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 ABSTRACT: 

 
                  This paper provides detailed information about the growth of retailing industry in 

India. It examines the growing awareness and brand consciousness among people across 

different socio-economic classes in India and how the urban and semi-urban retail markets are 

witnessing significant growth. It explores the role of the Government of India in the industries 

growth and the need for further reforms. In India the vast middle class and its almost untapped 

retail industry are the key attractive forces for global retail giants wanting to enter into newer 

markets, which in turn will help the India Retail Industry to grow faster. The paper includes 

growth of retail sector in India, strategies, strength and opportunities of retail stores, retail format 

in India, recent trends, and opportunities and challenges. This paper concludes with the likely 

impact of the entry of global players into the Indian retailing industry. It also highlights the 

challenges faced by the industry in near future. 

 

OBJECTIVE: 

 

 1. To understand the evolution of retail sector in India 

2. To study the popular retail formats 

3. To study the emerging retail trends in India 

4. To study the growth trends of Indian retail sector 

5. To study the factors having impact on growth of organized retail sector 

6. To study the future prospects of organized retail sector in India. 

 

 

RESEARCH METHODOLOGY: 
 

              This paper is the outcome of a theoretical study on retailing in India with special 

reference to organized retailing in India. To complete this, various books, journals and 

periodicals have been consulted, reports of various organizations like A.T. Kearney Report, 
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Ernst & Young, Indian Council for Research on International Economic Relations (ICRIER), 

KSA Technopak have been considered. Internet searching has also been done for the purpose. 

 

 

 INTRODUCTION: 

 
In India the vast middle class and its almost untapped retail industry are the key attractive 

forces for global retail giants wanting to enter into newer markets, which in turn will help the 

India Retail Industry to grow faster. Indian retail is expected to grow 25 percent annually. 

Modern  retail in India could be worth US$ 175-200 billion by 2016. The Food Retail Industry in 

India dominates the shopping basket. The Mobile phone Retail Industry in India is already a US$ 

16.7 billion business, growing at over 20 per cent per year. The future of the India Retail 

Industry looks promising with the growing of the market, with the government policies 

becoming more favorable and the emerging technologies facilitating operations. The word retail 

is derived from the French word retailer, means to cut off a piece or to break bulk. Therefore, a 

retailer is a dealer or trader who sells goods in small quantities. Retailing is the final step in the 

distribution of products, for consumption by the end consumers. It consists of all activities 

involved in the marketing of goods and services directly to the consumers, for their personal, 

family or household use. This excludes direct interface between the manufacturer and 

institutional buyers such as government and other bulk customers. Retail is India’s largest 

industry. The sector has witnessed an immense growth in the last few years. The key factors 

responsible for the retail boom have been the change in consumer profile and demographics, 

increase in the number of international brands available in the Indian market, economic 

implications of the government, increasing urbanization, credit availability, improvement in the 

infrastructure, increasing investments in technology and real estate building a world class 

shopping environment for the consumers 

CHALLENGES TO RETAIL DEVELOPMENT IN INDIA: 

 

 Organized retail in India is little over a decade old. It is largely an urban phenomenon and the 

pace of growth is still slow. Some of the reasons for this slow growth are: - 

  

 THE KIRANAS CONTINUE : 
The very first challenge facing the organized retail industry in India is competition 

from the unorganized sector. Traditionally retailing has established in India for centuries. 

It is a low cost structure, mostly owner operated, has negligible real estate and labor costs 

and little or no taxes to pay. Consumer familiarity that runs from generation to generation 

is one big advantage for the traditional retailing sector.  

On the other hand, organized sector have big expenses to meet and yet have to 

keep prices low enough to compete with the traditional sector.  
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 RETAIL NOT BEING RECOGNIZED AS AN INDUSTRY IN INDIA: 
 Lack of recognition as an industry hampers the availability of finance to the 

existing and new players. This affects growth and expansion plans.  

 THE HIGH COSTS OF REAL ESTATE :      

 Real estate prices in some cities in India are amongst the highest in the world.  

The lease or rent of property is one of the major areas of expenditure; a high lease rental 

reduces the profitability of a project  

 

 HIGH STAMP DUTIES : 
 In addition to the high cost of real estate the sector also faces very high stamp 

duties on transfer of property, which varies from state to state (12.5% in Gujarat and 8% 

in Delhi). The problem is compounded by problems of clear titles to ownership, while at 

the same time land use conversion is time consuming and complex as is the legal process 

for settling of property disputes.  

 

 LACK OF ADEQUATE INFRASTRUCTURE : 

Poor roads and the lack of a cold chain infrastructure hampers the development of 

food and grocery retail in India. The existing supermarkets and foods retailers have to 

invest a substantial amount of money and time in building a cold chain network.  

 

 MULTIPLE AND COMPLEX TAXATION SYSTEM: 
 The sales tax rates vary from state to state, while organized players have to face a 

multiple point control and system there is considerable sales tax evasion by small stores. 

In many locations, retailers have to face a multi point octroi with the introduction of 

value Added Tax (VAT) in 2005, certain anomalies in the existing sales tax system 

causing disruption in the supply chain are likely to get corrected over a period of time.  

 

 There is price war between different retail organizations. Each and every one is saying 

to provide goods at low cost and offers various promotional schemes. In such a case it is 

difficult to keep one’s customers with oneself.  

 

 

OPPORTUNITIES: 

 
 Retail marketing gets various opportunities to grow up in the Indian market. Not only retailing 

but Manufacturers as well as suppliers, and buyers have various opportunities, some of which are 

mentioned below: 

 

 WHAT IS IN STORE- Organized retail provides brands much needed visibility and 

platform for customer interaction. It also helps in launching of new product or product 

variant and in market penetration. It has wider product range and more frequent, speedier 

deliveries.  
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 URBANIZATION – Increased urbanization has shifted consumers to one place and thus 

a single retail can catch more customers.  

 

 NUCLEAR FAMILY- As the time passed away joint families came in a new form i.e. 

nuclear family. Again the income level of these nuclear families increases because both 

members started earning. This results into increased power of purchase and lack of time. 

Now they want everything under one roof. This brought the concept of organized 

retailing.  

 

 PLASTIC REVOLUTION – Increased use of credit cards is in favor of retail 

marketing. It creates requirement even when it is not necessary.  

 JO DIKHTA HAI WOH BIKTA HAI – Organized retail stores put stress on proper 

infrastructure like well maintained building, air conditioning, trained employees, 

electronic machine, parking facilities and proper display of goods category wise. Here 

customers feel comfort, joy and entertainment. Purchasing becomes joy for him. Self-

selection saves time and gives more opportunities and satisfaction. Fix cost removes the 

threat of misleading. They avail various discounts and promotional schemes presented by 

the manufacturers. They also get product of different varieties and of proper quality.  

 EMPLOYMENT - Retail marketing is one of the largest employments generating 

industry. It provides employment to skilled, semi-skilled as well as to unskilled persons. 

Thus it helps in the socio- economic development of the society.  

 PRICE WAR – Increase in the no of retail outlets increases competition among these 

retailers. To attract customers they give various promotional schemes as various 

discounts, buy one get one free, another product with any particular product, festival 

special, etc.  

 CONTRACT FARMING – The retail marketers directly purchase from farmers and 

reducing middlemen, thus provide proper cost to farmers and also set proper price for 

consumers. They also make contract with farmers to get proper amount of crops and 

vegetables.  

 REDUCES SUPPLY CHAIN MANAGEMENT - The big players of retail marketing 

and the manufacturing companies directly come in contact thus reducing many 

intermediary chains. Manufacturers also give many promotional schemes for their 

product that is beneficial for consumers.  

 

Retail formats in India: 
 

 Hyper marts/supermarkets: large self-servicing outlets offering products from a variety 

of categories. 
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 Mom-and-pop stores: they are family owned business catering to small sections; they 

are individually handled retail outlets and have a personal touch. 

 

 Departmental stores: are general retail merchandisers offering quality products and 

services. 

 

 Convenience stores: are located in residential areas with slightly higher prices goods due 

to the convenience offered. 

 

 Shopping malls: the biggest form of retail in India, malls offers customers a mix of all 

types of roducts and services including entertainment and food under a single roof. 

 

 E-trailers: are retailers providing online buying and selling of products and services. 

 

 Discount stores: these are factory outlets that give discount on the MRP. 

 

 Vending: itis a relatively new entry, in the retail sector. Here beverages, snacks and other 

small items can be bought via vending machine. 

 

 Category killers: small specialty stores that offer a variety of categories. They are 

known as category killers as they focus on specific categories, such as electronics and 

sporting goods. This is also known as Multi Brand Outlets or MBO's. 

 

 Specialty stores: are retail chains dealing in specific categories and provide deep 

assortment. Mumbai's Crossword Book Store and RPG's Music World are a couple of 

example.  

 

CONCLUSION: 

 

          There is very huge potential for the growth of organized Retailing in India. By following 

some of the strategies it can rise tremendously and can reach each and every nock and corner. 

Open communication should be established between functional departments. A balance should 

be maintained between brand building and promotion. Non-marketing factors like gas prices, 

weather etc. should be avoided and new schemes should always be launched. The Retail Industry 

in India has come forth as one of the most dynamic and fast paced industries with several players 

entering the market. But all of them have not yet tasted success because of the heavy initial 

investments that are required to break even with other companies and compete with them. The 

India Retail Industry is gradually inching its way towards becoming the next boom industry. 
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