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ABSTRACT

The marketing concept means satisfying customeaigtsvand needs at a profit. Retailers are findihgttto maintain
competitive advantage, they must exceed custorpecetions. Thus, when extending the marketingegricom merely

satisfying customer wants and needs, integratiaetailing functions becomes paramount.

Because the world of retailing is constantly chauggiretail professionals must be up to date on ldtest
techniques and theories that affect (both posigiaid negatively) the retail firm. Understandingstamer value allows
retailers to incorporate consumers’ wants and ne@usto their integrated retail management plans.thdut this

understanding a retailer is at a competitive disabage.

It is important to distinguish between providingsees and being and being a service retailer. &rvices
retailing, the product being sold is a service. Maailers provide some type of service beyondt ttwre offerings, but

they are not services retailers if their core offfiggs are tangible as opposed to intangible.

Technology has created capabilities that were névegined possible. From online banking to buyimgcgries
and other products online, e-tailing is becomingraareasingly important channel of distributionidtimportant for retailing
professionals to stay current with all the changteghnologies and to understand the difference dmtwselling tangible
products versus intangible services as well asrtipact of technology on their retail businesseswasnove forward into the

twenty-first century, ethics and social respongipivill play an increasing role in retailers’ vish and missions.

KEYWORDS: Credit Risk, Macroeconomic Determinants, Bank SjzeBieterminants, Post Financial Crises Period,

Public Sector Banks, Ratio Analysis, Descriptivaistics and Panel Data Regression
INTRODUCTION

Retailing provides considerable value to the corasmit is giving people opportunities for rewagliand challenging
careers. Experiences show, world over, the natibas have enjoyed greatest economic and socialrggegare having
strong retail sector. Retailing has grown as theupar method of conducting business as it offessegaccess to variety
of products, freedom of choice, higher level ofvers and better value for customers owing to &ezompetition among
retailers for grabbing market share. Statisticeatthat retailing with total sales exceeding U8 $illion in 2020, is one
of the biggest private enterprise in the worldisltestimated that retailing sector accounts forp&0 cent of GDP in
Western economies. Among developing countries,gbitor accounts for 10 per cent of GDP in Indid &mer cent in

GDP in China. In developed economy like UK, thistse had £230 billion in sales, which was 35 penta& the total

consumer spending in 2018.

Impact Factor(JCC): 5.9723 — This article can be dowatted fromwww.impactjournals.us




[12 Dr Hamt K Panda & Annjaan Daash|

Globally, the growth of organised retail is predoanitly an urban phenomenon. In developed countmese
than three fourths of total retail trade is beiregdiled by the organised sector. According to UNdRepn the "State of
World Population 2007", nearly 3.3 billion peoplewid have shifted to cities by 2008 and almostlkobhi by 2030. The
next few decades will witness an unprecedentednugsawth in the developing world notably in Afrieand Asia. By
2030, towns of the developing world will make up & cent of the urban humanity. In India, though @f 15 million
retail outlets, only 2 per cent are in the orgashisector, as per the recent report of McKinsey &@any, India has the
highest density of retail outlets in the world. Tdare about 15 outlets per 1000 inhabitants irelodmpared with 4 or 5
per 1000 inhabitants in developed countries. Adogrdo A.T. Keamey's 2007 Global Retail Developmbmntex, the
organised retail industry in India is growing a¢ ttate of 40 per cent a year. It predicts that misgal retailers, who now
command about 2 per cent of the total turnoverbafua Rs. 15,75,000 crore ($ 350 billion), will irase their share to
over 5 per cent by 2010 when retail turnover igqoied to touch Rs. 19,21,500 crore ($ 427 billiddy the whole, the
future of retailing in developing countries inclodi India is promising. In India, growing middle s$a changing
demographic profiles (nearly 52 per cent of totapuydation are below 25 years), increasing inconvelte urbanisation,
technological revolution and globalisation are ifuglgrowth in the retailing sector. However, theérgrof big corporate
retailers, both foreign and domestic, is posingoser challenges of survival of 98 per cent of snaadtl unorganised
retailers in India. Moreover, the issues irk, nedds adequate investment, trained manpower, ap@@pmodem
technology, retai: mix model, regional inequaliti€st-hour retailing, etc. are to be addressed ghtriperspective,
particularly in the context of on-going economidorens and consequent liberalisation in the courlmythis paper, the
authors have made attempts to analyse the varibakenges and opportunities like entry of giantesfereign and
domestic retailers, lack of skilled manpower anldeotinfrastructure, government policies, high gtowbtential, level

playing field, etc., facing the retail sector iia with some conceptual discussions on retailing.
CONCEPTS OF RETAILING

The American Marketing Association (AMA) has definetailing as activities involved in selling ditlcto the ultimate
consumer for personal non-business use. Accordindithael Levy and Barton A. Weitz, retailing istlet of business
activities that adds value to products and sensoéd to consumer for their personal or family Useetailer is a person or
business that sells products or services or botheaustomers for their personal or family useefailer is a part of the
supply chain for any product that it sells. A ritaicomes at the end of the supply chain and pesvithe final link
between the producer and consumer. Thus, a retaile@rges as a vital link between manufacturer andtber
intermediaries and consumers. Retailers attempatisfy consumer needs by having right merchandisgght price, at
right time and at right place where the consumentsvét. Hence, the key to successful retailing lieffering right
product, with right price in the right place, aethight time and making profit. In order to accoisiplthe objectives of
consumer satisfaction and making profit, retailacsst understand what customers want and what citongedre offering
now and in future and have to perform the functisash as (i) providing an assortment ofproducts sewices, (i)
breaking bulk, (iii) holding inventories, (iv) priing services and (v) increasing the value ofpasiiand services.
Retailers serve as purchasing agents for consuamelsales specialists for producers and wholesatidgllemen. They
are required to anticipate customer's wants, devetoduct assortment and even financing. Thereliéferent formats in

which the retailer undertakes retailing businesaniinew formats areevolving and today modern ietnis using the
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popular formats like department stores, discownest supermarket, hypermarket, specialty stoneyeruence store, cash

and carry stores, do-it-yourself stores, warehodisey stores, mail-order, restaurant, etc.
FOREIGN MULTINATIONAL AND INDIAN RETAILERS

Some of the giant foreign multinational retail teasl are Wal-Mart, McDonald, Kroger, Home Depot, Kinalbertson,
Sears, Target, Safeway, J.C. Penny, Costco, Walgfleelonging to USA), Tesco & J. Sainsbury of UKartefour,
Intermarche, Auchan, Eleclere of France, Metro, eldeka/Ava, Tengleman of Germany, Ahold of Nd#mets and
Ho-Yokadu, Aeon, and Daiei of Japan. Big Indiaraitets, to name a few are: Stop, Globus, Westdifstfle & fashion
retailers), Wills Lifestyle & Landmark (apparel adj, Archies, Music World, Crosswords (books, giftusic retailers) and
Health & Glow, Apollo (Drugs & Pharmacy Retailer§ome of the popular retail shops of Indian corfor®ouses are
Food World of RPG Group, Westside, Landmark, Stalid, Bazaar, Trent, Chroma of Tata Group, ReliaRetalil,
Reliance Fresh, Reliance Mart of Reliance Group &ig Bazaar, Pantaloon, Food Bazaar of Future @afuKishore
Biyani and his NRI partner V.P. Sharma. The reaisiness of these corporate houses are makindiségrident in
India's retail market. Bharati Enterprises of Siuiittal have joined hands with Walmart of US, therld's largest retailer
on 6' August 2006 to enter backend business of eglaté trading and also front-end retail busineshéncountry. The

smaller players operating in India's organisedilrs¢ator are Subhiksha, Trinetra, Nilgiri, etc.
INDIA SCENARIO

Today India is in the midst of retail revolutione®de other factors, rising incomes and increasedumerism are fueling

retail growth in the country.

Table 1: India's Retail Landscape

Year Retail Trade in billion $ (US)
1998 201
2000 204
2002 238
2004 278
2006* 321
2008* 368
2010* 421

*Indicates Estimates
Source: A.J. Kearney. Report on Retail in India.

Table 1 indicates the magnitude of retail tradénthia. The retail trade, which was US $ 201 billion1998 is
estimated to touch US $ 368 billion in the year@@dd US $ 421 billion in 2010. The Global Reta@v@lopment Index
(GRDI), a measure of global retail attractivenessomg thirty (30) emerging markets, released by glomarket
consultancy firm A.T. Kearney reveals that India Inaoved from second place to first place by disptaRussia in 2005.

This indicates that India is the most attractivstiiation for directing investments into its retsgictor.

Further, the annual GRDI 2006 has ranked Indidatap of the most promising consumer markets envibrid
and accorded 'Peak Attractiveness' status todatlds that increasing urbanisation and rising @asicty power parity (PPP)

among Indian middle and upper middle class havdtexbin increased demand for retail goods in thentry.

Another distinguishing feature of India's retailrkt is that unorganised segment accounts for @&t of the

total retail market comprising small, independetner managed traditional shops like kirana shppan/beedi shops,
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daily convenience stores, bazaars, street vendtmrsThus, Indian organised retail is only 2 pertad total retail trade as
against 90 per cent in USA, 80 per cent in UK afdo@r cent in Western Europe. Even in some devajppountries,
organised retail accounts for 40 per cent in By&84 per cent in South Korea and 20 per cent im&hHence, the

organised retail segment of India holds greateemta! for growth.

Interestingly, India's retail sector is composedasfie humber of small retailers on the one hardl arsmall
number of large retailers on the other. Nearly 4lian people make their living from retail tradeajority whom run
small trades as street vendors, kirana shop owtermostly in unorganised sector. The small tredisually cater to the
needs of flow-value, high frequency customers. @@ ¢ther hand organised retailers essentially Jalogé small in
numbers operate from glitzy malls and superstarssally caters to the high value-low frequency comrs. As Cll &
A.T. Kearney Study of 'Retail in India' predictattthe India's retail trade would touch US $ 42lidni in 2010, and
organized retailing is getting momentum. A.T. Kegra 2007 Global Retail Development Index has redethat India's
organized retail segment is growing at the ratabufut 40 per cent a year and its share will ineréas per cent of total

retail trade by 2010 from its present 2 per ceatesh

The other contributory factor for the growth ofaiésector, particularly the organised retail traéhe country is
its growing middle class with their rising levelsincome. The middle class population in Indianisuad 480 million with
monthly household income (MHI) ranging from US 916 $ 1000. Further, the average household indormeban areas
has grown at 5 per cent CAGR (Compound Annual GndRdte) over the last decade. Thus, the burgeanidgle class

and significant rise in urban household earningsfaeling growth in India's retail sector.

Another factor visibly affecting India's retail gvth story is the rising proportion of young popidatin its total
population. More than 52 per cent of its populatisriess than 25 years of age which experts coas itdemographic
dividend' India is going to reap from its young ptation. Hence, in the years to come, age profiflespenders will tilt
towards Youths who have higher propensity for spenénd consumption. Hence, the demographic tiansin the
economy is found to enhance organised retails masturban areas and to some extent in rural arkastudy titled
"Young, Rich and Restless" reports that seducetlixyry brands and armed with a pile of riches sabgvay by their
working mothers and fathers, roughly 40 millionibryouths in the 15-21 age bracket are spendiggdo Rs. 1,90,000
crore of their parents money every year. Showcasipgung girl, the gadgets she holds, externallganhto Rs. 1,72,700
(sunglasses — Fendi costs Rs. 23,000/-, video i@ GB Rs. 26,500, watch-Guess Rs.13,500, molhitsn@— Nokia
Rs. 6270 costs Rs. 16,000 and a Big-Louis VuitiMgnhattan GM leather-bag costs Rs. 93,700). Thearbt

demonstrates the power of youth's spending arnchfiact on the retail trade of India.
RESEARCH METHODOLOGY

Research Methodology is a way to systematicallwesdhe research problem. It may be understood ssiemce of
studying how research is done scientifically. Aeaash design is conceptual framework within whigsearch is

conducted and here it constitutes the blue printife collection, analysis and measurement.

This study is done by the means of descriptiveare$eto find out satisfaction of retailers on theirerall
business and at the store point which the reseahatetried to ask who, where, when and what tgegiestions to the
customers and retailers and tried to find out ttiebates that affected them while making theidiagl and purchasing

decision.
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The sampling Technique is a crucial decision tortagle after choosing the group to take a sample frorhe

technique is based on —
» Choosing a sample with or without replacement
» Bayesian approach or Traditional approach
»  Probability or Non-probability
FOREIGN DIRECT INVESTMENT (FDI) IN RETAIL SECTOR IN  INDIA

The Government of India, though initiated the prscef opening up its economy in mid-eighties, pedsthe policies of
economic liberalisation and globalisation vigorgusbm July 1991. Reforms in its financial sectexternal trade-sector,
foreign investments, infrastructure, public secédc, have been undertaken on significant scategimen in order to make
India-globally competitive, developed and preferdsbtination of international players for doing iness here in the
country. Prior to the announcement of FDI policlsthe government on January 24, 2006, direct invest by the
foreign retailers was not allowed in India. Howewitre foreign retailers have access to Indian matk®ugh indirect

means, enumerated as follows:
Franchising

Franchising is the most preferred mode through Wiigceign players have entered the Indian marketnéhising is a
contractual agreement between a franchiser andreHisee that allows the franchisee to operatdadl mutlet using a
name and format developed and supported by theHisor. International retail giants like Wal Ma8ybway, Dominos
Pizza, Pizza Hut, Lacoste, Mango, Nike, Marks apdr8ers, etc., have made inroads into India'sl neiaiket through
this mode. For setting up franchising operations,foreign players are required to obtain apprénaah the Reserve Bank
of India (RBl)and to comply with FEMA (Foreign Exaihge Management Act). Under this mode, RBI ofteposes
conditions that franchisers have to bring in foreigvestments and set up base for doing operataxctalities. A foreign
franchiser not interested in direct investment, toaBrovide technical assistance to franchiseegtioms also the foreign

retailers import all Product ranges under francigignode with the permission of the RBI.
Wholesale Cash-and-Carry Operation

Wholesale Cash-and-Carry is another route throuplttwinternational retailers have entered the Imdisarket. The
wholesale cash and carry operation means any fraditiet where goods are sold at wholesale rathstordose (retailers
and businesses) who intend using them for commeyaiposes and not for Personal consumption. Geyhietro Cash
and Carry GmbH and South Africa's Shoprite Checkerge entered the Indian Metro to wholesale cagh cary
operation. Metro Cash and Carry GmbH was the fostign retailer to bring in 100 per cent FDI thgbuthis route to
India. The proposals for FDI in wholesale cash aady mode are required to be approved by the gorkivestment

Promotion Board (FIPB) on case-by-case basis.
Manufacturing and Local Sourcing

Foreign companies those have set up manufactuasgsband/or sourcing products from local manufacéuare permitted
to do retail business in India. These are alloveeskll products to Indian consumers through frasingi local distributors,

existing Indian retailers or own outlets. Foreigmimpanies like Bata, GIVO, Sony, Samsung, Levis, gntilfiger are
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doing retail business in India under this mode. Eesv, these foreign companies are required to mipimission from

the RBI and/or FIPB on case by case basis.
Test Marketing

Test marketing is another route through which fgmeietailers have entered the Indian market. Umitisrmode, these
companies can test market the product in Indiatdar year period by the end of which they are regpliito set up
manufacturing facilities in India. Nokia, Amway, ileme, etc. have entered the Indian market by thige. Under this
mode, foreign retailers are required to obtain apglrfrom Foreign Investment Promotion Board (RIFB)case-by-case
basis.

Distribution

Distribution is also another route through whichefgn companies have entered into India's retatioseForeign retailers
like Hugo Boss and Swarovski have set up distrisutiffices in India and these offices supply prdduo local Indian
retailers. These foreign companies are requiredetk permission from the RBI before undertakingiliaty business

under the distribution mode.
GOVERNMENT OF INDIA'S FDI POLICY ON RETAIL SECTOR

* The Government of India on January 24, 2006, iater, announced the policy of 100 per cent FDI tigio

automatic route in wholesale trading and expoditig.

e The Union Cabinet has also decided to allow FDItaub1% for retail trade in single brand producthisTis
aimed at attracting foreign investment, technolagy best global practices besides demands for lsactus in

India;

* The Indian Government has mandated that interratioompanies seeking to sell in India through thoeim
single brand retail network would be required teksapproval from the FIPB for the entire range raiducts they
sell under one brand name. Any addition of itenpriduct of the same brand to the list would alspire prior

approval of the FIPB.

e The retail FDI policy, as announced by the Govemimnalso stipulates that the foreign companieschviiave
multiple brands will not just seek separate cleagarfor otherbrands, but also have to open sepaundts to sell
their products under the single brand. This impllest a foreign retailer in India, under the nederan sell a

single brand products in one outlet only.

» Companies have also been restricted from introduicical brand variants as often multinationals tendo when
entering a new market in order to take advantagheofocal customer of the region. Instead, theyeha stick to

the same international brands.
DEBATABLE ISSUES REGARDING OPENING UP OF RETAIL SEC TOR TO FDI

The debate regarding the opening up the retailbsdot FDI has again been intensified with the amoament of the
government to allow 51% FDI in single brand retaihough the supporters ofFD1 in retail sector artia¢ FDI would

improve productivity and efficiency of the retagcor, quality of employment, increase the speedesfelopment of
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modern formats, enhance sourcing, encourage ineastm supply chain, link local suppliers, farmersgnufacturers to
global markets, ensure quality product, betteriserand shopping experience for consumers, lowefrgrice due to the
operation of low cost global retailers, the critizgue the entry of FDI in retail to the contrdtyis feared that the entry of

FDI in India's retail sector would result in théldaving adverse consequences.

Displacement of Domestic Retailers and Large-Sthlemployment: India's trade is mostly in the haoéls
unorganised sector accounting for 98% of totalilretde in the country. Only recently organisedeign retailers through
indirect routes like franchising, wholesale caskl a&arry, test marketing, etc. have entered intoltitka's retail trade
sector. It is apprehended that the entry of forgitgyers would drive the domestic unorganised lergiout ofbusiness
leading to widespread unemployment. Internatiorpkéences show that in countries like China, MsiayThailand, etc.,
domestic retail trade has shrunk due to the erftfgreign MNCs in the domestic retail market leaglio unemployment.
All China Federation of Trade Unions have reportied shrinkage of domestic retail trade with thenemtf foreign
retailers in the market. Chinese newspapers haeeraported that a good number of Chinese prodasts to stop their
production because competition from Wal Mart haaduced their margins to such a low level that imektic producers
found it impossible to sustain themselves. In Seash Asian countries, it is alleged that domestiailers were
marginalized and unemployment rose after the ddmestail sector was kept Opened to foreign retsil&Even in
advanced countries like France, Denmark, etc. thexee protests against the operation of US retaihtg in their
countries. Within the US, the Municipal Corporatiofi California and Chicago have imposed ban on dpening
Martstores. In Japan, South Korea and France,gionedtail traders are banned to enter the tradeeinoleum products,
rice, tobacco, salt, fresh vegetables, meat amdicents. h d stark reminder of the fact that cdestlike China, Thailand
and Malaysia, which had opened their retail setidfDI were forced to reconsider this policy anéa&rad new laws to

control the entry of foreign retail MNCs in the destic retail trade.

Even after a decade-and-a-half of the progressaiamic reforms in India, as per the latest dataiged by the
60th Round of Sample Survey for 2004-05, unemployrtevels have further increased. It has been estidnthat overall
rate of unemployment was around 9.5% in 2004-0agaist 7.3% 1999-2000. It is alleged that econgafmrms in India
have resulted in jobless growth. In a developingntay like India, 93% of labour force, engaged morganised sector,
does have any system of social security. This alshoraises question about the survival of smalilérs in the event of
the entry of organised foreign retailers. Anotheinp is about the coexistence off large-corporaget® vis-a-vis the
unorganised sector. There is a shrinkage of theesh@organized in the net domestic product from T0%7% during the
last two decades, but there has been an incredse imemployment share of unorganised sector &bout 89% to 93%.
Obviously, the organised sector has failed to dbsworkers from unorganised rather resulted in thecgss of
casualisation of the workers both in the or sedtmmce, the entry of foreign retailers and big coape Indian retailers,

which are mostly organized in nature will not gexteradequate employment rather will lead to laocgdesunemployment
MARGINALIZATION OF CONSUMER AND SMALL TRADERS

Most of the giant foreign retailers at the initsihges deliberately keep their' prices low for timee years so as to drive
out domestic retailers since these giant retalkange deep pockets. Once the domestic retailerfoezed to close their
shops, giant multinationals will increase theilcps. Hence the fact that MNC reaping economiesalésvould be able to

sell their goods at cheaper prices thereby bengfifie millions of consumers never operates intmacStudies reveal
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that retail MNCs operating in the UK charge 40%hieigprices in the absence of any alterative. Thswmers have to

pay higher prices once a monopoly or an oligopilyasion is created, the giant MNC buy cheap adiddsar.
DESIRABILITY OF FDI IN RETAIL FOR INDIA'S ECONOMIC  GROWTH

In India, FDI should be welcomed in infrastructuheavy industry, and manufacturing, etc., whichl witrease the
country's productive capacity to have a GDP growate of 9 to 10 per cent on a sustainable basis. ctiuntry has
adequate capacity to run its retail business irefiinient manner. Opening flood gate of retail sedob FDI will only

legitimise the profits of big MNCs without helpitige small traders in the country.

It is often criticised that single brand retail EMIl help in the establishment of more luxury mallswill imply more
good-looking shops. Ultimately FDI will not help us enlarging our production capacity in either mi@cturing or

infrastructure sector. It simply aims at serving ihterests of big business catering to the netdfloent class people.

Compared to foreign multinational retailers like M¥éart, McDonald, Metro Cash and Carry Ahold, Céote,
Tesco, majority of domestic players in the orgashisetail sector are considered minuscule. If tlm®dbate of FDI is
opened without allowing the domestic retailersdals up their operation and attain critical malsentthe Indian players
would be completely wiped out from the scene. Hetloe opening of the sector to FDI should be cdlsefilanned and
graduated so that the benefits of foreign diresedment like inflows of capital, technology andstenanagement
practices leading to efficiency in the sector walke place without adversely affecting the interesft millions of small

domestic retailers.
OTHER ISSUES IN THE ORGANISED RETAIL SECTOR IN-INDI A

Lack of Trained Manpower

Organised retailing, for its effective functioniradways needs trained manpower to work efficientlyniodern retail
formats like Specialty Store, Hyper Market, Supeatkmg Cash and Carry Operation, Departmental Sisgount Store,
Mall- retailing, etc. Unless, the infrastructuretrdining facility is created adequately in the iy, the Indian organised
retailer cannot deliver goods. The efforts of thetdiers' Association of India, which has startedamising training
programme for retail personnel in 2015 are commeleda&eeping in view the current shortage and gredemand for
skilled retail personnel in near future, many mamagnt institutes in the country have started pasdigate courses in

retail management. This will hopefully take caregeduirement of retail personnel in the years tm&o
Need for Quality Real Estate

India is having more than 15 million retail outletst of which 98 per cent of the outlets are |é&1t500 square feet in
area. Moreover, the per capita retailing spacee&ly 2 odd square feet compared to 69 squardrfébae USA. Hence,
there is greater need for real estate both qu#iméitp and qualitatively for enabling the effectifienctioning of modem

retail in the country.
Technology Requirements and Long-Hours of Retail Ogration

With technological revolution, retail MNCs are ugimodem technology like centralized network-baseocgssing

architecture to get better control and more vigipiinto the supply chain while trying to achievéfi@ency in stores
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operation. Hence, organised retailers in India 8haise Enterprise Resource Planning (ERP) packfmgeachieving

operational efficiency so that they can competeatiffely with giant foreign retailers.

In the era of cut-throat competition, people inittveorkplace are overloaded, more tired arid exteaiginding
less time for shopping. Even the leisure timeseafgle engaged in BPOs jobs rarely match in theshotiretail business.
Hence, facility of tele-retailing and even 24-hotetail store should be provided by modern retaiterthe work stressed

consumers of today.
Impact of Organised Retailers

It is seriously alleged that organised retaileréehadverse impact on small unorganised retail legsirand employment.
Wide-scale protests are made by small retailer;isgReliance Retail and Spencer's Store in the Samilar protests are
also found against Reliance Retail Store in Bhubame, Orissa, etc. In February 2007, a month &@@mmerce and
industry Ministry vetted the proposed Bharti-Wal itie-up, UPA chairperson Sonia Gandhi wrote teteto the Prime
Minister Dr. Manmohan Singh, raising concerns oWl Mart's proposed entry into India. Mrs. Gandigad Singh to
examine the impact of transnatiorsalpermarkets on the livelihood security of people engaged irakrecale operation
before going further. Immediately, the Minister f8ommerce and commissioned a study from econonink ttank

'CRIER (Indian Council for Research Industry onetnitional Economic Relations) to determine theaotpof large

foreign and domestic retailers on small unorgan@ees. While ICRIER has still to submit the repdine Government
will find it hard to ignore such opposition fronsicoalition allies-left parties. It would be betten the part of the

Government to follow a cautious and well-planneditérade policy without any haste.
FINDINGS
The research findings of the study are

» Some of the important factors like Price, varigfgme zone, timely delivery and product offers cammoignored
as these are not expected by customers wherétas ftilfilled then it will increase the customsatisfaction and
if not fulfilled it will create dissatisfaction. lese are necessary to attract new and existingroess and also to

satisfy them by the retailers

» Products of various brands and varieties shouldviadable during the visit of customers to theitetatlets and
the service provided by the employees/ staffs néedse the best and they should be able to explagut the

product because if these are fulfilled it will iraise the satisfaction level proportionately.

* Factors like payment mode and parking should bergithe most emphasis to satisfy customers by prayid

them a satisfactory purchase experiences by thaemst
* Most of the customers visiting the retail outlets females and are from upper and higher middiesgieople.
CONCLUSION

The retail trade sector of India occupies imporfaate in the socio-economic growth strategy ofdbentry. Nearly 40
million people earn their livelihood from retailinmisiness and majority of them are small trademari& shop's owner,
street vendors, etc. who are essentially unorgdniBee foregoing analysis quoting Cll & A.T. Kearte$tudy Group's

report reveals that India's retail trade could WS $ 42 billion representing 5 per cent of tdtatle from its current
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share of merely 2 per cent by the year 2010. Thmu@nGlobal Retail Development Index 2006 has atewr Peak
Attractiveness Destination Status' to India's te@étor among thirty emerging markets of the woAtthis juncture, the
country is witnessing retailing boom being propetlley increasing urbanisation, rising purchasing @oparity (PPP) of
ever growing India's middle class, changing demplgiaprofiles heavily titled towards young poputetj technological
revolution, intense globalisation drive etc. Inwief huge future growth potential of this sectdg players both foreign of
the organised retailing are malting bee-line fitlegitry into the sector. It is also discernible &mdian from the foregoing
analysis that the Government of India has permiibeeign retailers with51 per cent FDI in singleabd-products besides
allowing indirectly the FDI entry through franchig, wholesale cash and carry operation, manufactuaind local
sourcing, test marketing and distribution mode. Thentry is witnessing massive protests in diffemarts of the country
like Bhubaneswar, Kolkata, Bangalore, Lucknow,,atmstly demonstrated by small players (unorganssedll retailers)
who apprehend the entry of giant organised retbeth Indian and foreign would threaten their s@ivand livelihood.
As India is committed to pursue the policy of ecmim liberalisation and reforms since 1991 and &lsimg the founder
member of WTO, it cannot restrict the entry of Engayers including FDIs now. However, in orderetssure healthy
competition, the policy of FDI in retail sector s be gradual allowing domestic retailers to segieheir capacity and
achieve critical mass so that the giant foreign MN@nnot monopolies the benefits of the sector. Gbeernment of
India's initiatives such as monitoring the entryFdl by PMO (Prime Minister Office), regulating g retailers not to
supply cheap imports sourced from countries witlv l;manufacturing costs, devising preventive stepsthwart
monopolies that could disadvantage suppliers mdatipers by dictating purchase price and also casioning a study
to measure the impact of large retailers by Depamtrof Industrial Policy and Promotion (DIPP) onadintraders are, in
fact, the moves in the right direction for the algeyrowth of retail sector in the country. The v#gments of trained
manpower to work efficiently in modern retail forteaquality real estate, long hours of retail ofieres, etc. have been
thoroughly focused in the analysis to achieve isighs growth i.e., without jeopardizing the employmand livelihood

security of millions of small traders and their fies dependent on them.
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