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Abstract 

 The opening of the Indian economy has created a new sunshine sector, the mystical six letters “RETAIL” 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 industry

’s 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. 
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INTRODUCTION 

Indian Retail Industry: 

The India Retail Industry is the largest among all the industries, accounting for over 10 per cent 

of the country’s GDP and around 8 per cent of the employment. 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. The 

total concept and idea of shopping has undergone an attention drawing change in terms of format 

and consumer buying behavior, ushering in a revolution in shopping in India. Modern retailing 

has entered into the Retail market in India as is observed in the form of bustling shopping 

centers, multi-storied malls and the huge complexes that offer shopping, entertainment and food 

all under one roof. A large young working population with median age of 24 years, nuclear 

families in urban areas, along with increasing workingwomen population and emerging 

opportunities in the services sector are going to be the key factors in the growth of the organized 

Retail sector in India. The growth pattern in organized retailing and in the consumption made by 

the Indian population will follow a rising graph helping the newer businessmen to enter the India 

Retail Industry. 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 per cent 

annually. Modern retail in India could be worth US$ 175-200 billion by 2016. The Food Retail 
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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 Objectives of the paper is to 
 

1) To study about the various strategies, trends and opportunities in retailing. 
 
2) To study the growth of retail sector in India. 

 
3) To study about the major and emerging formats of retailing. 

 
4) To study about the technology and foreign direct investment policy in retailing. 

 
5) To study the recent trends in Indian retail industry and its challenges & opportunities. 

 

 
 
 

STRATEGIES, TRENDS AND OPPORTUNITIES 
 

Retailing in India is gradually inching its way toward becoming the next boom industry. The 

whole concept of shopping has altered in terms of format and consumer buying behavior, 

ushering in a revolution in shopping in India. Modern retail has entered India as seen in 

sprawling shopping centres, multi-storied malls and huge complexes offer shopping, 

entertainment and food all under one roof. The Indian retailing sector is at an inflexion point 

where the growth of organized retailing and growth in the consumption by the Indian population 

is going to take a higher growth trajectory. The Indian population is witnessing a significant 

change in its demographics. A large young working population with median age of 24 years, 

nuclear families in urban areas, along with increasing workingwomen population and emerging 

opportunities in the services sector are going to be the key growth drivers of the organized retail 

sector in India. 
 

GROWTH OF RETAIL SECTOR IN INDIA 
 

Retail and real estate are the two booming sectors of India in the present times. And if industry 

experts are to be believed, the prospects of both the sectors are mutually dependent on each 

other. Retail, one of India’s largest industries, has presently emerged as one of the most 

dynamic and fast paced industries of our times with several players entering the market. 

Accounting for over 14 per cent of the country’s GDP and around eight per cent of the 

employment retailing in India is gradually inching its way toward becoming the next boom 
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industry. 



5 
 www.ssijmar.in 

As the contemporary retail sector in India is reflected in sprawling shopping centers, multiplex- 

malls and huge complexes offer shopping, entertainment and food all under one roof, the concept 

of shopping has altered in terms of format and consumer buying behavior, ushering in a 

revolution in shopping in India. This has also contributed to large-scale investments in the real 

estate sector with major national and global players investing in developing the infrastructure 

and construction of the retailing business. The trends that are driving the growth of the retail 

sector in India are 
 

 Low share of organized retailing 
 

 Falling real estate prices 
 

 Increase in disposable income and customer aspiration 
 

 Increase in expenditure for luxury items 
 

 
 
 

Another credible factor in the prospects of the retail sector in India is the increase in the young 

working population. In India, hefty pay packets, nuclear families in urban areas, along with 

increasing working-women population and emerging opportunities in the services sector. These 

key factors have been the growth drivers of the organized retail sector in India which now boast 

of retailing almost all the preferences of life - Apparel & Accessories, Appliances, Electronics, 

Cosmetics and Toiletries, Home & Office Products, Travel and Leisure and many more. With 

this the retail sector in India is witnessing rejuvenation as traditional markets make way for new 

formats such as departmental stores, hypermarkets, supermarkets and specialty stores. The 

retailing configuration in India is fast developing as shopping malls are increasingly becoming 

familiar in large cities. When it comes to development of retail space specially the malls, the Tier 

II cities are no longer behind in the race. If development plans till 2007 is studied it shows the 

projection of 220 shopping malls, with 139 malls in metros and the remaining 81 in the Tier II 

cities. The government of states like Delhi and National Capital Region (NCR) are very upbeat 

about permitting the use of land for commercial development thus increasing the availability of 

land for retail space; thus making NCR render to 50% of the malls in India. 
 

 India is being seen as a potential goldmine for retail investors from over the world and latest 

research has rated India as the top destination for retailers for an attractive emerging retail 

market. India’s vast middle class and its almost untapped retail industry are key attractions for 

global retail giants wanting to enter newer markets. Even though India has well over 5 million 

retail outlets, the country sorely lacks anything that can resemble a retailing industry in the 

modern sense of the term. This presents international retailing specialists with a great 

opportunity. The organized retail sector is expected to grow stronger than GDP growth in the 
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next five years driven by changing lifestyles, burgeoning income and favorable demographic 

outline. 
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RETAILING FORMAT IN INDIA (MAJOR RETAIL FORMATS) 

Traditional Format: 

 Salesman 
 

 Haats 
 

 Mandies 
 

 Company/Multi Brand store etc 
 

 
 
 

Established Formats: 
 

 Kirana stores 
 

 Convenience/Departmental Store 
 

 Pan/Beedi Shop 
 

 Malls/Special Malls 
 

 Company/Multi Brand Store 
 
 
 
 
 
 
 
 
 

Emerging Format: 
 

 Exclusive Retail Outlet 
 

 Hypermarket 
 

 International Retailer 
 

 Malls/Special Malls 
 

 Multiplexes 
 

 
 
 

Malls: The largest form of organized retailing today. Located mainly in metro cities, in 
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proximity to urban outskirts. Ranges from 60,000 sq ft to 7,00,000 sq ft and above. They lend an 

ideal shopping experience with an amalgamation of product, service and entertainment, all under 
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a common roof. Examples include Shoppers Stop, Piramyd, and Pantaloon. Specialty Stores: 

Chains such as the Bangalore based Kids Kemp, the Mumbai books retailer Crossword, RPG's 

Music World and the Times Group's music chain Planet M, are focusing on specific market 

segments and have established themselves strongly in their sectors. 
 

Discount Stores: As the name suggests, discount stores or factory outlets, offer discounts on the 

MRP through selling in bulk reaching economies of scale or excess stock left over at the season. 

The product category can range from a variety of perishable/ non-perishable goods. 
 

Department Stores: Large stores ranging from 20000-50000 sq. ft, catering to a variety of 

consumer needs. Further classified into localized departments such as clothing, toys, home, 

groceries, etc. Departmental Stores are expected to take over the apparel business from exclusive 

brand showrooms. Among these, the biggest success is K Raheja's Shoppers Stop, which started 

in Mumbai and now has more than seven large stores (over 30,000 sq. ft) across India and even 

has its own in store brand for clothes called Stop. 
 

Hyper marts/Supermarkets: Large self-service outlets, catering to varied shopper needs are 

termed as Supermarkets. These are located in or near residential high streets. These stores today 

contribute to 30% of all food & grocery organized retail sales. Super Markets can further be 

classified in to mini supermarkets typically 1,000 sq ft to 2,000 sq ft and large supermarkets 

ranging from of 3,500 sq ft to 5,000 sq ft. having a strong focus on food & grocery and personal 

sales. 
 

Convenience Stores: These are relatively small stores 400-2,000 sq. feet located near 

residential areas. They stock a limited range of high-turnover convenience products and are 

usually open for extended periods during the day, seven days a week. Prices are slightly higher 

due to the convenience premium. 
 

MBO’s: Multi Brand outlets, also known as Category Killers, offer several brands across a 

single product category. These usually do well in busy market places and Metros. 
 

 
 
 

Major Indian retailers 
 

Indian apparel retailers are increasing their brand presence overseas, particularly in developed 

markets. While most have identified a gap in countries in West Asia and Africa, some majors are 

also looking at the US and Europe. Arvind Brands, Madura Garments, Spykar Lifestyle and 

Royal Classic Polo are busy chalking out foreign expansion plans through the distribution route 

and standalone stores as well. Another denim wear brand, Spykar, which is now moving towards 

becoming a casualwear lifestyle brand, has launched its store in Melbourne recently. It plans to 
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open three stores in London by 2008-end. 
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The low-intensity entry of the diversified Mahindra Group into retail is unique because it plans 

to focus on lifestyle products. The Mahindra Group is the fourth largest Indian business group to 

enter the business of retail after Reliance Industries Ltd, the Aditya Birla Group, and Bharti 

Enterprises Ltd. The other three groups are focusing either on perishables and groceries, or a 

range of products, or both. 
 

     REI AGRO LTD Retail: 6TEN and 6TEN kirana stores 
 

  Future Groups-Formats: Big Bazaar, Food Bazaar, Pantaloons, Central, Fashion Station, 

Brand Factory, Depot, aLL, E-Zone etc. 
 

  Raymond Ltd.: Textiles, The Raymond Shop, Park Avenue, Park Avenue Woman, Parx, 

Colourplus, Neck Ties & More, Shirts & More etc. 
 

     Fabindia: Textiles, Home furnishings, handloom apparel, jewellery 
 

     RP-Sanjiv Goenka Group Retail-Formats: Spencer’s Hyper, Spencer's Daily, Music 

World, Au Bon Pain (Internaional bakery cafeteria), Beverly Hills Polo Club 
 

     The Tata Group-Formats: Westside, Star India Bazaar, Steeljunction, Landmark, Titan 

Industries with World of Titans showrooms, Tanishq outlets, Croma. 
 

  Reliance Retail-Formats: Reliance MART, Reliance SUPER, Reliance FRESH, Reliance 

Footprint, Reliance Living, Reliance Digital, Reliance Jewellery, Reliance Trends, 

Reliance Autozone, iStore 
 

     Reliance ADAG Retail-Format: Reliance World 
 

     K Raheja Corp Group-Formats: Shoppers Stop, Crossword, Hyper City, Inorbit Mall 
 

     Nilgiri’s-Formats: Nilgiris’ supermarket chain 
 

     Marks & Spencer: Clothing, lifestyle products, etc. 
 

     Shri Kannan Departmental Store (P) Ltd ., : Groceries, Clothing, Cosmetics [Western 

Tamilnadu's Leading Retailer] 
 

     Lifestyle International-Lifestyle, Home Centre, Max, Fun City and International 

Franchise brand stores. 
 

     Pyramid Retail-Formats: Pyramid Megastore, TruMart 
 

     Next retail India Ltd (Consumer Electronics)(www.next.co.in) 
 

http://www.next.co.in/
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     Vivek Limited Retail Formats: Viveks, Jainsons, Viveks Service Centre, Viveks Safe 

Deposit Lockers 
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     PGC Retail -T-Mart India, Switcher, Respect India, Grand India Bazaar,etc., 
 

     Subhiksha-Formats: Subhiksha supermarket pharmacy and telecom discount chain. 
 

     Trinethra- Formats: Fabmall supermarket chain and Fabcity hypermarket chain 
 

     Vishal Retail Group-Formats: Vishal Mega Mart 
 

     BPCL-Formats: In & Out 
 

     German Metro Cash & Carry 
 

  Shoprite Holdings-Formats: Shoprite Hyper 
 

  Paritala stores bazar: honey shine stores 
 

  Aditya Birla Group - "More" Outlets 
 

  Kapas- Cotton garment outlets 
 

  AaramShop - a platform which enables hybrid commerce for thousands of neighborhood 

stores. 
 

  Nmart Retails with 131 operating Stores till now and total 287 Stores in India and 1 to open 

in DUBAI Shortly and many more in Process Globally (ZAMBIA, BANGLADESH, SRI 

LANKA etc.). (Expected to be 500 by the end of 2012)(www.nmart.co.in) 
 

    Gitanjali- Nakshatra, Gili, Asmi, D'damas, Gitanjali Jewels, Giantti, Gitanjali Gifts, 

etc 
 

Technology in Retailing 
 

Retailing has evolved from bricks to clicks i.e. e-Retailing. The hardware and software tools that 

have now become essential for retailing can be put into 3 broad categories. Computers have 

evolved as cash registers for billing. The bar-coded products using UPC and EDI are scanned for 

billing. The point of sale system uses scanners and bar-coding to identify an item, use per-stored 

data to calculate the cost and generate the bill for the client. All formats of Retailing aim to have 

consumer footfall in their respective segment. 
 

 Customer interfacing system 
 

 Bar-coding & scanner system 
 

 Point of sales systems 
 

http://www.nmart.co.in/
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 Payment through Credit Card 
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 Tunnel Scanning 
 

 Operating Support Systems 
 

 ERP Packages 
 

 CRM Systems 
 

 Date Warehouse 
 

 Mining Technology 
 

 Advanced Planning & Scheduling 
 

 Supply chain Mgt. 
 

 
 
 

Foreign Direct Investment Policy In Retailing 
 
BEFORE 2011 

 

Foreign Direct Investment (FDI) to the extent of 100 per cent in cash and carry Wholesale 

formats. Franchisee arrangements are also permitted in retail trade. 
 

Single Brand Products: FDI up to 51 per cent is permissible in the retail trade of single brand 

products subject to the following conditions. 
 

 Products to be sold should be of a “Single Brand “only. 
 

 Product should be sold under the same brand internationally. 
 

 „Single Brand‟  product retailing would cover only products. Which are branded 

during manufacturing. 
 

AFTER 2011 
 

 

Until 2011, Indian central government denied foreign direct investment (FDI) in multi-brand 

retail, forbidding foreign groups from any ownership in supermarkets, convenience stores or any 

retail outlets. Even single-brand retail was limited to 51% ownership and a bureaucratic process. 

 
The government of Manmohan Singh, prime minister, announced on 24 November 2011 the 

following: 

 
  India will allow foreign groups to own up to 51 per cent in "multi-brand retailers", as 
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supermarkets are known in India, in the most radical pro-liberalisation reform passed by an 

Indian cabinet in years; 
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  single brand retailers, such as Apple and IKEA, can own 100 percent of their Indian stores, up 

from the previous cap of 51 percent; 

  both multi-brand and single brand stores in India will have to source nearly a third of their goods 

from small and medium-sized Indian suppliers; 

  All multi-brand and single brand stores in India must confine their operations to 53-odd cities 

with a population over one million, out of some 7935 towns and cities in India. It is expected that 

these stores will now have full access to over 200 million urban consumers in India; 

  Multi-brand retailers must have a minimum investment of US$100 million with at least half of 

the amount invested in back end infrastructure, including cold chains, refrigeration, 

transportation, packing, sorting and processing to considerably reduce the post harvest losses and 

bring remunerative prices to farmers; 
     The opening of retail competition will be within India's federal structure of government. In other 

words, the policy is an enabling legal framework for India. The states of India have the 

prerogative to accept it and implement it, or they can decide to not implement it if they so choose. 

Actual implementation of policy will be within the parameters of state laws and regulations. 

 
In November 2011, India's central government announced retail reforms for both multi-brand 

stores and single-brand stores. These market reforms paved the way for retail innovation and 

competition with multi-brand retailers such as Wal-Mart, Carrefour and Tesco, as well single 

brand majors such as IKEA, Nike, and Apple. The announcement sparked intense activism, both 

in opposition and in support of the reforms. In December 2011, under pressure from the 

opposition, Indian government placed the retail reforms on hold till it reaches a consensus. 

 
In January 2012, India approved reforms for single-brand stores welcoming anyone in the world 

to innovate in Indian retail market with 100% ownership, but imposed the requirement that the 

single brand retailer source 30 percent of its goods from India. Indian government continues the 

hold on retail reforms for multi-brand stores. 

 
In June 2012, IKEA announced it has applied for permission to invest $1.9 billion in India and 

set up 25 retail stores. Fitch believes that the 30 percent requirement is likely to significantly 

delay if not prevent most single brand majors from Europe, USA and Japan from opening stores 

and creating associated jobs in India. 

 
On 14 September 2012, the government of India announced the opening of FDI in multi brand 

retail, subject to approvals by individual states. This decision has been welcomed by economists 

and the markets, however has caused a massive upheaval in India's delicate governance structure 

 
CHALLENGES & OPPORTUNITIES 

 

Retailing has seen such a transformation over the past decade that its very definition has 

undergone a sea change. No longer can a manufacturer rely on sales to take place by ensuring 

mere availability of his product. Today, retailing is about so much more than mere 

merchandising. Its about casting customers in a story, reflecting their desires and aspirations, and 

forging long-lasting relationships. As the Indian consumer evolves they expect more and more at 
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each and every time when they steps into a store. Retail today has changed from selling a product 

or a service to selling a hope, an aspiration and above all an experience that a consumer would 

like to repeat. For manufacturers and service providers the emerging opportunities in urban 
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markets seem to lie in capturing and delivering better value to the customers through retail. For 

instance, in Chennai CavinKare‟ s LimeLite, Marico’s Kaya Skin Clinic and Apollo Hospital

’ s Apollo Pharmacies are examples, to name a few, where manufacturers/service providers 

combine their own manufactured products and services with those of others to generate value 

hitherto unknown. The last mile connect seems to be increasingly lively and experiential. Also, 

manufacturers and service providers face an exploding rural market yet only marginally tapped 

due to difficulties in rural retailing. Only innovative concepts and models may survive the test of 

time and investments. However, manufacturers and service providers will also increasingly face 

a host of specialist retailers, who are characterized by use of modern management techniques, 

backed with seemingly unlimited financial resources. Organized retail appears inevitable. 

Retailing in India is currently estimated to be a US$ 200 billion industry, of which organized 

retailing makes up a paltry 3 percent or US$ 6.4 billion. By 2010, organized retail is projected to 

reach US$ 23 billion. For retail industry in India, things have never looked better and brighter. 

Challenges to the manufacturers and service providers would abound when market power shifts 

to organized retail. 
 

CONCLUSION 
 

The retail sector has played a phenomenal role throughout the world in increasing productivity of 

consumer goods and services. It is also the second largest industry in US in terms of numbers of 

employees and establishments. There is no denying the fact that most of the developed 

economies are very much relying on their retail sector as a locomotive of growth. The India 

Retail Industry is the largest among all the industries, accounting for over 14 per cent of the 

country’s GDP 

 

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 after allowing FDI in Retail. 
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