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Objectives

Explore the strategies employed by
organized retailers to capitalize on
market opportunities and address
challenges within the retail sector.
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investigate

avenues for
retailers to navigate the
retail market successfully.
Assess the feasibility of

potential
organized

enhancing India's retail
landscape by fostering
collaboration between

organized and
unorganized retailers, as
well as e-tailers.

Abstract

Growing consumerism
calls for all types of
retailers to deliver quality
product/service offerings
and differentiated
experiences Iin line to
consumers’ needs and
preferences. Tech savvy
consumers of today are
engaged in multichannel
buying behaviour and are
not loyal to any particular

format. Unorganized
retailers are redoing their
outlets to match
competition and
organized retailers
(including e-tailers) are
stretching themselves-all
in an effort to offer
consumers the
‘differential experience’.
The Indian retail market
poses tremendous

challenges for all retailers,
so instead of competing
with each other it is felt
that leveraging integrated
efforts would be more
beneficial.

However, this will be very

challenging with all
retailers required to
structure their internal
and external processes
with suitable
technological and

physical infrastructure so
as to be able to
understand both clicks (e-
tailing) and bricks
(physical stores)
consumption needs. This
paper discusses issues
concerning integrating all
types of retailers and also
proposes a framework to
analyse whether the path
ahead of Indian retail can
be moulded to suit this
move.

Keywords

Organized retailers,
Unorganized retailers, E-
tailers, Multichannel
buying, Leverage
integrated efforts.

Introduction

Retailing is defined as the
set of business activities
that adds value to the
products and services sold
to consumers for their
personal or family use
(Levy, Weitz, Pandit, and
Beitelspacher, 2012).
Although retailing
practices have been In
vogue for ages,

modern retail in India
picked up momentum only
for one and half decades
mainly due to favourable
demographics like the
young working population,

urbanisation, growing
income,
media penetration and

increasing brand orientation.
The tremendous opportunity
in an emerging retail market
like India has attracted not
only global retailers such as
Wal-Mart, Metro etc. but also
the online/e-tailers.

With technology at their
fingertips and easy access to
the Internet, customers are
comfortable purchasing
products/services online.
Alongside, they continue to
patronize offline (organized
and unorganized) retailers
too. These customers have
high awareness, make
selective choices, openly
voice their opinions, and
expect consistency and
‘customer engagement’ in all
retail transactions. A big
challenge for offline retailers
and e-tailers is to fortify
practices that earn them the
loyalty of such multichannel
customers. In this paper, we
propose to examine whether
all retailers can leverage their
integrated efforts to cater to
diverse  customer needs
wherein,e-tailers use
intelligence tools to provide
customer services and the
offline retailers provide
customers' accessibility
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and brand profile so as to

deliver a ‘real buying
experience’. Through
discussions this paper

will attempt to answers
the following questions:
1) How can organized
retailers exploit market
opportunities?

2) How organized
retailers can overcome
challenges in the retail
market?

3) Is it possible to
leverage Indian retall
through an interface of
organized and
unorganized retailers’
and e-tailers?

The rest of the paper is
structured as follows: the
following section gives
an over-view of the
Indian retail scenario,
followed by the type of
retailers operating in
India, and then there is a
discussion on leveraging
integrated efforts among
retailers, finally
conclusions are drawn

and then limitations to
the study and future
research directions
suggested and brand

profile so as to deliver a
‘real buying experience’.
Through discussions this

paper will attempt to
answers the following
guestions:

1) How can organized
retailers exploit market
opportunities?

2) How organized
retailers can overcome
challenges in the retail
market?

3) Is it possible to leverage
Indian retail through an
interface of organized and
unorganized retailers’ and
e-tailers?

The rest of the paper is
structured as follows: the
following section gives an
over-view of the Indian
retail scenario, followed
by the type of retailers
operating in India, and
then there is a discussion
on leveraging integrated
efforts among retailers,
finally conclusions are
drawn and then
limitations to the study
and future research
directions suggested.

2.0 Overview of the
Indian Retail
Scenario

The early retailing
practices in medieval
India was a controlled
process mandating sale of

commodities and
products at certain
designated markets
(Byramjee., 2005).
Common practices like
“Weekly Haats', ‘Melas’

and ‘Mandis’ that have
been in vogue since long
continue retail operations
even today. Popular
retailing formats include
street carts, wet markets,

pavement shops, public
distribution system,
kiosks, weekly markets,

etc.

‘Melas’ and ‘Mandis’ that
have been in vogue since
long continue retail
operations even today.
Popular retailing formats
include street carts, wet
markets, pavement shops,
public distribution system,
kiosks, weekly markets,
etc. The current Indian
retail sector comprises the
co-existence of the
unorganized/traditional

and organized/modern
retailers and e-tailers. Till
the 1980s, with limited
purchasing power and not
much industrialization the

retailing scenario  was
more unorganized,
operated by

small/medium

businessmen who set up
stores at popular locations
(operating in 500 or less

square feet area) and
practised the ‘counter
service concept.
Subsequently, they
modified operations by
adopting ‘self-service
format’ and calling

themselves ‘Supermarkets’
(Sengupta, 2008).

The early steps in
organized retailing can be
traced to mid 1980's when
some of the restrictions

were lifted. However,
practically the beginning
of modern retail can be
associated with the
opening of the first
‘Nilgiris’ outlet at
Bangalore in 1971.
Subsequently,
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The early
organized retailing can be
traced to mid 1980’s when

steps in

some of the restrictions
were lifted. However,
practically the beginning
of modern retail can be

associated with the
opening of the first
‘Nilgiris' outlet at
Bangalore in 1971.
Subsequently, rapid

transformation took place

with the entry of big
retailers such as
Shoppers's Stop,
Pantaloon Retail, Viveks
amongst others. Indian
retail market has been

evolving and the current
retailing landscape
characterised by its twin

growth engines-the
economic liberalization
coupled with the

demographic profiles s
encouraging all types of
retailers (global, organized,
unorganized and e-tailers)
to be a part of the growth-

story.
Retail market  growth
estimates and evolving

consumer behaviour:

The  following  studies
pinpoint the tremendous
scope of the Indian retail
market growth.

Indian retail is ever
expanding, with a 15
percent

yearly growth rate
forecasted by 2015
(Nimbekar, Sood,
Bachkaniwala, Gupta,
Dutta, Rathi, Bangera

2015) and also an expected
annual growth of 25
percent worth US$ 175-
200 billion by 2016 (Madan
and Sharma, 2012).

As per ‘Indian Retail the
next growth story’ (2014),
the overall size of Indian
retail sector is estimated
to be about INR 31 trillion
in the period 2013-14 with
a compounded annual
growth rate (CAGR) of 15
percent over the past five
years. Further, an
estimation of CAGR 12-13
percent that would be
worth about INR 55trillion
by the period 2018-19, is
expected.

According to
ASSOCHAM/Business
Standard (2014) study, the
overall India retail market
is likely to reach Rs 47 lakh
crore by 2016-17 from the
level of Rs 23 lakh crore in
2011-12, growing at CAGR
of 15 per cent.

The Indian retail market is
likely to touch a whopping
Rs 47 trillion (US$ 738.71
billion) by 2016-17, opines
Yes Bank-Assocham study
(Retail industry in India,
2014).

There is a visible growth in
the Indian retail industry
with an expectation that
India will achieve 7.4
percent GDP during the
period 2015-2016 (Datta,
Nimbekar & Sood, 2016).

All  the above studies
reiterate the expectation
of the tremendous growth

potential of the Indian
retail industry. The
following  section  wiill

throw light on the various
categories of retailers who
are aspiring to become a
part of the growing retail
industry here.

3.0 Types of
retailers
operating in
India:

Technological advances
and the advent of e-age
have brought about
modifications in the way
businesses are carried out.
For instance, the wifi,
internet, social networks,
apps, etc, have helped to
create new channels for

retailers who are
attempting to take
advantage of these

developments and reach
out to customers in various
ways. E-age technologies
have enhanced
transactional and
communication
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the
organisation through a
faster supply chain that
lower costs for the
consumer. But long term
growth calls for focussing

capabilities of

on the ‘consumption
processes’ of consumers
that goes beyond the
purchase process to
include customers’

services before and after
sales (Browne, Durrett and

Wetherbe, 2004).This
study had attempted to
analyze consumer
behaviour and investigate
consumer  beliefs and
preferences about

shopping on-line and at
physical stores.
Interestingly, it was found
that customers  were
attracted to online stores
because it provided
information and enabled
purchasing of products
and services, Wwhereas,
shopping at physical stores
provided convenience in
terms of the touch-and-
feel factor, comfort when
shopping in person and
interacting  with  sales
persons (Browne, Durrett
and  Wetherbe, 2004).
Western markets having
realized the scope of e-
tailng, are wvwying the
opportunities in emerging
markets especially the
BRIC (Brazil, Russia,

India and China) countries.
Further, physical store
attributes do induce
positive buying behaviour
among consumers found
Mohan, Sivakumaran and

Sharma (2013). Moreover,
the India retail market has
witnessed tremendous

structural changes in the
recent years mainly owing
to the dynamic entry of
many international retailers
and brands. With the rapid
growth of internet retailing
in India, based on shopping
orientations, three
customer segments,
namely: value singularity,
quality at any price, and
reputation/recreation have
been identified (Gehrt,
Rajan, Shainesh, Czerwinski
and O'Brien, 2012). In the
past few years e-commerce
has made a big changeover
especially among India’s
increasingly young work
force with high disposable
income, and being socially
active find convenience in
using smart phones and
being engaged in e-tailing
(Dutta, Nimbekar and Sood,
2016). On one hand, while e-
tailing is expanding the
growth of the retail market
to reach out to even most
remote customers, a large

number of traditional
brick-and-mortar retailers
are redoing their retailing
processes in a bid to meet
competition, on the other
hand.For, as pointed out
by the following studies
even unorganized retailers
and/or e-tailers stand to
gain  from the retail
growth:

The study by Goswami
and Mishra (2009) found
that if unorganized
retailers upgraded their in-
store facilities (cleanliness,
quality of products, etc.)
they could easily earn long
term customer patronage.
The fact that 92 percent of
the Indian retail business

comes from the
unorganized market
speak volumes on the

immense potential for
growth and consolidation
of this sector (Indian Retail
the next growth story,
2014). India is expected to
have the second largest
base of online users
globally, ahead of the USA
although  just  behind
China (India Special Online
Retail Driving Realty, 2015).
The face of modern retail
changed with the
accelerated pace of e-
tailing that started from
2010 onwards especially
with evolving consumer
spending patterns with
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increasing disposable
income levels, and these
are truly re-defining the
retail landscape in India
(Dutta, Nimbekar and
Sood, 2016). With increased
usage of advanced
technology by retailers, for
consumers shopping
options are evolving and
could even go beyond
physical stores and e-
tailing. Synergy between
ecommerce firms and
other category of retailers
will be beneficial to all
retailers and customers.
Some of the e-tailers have

attempted this. For
instance, Lenskart,
Pepperfly, Freecultr and

Firstcry opened physical
stores to show case their
products and service
online customers. Leading
e-tailer, Flipkart long back
had opened physical
stores from where
customers, according to
their convenience could
pick up products ordered
online. E-wallet firms
Paytm, PayU India,
MobiKwik and Freecharge,
offer services such as
mobile recharging, adding
bill payment and certain e-

commerce products to
customers.
On the likely consumer

behavior trends

mpacting the  e-tailng
market, Shashi Matta (Prof.
Marketing, Ohio State
University) felt crowd-
shaping (meaning-

Consumers will join, link,
connect, fund as well as
give shape to ideas and
products/services that
reflect their preferences
and is based on how they
express it), C to C retailing,
gamification, hyper-
connectivity, sustainability
and social responsibility will
have a major influence on
the form and scope of

future Internet retailing.
While, “Retailers, branded
companies and smaller

sales outlets now need to
look for new ways to market
their products  among
customers who are more
discerning and technically
more knowledgeable — and
that calls for a new
approach, a new means of
bringing together the best

aspects of digital and
traditional shopping”,
opined Carl Gish, Vice
President, (global shipping
and logistics), eBay
Marketplaces (Global e-
tailing 2025, P.9).

Tremendous changes have
engulfed Indian retail since
the past two decades and it
is believed that the modern
retail

sector will primarily be

driven through an
integrated approach
adopted by e-tailers and
modern brick-n-mortar
format stores (Dutta,
Nimbekar and Sood, 2016).
Evolving Indians’ shopping
behaviour has ushered a
revolution in retail, giving
rise to assortments of
formats to cater to the
varying needs of
customers. Unorganized
retailers have modified in-
store display and
ambience, offer credit, free
home-delivery and try to
maintain personal
relationship  with  their
customers. The organized
retailers (supermarkets,
hypermarkets, retail chain
outlets, etc.) have outlets
at bustling shopping
centres, multi-storey malls
and huge complexes
wherein shopping,
entertainment and food
courts are available under
the same roof. Online
retailers are going the
extra mile by offering
categories of products,
discounts and payment on

delivery facility to
customers.

Competition, technology
improvements and
evolving retailing sector
mandates retailers

leverage and integrate
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Factors driving retail market:

*Demand side factors:

Rise in disposable income
among population,
increasing urbanisation,
highly aware and affluent
young population, growth 1n
the number of working
women and media
penetration that influences
consumption preferences.

*Supply side factors:

Want of rapid real estate, and
infrastructure development.
easy access to credit,
mnovative physical and
online channels and
increased service orientation.

Challenges affecting
retailers:

Inflation,

MO O Ee-HmMEZe""02Z2""

Inventory management.
High operating costs,

Working capital
management,

Regulatory environment,
Talent retention,

Inefficient supply-chain
management,

Raising retail productivity,

Figure 1: Factors Driving, and Challenges Affecting Indian Retail
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available technologies and

concepts to enhance
relationships with
customers to offer

delightful experiences. A
combination of demand
and supply factors (drivers)
and certain challenges are
likely to provide the
impetus and affect the

growth of the Indian
consumers and retail
market (illustrated in
Figure1).

Retailers to be a part of the
industry growth  could
meet the challenges by
revamping their
operations through an
influx of product variety,
new working processes,
building brands, re-doing
supply chain management
and exploring new
markets. Building
‘Customer
Experience”:Social
networks, smart phones,
tablets, etc. have become
an integral part  of
everyone's life changing
the way one shops, with
customers' looking out for
an omni-channel
(shopping through various
mediums) experience and
24/7  shopping. Earlier,
various channels (online,
mobile, offline, etc.) were
operating Iin silos. Today
customers are socially
aware, tech savvy

and yet indecisive on their
choice of ‘preferred retailer’,
products to be purchased
online vis-a-vis in-store, and
so on (PWC Global's Total
retail report, 2014). This calls
for retailers to exploit
market opportunities, work
towards customisation
(make intelligent usage of
analytics to gauge
consumers' preferences),
offer  transparency and
access to information on
the availability of stock- all
in order to provide a real
‘customer experience’.
Growth of the online
market place has facilitated
the emergence of a new
channel called consumer to
consumer that permits
consumers to do business
with other consumers
through a facilitator who
provides a market of
exchange, for example,
eBay, Yahoo auctions, etc.
(Anderson and Zahaf, 2009).
This study found customers
avoid online shopping due
to preference for the
services provided by brick-
and-mortar retailers, those
not using the new channel
but buying online are
comfortable with the
hassle-free experience and
those who are using the
new channel being price

sensitive, are able to
compensate for any
perceived risks by
researching more on the
products to be bought

(Anderson and  Zahaf,
2009). A major driving
force behind retail
revolution can be
attributed to the

dynamism and innovative
flair for IT usage by today’s
customers who are living
in a highly digital cultural
environment. Such
customers prefer a
shopping experience that
is convenient, efficient
with an assurance of
speedy delivery of ordered
products. Technology has
facilitated marketers to
develop consumer profiles
by evaluating their search
and purchasing patterns.
However, the real
challenge lies in want of

proper infrastructure
facilities to ensure timely
delivery (i. e. speed and

convenience) of products
to all customers. Further,
consumers are displaying
multichannel buying
behaviour so as to get the
benefit of shopping in
every place at all times.
This  implies that all
retailers be they online or
offline, need to do away
with the old boundaries
and look towards
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nterlinking so as to give
customers the best of the

online and offline retail
world as will be discussed
in the following section.

4.0 Towards
leveraging
integrated

efforts among
retailers

The current retailing
scenario is customer
driven with every retailer
trying to pamper their
customers with attractive
product/service offerings.
These customers, however,
do not patronize any
format/channel as they
seek functional benefits at
unorganized outlets and
emotional benefits from
organized retail stores
(Madan and Sharma, 2012)
and typically shop at more
than one channel
(Multichannel strategy,
2013). India Retail Trends

(2014) identified
decreasing
communication costs,

rising Broadband PC
penetration and increased
usage of credit card and
debit card as the key
enablers fortifying the
growth potential of

organized retailers and e-
tailers. The strengths and
challenges faced by
different types of retailers
are indicated in Table 1.
Nevertheless, in the current
information rich-age the
biggest challenge before all
types of retailers is to deliver
superior products/services
through differentiated
experiences that will suit

the ever-changing
consumer needs and
preferences.

The following studies

highlight ways on inducing
positive retail consumption
among customers:

Multichannel Strategy
(2013) found that
multichannel buyers

browse the web to gather
information on products
but prefer to purchase and
negotiate returns through
any of the channels/outlets.
This study opines the need
for retailers to maintain the
right balance between
‘customer experience’ and
‘contact centre operations'
by using a multichannel
strategy that caters to all
segments of the changing
demographics across all
geographies. Retail
Leadership Summit (2014)
suggests tapping emerging
consumer segments
through using business
models that leverage

technology, supply chain

innovation and hybrid
models adoption that
would integrate  their
online and offline

presence and also be able
to attract customers from
rural, smaller cities

and towns. PwC Global's
Total retail report (2014)
found that ‘customer
loyalty' in the true sense
develops only when
retailers are able to build
an element of ‘trust’ that

repeatedly attracts
customers to their store.
The study suggests

multichannel and online
retailers to leverage their
efforts and create business
models that would help to
expand operations beyond
metros, Tier-1, 2 & 3 cities
and convert
footfalls/browsers to actual
consumers. Such moves
will facilitate customer’s
access to new channels
and also enhance retailer’s

flexibility in  delivering
value to them.

Studies (Mishra and
Mathew, 2013; and Gehrt,
et al, 2012) found that
despite the low

penetration levels of the
internet users, the online

market has got
tremendous growth
potential.
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Indicators (a)

Opportunities in
Retail (b)

Strengths of the
retailer’s

Challenges of the
retailer’'s

Exponential growth
and development
opportunities

Globally India is the fifth
largest preferred retail
destination, with ample
retail growth &
development taking place
across metros, major cities
as well as in tier 2 and tier
3 cities.

For ‘Modern retailer’;
-Can offer highly
personalized services
(including store staff's
help) to customers.

In e-tailing with consumer
demand threatening to
overtake the capacity of

infrastructure to deliver, e-

tailers need to develop the
last mile delivery system
so as to be able to offer

fast and efficient services
that meet customers’
expectations.

Rural markets
potential

With increasing
investments in rural
infrastructure all retailers
are looking forward to
having access to high
growth potential in rural
markets.

-Allows customers to
experience the 'touch and
feel factor of product
offerings.
-Customers can make
instant purchases, no
waiting time for delivery

Supply chain
management is a big
challenge for e-tailers,

calling for logistics division
to make use of the most
efficient

Private label strategy

India has only about 6 per
cent share in the private
label market; growth of
modern and online retail
is augmenting the growth
potential of private label
brands in India.

For ‘E-tailers”
-Online customers can
shop any where any time.
-Customers can have
wider online selection
compared to that at
physical stores.

cost effective facilities and
systems that ensure
company stores and end
customers receive
shipments as per the plan.

Sourcing base

competitiveness is
attracting large global
retailers such as GAP,
Walmart, Tesco, etc. who
are slowly moving
towards establishing their
own wholly-
owned/wholly-managed
sourcing and buying
offices, i. e, making India
their sourcing base.

Customers can view other
consumers’ reviews when
engaged in product/brand
search.
-Price comparisons are
very convenient in online
shopping.

For all types of retailers-
build up a profitable and
sustainable business
model that will help to
manage logistics, pricing
and customer loyalty.

(Source: RETAIL IBEF, January 2016; and THINK INDIA THINK RETAIL 2016)
Table T: Opportunities, strengths and challenges faced by retailers
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While
relationship
shopping orientations and
a validated scale of web

examining the
between

site attribute importance
among Indian online
shoppers, Gehrt et al (2012)
found the patterns of
India’s pioneer two
segments: quality at any
price, and
recreation/reputation, to
be similar in terms of
internet usage and online
shopping. These
researchers suggested e-
tailers to rely on diffusion
of innovation to build up
the value appeal. Mishra
and Mathew (2013) found
that Indian online buyers
perceived a very high level
of risk/fear on the delivery
of goods bought online.
However, quality of
information, product range
and after online sales
service were the most
preferred website
attributes influencing its
usage. Retail Operations
Benchmarking and
Excellence survey (2014)
gave an interesting
perspective on the impact

of increased access to
mobile internet
suggesting that with

increased access to 3G and
4G mobile internet
services in the next five

years, m-commerce can
expect to gain about 20
percent share of the
country’s e-commerce
market. Moreover, online
retailers are now catering to
consumers in more than
3000 postal areas, whereas,
even the largest retail store
chain (organized retailer)
currently covers only
around 100 locations in
India (ibid, p.3). This is an
indication of future growth
opportunity with an

integrated multichannel
approach.

The above discussion
advocates leveraging the
integrated efforts of
unorganized retailers,

organized retailers and e-
tailers, so as to induce
positive retail consumption
through a multichannel
approach and in the
process create a win-win
situation for all involved.
Keeping in  mind the
discussions put forth in the
paper a framework to this
effect has been proposed
(illustrated in Figure 2).

As shown in Figure 2, the
Indian retail market faces
many challenges (inventory
management, inefficient
supply chain, etc.) that will
impact all retailers and
could adversely affect their
costs and profits.

We propose to leverage
the integrated efforts of all
retailers towards
addressing the challenges.
Organized retailers, with
the help of analytics etc.
can identify target
customers’ needs,
manufacture products,
develop interfaces with
unorganized retailers
(suitably located) and e-
tailers (for tech sawvvy
customers), provide them

(retailers) the necessary
marketing  support to
display and sell the
products to customers
through their
formats/channels. Today's
consumers do not

patronize any single type
of retailer. They prefer to
weigh the perceived
advantages and
disadvantages of each
format and then make a
choice. So, Iintegrated
efforts between retailers
where each one shares
with others valuable
insights on the target
customers will facilitate
cost reduction and
efficiency in supply chain
management.
Additionally, such benefits
can be passed on to
buyers through
discounted offers.
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wAMZOHnCA

Organized Retailers

EE—

Perceived
Advantages &
Disadvantages of all
types of retail
formats

Unorganized Retailers

Retail Market Challenges:

Inventory management, high
operating costs, working capital,
retaining talent, regulations, slow
growth, inefficient supply chain
management, elc.

E-tailers

v

Retail Strategies:

Offer Discounts, Best
prices without any
markdowns Value
added services and
Leverage partnerships
with all stakeholders.

Figure 2: Proposed framework to leverage the integrated efforts of all retailers.
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Moreover, such efforts
could pave the way to
explore retail opportunities
through suitable retall
strategies in the futureE-
commerce leader Amazon
India had attempted this
when as a pilot study they
decided to launch an
express delivery platform
in  partnership with the
kirana shops of Bengaluru
to cater to the local needs.
Of course, only time will
tell the outcome of
Amazon India's attempt.
Nevertheless, with more in
stake for the integrated
efforts of online and offline
retailers to meet
customers' expectations of
fast and efficient delivery
of products/services, there
are few challenging
guestions posed on which
they need to reflect, and
address:

Do the retailers have the
right personnel with the
requisite offline & online
marketing skills? Have the
retailers (offline as well as
online) worked out a
robust and future-proof
data strategy? Have these
retailers been able to
identify the ‘right
marketing mix’ and
communications channels
for a wider targeted
audience?

Conclusion

business
along with
growing consumerism
requires all retailers to
intensify efforts at offering
differentiated quality
products and services to
customers. The evolving
Indian retail market s
currently characterised by
twin growth engines-the

Competitive
scenario

economic liberalization
coupled with the
demographic profiles

providing the right impetus
for growth. Organized
retailers are trying to exploit
the market with an influx of
new work processes,
technologies and modern
concepts so as to provide
delightful customer
experiences. Unorganized
retailers are re-doing their
in-store ambience, offering
credit, etc. to WOO
customers. E-tailers are
offering different categories
of products, discounts and
the payment on delivery
facility to customers.
Technology has impacted
the way tech savwvy
consumers in this
information-age interact
with different retail

channels using the
multichannel approach and
yet they are not loyal to any
retail channel. So, instead of
competing with each other
the authors of the current
study feel that leveraging
an interface between all
categories of retailers would
work for the good of all. In
spite of the popularity of e-

tailing, customers will
continue to shop at physical
stores (both organized

outlets and the traditional
brick and mortar stores)

mainly because for
customers shopping is a
recreational  activity. At

physical stores they get to
touch and feel the products
and interacting with the
sales personnel provides
the necessary social appeal.
Realising the importance of
e-tailing many of the
traditional brick and mortar
retailers have attempted to
go online either through
their websites or by tying
up with popular e-tailers
such as Snapdeal,Myntra,
Jabong, etc. The idea is to
use and bring technology to
stores, provide multiple
interacting points  and
support to the customer.
Since the customers have
experienced the
convenience of e-tailing
they will expect more and
an integrated collaboration
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amongst all retailers in
future can work towards a
satisfying customer
experience. In view of this
a framework is proposed
(Figure 2), wherein all-
organized and
unorganized retailers, as
well as e-tailers could
leverage an integrated
business model so as to be
able to deliver quality
products/services through
a multichannel approach
and create  ‘delightful
customer experiences. This
review paper through
discussions has
communicated on ways
through which organized
retailers can exploit
market opportunities and
overcome challenges in
the retail market.
Additionally, a collaborated
interface between
organized, unorganized
retailers and e-tailers is felt
could help leverage
positive consumption
behaviour among
customers and also pave
the way towards creating
satisfying shopping
experiences.

Limitation and
Future research

Competitive business
scenario along with
growing consumerism

requires all retailers to
intensify efforts at offering
differentiated quality
products and services to
customers. The evolving
Indian retail market s
currently characterised by
twin growth engines-the

economic liberalization
coupled with the
demographic profiles

providing the right impetus
for  growth. Organized
retailers are trying to exploit
the market with an influx of
new work processes,
technologies and modern
concepts so as to provide
delightful customer
experiences. Unorganized
retailers are re-doing their
in-store ambience, offering
credit, etc. to WOO
customers. E-tailers are
offering different categories
of products, discounts and
the payment on delivery
facility to customers.
Technology has impacted
the way tech savvy
consumers in this
information-age interact
with different retail

One limitation of this paper
is that categorized as a

general review paper,
inputs have been drawn
from secondary sources
such as referred journals,
reports and reference
books, however, to gather
practical insight and gain a
better understanding on
consumer offline versus
online shopping behaviour
would call for carrying out
an empirical survey study.
Such a research study
would require researchers
to administer
guestionnaires to
customers (both online and
offline) that gauge their
buying behaviour in terms
of analyzing attributes that
attract them to stores and
also determine factors that
contribute towards store
loyalty. Additionally,
although this review paper
through discussions has
drawn a broad conclusion
on the tremendous scope of
modern/organized retailing
in India, a research study
specifically focussing on any

product  category  (say,
luxury retailing or
perishables like food

retailing, etc.) would help to
throw up more interesting
facts and findings. Such a
line of research could be
attempted in the future.
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E-age has helped to
reduce the world to a
global village.
Entrepreneurial marketers
should examine value

added strategies that can
initiate cross-border
initiatives across markets
(Nair, 2016). For this
purpose, future
researchers could carry out
primary empirical studies
that will examine real time
offline versus online retail
buying behaviour in
countries across borders.
For instance, comparative

studies between an
emerging economy like
India and developed

economies like USA and
UK will help reveal marked
differences existing in
online and offline retailing
buying behaviour between
established and emerging
markets. Such studies will
also provide perspectives
on the scope of growth of
the retail market both
within the domestic
market as well as across
global markets.
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