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The retailing scenario in India, the twin cities of
Hyderabad  and  Secunderabad  in  particular,  has
undergone a complete transition over the last one and a
half decade. The twin cities had witnessed influx of
malls,  hypermarkets,  plethora  of  supermarkets,
supermarket chains, and specialty stores during this
period. The main reasons being availability of low real
estate costs, increase in disposable income, increase in
women employment, change in buying habits, more
emphasis  on  instant  items  as  a  result  of  increase  in
employment of both the husband and the wife and high
business prospects with low level risk on investment.
These changes in retail industry have brought in many
benefits to the consumers by offering better quality
products at competitive rates, wide range of products
and pleasant shopping ambience etc. At the same time,
these developments have made the survival of small
retailers tough. It has hastened the mortality rate among
retailers.
In an attempt to analyze the reasons for mortality in retail
sector and to suggest the remedial steps to be taken to
avoid   quick   mortality,   this   study,   with   a   special
reference to twin cities of Hyderabad and Secunderabad,
has been taken up.

1. Introduction

Man is mortal and death is a natural phenomenon which no
one can eschew. Death is unavoidable, but with a little bit of
vision and planning, pre-mature death can be averted.
Average life span of human beings during the medieval times
was 25 years and now it has been extended to 64 years and it is
likely to be extended further in the near future.

Death is  common  not  only  to  human  beings,  but also to
products and retail outlets. A product after enjoying heights
during its growth and saturation stages starts to decline and
perish gradually. In the same way, retail outlets also die their
natural death after reigning for a reasonable time. Here also,
the longevity of a product or a retail outlet can be extended by
understanding the changing needs, adapting to the radical
changes in styles, tastes and preferences of the target segment
and also by penetrating into new horizons and avenues. The
lifespan of a product can be extended by targeting a
new segment or changing  the  USP  of  the  product  during
its saturation stage.

In the same way, quick mortality in case of a retail outlet can be
averted by understanding the nuances of the changing trends
and catering to the demands of the target group. The average
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