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Abstract

Retail management is considered as the last step
which involves the delivering of the product to the
final consumer, who uses the product for their
personal use. Here the person who sells the product
tothefinal consumer iscalledtheretailer. Theretailer
isthe only person who maintainsaclose contact with
the final consumer for whom the product was
designed for. Over the years the retail management
techniques have varied widely. One of the main
reasons for this variation is due to the fact that the
demands of the people are changing over time. The
advancement of technology is also a maor reason
why theretail market isnot the same any more. The
change in the retail market has put more distance
between the producersand thefinal consumers. The
wheel of retailing as proposed by Macomb McNair
at Harvard University states that the retailer goes
through 3 stages as his earning increases.

Retail price index is an important measure of the
inflation rate of the economy, which is determined
based on the cost of several retail good in various
retail outlets across the country. Online websites
through which people shop nowadays is one good
example of the retail industry today. Here retailers
do not interact withthe customersdirectly any longer
but still final customers get the product from them.
Retail industry plays a very important role in the
economy of India. One of the main problems faced
by the retail industry in India is that they are not
recognized as an industry. In Indiaretail industry is
divided into both organized and unorgani zed sectors.
Over the past years the organized sector has come
up putting the majority unorganized sector behind
them. Foreign direct investment in the Indian retail
industry isnot allowed, but they can subject to certain
conditions. According to FDI Indiaisconsidered as
the country second in terms of attractiveness for
business ventures. The retailers who are already in
business also face alot of problems from within the
industry itself. A majority of theseissues can be solved
by taking further steps to make the retail industry a
recognized industry in India. Retail management can

contribute positively to the upliftment of the Indian
economy provided suitable steps aretaken to ensure
them.

Introduction

1 Retailing is a marketing strategy which we
seearound usalot today. A person who doesn't even
know what retailing is takes part in that every day.
Consider ahousewifewho purchases groceriesfrom
the same shop every time because she knows the
shopkeeper is trustworthy and has been providing
her with quality groceries al the time. Here the
shopkeeper istheretailer and he has been providing
finished goods to the consumer. Thus retailing can
be explained as the process of making the finished
goods available to the final consumer for their own
needs. Here the shopkeeper may not know about
the concept of retail marketing but he has
implemented the concept in his business positively.
Take another case a wholesale trader purchases
goods from the producer in bulk quantity and later
sells them to other tradersin small quantities. Here
the goods purchased by the wholesale dealer does
not reach the hands of thefinal consumer immediately
and for that reason The wholesale dealer is not a
retailer andthisisnot aretailing process. Theretailing
process depends on the elements involved (i.e.
Retailer (the shopkeeper) and final consumer
(Housewife)) and not on the path involved. Retail
management involves the process of making the
goods available to the final consumers through the
retailers. The final consumer need not always take
the final goods along with them, they just need to be
recipientsof thefina goodslike abarber who provides
servicesto the final consumer.

Retail Marketing

2. Retailers play a very important role in the
whole marketing strategy. They are the only people
who maintain acloseand direct relation with thefinal
consumers for whom the products have been
manufactured. The satisfaction of these final
customersisthe key point inretail marketing. The
hawkers on roads, online shopping websites and
outlets of big business enterprises are al retailers.
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Theonly differencethey haveisinthetype of product
they provide to the customers. Retailers have direct
contact with the supplier and the consumer, but the
main job of the retailer is to meet the needs, wants
and desires of a particular group of consumers.

3. In Retail marketing the retailer offers the
customer with four things firstly they offer the
customer with thefinished product for their final use,
Secondly they provide these goods at atime suitable
for the customers, Thirdly the goods are provided to
the customers at a place where the customers find
comfortable and Fourthly the ownership of the goods
are aso handed over to the consumer. The Retailers
in the retail marketing can be classified into various
types(Fig.1). Hereinthefigurethelevel of purchase
mentioned indicates the degree of control.

4, A retailer with high level purchase
experienceis usually stored based and they provide
the customer with a store shopping experience. In
case of those retailers who have amoderate level of
purchase experience they do not have direct contact
with the customer and they do the transaction form
adistance eg. An online shopping website. A retailer
having alarge variety of products will betermed as
store based mass retailers eg. A large department
store catering to all the needs of the customer, and
Delivery based massretail ers eg. An online shopping
outlet with a large number of varieties. A retailer
having asmall number of varieties can also betermed
as store based specialist retailer eg. A high fashion
apparel store where few varieties are avail able, and
a delivery based specialist retailer eg. An online
website which provides fewer varieties.

Fgure 1

Role Of A Retailer And Technology

6. The primary need of aretailer isto meet the
needs of the customer. Theretail marketing strategy
a century back is not the same as it is today. Even
when many of the present retail stores have beenin
businessfor many yearsthey have updated their retail
marketing strategy to meet up with the demands of
the customer. A few years back online shopping was
not available to the customers. Later when online
shopping was launched into the market many
companies started incorporating e-commerce
websites. Thiswas done so that the customers could
shop their products with more ease, as they wanted
and at any time of the day. With the advance of
technology the retail stores now find the need to be
located near to the customer lesser. Thisis because
the technology enables the customer to shop even
when they are at home, they can browse through the

products available and order them at their doorstep
without having to go to the store.

7. The technology also enables the retailer to
understand the products much preferred by the
customer. They can find out which all productswere
bought or viewed on the websites. Thiswill enable
theretailer to place more such products onlinewhich
are sure to attract the attention of the customers.
Retailersplay avery important rolein thesupply chain
starting from the manufacturers and ending at the
final consumers. Earlier the role of retailer in the
supply chain was meager but with time this has
improved and today they play avery important role.
Today retailershave awealth of informationintheir
hands regarding the type of products preferred by
the customers. This will help them plan more
promotional dealsand stock their storeswith adequate
products are preferred by the customer.

Retail Marketing Channels

8. As mentioned above over the years the
distance between the manufacturer and the final
consumer has increased widely. The manufacturer
no longer finds it necessary to be located near the
manufacturer to provide them the required products
and the distance has widened. A good example of
this statement is the fact that most of the
manufacturers transport their finished products to
countries abroad today. This way the number of
marketing channel s through which the product must
undergo to reach the final customer also increases.
Thefigure (Fig.2) displays three such instances.
Figure 2

0. The marketing channels chosen by the
manufacture mainly depend on thetype of consumer
and the services they require. In (a) and (b) the
wholesaler and the retailer are the intermediaries
involved inthe task. They get feedback from thefinal
consumer, whichis provided to the person just above
them. This way the manufacturer can understand
the services needed by the consumers and provide
them with the required products. In (c) there are no
intermediaries involved between the Manufacturer
and the consumer, this is the case of an immediate
consumption. Here the products are sold directly. Eg.
A representative of Eureka Forbes going to the
consumer's home to sell the products directly from
the company.

10. Today retailersno longer depend completely
on the products given by manufacturers. They have
emerged themselves from this state to one of the
key players in the marketing channel. They have a
widevariety of optionsavailable based on which they
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can provide the customerswith the required service

and in turn earn profits.

Wheel Of Retailing

1. The"Whed of Retailing" portraystheretailer

going through three stages (Fig.3). Thiswas proposed

by Malcomb McNair at Harvard University. This

theory statesthat asthe basiclow level retailersstarts

achieving success they take steps to broaden their

business. This is done mainly to attract more

customersand in turn gain more profit. Another major

factor pointed out here is that the customers who

look for the prices of the products are never loyal

and thereisachancethat they might shift their loyalty

when the price of the products increases. Once a

low levd retailer shiftstoahigher level retailer, another

retailer takes his place and the cycle continues.

12. In the first stage they are the Innovation

retailer. Thisisthe stage of the retailer in the entry

phase. Here they have the following characteristics.

(@) Poor Storelocation ( eg. Side street shops)

(b) No extra services are provided and if services
areprovided it will be charged to the customer.

(c) Thedecorationsused inthestorewill be of low
standards.

(d) Theretail organizationwill bekept very smple.

(e) Variety of productsare limited.

(f) All productsavailable are ondisplay

13. In the second stage the retailer goes up in

business and entersthe role of atraditional retailer.

Here they are entering he trading up phase. They

are characterized by

(@) Thestorelocationisimproved.

(b) More services available to the consumers (
homedelivery)

(c) The decorations used are more attractive.

(d) A higherlevel of retail organization

(e) Therange of products available is more.

(f) Products are priced higher.

14. In the third stage the retailer becomes a

mature retailer. Here they have improved their

standard form their entry phase alot but they arein

aVulnerability phase. They are characterized by

(@) Upscalestorelocation

(b) A variety of services available to customers
(homedelivery, gift wrapping etc.)

(c) Highly attractive fixtures and decorations are
used.

(d) Some items are on display while the rest are
stored in the backroom.

(e) Theproductsare priced higher.

(f) Highlevel consumers.

(g) Morecomplex retail organization.

15. One of the main problems faced by the
Matureretailersisthat even when they have reached
a higher level in the retail management, the highly
priced products will sway the price depended
customers to search for new retailers. These
customerswill go to those entry phase retailerswho
have lower priced products. Since amgjority of the
population is dependant on the price of the product
this can affect the business to a greater extent. The
wheel of retailing has been criticized to agreat extent
by many people who say that not all retail
management outlets do start in the entry phase.
Figure 3

Retail Marketing Management And The
Economy

16. The Retail Price Index is aways used as a
means to measure the inflation in an economy. The
retail price Index can be defined asthe cost of several
retail goodsin many outlets acrossthe country and it
gives the rate of inflation the country is facing
currently. A higher RPI indicates that the country is
going into inflation and the government must take
stepstoincreasetheinterest ratesto curb therise. If
the RPI isfalling then the government must take steps
to cut downtheinterest rates so asto avoid stagnation
of the economy.

17. Retail marketing is also one of those areas
which providesagreat deal of employment toalarge
part of the population today. Some of the largest
outlets like Wal-Mart is aretail chain venture. The
retail marketing management faces many issues all
thetime. They haveto updatetheir retail management
strategies based on the changing demands of the
customersevery time. The changing technology must
be utilized to the maxi mum extent possibleto enable
more comfort and ease of purchase for the
customers.

18. Another mgjor factor isthe rising competition
between the various other retail storesin the market.
Most of them employs the state of the art facilities
and hence if aretail store is planning to stay up on
the market they need to be updated frequently. They
also need to plan new methodol ogies to ensure that
their customersdo not drift away from themand this
isone of the most important and toughest of task in
retail management at present.

Evolution Of Retail Industry In India

19. Indian Retail Industry isone of those sectors
which contributes to more than 13% of the Indian
economy. The changeintheretail industry has been
very prominent in the past many years. The change
has been brought about by the changing needs of the
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customersand thefast devel oping technology. Fig.4
depictstheevolution of the present retail industry in
Indiathrough many years. Inthe beginning theretail

industry mainly catered to the needs of the middle
class customers. They always looked for products
which gave them value for the money they spend.

Astimewent by women started working along with
their job of running the household. This led to the
middle class customers looking for products which
would ease their troubles and provide them with the
best shopping experience. This was what led to the
emergence of department stores. Today the retall

market hastaken further | eaps ahead by establishing
hypermarkets and internet retail websites which
provided customerswith awider variety of products.
Figure 4

20. Theretail industry in Indiaisdivided into both
unorganized and organized sectors. The graph bel ow
(Fig.5) shows the change in various sectors of the
retail industry for a period of 1998 - 2008. As the
graph indicates the change in theretail industry has
become more prominent within the 20's. The sharp
change is because during the early 1990's the retail

industry in India constituted mostly of unorganized
sectors. Fromthe early 20's organized sectorsstarted
taking over theindustry.

21. During this time period many of the top
companies like TATA, ITC, Benett Coleman & Co
etc started establishing themselves in the retail

industry. Thisbrought about arevolutionin theretail

industry of Indiaand people started getting exposure
to moredomestic and foreign productsthrough media
and internet. Apart from thisthe urbanization which
was coming up in the Indian economy slowly also
boosted up the change.

22. The vast number of food retail outlets like
McDonalds, Pizza Hut, Dominos etc. contributed
widely to the boom of retail industry in the food
industry. As urbanization came into effect people
found these food outlets as an easy means to have
food intheir busy schedule. Thevarietiesthese outlets
offered soon made them one of the favorite hangouts
for al groupsof peoplealike.

Figure 5

Retail Sectors In India

23. The retail industry is in a boom (Fig.6)

because the retailers are present in every nook and
corner of the country. Many peoplecall Indiaaland
of shopkeepers. Hawkers and small shops catering
to the needs of the individuals are present in every
place. Intheretail industry about 78% of the outlets
or shops are small business owned by family

members, and those which does employ labors
employs less than 2 or 3 members. The revenue
earned through these small business enterprises are
also very high. Since retail management is not
considered as an industry in India most times it
becomes difficult to analyze the real size of the
industry.

Figure 6

24, The retail industry in India is mainly
unorganized asthey do not usethe retail management
strategy. Most of thelocal shopslike the panwallahs
are categorized under this category even when they
employ the basic principlesof retail management i.e.
customer satisfaction. They have the added
advantage of knowing each of their customers
personally rather than those big retail outlets where
every consumer is unknown to them. The organized
sector is practically less when compared to the
unorganized sector in India. The organized sector is
considered to rise by more than 25% as depicted in
the graph (Fig.6)

Food And Grocery Retail

25. The food and grocery retail outlets are one
of the most successful intheretail industry in India.
Many foreign food retail outlets like KFC,
McDonald's, Cafe Coffee, BaristaCoffee, PizzaHut
have established themselves successfully in India
The Fig.7 shows the classification of food retail in
India. The classification is made solely based onthe
type of services they offer and the location of the
outlets. This sector of retail industry accounts for
more than 6.9 % of the whole organized sector in
theretail industry inIndia.

Figure 7

Clothing And Textile Retail

26. When onereferstotheclothing retail outlets
it means the apparels which are ready to wear for
the customers. On the other hand the textile retail
outlet refers to the fabrics or clothes manufactured
for the ready made garments or other purposes. The
classification of the clothing and Textileretail industry
is as shown in Fig.8. The apparel retail outlet is
considered to be the largest in the retail industry in
Indiaand accountsfor 38% of thetotal industry. Some
of thekey playersin thisindustry are Cotton Textile
Mills, Century Textiles & Industries, Madura
garments, Park Avenue etc.

Figure 8

Consumer Durables Retail Outlet

Figure 9

27. The consumer durables in the retail sector
includes refrigerator, microwave, air conditioner,
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television and washing machines. Theclassification
of thissector isdepicted by the Fig.9. The consumer
durables sector constitutes for 9% of the total retail
industry in India. Some of thetop international brands
have established successfully in Indiaover time. Some
of the top brands in consumer durables include
Kelvinator, Panasonic, LG Videocon, Sony, Onidaetc.
Footwear Retail

28. In the footwear manufacturing industry
across the world India stands second only to China.
For the same reason India has a wide variety of
footwear retail outletsacrossindia. Theclassification
of the Footwear retail is as shown in Fig. 10. The
footwear comprises mainly of those manufactured
for men, women and kids. The participation of this
retail industry inthewholeretail industry of Indiais
considered to be approximately 37 %. Among the
total footwear produced in organized retail industry
52% belongs to men footwear, 29% accounts to the
kids footwear and 19% to women's footwear. Bata
is the largest footwear industry in India. Reebok,
Adidas, and Metro shoes are some of the other
industriesin the market.

Figure 10.

Jewelry Retail

29. Thetwo major segmentsin Jewelley sector
in India are Gold and Diamonds. The market for
gemsin Indiais growing at the rate of 20% every
year. The diamond jewelries exported from India
accounted for more than 15% of the total exports
every year. Indiais aso considered as one of the
largest centersfor diamond cutting and polishing. In
the diamond market India produces 60% of thetotal
polished diamonds, 82% in terms of carat and 95%
intermsof pieces. The segment isan organized retail
sector. Themajority of theretail outletsaretraditional
family owned businesses. One of the mgjor players
in the field is Tanishq owned by the TATA Group.
Later on Gili diamonds a branded range of jewelry
offered by the Gitanjali Group became a success.
Their success was based on the fact that they could
provide everyday wear jewelry to customers with
identical pricing, quality and design acrossthe country.
Books, Music & Gift Retail

30. Landmark, Crossword, Oxford , Archiesare
some of the nameswhich come upintheretail sector
including Books, music and gifts. They have some of
the best stores spread across the country. Since the
number of retail outlets they haveisless, they have
established individual websitesfor the customers. A
person canlog into their websitesonlineand do online
shopping for the productsthey want with ease. Some

of the new releases or books that are to be released

in the near future can be ordered or pre- ordered

through these onlineretail websiteseasily.

Foreign Direct Investment (FDI) In Retail

31. Foreign Direct Investment has been atopic

for discussion in the Retail Industry of Indiafor a

very long time. To understand about this one should

first know what FDI isdefined as. The definition for

FDI asisgiven by the International Monetary Fund

and endorsed by the Organi zation for Economic and

Cooperation Development is "Foreign direct

investment re?ectsthe objective of obtaining alasting

interest by aresident entity in one economy ("direct

investor") in an entity resident in an economy other

than that of the investor (“"direct investment

enterprise”). Thelastinginterest impliesthe existence

of along-term rel ati onship between the direct investor

and the enterprise and a signi?cant degree of

in?uence on the management of the enterprise. Direct

investment involves both the initial transaction

between the two entities and all subsequent capital

transactions between them and among af ?liated

enterprises, both incorporated and unincorporated.”

32. FDI isameansto enableinternational trade

in India. It helps in transferring, knowledge,

technology and skills across nations. Based on the

FDI attractiveness Indiaisranked second among the

countries in the world. In the Indian retail market

FDI is not allowed. Foreign traders can enter the

retail market in Indiathrough

(@) Franchising

(b) Joint venturewith Indian investor

(c) Setting up manufacturing facility inIndia

(d) Set up distribution offices of these foreign
companiesthrough Indianinvestors.

Challenges Of Indian Retail Industry

33. An organized sector of the retail industry

even though in the developing stage face many

challenges every day. Some of them are

(@) Retail Industry isnot recognized asan Industry
inIndia

(b) Lack of proper infrastructure like roads and
transport facility

(c) Stampdutieslevied onthe properties

(d) High cost of real estate nowadays

(e) Complex taxation lawson every product.

New retail outlets further face many other factors

of competitionwithintheretail industry itself. Thisis

depicted clearly intheFig.11.

Figure 11

Conclusion

34. Even when the basic function of a retailer
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remainsthe same, theretailing industry is never the
same as it was a decade back. The technology
advancement is used by retail outlets to stay ahead
in the competition. Over the years as the retail
industry developed, they have increased the power
of retailers in the whole management strategy
employed by companiesto distribute their products.
The unorganized sector of retail industry must be
made organized so that they can provide a better
path to the Indian retail industry. The government
must take steps to include the retail marketing
management as one of theindustries contributing to
the upliftment of the Indian economy. International
firms must be provided with morefertile groundsto
establish new retail outletsin India. While employing
new technologies to expand the retail business the
retailers must also be careful so as to see that they
do not lose customers in the process. Providing the

Retail management techniques must be employed to
overcomethe problemswithin theindustry, faced by
the new or existing retail outlets. Thiswill increase
theefficiency of theretail marketing managementin
the global and Indian market.
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Growth of Organized Retail TradeinIndia. Fig.6

Classification of Food & Grocery Retail. Fig.7
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CLASSIFICATION OF CLOTHING AND TEXTILE RETAIL. FIG8
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Classification for Consumer DurablesFig.9

Consumer Durables

.

y A
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Classification of Footwear Retail Fig.10
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