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Online shopping experience 
 

The article gives the clear picture of which shipping and 
post purchase services enhance customer experience. 
Online shopper’s satisfaction can be improved by 
improving the delivery, returns and shipping services. 
While free delivery is a great motivation and draws 
shoppers back to sites. In fact, many shoppers are 
willing to pay a nominal fee to receive the product faster 
if the option is given.  
Consumer satisfaction with online shopping overall is 
high at 86%. Most of the consumers are satisfied with 
ease of check, variety of brand/products and online 
tracking ability and ability to create recount store 
purchase history and personal information but provides 
higher satisfaction are availability of free or discounted 
shipping, and the ability to track online purchase after 
ordering a product. One of the best ways to improve 
online shoppers experience is by communicating the 
expected delivery date. Knowing delivery time 
estimated ranked among top factors influencing online 
shopping. 42% of the online shoppers have abandoned 
their shopping carts because of delivery dates. 1/3rd of 
the shoppers most often choose to pay a fee for faster 
delivery. 2/3rd of the people choose most economical 
shipping option most of the time. But 43% of the people 
expect to see the availability of 2-3 days delivery. And 
30% of them expect to see the availability of overnight 
shipping. Shipping and delivery things are important 
during checkout sites all about communication. 
Customers are ready to wait but they just want to know 
how long that might be they also like to have the 
tracking updates and delivery updates. 
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Batch 13-15 
 

 

Naine Mamatha 
. 

GONDOLA introduces the 2nd “FACE 

OF THE MONTH”, Ms. Mamatha from 

batch 13-15  

She has contributed an article and an 

info graph on Online Shopping 

experience to this month’s Issue of 

GONDOLA. 
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The other factor which plays a vital role in improving the online shopping experience is returns. In 
addition to case of making returns and exchanges there is another part which improves satisfaction that 
is clear return policy. Shoppers appreciate the availability of an east to understand return policies and 
process. 63% of online buyers look for the retailer’s return policy before purchasing the product. And 
half of them would like to shop more often with a retailer and would be more likely to recommend to a 
friend if the retailer had an easy-to-understand return policy. If we consider about shipping services 
46% said that receiving their product when expected led them to recommend the online retailers. 75% 
shoppers believe that every retailer should offer tracking information and customers even like receiving 
email alerts, having the ability to reroute and the ability to schedule a 2- hour delivery window. 
Retailers should focus on these things that are return policy of case of making returns to improve the 
overall customer satisfaction. Factors with lower importance which provide lower satisfaction are 
flexibility of choosing delivery date and multiple shipping options for fast delivery. 
.Finally goods experiences with retuning items leads to repeat customers and recommendations for the 
retailers. Goods returns experiences are marked by case for consumer, while the bad experience 
highlight hassles and the extra cost required.  
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TOMMY HILFIGER: ROAD TO SUCCESS THROUGH RUMOR 
 

In 1996, it is rumored that Tommy Hilfiger made a racist remark on the show of Oprah Winfrey that “if 
I’d known African-Americans, Hispanics, Jewish and Asians would buy my clothes, I would not have 
made them so nice. I wish these people would *NOT* buy my clothes, as they are made for upper class 
white people.” 
What do we expect is loss in sales in retail market due to the rumor? 
But it happened the other way. The retail sector of the company had a boom in sales. The sales of 
Tommy Hilfiger just doubled in the next 12 months. The success of the brand made Mr. Tommy to come 
up with a new brand of POLO Tees to compete with the rivals of other brands like US POLO. 

 

Article Mania 
 

Article Mania is an activity conducted for 13-15 barcodes members. 

In this activity, students were asked to write articles on various topics. The best article is 

selected for publishing in this issue of GONDOLA. 

This article is written by Manasa. S and Amritesh Agarwal. 

 

Manasa. S 
 

Amritesh Agarwal 
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The company whose sales was mere $25 million 1988 which leads to $500 million in the mid-1990s 
and by the end of the decade sales were $1 billion. The success was a mixture of luck, hard work. 
 After the clarification came in 2007, by Mr. Tommy in The Oprah Winfrey Show, the issue was just a 
mere rumor.  
In 2012, ---The Tommy Hilfiger business posted revenue of $799 million, an 11% increase as 
compared to $722 million in the prior year's business. Revenue in the Tommy Hilfiger International 
business increased 11% as compared to the prior year's business. 
In 2013, under the stewardship, the brand will do between $5 billion and $6 billion globally with over 
1,200 stores. And there’s a lot of growth in emerging markets still out there. 
We have always seen that a rumor leads to the downfall of the company. But this particular brand was 
an exception. Tommy Hilfiger reached the heights of success. The sales figure shows the same how the 
rumor changed the fortunes of Tommy Hilfiger.  A brand which was selling among the western 
continents in major and some parts of rest of the continents got the free publicity and advertisement 
against the rumor spread in 1996.  
Till 2007, the company has to bear the brunt till the owner himself has to come on the show from 
where the point of rumor started and clear all the issues related to the rumor. But till then Tommy 
Hilfiger became the household name around the world in the apparels industry. Till date, the company 
is expanding its business and exploring the all fields available to sell its apparels overcoming all the 
organizational difficulties, external factors, etc. in different countries. 
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Mind Map on Shopping Types 
 

Pankaj Gurnani 

As a part of the activity “Article Mania”, 

Students were also asked to create Mind 

Maps on some topics.  The best Mind Map 

is selected for publishing in this issue of 

GONDOLA.  

This Mind Map is prepared by Pankaj 

Gurnani. 
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Mohammad Tabrej Mogle from 11-13 Batch, working in Decathlon 

Sports India has recently promoted as the Department Manager. 

Barcodes Club congratulates him on this achievement and wishes him 

all the success for the future. 
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I am working in Hometown, Marathalli. This company basically does sales of all the items which help to 
make Home & its interior. The work culture of the organization is that it is very employee friendly. This 
company comes under future retail ltd. Future group is famous for its Employee Relations. 
At Hometown, we are following the Indian culture. We behave in Indian style for example; instead of 
saying “hello” in the phone we used to say “Namaste.” 
Company is very good for buying any product for home purpose or gift purpose. Our product’s prices 
are lower than our competitors. This is our USP, not only this we are also having many varieties of 
product which most of our competitors don’t have. 
Hometown’s average monthly sale is more than Rs. 1 crore. But sometimes we have achieved it in one 
day e.g. any govt. holiday.  
Hometown has many departments like  

1. Home furniture department 
2. Office furniture department  
3. Home fashion department 
4. Modular kitchen department 
5. Home improvement department 
6. General merchandise department  
7. Design & build department 

Each department has their separate department managers & team leaders. Each department have 
separate monthly target also.  

 

SIP Experience- Batch 12-14 
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Bata India appoints new 
marketing head 

 
KOLKATA: India's largest shoe retailer Bata India has 
appointed Sumit Kumar as its new vice president 
(marketing and customer services), responsible for 
driving growth and expansion of market share in 
India. 
Mr. Kumar was earlier associated with Marks & 
Spencer India as its marketing head, managing 
functions like external communication & PR, store 
environment & in-store communication, customer 
relationship management and customer insight. 
"We at Bata are strongly poised to take the growth 
trajectory to the next level," said Mr. Kumar. " 

 

 

Latest Retail News 
 

 
We have a strong understanding on consumer 
needs and are relentlessly focused on improving 
customer service and quality sales growth." 

 

Big Bazaar Direct will be bigger than BB: Kishore Biyani 
MUMBAI: Future Group chief executive Kishore Biyani today said his new venture, Big Bazaar Direct, 
may become a larger success than his present flagship Big Bazaar stores as it aims to partner kirana 
stores and offer more opportunities to help them grow their business.   
"Big Bazaar Direct is a model on a tablet and if it works well, it will be bigger than Big Bazaar," Biyani told 
reporters at the India Retail Forum 2013 here. Big Bazaar Direct is a franchisee-based model where the 
franchisees will personally visit consumers and take orders for products. The products will be delivered 
in 3-7 days.  
"Our country does not have good Internet or credit card penetration, so human intervention is a must," 
Biyani said. He further said the new format has already been launched in some parts of Vidarbha district 
in Maharashtra and will be expanded to the north-eastern parts of the state and Gujarat in the coming 
months. "Through this partnership, franchisees will be able to offer an additional 2,000 SKUs (stock 
keeping units), without having to build the inventory....They should get business worth Rs 40-50 lakh 
easily," he said. 
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"In addition we will open 50 new stores in these 
cities in next 12 months," he said. Customers will 
have facilities like purchasing mobile at monthly 
installment spread over 5, 8, 10, 12 and 15 months 
at the Mobile Store Lounge.     

"We only take proof of residence and identity to 
finance mobile phones. If there are some rating 
issues of customer then we ask for additional 
document. This finance scheme will be extended to 
customer purchasing mobile phone from Mobile 
Store Lounge as well," Chakrawarti said. He, 
however, did not disclose investment that 
company will be making for its expansion and up 
gradation.   

The Noida store was inaugurated by Sony's 
Managing Director Kenichiro Hibi.  Hibi said that 
Sony's partnership with Mobile Store will help 
company meet target to double its reach across 
sales counter to 8000 by end of this fiscal and 
pushing market share in premium phone segment 
from about 15 per cent to 30 per cent by end of 
this fiscal ending March. 

 

 

 

 

 
About the demand scenario, Biyani said the retail 
industry was faring well despite the current difficult 
macro-economic situation. 
"Despite headwinds, small ticket items continue to 
do well," Biyani said. 
On RBI asking banks to stop offering interest-free 
EMI schemes, Biyani said the move is anti-
consumer. 
"Consumption is dependent on festive and wedding 
season and people save up to buy things. The zero 
per cent interest EMI schemes definitely help 
sales...it is an anti-consumption move," he added. 

Mobile Store plans 50 new stores, upgrade 100 outlets in a year 

Retail chain Mobile Store plans to open 50 new 
stores in the next 12 months and upgrade 100 
of its existing 700 outlets to offer various 
facilities such as finance to customers. "We 
have 700 stores across 90 cities. We will be 
upgrading 100 of these stores to Mobile 
experience lounge where people can come and 
experience new devices,"  

Mobile Store CEO Himanshu Chakrawarti said 
at the opening of third Mobile Store Lounge 
and the first in Noida. 
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KOLKATA: This is not about a particular company or a specific Kolkata puja. This is about a new 
concept in consumerism, concerning a very precious commodity, which is at the root of the country's 
enormous current account deficit problem. This Durga Puja, Tanishq is going to deck up the Goddess 
and her children at Sreebhumi Sporting Club with real gold jewellery that may require the use of 10 kg 
or more of 22-carat gold. Work on the project has begun and the First Family could therefore be 
wearing jewellery upwards of Rs 5 crore.  

"Something like this has never been tried out before anywhere in the country. We have been trying to 
associate with Bengali culture for some time and this blend of the pujas with pure gold jewellery will 
hopefully give the brand a perfect connect," said Dwaipayan Sen, regional business manager at 
Tanishq. But even for Tanishq, this is a huge challenge, for the idol of the goddess at Sreebhumi is at 
least 18 fehigh with the result that all body measurements are several times larger than what artisans 
in the gold jewellery segment are usually accustomed to crafting. For example, said BK Goswami, 
secretary of Sreebhumi Sporting Club, "the mukut or the crown of Durga is some three-and-half feet!"  

The making charges alone would run to some Rs 22-25 lakh, maybe more, he thought. But Sen's team 
is betting big on the probability of this gimmick spurring actual sales of the designs displayed at 
Sreebhumi later. "We will subsequently reproduce and retail these jewellery designs in our 
showrooms across the country," Sen said. 

  

Tanishq lines up a 5 crore glitter for the jewellery 
goddess 
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