
GONDOLA 

INDEX: 

 RETAIL INSIGHT 

-Prof. J.B.Shetty 

 CHINESE E-COMMERCE GIANT: 

ALIBABA GROUP 

-Pankaj Gurnani 

 INDIAN RETAIL COMPANIES 

-Naine Mamatha 

OCTOBER, 2014  VOL: 3 ISSUE1 

 

     
      

 



 

It is often said retailing is detailing!! 
 
Retailing is the last mile journey of most of the 
businesses, which involves selling to end 
consumers. 
 
This last mile journey is the most crucial part, 
like the recent entry of the Indian spacecraft 
Mangalayan into the Mars‟ orbit. 
 
It can make or break the business. What makes 
us to say so? 
 
An organization might spend an enormous 
amount of resources in doing product research 
and development. They may also spend lot of 
time and conduct research for an appropriate 
packaging. They may engage in buying the best 
of technology and machinery to produce such a 
product. They may even safely reach it to the 
warehouse using the best possible 
transportation. 
 
However, if the retail merchandiser fails to place 
that product in the appropriate retail store, at the 
appropriate time, in the right assortment with 
good shelf visibility, the product will have a silent 
death. Therefore the enablers of all these acts 
are very important to enable the consumer to 
buy the product. 
 
This last mile journey is the most interactive 

phase between the company & the 
consumer/customer. To make this interactive 

phase, a most memorable one, it needs to be 
handled with care and keep the Consumer in 

mind. After all, we make our products for our 
end Consumers. Therefore, always think if you 

have considered him, his needs, his wants, his 
likes, his dislikes, his time, his choice of place. 

After all, we can succeed only if he is able to 
successfully buy & rebuy the product from us. 

 
Retailing provides plenty of inputs to conceive a 

product and methods of delivering a product. 
These inputs are possible in retailing, because 

retailing is an interactive mode of selling with the 
end user. Because of the interactive 

engagement on the floor, the Retailer will be 
able to make a qualitative analysis for any 

product success or failure. Retailer can also 
understand what would need to be done to 

improvise the product. 
 

Will it be required in a different shade of color, flavor, fit 

etc? Best of the computers will not be able to explain why 

the product has sold or not sold. It can only give us the 

sales and stock numbers. Retailing therefore helps to 

capture the consumer profile, likes and dislikes in 

qualitative terms. For these reasons, while entering the 

Indian market, most MNCs prefers to own few of their 

own stores and then branch out to Franchise mode. 

Businesses which conduct only B2B transactions evolve 

an interactive process with retailers with the cooperation 

of B2B partners to capture such information or take the 

research route to understand the consumers and their 

behavior. 
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Facilities at location: These are key differentiators. Such as, orderly parking facility with good security, reimbursement of 

parking charges, Lift access to the floor from parking area, facilities for the disabled/senior citizens, Adequate trolleys, facilities 

for the infant feeding and child care, safe drinking water, in-store security from antisocial elements, clean wash rooms, safe 

trial rooms, In-house garment altering, no delay check outs, ATM, cafeteria, games and entertainment for kids, visible 

Customer care counter. 

 
Product availability: Product availability is crucial. No product, no sale!! Store must have good software, hardware to capture 

the sales data. Sale and stock data should be visible to all concerned in the floor level. Back end should have access to it, to 

enable timely resupply. Sales forecasting model should be near accurate to enable product availability all the time. 
 
Product assortment: Customers like assortments. Assortments are of different types. Size, fit (regular and slim fit), color, 
designs, flavors, fragrances, price etc. Female customers are more demanding when it comes to assortments. „Itna hee hai 
kya, aur kuch nahi?‟ is the common dialogue that we hear in an apparel or footwear store. An assortment certainly enhances 
the store image. However it poses great challenge in inventory management and ultimately the dead stock pile up will be 
greater. This will badly impact the bottom line of the store. The act of balancing the assortment and inventory management is 
very delicate. 
 
Product visibility: It is important to show what the store has. Not all can be shown. What is to be shown, what is to be 

highlighted in the window and in-store display shall decide the customers‟ choice. The more you display, the more you sell. 
The better you display, the better you sell. Display does the job of a silent salesman. The aesthetics of display shall add value 

to enhance the customer preferences. The location of the display shall enable the customer to touch, feel, read and 
understand the product in the buying process. 
 

 

What are the Challenges of Brick and mortar retailing? 

 
Location -Store visibility-Store ambience- Access to location- 
Facilities at location- Product availability- Store ambience- 
Product assortment- Product visibility- Product detailing- 
Service quality-Convenience in shopping- Post sales 
service- CRM- Liquidation of unsold goods. 
Location: This would depend on the catchment area, its 
development, density, profile, growth rate, competition and 
cost/rent of the property. Location vulnerability to external 
factors such as road widening, encroachment by Metro rail 
etc. is to be well considered. 
Store visibility: Should be visible from a fairly good 
distance from all angles. Should not be under the cover of 
large trees, transformers or other hindrances. 
Store ambience: Store ambience must match the product or 

brand personality. The ambience must immediately enable 
the Customer to recall the brand or product. Change of 
ambience from time to time is a necessity to remain fresh in 
the minds of the customers and differentiate from 
competitors. 
Access to location: This one is very crucial for the 

Customer. This determines the footfall to a great extent. 

Critical success factors include the flow of traffic, traffic 
restrictions, parking restrictions, VIP movements, narrow 
road stretch, unfamiliar location, poor network connection 

etc. 
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Convenience in shopping: Every single customer looks for convenience in buying unless he/she wants to mix shopping with 

entertainment. Convenience in reach & facilities are the two major factors. Many customers, who want to make their monthly 

purchases, would prefer a mall. India being India, our buying and consuming patterns are different. We therefore make our 

purchases in smaller lots from our friendly neighborhood stores which are most convenient. Convenience stores are there to 

stay in most of the emerging countries, which has large consumer base at the bottom of the economic pyramid. This segment 

largely tries to synchronize their purchases as per their monthly earning. For them the convenience store is still very ideal. 

Many retailers still offer credit to their customers as they don‟t have a credit/debit card or even a bank account. 

 
Convenience in shopping is a major differentiator these days in selecting a store or channel. In India consumers have evolved 
a lot, post economic liberalization. 
 
We are currently in a consumption led economy. Literacy has improved, GDP has grown, per capita income has gone up, and 

increase in female education has generated them employment opportunities, dual income has grown up exponentially, leading 

to meteoric rise in convenience products and convenience shopping. It could be in a mall or a friendly neighborhood store, or 

from an E-tailer . Convenience in E-shopping is fueled by the continuing deficiencies in the infrastructure, such as 

transportation, cost of transportation, traffic congestion, rising fuel costs, inadequate parking, rising parking charges and for 

want of time. Given these challenges, a busy person would always prefer to make his buying choice through the cyber space 

from the comforts of his resting zone, particularly of products where he has no issues. This clearly explains the interests of 

Amazon, Flipkart, and various others in Indian market with big names of the Industries such as Ratan Tata, Azim Premji and 

Narayan Murthy investing their personal wealth as stake holders. 
 

 

Product detailing: There are several products which are 
difficult for a customer to understand on his own. Product 
detailing is mostly done through instructions on the package. 
Personal detailing by the staff is a great enabler, and the 
customer quickly closes the transaction using the word „pack‟   
The level of detailing is different for different categories of 

products. Technical products, health care products require 

good amount of detailing. Therefore training the retail staff on 

an ongoing basis is an important task. Training the trainer is 

another important task for a major retailer. 
 
Service quality: Brick and mortar stores are of different 
formats. Each format requires different levels of service. Self-
selection stores of the hypermarket type and modern retail of 
the supermarket type require lesser degree of service. It is 
driven by self-selection. Service quality is a definite enabler in 
differentiating a retail store while making a store selection. A 
good sales person with a smiling face will always 
acknowledge the Customer when he/she enters the store. He 
will try to understand their need/want and guide them in 
making their choices. The sales person will also try to 
enhance the transaction by cross selling accessories, such as 
selling a tie after selling a shirt, or socks after selling a shoe. 
The retailer needs to engage staffs who is proficient in doing 
these and supervise their service levels through appropriate 
formats 
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Post sales service: It is very crucial to stay in touch with 

customers, and take feedback of his/her experience of your 

product/service. Warranties and guarantees are assurances 
of a good quality product and commitment to Customer. 

Customer complaints should be handled with the same 

amount of grace as it was done while selling the 

product/service. 
 
CRM (Customer Relationship Management): This is an old 

paradigm in retailing, although many frame it under the 

„new‟. In our country many businesses are done through 

relationship from time immemorial, be it selling Kanjivaram 

sarees at your door step during the festival time or selling 

stainless steel vessels at the door steps of rural household. 

They knew the house hold, their names. They gave credit 

and collected money. CRM helps to retain the customer. 

Cost of acquiring a new customer is higher than retaining an 

existing customer. It helps in cross selling your products. 

Such customers enable you to increase the customer base 

through the word of mouth. 

Liquidation of unsold goods : This is an important 

operation which can impact the bottom line of the retail 

operation ( profitability). There is always left out stock. It 

happens due to wrong ordering or wrong receiving. It 

happens due to poor forecasting. It happens because the 

retailers do not have technical support to understand sale 

and stock.  

 

It happens because of change in Customer preference. It happens because of aggressive competition. It can also happen due to 
sluggish market or other external reasons. But unless the SMI‟s are cleared in time, it would not help to generate cash flow. 
Without the cash flow, buying fresh merchandise becomes difficult. Without fresh merchandise, the store will look dull and staff 
will not be enthusiastic. It will also add to higher occupancy cost for storing and handling. If you have decided to liquidate the 
merchandise do it today, not tomorrow. 
 
Retail contributes to 20 % of Indian GDP; it grows @ 33% per annum. Organized retail contributes to 6 to 7% of the total retail 
business. 

 

- PROF. J.B. SHETTY     
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Delete box or place special news here,  

such as call-out text. Consider including 

customer testimonials or information 

 about awards you’ve won. 

Delete box or place special news here,  

such as call-out text. Consider including 

customer testimonials or information 

 about awards you’ve won. 

Delete box or place special news here,  

such as call-out text. Consider including 

customer testimonials or information 

 about awards you’ve won. 

 

HEADLINE GOES HERE 
SUBHEAD GOES HERE 

 

 

 

 

 

 

 

 

Delete text and place photo here. 
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Alibaba.com is an e-commerce site that connects Chinese 

suppliers with buyers at home and abroad. Today, Alibaba 

Group is involved in a variety of Web businesses. Its most 

important elements are its online retail sites: Taobao 

Marketplace, a large commerce site; Tmall, an online 

marketplace for name-brand retailers like Apple; and 

Juhuasuan, a daily deals site similar to Groupon. The 

company is also affiliated to mobile payments service called 

AliPay, and it has investments in online video, mobile 

messaging and cloud computing, among other businesses. 

The company that started in 1999 by Jack Ma, a former 

teacher from his apartment in his hometown of Hangzhou, 

now employs 24,000 workers at its headquarters in 

Hangzhou and elsewhere, with 25 separate business units. 

Alibaba Products: 
Alibaba has built a massive ecommerce business without 
selling even a single pair of jeans, washing machine, or 
book. What it sells instead are consumers, and it sells them 
in groups to retailers who pay for clicks, keywords, ad 
views, and sales. 
Unlike Amazon, Alibaba itself does not sell and ship items 

to customers. Instead, it acts as a kind of online bazaar 

where merchants as small as local vendors and as large as 

Nike can sell their wares. 

Alibaba makes money mainly by convincing these sellers to place search ads on its website to reach more potential customers 
through keywords (like Google) or by charging a commission on some transactions (like eBay). The company also makes 
money by selling premium memberships, cloud computing services and access to analytics data. 
 
How does Alibaba make money? 
Alibaba has already been called so many things-the Amazon of China, the biggest IPO of all time, the harbinger of a new 
Internet era-that it can be hard to pin down exactly what Alibaba does and how it makes money. 
A recent Forrester Research report called Alibaba “the world‟s biggest digital ecosystem” That description provides a pretty 
good indication of its sprawling operation. About 84% of the company‟s revenue comes from its China commerce businesses, 
such as Taobao and Tmall sites. International commerce accounts for 12% of the top line, while cloud-computing and Internet 
infrastructure represents 1.9%. 
On the consumer side, Alibaba operates Taobao, which works much like eBay, and Tmall, which brands like Apple and Uniqlo 
use to reach out to an estimated 302 million online shoppers in China. Taobao, which does not charge transaction fees, akes 
money mainly through advertising purchased by traders who use the site. Many traders spend money on advertising to make 
their products more visible, because there are more than 800 million pieces on Taobao. While almost anyone can become a 
seller on Taobao with little cost in advance, Tmall is the most exclusive site. Trademarks and authorized distributors pay the 
deposit to open storefronts after going through a stringent verification process. 
It runs AliExpress, a site to connect consumers outside China with exporters, and a group shopping site, Jujuasuan. Its flagship 
site, Alibaba.com, handles wholesale business-to-business commerce, a huge market that neither Amazon nor eBay yet 
dominates online. It has a small business-to-small business marketplace, 1688.com. And it offers cloud computing in the style 
of Amazon Web Services. Alibaba is also tied to online payments giant Alipay and is used for buying products across Alibaba‟s 
sites. 
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Success Mantra: 
 
Chinese are tight-fisted. So Alibaba made all the basic 
services it offers free to both buyers and sellers. It earns 
money through online advertisements and extra services it 
offers clients, such as website design. The second is that 
many Chinese are reluctant to trust strangers. So Alibaba 
has provided tools to build trust. One is an independent 
verification service through which third parties vet the 
claims made by sellers; the sellers pay for the process. 
Another is the Alipay payments system, which takes money 
up front and puts it in an escrow account. Vendors can be 
sure that payments made through it will be honoured. 
 
Global Perspective: 
 
Alibaba does a huge amount of business-and compared to 
Amazon, it does business much more efficiently. Unlike 
Amazon, Alibaba doesn‟t own its own inventory. Its 
marketplaces handle the selling, not the stuff itself. Even 
Alibaba‟s logistics operation exists to coordinate deliveries, 
not to make them. Through its cooperation with 14 strategic 
delivery partners, Alibaba uses more than 950,000 delivery 
personnel. It also has more than 980,000 cloud computing 
customers. The company also has more than 342,000 
small businesses taking out loans from the company. 
Alibaba has so far managed to achieve profit margins. In its 

most recent fiscal year. 

Amazon‟s net profit margin in 2013, by comparison, was less than 1 percent. Net margins at Google and Apple last year hovered  
at just above 20 percent. 

 
Conclusion: 
 
Jack ma‟s vision of making Alibaba reach its pinnacle of success can be estimated when he states that “There were three 
reasons why we survived. We had no money, we had no technology, and we had no plan. Every dollar, we used very carefully” 
The Company‟s breakneck growth in China shows no signs of abating, and Alibaba also has plans to compete on U.S. shores. In 
September, 2014, Alibaba launched its IPO. The company raised $21.8 billion when it priced its IPO at $68 per share, making it 
the largest offering in U.S. history. That opening price puts Alibaba‟s overall valuation at almost $230 billion, more than Amazon 
and eBay‟s valuations combined. 
Many questions still dog Alibaba, like concerns about corporate governance, China‟s uncertain regulatory environment, and 
competition from other Chinese internet behemoths. But what works in Alibaba‟s favor is the depth and breadth of data that puts 
it in the same league as the biggest U.S.-based tech platforms. 

. 
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 Future Group (Future Retail) 

 Future Retail, earlier known as Pantaloons Retail,  
was incorporated as Manz Wear Pvt. Ltd 

 The company went public in 1991 

 Kishore Biyani sold its Pantaloons brand to Aditya 
Birla Group in 2012 & Pantaloons Retail India was 
renamed as Future Retail Ltd 

 Future Retail has more than 1,200 stores in over 
95 cities and around 60 rural locations 

 In 2011, Future Group launched premium lifestyle 
food destination called Food hall 

 Big Bazaar is India‟s first hypermarket chain 

 In September 2014, MSA (Singapore) acquired 
over 26 lakh shares of Future Retail at Rs 
120.18/share. 

 Future Group tied up with hybris software, an SAP 
company and the world‟s fastest-growing 
commerce platform provider, to support its Omni-
channel retail operations in India. 

 In early 1990‟s Future Retail manufactured and 
marketed readymade garments for men (including 
the famous John Miller brand) and by 1997 they 
started manufacturing apparels for women & 
children. 

 

In the retail segment Future Group is present across several business lines: Future Retail - fashion, apparel & accessories; 
Big Bazaar - general merchandise; Food Bazaar - groceries; Future Bazaar - online retailing; along with consumer durables, 
books & music, home improvement, leisure & entertainment etc. The 162-store hypermarket chain, Big Bazaar is ranked 
amongst the top 3 service brands in the country by The Nielsen Company. 
Future Retail Limited focuses on the hypermarket & supermarket business led by formats like Big Bazaar, Food Bazaar, 
FBB, Food hall, Home town Ezone. Future Lifestyle fashion focuses on the fashion businesses with over 24 popular fashion 
brands & retail formats like Central, Brand Factory, Planet Sports, I‟m in and all. Future Consumer Enterprise Ltd is group‟s 
integrated food company with Food &; FMCG brands & retail formats like KB‟s Fairprice & Aadhar. It also has interest in 
Food Parks. 
Under the new strategy, Future Group will invest around Rs 100 crore in developing a digital platform that will allow it to sell 
goods to customers through multiple physical and digital touch points, across the various retail formats it operates, such as 
the Big Bazaar chain of hypermarkets that sell everything from groceries to apparel, and electronics store Ezone 

 

. 
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K Raheja Corp (Shoppers Stop) 
 The group is one of the early birds to start the 

shopping mall culture in the country 

 Shoppers Stop was launched in 1991 in Mumbai. It 
presently has 61 stores in India 

 Crossword Bookstores is another retailing arm of K 
Raheja Corp and has around 94 stores in the 
country 

 Crossword won the Retailer of the Year Award - 
Leisure (Books, Music and Gifts Category) at the 
Images Retail Awards 2005 & 2007 & 2010. 

 The group has built five Inorbit malls in Mumbai, 
Hyderabad, Pune and Bangalore 

 Hypermarket chain HyperCITY operates in 13 
locations across the country. HyperCity launched 
its first store in Malad, Mumbai, which is spread 
over 1,200,000 sq. ft. 

 

 

French retail chain Auchan is understood to be in the process of pulling out from the 12,000 sq.ft. Supermarket space in 
Inorbit Mall in Pune. Shoppers Stop won the award for “Emerging Market Retailer of the Year” in 2008 by the prestigious 
World Retail Congress. The company retails lifestyle products like apparel, footwear, jewellery, home furnishing, books and 
music. It also includes domestic as well as premium international brands along with products like personal care, health and 
beauty. Shoppers Stop has also partnered with various companies and started operations like cafes (Brio) and airport stores 
(Nuance Group). It has also entered entertainment business with Time zone Entertainment-a firm providing gaming kiosks in 
shopping malls. 

 



  

Tata Group (Trent) 

 The retail arm of Tata Group, Trent, was 
incorporated in 1952 as Lakme Ltd 

 Tata Group sold the Lakme brand to HLL (now 
HUL) in 1998 and renamed the firm Trent 

 Trent established in 1998 operates Westside 
chain across India 

 Westside has over 74 stores in 45 cities including 
both tier 1 & tier 2 cities in India 

 Landmark is the second largest book store chain 
(after Crossword) with over 26 stores 

 Tata run-Trent Hypermarkets has created a 
separate company to run its hypermarket stores 
in states that don‟t allow foreign investment in 
multi-brand retailing, such as Gujarat and Tamil 
Nadu. 

 

Trent ventured into hypermarket business with Star Bazaar - a departmental store focused on groceries, in 2004 to directly 
compete with Big Bazaar. However, since it started operations, Star Bazaar has not gained much popularity and has minimal 
presence with eleven stores across Indian metros. Meanwhile Tesco Plc. has formed a 50:50 joint venture with Tata group 
company Trent Ltd in March 2014, named Trent Hypermarket Ltd, for operating Star Bazaar retail business in India. Chennai 
based book retail chain- Landmark is acquired by Trent. Landmark has stores in all major cities, hotels & airports and has a 
huge collection of books, music, toys, and stationery & gift items. In addition to this, Trent apparel store chain - Fashion Yatra 
focuses on price conscious consumers. 
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