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The world has ruled out mediocrity. Today, it is all about staying
at the top or shutting shop altogether. It is an age of ‘disruptive’
forces, and we recently witnessed an example of it during the Delhi
election, where AAP, a young political group, got the clear mandate
of the people of the national capital and changed the course of
history. Their victory is historic in more ways than one, but the
most pertinent question that remains is how supportive Delhi’s new
government will be towards the retail industry. AAP is opposed to
foreign direct investment (FDI) in retail, a stand similar to that of the
current Narendra Modi-led government in the Centre. Certain media
reports even quoted Arvind Kejriwal, the man leading AAP, voicing
his support for ofﬂine retail in comparison to online sales. Kejriwalled AAP is apparently not supportive of the e-commerce industry.
In recent times, e-commerce companies have been put under the
scanner of many state authorities for violation of tax norms. The
industry is relatively at its nascent stage and is having its own share
of learnings – making errors and learning from them. However, the
intentions of e-commerce players appear clean and clear. All they
need to do is have coherent dialogues with the government to resolve
the issues. And, I personally feel that in an era of omni-channel
retailing, e-tailing has already been part of symbiotic retailing system
and e-commerce is poised to create lakhs of new job opportunities
as well. E-commerce is healthy for retailing in India. In fact, in
due course of time the new government in the capital will have a
more pragmatic stand on FDI in retail and e-commerce companies
will be able to clear their stand with them. Eventually, Kejriwal-led
government is a classic example to push the point that India has
what it takes to be the biggest democracy in the world. It serves
to state that the people of India, when given a better alternative,
will always make better choices. The same holds true for the retail
industry. We need to understand that whether left, right or centre,
it is all about consumers. E-commerce, m-commerce or brick and
mortar, the ultimate aim still lies to satiate the purchasing appetite of
the customer. The only way we can thrive in today’s dynamic retail
scenario is by being innovative since it is an era of ‘disruptive’ forces.
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The Western states of India hold
tremendous potential in terms of
economical viability, geographical
vastness of the market and
increasing disposable income.
The dynamics of these markets
are unique and need in-depth
understanding. In the cover story,
analysis of the region’s retail
scenario has been represented.
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E-COMMERCE
FIRMS

TO INVEST $2BN IN
INFRASTRUCTURE
IN NEXT 3 YEARS
Even a casual glance at the e-commerce sector will
show that 2014 was a phenomenal year. There is no
doubt that the ecommerce sector would like nothing
more than to continue with this heady growth. But here
comes the hangover part— for ecommerce’s golden
run to continue, the focus will have to be on building
infrastructure capacity.
By Ashish Jhalani
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Online Retail Is Less Than 1 per cent
Of Overall Retail In India
In 2014, investments in the
e-commerce sector were been about
`20,000 crore, four times the previous
year, yet, the e-commerce sector’s
share in total organised retail is much
less than 1 per cent of total retail at
present. The fact that regular brick
and mortar retail giants were forced
to take note of e-commerce’s big bang
arrival is being seen as proof of its
arrival. The truth is, however, is a bit
different, and India’s journey has just
begun. Online retail is still very small
compared to both organised and the
overall (organised and unorganised)
retail sector in the country.
Yet, miniscule as it is, mega sales
in recent times have had brick-andmortar retailers worried, with many
saying that their sales were badly
hit, particularly in the festive months
of Diwali when sales normally tend
to rise. News reports in October
spoke about sellers of mobiles and

electronic items complaining about
how their sales had been badly hit
and blamed e-commerce sites for the
decline. Book sales have as it is been
declining for some years now, and
as per a Crisil report, a retail ﬁrm of
books and music had shut over 100
outlets between 2011 and 2013. From
a customer base of mere 8 million in
2012, e-commerce has climbed to 35
million in 2014, according to Google’s
2014 e-commerce in India report,
which also claims that by 2016 India’s
customer base will be 100 million — a
phenomenal growth of over 12 times
in just four years.
Better Infrastructure And
Logistics Needed
E-commerce growth in India faces
a major handicap in its lack of

Investments in the e-commerce sector
was about `20,000 crore, four times the
previous year, yet, the e-commerce sector’s
share in total retail is much less than 1 per cent.
infrastructure and logistics support.
Sure, e-commerce ﬁrms don’t need
fancy retail outlets in posh localities,
but they do need warehouses outside
towns from where goods can be
shipped quickly to the customer,
who may be located thousands of
miles away. It is towards this aim
that e-commerce ﬁrms are expected
to invest up to nearly US $2 billion
(or close to `1,200 crore) within the
next three years in infrastructure,
warehousing, and logistics. A detailed
study of the e-commerce industry,

conducted jointly by Assocham and
PriceWaterhouseCooper (PwC), titled
“Evolution of e-Commerce in India:
Creating the Bricks Behind the Clicks”,
which was released in the latter
half of last year, said that the Indian
e-commerce industry is expected
to spend of anywhere between US
$950-1900 million till 2017-2020 on
infrastructure – the bricks and mortar
aspect of e-commerce that tends to stay
behind the spotlight.
The report further says that the
total spend on warehousing and
sorting centres (few will deny that
the key to effective delivery starts
with getting the right product into
the package with the right address)
would itself be over US $450-900
million till 2017-2020. According to
the report, e-commerce ﬁrms are
entering into a paradigm shift in
their business where the focus will
be on infrastructure, logistics, and
warehousing. What makes the need
for strong infrastructure and logistics
even more imperative is that ﬁrms
are now working on ever-shortening
timelines and quicker deadlines. The
good news is that ﬁrms specialising in
providing infrastructure and logistics
support are also getting ready to ride
the e-commerce wave.
The biggest of these players is
the ubiquitous India Post, which is
considered one of the largest in the
world with 155,000 (1.55 lakh) post
ofﬁces across India, all of which can
deliver, besides letters, e-commerce
products. The use of such existing
logistics and infrastructure services
becomes even more important given
that the next phase of e-commerce
growth is likely to come from the
Tier II and Tier III towns. Seeing the
e-commerce boom in India, Deutsche
Post DHL (DP DHL) decided last
month chose India in the Asia-Paciﬁc
region to roll outs e-commerce
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Western India, with all its potential, continues to be
an intriguing destination for retailers, marketers and
investors. The growth of organised retail here has been
on an upsurge. Over the last 10 years, the retail dynamics
of the region changed drastically. The Western states of
India hold tremendous potential in terms of economical
viability, geographical vastness of the market and
increasing disposable income. The dynamics of these
markets are unique and need in-depth understanding.
In the following pages we have tried to analyse the West
India’s demography, market scenario, key regional players,
major retailers, leading malls and emerging growth
centres of the region.
By Sanjay Bakshi

56 . IMAGES RETAIL . FEBRUARY 2015

WEST INDIA - AN OVERVIEW
The western region of India comprises of the States of Goa,
Gujarat, Madhya Pradesh and Maharashtra and two Union
Territories viz. Dadra & Nagar Haveli and Daman & Diu,
with combined population of 247.3 million persons. The
population has been growing at a CAGR of 1.7 per annum
since 2001 and 39.5 per cent of this population is urbanised.
The region’s geographical area is 0.82 million sq.km with
population density of 303 persons per sq.km. The regional
literacy rate is close to 69 per cent with an annual per
capita GSDP of `97,579 (excluding Dadra and Nagar Haveli
and Daman & Diu) per person. The region has 106 cities and
towns with minimum population of one lakh.

W

ith expansion of modern
retail in all parts of
the country backed by
emerging players on
the retail horizon across states and
cities, the focus is now shifting from
national to regional retail markets.
Images Retail has been keen and
knowledgeable industry observer of
such evolution and is taking lead to
map regional retail markets. In the
same regard, IR will carry series of
features on regional retail markets
beginning with West India retail
market this month.

Signiﬁcance of the Region
The region of West India is vibrant
and its contribution to the nation
in various aspects is noticeable.
Twenty ﬁve percent of country’s
geographical area comes from the
region which is inhabited by 20
per cent of nation’s population.
The region has highest literacy rate
among male population (75.5 per
cent) and second highest literacy rate
(68.7 per cent) of total population
in the country. It has second highest
percentage of urbanised population
of all regions at 39.5 per cent against
nation’s percentage of 31 per cent.

Region’s contribution to nation’s
GDP at 2004-05 prices in 2012-13
was 26 per cent with Per Capita
GDP at `97,579. GDP of the region
has grown by 29 per cent during the
period from 2011 to 2013.
Economy
The economy of the region is equally
holistic ranging from forestry, animal
farming and agriculture to modern
manufacturing industries and hi-tech
IT, engineering, power energy and
oil-gas sectors. The main contributing
states in the economy of the region
are Gujarat and Maharashtra. Both
the states have large population base
and sizeable agriculture, industrial,
technical and service sector which
help them yield major share in
economic development of the country.
Madhya Pradesh and Goa contribute
primarily through their tourism
aspect. Goa, especially, earns lot of
foreign exchange for the country
exclusively through its tourism which
attracts people from all over the
world. Madhya Pradesh is relatively
rich in its natural resources, minerals
and agriculture landscape.

GDP @ 2004-05 PRICES (US$ bn)
All-India

1,208

West India

311

401

221
175

Maharashtra
62
44

Madhya Pradesh

112
87

Gujarat
Goa

1,565

7
6

2012-13 2010-11

Source: Data Book Planning commission
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OUT OF
THE BOX
Their product may be served in
boxes, but Ammi’s Biryani has
some unconventional ideas on
delivering sustainable growth

I
NAVAJ SHARIEF
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t was his passion for food,
especially biryani, that led
Ammi’s Biryani founder
and CMD 40-year-old Navaj
Sharief to step out of the
family steel business to
launch a unique concept in 2008 in
Bangalore. Predominately a home
delivery brand, Ammi’s Biryani is the
brand that introduced the concept
of biryani on the go. Funded by
SAIF Partners, TMA Hospitality, the
company that owns Ammi’s Biryani,
is now 68 outlets strong. Nivedita J
Pawar speaks to Sharief, who’s all set
to make Ammi’s Biryani the largest
Indian QSR by 2015.

Mumbai is already a crowded space
as far as biryani is concerned. What
brought you to Mumbai and that
too with six simultaneous store
launches in a week?
We are established in the south with
Bangalore and Chennai being our key
markets. Mumbai is known for its
culture of eating out and to be honest,
there is no established biryani chain
in the city. The existing players in
this segment have not gone beyond
3-5 individual outlets. I see far more
potential here. We will be rolling
out 50 outlets in Mumbai over the
next year. That will make us a strong
organised player in this segment and
give us the ﬁrst mover advantage with
a sizable number of outlets.

CONCEPT

MARKET FOR
ONLINE HEALTHCARE
RETAILING IS
BUZZING
WITH GROWTH
PROSPECTS
Manu Grover, Founder,
Healthgenie.in, in an exclusive
conversation with Shubhra
Saini, talks about the growing
signiﬁcance of online retailing of
healthcare products.

Please tell us about the market prospects for
online health retailing?
There has been a signiﬁcant increase in life
expectancy combined with a growing demand
for quality healthcare products. This has
led to huge online demand for healthcare
products in India. As healthcare facilities are
still catching up in tier-II and -III cities, there
is immense demand from these cities as the
maximum trafﬁc comes from here. Also, the
recent rise in GDP and the yearning for basic
healthcare amenities among the new age
population have helped and allowed e-tailing
players in healthcare to make a beeline for
the opportunities available in this sector. As
per the market scenario, only 26 per cent of
Indian specialist physicians are catering to a
sizeable 78 per cent of the rural population;
the vast geographical expanse certainly lacks
an effective delivery mechanism. This has
turned healthcare e-commerce into the fastest
growing segment to cater to this growing
demand, especially from tier-II and -III cities.
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With healthcare industry slated to
grow by US$ 280 in another 5 years
in India, healthcare e-commerce is
exploding. Healthgenie.in boasts of its
55-year-old lineage, and has special
expertise in manufacturing and selling
health and wellness products. The
company has resolved to translate this
wealth of knowledge and propel the
brand and sales to greater heights in
the industry, which is poised to grow
signiﬁcantly in coming years.
Why do online health retailers shy
away from getting into the business
of selling prescribed and over-thecounter (OTC) medicines?
Online health retailers cannot
immediately jump into the business of
selling prescribed medicines as Indian
drug laws are not that e-commerce
friendly. Healthcare pharmacies are
legally bound to verify the legal
dispensing by authorised people and
also authenticate the user and the
prescription before they sell selling
medicines, as it is an Indian drug
law mandate.
Many online healthcare retailers have
started delivering OTC medicines but
the ticket size of that customer base is
very small. Also, OTC medicines are
usually led by a customer’s immediate
need. Hence, any delay in delivery
by e-tailers will eventually defeat
the purpose of timely intake of such
medicines. We are in the process of
devising a model by which we can
check this delay.

MANU GROVER, FOUNDER,
HEALTHGENIE.IN

Please share the turnover for
Healthgenie.in in FY 13–14. What
are your expectations for the next
ﬁnancial year?
Healthgenie.in is a fairly new bootstrapped startup, yet we have clocked
a turnover of ` 5 crore in FY 2013–14.
We are expecting to grow by 250 per
cent in FY 2014–2015. In the coming
FY 15–16, we hope to become the
ﬁrst e-commerce company to be
operationally proﬁtable as we are
aggressively pursuing our LEAN
business model and once funded, we
would be able to achieve a turnover of
approximately ` 40 crore.
Tell us about
Healthgenie.in
subscription business
model and the loyalty
programme?
Healthgenie.
in has pioneered
an innovative
subscription model

for repetitive buying of the same
product periodically. With a high
repeat business in segments like
diabetes, elder care, nutrition
supplements, women healthcare,
etc., our customers can subscribe
for the products that are required
weekly or fortnightly or monthly,
and that too at a discounted price.
These are usually the products
which are bought by customers on a
recurring periodic basis.
We strongly believe that retaining
an old customer is far lucrative than
acquiring a new one. So we honour
our existing clients by offering them
redeemable loyalty points against
future purchases.
Please tell us about hybrid delivery
through local distributors and
retailers.
To grow consistently and become the
market leader in online healthcare
retail space, we need to master the
depth ﬁrst. We are a niche portal
and we believe in creating niche
within niche before we expand the

Who is your competitor in India and
nd
which e-commerce retailer do you
look up to here?
We are our own key competitors, as we
believe in competing with ourselves.
However, the customer demand deﬁnes
our growth and pushes us to strive and
nd
do better than what we did yesterday.
y. If
we had to name one e-commerce player
ayer
we look up to, it would be Amazon as
it is one of the most customer-centricc
and mature player in the market today.
ay.
Amazon has been extremely diligent
with their customer service and
delivery in addition to having a greatt
user interface to maintain traction.
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