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ABSTRACT 
India has witnessed tremendous changes in its social, economical and technological front during the last few 

years, which have increased the level of competition among all enterprises.  In such a scenario, a close 

relationship between customers and suppliers has enhanced the possibility of technological improvement and 

innovation.  The suppliers are expected to deliver products and services at much faster phase by using direct 

communication and reliable services.  Now, implementation of better marketing strategies plays an important  

role  in  increasing  sales,  profitability  and  consumer’s  satisfaction.  Understanding  the weaknesses at each 

level of supply chain helps in not only reducing the cost component leading to profitability but better customer 

service also. 

This study aims to analyze the consumer perception towards the strategies which are responsible for 

influencing the perceptions of unorganized retailers with respect to consumer durables.  A sample of 300 

retailers from different locations in National Capital Region of Delhi has been selected and studied with 

reference to various strategies. Factor analysis technique has been applied for the analysis of perceptions of 

the sample retailers. 

The results of factor analysis show that product strategies are the most important factor followed by price, 

place/supply and promotion  strategies.  The  study also  focused on whether the  importance given to 

different factors vary across location of retailers. The t- test has been employed to analyze the data. The study 

reveals that there is no difference between the strategies of the retailers and location but found a little 

difference in place and supply strategies. 

 
Keywords:   Consumer Durable, Unorganised Retailers, Supply Strategies, Consumer 
Behavior. 
 

I. INTRODUCTION 
In the past, producers took their customers for granted because at that time the customers were neither 

demanding nor they had any alternative source of supply.   But today, we can observe a radical transformation 

in the entire business environment of India.  It is characterized by economic libe ralization, increasing 

competition, plenty of consumer choices, demanding customers, more emphasis on quality and value of 

purchase etc.  The biggest management challenge in this new millennium of liberalization and globalization for 

a business is to serve and maintain good relations with the customers. 

As a result of these LPG policies both national and international  players   have entered  in the  Indian 

retail    markets    and    divided    the    total  retailers    into  two  segment s  viz.  organized  retailers  and 

unorganized retailers.   When both national and international players entered in the retail industry, the Indian 

retail market was dominated by the unorganized retailers with a share of 96 percent. The organized retail 

markets in India are growing at a faster rate creating problems for the unorganized retailers. 

Though the Indian retail markets have been dominated by unorganized small retailers, the situation has 

changed in recent past. Organized retail stores rose from 3125 covering an area of 3.3 million square feet in 

2001 to 27076 with an area of 31 million square feet in 2006, satisfying the estimates that the retail sector will 

grow at 13 percent annually from 322 billion dollars in 2006-07 to 590 billion dollars in 2011- 

2012 (Shilpa Kokatnur, 2009). The problems of unorganized retailers are mainly in terms of absence of many 

factors, such as proper supply chain management, superior vendor relationships, infrastructural 

facilities, quality customer services and timely promotional campaigns etc. 
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II. INDIAN RETAIL MARKET 
Retailing business is still in its infancy in India. At the International level, India„s retail sector ranks fifth, on 

the basis of growth structure. It is one of the most attractive sectors for investment in the world, thereby one of 

the big reasons for India to recover from recession so quickly. The Indian retail industry is divided into 

organized and unorganized sectors. Organized retailing refers to trading activities undertaken by licensed 

retailers, that is, those who are registered for sales tax, income tax, etc.  These include the corporate-backed 

hypermarkets and retail chains, and also the privately owned large retail businesses. Unorganized retailing, on 

the other hand, refers to the traditional formats of low-cost retailing, for example, the local kirana shops, 

owner manned general stores, pan/beedi shops, convenience stores, hand cart and pavement vendors, etc. 

India‟s retail sector is wearing new clothes and with a three-year compounded annual growth rate of 46.64 per 

cent, it is the fastest growing sector in the Indian economy. 

 
 

III. CURRENT STATUS 
 

India ranks 1st, ahead of Russia, in terms of emerging markets potential in retail and is deemed a 

„Priority 1‟ market for international retail. The retail industry accounts for 10 percent of its GDP and 8 percent 

of the employment to reach $17 billion by 2010. The Indian retail market is estimated at US$ 350 billion. But 

organized retail is estimated at only US$ 8 billion only. It was estimated that it will cross the $650-billion 

mark by 2011, with an already estimated investment of around $421 billion slated for the next four years. 

Indian Retail Market is being seen as a potential goldmine for retail investors from all over the world and 

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

Another credible factor in favour of the retail sector in India is the increase in the young working population. 

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

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

and Toiletries, Home & Office Products, Travel and Leisure and many more  in the list. With this the retail 

sector in India is witnessing a rejuvenation as traditional markets make way for new formats such as 

departmental stores, hypermarkets and specialty stores. The major segments in Indian retail are food (77 %), 

clothing (7%), consumer Durables  (4%)  and  Books  &  Music  (1%).  However,  organized  retail  

penetration shows  a different trend with current shares of these segments in the organized sector as follows - 

food (20%), clothing (28%), consumer Durables (10 %) and Books & Music (4 %). 

 

IV. RETAIL SUPPLY CHAIN MANAGEMENT 
Supply  Chain  Management  is  the  management of  a  network  of  interconnected businesses involved in 

the ultimate provision of products and services, a packages required by the end consumers. It is the 

combination of design, planning, execution, control, and monitoring of supply chain activities with the 

objective of creating net value, building a competitive infrastructure, leveraging worldwide logistics, 

synchronizing supply with demand and measuring performance globally. 
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Retail Supply Chains are incredibly complex due to the large number of SKUs, multiplicity of sales & 

storage locations, unpredictability and sensitivity of demand as well as the variety of formats handling a 

number of categories. In fact, there are a number of separate supply chai ns at the backend for each category 

that all come together to make available the right product at the right place at the right time and at the right 

cost to the customer at the retail outlet front end. Hence, an understanding of retail supply chains involves 

understanding each category separately and how the same are merged to come together at the optimal time & 

place to deliver full value to the customer. 

The BMI India Retail Report for the first-quarter of 2011 forecasts that total retail sales will grow from 

US$ 392.63 billion in 2011 to US$ 674.37 billion by 2014. Strong underlying economic growth, population 

expansion, the increasing wealth of individuals and the rapid construction of organized retail infrastructure are 

key factors behind the forecast growth. China and India are predicted to account for more than 91 per cent 

of regional retail sales in 

2011, and by 2014 their share of the regional market is expected to be more than 92 per cent. Growth in 

regional retail sales for 2011-2014 is forecast by BMI at 48.1 per cent, an annual average 15 per cent. India's 

retail market is expected to be worth about US$ 410 billion, with 5 per cent of sales through organized 

retailing. 
 

V. ROADMAP AHEAD 
Besides the 6 metros, India has 61 other cities with populations greater than 0.5 million – these cities 

represent 80% of India‟s population and contribute about 14% to the country‟s GDP. Even though the 6 metros 

have the greatest concentration of India‟s wealth, the other 61 cities have consistently outpaced the metros in 

growth rates since 1995. These cities are witnessing higher incomes and a fundamental change in consumer‟s 

mindset. Increasing awareness levels in Tier II cities are eroding the earlier difference between metros and Tier 

II cities in terms of „urban aspirations‟. International brands increasingly relying on Tier II cities to drive 

growth are Nokia, Pizza Hut, Ford, Reebok and Adidas. 
 

VI. REVIEW OF LITERATURE 
Over the past two decades, supply chain management has become a key component of organizational 

competitiveness and effectiveness (porter, 1985, Womack & Jones, 2005).  In the same period, largest and 

many small organizations have put a great deal of effort into improving their own and their supplier‟s supply 

chain performance (burners & Dale 1998, Christopher, 2005, Hines et.al 1999).  To a large extent much of this 

effort has been aimed at improving the efficiency i.e. lowering costs of supply chain operations (Kilgore 2003, 

Radjou 2002).  However, as Hendricks & Singhal 2005) argue, in developing supply chain strategies which 

focus on cost reduction.  Organisations have ignored or played down the risks from supply chain perspective.  

In recent years supply chain risks are attracting attention of more than 74% executives across the globe (EIU, 

2005). 

The main reasons that have been cited in the business and academic  press for retailers desire too stock private 

labels are (a) higher retail margins on private labels; (b) negotiating leverage with national brand 

manufacturers;   and (c) higher consumer   store loyalty (Hoch and Banerjee 1993). The   private label brand 

choice is depending  on „experience‟,  „value‟, „time utility‟, „possession  utility‟, „mechanism‟  and 

„place utility'.  They  contested  the  common  perception  that  a  private  label‟s  primary attraction  was the  

substantial  price  discount  relative  to the  national  brands,  at which  they were  sold.  Further, they 

emphasized  the role  of  quality in the private label purchase decision. 

Labeaga  et al. (2007) contend that private labels assist building  loyalty  by  differentiating  the  retailer. These 

brands are available at one retailer  exclusively whilst manufacturer  brands are available at many competing 

outlets.  Consumers who purchase private label brands regularly do not only become loyal to that particular 

brand but also to the retailer through which it is sold (Collins and Burt, 2003). Among consumers, one obvious 

reason  for  their  popularity and  growth  is their  price  advantage over  national brands  (Batra  and  Sinha, 

2000) 

 

VII. SIGNIFICANCE OF THE STUDY 
Formulation and execution of strategy is important in a competitive world. Competitive world is the feeling 

where retailers as individuals and as groups respond to their sustainability and growth. It is a state of healthy 

balance in the retail market segment in which retailers make their respective contribution to overcome  the  

competition.  With the  government policy  of  privatization  and  liberalization,  a  large number of 

organized retailers h a v e entered in the Indian market. As a result the unhealthy competition has also 

developed between the organized and unorganized retailers. These retailers try to snatch each other‟s piece 
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of share in a cut throat competition. The trend in the establishment of organized retailing has been showing 

uptrend. In a competitive world every retailer is interested to improve his position b y  creating a strong 

base for survival. 

This study has been made to develop more appropriate strategies to develop the satisfaction of the unorganized 

retailers and these could be incorporated into a well-designed set of marketing polices for better 

performance of unorganized retailers. 

 
 

 

VIII. OBJECTIVES OF THE STUDY 
The purpose of the study is to investigate the strategies adopted by the unorganized retailers to overcome the 

competition offered from the organized retailers. The following research objectives have been formulated to 

guide the study. 

1.  To examine the buying behavior of the customers in view of gender, age and occupation. 

2.  To analyze the effects of operational pattern on customer satisfaction. 

3.  To examine the shopping experience of supermarket customers in India. 

 
IX. RESEARCH METHODOLOGY 
To  satisfy  and  to  meet  the  objectives  of  the  study  both  qualitative  methodology  and  quantitative 

techniques have been used. The study has been conducted at various retail outlets located in different 

parts of National Capital Region of Delhi . 

The instrument used in this study consists of two parts. The first part deals with the demographic profile of 

the respondents such as gender, age, location, nature of retailing etc.  Part two deals with opinions of the 

sample retailers prepared on the basis of various strategies.  It  consists  of  14  statements,  each  of which  is 

measured on four point Likert‟s scale, in which, 1 indicated “strongly disagree”, 2 indicated “disagree”,  3 

indicated “agree” and  4 indicated strongly agree”. 

Data Sources 
Both  primary  and  secondary  data  h a ve  b e e n  u s e d  for  this  study.  The  primary  data  h a s  b e e n 

collected by conducting a sample survey of 300 retailers. With the help of a well prepared and structured 

questionnaire. The secondary data has been collected from Journals, magazines, reports, and other books and 

also from Internet websites on retailing. 

Analysis of data 
The primary data collected has been sorted, classified and tabulated in a format and analyzed by using 

statistical package for social sciences (SPSS16.0). An appropriate statistical procedure like t-test and 

factor analysis has been used for inference. The factor analysis allows for defining the factors affecting the 

perceptions of retailers to overcome the competition. 

 
X. HYPOTHESIS DEVELOPMENT 

 
H1: There exist no significant difference between male and female customers in respoect of  Convenient 

Location. 

H2: There exist no significant difference between male and female customers in respect of choice of 

product. 

H3: There exist no significant difference between male and female customers in respect of  quality of 

product. 

H4: There exist a significant difference between male and female customers in respect of customer 

service. 



 

433 | P a g e  

 

Data analysis and Interpretation 

(a). Profile of the respondents 
 

Classification                     Frequency                                        Percentage 

Gender 

Male                                                            158                                                52.7 

Female                                                        142                                                47.3 

Age 

Less than 20 years                                       45                                                 15.0 

21 - 30 years                                                83                                                 27.6 

31 - 40 years                                               108                                                36.0 

41 - 50 years                                                26                                                  8.7 

51 years and above                                      38                                                 12.7 

Occupation 

Student                                                         84                                                 28.0 

House Wife                                                 40                                                 13.3 

Service                                                        86                                                 28.7 

Business                                                      42                                                 14.0 

Professional                                                48                                                 16.0 

b). Reasons for visiting retail outlet 

 
Analysis :  The above table shows that 37% of the respondents have expressed the main purpose of visiting 

Retail outlets as the convenient location. 22.33% of the respondents have expressed that the variety of products 

is also one of the reasons. It means that people prefer variety while buying the commodities. Not so much 
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importance has been given to the ambience of the outlet as only 3.33% of the respondents has favored this 

aspect. 

c). Effects of Services offered 

1.  Experience of orders taken over the phone/internet/mail : 

 
Analysis : The above table shows that around 65.33 percent of the respondents conveyed that no services are 

being availed on phone or internet. But 34.67% of the respondents have informed that they have placed 

ordered on phone. 

2. Position of any discount for purchasing in bulk 

 
 

Analysis :  The results depicted in the above table show that around 66.67 percent of the respondents 

received no discounts on their purchases but 33.33 percent have conveyed that they were offered discounts. 

This may be because of the fact that they have visited Retail outlets during festive seasons or during some 

schemes offered by the retailers at that point of time. 

3. Position of any Festive discount 
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Analysis :  The above table shows that almost equal number of customers received discounts during festive 

seasons. For those who did not receive any discount may be due to their different visiting periods. 

4. Important Factors in the FDI Supply Chain Management and Customers Experience 

 
 

Analysis : We can observe from the above table that the most important factor for the customers is the quality 

of products and value for money. The customer service is also very important. And may be most customers 

go to those places where they are offered better service. Majority of the respondents has conveyed that they 

prefer going to the shops which are near to their homes instead of travelling at far of places. Many feel that 

they need to have choices when they are buying certain items. 
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5. Statements from the customers of Retail Outlets. 
These statements were analyzed using the Likert Scale (5-Strongly agree, 4-Agree, 3-Neither Agree nor 

Disagree, 2-Disagree, 1-Strongly disagree) : 
 

Statements Mean Std. Deviation 

I am happy with the current range of items 3.25 1.196 

I prefer shops that are close to my home 3.70 1.304 

Retail outlet met all your needs and expectations 3.15 1.143 

I think that smaller shops are better 3.26 1.369 

I think value for money should improve 3.50 1.614 

I think choice of products must improve 3.25 1.189 

I think quality of products must improve 3.95 1.346 

I think customer service must improve 3.68 1.318 

I think lower prices are of great influence 3.18 1.218 

 

Analysis : Many of the customers were happy with the range of items and the highest agreement was with 

statement that the majority of customers prefer to visit the retail outlets which is near to their place. There were 

less number of customers who wanted the Retail outlets to improve their quality and choice of products. There 

is difference in the opinion of customers with respect to the customer service, considering the value of 

significant deviation, as per the analysis presented in the above table. 

6. Level of satisfaction on different parameters : 
 

(1. Very Good.    2.Good    3. Neither Good Nor Poor      4. Poor      5. Very Poor) 
 

 
 

Analysis : From the analysis of the results depicted above, it can be observed that the customers seem to be 

highly dissatisfied with the parking areas as almost 49% of the respondents found it very unsatisfactory. On 

the other hand they gave highest preference to the display of products. There is almost equal number of 

respondents who found the cleanliness as good and as poor. There are also a higher number of people who 

found number of counters as very poor. This dissatisfaction may be due to the less number of counters available 

in the retail outlets. 
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7. Comparison of Male and Female by using independent Test 
Research Hypothesis : The Hypotheses in Category 1 deals with differences between male and female 

customers on each of the dimension of evaluating their visit to Retail Outlet 
H0= There exist no significant difference between views of male and female customers vis a vis to paramters 

for evaluating Retail Outlets : 
H1=  There  exist  significant difference between  views  of  „male‟  and  „female‟ vis  a  vis  to paramters for 

evaluating Rretail Outlets : 

Where, 

H0= Null hypothesis 

H1= Alternate hypothesis 

(a). Convenient Location 

Table 2: Group Statistics 

Convenient 
 
Location 

Gender  
N 

 
Mean 

Std. 
 

Deviation 

Std. Error 
 

Mean 

Male 158 4.44 1.574 .125 

Female 142 4.54 1.495 .125 

 
 

Independent Sample test 

Convenient Location t-value Sig. 

 
-.554 

 
.425 

 
Analysis :  There exist no significant difference between views of male (Mean=4.44, SD=1.574) and female 

(Mean=4.54, SD=1.495) in respect of customers vis a vis to Convenient Location as (t= -0.554>.05) and 

significant value (0.425 ). Thus, the null hypothesis H1 is not rejected. 

(b). Choice of Products : 
 

Table 3: Group Statistics 

Variety        of 
 
products 

Gender 
 
 

N 

 
 
Mean 

Std. 
 

Deviation 

Std. Error 
 

Mean 

Male 158 3.89 1.182 .094 

Female 142 3.82 1.201 .101 

 
Independent Sample test 

Variety of products t-value Sig. 

.548 .606 

Analysis : There exist no significant difference between views of male (Mean=3.89, SD=1.182) 

and female (Mean=3.82, SD=1.201) in respect of customers vis a vis to variety of products as (t= 
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548>.05) and significant value = 0.606 ). Thus, the null hypothesis H2 is also not rejected. c). Quality of 

Products 

 

Table 5: Group Statistics 

 
 
 
Quality 

 
 
 
Gender 

 
 
 

N 

 
 
 
Mean 

 
Std. 

Deviation 

 
Std. Error 

 
Mean 

M 158 4.01 1.294 .103 

F 142 3.89 1.403 .118 

 
Independent Sample test 

 
 
Quality 

t-value Sig. 

.719 .149 

 

Analysis :  There exist no significant difference between views of male (Mean=4.01, SD=1.294) and female 

(Mean=3.89, SD=1.403) in respect of customers vis a vis to quality as (t= -0.719>.05) and significant  value = 

0.149 ).  Thus, the null hypothesis H3 is not rejected. 

(d). Availability of locally produced food. 
 

Availability   of   locally 

produced food 

 
 
 
Gender 

 
 
 
N 

 
 
 
Mean 

 
Std. 

Deviation 

 
Std. Error 

 
Mean 

M 158 3.13 1.242 .099 

F 142 3.23 1.193 .100 

 

Independent sample test 

 
Availability of locally 

produced food 

t-value Sig. 

-.656 .854 

 

Analysis  :    There  exist  no  significant  difference  between  views  of  male  (Mean=3.13, SD=1.242)      

and  female (Mean=3.23, SD=1.193)      in  respect of  customers vis  a  vis  to availability of locally 

produced goods as (t= -.625>.05) and significant  value = 0.854 ). Thus, the null hypothesis H4 is not 

rejected. 
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€. Range of super market operator to choose from 
 

Table 7: Group Statistics 

Range       of 

operators  to 

choose from 

 

 

Gender 

 

 

N 

 

 

Mean 

 
Std. 

Deviation 

 
Std. Error 

Mean 

M 158 3.22 1.238 .099 

F 142 3.28 1.151 .097 

 

Sample test 

 

Range of operators to choose 

from 

t-value Sig. 

-.480 .238 

 
Analysis  :    There  exist  no  significant  difference  between  views  of  male  (Mean=3.22, SD=1.238)   and 

female (Mean=3.28, SD=1.151)   in respect of customers vis a vis to range of operators to choose from as (t= -

0.480>.05) and significant  value = 0.238 ). Thus, the null hypothesis H5 is not rejected. 
 
(f). Customer Service 
 

Table 8: Group Statistics 

Customer 

service 

Gender  

 

N 

 

 

Mean 

 
Std. 

Deviation 

 
Std. Error 

Mean 

Male 79 3.62 1.334 .106 

Female 71 3.74 1.303 .109 

 

Independent 

  sample test   

 

 

Customer service 

t-value Sig. 

-.781 .736 

 
Analysis :  There exist no significant difference between views of male(Mean=3.62, SD=1.334) and 

female(Mean=3.74, SD=1.303) customers vis a vis to customer service as (t= -0.781>.05) and significant 

value = 0.736 ). But it is seen that that there exit a difference in views if male and female customers for 

customer service as the significant value of test is less than 0.05, therefore, Null Hypothesis is rejected. Thus, the 

null hypothesis H6 is rejected. 

Findings : 

There exist no significant difference between male and female customers in respect of the Convenient 

Location for the customers. 

There exist no significant difference between male and female customers in respect of variety of products 

offered by the retailers. 

There exist no significant difference between male and female customers in respect of value for money to the 

customers. 
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There exist no significant difference between male and female customers in respect of quality of the products 

offered. 

There exist no significant difference between male and female customers in respect of availability of locally 

produced goods to the customers. 

There exist no significant difference between male and female customers in respect of range of products 

being offered to the customers. 

There exist a significant difference between male and female customers in respect of customer service 

offered by the retailers. 

There exist no significant difference between male and female customers in respect of choice of products. 
 

 

CONCLUSIONS  
The main purpose of visiting Retail outlet was because of convenient location. Even the 

housewives preferred Retail outlet because it is near to their home. 

Customers seem to be highly dissatisfied with the parking area and  the number of counters available at 

the retail outlets. It should be improved. 

Visitors are very happy with the display of products by the retailers. 

Larger number of customers like discount offers. 

Majority of the respondents found Retail outlets different in terms of quality and variety of products being 

offered by them. 

The choice and quality of products offered by the retailers has been observed as the important factor for 

the customers. 

The availability of locally produced items has not been observed as the top priority by the respondents. 

RECOMMENDATION  

1)  The Retail outlets should provide sufficient parking space. 

2)  There should be more number of counters for payment. 

3)  More space should be provided for free movement of the customers in the retail outlets. 

4)  The employees should be provided proper training. This would enhance the level of customer service in the 

retail outlets. 

5)  Display space for stationery items should be increased and also be made accessible for consumers. 

6)  There should be more chain of Retail outlets introduced for better management of supply chain. 

7)  Retail outlet has no food items like bread, milk etc. So these products should be included as demand for these 

products is regular and very high. 

8)  The orders should also be accepted through mail and online facility should be provided. 

9). There should be facility of home delivery also. 
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