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ABSTRACT: -

e retail sector of India is one of the pillars of its economy and it contributes 22% to its GDP. Indian retail
market is one of the fastest growing retail markets in the world. Retailing in India has grown up in last few
years. Until the 1990s, Indian retail sector was having only traditional retailing business in the form of

kirana stores, small grocery shops, melas and haat bazar. After liberalization, this sector boomed by changes
brought by modern retailing strategies. Traditional retail sector in India is facing problems like poor shopping
experience, inability to offer wide range of products, lack of sourcing capabilities and innovative business
practices which modern retailers are very well apprised with.

KEYWORDS: Productivity, Profitability, Banks, Per Employee, Per Branch.

INTRODUCTION

This evolution of modern retailing has brought in several changes in the market. It has almost removed
the mediators as well as centralized the powers of the retailers. Before year 2010, the modern retailing was
absentin most of the rural areas and small towns but since 2012, the federal government of India allowed 51% fdi
in multi-brand retail in India, in the selected Indian cities, the customers have gradually started experiencing the
quality, choice, convenience and benefits of modern retail industry, specially between 2000 to 2010. Modern
retailing has entered into a retail market in India. As the government policies are becoming more favourable and
the technologies facilitating operations are emerging, the future of Indian retail industry is looking more

promising with growing of the market.

OBIJECTIVES:

eTo study various findings regarding Indian retail market
eTo study the factors behind consumer attractiveness
eTo study the shopping behaviour of consumers

eTo study challenges to retail developmentin India

eTo study the impact of age and gender factors on
consumer preferences

RESEARCH METHODOLOGY:

The study is an analytical and descriptive one.
The data is collected from secondary sources i.e.
refereed print journals, online journals, books, reports
etc.
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REVIEW OF LITERATURE:
Evolution of shopping mallsin India
For many people, organised, retail appeared in India with the launch of the ,first malls” in 1999. The

launch of ,ansal“s plaza“ in delhiand ,cross roads" in mumbai are hailed as the spark that led to the explosion of

organized retail in the country and transformed the retail landscape in India. Today in Indian economy, the retail
sector is very promising particularly organised retailing, it is spreading in the entire tier — i, ii, iii cities of India.
Every year the organised retail outlets and malls are opening up in good numbers in all the cities of India. As per
the study conducted by knight & frank India shows that by the year 2012, the total mall space available in India is
approximately 75 million sq. Ft. The following table shows the mall space distribution in the major cities of
India.(singh and tripathi, 2012)

The organized retail sector is registering tremendous growth fuelled by the unleashed spending power
of new age customers who have considerable disposable income and willingness to have new shopping
experience. Itis emphasized that India’s top retailers are largely lifestyle, clothing and apparel stores followed by
grocery stores. The paper further mentions thatincreasing number of nuclear families, working women, greater
work pressure and increased commuting time; convenience has become a priority for Indian consumers. All
these aspects offer an excellent business opportunity for organized retailers in the country.( biradar et.al., 2008)

The study concluded that consumers satisfied with the store’s service quality are most likely to remain
loyal. Service quality is being increasingly perceived as a tool to increase value for the consumer, as a means of
positioning in a competitive environment to ensure consumer satisfaction, retention and patronage. Despite its
strategic importance, Indian retailers did not have an appropriate instrument to measure service quality. This
study examined the retail service quality scale (rsqs) developed in the u.s for applicability to Indian retail and the
scale had been found appropriate.(kaul, 2005)

Factors behind consumer attractiveness

The literature studied that why the consumers are attracted towards organized formats, some factors
are identified. First factor to name is retailer’s reputation as it is specific when it applies to an assortment of
products carried within the store. The reputation is a measure of product quality and further purchase from the
customer point of view. Second factor may be named as brand because the same perception works here also.
Sometimes brand is also a status symbol in the society. Third factor can be price because various malls and stores
arrange discount sales, lottery, free gifts etc. Maximum middle class is price conscious and have limited budget.
Promotional tools also act as driving factor in the favour of these new formats. These formats facilitate with
parking, entertainment, fooding, shopping, safety measures and billing system etc. (singh and pandey, 2012)

Shopping behaviour of consumers

The study concluded that the origin of retailing in India is quite old. We had pds (public distribution
system) chain across the country, but due to liberalization of the economy many private domestic and
international players got attracted towards the sector. Along with this a drastic change took place in the
demography and income of the middle class which gave a big boast to the sector. The consumers are earning
considerably good and at the same time they are spending too. Moreover, the consumer’s perception towards
the organized retailers is quite positive and they prefer to fulfill their daily requirements by shopping at the
organized outlet rather than at the traditional shop and thereby bring out a significant point that organized
retailers are replacing the traditional formats.(kamran and poddar, 2014)

Impact of age factor on consumer preferences

It was found that the factors leading to preference towards the traditional grocery stores of respondents
below the age of 40 got affected for the product assortment, consumer ease and consumer services. However
the preferences of respondents who were of the age of 40 and above, were not affected much when it comes to
choosing traditional grocery stores for their purchase. In other words, as the age of the respondents increase,
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they are not influenced by the attributes of these dimensions and hence prefer to buy their groceries from the
traditional grocery stores. It might be because they have been dealing with the same store and have developed
long termrelationship withit.(verma and upadhyaya, 2014)

The unorganized retailing in the vicinity of organized retailers has been adversely affected in terms of
their volume of business and profit. Unorganized retail has maintained employment levels perhaps as a result of
competitive response. The adverse unorganized retailer tapers off over time. The major factors that attract
unorganized retailers to consumers are proximity, goodwill, credit sales, bargaining, loose items, convenient
timings, and home delivery. There is clear evidence of a competitive 45 response from traditional retailers who
are gearing up to meet the threat from organized retailers. Consumers have generally gained with the
emergence of organized outlets through the availability of better quality products, lower prices, one-stop
shopping, choice of additional brands and products, family shopping, and fresh stocks. Lower income consumers
have saved more from purchases at organized outlets. ( narayanaketal., 2013)

In order to compete successfully in the business era, a retailer must focus on the customer’s buying
experience. To manage a customer’s experience, retailers should understand what .customer experience
actually means. Customer experience management is not simply an old idea in a new wrapper. The result was
that there are now more services and products available than at any time in the past, yet customer satisfaction
are onadownwardslide.(kamaladevi, 2010)

The study examined one non product related construct on consumer satisfaction with a major retail
purchase. They assumed that the customer satisfaction and their product evaluation not only depend on
product performance, but also on the interaction with the sales persons and their efforts. They concluded that
for a firm to be successful, understanding of customer’s expectations from sales personnel in their market is very
critical. (goffet.al., 1997)

The researchers observed that store cards are generally much easier to obtain than most other credit
systems, and are therefore, afforded less respect than, bank credit cards. Many consumers, who adopt store
cards are not necessarily competent to manage the credit limits that are generously approved. Outcome of the
study indicated that store cards encourage lavish spending, irrational buyer behavior, impulsive buying, and
consequentlyincrease debt.(erasmus and lebani, 2008)

The results of the study depict that infrastructure, economic growth and changing demographics of
consumers are the major driver of organized retail in India. The location of the retail store, management style
and adequate salaries to personnel enhance the effectiveness of retail business and are important factors for
retailers’ success. The study further reveals that younger generation, emerging retail formats, increasing
awareness and innovation in new products are the strengths and opportunities of organized retail in India. On
the other hand, demographic changes, shrinking of markets, high real-estate cost and increasing price
competition among retailers are some of the threats and weaknesses of Indian retail industry. Hence, there is an
urgent need to overcome the threats and weaknesses and grab the opportunities by retailers for the success of
retail sectorin India.(jhab and kiran, 2011)

This study shows that these decision making styles are price consciousness, quality consciousness,
recreational, confused by over choice, novelty consciousness, and variety seeking. This study does not confirm
four dimensions proposed, i.e., fashion consciousness, brand consciousness, impulsiveness, and brand loyalty.
These dimensions of decision making styles were reported in the study of sproles and kendall (1986).this study
shows that the average Indian shoppers in our sample were not very brand conscious, but were quite price and
quality conscious. It is found that single consumers are more price conscious than married consumers. Indian
consumers are recreational in their shopping. Shopping is funny activity for them. Young consumers between the
age group of 11-20 years are most recreational in their shopping. Above all Indian consumers are confused by
over choice, novelty conscious, and variety seekers. (ravindran, g. Ram and kumar.g, 2009)

The research studied that the Indian retail sector is estimated to have a market size of about $180 billion,
but the organized sector represents only 2% share of this market. Liberalization of the Indian economy has
brought an opening for consumer goods and this has helped many mnc’s to serve with a wide variety of choices
to Indian consumers. Consumers have shifted their demands towards foreign brands like pizza hut, mc donald’s
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and so on. The internet has also been a tool for this revolution as Indian consumers are more accessible to the
growing influences of domestic and foreign retail chains. (pirakatheeswari,2010)

Inthis study itis observedthat consumers prefer to buy from a place where the accessibility is higherand
where they can buy everything under one roof. This has brought the concept of malls. Also with the opening of
the super markets and hypermarkets in malls consumers get variety of product at competitive prices. Consumers
not only treat malls as a place to shop but they treat it as a picnic place where can enjoy using the recreational
facilities like multiplexes, gaming zones and can even go for window shopping. Facilities like spa, gyms, eating
jointsare all found in the malls. All this adds on to their shopping experience. (vashisht, wadhwa and uppal, 2014)

The study results that the overall Indian retail sector is expected to grow 9 per cent in 2012-16, with
organized retail growing at 24 per cent or three times the pace of traditional retail (which is expected to expand
at 8 per cent), according to the report by booz & co and rai. Deloitte also seconds this forecast and expects that
organized retail, which constitutes eight per cent of the total retail market, will gain a higher share in the growing
pie of the retail market in India. Various estimates put the share of organized retail as 20 per cent by 2020. There
is ample growth for retail sector though some tough challenges exist. Retail can overcome these challenges by
grabbing the opportunities available. (sudame and sivathanu,2013)

This research shows thatIndia at the crossroads with regard to the retail sector. Several emerging market
economics have gone ahead and reaped the benefits of modern retail. The hue and cry created by unorganized
sector against reliance fresh, wal-mart especially in u.p., jharkhand etc. Is not appreciable, it is the major
hindrance in the growth of retail sector. There is need of balanced approach to retail & govt. Has to play a very
vital role in shaping the future course. Though tradition retail has been performing a vital function in the
economy, but it has to shed off its shortcomings and inefficiencies and this is actually happening. Thus, the
organized sector is not only impacting the other sectors positively but also it has benefited its own competition
i.e. unorganized sector. So, organized sector becomes the growth mantra of retail sector.(handa and grover,
2012)

The study explained that brand identities were designed to reassure a public anxious about the whole
concept of factory produced goods. Brands have transformed the process of marketing into one of perception
building, so, image is now everything. Consumers make buying decisions based around the perception of the
brand, rather than the reality of the product. Perception is a fragile thing. India is lucky to have international
brands, but the Indian consumer is very choosy in selecting the brands and especially in the consumable sector.
The research brings out that importance of taste is one the important factor for the success of a brand. (menon,
2011)

The research explains how do consumers decide whether to buy a durable good, and how much they are
willing to pay for it? They conclude that relative usage frequency is an important determinant of consumer
attitudes and purchase intentions. They also conclude that typical frequency for a product is high may actually
reduce consumers’ interest in acquiring the product. They suggested that consumers’ perceptions of a product’s
value are, therefore, a function not only of how often they will use the product themselves but also of whether
they believe this s relatively high or low compared to other people.( hamilton, ratner and thompson, 2010)

CONCLUSION:

The study concludes that the modern retailing isimpacting on traditional retail sector of India. The study
showed various findings relating Indian retail market and explained the factors behind consumer attractiveness.
The shopping behaviour of consumers effects on retail sector in different ways as well as the study reveals that
challenges to retail development in such as high cost of real estate, high stamp duties, lack of adequate
infrastructure etc. The study also shows the impact of age and gender factors on consumer preferences. Thus, it
fulfils objectives of the research title.
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