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The retail sector in India has come of age, it’s not what it used to 
be. The profi le of customers have changed, the brand propositions 
have changed. Now, the customer is no more loyal to a brand; that 
is the reason why predictive analysis, data crunching on consumer 
buying behavior have become the nucleus of retail strategies. The 
technology has taken better of us, it has taken over our lives-- our 
thinking prowess -- zeal, zest and everything in between -- it is 
omnipotent! Retail has became omnichannel -- for good, better or 
ugly is not the question; it has become omnichannel to meet with 
the demands of the discreet customers. The time pressed customer 
wants everything at a click, and retail sector has spoilt them with 
choice and convenience. 

A few years ago, EOSS dates were blocked in calendars. Today, 
the sale is akin to a race, or so most retailers perceive it to be. There 
is competition as to who starts fi rst and who ends last, though in 
my opinion, fi nishing last is not such a bad place to be in. Sales 
are spread all through the year, so does it really matter which part 
of the calendar you are in? In the process, tenets like brand loyalty 
have been completely eroded, especially by online retailers who 
ply their business on deep discounts and predatory pricing. With 
offl ine retailers also attempting to follow suit, it is diffi cult for any 
player to build his value or loyalty on the power of the brand.

In our cover story, we have tried to delve deeper into the subject --t 
with a sale happening virtually 365 days of the year, does EOSS makes 
any sense to consumers anymore? Today’s retailers need to focus on 
creating value for their customers, one which will build loyalty and 
bring them to their doors even without tempting discounts and offers. 
At a time where the customer journey has changed, and retailers 
are talking about service, engagement and experience as strong 
differentiators, it is time they also devised new interesting ways to put 
these into practice and reinvent the marketing calendar.
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With the online channels and stores bombarding 
us with an endless barrage of lip-smacking off ers 
on a daily basis, and prices getting cut-throat 
competitive, will retailers (brick and mortar) and 
very soon, the online players themselves, witness 
a slow death of the End Of Season Sale?
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N
early a decade ago, when I started 
my career in retail as Head of 
Marketing for a large, popular 
department store, organised 
retail was just coming into being. 
Consumers were excited by the 

shiny big formats and the novel items their shopping 
baskets brimmed with. It was my job to ensure 
that they came back for more so, huddled over late 
nights of coffee and exhaustive plans, we devised 
impressive ways and means to fi ll our fl oors with 
more footfalls. We didn’t want customers to just 
drop by and say hello, we wanted them to enter into 
a long term relationship with us. We wanted them 
to graduate from just buying a product to satisfy a 
need, to becoming a bigger part of the brand’s story. 
So we crept into their minds and hearts and did our 
best to earn their loyalty, which would translate into 
a far more attractive transactional value.

If my annual marketing plan had more than one 
promotion (excluding the two ‘end of season sales’) 
tethered to discounts, I would have been scorned upon 
by my seniors and earned the reputation of being a lazy 
thinker. Our challenge was to conceptualise experience-
centric promotions which would create stronger bonds 
that were emotional instead of transactional, and which 
inspired loyalty both for the store, and the brand. Was 
this a tough task? Absolutely! 

As malls mushroomed, so did competition and 
many retail stores were beginning to realise that the 
fastest way to the consumers’ hearts was through their 
wallets. Indian consumers being value-conscious, price 
cuts and discounts were instant crowd-pulling hits and 
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In the beginning, there were a handful of days that 
we waited for. Of course, birthdays and anniversaries 
and long weekends topped the list, then only to be 
joined by the End Of Season Sale days. Today, with 
the online channels and stores  bombarding us with 
an endless barrage of lip-smacking off ers on a daily 
basis, and prices getting cut-throat competitive, will 
retailers (brick and mortar) and very soon, the online 
players themselves, witness a slow death of the End 
Of Season Sale?

By Sheetal Choksi
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Sale signified the ushering 
in of a new season. This 
is precisely why they were 
called “End Of Season 
Sales”! Today, with sales 
becoming an everyday 
occurrence, we are 
losing out on this 
excitement of new.

inundated our lives with alacrity. And 
slowly, the once much anticipated ‘Sale’ 
turned into a ubiquitous event.

So much for those endless 
sleepless nights!

A dirty four-letter word
It is 2017 now and not much has changed 
since then. In fact, I would say it has 
become worse. ‘Sale’ has become a dirty, 
four letter word and continues to rule, 
but in different shapes and sizes and 
monikers. So if it’s not the ‘Wednesday 
Bazaar’, it’s the ‘Maha Bachat’ or ‘Sabse 
Sasta Din’. There are also ‘Half Price’, 
‘Stock Clearance’ or ‘6 am’ sales and 
if nothing works, the ‘Flash Sale’ that 
leverages FOMO (the fear of missing out) 
on a good deal or offer.

Then came the online players with 
their own masala maar ke which put the 
brick and mortar stores in a spot. They 
made it even more tempting with quick 
discounts, specialised category based 
discounts and that too, on a regular 
basis. So you can ‘Unbox’ a sale or you 
can have a massive 3 day shopping 
festival called ‘The Great Indian Sale’ 
or ‘The Billion Dollar Sale’. (As I am 
writing this article, my inbox has already 
fl ashed 7 sales and discount offers in 
my face) Yes, the key word is SALE! Not 
one to be left with sweat on their brow, 
the brick and mortar retailers are now 
offering some discount or another under 
the garb of a promotion.

In all this excitement to grab share of 
wallet, retailers – both online and offl ine 
– seem to have forgotten the meaning of 
value. Sales existed even when I was a 

child, but they meant something other 
than reduced prices. A sale signifi ed the 
ushering in of a new season – a soon-to-
arrive new product range, freshness, and 
an invitation to fi ll your life with new 
things. This is precisely why they were 
called “End Of Season Sales”! Today, with 
sales becoming an everyday occurrence, 
we are losing out on this excitement of 
new. What we are actually saying is, 
it is ok to buy the old as long as it is 
discounted. It is about bargains and not 
about the emotions. 

The beginning of the end
With a sale happening virtually 365 
days of the year, I started to wonder if 
the End of Season Sale (EOSS) made 
any sense to consumers anymore. A few 
years ago, this would be a date to be 

blocked in calendars. Most purchases, 
especially for gifting purposes, would be 
stalled till such time. Women prepared 
themselves for the binge shopping 
while their men cringed. An EOSS gave 
life some purpose and was the perfect 
excuse to reinvent one’s wardrobe, 
home, or what have you. All the sales 
began and ended on the same day. As 
a result, the lines were long, time was 
short, and tempers shorter. 

Today, the sale is akin to a race, or so, 
most retailers perceive it to be. There 
is competition in who starts fi rst and 
who ends last though in my opinion, 
fi nishing last is not such a bad place to 
be in. Sales are spread all through the 
year so does it really matter which part 
of the calendar you are in? Consumers 
will still go ting. It is like the classic 
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The F&B service market is expected to reach 
`3,80,000 crore by 2017. Segments such 
as fine dining, casual dining, QSRs, cafes-
lounges, etc. have found favor with the 
consumers. The F&B industry has been at the 
forefront of attracting investments into India 
and has played an integral role in portraying 
India as a land of opportunity. Several success 
stories of both domestic and multinational 
companies tapping into the Indian F&B sector 
testifies the same. In this special feature on 
‘Food and Beverage’ (F&B) service sector we 
have highlighted the overall potential of the 
industry - the challenges and remedial ways 
to mitigate the challenges. The feature has 
also unveiled the opportunities that F&B 
business provides and how to leverage it to 
make it more attractive for both Indian and 
foreign investors.

By Shubhra Saini

F&B SECTOR IN INDIA
RETROSPECTS & PROSPECTS

T
he Food and Beverage service industry is 
one of the most vibrant service industries 
within India with over 25 percent 
yearly growth. Although predominantly 
concentrated in the unroganised space, 
with the advent of foreign and Indian 

restaurant chains, the organised market is likely to 
expand quite rapidly. Is buying food enough to be a 
complete consumer of food items? The logical progression 
says you need to further invest time, energy and efforts 
to make it consumable. This requirement is fully served 
by the existence of food service category. The food and 
beverages to be consumed in suitable environment to 
facilitate this consumption and with relevant service to 
help in executing the same is the epitome of this retail 
category. The category can be further broken down 
in terms of types of F&B served – regional, specialty, 
international or multi-cuisine, service provided – quick 
service, casual dine, dine-in or fi  ne dine and consuming 
options – counter delivery, takeaway, home delivery, 
seating or standing. Be it the growing culture of eating 
out or busy professional schedules, family or friend get-
togethers or offi cial meetings, parties or outdoor catering 
for community functions, all have been ably served by 

F&B.indd   36 1/17/2017   5:15:50 PM



EVENT REPORT

46 . IMAGES RETAIL . JANUARY 2017

We all recognise South India as a vibrant 
marketplace having initiated the genesis of 
modern retailing in India. From Nalli, Pothy’s 
to Chennai Silks, Cherma’s and Margin Free 
Markets, retailers from South India have 
always been well ahead of the curve in 
retailing invention. Was higher brand loyalty 
a catalyst of such pioneering moves? And 
does consumer behaviour in south India 
continue to trump disruption? 

SIRS 2016
HOW PIONEERS 
INNOVATE 

T
hese questions formed some of the 
mainstays of the discussions at the second 
edition of the South India Retail Summit 
(SIRS) held at the ITC Gardenia, Bengaluru 
on December 13, 2016. Comprising a 
day-long conference and exhibition, the 

event’s mission was to focus on ‘Retail Transformation and 
Winning Strategies in a Connected World’.

The Millennial Movement
The second edition of the Summit kicked off with the SIRS 
CXO Roundtable, which, moderated by R Sriram, co-founder, 
Next Practice Retail, was on ‘Understanding of Experiential 
Retail: The Act & Art of Millennial Shopping’. 

The panelists included Abel Correa, Head IT Strategy 
& Governance, Arvind Limited; Bhaskar Nayak, National 
Head, Specifi cation Sales, Philips Lighting India; Manohar 
Chatlani, MD, Soch; Piyush Chowhan, CIO, Arvind Brands; 
Sanjeev Rao, Director - Business Development, Raymond; 
Seshu Kumar, National Head , Buying & Merchandising, 
Bigbasket.com; Vishal Mirchandani, CEO - Retail & 
Commercial, Brigade Enterprises; Vijay Jain, CEO, ORRA 
and Yogeshwar Sharma, ED, Select CityWalk.

Panellists at the roundtable conversed on how customers 
often make purchase decisions spontaneously in stores. 
Modern shoppers use their smartphones to access all kinds of 
information as they browse the shelves. If they fi nd a better 
deal, they may spend their money with another retailer -- 
online or offl ine. 

“We need to stop designating channels as retail formats. 
These are just channels. We need to embed a holistic 
approach to retail in our operations. We need to be relevant 
across all touchpoints. We also need to focus on value 
propositions, rather than just pricing,” Sriram noted. 

Following this, Shabori Das, Senior Research Analyst, 
Euromonitor International, presented a session on 
Euromonitor Research: Key Retail Trends, which discussed 
drivers of change in convenience in retail largely 

(L to R) Panellists at the Retail Winning Strategies session: S 
Raghunandhan, C Gopalakrishnan, GaneshNarayan, L Subhash Chandra, 
Manohar Chatlani, Naveen Pishe, Seshu Kumar

Shabori Das presents a Euromonitor research report

By Nupur Chakraborty
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North Indian consumers are somewhat 
lethargic, but are more demanding than 
consumers in other parts of the country. 
That was one of the key macro-industry 
insights shared at the inaugural edition 
of the North India Retail Summit (NIRS) 
at the JW Marriott, Aerocity, Delhi on 
December 15, 2016.

NIRS 2016
DECODING THE DEMANDING-BUT-AFFIRMATION-
SEEKING NORTH INDIAN CONSUMER

I
n the inaugural and keynote session, speakers 
focused on growth and opportunities from new retail 
concepts to the power of brands from North India 
to grow into national and international repute, to 
Digital transformation in stores. Panellists included 
Anant Daga, CEO, W (TCNS Clothing Company), 

Bishwanath Ganguly, Country Manager, Forever New, Murali 
Parna, CEO, Sagar Ratna, Pearl Uppal Kachru, CEO, Talking 
Threads, Rishab Soni, MD, SSIPL Retail and Yogeshwar 
Sharma, Executive Director, Select CITYWALK.

Moderating the session, Founder, TRRAIN, B S Nagesh, noted 
that fewer north Indian consumers spend on lifestyle, but the 
spends on large ticket size items are much higher than in other 
parts of India.

“Here, consumers have a more outside-in approach, therefore 
they are spending more on clothing and lifestyle products,” 
Nagesh said. “Also, as opposed to consumers in west and south 
India, north Indians are far less tech-savvy when it comes to 
digital payments,” he noted.

On the question of brand loyalty, Ganguly said that 
north Indians are largely loyal to brands and stores 

that understand what consumers want. “Typically, 
customers like to seek advice from store staff. There is 

a huge importance given to customers getting 
affi rmation of what they are buying.”

“Today as a retailer we have no right to 
dictate which channel should we sell our 

B S Nagesh, Founder, 
TRRAIN & Anurag 
Mathur, Partner and 
Leader - Consumer & 
Retail, PwC

By Nupur Chakraborty
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AWARDS & RECOGNITION

India Retail Forum and 
North India Retail Summit 
felicitated iconic first movers 
and game changers for 
retailing in North India. On 
the evening of December 15 
at JW Marriott, Aerocity, 11 
retail visionaries from North 
India were honoured with 
North India Retail Awards 
(Powered by Vegas mall) for 
their contributions to India’s 
retail sector.

NORTH INDIA
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NORTH INDIA’S 
STARS OF RETAILING

Rishabh Soni, MD, SSIPLVishal Malik, Intex Technologies
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The five traditionally recognised methods of 
human perception are taste, sight, touch, smell, 
and hearing. Collectively referred to as the Five 
Senses, they have underpinned marketing, 
advertising strategies for consumer goods for as 
long as one can recall. How are they now being 
optimised to steer the millennial shopper?

By Nupur Chakraborty

KILLER 
EXPERIENTIAL 
RETAIL

THE MAKING OF D
efi ne it as a reaction to 
challenges emanating from 
online commerce or as a 
recognition of the need to 
evolve, many retailers are 
acknowledging the need 

to offer hands-on, authentic, differentiated 
experiences to shoppers into their stores, and 
are now adapting their store formats in order to 
do so. But is their understanding truly intuitive?

This formed the mainstay of the fi rst 
discussion at the South India Retail Summit 
in December 2016 at Bengaluru. Titled 
‘Experiential Retail: The Art & Act of Millennial 
Shopping’, the roundtable featured experts 
from all sides of the retail intelligence network. 
Moderated by R Sriram, Co-founder, Next 
Practice Retail, it featured Abel Correa, Head IT 
Strategy & Governance, Arvind Limited; Bhaskar 
Nayak, National Head, Specifi cation Sales, 
Philips Lighting India; Manohar Chatlani, MD, 
Soch; Piyush Chowhan, CIO, Arvind Brands; 
Sanjeev Rao, Director - Business Development, 
Raymond; Seshu Kumar, National Head, Buying 

Speakers at the roundtable discussion on Experiential Retail: The Art & Act of Millennial Shopping
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