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In the last decade, the retail landscape has undergone a sea change. Th e 
retail industry in India is witnessing an increased focus on leveraging 
technology across functions of merchandising, supply chain, store 
operations, Omnichannel operations, customer engagement and even 
corporate functions (fi nance, and HR, to name a few).

Th e global retail economy is growing at an exponential pace and 
technology continues to act as an enabler for most enterprises. From 
social, mobile, analytics and cloud apps to location-based coupons 
that pop up when we walk into a store, to virtual dressing rooms, 
retail is poised to never be the same again. Th e Innovative, new-age 
retailer has really started recognising the potential of information and 
communications technology for marketing, engaging and nurturing his 
customers.

Th e dynamic nature of retail as a sector makes us look at retail 
holistically. Digital Darwinism - the phenomenon when technology and 
society evolve faster than an organization can adapt - is the fate that is 
now threatening most organizations in almost every industry. Because 
of this phenomena, businesses are not only competing for today but also 
for the unforeseeable future. Organisations are beginning to reinvent 
themselves before someone else replaces them.

A new breed of ‘Disruptive’ retailers, looking to remodel the very raison 
d’être of retail and its products and services, is fast emerging as a result of 
Digital Darwinism.

To face these challenges and defy them with ease, retail organisations 
are turning to their technology offi  cers. With the age of Big Data truly 
upon us, information management has spawned the birth of a new 
C-suite member - the Chief Information Offi  cer (CIO). With information 
being king, it is no wonder then that the CIO is being increasing looked up 
to lead strategic planning and innovation in the retail industry.

In the June issue of IMAGES Retail, we speak to CIOs of leading retail 
houses in the country and take a quick look at the their evolving role, and 
their plans for the digital age.
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IN CHANGING RETAIL LANDSCAPE: 
TECHNOLOGY IS THE ‘NAME OF THE GAME’
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breaking new ground and 
transforming every aspect 
of the retail environment. 
The alchemy of data is 
here to rule and empower 
companies to explore 
unmapped territories. In 
storytelling terms, here 
is when the plot takes a 
turn for mind-boggling 
revelations. Hold onto your 
seats as Indian Retail’s finest 
technocrats share their 
views on the line of emerging 
technologies and its impact 
on the industry.
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RESEARCH

– By Mike Ghasemi

The global payment market remains one of 
the most active technology markets in terms 
of disruption, interest, and investment. Given 
a decade of unprecedented transformation 
brought about by new payment methods, 
technologies, business models, and 
competitors, the market has only just begun 
to integrate innovative technologies like 
blockchain, artificial intelligence (AI), voice 
commerce, and the Internet of Things (IoT). 

Mobile Payment 
Revolution in 
Retail: 
Landscape and 
Opportunities
IDC Retail Insights Executive Insights

The State of the Mobile Payment in Retail
Similarly, the mobile payment (mPayment) landscape in retail is 
highly dynamic in terms of the technology advancement as well 
as new mobile banking solutions. Th e emergence of regional 
mPayment players such as Alipay gives a strong signal that 
mPayment is becoming mainstream in retail, which is already 
at the very forefront of global mPayment scale and importance. 
While mPayment has already started to gain a foothold in the 
retail, but in the absence of a unifi ed mPayment solution, the 
business model and adoption is highly varied. Th e strongest 
growth for mPayments will likely come from mobile commerce 
(mCommerce) as developing nations witnessing an Internet 
boom via smartphones.

As shoppers become increasingly connected in tandem with 
the growth of mobile devices, the retail industry is expected to 
lead the world in mPayment transactions. Th is leadership in 
terms of both volume and value of transactions driven by both 
a large number of regional mPayment players and a rapidly 
diversifying and evolving mobile infl uence. In addition to these 
developments, the current low levels of credit and debit card 
penetration in Asia will work to spur the adoption of mPayments 
in the retail sector. Low card penetration will invigorate the 
usage of bank account–linked mobile wallets as alternatives to 
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the traditional card-based 
payments, especially for digital 
transactions and increasingly, 
online to offl  ine transactions; 
the “O2O” space. mPayments 
such as mobile wallets are 
well suited especially to 
transactions in both the online 
and offl  ine space that are of 
lower value. In mPayment, 
customers value benefi ts 
such as speed, convenience, 
and effi  ciency over other 
factors such as security and 
transaction fees.

IDC projects that mobile 
payments will account for 
more than US$1 trillion 
in value in 2017. Th e big 
chunk of mobile payments 
today come from remote 
payments, typically related 
to mCommerce transactions. 
However, proximity payments 
are growing rapidly. Th is is 
primarily due to the growth 
of NFC-based contactless 
payments, enabled by rising 
smartphone adoption and 
the increasing availability of 
POS terminals. However, IDC 
believes that the majority 
of emerging Asian markets 
are unlikely to adopt NFC-
based mPayment services 
shortly because of the overall 
lower penetration of NFC-
enabled smartphones and 
respective POS devices at 
the merchant side. QR code 
payment solutions will gain 
traction as smartphone 
penetration is already high 
and continues to grow. One 
of the main advantages of 
QR code payment is that 
merchants do not need 
specifi c POS devices for the 
QR codes, merely a printed 
code to display. Beyond QR 
code–based services, Remote 
mPayments is driven by 
telecommunications and local 
technology vendors including 
fi ntech players will also play 
an important and active role in 
off ering mPayment facilities to 
both consumers and retailers.

cost. As payment technology 
becomes more aff ordable 
and available, the key factor 
for mPayment adoption 
is the business model and 
associated charges.

Th e integration of 
mPayment enables retailers 
to understand the customer’s 
transaction behaviour 
and spending pattern. By 
utilising the transaction 
data, retailers can link 
the customer’s spending 
behaviour to their loyalty 
card. With this information, 
customer’s engagement can 
further be personalised via 
the mobile app, off ering the 
right products at the right 

mPayment Key Technologies and their Benefits 
Mobile payments encompass many diff erent solutions, 
ranging from near fi eld communication (NFC) contactless 
solutions and QR code to e-wallets, digital currency and P2P 
networks online.Th e mPayment technology divided into 
two main groups: remote payment and proximity payment. 
Figure 1 shows the various types of mobile payment services 
that are available, diff erentiated by technology, location, 
transaction value and cash handling function (mobile wallet 
or phone bill). 

Remote payments can be performed independently of 
the mobile phone’s location. Th e payment software resides 
online or within a mobile app which enables the user to 
make online purchases. One of the popular providers of 
this type of payment is PayPal. In remote payment, sensitive 
information will not be exchanged with the seller, increasing 
the safety of the transaction.

Proximity payments involve the use of a mobile phone 
either as the equivalent of a credit or debit card (mobile 
wallet) or as a point-of- sale (PoS) terminal. Th e customer 
requires making contact between the mobile phone and 
a payment terminal in the immediate vicinity. Near Field 
Communication (NFC) technology is often used for this type 
of payments. Apple Pay is one of the most popular proximity 
payment solutions that has been adopted by many retailers.

What’s in it for Retailers?
Th e mPayment technology 
landscape continues to 
evolve, and new technologies 
are emerging worldwide. 
Understanding the benefi ts 
and cost of adopting each 
technology enables retailers 
to make a better decision that 
can ultimately meet customer 
expectations and increase 
their revenue. Besides, 
retailers need to understand 
the maturity level of each 
technology and deployment 

IDC projects that 
mobile payments 
will account for 
more than US$1 
trillion in value in 
2017. The big chunk 
of mobile payments 
today come from 
remote payments, 
typically related 
to mCommerce 
transactions. 
However, proximity 
payments are 
growing rapidly. 
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COVER STORY

The technology collective is breaking new ground 
and transforming every aspect of the retail 
environment. The alchemy of data is here to rule 
and empower companies to explore unmapped 
territories. In storytelling terms, here is when the 
plot takes a turn for mind-boggling revelations. Hold 
onto your seats as Indian Retail’s finest technocrats 
share their views on the line of emerging 
technologies and its impact on the industry.

TECHNOLOGY – 
THE GREATER 
GOD OF RETAIL
– By Sheetal Choksi & Sharmila Cirvante, Co-Founders, Word Hatter

F
rom warehouses to e-wallets, the next big 
wave sweeping the world of retail rides on 
the exponential infusion of breakthrough 
technology in all facets of human life. 
CIOs and CTOs are the visionaries 
responsible for the technological direction 

any organization takes. Th ey share their thoughts and 
optimism as well as the challenges they face, giving you 
a peek into to the present and near future of IT enabled 
services in retail.  

Cover Story_CIOs.indd   32 09-Jun-17   3:29:50 PM



COVER STORY

JUNE 2017 | IMAGES RETAIL | 33

 The three biggest changes 
happening in world of technology 
are: Connected Humans and Things, 
Explosion of Compute for high-end 
Analytics, and Outcome driven 
Technology Solutions. 

 The need to keep experimenting 
with newer technologies, re-look 
at the existing IT investments in 
legacy systems, and the dilemma 
of hosting data on-premise versus 
cloud is making retailers re-examine 
their existing strategies for stores, 
customer experience, and future 
business propositions. 

 IoT brings in a lot of opportunity 
for retailers to create a truly 
connected customer journey. 
Wearables, appliances, and apps in 
the consumer space are enhancing 
the ecosystem. Though there is a 
need for solutions to tie everything 
together into a single, seamless user 
experience, it is not very distant. 

 New ERP will help retailers 
to gain most of the data. We are 
implementing omni-channel 
solutions with multiple partners 
to make sure we don’t lose out on 
customers. 

– Piyush Chowhan,
CIO, Arvind Lifestyle Brands

– Kunal Mehta
GM IT – Lifestyle Business, Raymond Ltd.

– Anil Shankar,
Customer Care Associate & VP – Solutions and 

Technology, Shoppers Stop Ltd.

– Pooraan Jaiswal, 
CTO, Globus Stores Pvt. Ltd.

1. IOT
Th e simplest way to understand Internet 
of Th ings is that if a device has a sensor 
then it is connected with every other 
device that has a sensor. Th is is the 
heart of converging technologies. It is 
the gigantic network of multi-platform 
physical as well as embedded systems. 
It integrates smartphones, vehicles, 
real-time analytics, wireless networks, 
production plants, housing, wearable 
devices, machine learning, and many 
other individual units. Smart cities have 
been planned with a robust IoT blueprint.

2. THE CLOUD 
Who knew that the soft cotton candy 
image of a drifting cloud would mean a 
new world to the human race in the 21st 

century? Cloud computing is a shared 
data resource that holds and provides 
web-based calculations and cybernetics 
with the help of virtualization software. 
Cloud collaborations promise retailers 
benefi ts in terms of data tracking, 

THE 10 TECHNOLOGY 
SHOWSTOPPERS 
The shakers and movers in the world of hot-off -the-press technologies this 
year have been vast and varied. From IoT and cognitive computing to Omni-
channel and Artificial Intelligence, the disruptors are here for good.

product development and maintenance, 
daily operations, inter-departmental 
communications and much more.

3. ERP 
Th e Enterprise Resource Planning (ERP) 
software puts together your core business 
requirements as one unit. Th ere are 
various licensing and delivery models 
that can now be procured to suit the exact 
requirement of your company either on 
premises or via third parties, hybrids, or 
cloud. Th e cloud-based applications are 
broadly categorised as:

Software-as-a-Service (SaaS) are 
applications that are simple and off er 
shared web-based services like Dropbox, 
which are provided directly to the 
consumer.

Platform-as-a-Service (PaaS) are 
tailor-made to provide tools to carry on 
development or management of apps. For 
ex. Google App Engine or Heroku.

Infrastructure-as-a-Service (IaaS) are 
cloud based computing facilities that 
enable assembly of frameworks from 
operating system upwards, like the 
Microsoft Azure or Amazon Web Services.

Robot-as-a-Service (RaaS) is a model 
that improves the levels of customer 
service with higher productivity and cost 
optimisation. It integrates robots and 
devices via cloud computing.

 Micro-services based product 
architecture and democratisation of 
Application Programming Interface 
(API) that provides the building blocks 
for making app soft ware will enable 
retail to connect with newer services 
faster, better, and at a lesser cost with 
a greater business value. 

– Vishal Kapil
IT Director – Emerging Markets India, Adidas
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RETAIL EXCELLENCE

THE RETAIL 
JOURNEY OF
DA MILANO

Da Milano’s journey from 
a few SKU’s of leather 
accessories to a one-
stop destination for all 
aff ordable luxury leather 
retail products, is nothing 
short of entrepreneurial 
excellence and astute 
retail sense. Sahil Malik, 
Managing Director, Da 
Milano has spent a quarter 
of a century bringing out 
innovative products and 
designs that meet customer 
aspirations, have utility and 
meet all leather accessory 
needs of today’s discerning 
client. From clutch to 
sling bags for ladies, from 
wallets to diff erentiated 
computer bags, from 
leather accessories to 
leather luggage, from a 
simple belt to a designer 
leather jacket, and 
perfectly craft ed hand bags, 
each product is designed 
by blending innovative 
craft smanship with 
automation. Innovative 
service delivery is at the 
heart of Da Milano retail. 
In an exclusive interaction 
with IMAGES Retail, Malik 
reveals the future plans of 
his business.

– By Shubhra Saini
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The Market
Leather accessories have 
just scratched the surface in 
India. Our current strategy is 
about producing a one-stop 
leather portfolio for all the 
aspirational needs of leather 
products of the customer 
who is an executive, to the 
lady who has to attend an 
evening social gathering and 
can exude confi dence with 
a Da Milano bag at her side; 
from an octogenarian who 
prides himself with a seven-
insert leather wallet to the 
young engineering student 
setting a swag standard 
with his sleek computer 
bag. Scalability is about 
synchronizing technology 
with Indian craftsmanship, 
using a semi-skilled force and 
using rural talent to the most. 
Th e result is a burgeoning 
revenue that grows at a CAGR 
of + 25 percent over next fi ve 
years. Economies of scale 
result in cost competitiveness 
resulting in leaving behind the 
competition.

The Footprint 
58 stores and growing in 17 
cities in India. Th e plan is to 
grow to 100 outlets across 34 
cities in the next fi ve years. 
Destination Dubai has just 
opened its horizons with 
2 stores in Ibn Battuta and 
Burjuman Mall each. With 4 
more stores planned in the 
Middle East, 2 in Europe and 
2 in Singapore, Da Milano is 

all set to mark its presence 
at the best locations in 3 
continents over the next 3 
years with leadership and a 
dedicated customer base in 2 
other continents. Da Milano 
expects to be a global brand in 
the next 3-4 years. Th e array 
of products shall meet every 
aspirational requirement of 
a discerning leather product 
user across the globe. 

The Customers
Da Milano has a versatile 
range. It is for men and 
women. It is for fashion-
focused people, for young 
women, smart executives, 
at leisure travelers, and 
senior citizens. In short 
from apparel, to bags to 

accessories, the range takes 
care of all leather fashion 
needs of all between the 
age groups of 14 to 75 
years. A change in profi le of 
the customer, in diff erent 
seasons or otherwise is 
therefore no challenge for 
Da Milano. Rather it is an 
opportunity to duck seasonal 
vagaries and bolster sale. 
Da Milano is quick on turn 
out time for a range. Th e 
marketing plan shall evolve 
around PAX profi ling and 
around specifi c events that 
bring a specifi ed class of 
passengers. Th e range, array 
of colors and prices shall 
be sensitized around that 
to back the marketing eff ort 
to communicate through 

mailers (stand alone and 
with event organizers) to 
communicate and build 
comfort and camaraderie 
with the passengers.   

The Products 
Th e brand proposition for both 
men and women is to provide 
a range that caters to all their 
leather needs – from bags, to 
travel bags and travel luggage 
to belts and leather apparel, 
portfolios and computer bags, 
footwear and accessories.   

Location Strategy
Th e location for every store 
should be chosen with care, 
a place that has high traffi  c 
count - malls, high streets 
and even airports. However, 
malls aff ord a more family 
experience and makes it very 
easy for customers to shop 
across brands in the same 
category and compare to make 
a wise choice.

 The location for every 
store should be chosen 
with care, a place that 
has high traff ic count - 
malls, high streets and 
even airports. However, 
malls provide a more 
family experience We 
have 58 stores and 
growing in 17 cities in 
India. The plan is to grow 
to 100 outlets across 34 
cities in the next five 
years. 

– Sahil Malik, 
Managing Director, Da Milano

Retail Excellence_Da Milano.indd   67 08-Jun-17   1:36:06 PM



IMAGES SHOPPING 
CENTRE AWARDS 2017
The 10th annual IMAGES Shopping Centre Awards, which 
are widely considered the most coveted and respected 
awards of the retail real estate fraternity gave out 29 
trophies to the most deserving and sought aft er shopping 
centres across the country at a glittering event held at 
Renaissance Hotel, Mumbai on 10th May. The awards were 
a part of the India Shopping Centre Forum 2017, a market 
intelligence and business development destination for 
businesses and professionals engaged in any and every 
stage of the retail real estate ideation, design, construction, 
leading, marketing and management value chain.

Event_ISCA 2017.indd   72 08-Jun-17   1:33:17 PM








