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Reliance

Industries Limited

Reliance Industries Limited (RIL) is an

Indian conglomerate company headquartered in
Mumbai, Maharashtra, India. The company
operates through three business segments:
petrochemicals, refining, and oil and gas; other
divisions of the company include textiles, retail
business, special economic zone  (SEZ)
development and telecom/broadband business.

FOUNDER CHAIRMAN

Growth has no limit at Reliance. | keep revising my vision.
Only when you can dream it, you can do it.”

Dhirubhai H. Ambani
Founder Chairman Reliance Group
December 28, 1932 - July 6, 2002




Retail Management
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ABSTRACT

Retailing in India is becoming increasingly important. and organized retailing is poised to grow at an
exponential rate. These growth opportunities have even atracted global majors who are setting up
shop in India. The growth of the retail sector will make retailers powertul intermedianes in the
marketing channel. bridging the gap between manufacturers and consumers. Therefore 1t will be the
power of the consumer as well as that of the retailer in the marketing channel that will spearhead the
growth of retailing in India. The main objectives of the study is to know the present system and
weakness of Retail Management in Reliance andto suggest measures to improve the quality of goods
purchased from reliance stores, it is being studied by filling 730 questionnaires from the customers of
the selected stores of the Reliance stores in Jaipur city by the Convenience and Random sampling
This study 1s descnptive and empirical in nature where 1t 1s totally based upon observational study
which is being done by collecting the pnmary data. interview based. and secondary data based.
According to survey on reliance fresh it has been observed that in spite of having all the modern retail
outlets facilities and technologies the sales are decreasing and Reliance retail industry is catching the
eyeing of every management prospects to get into for their career options and it look forward for
future career option in the most lucrative and opportunistic.The study suggests that reliance industry
needs to Connect with the customer by considering sales per square foot or potential sales at a
particular location in addition to rent, Reliance it can also increase the variety of items that
customers can purchase, and can also negotiate price on items with suppliers. At last the conclusion
of the study is that Retail Marketing focuses on the segmentation. targeting, positioning and branding
of a retail store and the methods of communicating this to the consumer. The marketing tools that a
retail organization uses to pursue its marketing objectives are termed as the retail marketing mix a
long- term performance is largely determined by its strategy the strategy coordinates employee’s
activities and communicates the direction the retailer plans to take. Retail market strategy describes
both the strategic direction and the process by which the strategy is to be developed.
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INTRODUCTION l

Rehame Fresh comeernad it has boen realized that Rehance Fresh s very digye
retail has offerad in India so tar Unhke global retalers who operate "“‘hlm n:{n‘: |
i looking at a tarly hagh-margin business model. Rebance Fresh i unsln\ Reliy,
deliberately stopped short of being a full-ledged supermarket (3 tned and (N“j\:’\‘ torn,
Rehance wants o buikd a high-profitabihity business and F & V. dairy iems \\"‘ . e
perhaps, the best place 1o start. That is bevause the Inhan food supply chap . -.‘-IT:\;.':
There are several intermedianes, each of whom adds his profit margin to the m\: H\ :
huge wastage i transit. This offers potential for savings and profits. -
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Globally, supply chains are tarrly mature and efficient. This gives the retailer L.
improve margins. But in India, any retarler who builds an efficient supply chain wan. |

efficient sourcing it can advantages. They bnng down the cost of real estate (and increg

According to survey on rehance fresh it has been observed that i spite of having all the 1,
outlets facihinies and technologies the sales are decreasing. But sales can be increasad o ”
sales can be mummused if rehiance fresh emphasises more on the following arcas

Range of Products
Checling Out
Prces

Parking
Comparable cost
Customens
Customer serviKe
e Loxaton

Finally, Rehance retail industry is catching the eyeing of every management prospects |
their career options and it ook forward for future career option in the most lucrative am

Rehance retail industry

REVIEW OF LITERATURE
| i

Retaling is the set of business activities which adds value to the product A
consumers to the personal or famuly use All retal operations requires the retalers
understanding on how to serve the needs of their customer’s Nair suja( 2006).¢
most happening sevtor today the technological advancements are umsuh’ﬂhl
sector, helpmg o improve customer service and orgamse it hetter ot thneves mainly t
techmology babunagendna and avina (2007). Today suburban sprawl greatet dnving
appearance of new warchouses retail format that are often located in large spoce 4%

arcas and . outhne retuling have made location sumwhat less central as 3 A0 _n-‘ -
Achabal.gorr and mahajan( 1982) . They find that store environment factof: r"“"‘u““.\
design perceptions significantly affect consumers perception of merchandise pRE

quahity . employ service quality Baker ctal (2002) . Store atmosphere has 3 5
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pleasing atmosphere in the store mfluence perception of socially communicat' oy
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_po so much intnnsically rewarding products . Schlosser (199%), They
sahency framework to examune how consumers form an overall store poce |
Jesa and talukar (1999.2003) . They show that retal Promouons 1n any one +




influence a consumers spore choice decision
purchased Buckling and Lahip (1992)
price points and cost advantage were

» but they indirectly affect where the catrgory is
‘customer shopping experience | product variety at ditferent
studied by Sahudebajani and Mishra (2018).

OBJECTIVES OF THE STUDY

e To know the present system and weakness of Retail Management in Reliance.

e To assess the role of Retailing in meeting the emerging needs and challenges facing the

Reliance Industry.
e To highlight the current policies with re

gard to retailing in the Reliance Industry.
e Tosuggest measures (o improy

¢ the existing Retail Management.
e To see the response of the shoppers towards malls which are now opening up in the metros
and big cities as perceived by retailers.

¢ To study the customer satisfaction and the employment

generating schemes of retail stores.
* Tosuggest measures to improve

the quality of goods purchased from reliance stores.

HYPOTHESIS OF THE STUDY

® There is no significant difference in customers age group and about retail store practices
implemented by various departmental store

*  Goodwill of reliance store has improved due to better retail management.

* Retail store has affected the business of local shops.

* Opening of retail store has increased the customer satisfaction and employment generation

* People are highly satisfied with the services of reliance retail store.

RESEARCH DESIGN & METHEDOLOGY

The research design was descriptive in nature. An attempt has been made to outline major decision
taken by researchers 1o execute empirical study relating to Reliance Retail management implemented
in 2005 -09 in Jaipur city. No testes have been applied it is totally based upon Observation of primary
data, Interview and Secondary data.

SAMPLE DETAILS

The Primary data was collected from 730 customers from the selected branches of reliance retail store
in)

aipur city. The research has used the convenient and random sampling method to collect the data.
S:\MPLING MEDIA

The collection of primary data was personally administered Questionnaire with personal interview
Programme by the researcher at the randomly selected branches across the Jaipur city of Reliance
Reta store.,

LIMITATIONS OF THE STUDY

The employees of store are not willing to give any information regarding the working of
stores,

|
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5. VARIOUS BRANDS OF RELIANCE RETAIL AND THEIR PRODUCTN:

Reliance Retail operates chain of various business outlets across the country [ 19] _ Each

‘ ¥
have their own priorities and line of business. The following table summarizes some of the |
of Reliance retl
Table 2: Various brands and products of Reliance Retail _

Brand Description and Products Website / e-shopping site
Rehance Fresh Largest chaun of store for Fresh | -
Vegetables, fruits and  dairy
products
Reliance Smart Supermarket “offering | hups: ‘'www.rehancesmart i
everything including  fresh
produce, bakery, dary
products, home appliances and
gcngml merchandise under one
rool
Sman Point A conveniene n |
nee p » . :
‘ : 'l. We \‘U‘ﬂ. 0 onder h“p_ 'l".'llillh‘t‘\l“&,ln[\"nl coll
goads online and pick them up
. from local Smant Poing
Jio Man ' Online Grocery Store hups: " |
Reliance digital ngc“ consumer ron T s WWwW nomart.com -
. ns| all chain hups:/www.relhancedigital 1t
o ol electronic jtems and goods » T v e
rends 5 y . - '
" Largest fashion sho —
' PPINE spot | hups: w ‘om
" lor men, women and Kidy RSTWHW tvendi.ajia.co
rends footwe; aroe :
‘ . Largest retal chain of foorw —1
Relance jewels P e wear | -
retail chain ' Y [ hups: www.rehancejewel
-

__—l—-"-—'—-'_




Relhance Retaal Revenue May (EY 2019 >0,
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THE RELIANCE GROUP

Unbike the Tata and the Birlas which are a houschold name in India for centurnies. Reliance siaw
#s roots i post independent India in the Late 60s. Reliance staned as a fledghing establishment

dealing i textiles wath gradual diversification in the next decades.

The Early Years

Dhuraylal Hirachand Ambani more popularly known as Dhirubhar Ambami formed the Reliance
Commercial Corporation in 1966 trading in textiles. They popularized the brand *Vimal™ and
made a houschold name through s extensive marketing by the company. The company was
renamed Rehance Industries in 1973 and eventually taken public n 1977, The corporation
gradually moved o petrochemicals. media, telecommunications and  other  industries
eventually becoming a US 158 billion company at the time of Dhirubhai Ambani’s death in
2002. Following his death, the two sons of Dhirubhai Ambani Mukesh and Anil Ambans sphit
the company into Rehance Industries Limited (RIL) headed by Mukesh Ambant and Rehance

Anil Dhirubhar Amabam Group (RADAG) headed by Aml Ambani. RIL currently operates in

the petsochemicals, petroleum and natural gas, textiles, retail, telecommunications and media

mndustries offering a slew of products and services. RADAG currently operates i the financial

Mrvices, comtruction, entertamment, power, health care, aviation and defense industries.

Rehance Communications which 1s owned by RADAG filed for bankruptcy in 2019 tollowing

accumulation of debts 1o the tune of Rs. 50, 000 crores (over US 8S billion)

Reliance Industries Limited

Following the split of Relance Industries in 2006, the Mukesh Ambani led RIL's core business

was i the petroleum, natural and petrochemicals sector RIL was quick to realize the potential

of the then untapped Indian retal sector which currently s worth over US $600 billion.
Rehance retail began operations in 2006 w ith its farst store Rehance Fresh in Hyderabad, India,

Since then, Reliance Retail (a wholly owned subsidiary of RIL) has expanded exponentially
and currently i the Lurgest retaler in India operating over 10,000 stores across India with the
Future Retail follow g at a distamt second with over 3.0 stores. Revenue from Relance

Retail sood a1 US $19.32 bilhon as of 201819,




9. FINANCIAL GROWTH OF RELIANCE INDUSTRIES :

Financial analysis is the phenomenon of determining the pcrfur_lmmcc and .\llllilhllll?’ of ar..d
of projects. budgets, and other financial operations. The following table shows the l-m;mclal_

Reliance for the past years from 2016-2020 [29].

Table 3 Financial statements of Reliance Industres .

RnCrowey

r
1
|

T & Mar20 [ Mar't9 | Mar'18 | Mar'l7 Marlg
INCOME oo ) it :
- Net Sales Turnover JISOT8 | 371616 | 290042 | 242025
Other lncome 14541 8822 8220 | 8709
' Total Income 350519 | 380438 | 298262 250734
EXPENSES ' ' '
 TOTAL EXPENSES IS | 312762 | 238301 | 198769
Operating Profit 51853 S8854 SIT41 | 43256
{ }*H[Il)f\ (lﬁ“)-' ] 67676 <9961 ‘I 31965 }
- Depreciation 9728 10558 9580 | K465 |
—_— . _— B by (S il B, ]
(EBIT " 36666| s8] S0381 | 43500
eres EIL VT T T
e W61 41367 | 457251 30777
oL L T 12113 | 9350
| Profit and Loss for the Year [ 3g; 8] 38163 | 336127 31428

A



CIUSINESS STRATEGY ADOPTED BY RELIANCE RETAILL:

orter s Five Forces Modelis simple vet a power ful tool to assess and get o know about the competitive
actors which attect the environment in a business and also o know about how to achieve and make
ol

\ccording o Porter, there are five torces which takes an Industry to the topmost position [20]. These
OIVEN die

Fear of resh entrants 1o the market

Supphers and thew power to bargain

E Buyers and their power to bargain

b Fear of hike substitute Produgts

b Rivaley rom Competitive products

chance Retml closely comply to Porter's Five Forces Model which is as discussed below:

0 Ecar of fresh entrants to the market: According to Porter, new companies and retal industries in

- the current seenario can introduce new products and can drastically reduce product prices and also
the profit ol the existing industry or firm. Any Retail sector is exposed to high threats of new entrants
due o low setup cost and need for intrastructure, But Reliance Retal is able to withstand the threat
ol new entrants by making themselves umgue among all other retwl companies by providing a very
good customer support and high quality products and a vanety of products, The price of all retail
products is kept reasonably nominal with vanous discount ofters trom tme to ume, which 1s not

possible tor any new entrants, Reliance 1s already an established brand which acts as a barrzer for
new entrants into the market

cSupplicrs and theie power to burgain: This depends on the concentration of suppliers, that as how
many such suppliers exist and the amount of work. The other factors which enhance Supplier's
strength are the total count of suppliers for every product and also the unique feature of the
products service [20]. Rehance has a very good potential supplier base for cach of the products that
they sell and also have their own brand of products, which makes it beneficial in terms of unigueness
of products and also helps in keeping other suppliers under control so that they don't increase the
prices and terms and conditions,

(i) Buvers and their power to bargain: Assessing the power of buyers to bargain can be done by
asking a simple question such as *how casy is it for buyers 0 bring the prices down of your
products™. This 1s related 10 a number of factors, such as how important every buyer is to your
business, how important your product is to the buyers, how often the buyers usually switch from
your product to that of the competitons or circulation of similar products in the market. Sometimes
the powerful buyers may rule you by their dictating terms | 20]. In the case of Reliance retail. this is
minimal. The reason being the low price, good quality and, of course, customer loyalty. Over nnwe
the company's populanty increases with the increase in the number of customers. This is so true
with Rehance retail,

ov) Fear of like/substitute Products:  This is one of the important dniving forces o bring down
business. This refers to the way your customer finds a substitute for what you have been domg or
offering. A substitution n this way can always weaken the posiion and also pose a threat o the
profitability of the business. Definitely. there has been a great deal of threat from substitute products
for Rehance Industnes. Especially from the products that are manutactured in China, the Philippines
and Thatland. This has been happening for quite some time now and has posed a great threat to all
companies and industries. But Reliance retal has been able to cope up with the threat of subs titutes
in a unique way by offering quality products unlike the ones that are manufactured in other countries
and also by pricing them aptly and giving to the customers,

v1Riv ym Co V¢ . Competitive Rivalry means how many competitors you have
and what the capability of your competitors is. If business has a large number of competitors of fenny
cqually attractive and good products und services, then that business will have hittle or no power at
that point of time. Suppliers, buyers and competitors will not continue their business with you af they
come to know that there is no benefit from you. Also, if nobody is able to offer the products at the
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Indhian Online Retml Market Size

Online Retail Market (in billion USD)
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INTRODUCTION

Nike, Inc.is an American multinational association that is involved in the
design, development, manufacturing and worldwide marketing and sales of
apparel, footwear, accessories, equipment and services.

The company’s world headquarters are situated near Beaverton, Oregon, in the
portland metropolitan area (USA). It is a major producer of sports equipment
and one of the world’s largest suppliers of athletic shoes and apparel.

It employs more than 44,000 people worldwide and in 2014 the brand alone was
valued as $19 billion (€17,5 billion), making it the most valuable brand between
sports businesses. Founded by Bill Bower man and Phil Knight on January 25
1964, as Blue Ribbon Sports, the company became officially Nike, Inc. on May 30
1971. The company was named after the Greek goddess of victory, Nike.

Apart from its own brand, Nike market its products under Nike Pro, Nike+, Nike
Golf, Nike Blazers, Air Jordan, Air Max and other as well as subsidiaries including
brands Jordan, Hurley Int. and Converse.

Nike sponsors many high-profile athletes and sports teams around the world, with the highly recognized
trademarks of “Just Do It” and the Swoosh logo (which represents the wing of the Greek goddess Nike).

Nike has acquired several apparel and footwear companies over the course of its
history, some of which have since been sold. In order to refocus on its core
business lines, Nike began selling some of its subsidiaries in the 2000’s. Since
2013, Nike owns two key subsidiaries: Hurley Int. and Converse, Inc.

Nike does omnichannel right :

You wouldn't think the shopping experience at a fortune 500 company
would make the day, but my recent encounter with Nike did just that!
Recently, a buddy came down to visit. While here, we visited the Nike
store on Newbury street in Boston. This was not a super special shopping
trip, but he thought maybe he would grab some shoes and a pair or two
of shorts. Nothing huge, but upon entry to the Nike store, I noticed the
experience they were providing was really something different, and



masterful in their approach to omnichannel retaijj. Fro
entrance to the well-placed mannequins and great di

M the

Y
Splays thbera”t,
already setting customers up to feel happy enough tq by

t
: Y, Byt L
stop there. This post will explore the omnichanne| retail impy 1‘:tdi

: : e
at Nike from the perspective of a consumer, with my CommEnts ’:ent
technologist so you too can apply these concepts/tech .,

: Moy,
strategies into your own omnichannel retail presence, g
Design for omnichannel retail :
In this Nike store, as I mentioned they truly are making the actugl,
design accessible and €asy to navigate. They make great g,
colors/textures/desi n to trul enhance theal d;‘gf the CUston
If you look at Googletfor a secong) Whoghas® M " the epiton,
fun/vibrant workpfacerq esignitorgetmore”

f their people, the sam:
C0lofs, placing their o
UinstandSuising natural textures delivers ;
powerful bflying environm Y The/NikeSstorelis. 4 arvelzof'omnichannel
retail degign. dtihelpsimakeitha. onnecti onsumers that this is not
simplyfatretail store, but they arega¥bra th™the right technology in
their prodicts to deljye; gr€atiactivewear, which is reflacted in the qualit
of theistore designiitse|f! Since alpicture is worth a thousand word, check
out the'designs below: This obviously 4 large space, and does have a lot
of room_ forsdesign’a esthetics, but the point is they make you feel goqd
about the brand before you've even decided to buy something, making
easy to consider an actua| Purchase. In addition to the store, if you look &t
the Nike website, the very first thing is 5 whole page of all different colof
jerseys. This is to A) appeal to a

applies to retail stores filli githe
vibrant designsfion tma



Getting.p ou fro verywhere

‘l?ﬁﬂ il "'l\‘ ¥ ‘.’ ﬁéi i f‘
When you shop aim €, orat _-{i; )i Q;Ice (maybe you wouldn't

which is kind of /the point)'tha '.ﬁ,‘m an sop anywhere and have the
product show up anyw‘h$r d'dilike. I'm oferring to buying onlme

picking up Jn store or bu Kp{ s ;h_‘ti 'glvmg the p ﬁ% t&t e ome,
or simplygt av1pg‘_|t 0&1_;: lered and ready at e ev

d and ready at an ‘gr st orey W er the case
may begthe omnichanne retan ) b lized is ready to provide
any _;o‘lo uﬁt\lee carries, any fc shmer could possnbly want it

with p ,,rameterst gdlt which locations the product is on hand, and Wthh
locations to"ship the product too. It is not overly complicated, and yet
many retailers are STILL missing this point. While Nike may have put a few
million dollars into the entire customized system, you can have the same
ability to operate across channels with SKUSavvy. This is not hard to
implement or have someoné implement for you, and will give you the
same functionality across any channel you prefer to operate
through while letting you manage it all from the comfort of any device.

The staff operates as omnichannel closers

When in this store, you realize the people of Nike have really educated
and made aware their employees of all options a consumer has while
shopping. Nike staff members are sensible about when a customer should
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be approached, without being overly 399’955"’: ,bUtT:?r)./ d“"’”f"fﬂ !
needs of customers when @ customer requests NEtP: IS 1S Very imp,,
as customers in this sort of buying enqunment are susceptip,
multiple purchases (also must consider location as an advantage |,

However, many people making purchases here are Internationg|
buying in store and shipping 10 their home 'IS a p'referredl opt
Additionally, Nike gets a lot of customers purchasing onhpe to pick u,
this store. Each staff member is aware of this, and thus likely to sugc
other options. One specific example is their use of NikelD. Because h
has embraced a wide color pallet for the production of their shoes, t|
can allow customers individuality. Staff members make this known
many people who are not o ine_sh rs of Nike.com, Of aré unaware
the website functionality. For Nike, this is@ great way to introduce peoj
personally to theifomnig etail systems: They can sell them in stc

This is critical to thessuccess of each perfson buying./Again here it Is ¢
Jbout tachinology but it s centered.around product technology. Nike s
some/reallypinhovative (a erials’and fabrics which are used to showcas
quality/and’durability tot thletes. Consumers don't recognize this unles
theylare showniclearly atpurchase. Even online, where you can find all the
dEte N ff‘i g compared to the in-person product review. Nike
handles this-very well with the displays to clearly map out what features
the products have both in store and online (ie. Flywire, NikelD, Dri-Fit
Hyperfuse etc.). On top of this the store staff help points this out In
fems oF et 1t Will By wittwhatevap ILis youj Wil operthe roduct
for, or they will show you where it is located within the store. P

Frictionless checkout

As my friend worked with one of the staff to fi _

liked, helpful tips took him around the store t:;”sde :2; lp:llr' of s.ho-;es r?e
color/design that my friend wanted. This was smooth, and t':)/ees ,s'm' il
was helpful in his approach. As soon as the "yeah these are Soa ce;&"»ll:ha'rscm
the staff member was there on the spot to scan (with Nikg'soappja;?,:



ode accept th? credi.t card, and comple * Purchase, He gave the
ion of an emallorecelpt ur physical "eceipt, and when asked for a
cical receipt he simply sent it to 5 little printer Machine (three of them
oughout the store) to grab the receipt and bring back a bag. This both
Junned and. awed us at how seam|ess it was, In any Nike store, the staff is
;quipped with handheld point of sale (POS) systems to operate from,
rrom the same POS, they can buy items and haye them shipped home, or
accept returns (though not al| deyi i
technology which went 3 long

large, heavily trafficked store. Going a step further, this frictionless
checkout can become even

more frictionless with Epic Commerce, using
payments directly through a consumer's app._to_scan, buy, pick up, and
walk out without ever needing any assistance (stil 'in‘Jbeta, signup to
receive updates).

,:‘J

Increasing customer confidence

As we neared the end of our shopping experience, m
how excited he was about the 30-d§y money back g
fact, a great policy if you can pull it off. Many new t?rtands utilize thijs
method to sure up any customers on the purchase decisjon, In this case
Nike offered to let you wear the shoe for 30-da3'/s, and if you weren't
satisfied, you can return them and get Nike credit. While 'm guessing

y friend mentioned
uarantee. This IS, in

‘
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7 by “util ize seamless
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10 do, as they have.a large.It really was a great display of

""fibution and complex supply chain, If we think
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Ufrhis pretty much sums it up. Really, the system just needs to route the

proper order details across all channels while keeping accurate inventory
updated. This is something Nike has done a nice job of. This system,
however, is already available for small to mediu m-sized retailers. You can
have a full omnichannel retail presence and not have to pay the dollars
Nike has in order to make it happen. The key is to get it started sooner
rather than later.

With that, we will conclude the Nike shopping experience. As you can S€€,
it is a promising time for retailers who can combine the right use of
technology with proper in-store implementation. While not every part of
retail is perfect, this was an experience many customers can jive with. It
offers a great Iayo%&%r hat om nichannel retail s| 0

and hopefully, it will only cor e td expahd in the fut
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COMPANY OVERVIEW

The customer is @ nationwide specialty retailer of women’s fashion and accessories,
known for offering the latest trends of the season at attractive values. They employ more
than 500 assaciates at their brand headquarters and approximately 7,500 part-time and
full-time associates throughout their retail locations.

Most of the company’s major functions including Merchandising, Design, Marketing.
E-Commerce, Finance, Human Resources, IT, Loss Prevention, Purchasing and Facilities,
Production and Sourcing. Planning and Allocation, Real Estate and Store Operations are
housed at the brand headquarters. They operate moré than 550 regular price, outlet and
ecommerce stores in 44 states and are one of the fastest growing retailers in America.

CHALLENGEDS

As the company's IT systems evolved over time they became very challenging and costly
to operate and maintain [e.g. human capital. time, effort, opportunity cost]. Many legacy
systems were built from aging technology or computing environments with limited access
to requisite skills in the job force.

This disparate IT infrastructure resulted in a platform that was not robust, scalable, or
extensible, and was unable to support go-forward business initiative aligned with real-

time inventory and cross-channel integration.

Vizuri is an award-winning IT services and expert consulting firm that combines
expertise in modern software architecture, tools, and processes with a selid
foundation in engineering principles and focus on open standards. Vizuri specializes
in cloud enablement, enterprise application design, development, integration and
performance management. Our clients benefit from our disciplined and focused
approach to providing solutions that are unique and highly valued.

Additionally, Vizuri serves as a strategic partner and authorized resellgg for a select
group of leading Enterprise software vendors and cloud service providers including

Red Hat, Open Shift, Mango DB, App Dynamics, and Amazon Web Services.
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MISSED OPPOR

Modern retailers often have multiple distribution channels through which their p
reach the market. It is often the case, however that the systems within one distribut
channel [E-Commerce web site, retail location, distripution centers. etc | are
grated with the others [siloed), and therefore are not aware of the inver tory n these other
channels.

One of the most problematic effects of siloed distribution channels is known 23 2 stoce-
out, or unfulfilled inventory request. As an example, a stockout occurs when 2 potent
customer wants to buy a specific product, however the particular store they have vt
doesn’t have it in stock, and can't quickly find it and allow the customer 1o make 1
purchase. Being unable to purchase the item, the customer leaves the ctore

2
e

shipped directly to the customer, thus "saving the sale”’

To meet these challenges and a support new business initiatives, the cusiomer tnere-
fore needed to integrate their siloed distribution channels and provide store assoc zles
with a unified view of inventory and an ability to “save the sale”. This would zllow them o
implement a fully integrated marketing and sales program that leverages zll aistroution
channels, promotes the brand consistently, and increases revenue.

to be implemented and integrated with existing information systems IMICROS-Retz | ATG

Commerce, in-house) as well as third-party service providers [GS! Commerce) in z une-
fied, orchestrated fashion.

DESIRED SOLUTION

The desired solution required an integration platform that maximized cost efficien-

cies, removed complexity, and reduced CAPEX and OPEX costs associated with software
licensing and personnel. This required the institution of standards for processes and pro-
cedures that aligned with industry standards and accepted best practices. The adoption
of these standards would provide the best approach for consolidating existing cperzting
systems and reducing platform variations, and reduced both licensing and human czpial
costs, and eliminated proprietary vendor integrations.

As a first step. the customer worked with Vizuri to create an IT Archite:}urafagacn_a for
integration that began with a Service Oriented Architecture [SOA] Proof-Of-Concept

goal was to leverage out-of-the-box functionality that JBoss SOA-P provides coupled
Enterprise Integration Design Patterns to create a reference architecture zng meth
ogy that established a baseline for enhancing the timeliness and accuracy of inform

to/from its retail locations through enterprise integration.
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“The program
was built upon
three key
architectural
components
that provide
higher
levels of
custorner
service, product
assortment,
anhd marchan-
dise availability
independent of
setling or fulfill-
ment distribu-

tion channel”

The customer then started i 1seilora Multiphase project to deliver cross-channel sell
ing to the enterprise. This phase of the project integrated MICROS-Retail Pomt-of Sote
(POS), Sterling Commerce Order Management System [OMS], ATG Commerro-a;at;;a-
party fulfillment partner GSI Commerce’s Warehouse Management System ?—'I—{MSJ. o ;
bl visibility and online ordering at the POS . This enabled store ass'a.:c',es
to ship merchandise directly to customers not found in the retail store and ccmpie:; the
sale that may have otherwise been lost.

The program was built upon three key architectural components that provids nigher
levels of customer service, product assortment, and merchandise availability independent
of selling or fulfillment distribution channel:

1. The Point-of-Sale systems were enabled to look up and sell inventory 2
the distribution center, nearby stores, and accommodated multi-vendor SKUs

to view available-to-sell inventory based on style, class and size lacross 2!l
colors).

2. The Order Gateway captures special orders received from Point-of-Sale,
Pushes orders to Warehouse for fulfillment, receives status updates from
vendors, emails status updates to customers, and receives ship confirmations
from the Warehouse.

3. The Centralized Order Integration Hub establishes a foundation for the end
state, leverages existing fulfillment infrastructure, and reduces cusiomer,
manual and fault laden processes. It provides an aggregated and synchro
nized inventory across the network of stores and distribution centers.

A FOUNDATION FOR SUC

This solution established an intelligent Retail Brand HQ Integration Platform. JBoss
SOA-P serves as the integration hub for all of the systems to integrate and exchange
information. It is vendor neutral and provides a central repository for all business rules,
workflows, and data exchanges. In addition, "Ask Us™ Program has enabled the customer
and Company to:

RED HAT & JBOSS SOFTW
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1. Establish an Integration Hub outside of any vendor point technology.

2. Provide a repository for centralized business rules that enables process
automation and metric reporting.

3. View and report on process metrics, even long running (multiple day)

processes and/or transactions.

4. Integrate with internal and external systems . |
a. Message Transformation and Enrichment
b. Protocol Mediation
c. Message Routing and Splitting
d. Error Reporting/Interface Compliance

5. Eliminate costly point-to-point integrations

6. Enable other systems to interface in a secure, standard, and compliant manor
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Scalability, performance. and reliability were paramount and critical to the success of the
program. Red Hat Enterprise Linux was selected as the core operating system for the
new Sterling Commerce OMS, Oracle database, and server platform for the JBoss SOA-P

and JBoss EAP enwronments. It was critical to the business that the systems performed
under load especially during the retail holiday season

JBoss EAP 1s now utilized at brand headquarters and is responsible for running the

Sterling Commerce OMS. It is deployed in a highly-available configuration capable of fail-
ing over gracefully to ensure that no orders are lost

JBoss EAP Kiosk 1s utiized at the Retail Stores prownding a stable. uniform. and manage-
able environment. It is responsible for receming messages and invoking workflow locally

at the store Jts use will grow significantly in the future as it works collaboratively with
the brand headquarters SOA-P infrastructure.

MULTI-CHANNEL DISTRIBUTION: GREATER
CROSS-SELL AND HAPPIER CUSTOMERS

The initial pilot rollout to 100 of the company's retail locations was extremely successful
dunng the holiday shopping season The project's ROl numbers well exceeded expecta-
tions, and 1s projected to achieve more than 1800%. The remaining 450 retails stores
have now successfully implemented the program_ In addition, other business units are
looking to add additional functionality and customer choice at the store through additional
services. Given the positive results, New York and Company has selected the JBoss SOA-

P, JBoss EAP, and JBoss EAP Kiosk cornerstone technologies of its Multi-Channel road
map

BENEFITS

The customer is now able to deliver higher levels of customer service, product assort-
ment and real-time inventory availability to drive revenue, consumer satisfaction and
brand equity. They have elevated their level of customer service by providing their associ-
ates with the tools to deliver value to their consumers, increase the emotional connection

to their brand, and drive sales by improwng the overall customer experience in slores and
online '

INTEGRATED TERMS:MAXIMIZING RETURN
ON INVESTMEN

L4
New York and Company selected Vizur. a Premier Red Hat Business Partner with past
credentials for delivering innovation to a5sist us on the project. Vizuri was instrumental
in developing the IT Architectural Road Map. SOA proof-of-concept, Retail Store JBoss
Kiosk dem and the dﬁ.gn and build out of our SOA Reference Architecture T'\Qy were
key and essential team members to the “Save the Sale” program who helped us shape



“In today's econ-
arny, cempanies
are asking their
IT departments,
to deliver more
services and
innovation witn
the same or
less budget. ”

the business strategy for the intelligent Retail Brand HQ Integration Platform from incep-
tion through rollout. Vizuri's deep understanding of the customer’s business goals and

Red Hat products were of great value and allowed them to serve as trusted advisor to the
customer.

ADVICE FOR OTHERS

In today's economy, companies are asking their IT departments to deliver more services
and innovation with the same or less budget. Integration can be very cost-effective and
is not as hard as organizations make it out to be. Our recommendations include estab-
lishing a central integration hub using open standards based technologies, providing a
repository for centralized business rules outside of technology-platforms le.g. databases.
third-party COTS, etc.), aligning with industry standards and best practices, and find a
qualified partner to assist in your efforts.
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Overview - India Retail Industry

Retailing Is the world's largest private sector contributing to 8% of the GDP and it employs
one sixth of the labor force. The estimated retall trace s expected to be 7 tnllion US §. As
far as India Is concerned, The Indian Retall Incustry is the largest amang all the industries,
accounting for 10% of our GDP and 8% of employment which is the second largest sector
next to agriculture which provides employment to more number of persons. Now according
to 2 survey Dy the US-based global management consulting firm, A T Kearney in its 8th
annual Giobal Ratail Development Index (GRDI) 2009, India has been ranked as the most
atractive nation for reta: investment among 30 emerging markets.

%th the cevelopment in technology, the economic growth of people and increase in the
number of nuciear family, the whole concept of shopping has alitered in terms of format and
consumer buying behavior, ushering in 3 revolution in shopping In India. So, developing
irda s gradually moving towarcds the organized retail marketing from the traditional
Jnarganized retall marketing, bringing a great boom in the retail industry. Stil the
:;;aﬁxzed retail contridutes 5% of total retail industry in India and shows the good potential
of growth.

Mocem retadl has entered Incia 2s seen in sprawling shopping centers, multi-storied malls
anc huge complexes offer shopping, entertainment and food all under one roof. The Indian
retading sector s at an inflexion point where the growth of organized retailing and growtn in
the consumption Dy the Indian population is going to take a higher growth trajectory. In
Inc:2, the organized retail sector presently exists in following formats

SLpermarkets
Hypermarketls
Department Stores
Specialty Stores

Introduction

Futurs Group, lec by its founder and Group CEO, Mr. Kishore Biyani, is one of India’s
le2ding Dusiness houses with multiple Dusinesses Spanning across the consumption space
retading as its core Dusiness activity. Future Group believes in developing strong Insights on
Indan consumers and bulding busnesses bDased on Indian ideas, as espoused In the
F7oup’s core value of 'Indianness " The group's corporate credo is, ' Rewrite rules, Retain
values'. Kishore Biyani led the company’s foray into organized retail with the opening up of
the Big Bazaar in the year 2001

It is 2 unt of Pantaicon Retail (India) Ltd, the group operates over 16 million square feet of
retad space in 73 aties and towns ang 65 rural locations across India. Headquartered in
Mumba (Bombay), Pantaloon Retail empioys around 30,000 people and and is listed on the
Indian stock exchanges. The company follows a multi-format retail strategy that captures
simost the entire consumption basket of Indian customers. In the lifestyle segment, the
group operates Pantaloons, a fashion retail chain and Central, a chain of seamless mails. In
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Carrefour, offer weekend discounts ane WOrks on the same economy model as Wal-Mart andg
has consigerable success in many Indian cdties and small towns.

There is always a 'first mover advantage’ in an upcoming sector. In Ingia, that advantage
00es to “Big Bazaar.” it has brought adbout many changes in the tuying habits of people. It
has createg formats which provide all tems under ane roof At low rates, or so it claims

Also, with the €ver Increasing array of private labels, it has opened the ¢oors Into the wortd
of fashion ang gen

eral merchandise Includ ng Home furnishings, utensils, crockery, cutlery,
Sports goods and much more at prices that will surprise you. First Food Bazasar format was
added as Shop-In-Shop within Big Bazaar in the year 2002.Big Bazaar and Food Bazaar
blena the ook, feel and touch of Indian Bazaar with modern retail concepts of choice,

convenience and quality. And this is just the beginning. Big Bazaar plans to ade much more
to compiete your SNOpping experience.

Big Bazaar is now the I3
stores in over top 70 c|
maonth on an average.

rgest hypermarket chain in Inda operateing out of more than 120
ties and top 25 stores register a cumulative footfall of 30 lakh a

Vision and Mission

Group Vision:

Future Group shall deliver Everything, Everywhere, Everytime for Evary Indian Consumer
in the maost profitable manner.

Group Mission:

It shares the vision and belief that
creating anad executing future sce
development.

its customers ang stakeholcers shall be served only by
NAaros in the consumption space l223ing 0 economic

It will De the trendsetters In €volving delivery formats, creating retail reait
consumption affordable for all customer segments - for classes and for masses.

¥, mawing
It will infuse Indian brands with conficence and renewed ambition
It wil be efficient, cost- conscious and committed to quality in whatever it does

It will ensure that Its positive attitude. sincenty, humiiity and uniteg cetermination shall
be the criving force to make it successful

The tagline of Future Group is “Rewnite Rules, Retain Values®

Core Values

(¥ Sscanned with OKEN Scanner
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o Leadership: to be a leader, both In thought and business.

* Raspect & Humllity: to respect every individual and be humble in our conduct.

* Introspection: leading to purpaseful thinking.

Openness: to be open and raceptive to new ideas, knowledge and information.
vValuing and Nurturing Relationships: to build long tarm relationships.

Simplicity & Positivity: Simplicity and positivity in our thought, business and action.
Adaptability: to be flexible and adaptable, to meet challenges,

Flow: to respect and understand the universal laws of natura,

Target Audience

* Higher and middle class family
* The large and growing young working population is preferred customer segment

* Big Bazaar specially targets working women and nome makers who are primarily
declsion makers

Marketing Strategy

Big Bazaar came up with the Innovative ideas to Increase the footfalis in its centars
which prove to be great success in making good business. The strategy which they would
adopt will have low price, high advertisements and it would offer ditferent Kind of schames,
affers, discounts, scratch cards, coupons. It would also give stress on praviding the prompt
services like home delivery, after sales services, quarantees and warranteas, so as to
sustain in the market and to create a good reputation It keeps continuing these strategies
every year during the same time,

* Sabse Sasta Teen Din ( Big Days)

On 26th, Republic Day- a Natlonal Hollday, Blg Bazaar Marxeting Department gave a

new thought on this day In 2006 they started a new shopping festival, i.e. Sabse Saste
Teen Din,

Continuing Its efforts to provide the best shopping deals and savings to empower Indian
consumers and create abundance, Big Bazaar Is all set to make every years’ Republic

Day weekend shopping, truly memorable, with rock bottom prices, best possible
discounts and mega offers,

From daily household needs of food and grocery to apparels, footwear, toys, luggage,
kitchenware, bed and bath ware, home décor, fumiture, electronics and fine gold
Jewellery; 'Sabse Saste Teen Din’ will have an axciting array of attractive offers, deals

(} Scanned with OKEN Scanner
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and discounts, ensurng sometning for everyone In the “amiy, to shop for, and »
maximum “valye for money” for 2l Customens.

* The Great Exchange Offer

Big Bazaar announces The Great Exchange Offer with a “Bring anything oic and take
anything new"” concept which started from the 16th of Fed 2008. Under thus offer, the
Customers are given the exchange COUDONS Instead of Cash On the exchange of oid stuffs
like, paper, utensils, plastics, tyres and anyThing you have. These coupons were valic LD o

particuiar date. During the valdRy Cate. customer can redeem these COUDONS on the
purchase of gooas.

The price range for thesa oid products is 8s foliows

Olc utensils and plastics is Rs. 75 per kg, 0id Clotres are Rs. 200 per kg and 0IC PewsSDapers
are Rs. 25 per kg. Even the oid tyres can De exchanged at Rs. SO per piece. You Can even
exchange oid fumniture, luggage, footwedr, home needs O furniture Can De exchange for
up Rs 10,000 dependng upon the furniture you exchange O pet DotUes can De
exchanged for Rs. 25 per kg and electronics up to Rs. SO00 O1d ‘eather goods can De
exchanged at Rs. 25 per kg and any other 0id Procucts can be excharged at Rs 25 per «g

You Can use these exchange COwOoNs 0 Duy processed food, home Came, slectmrg
Procucts, personal care products, and grocenes If you Can Shop "or § imes ™Ther value For
exampie f you have an exchange coupon of Rs. 100 with you, you ShoulC Duy Droducts
worth Rs. 800 to redeem this exchange Coupon and thus getting 2 oiscount of Rs. 100 ang
thwus you wi need w0 pay ondy LEY 700

e  Wednesday Bazaar: Halle ka sabse sasia din

In January 2007, Big Bazaar inroduced a Wednescay Bazaar concest called “mafe xa
Sabse Sasta Din” with the am L0 give NOMemakers tNe DOwer 10 Save e most on this day
of the week. Sabse Sasta Cin- the Dest Dargan day for SHOPOING- ths ConCept was started
by Shoprte, one of the main retad companies in South Afnca. This concept was carred
Incia also. But unfortunately they were not adie 10 Carry forward this successfully This
concept was then acguired by RPG group's Spencer's and the Future group's Big Bazaar On
this cay, . 'n all the outiets of Big Bazaar, there IS Nedvy BSCOUNTS IN 38 Droducts compared
O other days

Weanesday s promoted as Mafte ka Sabse Sasta Din. The reasor o (hoose Wednesday for
pest DArgain Gay 'S that majorty of Incians J0€3n T SHCD on thus Say of the week. Reports
Nave suggested that On Wednesday there are 3DCroumMately Twenty fve Dercent fool™ais as
compared 10 weekends. Being micdie day Of the week, worung women Sonl visit stores
Major customers Of these superstores are housew ves. S0 f discounts are given, footfals
Can De INCreased AN that result into more sales for the store. Everyone wants 1o saves and



WORS PO W IRMEETY, DU LUDUFIRET ) YL MEDAFIGIEU LY LMD LTRSS I @R W AU W D e
more 10 save. On 2 single Cay Store IS able 1o G0 Dusiness of more than 70-80 laahs
ACCorcing to some customers Cue to thes conCept they abse 1o save around Rs 3,000- Rs
4000 a month whiCh means 3 Dif 3mount SC tThey Drefer to Shop on Thes Cay

* 5 Days Maha Bachat
Uke in Repudlics cay, in the Incependence Day perod- Aug 15, Big Bazaar launched the °S
Days Maha Bachat” scheme in all the outlets over the India. This scheme s open on 12-16 7
August every year. In this scheme, there are vanous offers such as Buy One get One free
In apparels, ‘Fiat 20-50% discounts’ In electronics, foods et Records showed that there
were exceptional offers on more that 160,000 procducts anc over 55 iaan customers visited
N ali the stores in the country.

*  Guerrilla Marketing.

Big Bazaar has launched new markedng strategy which s Dased on Guerriia Markeang
Guerniia marketing warfare strategies are 3 type of marketing warfare strategy designed to
wear-Jown the enemy by a long senes of mMinor attacks, using principes of surprse and nit-
ANg-run tactics. Atack, retreat, hide, then 00 it 30ain, and 3gam, untl the Compettor moves
On to other maruets. Heren guerriia force 1S Sivided INto small Jrouds tThat select vely attack
the target at s weak points. Corporate ke Coke, Pepsi, efc Nave Deen using the same for
Quite some Ume Now and the latest entrant s Future Group - Bug Bazsar, Pantaioons, Future
Bazaar, eZone are 3l Dart of this group and they are taung or the Dggwes ke Shopoers Stop
Lifestyle, ancd Tata's Westside.

In orger to co the same, Future Group have Come up with 3 Catiny CoChy and (Neeky ad
CAMPAIgNS which surely 30 CAITR our ey#s And sSurely One CaNY ress! aprreciatng thhe

same

"KeeD West-aSice Make 8 sman chowe'”
“Snoppers' Stop Make & smart chowce'”

*Change Your Lifesty'e Make & smart chowe'”

Marketing Mix: 7 P's Analysis

"Marketing” 8 the promation of procucts. #Specially aCverasng and branang Marketing
Pracuce tends 10 De seen 33 & (redtive NAUsiry, which inCiudes advertisng, Sstrbution and

sebing

Marketng mix is & JeCIing factor in formulating marketing technigues for the success of 2
PatICuiar Drand, COMMOGty Or company The components of markehing Mix are

e Product

o Price



The Retail Mix
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Process
Physical evigence

PRODUCT:
Big Bazar offers the maximum vanety lor cach cawgon of priduct It provides more than

2.00,000 items- tood, grocery, utensils, kilchen needs, home needs, bath needs. foys stabonary

electronics & white goods which are sold af a discount to Ihe maximum relall price I'he product 1s
the same 1 every store i the caty but the brand options are more i Big Bazaar Also, the quantity
!‘”f i‘.’dt‘h '"."duu 15 Dot “ﬂl"&'d o ’Jf_l_-"-' p;":ks unl} ”-m same Pf(N]Ud 15 as .lll.lhl'.- I varous siz¢

and different packaging. The commodities sold by the retal chan also mclude its own products’
(Private Labelsi So costs are low for such products. The various categories of products available in

Big Bazaar are as tollows:
Apparels-formal wear, casual wear, accessories, undergarments, cut pieces, sarees

L]
ete
Food- ready to eat, ready to cook, spices, tea & coffee, cry fruits etc

Farm Products-vegetables, fruits, dairy products
Chill Stations-soft arinks, packaged juice, milk items, frozen foods, Icecraam

L J

[ ]

L ]

e Home & Personal care-shampoo, soap, detergents, liquid wash, deodorants
o Electronics- TV, washing machine, oven, fridge, laptops, camera, mobiles
e Furniture- Living room, bedroom, dining room, bathroom, bean bags, paintings
L ]

Chilg care- Kids wear, Toys, Stationery

PRICE:
Price is the principal value proposition at these stores, Price s the critical point in a compaetitive
industry. Big Bazaar works on a low cost model, It considers its discounted price as its USP
There |5 an average discount of 5-60% on the items in respect to thair MRP, Prices of products
are low because it Is able to secure stock directly from the manufacturer. There are huge
synergles in terms of bulk purchasing, central warehousing and transportation. These all

factors help this retaller o keep low prices. Varlous Pricing schemes offered by Big Bazaar

’ Value Pricing(EDLP)
EDLP means Every Day Low Price, Big Bazaar revises the price of few commodities such
as cereals, grains, oll, vegetables etc every day depending up on the fiuctuation in

market and make sure that revised price Is lowest in the market.

. Promational Pricing

Promoticnal pricing Is typically used when new products are being introduced to the
market. It can also be used to stimulate demand for products or services with 1agging
demand. Whenever there are more stocks of the product or when new products armved

In the store, Big Bazaar offers the following promotional pricing.

Low Interest Financing



= and
Big Bazaar offer low or no interest financing for the purchas;::s; furniture an
electronics goods. It also provides easy EMI schemes for the purc

Psycholagical Discounting

‘ L: IIs, grains, there (s price list
t, specially in the area of cereals, o
Ei?s:;:v:ée:v\;tgr?r?:?wRPpand the Current price to bring psychological impact en the

" r
customers. This creates the Impulse In the customer to buy the produces looking at
good amount of differeance in MRP and current price,

Speclal Event Pricing

r
There Is special discount price marking some special natlonal or local occasion o
festivals such as New year, Moli, Gudl pawa etc,

. Time Pricing

Big Bazaar proves specal price for some commodities with the price displayed ?s
Today's special offers. The low discounted price for avery Wednesday also comes in
Time Pricing scheme of Blg Bazaar.

. Bundling

The few related products are bundied to

gether and offered in price less than the total
price of all items together. This |s called bundiing. Big Bazaar practices bundiing for
sanitary items( Shampoo, liquid soap, detergents) , Packa

ged foods( Biscuits, noodles,
Soup), Kitchen stuffs ( Tea, sugar, coffee) etc,

Y Creates an image of

rough TV, road shows
Bazaar Challenge.”

store has advertised th
show-typed promatio

nal Campaign "The Blg
Singh Dholl as Brand Ambassador for its Brand endorsement,
Din* and “Monthly Bachat Offers” are a very successful stra
products across categorles sych as apparels, furniture

at the lowest Possible prices, coupl )
attractive offers being a 20-|

trousers for Rs 199 ang HCL

and also starteq re
They choose the Mahe
Promaotions like "Sabse

tegy te get footfall
electronits, utensils and food products
ed with attractive promaotion

2l schemes. Some of the most
itre brandeg microwave oven with grill for Rs 2,499, jeans and
laptops for Rs 22,990,

ality
ndra
Sasta
In thesa



Offer at Monthly Bachat:

Atta 10 kg worth Rs 280 - for Rs 189 only

Toor Dal 1 Kg worth Rs 86 - for Rs 63 only

Spice whole Jeera 500 gms worth Rs 125 - for Rs 99 only
HTM Rice 1 Kg worth Rs 30- for Rs 26 only

Dhara Sunfiowar Oil 1 litre worth Rs 78 - for Rs 54 only
Surf excel Detergent 3.8 kg worth Rs 421- for Rs 356 only

Other type of promaotion is the particular store oriented promotion which includes speaking on
the loudspeaker in nearby blocks. Leafiets are given in local newspapar. There are promotiona
efforts even Inside the store. Buy 2 Get 1 Free types of promotions are very common. Onginal
prices are cut down and new prices are shown, of which customer takes quick notice There
are loyaity schemes which reward regular clients. Promotion 15 also done through co-branded
credit cards with ICICI bank. They aiso give some amount ( 2.5-10%) of discount on the total
DIl sum if ® exceeds 1000 or something there is gift offer for the purchase more than Rs 1000,
They have introducad the future card which has flat 3% discount. They have very good
strategy of impulse selling efficiently using the POS. They displayed the various stuffs in the

trays and drums on the way to POS where customers have to stang in long gueue for bill
payment.

Pcople

Big Bazaar =qually takes care of its employees and staffs as It does for its customers. The HR
department of Big Bazaar is very dynamic. Empioyees are the biggest sirength and assat of
any organization and the HR dept realizes this very well. HR Department takes utmost care o
select, train, motivate and retain ail the employ=es. Big Bazaar has continuous devsiopmeantal
programmes for all the employees. Big Bazaar its employees from following four sources

Consultancy Services: For top level management

walk-ins- Main Source of Employee recruitment
Employee Refererrals

Campus Recruitment;- For young and fresh enthusiastic employee

New employees selected will be given a 13 day induction and training program during which
they will be informed about the company’'s business, differeant departments etc and thelr
roles, duties and responsibilities. The new employees will be on probation for a period of 6
months, After this period the HR period along with the department manager will review the

performance of the employee, If the employee’s performance is good ang encouraging, the
employee’s services wlill be confirmeg.

Employees are give the attractive pay package along with the PF, Cashiess Mad.claim, Annual
benus during diwali. Each employee is given “Employee Discount Cara”™ (EDC) which gives the
special discount of 20-30% on the buy of any products. There Is annua! performance appraisal

cycia in the month of April based on which employee will get tha incentive and increment as
weil as promotion.

Future group has its own training division for all its employees, known as ‘Future Learning &
Development Limited’ (FLDL). All the employees are given training for 20 days in 2 year.
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[ Figure 1. Projected Retail Sales, by Sector (2020)
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‘Gurukul’ which s a part of FLDL gives training to all the employees on various skills ke team

wark, dedication discipline Improving customer service etc to make them maore knowledgeable
anyg productive

Employees of Big Bazaar are highly motivated by following factors

Feeling of Belongingness

Good wages and salaries

lab Security

Good working condition

Full appreclation of work

Tactful discipling

Employee Loyality to employees
Interesting work

Promotion and growth In the organization

Process

Big Bazaar avalls various services to make help the customer and make thelr shopping easy
and comfortable, It has the very powerful billing application which easily calculates all the
discounts and bonus. The centralized database makes it possible to have the multiple billing
counters In same and different floors, So Customers need not to waorry about where to make

the payment. He can make the whole payment In any one of counter Irrespective of goods
purchased. '

There 1s customer help desk which Is open whole day during the business hour to help the
customer In any Issues. It mainly helps in making the member, distributing the discount
coupans and redeem the coupons, There Is continuous announcement of new offer to make the

customer aware, Any message customer wants to make |t announced can be done requesting
at office,

The trolleys of varlous sizes are avallable In plenty of numbers. So there IS no need of walting
for the trolley to be free, While paying the bill, there are separate queue for cash and card
counter, The sales boys are present In every corner of the stores to help the customer in any
needs. The service of packing of Qoods Is also very satisfactory In Bigbazaar. Home delivery
services and Online Shopping facilities |s avallable through the www futurebazasr com ,

Physical Evidence

The amblence of Blg Bazaar stores |s good and clean. The air conditioned multi-storey store

has enocugh space for shopping. So customer won't feel suffocated inside the complex, The

space Is divided into various parts as per the product category to make the customer easy for
shopping.

The products are arranged Properly In the shelves considering the target group and nature of
the product. All the most essentials and new arrival products are placed In the front. To
faclitate the consumers, the price lists are displayed In boards and banners. And the

hospitality of the employee and staffs and thelr willingness to help the customer is highly
appreclable,

G‘i Scanned with OKEN Scanner
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SWOT Analysis

Strength
e Variety of products more than 2, 00,000 available under one mof.

Good brands available at affordable prices.

Cheap goods available to the consumers due to the absence of middiemen
Many outlets all over Incia. It has a good customer base

It Is positioned to the customer as a place where the customer can shop each &
evarything of need

Huge promotional activities to increase the footfalls

Huge Infrastructure and good ambience

Better understanding of customer needs and demands

Weakness

Big Bazaar has not yet trapped the whole markeat

Facing problems due to political environment

Store unable to meet the growing consumer demand. General Percaption of
consumer

High cost of operation due to large fixed costs

Very thin margin

High attrition rate of employees.

Do not use the costly method of advertisement

Opportunities
¢ Huge untapped market- only 5% Is organized retall in India
e Lot of potential in rural penetration
e Can enter into the production of various of products due to Its in depth
understanding of customer’s tasted and preferences
¢ Can expand the business in smaller cities

Threats
e Competition from various branded organized retalls such as Rellance, Spencer, wal-
Mart etc

Competition of unorganized loca! retailers
Government policies in tax

Economic Condition and recession
Lowering Margin
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Introduction:-
Amaszon is an Amencan niternational e-COMIMETCe company It was sarted by Jeffrey P Bezos in the year 1994

And it was kunched m India n June 2013 Three years back, Amason bad m infrastruciure in India, and w8
dotmnates the | ndian markets. Al the very stan il was perception of investors that 1o Indsa It will nedt go long hike
China as m the year 3004 when Ammzon entered m Chana ot hasa t seen !uxb-.uuns there with Alibaba sty
Chinese competitor, dominaling the e-commerce market. After its bad run n Chuna, Bezos w going all 1o for India

Fact behind formation of Amazon m India was its huge oumber of beadcounts L. 1.25 bilhon four (imes as big us
the US 's and more than doubles Eutope's Of these. 500 mullon around 35 petcent. mse ugeinet wers As pes
rescarches the ycarly growth rate of micTet users is highest 1n Indis around six mullon users yan cvery month
Rescarchers ¢ ypect the onhne shopping market m India 10 reach $15 ballson by 2016 up from only $35 mullon n

2014,

Platform-based murkets have hecome increasingly prevalent, and compnse & largs and rapudly growing share of
today s economy (e g Eisemmann 2007) Such markets are often described s mlti-sided because mulliple groups
of p.m.-.mv—-urh 2 consamers aod complementory—nced 0 gan e 1o the sune platform o intcrsct with
each other and 3 platform’s success depends on i3 abalsry 10 brmg them on boamd (e g Rochet and Tuole2003
Parker and Van Alstyne 2005)
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Ohalberges:-
masve Ao convamer market w United States bt tw g growing oahne comume©r market in India han mg diiforem
challonges. The fant amd forcennt challooge W hinha faced by the amasn was 1esinetrons o forergn compamces
g Scomenne T el thew products dhrectly 1o the Tdhan connumer. The Indian sovernment. however. plans 10
alow horogm coaponecs that manutacture thaar protects i the country 1 sell them direct v W ComsumeTs over the
Baiceact. Bt Anasoe woukd have o stat makugg ity prodects in ndia o ke ahantage of the change i the law
Unadher Aaoulty i Amason hada faoad was the hmied wrastracture av alable 1o et the gouds 1o consumcen.

B Bada o o 1% of poopie ey plantn candh 1e. credit or debat candy. so Amason has had 0 adagt 10 a Cash
oo Delveny™ model whach nan vot anvanlabic w all the areas. There is no ahortage of goods produeced y Indhans, bat
TN WAl @ B coumy are wnall Theee yean oo, rebiivedy few retaikens there old ther products onhine

v 1hay Nebaovad coomeence B be o complex and tune convumung  And Incha s cash economy did not
m AR cabm amachoen

Amsree Indis Reranc Medeho.

_ Boommence heuncs model pemerally coms s of cight key components 1e. value proposition. market opportumty .
|

ai'&,ﬁg.ngﬂabgﬁila knhﬁ.:ﬁrﬁg..ﬁghrﬁ,—nﬁfg.i
_ mumspement oz (Ghoshy, 1998

Vaac proposson specify how product and snace are put togaher and edended 1 fulfil cestomer moeds )
Compay  Raevdel ot &l | 1990 For atwractmg the cuntomer Amazon Indha s doing a kot for thes it has enhisted mom-
ES-POP ET cwmens 3 partaens @ i delivery platform. In small viltages and remote arcas w here few peuple have
WECTRCT 2000, FOadents Cam 20 1o ther local store and use the ovmer s mremet connechoe 0 browse and select
soad from calme Sore. Store ommens recond thewr onders, alert customens when their products are de liverad to the

stare. collect the canh pavment. and pass along the moacy — mmos a handling fee 10 Amazon. And store owners
repont moreased sales of ther owa whale customens are on-ute.

Amarcs rpets the maddic ¢las & upper class people who have hands on expenence m technology but doa 't hare
mch e 0 do shoppeng Fom the physcal cutlets. Takng ths imo convderabion Amazon has soocessfully
posatoned el 2 3 Glocal (Go global Act locel) e~commernce grant where one can buy anything & get 1t deliverad

& amy remaoke bocaions. Using the catchphrase Awr DikAgo o its most recent campaign in Indha, it has further helped
them carve 2 drstnct space m the consumer s mnd

Company acqured many IT & e<ommerce start-ups hike petscom. audible com. Junglee com. IMBD com.

Zappos com. Woot etc. for  providing high value 10 their customers using existing technology of the acquired
pariners o low cost.

Compazy s CEM records data on customer s buving behatior It enables them o offer individual stems. relsted
siems or bundic them as an offer. based upon preferences demonstrated through purchases or nems visited.
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Glocal(Go Global tie-ups with Mom CRM: customer

Aur Dikhao

Act Global & Pop Stores database

Value m

Figure 2:- showing eccommerce business models

Revenue model defines how a firm aims 10 generate higher return on investment and profits. Important e-commerce
revenue models include advertising. subscription. transiction fee. sales. and affiliate revenue models (Laudon and
Traver. 2009). Markel opportunity gives description of possible revenue a company s likely to generate from its
proposed marketspace.

Amazon's strategy mvolves discounts, low prices and wide range of products sold v1a direct selling or marketplace.
In the U.S., by contrast, Amuazon holds and sells its own inventory of toys, books, and more in addition to selling
goods from third-panty seflers. The Indian Government, however, plans to allow foreign companies that manufacture
their products in the country to sell them directly 1o consumers over the Intermet. But Amazon would have Lo sturt
making its products in India to take advantage of the change in the law. Amazon’s model 1n India differs slightly
from the business model in United States. As we discussed earlier that Indian government doesn’t allow companies
with major foreign ownership to operate retail locations having their own inventory. Because of this, Amazon serves
as a middle man between sellers and buyers. and doesn’t sell any inventory of 1ts own But. Amazon helps sellers
with warehousing and shipping goods.In the U.S., by contrast, Amazon holds and sells its own inventory of toys,
books, and more 1n addition to selling goods from third-party sellers.

Competitive environment pertains to rival companies operating in same market space, potential new entrants in the
market, product substitutes available in the market and bargaining power of customers and suppliers over your
business (Porter, 1979).

Market strategy is the program company designs to outline how it will get into the markel and draw in customers
(Laudon and Traver, 2009),

Organizational development strikes a balance between all the functions and skills necessary to carry out each job in
a company. which require timely recruitment of suitable candidates. Management teamn comprises employees at the
highest level of company who determine growth and expansion Amazon has the same business model considering
all Key components.,

How Amazon Model Works:-

First of all. Portals shows the Sellers List who sell the desired portfolio products and then get customers browsing
through those products. After matching seller and customers it creates appealing discounts after that Customer
Shops for the desired products and then Seller ships the product to customer . If Product Accepted and Not returned
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Ohjectives:-
e  Assess the issues and challenges of runmng Amason m India
o  To suudy amazom busimess models 16 overcome thew challenges and baome the lembing ecomimern e

company in India
o To study expansion stratcgy of Amazon in Inhis

Challenges:-

Amazon has consumer market in United States but it n 3 growing online consmmer market in India having ditterent
challenges. The first and foremeost challenge in India fuced by the amason was redns tions on foreign companes
using ¢ commerce 1o sell thew products directly 1o the Indian comumer. The Indian government, however, plans to
allow foreign compames that manufacture thewr prosducts in the country (o wll them directly 1 COMMUTIETS OVETY thwe
Iternet. But Amazon woulkd have 1o start making it products in India fo take sy antage of the Change in the law
Ancther difficulty that Amazon India faced was the limed imfrastruciure avarlable to get the goends to consumern

In India, fess than 1 2% of people uses plastic cands 1 e credit or debit cank. o Amason has had 10 adagt 10 3 “Cash
on Delivery” medel, which isn't yet available in all the arvas There is no showtage of goods prodhced by Indians, bt
momt vendors 10 the country are small. Three years ago. rebaively few retaibers there wid thew proshats onling
hecause they believed ¢ commernce 0 be 100 conplex and tune consmmung Amd lndia 3 ¢ b economy dd not
facilitate onling transs tions

Amazon India Busines Models:-
Foommence busiess maskel generally consists of eight key components 1@ value proposition, market opporiunity,
revenue model, competitive environment, competitive advantage, market stratbegy organizational development. and
management wam (Ghosh, 199K),

Value proposition specify how product amnd service are put togaher and extended o fulfil astomer meeds by
company (Kambil et al | 1996 For atticting the customer Amazon Didia is Jomg @ lot for thas o has enlisted oy
and- o sore owaers as partiers i s delivery platfonm o small villages and renwote arcas w here few people have
el acvess, residents can go 1o thew local store and we the owner » wieTnet connechion fo browse and wlect
goesds Trom online Store: Store ownens recond their onkers. alent customers when their prochcts are de livered 1o the
store, collect the cash payment, and pass along the money == minus 4 handling fee w0 Amason Amd store owners
report increased sakes of ther own while customens are on-site

Amazon targets the mickile ¢lass & upper class people who have hands on e xpenience m technology bur don t hate
much time W & shopping om the physical outlets. Taking this o comideration Amason has successfull y
positioned isell as o Glocal (Go global Act tocal) ¢-commerce guant where one can buy anything & get o delivered
at any remote lovations. Using the catchphrase Aur Iikhae in its st recent campaign n Tohia 1t has further helped
them carve a dishnct space i the consumer s nund

Company acguired many 1T & ecommene start-ups hke petscom, awhble com, Junglee com, IMBID com,
Zappos com. Woor et for - providing high value their customens using existing technology of the acquired
partners at low cost

Company s CRM records data on customwer » buywg beharvion It enables them o offer indivibual e, rebiesd
iems or bundle them as an offer, based upon preferences demonsirated though purchases or e visited



Online Retail Spending in India
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They just required an inovative business model, beginning with finding products to sell in India though, with FDI
restiictions i Retail, Amazon launched Junglee.com though the we bsite did not allow any transaction on the site.
and it helped Amazon get an insight into the e-commerce space in India as well as to build brand loyalty. Amazon
opted marketplace model. Market place model provides small businesses a huge scaling opportunity without having
to build the techmical or operational infrastructure ol scale. For example small business seller or dresses in
Rajasthan, currently their reach is very constrained and growth is much hmited. But by participating in these market
places, this small business can now reach all over India: All the marketplaces have specific services for sellers that
define onboarding, venfication, tools to provide insights and fulfillment services, For example, Amazon has Vendor
services to make it very easy for a vendor to bring their warchouses online. Apart from all these Amazon provides
studio services that support the vendor to photograph all the products and nuke them ready for online selling
Through the whole life of the relationship for example. these market places provide inventory reports, order reports
and trends. The vendors need to focus on their products and find easy ways to ship their products 1o the Warchouses
of the Marketplace.

India’s growth potential i e-commerce industry is growing and changes can be seen over a year. The sector in India
has grown by 34% (CAGR) since 2009 1o touch 16.4 billion USD in 2014 (Internet and Mobile Association of Indha
(IAMAD. CRISIL. Gartner, PWC analysis and industry experts). The sector is expected to be in the range of 22

bilhon USD in 2015,

D k gangeshwar  (2013),” e-commerce or wtemet markenng a busmess review from Indian context”. mternanonal
jJournal of u- and e- service, science and technology concluded that the e-commerce has a very bright future in India
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