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Abstract
Indian retail sector is poised for developments Hra unprecedented not only in India but almost
anywhere in the world. Economic impact will be faltross the entire economy from consumers to
producers and manufacturers to service providersttilers. The high private consumption is one of
the major factors for the growing retail indust®ver 62 per cent of the private consumption share i
towards the retail sector, of which 55 per certhés contribution from the rural areas, indicatihg t
increasing significance of retail presence in rasas. The new demanding Indian consumer has
higher needs and expectations from life in genenad] retailing in particular, than ever before.sThi
has been created by the well-educated smart shoppeew communications paradigm, pervasive
advertising, and a surplus of just about everythiwgheat, money, manufacturing capacity,
merchandise, retail space, and stores, etc.) exioept The result is the “I want it better, cheaper
easier, faster, and now” consumer who knows thaeilfhe can’t have these demands met by your
business there are a dozen alternatives. Indiglighelargest retail market in the world and isgsui
for explosive growth and is expected to touch USJ Billion in 2015 with a terrific growth rate of
50 per cent. Almost half of the Indian retail marke2006 was in rural areas. However share of the
urban market is increasing by almost 5 per centye8€l0 years. 57 per cent of the urban population

contributes to 27 per cent of total retail marketjch amount to 80 Billion, implying that we need t
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reach out to the top 141 cities to address thi®dppity. The Indian retail industry, at about US00
billion, accounts for nearly 37 per cent of Indi&®P. It is the eighth largest retail market in the
world. The retail market is poised for explosivewgth and is estimated to more than double by 2015.
The GDP is projected to have an annual growthgh& per cent. That does mean higher growth for
Indian retail industry due to increase in disposabcome levels. (India Retail Report 2009). The
share of organized sector in retail trade, whicjuss around 4 %, is expected to touch 10% in 2010
and is in turn pegged to grow to $64 billion by 80Hence it is important for all to track
demographic and socioeconomic changes, evolvingwuoar needs and desires, and behavioral
transformation as it takes place including buyietdwior. It is also important to have multi-channel
pan- India strategy for those who are aspiringdiol keadership position in the industry in the yetar
come. In short, India is attempting to do in 10rgeahat took 25 or 30 years in other major markets
in the world and shall bypass many stages of “diaitl of modern retail. India is likely to see
emergence of several “innovative” India-specifitailebusiness models and retail formats in the
coming years. The objective of this paper is taldsh a better understanding by analyzing the
growth drivers of the Indian retail sector and hitvis affecting the shopping behavior of Indian

consumers as well as to understand the key trévadisvill have an impact on the retail sector.
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