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CHAPTER II
 REVIEW OF LITERATURE
 This chapter presents a literature review on retailing, and explains the objectives and
 methodology adopted for the present study to the study so as to formulate the problem accurately
 and develop a basis for its undertaking. Literature review forms a very important part of the
 thesis as it represents the whole variety of research in the area of retail business. The literature
 review was mainly done in two ways 1. Library Research: Text books and journals available in
 various libraries were referred to. 2. Internet research: the researcher referred to research papers
 and articles in various e-journals. Research databases like Inflibnet, JSTOR and Emerald were
 used for relevant referencing. Review to focus the retail sector combination of the global
 economy, rapid pace of technological developments, media revolution, intensified competition
 and sharp customer expectations, retail in India have started realizing the significance of
 improving their trading. The chapter has been is divided into four sections which is
 1. Challenges of unorganized retail business
 2. Prospects of unorganized retail business
 3. Impact of organized retailer and FDI in threading to unorganized retail business and
 prospects of unorganized retail business.
 1Herrmann and Beik (1968) had studied the consumers preferred to local retail area. Their
 findings indicated that products purchased outside the local retail area were ‘visible’ items that
 communicated status and were relatively expensive. The product categories that were purchased
 frequently from the local area were less expensive and did not connote status. The families with
 1 Herrmann and Beik (1968), Shoppers movements outside their local retail area, Journal of Marketing,
 pp.45–51
 10
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young children did not frequently shop out of the local retail area. Charge accounts were another
 factor that motivated consumers to shop from the local area. In the personal characteristics of
 consumers, the researchers identified cost factors like time, money and effort. ‘Out-shopping was
 found to be more frequent among those who reported such shopping problems as insufficient
 selections than among those who did not’. The pleasure of shopping in modern set-up and
 international environment was a major motivator for shopping out of the local retail area.
 2Hansen and Deutscher (1977-78) had studied the importance of store image
 characteristics on retail store selection. Their sample included 485 individuals in Columbus,
 Ohio. This study Findings indicated several important differences among the two groups.
 Department store customers were more concerned with quality of merchandise, ease of the
 shopping process, and post-transaction satisfaction. However, grocery store shoppers were
 concerned with merchandise mix and cleanliness of the store, as well as ease of the shopping
 process.
 3Sheth (1991) in this study identified three experiences for shopping preference among
 set of alternative outlets: shopping motives, shopping options; and choice calculus. According to
 him shopping motives are made up of consumers’ wants and needs and are influenced by
 personal values as well as product related characteristics.
 4Thomas and Garland, (1996) in their study that consumer attitude significantly reduce
 average expenditure; the presence of children accompanying the shopper significantly increases
 2 Hansen& Deutscher (1977-78), an empirical investigation of attribute importance in retail store
 selection, Journal of Retailing, vol.53 (1), pp.59-72.3 Sheth (1991), why we buy What We Buy a Theory of Consumer Behavior, Journal of Business
 Research, vol .22,pp. 159-170.4 Thomas and Garland (1996), susceptibility to goods on promotion in supermarkets, journal of Retailing
 and Consumer Services, vol.3, pp.233-239
 11
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expenditure and time spent in store; therefore supermarket retailers can encourage customers to
 spend more time in store, and to shop with someone else.
 5Sundar (1997) in his study revealed that the Grocery Department of Saravana Bava
 cooperative supermarket, Cuddalore was enjoying favorable images of consumers in the
 attributes such as equality of price, behaviour of sales persons, moving space, location,
 suitability of weight, packaging of goods, number of sales persons and convenient shopping
 hours. At the same time, the image is weak in the attributes such as quality of goods, availability
 of range of products, variety of goods, acceptance of returns, credit facility, and door delivery
 and in sales promotional measures.
 6Kim and Park, (1997) described that 70 percent of shoppers visit grocery stores with
 random intervals and 30 percent with relatively fixed intervals and there are clear differences
 between these "random " and "routine”; shoppers are identified to have higher opportunity costs
 which make it difficult for them to visit grocery stores more often and/or to switch .stores
 although, they spend more dollars for a given shopping trip
 7Letecia N. (1998), this research was determined the relationship between store attributes
 and approach-avoidance behaviour of elderly apparel consumers. In addition, this research
 examined the relationships between age, the importance of store attributes, and shopping
 orientations of elderly apparel consume Results revealed that elderly consumers in this study
 preferred to shop department stores and mass merchandisers, such as Wal-Mart and Kmart, most
 5 Sundar, (1997), Store image of Saravana Bava Super market in Cuddalore district, Indian Journal
 marketing, pp. (4-6).6 Kim and Park (1997), Studying Patterns of Consumer’s Grocery Shopping Trip, Journal of Retailing,
 Vol.73, PP.501-517
 7Letecia N. (1998), Relationship Between Ages, Store Attributes, Shopping Orientations, and Approach-
 Avoidance Behavior of Elderly Apparel Consumers.
 12
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often. The elderly consumers identified several store attributes of importance with respect to
 store type. Among these were quality products, store reputation, and well-known labels/brands
 for department stores. When shopping for clothing with mass merchandisers, elderly consumers
 wanted sales, credit availability, and discounts.
 8Bouvier (1998), in his study on contractual forms between retailers and their suppliers in
 the food sector reported that vertical combination and contractual relations are the two main
 features of the French food-retailing sector. He also indicated the economic weights of these are
 more or less similar. However, in the long run it seems that (a) the contractual side is more
 important than the integrated one and that (b) contractual forms related to high quality tend now
 to be dominant.
 9Zameer, Asif, Mukherjee, Deepankar (1999), in their study point out housewives prefer
 to purchase grocery from the neighborhood supermarket are listed as location convenience, stock
 of everything from scrubs and mops to fresh fruits, enough parking facility and convenient
 operating hours. Other variables which affect the retail outlet choice are value –for money,
 quality of products, polite and courteous salespeople, exchange/returns policy, non-interfering
 salespeople, product choice, product width, and product information.
 10Seiders and Tigert, (2000) in this study observed in a grocery shopping study in
 Victoria, the most important reasons for choosing a particular store among primary
 shoppers ,convenient location, variety and assortment, low and good prices, familiarity, and
 8 Bouvier-Parton (1998), contractual forms between retailers and their suppliers in the food sector,
 Economic Rural, pp. 69-74.9 Zameer, Asif, Mukherjee, Deepankar (1999), Food and Grocery Retail: Patronage Behavior of Indian
 Urban Consumers.10 Seiders, and Tigert, (2000), the Impact of Supercenters on Traditional Food Retailers in Four Markets,
 International Journal of Retail & Distribution Management, Vol.28, PP. 181-193.
 13
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‘nice’ store emerged as the top five reasons, commanding a preference of 79% of a total of 777
 respondents. The other attributes – such as friendly service, cleanliness, fast service and
 checkout, best and good value – acquired a lower preference (21%). A similar study, extended to
 the four markets in the region after the entry of hypermarkets, suggested that a large number of
 consumers changed their preference structure, putting price and assortment before convenience
 in their store choice criteria.
 11Nathan, (2001) in his studied that the traditional formats like grocers and paan shops co
 exist with modern formats like supermarkets, and non store retailing channels such as multi level
 marketing and teleshopping example of modern formats include department stores and
 supermarkets like food world, franchise stores like Van Heusen and Lee, discount stores like
 Subhiksha, shop-in-shops, factory outlets and service retailers.
 12Miller (2001) had applied social capital theory to study consumers’ in-shopping
 behavior. The social relationships between retailers and consumers are useful in predicting
 consumers’ in-shopping behaviour. Local retailers should play an active role within their
 community’s social structure; this would enable improving retailers’ perception about local
 consumers’ needs. By participating in their patrons’ social activities, retailers can get useful
 insights which can help in improving marketing strategies.
 13Economic Times Intelligence Group, (2002) pointed out that in India, some empirical
 studies provide important information about consumer behavior and its responses to the
 development of organized retail. Economical and social changes are major contributors for a
 11Nathan, (2001), requiem for store based retailing, Indian Management, Vol .40, pp.35- 39
 12 Miller (2001) had applied social capital theory to study consumers’ in-shopping behavior.13 Economic Times Intelligence Group, (2002), consumer behavior and its responses to the development
 of organized retail
 14
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growing fragmentation of consumers into multiple segments with different values and buying
 priorities. Consumers have become more pragmatic, educated and demanding, learning how to
 manage money and time more efficiently. The focus on low prices was gradually replaced by a
 value for money perspective. Concerning food, the most important attribute mentioned was
 quality, followed by price
 14Sonia (2003) had studied the ethical practices of retailer and ethical beliefs of the retail
 sales force and also provides detailed information about the growth of retailing industry in India.
 She focused on the thought of ethical responsibility to contribute to sustainable economic
 development working with employees, family, community and society to improve their quality
 of life.
 15Baltas and Papastathopoulou, 2003 described that, while customers attach considerable
 importance to store location, private label is found to be a store selection criterion of low
 importance for grocery shoppers. The own-label shopper has low socio-economic status, tends to
 fit the 'higher thrift' and adventurous buyer orientation, and regards in-store information sources
 quite highly, shops frequently and longer and ostensibly striving for the best price as well as
 value for money.
 16Michels (2003) study revealed that almost all food retailers in Germany sold organic
 products, fresh ones being estimated at 45per cent of the turnover. Surveys indicated that 49.7per
 cent of households bought fresh products, principally vegetables, at least once between April and
 14 Sonia (2003), changing face of Indian retail sector: Ethics, challenges and opportunities, Journal of
 economics and sustainable development, vol.2, No.3, pp.55-59.15 Baltas, G. and Papastathopoulou, P. (2003) Shopper characteristics, product and store choice criteria: A
 survey in the Greek grocery sector», International Journal of Retail and Distribution Management, Vol.
 31, No 10, pp. 498-507.16 Michels, P., Schmanke, A. and Linnert, E., (2003), Fresh organic products in food retailing: Facts on
 consumer behaviour. Materialien Zur Markeberichterstattung, pp. 45-69.
 15
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December 2002. Vegetables, fruit, potatoes, and eggs were the main categories on offer in
 supermarket-type outlets; specialist whole food shops and producers' direct marketing enterprises
 carried a wider range of produce including meat. Some 77per cent of turnover by the larger
 retailers was from sales to regular purchasers. Average frequency of purchasing, however, was
 not over the times in Nine months. Younger customers tended to buy from specialist outlets
 rather than supermarkets.
 17Chamhuri and Batt (2003), this research explores the preferred place for Malaysian
 consumers to purchase fresh meat using focus group discussions conducted in the Klang Valley.
 Participants indicated that their decision to purchase fresh meat from either a modern retail outlet
 or the traditional market was influenced by eight themes. The themes identified were the
 perceptions of freshness, Halal assurance, having good relationships with retailers, good quality
 meat, and competitive price, and convenience, varieties of products to choose from and retail
 outlets that have a good and pleasant environment for shoppers. Despite the increased number of
 supermarkets and hypermarkets, not only are the traditional markets able to coexist with modern
 retail formats, but they remain the preferred place to buy fresh meat The findings of this research
 suggest that older consumers are more likely to continue to buy from the traditional markets.
 These findings are not dissimilar to. Older shoppers appreciate more the relationship built
 between them and vendors. Even though traditional markets do not provide a pleasant
 environment, it creates a surrounding in which interpersonal relationships thrive and the
 community is brought closer together. Shoppers visit traditional markets not only to buy goods,
 but also to visit friends and acquaintances.
 17 N. Chamhuri and P.J. Batt (2003), Factors influencing consumers’ choice of retail stores for fresh meat
 in Malaysia.
 16
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18Teresa Elizabeth Dana (2004), in this study focused small local retailers were the heart
 of neighborhoods across Thailand. However, in recent years, there has been increasing pressure
 to material, technological progress of the industrialized world and Modern outlets are being
 introduced to developing countries, while developed retailing Organizations are using such new
 markets to extend their institutional product lifecycle. It concludes result of these powerful
 interactive variables, there has been a steady decline in the number of traditional local family-run
 businesses in this Country. Should these trends continue to move in the same direction and with
 such Force, then they will help propel the eventual demise of the traditional retailing sector in
 Thailand.
 19Narayana Reddy (2004) in his study reported that most (61%) of the retailers get their
 requirements from wholesalers, 15 per cent from the large and other retailers. Over 17 percent of
 the selected retailers get their goods from more than one source, but a small percentage of
 retailers get some of their requirements from producers. From the point of view of the terms of
 supply 67 per cent of retailers get their requirements by paying cash. Only 13 per cent of the
 retailers get their requirements on credit and 19 per cent get credit partly from the suppliers.
 Apart from this, the study also shows that the organized retailers/hyper malls and super
 marketers get wholesales’ margin plus concession as they buy in bulk from the producers.
 20Kangalure Sai Kumar (2005) had explained the strategies that are responsible for
 influencing the perception of unorganized retailers with respect to consumer durable. The study
 18 Teresa Elizabeth Dana (2004), the decline of the traditional small family retail business in Thailand,
 http://www.sbaer.uca.edu/research/1998/ICSB/m003.htm.
 19 Narayana Reddy (2004), Efficiency benefits possess onto consumers: New Development in retail
 market environment in India Indian journal marketing. pp. 23-25.20 Kanagalure sai kumar (2005),A Study on the strategies of unorganized retailers with Reference to
 consumer durables, International Journal of Business and management Tomorrow,Vol.1,No.1,pp.1-13.
 17
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was focused the price, distribution and promotion strategies is the most important factor be
 different crossways location of retailers. His also find out the unorganized small retailer must
 gave almost importance to these factors to overcome the competition.
 21Sarma (2005), in his study focused on the direct and indirect employment potential of
 each of these sectors, in relation to the magnitudes of investments his study necessarily cover all
 segments of the supply chain, so that the government may have a better appreciation of the total
 benefits and costs, in the short-term, as well as in the long-term. He also find out grow of
 Organized and the unorganized sectors of Retailing, in several sectors such as food and grocery
 items, textiles and apparel, Consumer durables, wooden furniture, Leather footwear, fuel etc.
 22Dulce Marques de Almeida (2006) this study evaluated consumers’ preference for
 summer variables demographic and personal characteristics as well as environmental conditions.
 It was established that the influence of gender and age plays a greater role when trips with a
 particular destination are considered. It was concluded that in warm to hot climate conditions
 shade is important for street retail success and it is certainly critical when encouraging walking is
 considered as an alternative to driving an air conditioned car to the nearest shopping center in the
 border.
 23John Fernie, Barbara, Hahn Ulrike, Gerhard Elke Pioch and Stephen Arnold (2006), in
 their study the entry of Wal-Mart into Europe within the context of increased competition in
 international markets impact of German and UK Grocery Markets. This paper was to assess the
 implementation of Wal-Mart’s formula for success in the United States, high customer service
 21 Sarma, (2005), Need for caution in retail FDI, Economic and political weekly November 12,
 22 Dulce Marques de Almeida (2006), the importance of street Shade for downtown traditional retail
 business.23 John Fernie, Barbara, Hahn Ulrike, Gerhard Elke Pioch and Stephen Arnold (2006), The Impact of
 Wal-Mart’s Entry into the German and UK Grocery Markets, Agribusiness, Vol. 22 pp.247–266.
 18
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levels, a strong organizational culture, and efficient operations to the European market. They
 indicated an assessment of the impact of Wal-Mart’s entry into Germany and the UK was
 undertaken in order to evaluate the effect which it has had on the acquired firms and mass
 markets.
 24Jayati Ghosh, Amitayu Sengupta and Anamitra Roychoudhury (2007), their calculated
 on the impact of macroeconomic change on employment in the retail sector has shown how the
 past and current macro policies seem to be favoring more capital intensive economic growth, and
 reducing the bargaining power of workers who are receiving a smaller share of profit,
 particularly, in manufacturing despite the productivity gains of labour. Their analysis has also
 shown that the largest part of increase in employment has been in the form of self-employment
 of an informal nature – i.e. not creating decent and productive employment. Self-employment in
 the retail sector is typically a desperate survival strategy for many working poor in India. As for
 the impact on the retail sector, the study also has shown how the past market liberalization
 policies have been more damaging to the smaller retailers and their employment and how the
 complex legislation and the regulatory frameworks, which are often out of date, have been
 working against them, in particular, street vendors. All this has also been happening within the
 context of so-called “jobless growth” with an increasing rate of open unemployment for a
 substantial part of the labour force, in particular, among young female urban work force.
 25Singh (2007) had concluded that production oriented market has been shifting towards
 consumer Oriented market. Traditional consumption pattern has also been facing large-scale
 24 Jayati Ghosh, Amitayu Sengupta and Anamitra Roychoudhury (2007), the impact of macroeconomic
 change on employment in the retail sector in India.
 25 Singh (2007), consumer awareness and consumption pattern of food products in Haryana, journal of
 IMS group, vol.3, pp. 24-33.
 19
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changes. The study pointed out that the degree of brand awareness of various food products
 among urban respondents is more in comparison to the rural consumers
 26Pureshottam Rao, Arati Jadhay (2007) in their study find out growth of Indian retail
 sector and challenges in future Large expectations, a flurry of interest by Indian and International
 companies and a large activity in the development and operation of retail malls have driven
 India’s retail revolution. These malls anchored by large stores have become home to several
 large International and Indian brands that are using this channel to spread themselves out across
 Indian cities in high-profile exclusive brands. The Industrial houses like Reliance, Bharti, Aditya
 Birla and Tata's have planned huge investments in this sector. Indian Retail has got airbome and
 the concept of organized retailing and better distribution and logistics has set in. Over the last 5
 years organized retailing is presented to reach us $ 23 billion by 2010. 60% of retailers in India
 feel the multiple approaches. The Indian urban consumer is also now getting hooked to this new
 method of home purchases that also combine into family outings and entertainment. The mall
 infrastructure across cities and supply chain mechanisms across the country are getting into
 place. India Retail seems set to grow exponentially in the next few years and the global giants are
 waiting at the wings for entry. The government regulation on ownership in retail is the only
 obstacle for international retailers. Global brands have however come in and set them selves up
 well. The Second annual Global Retail Theft Barometer 2008 Survey, covering 920 large
 retailers across 36 countries has rated India with the highest shrinkage rate at 3.10% this year, an
 increase of 6.9% over last year.
 26 Dr. P. Pureshottam Rao, Arati Jadhay(2007),Retailing in India - issues and prospect
 Business vision Vol 3&4 Special Issue Oct 20,. No. 4&1, PP 101
 20
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27Vijayraghavan K. and Ramsurya M.V. (2007), discussed the topic in their study that it
 is a matter of discuss as to whether Indian kirana stores would be able to survive in the face of
 competition from organized modern trade grocery retailers. Although traditional retail currently
 constitutes over 95% of the total sales in the country, smaller kiranas that are unable to compete
 with new age retailers in terms of variety and scale have begun losing volume in several parts of
 the country.
 28Gaiha and Thapa, (2007), their analyzed super market revenues include sale of both
 food and non-food related commodities. So it would be interesting to analyze the situation taking
 into consideration the overall sales. Moreover, supermarkets represent a major but not the
 complete share of organized retail sector. In this study, the factors affecting the relative share of
 organized to unorganized retail sector of a country at large.
 29Shaoni Shabnam and Bino Paul (2008), their studied the labour management practices,
 the labour problems, as well as the problems faced by the employees in organized vs.
 unorganized retailing in India and it was find out important to highlight that in organized retail,
 the status of employment is much better than that in unorganized retail.
 30Mohammad Amin (2008) had considered the Labour Regulation, Problems of
 Employment in India’s Retail Stores, and Effect of job creation. The development of modern
 27 Vijayraghavan K. and Ramsurya M.V (2007), An Insight into the Growth of New Retail Formats in
 India, Working paper, PP 03-04.
 28 Gaiha R, Thapa G (2007), Super markets, small holders and livelihoods prospects in selected Asian
 countries, ASARC Working Papers.29 Shaoni Shabnam & Bino Paul, (2008), employment in retail sector: a comparison of unorganized and
 organized retail in India, Tata Institute of social science. 30 Mohammad Amin (2008), Labour Regulation and Employment in India’s Retail Stores, Thesis report
 21

Page 13
                        

retailing in the country hinges crucially on a transition from the informal to the formal retail
 sector. He results show that more severe labour regulation promotes informality and that labour
 reforms may be necessary to achieve the transition.
 31Hemashree (2008),in her comparative study on working of modern and Traditional
 retail outlets profit, quality, regular availability, price, accuracy in weighing and billing, range of
 vegetables and accessibility as the factors in the order of importance which had influenced
 purchase of vegetables by respondents from modern retail outlets.
 32Mathew Joseph and Manisha Gupta, (2008), their analyzed the Indian retail sector is
 booming and modernizing rapidly in line with India’s economic growth. In this review the author
 talked about the impact of organized retailing on traditional retailing. With the increase in
 number of various formats for shopping like malls, departmental stores, hypermarkets etc the
 Indian consumer’s preferences are changing towards and that’s the reason foreign investors like
 the king of retail Wal-Mart also came into the Indian retail ground in collaboration with Bharti
 (Since FDI is not allowed in India in retail sector). There is a huge untapped market is present in
 India right now which contains a number of opportunities for retailers.
 33Rakesh,Singh and Badal(2008), in their study to highlight some issues related to Agri-
 retailing and suggests a framework to provide an enabling environment in order to attract private
 Investment in agricultural sector. Their find out our government liberalize policy for private
 retailer particularly Reliance, one of the major agri-business Retailers wound up its proposed
 31 Hemashree, (2008), a study on working of modern and Traditional retail outlets: a comparative Analysis
 thesis submitted to the University of Agricultural Sciences, dharwad.32 Mathew Joseph (2008).Impact of organized retailing on the unorganized sector, Indian council for
 research on international economic relations, pp.1-11233 Rakesh,Singh and Badal (2008), Problems and prospects of food-retailing in the state of Uttar Pradesh,
 Journal of Services Research, Volume. 8, Number 2.
 22
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“reliance fresh” recently due to Withdrawal of the state government’s new agricultural policy.
 The pace of growth of agricultural and agro-processing sector hampered by Constraints in the
 overall investment climate- mainly high entry and Exit barriers, poor infrastructure and uncertain
 policy environment. Government should provide suitable investment climate by removing these
 constraints.
 34Srivastava (2008) he observed that organized retailing, globally, has played a major role
 in nations’ GDP and employment. He analyzed the ratio of organized versus traditional retailing
 is increasing in countries such as the US (85:15), Taiwan (81:19), Malaysia (55:45), Thailand
 (40:60), Indonesia (30:70), China (20:80), and India (3:97). The data in parenthesis describes the
 organized versus traditional ratio of retailing for each country
 35JosephMathew, Soundararajan Nirupama and Sahu Sanghamitra(2008) found in his
 study that Unorganized retailers in the vicinity of organized retailers experienced a decline in
 their volume of business and profit in the initial years after the entry of large organized retailers.
 The adverse impact on sales and profit weakens over time. The rate of closure on account of
 competition from organized retail is lower still at 1.7 per cent per annum. There is competitive
 response from traditional retailers through improved business practices and technology up
 gradation. There is competitive response from traditional retailers through improved business
 practices and technology up gradation. A majority of unorganized retailers is keen to stay in the
 business and compete, while also wanting the next generation to continue likewise. Small
 retailers have been extending more credit to attract and retain customers.
 34 Srivastava R K (2008), Changing retail scene in India, International Journal of Retail & Distribution
 Management, Vol. 36 No. 9, pp. 714-721.35 Joseph, Soundararajan and Sahu, (2008), Impact of Organized retailing on the Unorganized Sector,
 ICRIER
 23
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36Kotler and Armstrong (2008) state that consumer purchases are influenced strongly by
 cultural, social, personal, and psychological characteristics which marketers must take into
 account. Subcultures that include nationalities, religions, racial groups, and geographic regions
 (having a shared value system based upon common life experiences and situations) play an
 important role in consumers’ behaviour, especially in their preferences for purchase. Likewise,
 other socio-demographic variables such as family income, age and life cycle stage, education,
 occupation, are also important.
 37Sobel and Dean (2008), in their study explores the widely accepted view that Wal-Mart
 causes significant damage to the traditional, small ‘‘mom and pop’’ business sector of the U.S.
 economy. Their presented the accurate econometric investigation of this issue by examining the
 rate of self-employment and the number of small employer establishments using both time series
 and cross-sectional data. Their also examined alternative measures and empirical techniques for
 strength differing to popular belief, their results suggested that the process of creative damage
 unleashed by Wal-Mart has had no statistically significant long-run impact on the overall size
 and profitability of the small business sector in the United States.
 38Akanksha Gupta and Sanjiv Mittal, (2009), in their study explore the productivity
 measurement aspects in the Indian grocery retail sector. In this research, six input variables have
 been taken, namely: total square feet area of the store; total number of Stock Keeping Units;
 36 Kotler, P. and Armstrong, G. (2008), Principles of Marketing, 12th ed., New Jersey: Pearson Education
 Inc., Upper Saddle River.37 Sobel and Dean (2008), has Wal-mart buried mom and pop? The impact of Wal-mart on self-
 employment and small Establishments in the United States, Economic inquiry, Vol. 46, no. 4,pp.676-695.38 Akanksha Gupta and Sanjiv Mittal, (2009), Measuring retail productivity of food & grocery retail
 outlets using, Journal of Strategic Marketing, Vol. 18, No. 4,pp. 277–289.
 24
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number of point of sales machines; labour cost and wages of employees; number of employees;
 and working hours of the employees.
 39Yusong Wang,David, Bell and Padmanabhan ( 2009),in their study manufacturers sell
 their products in their own retail stores, and many of these stores appear to be in direct
 competition with independent retailers. Their analyzed independent retailers fight against
 company stores they (1) charge higher prices and (2) are more willing to connect in marketing
 efforts on behalf of the manufacturer’s brand.
 40Ramanathan (2009) in the article mentioned that the entry of organized retailers with
 their completely integrated marketing practices, franchising agreements, contractual selling, joint
 ventures and co- promotions creates a profound threat to unorganized retailers and compels them
 to change their style of doing business from convenience to intensive. The article reveals that
 unorganized retailers dealing in clothing and footwear, furniture and appliances, and beverages
 were among the most affected. Further the author suggests that the traditional retailers enjoyed
 the advantages of proximity to the customers in neighbourhood areas, long standing personal
 relationship with customers and providing home delivery and credit facility.
 41Neeraj Thakur (2009) this articles to find out interviews with the customers show the
 reasons for customers purchasing the groceries from the traditional kirana stores in spite of
 supermarkets in the same Locality. He differentiates the stores from organized retail outlets on
 different factors. The article highlights the unique features of kirana stores in terms of location,
 ownership, Merchandise, pricing, customer-trust and other services.
 39 Yusong Wang,David, Bell and Padmanabhan ( 2009), Manufacturer-owned retail stores, Market
 Lett,pp.107–124.40 Ramanathan, (2009), A Perspective on Changing Retail Landscape in Bhopal City, National Journal of
 Engineering Science and Management, No. 2, Vol. 1, pp 108-111.41 Neeraj Thakur (2009), ‘Kirana stores back in fashion’, Business Standard, New Delhi Ed.
 25
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42Yusong Wang,David, Bell and Padmanabhan ( 2009),in their study manufacturers sell
 their products in their own retail stores, and many of these stores appear to be in direct
 competition with independent retailers. Their analyzed independent retailers fight against
 company stores they (1) charge higher prices and (2) are more willing to connect in marketing
 efforts on behalf of the manufacturer’s brand.
 43Selvakumar, P. Rajesh kumar (2009), had analyzed to market analysts 300 new malls,
 1500 super markets and 325 departmental stores are going to come up in India in the near future.
 The share of organized market in the sector is 4.6%. The Indian retail sector is highly fragmented
 with 96percent of its business being run by unorganized retailers like the traditional family run
 stores, and corner stores 4% organized trade comes from to 10 cities.
 44Hans Peter Holst (2009) had analyzed historical and cultural factors have influenced the
 current position of the retail trade, in the cultures and economies of South Asia and, in particular,
 Malaysia. The importance of history and cultural context in understanding the globalization of
 business is well accepted cultural forces been factors in the retail trade’s late catch-up with the
 organization and innovation of its suppliers, delayed the introduction of dynamic distribution
 services to ordinary consumers, and failed to prepare small retail traders for the arrival of
 organized retailing.
 45Mohan Guruswamy,Kamal Sharma,Jeevan Prakash Mohanty andThomas J. Korah
 (2009) in their find out Indian retail sector to affect from FDI particularly unorganized retail
 42 Yusong Wang,David, Bell and Padmanabhan ( 2009), Manufacturer-owned retail stores, Market
 Lett,pp.107–124.43 Dr. M. Selvakumar, P. Rajesh kumar(2009),The Indian retail industry is Booming,
 Vol29, No.12, New Delhi Edition.44 Hans Peter Holst (2009), Cultural perspectives on the development of the retail trade, Asia Pacific
 Business Review, Vol. 15, No. 1, pp. 137–149.
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business growth level decrease thereat employment opportunities and also economic level. Their
 following suggestions mention that are as follows,
 The retail sector in India is severely constrained by limited availability of bank
 finance. The Government and RBI need to evolve suitable lending policies that
 will enable retailers in the organized and unorganized sectors to expand and
 improve efficiencies. Policies that encourage unorganized sector retailers to
 migrate to the organized sector by investing in space and equipment should be
 encouraged.
 A National Commission must be established to study the problems of the retail
 sector and to evolve policies that will enable it to cope with FDI – as and when it
 comes.
 The proposed National Commission should evolve a clear set of conditionality on
 giant foreign retailers on the procurement of farm produce, domestically
 manufactured merchandise and imported goods. These conditionality must be
 aimed at encouraging the purchase of goods in the domestic market, state the
 minimum space, size and specify details like, construction and storage standards,
 the ratio of floor space to parking space etc. Giant shopping centers must not add
 to our existing urban snarl.
 Entry of foreign players must be gradual and with social safeguards so that the
 effects of the labour dislocation can be analyzed & policy fine-tuned.
 45 Mohan Guruswamy,Kamal Sharma,Jeevan Prakash Mohanty andThomas J. Korah (2009) FDI in
 India’s Retail Sector More Bad than Good.
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Creation of infrastructure for retailing at community welfare centers, government
 and private colonies with a thrust on easier logistics and hygiene will enable
 greater employment and higher hygiene consciousness, and faster turnaround of
 transport and higher rollover of produce.
 46Mahalaxmi Krishnan and Usha Bhandare (2009), had studied the advertisement and
 promotional strategies adopted by retailers and their effectiveness to attract consumers, retailers
 offer inducements such as credit facilities, after sales service, extended warranty, free home
 delivery, They study reveals that
 Retailers try to attract the attention of the target consumers to their goods and services by
 providing promotional schemes.
 To attract consumers, retailers offer inducements such as credit facilities, after sales
 service, extended warranty, free home delivery, free samples, discounts, gift offers, etc.
 Customers are attracted only sometimes to the promotional offers of the retail shops.
 Indian consumers are maturing and therefore purchase decisions are not influenced
 merely by media advertisements and promotional offers.
 While promotional offers help retailers increase sales, it is at the cost of their margins.
 Discount offers are the most commonly accepted form of promotional offer made by
 retailers and preferred by customers as well.
 46 Mahalaxmi krishnan and usha bhandare( 2009),retail advertising and promotional strategies in growing
 consumer market, National monthly refereed journal of research in commerce & management, volume
 no.1, issue no.1,pp.40-48.
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47Dash (2009) he found that Consumers in Bangalore coming of growing middle class
 besides large number of earning Youth and increase in spending capacity may favour organized
 retail but Deficiencies like inefficiency of distribution channels, internal logistical problem and
 retail Shrinkage may shift the choice towards unorganized retailers.
 48Paromita Goswami, Mridula and Mishra, (2009) conducted a study understand whether
 Indian consumers are likely to move from traditional kirana stores to large organized retailers
 while shopping for groceries. The results indicate that it is inevitable that there should be a
 modernization of commerce. In order to do so, first of all kiranas will have to make a realistic
 and critical examination of their potentialities, as well as of their vulnerabilities. Another
 implication has to do with the need and importance of ways of strategic co-operation of small
 retailers in the competitive game that opposes organized retailer to kirans.
 49Bart minten, Thomas Reardon and Rajib Sutradhar, (2009) in their paper to comparison
 between traditional retailer and modern retail is shown to offer more labeled food products and
 more intra-product diversity markets. Moreover, it supplies similar products at the same or lower
 prices than traditional retail. This is a surprising and unconventional result compared to evidence
 for other early modern-retail development situations elsewhere in the developing world.
 However, while modern retail also offers lower prices for fresh produce, it is yet unable to
 deliver quality and the low price effect largely disappears for quality.
 47 Dash (2009), a study on the challenges and opportunities faced by organized retail players in Bangalore48 Paromita Goswami, Mridula S. Mishra, (2009) ,Would Indian consumers move from kirana stores to
 organized retailers when shopping for groceries?, Asia Pacific Journal of Marketing and Logistics, Vol.
 21 Iss: 1, pp.127 – 143.49 Bart Minten, Thomas Reardon and Rajib Sutradhar, (2009), food prices and modern retail: the case of
 Delhi.
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50Gaaitzen (2010), in his study the productivity of formal and informal retailers in Brazil
 by concurrently estimating a production frontier and an efficiency of firms is positively related
 with adoption, managerial ability, technical assistance and Participation in a guild.
 51John Walsh (2010) in his study based the street vendors in several locations expose
 wide variety of experiences, ability to provide value added goods and services and intentions and
 ambitions for the business concerned While the majority of vendors have quite low levels of
 ambition, earn minimum wages or less and have little concept of marketing or adding value to
 products, there are other vendors who have organized their own international supply chains,
 contract manufactured their own branded goods and franchise stalls throughout the city of
 Bangkok. This case study addressed formal economy be supported and when should it be
 regulated on the basis that its low standards and semi-legal status damage the economy and
 society.
 50 Gaaitzen (2010), Small retailers in Brazil: Are formal Firms really more productive, Journal of
 Development Studies, Vol. 46, No. 8, pp.1345–1366.51 John Walsh (2010) the Street Vendors of Bangkok: Alternatives to Indoor Retailers, Time of Economic
 Crisis American Journal of Economics and Business Administration vol, 2, pp.185-188.
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