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Gazing at the crystal ball and trying to fi gure out what the future 
holds for the retail sector, led to just one answer. And, that turned 
me a bit philosophical. I realised that it is a battle between guts over 
fear and when the gut wins, an epochal journey begins from there.

The Indian retail industry is also undergoing a metamorphosis: 
Following omni-channel pursuit to innovating usage of 
technology, from reading between the lines to understanding 
customer demand better through predictive analysis, retailers are 
following their guts rather than being consumed by the looming 
fears. The retail industry is on the right track and is surely 
treading on the ‘road to positivity’.

The large conglomerates are spearheading the revolution to 
spin the game and reach the bottom-line growth. Overall, the 
industry is going through exciting times. But gazing through 
the crystal ball, what is the shape of things to come in the 
‘tomorrowland’ of retail?

For the August issue, which is also an annual edition of 
IMAGES Retail, we have brought the consensual views of dozens 
of modern retailers about the present-day challenges and futuristic 
opportunities, and what needs to be done to unleash its true 
potential. We hope that you fi nd this issue insightful and on its part, 
the issue helps you in charting your future course of action.

With this, I, also take the opportunity to welcome all of you to 
the biggest retail event of our country, India Retail Forum (IRF 2015), 
which will take place on 15–16 September 2015  at Renaissance 
Hotel, Mumbai. The IRF is a premier knowledge and networking 
platform for India’s burgeoning retail and shopping centre industries. 
In its 12th year, the annual congregation with the participation 
of the most esteemed visionaries, retail experts and infl uential 
decision-makers charts a brand new course every year for the retail 
and shopping centre fraternity. The Forum acts as a bridge between 
Indian and international players providing a holistic picture of the 
latest scenarios and opportunities. I hope to see all of you there....
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place model, retailers today are looking at setting 
up their exclusive web store and give it a 360° 
presence making their merchandize available 
through apps as well. 

Take the case of Reliance Fresh. With a healthy 
footprint across the country, the giant retailer 
decided to launch their online store to supply fresh 
veggies and other groceries taking on exclusive 
portals like, LocalBanya.com, BigBasket.com etc. 
A point to note that being ‘exclusive’ today is not a 
key factor to determine your success. What matters 
rather is how well you decide to reach to your 
target audience and how tall you can stand in wake 
of competition. Similar is the case for brands like 
Hidesign, BIBA, RIOT etc. Apart from having their 
exclusive online portal, they are merrily available on 
other market place models as well. This shift defi nes 
where Indian retail is moving towards. A peaceful 
yet dynamic co-existence on the online as well as 
offl ine space to reach to their consumers who are as 
happy shopping online as they are offl ine. 

Top of Mind
In our quest to have retailers share their views 
on the retail dynamics as they see it today, we 
began with asking them the most basic questions 
– What comes to your mind when we talk of 
retail in India. The viewpoints were striking but 
resonated towards meaning the same thing – that 
retail in India is at its most exciting phase and 
destined to scale unprecedented heights provided 
we keep our ears to the ground and move a step 
ahead than the consumer. 

W
hat happens when a shopper 
is standing right in your store, 
checking the price tag, making 
a visit to the trail room to  
check the fi t and comes out 
smiling? The sales associate 

is confi dent that the merchandise is going in her 
shopping basket. But no! Wait! She coolly walks 
out of the store. No prizes for guessing. Yes. She 
did like the merchandise but then decided to not 
buy from the store but may have gone ahead to 
purchase it online. It is all about deals, you see. 
Deals. That is exactly what the shopper today is 
looking for. Retail dynamics are changing. And 
what does the future hold? We take a look.

To take an excerpt from a recent media report, 
declaring its results for the June quarter, Reliance 
Industries Ltd (RIL) said it would launch an 
e-commerce marketplace to take on Flipkart, 
Snapdeal and Amazon, joining an increasing 
number of brick-and-mortar retailers going online. 
Earlier in the year, retailers DLF Brands Ltd, a 
unit of DLF Ltd that retails Mango, Mothercare 
and Forever21 in India, and Arvind Ltd, which 
manages brands such as Gap, Arrow, US Polo 
and Calvin Klein, also announced plans to launch 
online marketplaces.” The above aptly sets the 
context of the story. Retail dynamics in India are 
changing. Suddenly, it is not all about how many 
stores a retailer is set to open. But now, each 
retailer is conscious of his growth not just in the 
offl ine but online space as well. And when we 
say, online, instead of being part of the market 

Life begins where fear ends; it is a battle between guts over fear and 
when the gut wins, an epochal journey begins from there. The Indian 
retail industry is also undergoing a metamorphosis: Following omni-
channel pursuit to innovating usage of technology, from reading 
between the lines to understanding customer demand better through 
predictive analysis, retailers are following their guts rather than 
being consumed by the looming fears. The retail industry is on the 
right track and is surely treading on the ‘road to positivity’. The big 
conglomerates are spearheading the revolution to spin the game and 
reach the bottom-line growth. Overall, the industry is going through 
interesting times.But gazing through the crystal ball, what is the 
shape of things to come in the ‘tomorrowland’ of retail? 

 In this cover story of our ‘Anniversary issue’, we have coherently 
compiled the views of dozens of modern retailers about the present-
day challenges and futuristic opportunities.

By Zainab S Kazi
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Specialty retail in India is growing and is heading for a stupendous growth. Both 
Indian and international market leaders are eying the Indian market to encash 
on the specialty retail boom.
By Shipra Srivastava

SPECIALTY RETAIL
A PROMISING FUTURE AHEAD!

A cursory view on market
As per Rajat Tuli, Co-Founder, Happily 
Unmarried: “This market has a very 
small base and can only grow. When 
malls opened, people would just go 
for the sheer experience of shopping 
in a mall. However, that era of vanilla 
retailing is long over. The specialty 
retailers add the critical spice to 
complete the shopping experience. In 
fact, mall developers are now creating 

special areas to encourage specialty 
retail. This includes creating smaller 
size stores and kiosks to encourage 
the new businesses.” 

Speaking on the same, Upkar 
S. Sharma, Founder, Crea says: 
“Specialty retail, amongst other 
formats of retail, is only set to thrive 
in India. The country’s overall retail 
market is growing exponentially. The 
stratospheric GMV fi gures quoted 

by online retailers can be somewhat 
misleading at times, giving us the 
impression that the market is bigger 
than what it is. Even after accounting 
for the glib, the market is sizeable and 
is growing at a healthy rate.” 

Citing her views, Archana Kumari 
Singh, President, Frazer and Haws 
says: “More than a multi-brand 
store, it is specialty retail which will 
continue to hold fi rm ground.” 

IN FOCUS
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“The specialty retail market 
is growing quite swiftly in a 
developing country like India. The 
Indian consumer is well travelled 
and has a more global evaluation of 
their buying needs. Specialty retail 
is growing organically at a rate of 
15–20 per cent every year,” says 
Shreya Jain, Founder, La Kairos.

“According to a research, specialty 
retail constitutes 50 per cent of 
the total organised retail market 
in India, and this segment will 
experience double-digit growth over 
the next decade,” says Amit Jain, 
President, Shingora. 

Speaking on the same, Rashi 
Narang, Founder, Heads Up For 
Tails informs: “Heads Up For Tails 
is a boutique fi rm that provides the 
very best for your pet! We are in a 
niche segment, but we have seen 
a 20 per cent year on year growth 
since we started out in 2008. As 
awareness and exposure continues 
to grow, there will be a rise in 
specialty retail.”

“Specialty retail in India is heading 
for a stupendous growth in the near 
future. Both Indian and international 
market leaders are eying the Indian 
market to encash on the specialty 
stores retail boom. Specialty retail 
today contributes approximately 50 per 
cent of the total organised retail market 
in India. This form of retail is here to 
stay since it offers the breadth of the 
specifi c category. Retailers specialising 
in high level of involvement categories 
would do better, as specialty stores are 
the destination shopping landmarks. 
The specialty retail sector, which 
currently accounts for around 5 per 
cent of the Indian retail market, will 
soon see numerous large format malls 
and branded retail stores in many parts 
of India in the next two or three years,” 
sums up R.K. Jain, MD, Bonjour. 

Anurag Poddar, Director, 
Presto says, “ Speciality 

Retail is on a constant 
growth path in India 
and has been growing 
at a rate of 30 per cent 
YOY basis. Everyday 
we see new Retail 
Concepts emerging 
and this growth is 
seen as sustainable 
in the short to 
medium term as 
the propensity to 
consume grows in 
the Retail segment.

Specialty facing 
the heat from 
e-retail 

“While the e-tailing 
market is going to grow 

and stay , the impact 
on Speciality Retail will be 

very limited as most e-tailers 
function as Discount Vendors and 

their offering is mostly limited 

to fast moving commodities where 
Price is the main consideration for 
a Purchase. The Specility Retailers 
are high on then Service element 
and hence e-tailers will have limited 
impact on this segment. Presto is 
known for Personalised Gifts and the 
offering is very high on the Service 
elemeant which is diffi cult for 
etailers to match. Presto’s strategy 
is continous innovation in Products 
and Services to stay ahead of all 
competition including e-tailers,” 
adds Poddar. 

“Is this not quite the dichotomy? 
While there has been an increased 
interest in e-commerce players from 
customers in general, most specialty 
retail products require a certain 
experience and invariably drive the 
customer to the physical store. A high 
involvement category like a pashmina 
shawl does not see the kind of traction 
that something like a T-shirt would 
see online for obvious reasons and 
our business has not been affected by 
the sudden infl ux of e-tailers like any 

sums up R.K. Jain, M
Anurag Podda
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Specialty retail in India is heading for a stupendous 
growth. Market leaders are eying the 
Indian market to encash on the specialty 
stores retail boom.

 PRESTO
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The advent of digital has not only enabled shopping online, but is also infl uencing in-
store retail purchases. Shoppers today are signifi cantly infl uenced by digital throughout 
the shopping journey. However, there is considerable gap between the expectations of 
these consumers and digital maturity of retailers.
By Neeraj Jain and Shubhra Batra

RIDING THE DIGITAL WAVE
THE WAY FORWARD FOR BRICK 
AND MORTAR RETAIL

D
eloitte India’s report 
on ‘Navigating the 
New Digital Divide’ 
highlights this digital 
divide and the 
infl uence of digital 

on consumers shopping in-store. 
`60,000 Cr., about 21 per cent of the 
in-store organized retail market is 
said to be infl uenced by digital. Web-
enabled mobile devices, including 
smartphones seem to be the device of 
choice for shoppers. 

Digital infl uence seems to be 
signifi cantly increasing in-store 
conversion. In fact, conversion rate of 

shoppers who use a digital touch-point 
is at least 40 per cent higher than non-
digitally infl uenced shoppers. Over 65 
per cent shoppers also spend more as 
a result of using digital.

Consumers seem to be using 
digital throughout their shopping 
journey and not just prior to making 
a purchase. Digitally infl uenced 
shoppers browse retailers’/ other 
ecommerce sites and apps while in 
the store and also use social media 
to gain validation from personal 
networks post their purchase. While 
71 per cent of shoppers use digital 
before entering a store, almost 50 per 
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cent of shoppers use digital means 
while shopping in-store as well. They 
use digital not only to research for/ 
select a product but also for price 
comparison, product review, etc.

Deloitte fi ndings indicate that 
digitally infl uenced shoppers no longer 
want to interact with store associates 
for their shopping needs. The report 
identifi es over 70 per cent of shoppers 
preferring to use either a kiosk or 
their own digital device for activities 
such as getting product information, 
checking availability, comparing 

DIGITAL (MOBILE) INFLUENCE FACTOR

INR 60,000 CR
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IMPACT OF DIGITAL USAGE ON CONVERSION OF SHOPPERS

Digital’s impact on conversion during the shopping process

No usage of  digital 
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Before

During

During

During
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Usage of digital Lift (% increase 
in conversion)
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2:-

1:-

3:- +

+

+
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50%

pricing and checking loyalty program 
status. This implies that role of store 
associates will also need to evolve 
from being mere transactional to more 
advisory in nature.

Shoppers also seem to be looking 
for greater fl exibility in purchase as 
well as delivery of products. While 
consumers purchase and receive 
delivery at home in the e-commerce 
model, many consumers today are 
also looking at buying online and 
picking up in store (BOPUS), buying 
in-store and receiving delivery 

Digitally influenced shoppers browse retailers 
other ecommerce sites and apps while in the 
store and also use social media to tap 
on customers.

at home/ offi ce or another store 
location. Such shopping preferences 
provide the organized brick & 
mortar retailers with an inherent 
edge over e-commerce players. 
Retailers can take advantage of 
their existing infrastructure and 
penetration to service consumers in 
line with their preferences. 

Digitally infl uenced consumers 
and their changing shopping 
preferences not only warrant building 
digital assets and other standalone 
capabilities, but also requires a retailer 
to ensure seamless integration of 
all consumer facing touch points. 
Pure-play traditional retail or a multi-
channel presence will no longer be 
suffi cient to increase store walk-
ins. Retailers need to provide an 
Omnichannel experience to add value 
to these digitally infl uenced shoppers.
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