtheseTclient

sTbeTservedTproductively?TForTtheTmainTinquiry,TtheTappropriateTresponseTisTindeed,Tthe

TmarketTisTsufficientlyTenormousTandTweTclarifyTwhyTinTtheTreportTlater,TIsTtheTMarket

TLargeTEnough.TTheTsubsequentTinquiryTrequiresTaTmoreTdrawnToutTconversationTandTis

TtheTpremiseTofTthisTarticle. 

IsTtheTMarketTLargeTEnough? 

InTEasternTEurope,T56%TofTbuyers,TorT57TmillionTindividuals,TareTlowTpay.TFurthermor

e,TRussianTandTUkrainianTpopulacesTareT70%TlowTpay.TInsideTandTout,T190TmillionTlo

w-payTbuyersTareTtopographicallyTnearTWesternTEurope—

andTWesternTEuropeanTbusinessTsectors.TSignificantlyTbiggerTisTtheTmarketTinTtheTMidd

leTEastTandTCentralTAsia,TwhereTapprox.T90%TofTcustomersTareTlowTpay,TwithT315Tm

illionTindividualsT(byTexamination,TtheTallToutTEU15TpopulaceTisTroughlyT382Tmillion).

T 

DespiteTtheTtruthTthatTthere'sTcountlessTlow-

payTclients,TisTeachTcharacter'sTintakeTcorrectlyTlargeTtoTmakeTtheTmarketTappealing?TT

oTcomputeTthis,TweTduplicateTtheTquantityTofTlow-

payTcustomersTthroughTtheirTdollarTuses.TInTtheTMiddleTEastTandTCentralTAsia,TtheTout

comeTisT$298Tbillion—

aTfiftyTsixTpercentageTportionTofTcharacterTconsumptions.TEasternTEurope,TRussiaTandT

UkraineTaddTasTmuchTasTaroundT$277TbillionTmarket. 

Obviously,TtheseTbusinessTsectorsTareTnotTtheTsoleTbattlegroundTofTmulti-

nationals.TOrdinarilyTinTnationsToverwhelmedTbyTlow-

payTbuyers,TmostTfoodTitemsTareTcreatedTlocallyTandTsoldTatToutsideTbusinessTsectors.T

ComparativeTelementsTinfluenceTlodgingTandTfamilyTproducts.TIndeed,TevenTinTtheTindiv
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idualTconsiderationTarea,TlocalTcontendersThaveTaTstrongTstandingTthatTmakesTitThardTfo

rT 

multinationalsTtoTcontend.TForTinstance,TtheTRussian-

basedTbeautyTcareTproductsTbunchTKalina,TwhichThasTaTdispersionTnetworkTcontactingTi

nTexcessTofT23,000Toutlets,TholdsTone-fourthTofTtheTRussianTskin-andToral-

careTmarket.TItsT"32"TimageTtoothpasteTisTlikedTbyT20%TofTRussianTpurchasers.TMoreo

ver,TArkoTextremelyTsharpTedgesTandTfreeTitemsTfromTTurkishTindividualTconsideration

TorganizationTEvyapTholdTinTexcessTofT25%TofTtheTTurkishTmarketTforTmen'sTshaving

Titems.T 

MultinationalsTcanTaddress,TbestTcaseTscenario,TaT20TtoT30TpercentTpieceTofTtheTpieTfo

rTlow-

payTcustomers.TTheTwellbeingTandTinterchangesTareasTguaranteeTloadsTofTpieceTofTtheT

pieT(multinationalsTrepresentT60%TofTdrugsTinTPakistan,TforTinstance),TwhileTtheTbiggest

TmarketTofTfundamentalTfoodTitemsTmightTbeTcompletelyTshutToff.TInTtheTindividualTc

onsiderationTarea,Tlow-

payTcustomersTordinarilyTbuyTcheapThealthyTskinTandTcleanserTyetTmarked,TcostlyTscent

.TInTthisTmanner,TscentsT(whichTcontainTmoreTthanT33%TofTtheTRussianTindividualTcon

siderationTmarket)TareTaTparticularlyTencouragingTbusinessTsector.T 

ConsideringTthis,TtheTpotentialTaddressableTportionTofTtheToverallTindustryTinTEuropeTE

ast,TTheTRussia,TUkraine(all),TtheTMiddleTEastTandTtheTCentralTAsiaTisTaroundT$129Tb

illion.TSubsequentlyTinTnumerousTareasTthereTwillTtoTbeTsureTbeTadequateTusesTtoTlegit

imizeTmarketTsection. 

CouldTLow-IncomeTClientsTBeTServedTProfitably? 

ToTaddressTthisTissueTtheTlow-

incomeTclientsTinTtheseTmarkets,TourTanalysisTbuildsTonTtheTconceptTwhichTisTknownTa

sTtheT4TA’s 
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Affordability:TTheTmostTmajorTproblemTinTtheTlow-

payTpurchaserTareaTisTthatTindividualsThaveTminimalTopportunityTtoTsetTasideTcashTforT

biggerTventures.TForTtheTmostTpart,TcompaniesTcanTaddressTkeyTreasonablenessTbyTdecr

easingTtheTbundlingTsizeTtoTsingleTandTsmallTsachets.TThisToffersTaTfewTbenefits.TAsTf

arTasToneTmightTbeTconcerned,Tlow-

payTpurchasersTwillTinTgeneralTshopTforTeveryTdayTneedsTsinceTtheyTareTfrequentlyTpai

dTcontinuously,TwhichTimpliesTbiggerTbundlesTareTbasicallyTimpossible.TSachetsTbringTa

nTextravagantTitemTreachableTwhileTkeepingTupTwithTtheTdiscernmentTthatTexorbitantTco

stTrepresentsThighTworth.TLikewise,TlittleTtownTorTsideTofTtheTroadToutletsThaveTjustTr

estrictedTstockingTlimit,TsoTmoreTmodestTthingsTpermitTthemTtoTgiveTaTmoreTextensive

TitemTrange.TAtTlongTlast,TtoTuseTscaleTupTimpacts,TsingleTsachetsTcanTbeTsoldTforTsp

ecialTpurposesTandTtoTinnsTandTaircrafts.T 
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ThereTareTsomeTpossibleTdownsides,Tnotwithstanding.TInTWesternTEuropeTandTNorthTA

merica,TfirmsTbyTandTlargeTsellTmoreTmodestTbundlesTatTaThigherTunitTcost,Tseparating

TaTpremiumTforTaccommodation.TArrivingTatTtheTlow-payTpurchaserTinTaTnon-

industrialTnationTrequiresTaTlowerTrelativeTcost.TYouTdon'tTneedTaTsuperior,TsimplyTaTc

lient.TTheTdisadvantageTisTthatTcenterTandTupper-

payTpurchasersTmayTultimatelyTseeTtheTlowerTvalue,TswitchTtheirTpurchasingTpropensitie

sTandTstartTvalueTdisintegration.T 

RegardlessTtheTdownsides,TIndiaTisTaTrichTwellspringTofTmodelsTforTfittingTmoderateTit

ems.TApproximatelyT45%TofTmoreTmodestT50-

gramTteaTpacketsTareTsoldTinTnationalTmarkets,TandTHindustanTUnileverTLimitedTsellsT5

TbillionTbitsTofTpennyTcandyTaTyear,TacquiringTincomesTofT$50Tmillion.TIndeed,TevenT

PCsTareTsoldTinTmoreTmodestTbundles.TNovatium,TanTIndia-

basedTinnovationTorganization,TpresentedTtheTNovaTnetPC,TaTPCTforTtheTIndianTmarket

TvaluedTatTgenerallyT$100.TTheTmachinesThaveTnoTneighborhoodTstockpilingTorTprogra

mming.TAllTthingsTconsidered,TclientsTpayTaTlittleTmonthTtoTmonthTmembershipTcharge

TtoTinterfaceTwithTanTorganizationTwhereTaTfocalTworkerThasTapplicationsTandTdocumen

ts.T 

ReasonablenessTisTfrequentlyTaccomplishedTbyTrebuildingTtheTstoreTnetwork.TRenaultTisT

arrangingTaTcarTestimatedTatT$3,000TforTtheTIndianTmarket,TandTTataThasTreportedTone

TforT$2,500.TForTeachTsituationTtheTorganizationTwon'tTstripTdownTaTcurrentTmodelTyet

TratherTfosterTanTopenTvehicleTparticularlyTforTIndianTpurchasers—

utilizingTIndianTwork,TcoordinationTandTdealsTorganizations.T 

OrganizationsTthatTcan'tTdisaggregateTitemsTintoTmoreTmodestTunitsTcanTtotalTcustomers.

TFinancingTcanTfrequentlyTbeTgottenTbyTgatheringTaTfewTclientsTtogether.TForTinstance,

TinTMexico,TtheTworldwideTconcreteTandTdevelopmentTorganizationTCemexTsawTaTmark

etTopportunity.TInTviewTofTaTlodgingTdeficitTandTtheTfailureTtoTgetTaTdevelopmentTcre

dit,TnumerousTdestituteTindividualsTwereTbuildingTtheirTownThomes.TATnormalThomeTre

quiredTfiveTyearsTtoTfinish,ThadTonlyToneTroomTandTnoTadmittanceTtoTsewageToffices.T

Today,TCemexTgivesTfamiliesTadmittanceTtoTkudosTforTconcreteTandTstructuralTcounselin
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g,TwhichThasTdecreasedTdevelopmentTtimeTbyT33%TandTcostsTbyT20%.TThreeTfamiliesT

areTgatheredTintoTnetworksTwithTjointTliabilityTregardingTweekTbyTweekTinstallments.TT

oTsomeTextentTdueTtoTpeerTpressure,TCemexTsaysTreimbursementTratesTarriveTatTalmost

T100%.T 

TheToutlook:TMakingTitemsTreasonableTforTtheTclientTimpliesTutilizingTaTlow-

edge,Thigh-

volumeTtechnique,TandTutilizingTscaleTimpactsTtoTaccomplishTlowTexpensesTofTproducts

Tsold.TReturnTonTcapital—notTonTincome—isTtheTbasicTmeasuringTstickTinTlow-

payTmarkets.TOrganizationsTcanTaccomplishTthisTobjectiveTandTlessenThazardTbyTworkin

gTonTnothingT(orTalmostTzero)TworkingTcapital. 

Availability:TSomeTlow-

payTcustomersTliveTinTdistantTtownsTorTmetropolitanTnetworksTthatTneedTadmittanceTtoT

traditionalTretailTadvertises.TArrivingTatTtheseTbuyersTrequiresTinnovativeTreasoningTandT

discoveringTelectiveTmethodTforTtransportation.T 

OneTapproachTtoTsupplantTtheTstandardTretailTclimateTisTtoTexpandTonTtheTinnovativeTs

oulTofTsomeTlow-

payTpurchasers.TLateTmediaTconsiderationThasTproclaimedTmicrofinanceTfoundationsTthat

TmakeTlittleTadvancesTtoTassistTpoorTcountryTinhabitantsTwithTsettingTupTtheirTownTorg

anizations.TTheseTmicroenterprisesTregularlyTofferTitemsTtoTotherTlow-

payTbuyersTinTtheTarea,TyetTneedTanTapproachTtoTcontactTfarToffTresidents.TAsTofTlate,

TAccionTInternationalTfosteredTanTapplicationTcalledTPortaCredit,TwhichTrunsTonTanTindi

vidualTcomputerizedTrightThandTandTpermitsTadvanceTofficialsTtoTmeetTcustomersTinTthe

irThomes,TinputTinformation,TmeasureTtheTapplication,TandTascertainTadvanceTinstallments

,TallTonTaTPDA.TTheToutcomeTisTfurtherTdevelopedTeffectivenessTforTtheTestablishment

TandTaTquickerTturnaroundTforTtheTcandidate.T 

InTAfrica,TcellTpioneerTVodacomTfoundTgrowingTbusinessTpeopleTbyTfollowingTcellsTwi

thTanTunusuallyTbigTnumberTofTcalls.TAcceptingTtheTproprietorsTwereTleasingTtheirTtele

phones,TtheTorganizationTreachedTthemTandTofferedTthemTestablishmentTfreedomsTtoTwo
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rkTtheirTownTtelephoneTstands.TEveryTstandTisTcontrolledTbyTaTfranchiseeTwhoTputTres

ourcesTintoTtheTunderlyingTexpensesTandTgetsT33%TofTtheTincomes.TUntilTthisTpoint,TV

odacom'sTorganizationTincorporatesTaroundT5,000Tstands.TLikewiseTinTAfrica,TtheTofferT

ofTprepaidTtelephoneTcardsThasTbecomeTenormousTbusinessTasTmostTlow-

payTcustomersTcan'tTmanageTtheTcostTofTtheTcompulsoryTaTlongTtermTcellTphoneTcontr

acts.TToday,TranchersTinTAfricaTutilizeTtheirTcellTphonesTtoTgetTtoTclimateTfiguresTand

TmeasureTmarketTcosts.T 

WhereTessentialTdealsTchannelsTasTofTnowTexist,TorganizationsTjustTshouldTbeTmoreTpic

kyTinTtheirThelp.TProcterTandTGambleTtoldTtheTWallTStreetTJournalTthatTitTisTfocusing

TonTlow-

payTshoppersTinTMexicoTthroughTitsT"brilliantTstore"Tprogram.TBrilliantTstoresTareTlittle

TmotherTand-

popTshopsTthatTconveyTatTleastT40TP&GTitemsTandTshowTthemTtogetherTonTtheTrackTa

sTopposedTtoTcloseTtoTcontendingTbrands.TConsequently,TtheseTdealersTgetTcustomaryTvi

sitsTfromTP&GTrepsTwhoTtidyTupTtheTshowcases.T 

AtTtimesTmakingTtotallyTbetterTapproachesTtoTsellTisTtheTbestTway.TNestléTBrazil,TforTi

nstance,TsetTupTanTimmediateTdealsTchannelTforTladiesTtoTsellTyogurtTandTrollsTfromTt

heirThomes.TNumerousTclientsTareTgivenTfourteenTdaysT(theTstretchTbetweenTdealsTcalls)

TtoTpay.TDespiteTtheTfactTthatTcreditTisTunstable,TpeerTpressureTkeepsTdefaultTratesTund

erT2%.TInTlikeTmanner,TinTRussiaTandTCentralTAsia,ThouseTtoThouseTsellingTrepresents

TalmostT19%TofTtheTmagnificenceTmarket.TChina,TasTwell,ThasTasTofTlateTslackenedTli

mitationsTonTdirectTselling.T 

InTtheTmeanTtime,TinTIndia,THindustanTUnileverTgivesTindividualTconsiderationTitemsTli

keTcleanserTandTcleanserTforTladies'T"Shakti"TselfTimprovementTgatheringsTtoTsellTinTth

eirTtowns.TTheTundertakingTcouldTextendTtheTorganization'sTinclusionTandTassistTinTexce

ssTofT30,000TbusinessTvisionariesTwithTmakingTmoneyTbyTservingTpossiblyTupTtoT500,0

00Ttowns,TeachTwithTlessTthanT2,000Toccupants.T 
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SuchTundertakingsTareTlessTwithTregardsTtoTaidingTbusinessTpeopleTandTmoreTaboutText

endingTmarkets.TTheseTmicroenterprisesTaddressTanotherTcoordinationsTarrangement,Tshort

eningTsupplyTchainsTandTbringingTdownTworkingTcapitalTwhileTopeningTnewTbusinessTs

ectors.T 

TheTviewpoint:TAlthoughTfurtherTdevelopingTaccessibilityTregularlyTrequiresTworkTescalat

edTconveyance,TlowTworkTexpensesTcanTbeTutilized.TForTinstance,TindependentlyTemploy

edTShaktiTsalesmenTinTIndiaTacquireT$15TtoT$22TperTmonth,TaroundT8%TofTdeals.TMor

eover,TtheTimmediateTsellingTapproachTcanTrapidlyTsetTupTaTbusinessTorganization,Tsides

tepTmediatorsTandTassistTwithTtendingTtoTtheTlastTtwoTA's. 

Acceptability:TSomeTlow-

payTbuyersTholdTconventionalTjobs,TstrictTinspirationsTandTotherToneTofTaTkindTsocialTc

omponents.TAtTtheTpointTwhenTweTconsiderTplanningTitemsTOKTtoTtheseTshoppers,Twe

TregularlyTconsiderTfactorsTlikeThalalT(IslamicallyTpassable)TfoodTvarietiesTinTtheTMiddl

eTEastTandTrefrigerationTinTtheTjungles.T 

 

LikewiseTwithTallTpurchasers,TunderstandingTtheirTdayTtoTdayTroutinesTandTallTconnecte

dTrequirementsTisTgenerallyTbasic.TForTinstance,TDanoneTsellsTcalcium-andTiron-

improvedTrollsTinTChina,TwhereTaTbigTpartTofTtheTpopulaceTexperiencesTanTabsenceTof

Tcalcium.TSimilarly,TlackTofTeducationTmayTrecommendTanTitemTvariation.THowTcanTo

neTworkTanTATM,TforTinstance,TwithoutTperusing?TInTIndia,TICICITBankTandTCitibank

TcreatedTbiometricTATMs,TincludingTuniqueTmarkTvalidationTandTvoice-

empoweredTroute.TThisTinnovativeTjumpingTmadeTtheTitemTmoreTadequateTtoTlow-

payTshoppers.TToTfurtherTdevelopTmoderateness,TtheTbanksTlikewiseTgotTridTofTleastTre

cordTadjusts.T 

 

OnceTinTaTwhileTtransformationTcomesTfromTinnovativeTponderingTpractices.TForTinstanc

e,TIndianTbusinessTvisionariesTareTexpectingTtoTeliminateTtheTmisuseTofTplasticTforks,Tb
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ladesTandTspoonsTbyTadvertisingTpalatableTcutlery.TIt'sTeatableTsinceTit'sTproducedTusing

TsorghumTflour,TaTwellTknownTwarmthTandTdryTspellTopenTmindedTandTnutritiousTyiel

d.TInTdifferentTnations—toTbeTsure,TweTshouldTconcede,TevenTtoTourselves—

palatableTcutleryTappearsTtoTbeTaTbitTunrealistic.TBeTthatTasTitTmay,TtheTitemTisTintend

edTforTIndia'sTexceptionalTsocialTvariables,TnotTourTown.T 

 

TheTconditionsTencompassingTdayTtoTdayTroutineToughtTtoTlikewiseTbeTthoughtTof.TLo

w-

payTbuyersTinTBrazilTnormallyThaveTlongTdrives,TleavingTearlyTandTgettingTbackTlate.T

TheyTshouldTregularlyTplanTsuppersTthroughoutTtheTendTofTtheTweek,TsoTcoolersTandT

microwavesTareTmoreTnormalTthanToneTwouldTexpectTandTagreeablenessTforTfrozenTorT

semiTpreparedTdinnersTisTdeveloping.T 

AtTlongTlast,ToneTofTourT#1TinstancesTofTfittingTitemTcontributionsTforTagreeablenessTc

omesTfromTChina,TwhereTtheTapparatusTproducerTHaierTjustTpaidTattentionTtoTitsTclients

'Tnecessities.TCalledTtoTsupportTanTobstructedTdrainpipeTinToneTofTitsTgarmentsTclothes

Twashers,TtheTorganizationTfoundTanTuncommonTreason:Tpotatoes.TAThugeTnumberTofTi

ndividualsTinTtheTSichuanTdistrictTdevelopedTpotatoesTandTutilizedTclothesTwashersTtoTfl

ushToffTtheTmud.TYet,TratherTthanTfaultingTclientsTforTabuse,THaierTfosteredTaTmachine

TwithTmoreTextensiveTlinesTthatTcouldTwashTpotatoesTandTdifferentTvegetablesTnotwithst

andingTgarments.T(Afterward,THaierTfosteredToneTmoreTclothesTwasherTtoTmakeTcheddar

TfromTgoat'sTmilk.)TTheToutcomeTwasTaTsolidTexpansionTbeingTusedTofTHaier'sTitemsT

amongTlow-payTbuyers—andTmarketTinitiativeTinTChina.T 

TheTviewpoint:TAcceptabilityTcomesTfromTinventiveTreasoningTandTaTprofoundTcomprehe

nsionTofTnearbyTrequirementsTofTlow-

payTshoppers.TOrganizationsTwithTneighborhoodTR&DTandTstatisticalTsurveyingTareTboun

dTtoTfosterTaThelpfulTitem. 

Awareness:TSimilarlyTasTwithTtheTshortfallTofTcustomaryTretailToutlets,TtheTshortfallTof

TordinaryTpublicizingTinTtheTexistencesTofTlow-
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payTbuyersTcanTbeTbothTaTtestTandTaTchance.THowTmightTtheyTthinkTaboutTyourTitem

?TWouldTyouTbeTableTtoTlearnTenoughTwithTregardsTtoTtheirTlivesTtoTmakeTyourselfTcl

ear?TInTIndia,TforTinstance,THindustanTUnileverTutilizesTperformersTandTartistsTtoTadvan

ceTitems.TFurthermore,TassociationsTwithTminiatureTundertakingsT(asTtalkedTaboutTabove)

TaccompanyTworkedTinT"localTannouncer"TmindfulnessTopenings.T 

 

Television,TInternetTandTverbalTassumeTaTmajorTpart,TasTwell,TasTdataTtraversedTbuying

TpowerTclasses.TAsTcountryTlaborersTmoveTintoTtheTurbanTcommunitiesTforTwork,Tthey

TbecomeTmoreTacquaintedTwithTbrand-

situatedTwaysTofTlife,TaffectingTitemTchoicesTbackThomeTwhereTtheyTregularlyTsendTcas

h.TInTlessTmedia-

soakedTregions,TorganizationsTcanTbuildTmindfulnessTbyTtakingTadvantageTofTtheTforceT

ofTinformalTcommunities.TForTinstance,TinTrusticTIndia,TColgate-

PalmoliveTtookTitsTshowcasingTeffortToutTandTaboutTwithTvideoTvansTthatTshowTnearby

TmotionTpicturesTandTpublicizingTforTitsTownTconsiderationTitems.TOutdoorsTadvertising

TatTcelebrationsTandTinTtownTmarketsTisToneTmoreTpracticalTmethodology,TpermittingTo

rganizationsTtoTarriveTatTenormousTquantitiesTofTcustomers.T 

 

 

We'dTpreferTtoTcloseTwithTanotherTinnovativeTmethodologyTforTbuildingTmindfulness.TW

hileTtendingTtoTwellbeingTorTsustenanceTissues,TparticipationTwithTnon-

administrativeTassociationsTcanTcultivateTsharedTaccomplishment.TOneTmodelTisTtheTScoj

oTFoundation,TrelatedTwithTtheTeyewearTproducerTScojoTVision,TwhichTtrainsTnearbyTbu

sinessTpeopleTtoTgiveTfundamentalTeyeTtestsTandTsellTminimalTexpenseTperusingTglasses

TinTtheirTnetworks.TThere'sTnoTquestionTthatTcheapTperusingTglassesTworkTonTtheTexist

encesTofTlow-payTpurchasers—

andTtheyTadditionallyTopenTanotherTmarketTforTScojoTVision.T 
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Similarly,TProcterTandTGambleTfosteredTaTwaterTpurifierTforTagriculturalTnations.TInTUg

anda,TtheTorganizationTjoinedTforcesTwithTPopulationTServicesTInternationalTandTtheTInte

rnationalTCouncilTofTNursesTtoTexpandTlow-

payTcustomers'TconsciousnessTofTtheTsignificanceTofTsafeTwaterTandTtheTP&GTitemToffe

ring.TInTaTnationTwhereTjustTaTlargeTportionTofTtheTpopulaceTapproachedTsafeTwater,Ta

ndTwhereTtheTrunsTwasTaTsignificantTgeneralTmedicalTproblem,TtheTwaterTtherapyTproje

ctTdiminishedTexamplesTofTinfectionTbyT30TtoT50Tpercent.TIt'sTanTincredibleTillustration

TofTaTsociallyTconnectedTwithTorganization—

yetTP&GThadTembracedTitTtoTdevelopTincomesTforTitsTwaterTpurifier.T 

 

TheTviewpoint:TWithoutTminimizingTtheTworthTandTsignificanceTofTcarryingToutTbenefici

alTthings,TassociationsTwithTaltruisticTgatheringsTcanTbeTinnovativeTapproachesTtoTbuildT

mindfulness.TIt'sTonlyToneTillustrationTofTtheTconvincingTfinancialTmotivationsTtoTserveT

theTworld'sTpoor—

givingTthemTaTselectionTofTitemsTtheyTcanTstandTtoTbuyT(insteadTofTaTpresentTofTanTi

temTtheyTcan't)TandTfurthermoreTexpandingTyourTincomes. 

MoreTChoicesTandTChances 

TheTupsidesTofTtheTlow-

payTbuyerTmarketToughtTtoTbeTclear:TItToffersTdevelopmentTratesTwellTaboveTsinceTquit

eTaTwhileTagoTsettledTbusinessTsectorsTandTclientsThungryTforTnewTdecisions.TThereTis

TadditionallyTaTsecretTextra:TCompaniesTreadyTtoTadaptTtoTtheTnecessitiesTofTminimalTe

xpenseTesteemTchainsTcanTturnToutTtoTbeTmoreTaggressiveTinTtheirThomeTbusinessTsect

ors. 

TheTSWOTTAnalysis 

 

ATSWOTTanalysisTofTtheTIndianTorganizedTretailTsectorTisTpresentedTbelow: 

 

Strength:T 
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1.TRetailingTisTaT"Tgeneration-
inTdepth"Tindustry.TItTisTtechnologyTinTanTeffortTtoTassistTtheTorganizedTshopsTtoTscoreT
overTtheTunorganizedTstores.TSuccessfulTorganizedTretailersTnowadaysTpaintingsTcloselyTwi
thTtheirTcarriersTtoTareTexpectingTpurchaserTdemand,TshortenTleadTtimes,TreduceTstockTr
etainingTandTinTtheTlongTrunTstoreTprice.TExample:TWal-
MartTpioneeredTtheTideaTofTbuildingTaggressiveTbenefitTviaTdistributionT&TinformationTstr
ucturesTwithinTtheTretailingTenterprise.TTheyTintroducedTtwoTinnovativeTlogisticsTtechniqu
esT–Tmove-dockingTandTEDIT(digitalTstatisticsTinterchange). 
 
2.TOnTaTmeanTaTremarkableTmarketplaceTsharesTupTtoT5000TSKU'sTtowardsTsomeTmasse
sTstockedTwithTaTmedianTunorganizedTretailer. 

WeaknessT 
 

1.TLowTConversionTlevel:TDespiteThighTnumberTofTfootfalls,TtheTtransformationTproportionT

hasTbeenTextremelyTlowTinTtheTretailToutletsTinTaTshoppingTcenterTwhenTcontrastedTwithT

theTindependentTpartners.TItTisTseenTthatTgenuineTtransformationsTofTfootfallTintoTdealsTfo

rTaTshoppingTcenterToutletTisTroughlyT20-

25%.TThenTagain,TaThighTroadTstoreTofTcorporateTstoreThasTaTnormalTtransformationTofTar

oundT50-60%.TSubsequently,TanTindependentTstoreThasTaTROIT(profitTfromTventure)TofT25-

30%;Tconversely,TtheTretailTmajorsTareTencounteringTaTROITofT8-10%.T 

 

2.TCustomerTLoyalty:TRetailTbindsTareTyetTtoTsettleTdownTwithTtheTlegitimateTproductTblen

dTforTtheTshoppingTcenterToutlets.TSinceTtheTindependentToutletsTwereTsetTupTlongTtimeT

back,TsoTtheyThaveTsettledTasTfarTasTfootfallsTandTproductTblendTandThenceThaveTaThigher

TclientTdedicationTbase. 

Opportunity 

 

1. TheTIndianTworkingTclassTisTnowTaboutT30TCroreTandTisTprojectedTtoTdevelopTto

TmoreTthanT60TCroreTbyT2010TmakingTIndiaToneTofTtheTbiggestTbuyerTmarketsTo

fTtheTworld.TTheTIMAGES-

KSATprojectionsTshowTthatTbyT2018,TIndiaTwillThaveTmoreTthanT55TCroreTindivid

ualsTyoungerTthanT20T-

TmirroringTtheTcolossalTchancesTconceivableTinTtheTchildrenTandTteenagersTretailin

gTfragment.T 
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OrganizedTretailTisTsimplyT3TpercentageTofTtheTall,ToutTofTretailingTmarketplaceTi

nTIndia.TItTisTclassedTtoTexpandTatTtheTpaceTofT25-

30%TperTannum.TMoreover,TarriveTatTINRT1,00,000TCroreTbyTusingT2018. 

2. PercolatingTdownT:TInTtheTcountryTlikeTIndia,TitThasTbeenTdiscoveredTthatTtheTbes

tT6TurbanTcommunitiesTcontributeTforTapprox.T66%TofTallToutTcoordinatedTretailin

gTsegment.TWhileTtheTmetrosThaveTasTofTnowTbeenTtakenTadvantageTof,TtheTcent

erThasTnowTbeenTmovedTtowardsTtheTlevelTIITurbanTcommunities.TTheT'retailTblast

',TaroundT85%TofTwhichThasTsoTfarTbeenTamassedTinTtheTmetrosTisTstartingTtoTp

ermeateTdownTtoTtheseTmoreTmodestTurbanTcommunitiesTandTtowns.TTheTcommit

mentTofTtheseTlevelTIITurbanTcommunitiesTtoTaddTupTtoTcoordinatedTretailingTdeal

sTisTreliedTuponTtoTdevelopTtoT20-25%.T 

3. RuralTRetailing:TIndia'sTsuperbTprovincialTpopulationThasTgrabbedTtheTattentionTofT

theTshopsTtryingTtoTfindTnewTspacesTofTimprovement.TITCTdispatchedTIndia'sTfirst

TprovincialTbuyingTmiddleT"ChaupalTSaga"TofferingTaTdifferentTscopeTofTitemsTfro

mTFMCGTtoTelectronicTmerchandiseTtoTvehicles,TendeavoringTtoTprovideTranchersT

aTone-

preventTobjectiveTforTeachToneTinTeveryTofTtheirTrequirements."THariyaliTBazar"Tis

TallTstartedTbyTwayTofTDCMTSriramTbunchTwhichToffersTranchTrelatedTinformatio

nTsourcesTandTadministrations.TTheTGodrejTbunchThasTdispatchedTtheTconceptTofT'

agri-

shops'TnamedT"Adhaar"TwhichToffersThorticulturalTgadgetsTlikeTcompostsTandTanim

alTfeedTalongsideTtheTimportantTstatisticsTforTcompellingTutilizationTofTtheTequivale

ntTtoTtheTranchers.TPepsiTalternativelyTisTmakingTanTattemptTvariousTthingsTwithTt

heTranchersTofTPunjabTforTbecomingTtheTproperTnatureTofTtomatoTforTitsTtomatoT

pureesTandTglues. 

Threat 

 

1.TInTtheToccasionTthatTtheTchaoticToutletsTareTassembled,TtheyTmayTbeTcorrespondingTto

TanTsizableTstandardTkeepTandTnotTusingTaTorTlittleToverheads,TcriticalTstageTofTadaptabi

lityTinTstock,Tdisplay,TexpensesTandTturnover.T 
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2.TShoppingTCulture:TShoppingTsocietyThasTnoTlongerTcreatedTinTIndiaTatTthisTfactor.TIn

deed,TevenTcurrentlyTpurchasingTcentersTareTsimplestTaTspotTtoTspendTtimeTwithTcherishe

dTonesTandTtoTaTfantasticTvolumeTrestrainedTtoTwindow-purchasing.T 

 

ToTendTup,ToneTmayTsayTthatTbutTtheTinternationalTretailTindustryThasTarrivedTatTitsTdev

elopment,TtheTIndianTretailTenterpriseTisTstillTatTitsTearlyTdegrees.TYet,TwithTtheTsignifica

ntTopportunityTcurrentTinTtheTIndianTmarketplace,Tit'sTmilesTreliedTuponTtoTfillTquickTsoo

nerTratherTthanTlater.T 

 

RatherTthanTcontrastingTtheTcompleteTglobalTretailTindustryTandTtheTIndianTretailTindustry,

TweTcouldTassessmentTWal-

MartTaloneTandTtheTIndianTretailTenterpriseTandTsetTaheadThardlyTeverTanyTcaptivatingTre

alities:T 

1.TRetailTSalesTofTWal-

MartTforTtheTyrT2003TchangedTintoTUST$T25,632.9TCrore;ThigherTthanTtheTscaleTofTIndi

anTretailTenterprise.T 

2.TTheTlengthTofTanyTWal-

MartTstoreTisTaTlotThigherTthanTtheTdimensionsTofTanyTmodernTpurchasingTmiddleTinTIn

dia.T 

3.TWal-

MartThasTgreaterTthanT4,800Tshops,TthatTisTunparallelTtoTanyTofTtheTIndia'sTmassiveTbusi

nessTenterpriseTkeep.T 

Four.TNewTstoresTopenedTeveryTyrTwithTtheTaidTofTWal-

MartTareTroundT420,TlotsThigherTthanTallTcoordinatedTIndianTshopsTinstallation.T 

5.TTheTdealsTeveryThourTofT$2.2TCroreTareTparticularTtoTanyTretailerTonTtheTearth.T 

6.TWal-

MartThasTroundT30,000TcarriersTatTsomeTstageTinTtheTworldTandTinTexcessTofT600,000T

SKU'sTonTitsTwebsiteTonline,TaTrangeTofTthatTcouldn'tTmeasureTup.T 

7.TDayTbyTwayTofTdayTcustomersTareTaboutT1.57TCroreT(almostTsimilarTtoTMumbai'sTw

holeTpopulation).T 
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8.TTimeTbetweenTeveryTBarbieTSaleTatTWal-

MartTisTsimplestTtwoTsecondsT(identicalTpriceTatTwhichTtoddlersTareTcreatedTinTIndia!)T 

 

GenerallyTtalking,ToneTwouldTpossiblyTsayTthatT"TRetailTIndustry"TinTIndiaTwillTstandTup

TasToneTofTtheTmostTawesomeTfiveTBusinessTareasTinTthisTdecade. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

DATATCOLLECTIONTMETHODOLOGY 
 

DATATSOURCES 
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IThaveTcollectedTsecondaryTdataTandTasTwellTasTprimaryTdata.TSecondaryTdataTwereTc

ollectedTforTanotherTpurposeTandTalreadyTexistTsomewhereToverTtheTinternet.TPrimaryTd

ataTgatheredTforTaTspecificTdefinedTpurposeTorTaTspecificTresearchTproject. 

SecondaryTDataTSource 

ITbeganTmyTexaminationTbyTanalyzingToptionalTinformationTtoTseeTwhetherTtheTissueTc

anTbeTpartTofTtheTwayTorTcompletelyTaddressedTwithoutTgatheringTcostlierTessentialTinf

ormation.TTheTassortmentTinteractionTofTauxiliaryTinformationTwasTquickTandTsimple,Tas

sortmentTcostTwasTsomewhatTlowTandTassortmentTtimeTwasTshort.TOptionalTinformation

TgaveTaTbeginningTstageTtoTinvestigate.TATportionTofTtheTinformationTsourcesTaccessibl

eTinTIndiaTareTasTperTtheTfollowing: 

 Government:TCSOT(CentralTStatisticsTOrganization)TwhichToffersTannualTsurveyTofTi

ndustries,TstatisticalTabstractsTofTIndia;TCensusTReportT(RegistrarTstandardTofTIndia)T

andTIndianTEconomyT(PlanningTcommission). 

 SyndicateTServices:TACTNielsenTORG-

MARGT[RetailTaudit,TRetailTPharmaTaudit,TPrescriptionTaudit];TIndianTMarketTResear

chTBureauT(IMRB)T[MarketTpulse];TNationalTReadershipTsurveyT(NRS)T[ConsumerTp

rofileTofT520TnewspapersTandTmagazinesTinTIndia];TIndianTreadershipTsurvey;TBusine

ssmen’sTreadershipTsurvey;TTelevisionTratingTpointT(TRP);TChildren’sTmediaTsurveyT(

CMS) 

 ComputerizedTDatabase:TOnline,TInternetT&TOff-lineT–

TtheTBibliographicTdatabase,TNumericTdatabase,TFull-

textTdatabase,TDirectoryTdatabase,TSpecial-purposeTdatabase. 

 

PrimaryTDataTSource 

ResearchersTcanTgatherTessentialTinformationTforTshowcasingTresearchTfively:Tperception,

TcenterTgatherings,Toverviews,TconductTinformation,TandTtrials.TITutilizedTSurveyTResear

chTforTgatheringTtheTessentialTinformationTneededTforTourTreview.TStudiesTareTmostTap

propriateTforTenlighteningTexplorationTlikeTfindingToutTwithTregardsTtoTindividuals'Tinfor
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mation,Tconvictions,Tinclinations,TandTfulfillment,TandTestimatingTtheseTsizesTinTeveryone

;ThenceTsupportingTshowcasingTchoicesTwithTdata,TinsightTandTexamination..T 

 

RESEARCHTINSTRUMENTS 

ITusedT“Questionnaire”TasTtheTresearchTinstrumentTinTgatheringTtheTessentialTinformatio

n.TItTwillTcompriseTofTaTbunchTofTinquiriesTintroducedTtoTrespondentsTforTtheirTreplies.

TDueTtoTitsTadaptability,TtheTpollTisTbyTaTwideTmarginTtheTmostTwell-

knownTinstrumentTusedTtoTgatherTessentialTinformation.TItTwillTelevate,Tinspire,TandTurg

eTtheTrespondentTtoTbecomeTengagedTwithTtheTmeeting,TtoTparticipate,TandTtoTfinishTth

eTmeeting. 

SAMPLINGTPLAN 

InTtheTwakeTofTsettlingTonTtheTexplorationTapproachTandTinstruments,TIThaveTplannedT

aTtestingTplan,TbasedTonTthreeTdecisions: 

1.TSamplingTunit:TWhoTisTtoTbeTsurveyed?TTheTgoalTpopulaceTtoTbeTsampledTisTur

banTkidsT(bothTmaleT&Twoman)TtouringTtheTorganizedTretailToutletsTinTNoida.TMyTmis

sionTwillTbroadlyTconcentrateTonTtwoTcategoriesTofTUrbanTYouthT-

TYouthTbornTandTbroughtTupTinTanTUrbanTCityTandTYouthTbornTinTaTVillage/SmallTT

ownTandTearningThisTresidingTinTanTUrbanTCity. 

2.TSampleTlength:THowTmanyThumanTbeingsTneedTtoTbeTsurveyed?TLargeTsamples

TdeliverTgreaterTdependableTeffectsTthanTsmallTsamples.TThusTweThadTaTsampleTsizeTof

T788Trespondents. 

3.TSamplingTprocess:THowToughtTtoTtheTrespondentsTbeTselected?TToTattainTaTcon

sultantTpattern,TaTprobabilityTsampleTofTtheTpopulaceTmustTbeTdrawn.TProbabilityTsampl

ingTallowsTtheTcalculationTofTselfTassuranceTlimitsTforTsamplingTmistakes.TButTtheTcost

T&TtimeTworriedTinTprobabilityTsamplingTisTsimplyTtooThigh,TandTthereforeTITusedTno

n-opportunityTsampling. 
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CONTACTTMETHODS 

WhenTtheTtestingTnotTsetTinTstone,TweTneededTtoTconcludeThowTtoTcontactTsubjects.TD

ecisionsTincorporateTmail,Tphone,Tindividual,TorTon-

lineTinterviews.TITforToneTvisitedTtheTcoordinatedTretailTunitsT(ORUs)TinTNoidaTandTtal

kedTwithTrespondentsTtoTtopToffTtheTpollsTforTourTreview.TTheTORUsTvisitedTareTBig

TBazaarT(Shipra),TNoidaTCentral,TCityTCentre,TLifestyle,TShoppersTStop,TReliance

TMart. 

 

DATATANALYSIS 

ITusedTSPSST&TExcelTforTquantitativeTanalysisTtoTproduceTdataTbyTdiminishingTamass

edTinformationTtoTaTreasonableTsizeTbyTcreatingTsynopses,TdiagramsTandTsearchingTforT

design. 

 

DEVELOPMENTTOFTQUESTIONNAIRE 

ATquestionnaireTaccommodatesTofTaTgroupTofTinquiriesTdeliveredTtoTrespondentsTforTthe

irTreplies.TOnTaccountTofTitsTadaptability,TtheTquestionnaireTisTbyTaTextensiveTmarginTt

heTmostTwell-

knownTinstrumentTusedTtoTaccumulateTvitalTrecords.TQuestionnairesTshouldTbeTpainstakin

glyTadvanced,Tattempted,TandTrepairedTearlierTthanTtheyTareTregulatedTforTaTmassiveTsc

ope.TItTmustTmakeTanTinterpretationTofTtheTstatisticsTrequiredTintoTaTgaggleTofTexpress

TinquiriesTthatTtheTrespondentsTcanTandTwillTreply.TATquestionnaireToughtTtoTincrease,T

propel,TandTurgeTtheTrespondentTtoTcomeTtoTbeTengagedTwithTtheTassembly,TtoTtakeTp

art,TandTtoTcompleteTtheTassembly.TATquestionnaireToughtTtoTrestrictTresponseTblunder.

TPollsTcanTcontainTshutTendTandTopen-stopTquestions.TClosed-quitTquestionsTpre-

specifyTallTofTtheTviableTsolutions,TsoTtheyTareTsmoothTtoTinterpretTandTtabulate.TOpen

-

quitTquestionsTpermitTrespondentsTtoTreplyTinTtheirTownTphrases.TTheseTquestionsTregul

arlyTmonitorTextraTdueTtoTtheTfactTtheyTdoTnotTconstrainTrespondents’Tsolutions,TsoTthe

y'reTmainlyTbeneficialTinTexploratoryTresearch. 
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ProcessTofTQuestionnaireTDesign 

 

 

 

SpecifyTtheTInformationTNeeded

SpecifyTtheTTypeTofTInterviewingTMethod

DetermineTtheTContentTofTIndividualTQuestions

DesignTtheTQuestionTtoTOvercomeTtheTRespondent’sTInabilityTandTUnwillingnessTtoTA
nswer

DecideTtheTQuestionTStructure

DetermineTtheTQuestionTWordingT

ArrangeTtheTQuestionsTinTProperTOrder

IdentifyTtheTFormTandTLayout

ReproduceTtheTQuestionnaire

EliminateTBugsTbyTPre-testing
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TheTinitialTpartTofTtheTquestionnaireThasTquestionsTtoTfindToutTtheTfollowing: 

 TheTDemographics,TalongTwithTacademicTandThouseholdTaverageTmonthlyTincomeTb

ackgroundTofTtheTrespondent.T 

 IfTtheTurbanTyouthTwasTbornTinTcityTorTbornTinTvillage/townTandTlivingTinTcityTf

orThisTearning.T 

 PositionTofTtheTurbanTyouthTamongTotherTsiblingsTinTtheTfamily. 

TheTlatterTquestionsTinTtheTquestionnaireTareTbasedTonTtheTmodelTmentionedTearlier.TLi

kertTScaleTisTusedTforTmajorityTofTtheTquestions.TTwoTsetsTofTLikertTscaleTwithT5Tme

asuresTeachTareTused: 

 1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTIm

p 

 

 1.TStronglyTDisagreeT2.TDisagreeT3.TNeitherTAgreeTnorTDisagreeT4.TAgreeT5.TStron

glyTAgree 



 

67 
 

ThroughTtheTquestionsTthatTweTaskedTourTrespondents,TweTgotTinformationTonTtheTfact

orsTaffectingTtheTrespondent’sTpurchasingTbehavior. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ANALYSIS 
 

FREQUENCYTDATATANALYSIS: 

WeTwereTableTtoTinterviewT788TurbanTyouth.TOutTofTtheseT788TurbanTyouth,TweTinter

viewedT366TurbanTyouthT(male)TandT422TurbanTyouthT(female). 

UsingTMS-Excel,TweTdidTtheTfollowingTdataTanalysis. 
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46%

54%

GENDET

MALE FEMALE

70%

30%

MARITTALTSTATUS

SINGLE MARRIED

 

OutTofTtheT788Trespondents,T52%TliedTinTageTrangeT(22-25)Tyears;T27%TofTinT(26-

29)Tyears;T17%TinT(19-21)Tyears;TwhileTjustT4%TliedTinTageTrangeT(15-18)Tyears. 

T 
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OutTofTtheT200Trespondents,T70%TofTthemTwereTsingleTwhileTonlyT30%TwereTmarried. 

 

 

 

 

OutTofT788Tparticipants,TonlyT28%ThaveThouseholdTaverageTmonthTincomeTRs.31,000Tt

oTRs.40,000;T21%ThaveTRs.21,000TtoTRs.30,000;T23%ThaveTRs.41,000TtoTRs.50,000;T23

%ThaveTaboveTRs.50,000;T4%ThaveTRs.15,000TtoTRs.20,000;TwhileTjustTonlyT1%ThasTa

verageThouseholdTmonthlyTincomeTupTtoTRs.10,000. 

1% 4%

21%

28%
23%

23%

AVERATETHOUSEHOLDTMONTHLYTINCOME

upto 10,000 15,000-20,000 21,000-30,000

31,000-40,000 41,000-50,000 above 50,000
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T 

74%TofTtheT788TparticipantsTwereTbornTinTcity;T17%TinTaTtownTwhileTonlyT9%TinTth

eTruralTareas.TOutTofTtheT26%TbornTinTcityTandTrural,T17%TofTthemTalongTwithT74%

TofTthoseTbornTinTcityT(91%)ThadTtheirThigherTeducationTinTaTcity.T8T%TofTthemThad

TtheirThigherTeducationTinTaTtownTwhileTonlyT1%ThadThis/herThigherTeducationTinTaTv

illage. 

 

 

 

OutTofT788TparticipantsT37%TofTtheTrespondentsTwereTgraduates;T57%TwereTpost-

graduatesTwhileTonlyT6%TwereTunder-graduates. 

 

 

91%

8% 1%

PlaceTofTyourThigherTedu
cation

city town village

74%

17%

9%

PlaceTofTyourTbirthpl
ace

city town village

6%

37%
57%

EducaTionalTbackground

Undergraduate Graduate

PostGraduate
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OutTofTtheT788Trespondents,T36%TwereTinTmiddleTorderTamongstTtheTsiblingTposition,T

34%TwereTeldestTamongstTtheTsiblingsTwhileT30%TwereTyoungestTamongstTtheTsiblings. 

 

FACTORTANALYSIS: 

UsedTSPSSTtoolTforTanalyzingTtheTkeyTfactorsTandTcorrelationTamongTdifferentTvariable

s 

FactorTAnalysisTisTmostlyTusedTforTinformationTreductionTorTshapeTdetection.T 

•TTheTmotiveTofTrecordsTreductionTisTtoTeliminateTexcessT(profoundlyTassociated)Tfactor

sTfromTtheTdataTrecord,TmaybeTsupplantingTtheTcompleteTdataTdocumentTwithTfewerTun

correlatedTelements. 

34%

36%

30%

SibliTgTPosition

Eldest Middle Youngest
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•TTheTcauseTofTstructureTdetectionTisTtoTobserveTtheTunderlyingT(orTlatent)Trelationship

sTmanyTofTtheTvariables. 

KMOT&TBartlett’sTTest 

TheTKaiser-Meyer-

OlkinTMeasureTofTSamplingTAdequacyTisTaTstatisticTthatTsuggestsTtheTproportionTofTvar

ianceTforTyourTvariablesTthatTisTprobablyTbecauseTofTunderlyingTelements.TKMOTfeeTh

aveTtoTbeT>Tzero.Five 

 

Bartlett'sTtakeTaTlookTatTofTsphericityTassessmentsTtheThypothesisTthatTyourTcorrelationT

matrixTisTanTidentificationTmatrix,TwhichTcouldTimplyTthatTyourTvariablesTareTunrelated

TandTthereforeTimproperTforTshapeTdetection.TSig.TValueTneedTtoTbeT<Tzero.05

 

SubsequentTtoTrunningTtheTFactorTAnalysisTforTtheTinformationTofTourT788Trespondents,T

weTgotTtheTKMOTesteemT0.765TwhichTisTmoreTprominentTthanT0.5.TInTthisTmanner,Twe

TcouldTutilizeTtheTFactorTAnalysisTresultsTforTourTinformationTdecreaseTandTgivingTprecis

eTkeyTfactorTaffectingTtheTbuyingTconductTofTmetropolitanTyouth.T 

 

Likewise,TtheTSignificanceTesteemTinTtheTBartlett'sTtestTwasT0.000TwhichTwasTunderT0.05

.TInTthisTmanner,TweTcouldTuseTtheTyieldTcreatedTinTtheTCorrelationTMatrixTtoTdiscover

TtheTconnectionTamongTdifferentTfactors.T 

 

WeThadTutilizedTVarimaxTRotationTwhileTrunningTtheTFactorTAnalysis.TFromTtheTyieldTp

roducedTinTRotatedTComponentTMatrixT(AppendixT),T12TelementsTwereTseparatedToutTofT

63Tfactors.TTheseTkeyT12TelementsTareTasTperTtheTfollowing: 
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Sr.TNo. KeyTFactors 

1 
FriendsT&TTrends 

2 
CategoryTManagementT&TVisualTMerchandisingT 

3 
ResolvingTCustomersTNeedsT&TQueriesT 

4 
LocationTofTORUTandTProductsT 

5 
ConservativeT&TConvenientTShoppingTNatureT 

6 
StoreTAmbienceT 

7 
PricingT&TAfter-SaleTServiceT 

8 
DemographicsT 

9 
EaseTofTapproachTinTORUT 

10 
PromotionalTOffersT 

11 
RecreationalTFacilitiesT 

12 
EasierTFinancingT&TSpeedyTOperationsT 

 

Cronbach'sTαT(alpha)TReliabilityTAnalysis:T 

CronbachTαTisTaTstatistic.TItThasTaTmassiveTuseTasTaTproportionTofTtheTunwaveringTfine

TofTaTpsychometricTdevice.TCronbach'sTalphaTwillTforTtheTmostTpartTincrementTwhenTth

eTconnectionsTbetweenTtheTmattersTincrement.TThereforeTtheTcoefficientTisTmoreoverTrefe

rredTtoTasTtheTindoorsTconsistencyTorTtheTinteriorTconsistencyTdependabilityTofTtheTchec

k. 

G.TDavidTGarsonToffersTanTopinionTapproximatelyTwhatTcorrespondsTtoTaTgoodTv

alueTforTCronbach'sTAlpha: 

TheTbroadly-everydayTsocialTscienceTreduce-

offTisTthatTalphaTneedTtoTbeT.70TorThigherTforTaTsetTofTgadgetsTtoTbeTtakenTin

toTconsiderationTaTscale,ThoweverTaTfewTuseT.75TorT.80TatTtheTsameTtimeTasTot
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hersTareTasTlenientTasT.60.TThatT.70TisTasTlittleTasToneTmayTdesireTtoTmoveTisT

contemplatedTinsideTtheTtruthTthatTwhenTalphaTisT.70,TtheTstandardTblundersTofT

measurementTmayTbeToverThalfT(0.FiftyTfive)TaTwellknownTdeviation.T 

TheTWikipediaTsaysTthat: 

AsTaTruleTofTthumb,TaTproposedTpsychometricTinstrumentTmustTsimplestTbeTused

TifTanTαTcostTofTzero.EightTorTbetterTisTreceivedTonTaTtremendousTsample.THow

everTtheTusualTofTreliabilityTrequiredTvariesTamongTfieldsTofTpsychology:Tcognitive

TassessmentsT(examsTofTintelligenceTorTsuccess)ThaveTaTtendencyTtoTbeTextraTdep

endableTthanTassessmentsTofTattitudesTorTpersonality.TThereTisTalsoTvariationTinsi

deTfields:TitTisTlessTdifficultTtoTassembleTaTreliableTcheckTofTaTspecificTmindsetTt

hanTofTaTfashionableTone,TasTanTexample.T 

TSubsequentlyTforTourTinvestigationTasTaTwellknownTweThaveTconsideredTCronbac

hTalphaTwellTworthT0.6TasTaTnorm.TAsTtheTreallyTworthTofTCronbachTAlphaTisT

greaterTdistinguishedTthanTourTstandardTthereforeTweTwillTproceedTwithTtheTelem

entTinvestigationTofTtheTrecords. 

 

ReliabilityTStatistics 

Cronbach'sTAlpha Cronbach'sTAlphaTBasedTonTStandardizedTIte

ms 

NTofTItems 

.838 .854 42 

 

CorrelationTAnalysis 

CorrelationTcoefficientTisTtheTdegreeTtoTwhichTtwoTextraordinaryTvariablesTmayTwantTto

TlikelyTbeTrelated.TATcorrelationTcoefficientTfeeTofTextraTthanTzero.5TisTnormallyTtaken

TintoTconsiderationTtoTbeTcauseTtopTsufficientTtoTconsiderTthatTaTstrongTcorrelationTexi

sts.TTheTcorrelationTmatrixTisTobtainedTfromTtheTaspectTevaluationToutputTitselfTbeTche
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ckingTtheTCorrelationTCoefficientTMatrixT(Appendix)TalternativeTwithinTtheTdescriptiveTt

ab.TTheTcorrelationTcoefficientTtableTreceivedTforTtheTdatumTamassedTforTthisTresearchT

hasTbeenTannexed.TByTreadingTtheTtable,TtheTsubsequentTobservationsThaveTbeenTrecord

ed: 

•TATsturdyTcorrelationTamongTtheTeldestTofTtheTfamilyTandTConservativeTpur

chasingTnature 

•TATstrongTcorrelationTamongTtheTyoungestTinsideTtheTownTfamilyTandTtheTt

endencyTtoTpurchaseTitemsTdueTtoTtheTspecialTpromotionalToffers.TThisTcanT

beTinferredTasTaTcarefreeTandTunplannedTbuyingTbehavior. 

•TATcorrelationTbetweenTtheTaimTtoTshopTonTtheTwayTtoTmeetTpalsTandTthe

TageTinstitutionTofT22TtoTtwenty-fiveTyears.T 

•TATcorrelationTamongTtheTlocationTofTbetterTeducationT(city)TandTtheTneedT

forTcorrectTshelfTcontrolTi.E.,TbalancedTcollection,TaccessibilityTandTvisibilityT

ofTproducts. 

•TATrobustTcorrelationTamongTtheTwantTtoTgoodTdealTandTtheTvarietyTofTvis

itsTpaidTtoTunorganizedTstores. 

•TATrobustTcorrelationTbetweenTtheTperceivedTutilityTofTloyaltyTcardsTandTthe

TcommonTmonth-to-

monthThouseholdTearningsTbracketTofTrupeesT10000TtoTrupeesTthirtyTthousand.

TThisTshouldTpossiblyTcountryTthatThumanTbeingsTwithTanTaverageTmonthlyTf

amilyTincomeTofTmuchTlessTthanTRs.T10,000TdoTnowTnotTshopTthatTregularly

TinTanTorganizedTretailTunitTtoTderiveTadvantagesTfromTaTloyaltyTapplication

TandTpeopleTwithTaTmedianTfamilyTmonth-to-

monthTprofitsTofTextraTthanTRs.T30,000TdoTnoTlongerTareTlookingTforTtheTlit

tleTbenefitsTderivedTfromTaTloyaltyTcard.T 

•TFriendsTandThouseholdThintsThasTgotTaTsturdyTcorrelationTwithTtheTsubsequ

entTfactors: 
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o SpecialTpromotionalToffers 

o NoTofTvisitsTtoTORU 

o FairTpricingTstrategies 

o AccessibilityTofTessentialTproducts 

o LoyaltyTcardsT 

CLUSTERTANALYSIS: 

ClusterTanalysisTisTanTassociationTmultivariateTtechnique.TAsTtheTnameTsuggests,TtheTfu

ndamentalTmotivationTbehindTbunchTinvestigationTisTtoTcharacterizeTorTfragmentTobjects

T(e.g.,Tclients,Titems,TmarketTregions)TintoTbunchesTsoTthatTarticlesTinsideTeachTgatherin

gTareTlikeTeachTotherTonTanTassortmentTofTfactors.TBunchTexaminationTlooksTtoTarrang

eTsectionsTorTitemsTtoTsuchTanTextentTthatTthereTwillTbeTasTmuchTsimilarityTinsideTfra

gmentsTandThoweverTmuchTcontrastTbetweenTportionsTasTcouldTbeTexpected.TSubsequent

ly,TthisTstrategyTendeavorsTtoTdistinguishTregularTgroupingsTorTportionsTamongTnumerou

sTfactorsTwithoutTassigningTanyTofTtheTfactorsTasTaTreliantTvariable.T 

 

ThisTinvestigationTforTthisTsituationTwouldThelpTandTmakeTbunchesTorTportionsTofTbuye

rs,TinTorderTtoTseparateTtheseTfragmentsTofTbuyers,TwhichTwouldTincludeTlikenessTinsid

eTtheTsections,ThoweverTcontrastTamongTtheTportionsTtoo.TIndividualsTinTeachTportionT

wouldThaveTsameTlikingsTforTexplicitTtraits.TTheTretailTlocationsTwouldTbecomeTacquain

tedTwithTbyTthisTwayTthatTwhatTareTtheTvariousTtypesTofTgatheringsTandThowTaTspecif

icTgatheringTmustTbeTexplicitlyTcateredTbyTtheirTlikings.T 

 

BunchTAnalysis-

ThisTinvestigationTwasTdoneTtoTportionTtheTrespondentsTasTindicatedTbyTtheTfactorsTutil

izedTinTtheTexamination.TThisTinvestigationTwasTdoneTonTfactorsTseparatedTafterTtheTuti

lizationTofTfactorTexamination.TFactorsTutilizedTforTthisTinvestigationTareT–

TSpecialTPromotionalTOffers,TLoyaltyTCardsTInfluence,TLocationTofTORU,TLocationTofT

ORUTinTPrimeTBusinessTArea,TFriendsTandTRelativesTRecommendations,TFreeTParkingTI
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nfluenceTPurchasingTBehavior,TInadequateTParkingTFacilityTCreateTCustomerTDissatisfacti

on,TSecurityTPrecautionsTEssential,TExteriorTLightingTandTHygieneTEssential,TServiceTDe

skTEssential,TORUTSpaceTMgmt.TFundamental,TBalancedTAssortmentTandTVarietyTMerch

andiseTEssential,TArrangingTandTDisplayingTMerchandiseTEssential,TLayoutTofTMerchandi

seTEssential,TAccessibilityTofTProductsTEssential,TStoreTLayoutTPlanTEssential,TAttractive

TandTInfo.TShowcasesTEssential,TProvideTProductTDemoTandTVideoTDisplayTInfluenceT

CPBT(ConsumerTPurchasingTBehavior),TInTStoreTLightingTandTAmbienceTInfluenceTCPB,

TEthicalTPricingTStrategyTInfluenceTCPB,TInTStoreTPromosTInfluenceTCPB,TFairTPricing

TStrategyTInfluenceTCPB,TIdentifyingTneedsTofTPhy.TTestedTEssential,TIdentifyingTNeeds

TofTSr.CitizensTEssentialTIdentifyingTNeedsTofTPregnantTLadiesTEssentialTIdentifyingTNe

edsTofTParentsTwithTKidsTEssential,THygienicTRestTRoomsTandTFoodTCourtTEssential,T

StoreTAmbienceTTempTMusicTScentTDecor,TEmployeesTDelightingTCustomersTEssential,T

LatestTTechnologyTForTFastTCheckingTProcess,TCreditTFacilityTInfluenceTCPB,TRefundT

ExchangeTPoliciesTInfluenceTCPB,TWarrantyTHomeTDeliveryTFreeTInstallationTInfluenceT

CPB,TCustomerTFeedbackTSystemsTEssential,TShoppingTtoTEscapeTFromTDailyTRoutine,

TShoppingTtoTMeetTFriends,TShoppingTtoTLearnTNewTTrendsTandTFashions,TShoppingTt

oTacquireTKnowledgeTtoTAdviceTFriends,TLikeTtoTShopTWhereTFriendsTareTShopping,T

LikeTtoTShopTWhereToneTCannotTBargain,TCombineTRecreationTandTHobbiesTwithTSho

ppingTTrips,TCarefulTandTConservativeTShoppingTdisposition.T 

 

ForTourTcase,THierarchicalTtechniquesTareTutilizedTcouple.TProgressiveTClusteringTwasTn

everTreallyToutedTbeginningTarrangementTutilizingTnormalTconnectedTtechnique.TDistance

ThereTutilizedTwasTsquaredTEuclideanTdistances.TByTseeingTagglomerationTplanT(Append

ix),TitTshowsTtheTquantityTofTcasesTandTbunchesTbeingTjoinedTatTeachTstage.TTheTmain

TlineTaddressesTstageT1,TwithT788Tbunches.TRespondentsT730TandT788TareTconsolidated

TatTthisTstage,TasTdisplayedTinTtheTsectionsTnamedT"GroupsTCombined".TTheTSquaredT

EuclideanTdistanceTbetweenTtheseTtwoTrespondentsTisTgivenTunderTsectionTnamedT"coeff

icients".TTheTsectionTnamedT"StageTClusterTFirstTAppears"TdemonstratesTtheTstageTatTw

hichTaTgroupTisTframed.TToTclarify,TrespondentT730TwasTgatheredTfirstTandTatTtheTNex

tTstageT57,TitTwasTjoinedTwithTrespondentT170.T 
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ToTchooseTtheTquantityTofTbunchesTasTcontributionTforTnextTstage,TweTinvestigateTtheTl

owerTpartTofTagglomerationTplan.TWeTwillTfollowTtheTbaseTtoTtopTwayTtoTdealTwithTf

indToutTtheTquantityTofTbeginningTgroups.TInTtheTeventTthatTweTcontinueTonTfromTSta

geT767TtoT764,TweTseeTthatTthereTisTimpressiveTcontrastTbetweenTtheTcoefficientsTatTe

achTstage.TBeTthatTasTitTmay,TatTstageT764TandT763,TthereTisTnotTreallyTanyTgenerous

TcontrastTbetweenTtheTtwo.TSoTinTtheTeventTthatTweTcountTfromTtheTlast,TfourTphases

TareThavingThugeTdistances.TAlongTtheseTlines,TapparentlyTfourTgroupTarrangementsTare

Tproper. 

ClusterTOneT–

TThisTtypeTofTclusterTconsistsTofTrespondentsTforTtheTvariablesTareTclassifiedTaccording

TtoTtheirTimportanceTinTtheTfollowingTmanner. 

ForTpeopleTunderTthisTcluster,TLocationTofTORU,TFriendsTandTRelativesTRecommendatio

nsTisTnotTimportant.T 

 

VERYTIMPORTANT SOMEWHATTIMPORTA

NT 

EXTREMELYTIMPORTA

NT 

FreeTParkingTInfluenceTPB SpecialTPromoTOffers IdentifyingTneedsTofTPhy.

TChallengedTEssential 

InadequateTParkingTFacilityTCr

eateTCD 

LoyaltyTCardsTInfluence IdentifyingTNeedsTofTSr.T

CitizensTEssential 

SecurityTPrecautionsTEssential LocationTofTORUTinTPri

meTBusinessTArea 

IdentifyingTNeedsTofTPreg

nantTLadiesTEssential 

Ext.TLightingTandTHygieneTEss

ential 

EthicalTPricingTStrategyT

InfluenceTCPB 

HygienicTRestTRoomsTan

dTFoodTCourtTEssential 

ServiceTDeskTEssential FairTPricingTStrategyTInf

luenceTCPB 

ShoppingTtoTEscapeTFrom

TDailyTRoutine 

ORUTSpaceTMgmt.TEssential LatestTTechnologyTForT

FastTCheckingTProcess 

ShoppingTtoTMeetTFriends 

Bal.TAssortmentTandTVarietyT

MerchandiseTEssential 

CustomerTFeedbackTSyst

emsTEssential 

ShoppingTtoTLearnTNewT

TrendsTandTFashions 

ArrangingTandTDisplayingTMer

chandiseTEssential 

LikeTtoTShopTWhereTon

eTCannotTBargain 

ShoppingTtoTgainTKnowle

dgeTtoTAdviceTFriends 

LayoutTofTMerchandiseTEssenti

al 

CarefulTandTConservativ

eTShoppingTattitude 

 

AccessibilityTofTProductsTEssen

tial 
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StoreTLayoutTPlanTEssential   

AttractiveTandTInfo.TDisplaysT

Essential 

  

ProvideTProductTDemoTandTVi

deoTDisplayTInfluenceTCPB 

  

InTStoreTLightingTandTAmbien

ceTInfluenceTCPB 

  

InTStoreTPromosTInfluenceTCP

B 

  

IdentifyingTNeedsTofTParents.T

withTKidsTEssential 

  

StoreTAmbienceTTempTMusicT

ScentTDécor 

  

EmployeesTDelightingTCustomer

sTEssential 

  

CreditTFacilityTInfluenceTCPB   

RefundTExchangeTPoliciesTInflu

enceTCPB 

  

WarrantyTHomeTDeliveryTFree

TInstallationTInfluenceTCPB 

  

LikeTtoTShopTWhereTFriendsT

areTShopping 

  

CombineTRecreationTandTHobb

iesTwithTShoppingTTrips 

  

 

 

ClusterTTwoT–

TThisTtypeTofTclusterTconsistsTofTrespondentsTforTwhomTtheTvariablesTareTclassifiedTac

cordingTtoTtheirTimportanceTinTtheTfollowingTmanner. 

VERYTIMPORTANT SOMEWHATTIMPORTANT 

SpecialTPromoTOffers LoyaltyTCardsTInfluence 

LocationTofTORU LocationTofTORUTinTPrimeTBusinessTA

rea 

FriendsTandTRelativesTRecommendations InadequateTParkingTFacilityTCreateTCD 

FreeTParkingTInfluenceTPB LatestTTechnologyTForTFastTCheckingTP

rocess 

SecurityTPrecautionsTEssential RefundTExchangeTPoliciesTInfluenceTCP

B 

Ext.TLightingTandTHygieneTEssential ShoppingTtoTEscapeTFromTDailyTRoutin

e 
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ServiceTDeskTEssential ShoppingTtoTMeetTFriends 

ORUTSpaceTMgmt.TEssential ShoppingTtoTLearnTNewTTrendsTandTFa

shions 

Bal.TAssortmentTandTVarietyTMerchandise

TEssential 

ShoppingTtoTgainTKnowledgeTtoTAdvice

TFriends 

ArrangingTandTDisplayingTMerchandiseTEs

sential 

LikeTtoTShopTWhereTFriendsTareTShopp

ing 

LayoutTofTMerchandiseTEssential LikeTtoTShopTWhereToneTCannotTBarga

in 

AccessibilityTofTProductsTEssential CombineTRecreationTandTHobbiesTwithT

ShoppingTTrips 

StoreTLayoutTPlanTEssential  

AttractiveTandTInfo.TDisplaysTEssential  

ProvideTProductTDemoTandTVideoTDisplay

TInfluenceTCPB 

 

InTStoreTLightingTandTAmbienceTInfluence

TCPB 

 

EthicalTPricingTStrategyTInfluenceTCPB  

InTStoreTPromosTInfluenceTCPB  

FairTPricingTStrategyTInfluenceTCPB  

IdentifyingTneedsTofTPhy.TChallengedTEsse

ntial 

 

IdentifyingTNeedsTofTSr.TCitizensTEssential  

IdentifyingTNeedsTofTPregnantTLadiesTEsse

ntial 

 

IdentifyingTNeedsTofTParents.TwithTKidsTE

ssential 

 

HygienicTRestTRoomsTandTFoodTCourtTEs

sential 

 

StoreTAmbienceTTempTMusicTScentTDecor  

EmployeesTDelightingTCustomersTEssential  

CreditTFacilityTInfluenceTCPB  



 

81 
 

WarrantyTHomeTDeliveryTFreeTInstallation

TInfluenceTCPB 

 

CustomerTFeedbackTSystemsTEssential  

CarefulTandTConservativeTShoppingTattitud

e 

 

 

 

 

 

ClusterT3T–

TThisTtypeTofTclusterTconsistsTofTrespondentsTforTwhomTtheTvariablesTunderTVeryTimp

ortantTareTveryTimportantTandTtheTvariableTunderTextremelyTimportantTareTconsideredTto

TbeTextremelyTimportant. 

VERYTIMPORTANT EXTREMELYTIMPORTANT 

SpecialTPromoTOffers SecurityTPrecautionsTEssential 

LoyaltyTCardsTInfluence AttractiveTandTInfo.TDisplaysTEssential 

LocationTofTORU FairTPricingTStrategyTInfluenceTCPB 

LocationTofTORUTinTPrimeTBusinessTAre

a 

IdentifyingTneedsTofTPhy.TChallengedTEs

sential 

FriendsTandTRelativesTRecommendations IdentifyingTNeedsTofTSr.TCitizensTEssenti

al 

FreeTParkingTInfluenceTPB IdentifyingTNeedsTofTPregnantTLadiesTEs

sential 

InadequateTParkingTFacilityTCreateTCD HygienicTRestTRoomsTandTFoodTCourtTE

ssential 

Ext.TLightingTandTHygieneTEssential EmployeesTDelightingTCustomersTEssentia

l 

ServiceTDeskTEssential RefundTExchangeTPoliciesTInfluenceTCPB 

ORUTSpaceTMgmt.TEssential WarrantyTHomeTDeliveryTFreeTInstallatio

nTInfluenceTCPB 

Bal.TAssortmentTandTVarietyTMerchandise  
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TEssential 

ArrangingTandTDisplayingTMerchandiseTE

ssential 

 

LayoutTofTMerchandiseTEssential  

AccessibilityTofTProductsTEssential  

StoreTLayoutTPlanTEssential  

ProvideTProductTDemoTandTVideoTDispla

yTInfluenceTCPB 

 

InTStoreTLightingTandTAmbienceTInfluenc

eTCPB 

 

EthicalTPricingTStrategyTInfluenceTCPB  

InTStoreTPromosTInfluenceTCPB  

IdentifyingTNeedsTofTParents.TwithTKidsT

Essential 

 

StoreTAmbienceTTempTMusicTScentTDéco

r 

 

LatestTTechnologyTForTFastTCheckingTPr

ocess 

 

CreditTFacilityTInfluenceTCPB  

CustomerTFeedbackTSystemsTEssential  

ShoppingTtoTEscapeTFromTDailyTRoutine  

ShoppingTtoTMeetTFriends  

ShoppingTtoTLearnTNewTTrendsTandTFas

hions 

 

ShoppingTtoTgainTKnowledgeTtoTAdviceT

Friends 

 

LikeTtoTShopTWhereTFriendsTareTShoppi

ng 

 

LikeTtoTShopTWhereToneTCannotTBargai

n 
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CombineTRecreationTandTHobbiesTwithTS

hoppingTTrips 

 

CarefulTandTConservativeTShoppingTattitu

de 

 

 

ClusterT4T–

TThisTtypeTofTclusterTconsistsTofTrespondentsTforTwhomTtheTvariablesTunderTVeryTimp

ortantTareTveryTimportantTandTtheTvariableTunderTextremelyTimportantTareTconsideredTto

TbeTextremelyTimportant. 

VERYTIMPORTANT SOMEWHATTIMPORTANT EXTREMLYTIMPOR

TANT 

SpecialTPromoTOffers LocationTofTORUTinTPrimeT

BusinessTArea 

EmployeesTDelighting

TCustomersTEssential 

 

LoyaltyTCardsTInfluence InadequateTParkingTFacilityT

CreateTCD 

 

LocationTofTORU EthicalTPricingTStrategyTInflu

enceTCPB 

 

FriendsTandTRelativesTRecom

mendations 

LikeTtoTShopTWhereToneTC

annotTBargain 

 

FreeTParkingTInfluenceTPB CombineTRecreationTandTHo

bbiesTwithTShoppingTTrips 

 

SecurityTPrecautionsTEssential   

Ext.TLightingTandTHygieneTEs

sential 

  

ServiceTDeskTEssential   

ORUTSpaceTMgmt.TEssential   

Bal.TAssortmentTandTVarietyT

MerchandiseTEssential 

  

ArrangingTandTDisplayingTMer

chandiseTEssential 

  

LayoutTofTMerchandiseTEssenti   
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al 

AccessibilityTofTProductsTEssen

tial 

  

StoreTLayoutTPlanTEssential   

AttractiveTandTInfo.TDisplaysT

Essential 

  

ProvideTProductTDemoTandTV

ideoTDisplayTInfluenceTCPB 

  

InTStoreTLightingTandTAmbie

nceTInfluenceTCPB 

  

InTStoreTPromosTInfluenceTCP

B 

  

FairTPricingTStrategyTInfluenc

eTCPB 

  

IdentifyingTneedsTofTPhy.TCha

llengedTEssential 

  

IdentifyingTNeedsTofTSr.TCitiz

ensTEssential 

  

IdentifyingTNeedsTofTPregnant

TLadiesTEssential 

  

IdentifyingTNeedsTofTParents.T

withTKidsTEssential 

  

HygienicTRestTRoomsTandTFoo

dTCourtTEssential 

  

StoreTAmbienceTTempTMusicT

ScentTDecor 

  

LatestTTechnologyTForTFastTC

heckingTProcess 

  

CreditTFacilityTInfluenceTCPB   

RefundTExchangeTPoliciesTInfl   
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uenceTCPB 

WarrantyTHomeTDeliveryTFree

TInstallationTInfluenceTCPB 

  

CustomerTFeedbackTSystemsTE

ssential 

  

CarefulTandTConservativeTSho

ppingTattitude 

  

 

ClusterT5T–

TThisTtypeTofTclusterTconsistsTofTrespondentsTforTwhomTtheTvariablesTunderTVeryTimp

ortantTareTveryTimportantTandTtheTvariableTunderTsomewhatTimportantTareTconsideredTto

TbeTsomewhatTimportant. 

VERYTIMPORTANT SOMEWHATTIMPORTANT 

LocationTofTORU SpecialTPromoTOffers 

LocationTofTORUTinTPrimeTBusinessTArea LoyaltyTCardsTInfluence 

FriendsTandTRelativesTRecommendations ServiceTDeskTEssential 

FreeTParkingTInfluenceTPB Bal.TAssortmentTandTVarietyTMerchand

iseTEssential 

InadequateTParkingTFacilityTCreateTCD ArrangingTandTDisplayingTMerchandise

TEssential 

SecurityTPrecautionsTEssential LikeTtoTShopTWhereTFriendsTareTSho

pping 

Ext.TLightingTandTHygieneTEssential CarefulTandTConservativeTShoppingTatt

itude 

ORUTSpaceTMgmt.TEssential  

LayoutTofTMerchandiseTEssential  

AccessibilityTofTProductsTEssential  

StoreTLayoutTPlanTEssential  

AttractiveTandTInfo.TDisplaysTEssential  

ProvideTProductTDemoTandTVideoTDisplayT

InfluenceTCPB 
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InTStoreTLightingTandTAmbienceTInfluenceT

CPB 

 

EthicalTPricingTStrategyTInfluenceTCPB  

InTStoreTPromosTInfluenceTCPB  

FairTPricingTStrategyTInfluenceTCPB  

IdentifyingTneedsTofTPhy.TChallengedTEssent

ial 

 

IdentifyingTNeedsTofTSr.TCitizensTEssential  

IdentifyingTNeedsTofTPregnantTLadiesTEssen

tial 

 

IdentifyingTNeedsTofTParents.TwithTKidsTEs

sential 

 

HygienicTRestTRoomsTandTFoodTCourtTEsse

ntial 

 

StoreTAmbienceTTempTMusicTScentTDécor  

EmployeesTDelightingTCustomersTEssential  

LatestTTechnologyTForTFastTCheckingTProce

ss 

 

CreditTFacilityTInfluenceTCPB  

RefundTExchangeTPoliciesTInfluenceTCPB  

WarrantyTHomeTDeliveryTFreeTInstallationT

InfluenceTCPB 

 

CustomerTFeedbackTSystemsTEssential  

ShoppingTtoTEscapeTFromTDailyTRoutine  

ShoppingTtoTMeetTFriends  

ShoppingTtoTLearnTNewTTrendsTandTFashi

ons 

 

ShoppingTtoTgainTKnowledgeTtoTAdviceTFri

ends 

 

LikeTtoTShopTWhereToneTCannotTBargain  
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CombineTRecreationTandTHobbiesTwithTSho

ppingTTrips 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CONCLUSIONT&TRECOMMENDATION

S 
 

AlongTthoseTstrains,TweTcanTreasonTthatTtheTbuyingTbehaviorTofTUrbanTYouthTreliesTu

ponTtheirTeconomicTareaTandTtheTkindsTofTcompetenciesTandTassetsTtheyTdrawTfromTin

ternalTfamiliesTandTsociety.TMostTchildrenTenjoyTmetropolitanTlifestylesTallTtheTwhilstTa

sTprohibitionTandTconsideration.TTheseTcyclesTconvergeTtheirTsocio-

spatialTencounters,TpoweringTlogicalTinconsistenciesTamongTtheirTjobsTandTwishes.TAlong

TthoseTlines,TthereTareTmanyTfactorsTasTreferencedTearlierTthanTwithinTtheTfileTwhichTi

mpactTtheTbuyingTconductTofTUrbanTYouthT(MaleTandTFemale).T 

 

ITwouldTpossiblyTneedTtoTprescribeTtheTORU'sTdirectorTtoTreflectTonTconsiderationTonT

elementsTlikeTplaceTofTORU,TunfastenedTstoppingTmanagement,TsmoothTrestTrooms,Tdiv

ersionTworkplaces,TsaveTformatTandTfeeling,TobjectTshowings,TwonderfulTspecialToffers,T

classTtheTexecutivesTandTafter-
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dealTadministrationsTlikeThomeTconveyanceTandTdevotionTcardTprojectsTtoTextendTtheTa

mountTofTfootfallsTwithinTtheTORUTandTconvertTthoseTfootfallsTintoTcustomersTandTthat

TstillThavingTmoreTnoteworthyTinvoiceTsize.TMeasuresTshouldTbeTtakenTthatTconsistentTi

mprovementTisTthereTinsideTtheTORUTandTmetropolitanTkidsTareTengagedTinTaTsurprisin

gTway. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

APPENDIX 
 

TheTQuestionnaire 
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TRESEARCHTOBJECTIVE:TUrbanTYouthTPurchasingTBehaviorTinsideTtheTOrganizedTRetailTSector-

Ref.TNoida,UP 

 

DearTRespondent,TWarmTgreetingsT,TWeTareTcarryingToutTaTsurveyTtoTachieveTaTremarksTfromT

ourTvaluedTcityTchildren,TtoTapprehendTtheirT“PurchasingTBehavior”TinsideTtheTOrganizedTRetailTS

ectorT(ReferenceTNoidaTcity,TU.P.TIndia).TWeTdoTsurprisinglyTrespectTyourThelpTinTthisTregardTan

dTTHANKTYOUTforTyourTpreciousTtime. 

OrganizedTRetailTName:T________________________________________________ Date:_____June’17 

RespondentTName:______________________________________________ GenderT:TFTMT 

AgeT:T15--19T20---22T23---26T27---30 

MaritalTStatus:TMarriedT1.TATNuclearTFamilyT2.TJointTFamilyT*TSingleT1.TLivingTwithTFriendsT2.TLivingTAlone 

HouseholdTSizes:T_____TNo.TofTFamilyTmembers 

AverageTHouseholdTMonthlyTIncome:T 

T10,000-15000T15,000T-T20,000T21,000T-T30,000T31,000T–T40,000T41,000T–T50,000T50,000Tabove 

TYourTBirthplace:_____________________________State:__________________________ 

IsTthisTplaceTaT1.TCityT2.TTownT3.TVillage 

PlaceTofTyourThigherTeducation:T______________________________State:T__________________________ 

IsTthisTplace:T1.TCityT2.TTownT3.TVillage 

HowTlongThaveTyouTbeenTlivingTinTNoida:T_________Yrs 

HaveTyouTlivedTinTanyTotherTCity:T1.T____________________TYrsT2.T_______________________TYrs 

EducationalTBackground:TUndergraduateTGraduateTPostTGraduateT________________Others 

Occupation:______________________________ 

HowTmanyTbrothersTandTsistersTdoTyouThave?T___________BrothersT___________TSisters 

YourTpositionTinTtheTfamily?T____TEldestTinTtheTfamilyT_______TMiddleT______TYoungestTinTtheTfamily 

ModeTofTyourTTRANSPORTATION:T_____TwoTwheeler_____TAuto/CityTBusT_____TFourTwheelerT____Tothers 

 

 

HowToftenTdoTyouTvisitTtheTfollowing: 

UnorganizedTRetailToutletsT(TKiranaTkindTofTstoresT)T1----------T2T-----------T3T---------T4T--------5T-------TTimesTaTmonth 

OrganizedTRetailTUnitT(TBigTBazaarTkindTofTstoresT)T1--------T2T--------T3T---------4T-----------T5T-------TTimesTaTmonthT 

SpecialTPROMOTIONALTOFFERSTtoTyou: 
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1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp. 

ToTsaveTmoneyT‘LoyaltyTCard’TprogramsTtoTmeTis: 

T1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp. 

YourTSHOPPINGTCOMPANION:T 

Single:T1.TLivingTwithTFriendsT2.TStayingTbyTYourself 

Married:T1.T-----TSpouseT2.T------TFamilyT3.------TChildrenT4.T------TParentsT5.T------TFriendsT6.T-------Alone 

DoesTtheTLOCATIONTofTtheTOrganizedTRetailTUnitTinfluenceTyourTpurchasingTdecision? 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

LOCATIONTofTtheTOrganizedTRetailTUnitTinTprimeTbusinessTareaTisTimportantTforTme 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

AppropriateTDISTANCETbetweenTyourTResidenceTandTthisTparticularTOrganizedTRetailTUnitT? 

T---1TKmT---2TKmT----3KmT----4KmT----5TKmT---6KmT----7TKmT----8KmT----9KmT----10TKm 

YourTFriends’TandTRelatives’TRECOMMENDATIONSTinfluencesTyourTpurchasingTdecision 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

DoTyouTplanTwatchingTaTMOVIETANDTSHOPPINGTatTorganizedTretailTunitTtogether? 

-------TYesT---------TNoT-----------TSometimesT 

INADEQUATETPARKINGTFACILITYTcreateTCustomerTdissatisfaction:T 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

FreeTPARKINGTSERVICETdoesTinfluenceTyourTrepeatTpurchase: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

SECURITYTPRECAUTIONSTatTparkingTareaTandTmainTentranceTisTessentialTforTcustomerTsafety: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 



 

91 
 

EXTERIORTLIGHTINGTANDTCLEANLINESSTinTtheTOrganizedTRetailTUnit’sTpremisesTisTessential 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

SERVICETDESKTtoThelpTCustomers: 

1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp.T 

RETAILTSPACETMANAGEMENTTisTmostTessentialTforTconsumerTshoppingTconvenience 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

BALANCEDTASSORTMENTTANDTVARIETYTOFTMERCHANDISETavailabilityTtoTmeTisT 

1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp.T 

ARRANGINGTANDTDISPLAYINGTOFTTHETMERCHANDISETdoesTinfluenceTyourTbuyingTbehavior 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

LAYOUTTOFTMERCHANDISEThelpsTcustomerTtoTquicklyTidentifyTtheTgoodsThe/sheTlookingTforT 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

ACCESSIBILITYTofTproducts: 

1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp.T 

STORETLAYOUTTPLANThasTaTsignificantTeffectTonTtheTcustomerTbuyingTbehavior: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

AttractiveTandTinformativeTDISPLAYSThelpTconsumersTtoTunderstandTproductTcategoryTbetter 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

ProvidingTPRODUCTTINFO.TDEMONSTRATIONSTANDTVIDEOTDISPLAYSThelpTcustomersTtoTchooseTtheTrightTproduct: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

PROPERTINTSTORETLIGHTINGTinfluenceTconsumerTpurchasingTbehaviorTbyTextractingTmaximumTeffectTfromTdisplaysTandTvisualTmerchandizing 
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1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

ETHICALTISSUESTareTanTimportantTfeatureTofTPRICINGTSTRATEGYTinTOrganizedTretailTunit 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

INTSTORETPROMOTIONSTinfluenceTconsumerTtoTpurchaseTitemsTwhichTareTnotTinTtheirTpriorTlist 

1.StronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

FAIRTPRICINGTSTRATEGIESTincreaseTcustomerTloyalty: 

1.StronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

 

 

RecognizingTandTresolvingTtheTNEEDSTOFTPHYSICALLYTCHALLENGEDTcustomersTwhileTtheyTareTshopping: 

1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp.T 

RecognizingTandTresolvingTtheTNEEDSTOFTSENIORTCITIZENSTwhileTtheyTareTshopping: 

1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp.T 

RecognizingTandTresolvingTtheTNEEDSTOFTPREGNANTTLADIESTwhileTtheyTareTshopping: 

1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp.T 

RecognizingTandTresolvingTtheTNEEDSTOFTPARENTSTWITHTLITTLETKIDSTwhileTtheyTareTshopping: 

1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp.T 

HYGIENICTRESTTROOMSTANDTREFRESHMENTTFACILITIESTprovideTconsumersTwithTaTsenseTofTcomfort: 

T1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

STORETATMOSPHERE(temperature,internalTdecoration,music,scent)isTvitalT&TinduceTcustomersTtoTspendTmoreTmoney: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

FRIENDLYTANDTEFFICIENTTEMPLOYEEST(TDelightingTtheTCustomers)TpositivelyTinfluenceTcustomerTbuyingTbehavior 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

UsingTLATESTTSCANNINGTTECHNOLOGYTavailableTtoTspeedTupTtheTcheckingTprocess:T 

1.TExtremelyTImp.T2.TVeryTImp.T3.TSomewhatTImp.T4.TNotTImp.T5.TNotTatTallTImp.T 

ProvidingTCREDITTFACILITYTisTessentialTforTcustomerTconvenience: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 



 

93 
 

100%TSATISFACTIONTGUARANTEE,TREFUNDSTANDTEXCHANGESTforT‘changeTofTmind’Tpurchasers-

TincreaseTloyalTcustomerTbase: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

EXTERNALTWARRANTIES,THOMETDELIVERYTSERVICE,TFREETINSTALLATIONT-TincreaseTloyalTcustomerTbase: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

CUSTOMERTSUGGESTIONTBOXESTandTCUSTOMERTFEEDBACKTSYSTEMST-

ThelpTRetailTManagementTtoTunderstandTtheTcustomerTneedsTsoTthatTtheyTcanTserveTtheTcustomersTbetter: 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

 

ITenjoyTshoppingTasTitTgivesTmeTanTopportunityTtoTescapeTfromTdailyTroutine 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

ITenjoyTshoppingTasTitTisTalsoTaTmeetingTplaceTforTmyTfriends 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

VisitingTstoresTtoTshopThelpsTmeTinTlearningTaboutTnewTtrends,Tstyles,TandTfashionsT 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

MyTfriends/relatives/colleaguesTseekTmyTadviceTandTsoTITkeepTmyselfTupdatedTwithTshoppingTknowledge 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

ITselectTaTparticularTstoreTtoTshopTifTmyTfriends/colleaguesTareTalsoTdoingTtheTsame 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

ITselectTaTstoreTwhereTITdoTnotTneedTtoTbargain 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

ITcombineTrecreations/hobbiesTwithTshoppingTtrips 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

ITbelieveTinTconservativeTspendingT 

1.TStronglyTDisagreeT2.DisagreeT3.NeitherTAgreeTnorTDisagree.T4.AgreeT5.StronglyTAgree 

 

UrbanTYouth:TIfTyouTareTtheTGeneralTManagerTofTthisTparticularTOrganizedTRetailTUnitT---

TWhatTkindTofTchangesTwouldTyouTlikeTtoTmakeTtoTimproveTtheTsales 
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FollowingTisTtheTresultTofTclusterTanalysis: 

WhereT1TmeansTExtremelyTImportant,T2TmeansTVeryTImportant,T3TmeansTSomewhatTI

mportant,T4TmeansTNotTImportantTandT5TmeansTnotTatTallTImportant.T 

FinalTClusterTCenters 

 Cluster 

 1 2 3 4 5 

Spl.Promo.Offers 3 2 2 2 3 

Loyalty.Cards.Influence 3 3 2 2 3 

Location.of.ORU 4 2 2 2 2 

Location.of.ORU.in.Prime.Bus.Area 3 3 2 3 2 

Friends.and.Relatives.Recommendations 4 2 2 2 2 

Free.Parking.Influence.PB 2 2 2 2 2 

Inadequate.Parking.Fcty.Create.CD 2 3 2 3 2 

Security.Precautions.Essential 2 2 1 2 2 

Ext.Lighting.and.Hygiene.Essential 2 2 2 2 2 

 

 

 

 

 

Service.Desk.Essential 2 2 2 2 3 

ORU.Space.Mgmt.Essential 2 2 2 2 2 

Bal.Assortment.and.Variety.Merchandise.Essential 2 2 2 2 3 

Arranging.and.Displaying.Merchandise.Essential 2 2 2 2 3 

Layout.of.Merchandise.Essential 2 2 2 2 2 

Accessibility.of.Products.Essential 2 2 2 2 2 

Store.Layout.Plan.Essential 2 2 2 2 2 

Attractive.and.Info.Displays.Essential 2 2 1 2 2 

Provide.Product.Demo.and.Video.Display.Influence.CPB 2 2 2 2 2 

In.Store.Lighting.and.Ambience.Influence.CPB 2 2 2 2 2 

Ethical.Pricing.Strategy.Influence.CPB 3 2 2 3 2 
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In.Store.Promos.Influence.CPB 2 2 2 2 2 

Fair.Pricing.Stategy.Influence.CPB 3 2 1 2 2 

Identifying.needs.of.Phy.Challenged.Essential 1 2 1 2 2 

Identifying.Needs.of.Sr.Citizens.Essential 1 2 1 2 2 

Identifying.Needs.of.Pregnant.Ladies.Essential 1 2 1 2 2 

Identifying.Needs.of.Parents.with.Kids.Essential 2 2 2 2 2 

Hygienic.Rest.Rooms.and.Food.Court.Essential 1 2 1 2 2 

Store.Ambience.Temp.Music.Scent.Decor 2 2 2 2 2 

Employies.Delighting.Customers.Essential 2 2 1 1 2 

Latest.Technology.For.Fast.Checking.Process 3 3 2 2 2 

Credit.Facility.Influence.CPB 2 2 2 2 2 

Refund.Exchange.Policies.Influence.CPB 2 3 1 2 2 

Warranty.Home.Delivery.Free.Installation.Influence.CPB 2 2 1 2 2 

Customer.Feedback.Systems.Essential 3 2 2 2 2 

Shopping.to.Escape.From.Daily.Routine 1 3 2 4 2 

Shopping.to.Meet.Friends 1 3 2 4 2 

Shopping.to.Learn.New.Trends.and.Fashions 1 3 2 4 2 

Shopping.to.gain.Knowledge.to.Advice.Friends 1 3 2 4 2 

Like.to.Shop.Where.Friends.are.Shopping 2 3 2 4 3 

Like.to.Shop.Where.one.Can.not.Bargain 3 3 2 3 2 

Combine.Recreation.and.Hobbies.with.Shopping.Trips 2 3 2 3 2 

Carefull.and.Conservative.Shoipping.attitude 3 2 2 2 3 
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